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Abstract 
 

Social media, even though a new phenomenon, has gained much interest in the last 

decade and has been a frequent topic of researchers. Sport marketing has also been a 

popular topic in academia, especially in North America. This thesis will address the use 

of social media in Nordic ice hockey clubs, including the exploration of their social 

media strategies and effectiveness. Previous research has not concentrated on ice 

hockey in Europe, nor has it examined their social media strategies. The study is seen to 

be necessary, especially given the large differences in the European and North 

American sport cultures and business models. 

 

The research was conducted through a qualitative multiple-case study by gathering data 

from both secondary sources as well as through semi-structured face-to-face interviews 

carried out with ten ice hockey clubs from both Sweden and Finland. The questions of 

the interviews were formed by the concepts derived from previous literature and the 

authors’ own experience.  

 

The results indicate that Nordic ice hockey clubs are still partly struggling with their 

social media strategies and that with the implementation of a clear strategy, including 

segmentation, the clubs would be able to take advantage of the relationship marketing 

and branding possibilities offered by social media. In line with this, the authors argue 

that the social media strategies of ice hockey clubs are not as effective as they could be 

and suggest further actions for managers to achieve higher social media effectiveness. 
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"Activate your fans, don't just collect them like 

baseball cards."  

Jay Baer, Marketing consultant, speaker and author of the New York Times. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  
 

iii 

Thanks 
 

We would like to thank the following individuals for their much-appreciated help 

during the study: 

The Communication and Press Manager of Karlskrona HK, Niclas Skoglund, for 

conducting the interview with us even the club was just about to start their relegation 

battle against AIK from Stockholm. We want to congratulate the whole club for keeping 

their spot in SHL and wish that the expansion of the arena will go smoothly and bring 

even more fans to the games.  

The Press and Communication Manager of Malmö Redhawks, Christian Winnberg, for 

his time to conduct the interview with us. We hope that Malmö Redhawks are able to 

attract also a younger audience to support the club in the future; we are sure that this 

will be the case with the impressive arena and other facilities the club possesses. We 

hope that the Redhawks will get back to be top club in Sweden and can fulfill its 

enormous potential. 

The Communication and Media Manager of Rögle BK, Lasse Mauritzson, for doing the 

interview with us on such short notice. We are sure that the club will head to new highs 

with the new enthusiastic management. We were fascinated to hear about the unique 

culture in the stands of Lindab Arena. We wish nothing but good for Rögle BK in the 

future and hope that the small contender from a small town will once become the 

champion of Sweden. 

The Communication Manager for Färjestad BK, Stefan Eriksson, for not only being 

able to do the interview with us on a Saturday but also for inviting us to see the first  

play-off home game of the season with him. We were truly impressed about the 

atmosphere at the arena and how the whole Färjestad BK community works: Karlstad 

truly is a hockey town. We wish that the club will win some silverware soon, whether it 

be in Sweden or in Europe, to give the fans of the club what they deserve. 

The Web TV and Media Manager of Skellefteå AIK, Tobias Lindgren, for arranging 

time for our FaceTime interview with short notice and dedicating his free time to our 

task. We want to congratulate Skellefteå AIK despite the fact that they lost the finals 

again this year; being in the finals for six years in a row is an unbelievable achievement 

in modern era of ice hockey. There is no doubt that the club will continue their march 

with the hard work by the people at office and other sport related tasks, and with the 



  
 

iv 

help of their loyal fan base. We hope that Skellefteå AIK will remain to be the 

ambassador for the whole Norrland.  

The Account Manager of Ilves, Lasse Fihl, for having time for an interview as a last 

work task before his Easter holiday. We hope that Ilves will get back to its grand days 

and is able to challenge Tappara in the battle for the king of Tampere. We were also 

deeply sorry to hear the passing way of Ilves and Finnish ice hockey legend Aarne 

Honkavaara at the morning when the interview took place and like to send our 

condolences to both the family of Honkavaara as well as for the whole Ilves 

community. 

The Director of Sales and Marketing for Tappara, Aki Holma, for finding time for an 

interview during their intense play-off run. We simply want to congratulate Tappara: 

after losing the finals three years in a row, they finally became the Finnish champion of 

2016. We hope Tappara will remain strong on and off the ice both in Liiga and in 

Champions Hockey League. 

The Marketing and Communications Coordinator of HPK, Niklas Heinonen, for being 

so flexible with the meeting time even when there was only one available day for us that 

we were able to do the interview with them. We want to wish Niklas good luck for his 

upcoming challenges after his time with HPK comes to an end this summer. We would 

also like to wish luck for HPK next season and hope they will get back to their glory 

days in the rink and are able to attract new, younger fans to come and see the pride of 

Hämeenlinna. 

HIFK’s Manager of Communications Petteri Linnavalli, we appreciate that he was 

willing to do the interview with us during play-offs, the most hectic part of the season, 

and we congratulate the club for winning the regular season and reaching the finals; that 

tough loss will be hard to swallow for the whole club but it is fair to say that HIFK is 

back on the top of Finnish ice hockey again. 

The Media Manager of Jokerit Iiro Keurulainen that he arranged some time for us to be 

able to interview him at their office in Helsinki. We hope that Jokerit will be as strong 

in the regular season as they were last season but will go further in play-offs as the 

flagship of Finnish ice hockey in KHL. 

In addition to the clubs, we would also like to thank our supervisor Richard Owusu, 

who was always willing to dedicate time and effort in helping us, providing useful 



  
 

v 

feedback and guidance on the thesis. Furthermore, we would like to thank the examiner 

Mikael Hilmersson for his detailed observations and comments which helped shape the 

thesis along the way. Last but not least, we would like to thank our fellow student 

colleagues for their insightful feedback and support. 

Thank you! 

 

 

______________                                                                               ______________ 

Joonas Saari                                                                                    Jonna Tuominen 

 

Kalmar, May 2016 

 

  



  
 

vi 

List of abbreviations  

 
App: application   

CRM: Customer Relationship Management   

CSR: Corporate Social Responsibility   

E.g.: example given   

FIFA: Fédération Internationale de Football Association   

FRM: Fan Relationship Management  

GAA: Game Average Attendance 
KHK: Karlskrona HK   

KHL: Kontinental Hockey League   

KPI: Key Performance Indicator  

MLB: Major League Baseball    

NBA: National Basketball Association   

NFL: National Football League   

NHL: National Hockey League   

PCM: Psychological Continuum Model   

RM: Relationship Marketing   

ROI: Return-On-Investment   

SHL: Swedish Hockey League   

SM: Social Media   

SME: Small and Medium-Sized Enterprise 

TBK: Tammerfors Bollklubb   

TV: Television  

UK: United Kingdom   

URL: Uniform Resource Locator   

WoM: Word-of-Mouth 

 

 

List of figures 
Figure 1 (page 32): Staircase approach to sport marketing (Mullin, Hardy and Sutton, 

2000) 

Figure 2 (page 44): A model of an effective social media strategy in a Nordic ice hockey 

club 

Figure 3 (page 128): Updated conceptual model of an ice hockey club’s effective social 

media strategy 

 

 

 

 



  
 

vii 

List of tables 
 

Table 1 (page 14): Review of existing literature of selected topics 

Table 2 (page 49): Chosen ice hockey clubs in SHL (Sweden) 

Table 3 (page 49): Chosen ice hockey clubs in Liiga (Finland) 

Table 4 (page 50): Chosen ice hockey clubs in KHL (Finland) 

Table 5 (page 50): Presentation of chosen SHL clubs 

Table 6 (page 51): Presentation of chosen Liiga clubs 

Table 7 (page 51): Presentation of chosen KHL clubs 

Table 8 (page 53): Secondary data used 

Table 9 (page 58): Operationalisation table 

Table 10 (page 62): SHL clubs and their attendance figures 

Table 11 (page 62): Liiga and KHL clubs in Finland and their attendance figures 

Table 12 (page 63): SHL clubs and their social media followers 

Table 13 (page 63): Liiga/KHL clubs in Finland and their social media followers 

Table 14 (page 141): Social media platforms used by clubs 

Table 15 (page111): Advantages and challenges of social media 

Table 16 (page 142): Summary of interview results in relation to main concepts  



  
 

viii 

Table of contents 

1 Introduction _________________________________________________________ 1 
1.1 Background _____________________________________________ 1 

1.1.1 Strategic social media marketing ___________________________ 2 
1.1.2  Sport marketing ________________________________________ 3 
1.1.3 Social media marketing in sport ____________________________ 5 
1.1.4 Measuring the effectiveness of social media marketing __________ 6 

1.2 Problem discussion _______________________________________ 6 
1.3 Research questions _______________________________________ 12 
1.4 Purpose _______________________________________________ 12 
1.5 Delimitations ___________________________________________ 13 

2. Critical literature review _____________________________________________ 14 

2.1 Literature on social media _________________________________ 17 
2.2 Literature on sport fans ___________________________________ 18 
2.3 Literature on relationship marketing _________________________ 19 
2.4 Literature on branding ____________________________________ 20 

2.5 Literature on the measurement of social media effectiveness ______ 20 
3. Theoretical chapter _________________________________________________ 21 

3.1 Conceptualizing sport as a product __________________________ 21 
3.2 Website marketing _______________________________________ 21 
3.3 Social media ____________________________________________ 22 
3.3.1 Facebook _____________________________________________ 22 
3.3.2 Twitter _______________________________________________ 23 
3.3.3 Instagram ____________________________________________ 24 
3.4 Social media marketing in sport ____________________________ 24 
3.5 Sport fans ______________________________________________ 29 
3.5.1 Sport fan segmentation __________________________________ 31 
3.6 Relationship marketing in sports ____________________________ 34 

3.6.1 Sport relationship marketing through social media ____________ 36 
3.7 Branding _______________________________________________ 39 
3.8 Social media effectiveness _________________________________ 40 

4. Conceptual framework  ______________________________________________ 42 

5. Methodology _______________________________________________________ 45 

5.1 Research approach_______________________________________ 45 
5.2 Research method ________________________________________ 46 
5.3 Research strategy ________________________________________ 47 
5.4 Case study design ________________________________________ 47 
5.5 Selection of case companies ________________________________ 48 
5.6 Company presentations ___________________________________ 50 
5.6.1 SHL _________________________________________________ 50 
5.6.2 Liiga ________________________________________________ 51 
5.6.3 KHL _________________________________________________ 51 

5.7 Data collection __________________________________________ 51 
5.7.1 Secondary data ________________________________________ 52 
5.7.2 Primary data __________________________________________ 54 
5.8 Interviews ______________________________________________ 55 
5.9 Operationalisation _______________________________________ 57 

5.7.1 Secondary data ________________________________________ 52 



  
 

ix 

5.10 Data analysis __________________________________________ 58 
5.11 Quality of research ______________________________________ 59 
5.11.1 Validity _____________________________________________ 59 

5.11.2 Reliability ___________________________________________ 60 
5.11.3 Ethics _______________________________________________ 61 

6. Results from secondary data __________________________________________ 62 

7. Analysis of secondary data ___________________________________________ 64 

8. Results from primary data ___________________________________________ 65 

8.1 Karlskrona HK (KHK) ____________________________________ 65 
8.1.1 Club introduction ______________________________________ 65 
8.1.2 Social media strategy ___________________________________ 65 
8.1.3 Segmentation __________________________________________ 67 

8.1.4 Relationship marketing __________________________________ 67 
8.1.5 Branding _____________________________________________ 68 
8.1.6 Social media effectiveness/measurement ____________________ 68 

8.2 Malmö Redhawks ________________________________________ 69 
8.2.1 Club introduction ______________________________________ 69 
8.2.2 Social media strategy ___________________________________ 69 
8.2.3 Segmentation __________________________________________ 71 

8.2.4 Relationship marketing __________________________________ 71 
8.2.5 Branding _____________________________________________ 72 
8.2.6 Social media effectiveness/measurement ____________________ 72 

8.3 Rögle BK ______________________________________________ 73 
8.3.1 Club introduction ______________________________________ 73 
8.3.2 Social media strategy ___________________________________ 73 
8.3.3 Segmentation __________________________________________ 74 

8.3.4 Relationship marketing __________________________________ 75 
8.3.5 Branding _____________________________________________ 76 
8.3.6 Social media effectiveness/measurement ____________________ 76 

8.4 Färjestad BK ___________________________________________ 77 
8.4.1 Club introduction ______________________________________ 77 
8.4.2 Social media strategy ___________________________________ 77 
8.4.3 Segmentation __________________________________________ 78 

8.4.4 Relationship marketing __________________________________ 79 
8.4.5 Branding _____________________________________________ 79 
8.4.6 Social media effectiveness/measurement ____________________ 80 

8.5 Skellefteå AIK (Skellefteå) _________________________________ 81 
8.5.1 Club introduction ______________________________________ 81 
8.5.2 Social media strategy ___________________________________ 81 
8.5.3 Segmentation __________________________________________ 83 

8.5.4 Relationship marketing __________________________________ 83 
8.5.5 Branding _____________________________________________ 84 
8.5.6 Social media effectiveness/measurement ____________________ 84 
8.6 Ilves __________________________________________________ 85 
8.6.1 Club introduction ______________________________________ 85 
8.6.2 Social media strategy ___________________________________ 85 
8.6.3 Segmentation __________________________________________ 86 

8.6.4 Relationship marketing __________________________________ 87 
8.6.5 Branding _____________________________________________ 88 
8.6.6 Social media effectiveness/measurement ____________________ 88 



  
 

x 

8.7 Tappara _______________________________________________ 90 
8.7.1 Club introduction ______________________________________ 90 
8.7.2 Social media strategy ___________________________________ 90 
8.7.3 Segmentation __________________________________________ 92 

8.7.4 Relationship marketing __________________________________ 92 
8.7.5 Branding _____________________________________________ 93 
8.7.6 Social media effectiveness/measurement ____________________ 93 

8.8 HPK __________________________________________________ 94 
8.8.1 Club introduction ______________________________________ 94 
8.8.2 Social media strategy ___________________________________ 94 
8.8.3 Segmentation __________________________________________ 95 

8.8.4 Relationship marketing __________________________________ 96 
8.8.5 Branding _____________________________________________ 97 
8.8.6 Social media effectiveness/measurement ____________________ 97 

8.9 HIFK _________________________________________________ 98 
8.9.1 Club introduction ______________________________________ 98 
8.9.2 Social media strategy ___________________________________ 98 
8.9.3 Segmentation _________________________________________ 100 

8.9.4 Relationship marketing _________________________________ 100 
8.9.5 Branding ____________________________________________ 101 
8.9.6 Social media effectiveness/measurement ___________________ 102 

8.10 Jokerit _______________________________________________ 103 
8.10.1 Club introduction ____________________________________ 103 
8.10.2 Social media strategy _________________________________ 103 
8.10.3 Segmentation ________________________________________ 105 

8.10.4 Relationship marketing ________________________________ 106 
8.10.5 Branding ___________________________________________ 107 
8.10.6 Social media effectiveness/measurement __________________ 107 

9. Analysis on primary data ___________________________________________ 109 

9.1 Social media strategy ____________________________________ 109 
9.2 Segmentation __________________________________________ 114 

9.3 Relationship marketing __________________________________ 116 
9.4 Branding ______________________________________________ 119 

9.5 Social media effectiveness/measurement _____________________ 121 
9.6 Comparison of Swedish and Finnish ice hockey clubs __________ 122 

10. Conclusions ______________________________________________________ 125 

10.1 Theoretical implications ________________________________ 126 
10.2 Managerial implications ________________________________ 128 

10.3 Limitations ___________________________________________ 130 
10.4 Further research ______________________________________ 130 

References __________________________________________________________ 131 

Appendices _________________________________________________________ 140 
Appendix 1: Business model of a Nordic ice hockey club ___________ 140 

Appendix 2: Table showing social media platforms used by the clubs _ 140 

Appendix 3: A table summarizing the results of interviews in relation to 

the main concepts __________________________________________ 141 

Appendix 4: Interview guide _________________________________ 142 

Appendix 5: Interview questions  ______________________________ 143 

 



  
 

xi 

 

 

 



  
 

- 1 - 
 

1 Introduction 
 

1.1 Background 

“As the needs and demographic makeup of sport consumers have become more 

complex, and as competition for the spectator and participant dollar has increased, the 

demand for professional marketing has also grown” (Mullin, Hardy, and Sutton, 2000, 

p.8).  

Although the world has faced difficult economic downturns during recent times, sport 

has remained prosperous, with many prominent events growing larger than ever (PwC, 

2011). Sport events have not only globalised but become more diversified with 

increased attendance figures (Bouchet, et al., 2011). This is supported by continuous 

advancements in technology, providing higher-quality broadcasting and the use of 

Internet. Thus, the rapid development and advancement of new technologies and tools 

for marketing has increased the professionalism of sport events (Hoyle, 2002). 

However, as the markets, economy and society in our world evolves and globalisation 

continues, many challenges arise for sport marketers, such as increased competition and 

the battle for consumers’ time in our fast-paced economy (Hoyle, 2002). 

It is inevitable that interactive online media channels, also known as social media, are 

altering the marketing landscape; the variety of information sources and virtual 

engagement platforms are growing rapidly (Hanna, Rohm and Crittenden, 2011). This is 

creating a synergetic, round-the-clock world, allowing fans to freely express their ideas, 

concerns and critique to the organization in evidence of millions of users (PwC, 2011). 

Social media is seen as a sort of entertainment tool; as consumers have gotten used to 

voting for the favourite performers on television, such as the X-Factor and Idol, sport 

spectators want to be a part of their favourite sports through various social media 

channels (PwC, 2011). 

Research on social media has increased in the last few years, mainly due to the vast 

technological improvements, such the increased availability of Internet services and 

devices and the capability to store large amount of data, as well as growing trends of 

social media usage among individuals and companies.  
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1.1.1 Strategic social media marketing 

Porter (1996) in Mazzucato (2006, p.1) defines strategy as “organizational change” and 

argue that operations are strategic when it enables companies to become better than 

their rivals. Jaffrey (2011, p.1) states that social media is “the biggest shift since the 

industrial revolution, which means that the world has a brand new playing field”. By 

combining strategic actions with social media, a social media strategy is formed. 

Social media, also known as “consumer-generated media” (Mangold and Faulds, 2009), 

has created profoundly new habits of communicating (Kirtis and Kaharan, 2011), 

rapidly evolving over the past decade (Wallace, Wilson and Miloch, 2011). Social 

media, which began as an entertainment tool in the beginning, has become the most 

recent marketing phenomena because of its remarkable advantages in the business area 

(Macnamara and Zerfass, 2012). Social media initially started as an entertainment 

instrument for online users, but later transformed to a powerful marketing tool used by 

millions of companies (Kirtis and Karahan, 2011); in support of this, Kim and Ko 

(2012) also argue that firms that are not using social media as a marketing tool are 

failing to engage with customers and are likely to reach a lower range of consumers. 

However, social media is a broad term, thus it can be difficult to distinguish what 

qualifies as social media (Witkemper, Lim and Waldburger, 2012). It can be noted that 

social media is any type of online platform which encourages communication, 

participation, linkages, discussion and sense of belonging and society (Jaffrey, 2011). 

Depending on the interpretation, many qualify social media as social networking sites, 

text messaging, sharing photos, podcasting, video streaming, wikis, blogs, discussion 

groups, forums and content communities (Kaplan and Haenlein, 2010; Kirtis and 

Karahan, 2011). These media lie in Web 2.0 technologies, allowing online users to 

interact with each other in real-time (Chan and Guillet, 2011). The Web 2.0 platforms 

are defined as an assortment of open-source, collective and user-controlled online 

platforms which extend the participation, experiences, expertise and market power of 

consumers (Williams and Chinn, 2010). They enable various ways for Internet users to 

correspond, socialise and engage with one another (Kirtis and Karahan, 2011; Wallace, 

Wilson and Miloch, 2011) in the digital dimension and are widely used by not only 

individuals, but many organizations around the world. 
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Social media allows users to take part in planning, designing, publishing, editing and 

sharing processes online in an environment where the content is mainly available for 

everyone (Williams and Chinn, 2010; Abeza, O'Reilly and Reid, 2013; Watanabe, Yan 

and Soebbing, 2015). This means that users themselves are becoming producers and 

distributors of knowledge (Abeza, O'Reilly and Reid, 2013), enabling them to gain 

access to real-time information.  

As Mike DiLorenzo, the former director of social media marketing and strategy for the 

National Hockey League (NHL) stated: “social networks aren’t about websites. They’re 

about experiences’’ (Wyshynski, 2009 as cited in Mangold and Faulds, 2009, p.268). 

Given that social media enables one person to interact and communicate with thousands 

of other people, the social media-driven business model yields widespread impacts for 

the manner in which marketers are able to influence consumers (Hanna, Rohm and 

Crittenden, 2011). Marketers are able to include a wider reach, higher involvement and 

increased consumer commitment to the organization’s overall marketing strategy 

through social media marketing (Kaplan and Haenlein, 2011).  

1.1.2 Sport marketing 

“What makes sports events the world’s most compelling entertainment form is the 

emotional capital the audience invests in the outcome of the contest” (Supovitz, 2005, 

p.2); this is what makes sport events unique and impressing forms of entertainment. The 

outcome of the sport event is not known before-hand, unlike when watching motion 

pictures or attending concerts which more or less repeat the same pattern. Sport games 

are reality entertainment in their most primal form, where the drama comes from not 

knowing what will happen next and how the result will be (Supovitz, 2005). 

The commercially-driven team sport product has originally been developed especially 

for the fans who attend the games (Mason, 1999). The team sport product is more than 

the game itself: it is the atmosphere in the stadium, clothing of the teams, equipment, 

music as well as pre-and postgame festivals which forms the sports product, making it 

larger and deeper than the match itself is (Mullin, Hardy and Sutton, 2000). 

Social facilitation plays a large role in the enjoyment of the sport both as player and as a 

fan; therefore, it is important for sport marketers to recognize how central the role of 

interaction is between people in sport communities. Each customer sees and feels the 

game differently and has their own subjective view about the event which makes it 
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especially hard for sport marketers to guarantee high level customer satisfaction 

(Mullin, Hardy and Sutton, 2000). All the different participants of the event create a 

different illusion about happenings which is not repetitious since each football match or 

softball game is a new experience. The main attraction of games is their unpredictable 

and inconsistent nature, as well as spontaneity. Even if the starting line-ups are the exact 

same in a baseball game, the previous week’s game will be different than it is today; 

thus, the unpredictable nature of sport is an important factor in determining why sport is 

attractive but it also makes the sport marketers job more difficult since the product is 

different every day and changes must be adapted quickly in order to be able succeed 

(Mullin, Hardy and Sutton, 2000). 

Professional sport clubs are aware that they are competing for the money and time of 

consumers, not only against other sports and sport clubs but also against for example 

shopping malls, cinemas, Internet, museums and music concerts, as well as television 

channels (Mullin, Hardy and Sutton, 2000). Sport teams compete for the same 

customers who have the option to choose another entertainment form that is available 

(Mason, 1999). It is also essential to note that sport events are produced and consumed 

at the same time. Thus, games must be sold before the actual event and there is no 

storage or inventories in sport events. A game can be discussed and analysed in the 

media the next day or highlights can be shown but “no marketer can sell a seat for 

yesterday’s game” (Mullin, Hardy and Sutton, 2000, p.13). 

Sport clubs work together to form a league product. Previously this product has mainly 

been for entertainment spectators but is now consumed by four different groups: firstly, 

the fans that attend and follow games on-site or through television and other media, and 

fans that purchase league or team related merchandise. Secondly, television and other 

media outlets who own the media rights of the league and thirdly, communities which 

build facilities and support local clubs. Fourth and last, the consumers consist of 

companies linked to the league or teams by sponsoring them (Mason, 1999). 

Ice hockey, which used to be a regional sport, is now played actively in many areas 

(Mullin, Hardy and Sutton, 2000). In order to understand how Nordic ice hockey clubs 

market on their social media channels is it essential to understand their business model; 

Nordic ice hockey clubs have a lot of similar features to regular businesses yet also 

present many differences. The main sources of revenue are sponsors and partners. 

Additional sources of revenue come from tickets and others such as club merchandise, 
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league television rights sold to television channels as well as winning profits from the 

league (Ranta, 2014). The expenses on the other hand consist mainly of salaries. 

Additional expenses come from other aspects such as team travel, employees’ benefits, 

junior and academy expenses and marketing costs (Lähdesmäki, 2014) (see appendix 1). 

1.1.3 Social media marketing in sport 

Markets frequently evolve and so do consumer preferences such as trends, tastes and 

points of interest (Hoyle, 2002). Thus, an effective marketing strategy is essential in 

order to monitor shifts in consumer segments and their impact on game attendance, 

shifting them closer to the company’s objectives. 

Nowadays, social media strategy is seen as a fundamental part of organizational 

communication strategy (Jaffrey, 2011) and is used by large multinational corporations, 

Small and Medium-sized Enterprises (SMEs) as well as governmental offices and 

charities (Kaplan and Haenlein, 2010; Kim and Ko, 2012). By developing a social 

media strategy further, sports clubs are able to enhance interaction and engagement, 

community development and attachment, drive traffic to their official websites and 

achieve increased profits (McCarthy, et al., 2014). The social media strategy of a 

company should fully address the challenges and opportunities related to the use of 

social media (Miller and Lammas, 2010). 

Initially, sport clubs started using Facebook for marketing activities in 2006 

(Pronschinske, Groza and Walker, 2012). However, as most sport organizations desire 

even larger and more noticeable spots in the market, it is crucial that sport marketers 

comprehend how to successfully exercise social media activities in order to raise 

consumer awareness. Professional sport clubs are devoting substantial time and 

resources to facilitate consumer interaction and brand awareness online (Filo, Lock and 

Karg, 2015). Sport clubs such as Manchester United (McCarthy, et al., 2014), Real 

Madrid (Garcia, 2011) and Colorado Avalanche (Hambrick, 2012), mega-events such as 

the Fédération Internationale de Football Association (FIFA) World Cup, Super Bowl 

and Olympics, athletes like Cristiano Ronaldo and Lionel Messi as well as sport retail 

brands including Nike and Adidas are using various methods to integrate social media 

into their marketing strategies. 
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1.1.4 Measuring the effectiveness of social media marketing 

In comparison to traditional advertising such as television and radio, marketers need to 

consider issues such as measurement and consumer behaviour before the company can 

fully take advantage of social media (Miller and Lammas, 2010). 

The direct benefits from social media marketing are complicated to measure; 

quantitative advantages can be seen for example through sales conducted via a certain 

link displayed on a social media account (Jaffrey, 2011). Nonetheless, there is a strong 

indication that there are numerous other benefits related to social media for companies, 

such as increased exposure to the brand, higher online traffic or subscribers, refined 

search classifications, new business connections and co-operations, more leads, reduced 

costs, customer dedication and trust (Jaffrey, 2011; Stelzner, 2011). However, with the 

right software, it is comparatively easy for companies to count the number of views, 

posts, comments, followers, retweets and shares on the company’s social media 

account(s) (Hoffman and Fodor, 2010). It is also possible to measure clickthroughs to 

the company’s websites and direct sales generated through social media. 

1.2 Problem discussion 

Sport clubs are no longer competing with only domestic or local events and are facing 

fierce competition from not only other clubs and sports, but other entertainment options 

such as cinemas, theatres and shopping complexes (Mullin, Hardy and Sutton, 2000) as 

well as online entertainment options like TV-series, Netflix, Home Box Office (HBO) 

and international broadcasting. These options increase the battle for customers’ time and 

money, causing professional sport clubs to protect their terrain over both national and 

international competitors and develop new solutions to both attain and keep their 

customers. Although globalisation can be seen as a threat to live sports, it can also serve 

as an advantage by allowing sport clubs to attract more international fans and sponsors 

to increase their revenues. In order to appreciate and benefit from also the international 

fan base, social media provides an effective platform to implement such strategies. 

 “A lot of businesses go into social media without full understanding of its power, 

reach, and influence” (Griffiths, 2016). Due to the fairly recent development of social 

media, many companies are still struggling to create, manage and implement social 

media marketing strategies (Miller and Lammas, 2010; Hanna, Rohm and Crittenden, 

2011). The use of social media in many companies seems to be “mostly experiential and 
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ad hoc, rather than strategically planned in organizations across a number of countries 

(Macnamara and Zerfass, 2012, p.303). A large amount of companies have not 

implemented a clear social media strategy; many companies indicate of poorly 

structured rules and guidelines for its employees, a lack of monitoring social media, as 

well as lack of coaching and support given to the personnel (Macnamara and Zerfass, 

2012). Additionally, the execution of social media activities is often incoherent with 

what the companies have originally planned or intended to do. For example, a study 

conducted in 2012 claims that only 23 percent of European companies have specific 

social media strategies which form the objectives and policies in place. Additionally, 

only 29 percent of European companies use special tools and software to monitor their 

social media activity, thus causing many companies to become unaware of online 

discussions around their brand by both their employees and consumers. 

According to State of Marketing’s report (Sales Force, 2015), where over 5000 

companies were surveyed, many firms claimed that social media marketing, -advertising 

and –engagement are the most important areas to increase their spending on. Most 

companies see the importance of increasing their spending on marketing activities sand 

technology, with the Nordic countries ranking as one of the highest regions in the world 

to do so, and state that one of their biggest challenges is keeping up-to-date with current 

marketing technology and trends (Sales Force, 2015). However, although many 

companies claim to have a strong interest in social media and claim to possess high 

expertise and skills within the area, research indicates that they are still lacking effective 

social media strategies suggesting that their actual expertise and skills are still rather 

low (Macnamara and Zerfass, 2012). 

Moreover, whilst most companies see social media marketing as either effective or 

somewhat effective, they are still partly struggling to see the Return-On-Investment 

(ROI) in social media marketing (Silverman, 2015; State of Marketing, 2015; 

eMarketer, 2016). For example, many sport clubs seem to have a tendency to only look 

at the short-term effects of marketing such as direct sales to consumers and commercial 

clients, and tend to leave the long-term effects on branding and relationship building to 

a minimum (Adamson, Jones and Tapp, 2005). In addition, almost half of marketers 

claim that they do not possess enough resources and time to implement effective social 

media campaigns (eMarketer, 2016). 
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What is interesting is that only 16 percent of companies see social media marketing 

linked to their main revenue source of their businesses (eMarketer, 2016). Most 

companies see the social media channels as a means to either produce ROI in the long-

term or as indirectly producing ROI (Sales Force, 2015). However, some companies 

make the mistake of only concentrating on marketing activities related to direct sales; 

thus, social media which is regularly associated with customer support, maintenance 

and contacts, is inclined to receive low levels of attention (Jaffrey, 2011). One of the 

questions lies in whether companies are able to distinguish the perceived benefits from 

gaining brand awareness and generating direct sales through the utilisation of social 

media as there seems to be no clear line between the two (Silverman, 2015). 

Sport marketers often undervalue segmentation and strategic marketing (Bouchet, et al., 

2011). Organizations need to understand that investing in social media requires a large 

amount of time and resources, and should be effectively integrated into the overall 

marketing strategy of the company (Seppälä, 2015). Rampton (2014) also argues that a 

successful social media strategy means that a company is able to communicate and 

engage its customers online by targeting the appropriate audience. Since there is no 

correct answer to when and how a company should market on social media as it relies 

on the type of business a company is engaged in, and the types of customer profiles 

present, a clear strategy is needed. This path directs the company to reach the right 

audience and get the best results (Jaffrey, 2011; eMarketer, 2016).  

Many companies will simply fail in using social media because they are not applying 

enough resources in order to develop these strategies, and later, not enough efforts to 

analyse and monitor the effectiveness of the strategies utilized (Rampton, 2014; 

Griffiths, 2016). Additionally, there is no universal scale to measure social media and 

its effect on brand personality (Walsh, et al., 2013). Thus, companies need to determine, 

utilize and frequently assess clear guidelines for the measurement of marketing 

activities in order to assess whether their objectives are met (Mullin, Hardy and Sutton, 

2000). 

Marketers should acknowledge that social media is a highly intense environment which 

is swiftly changing and evolving (Hoffman and Fodor, 2010); however, whilst this may 

seem evident, many companies ignore this fact when implementing social media 

campaigns and assume that the social media environment and consumer behaviours are 

solid and steady. This is a mistake because consumer trends and purchasing habits are 
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constantly evolving and marketers need to stay aware of this (Hoyle, 2002). 

Consequentially, the instruments and strategies for engaging with customers have 

transformed substantially with the evolution of social media (Mangold and Faulds, 

2009).  

In light of the discussion above, it can be deduced that ice hockey clubs, just as any 

companies, are experiencing problems with their social media marketing strategies. For 

example, studies have found out that many professional sport clubs have not been able 

to fully make use of all social media features (Pronschinske, Groza and Walker, 2012; 

McCarthy, et al., 2014). The major difference between sport clubs and most other 

companies is the customer base which in the case of ice hockey clubs consists of fans, 

generally known to be more passionate, engaged and loyal to the brand than consumers 

of other businesses (Mullin, Hardy and Sutton, 2000). The sport-consumers tend to 

build a more personal relationship with the sports-product. However, sport consumers 

are argued to be more dissatisfied and disconnected with sport clubs than before (Kim 

and Trail, 2011), yet social media in seen to be one of the main influencers driving a 

more positive relationship approach to marketing (McCarthy, et al., 2014). 

Furthermore, when most companies measure social media effectiveness through the 

amount of views, followers, interactions and shares (eMarketer, 2016), ice hockey clubs 

are likely to measure their social media effectiveness through other ways as well, such 

as game attendance.  

Many sport clubs have expressed their worries over their social media messages 

reaching the intended audiences whilst also facing problems in identifying their actual 

online customers (Abeza, O'Reilly and Reid, 2013). This may indicate problems in 

segmentation strategies and effectiveness measures leading to problematic gaps in their 

social media strategies. 

Whilst other sports have been widely examined in previous research, ice hockey has 

been seldom studied, especially in Europe. Ice hockey differs from many other sports 

due to the large amount of games played per season (on average 52-88 games per 

season compared to for example American football’s (NFL) 16 games per season) 

(Liiga, 2016a; SHL, 2016, KHL, 2016; NFL, 2016). In addition, the ice hockey season 

is shorter than in many other sports like football (Premier League, 2016). This makes 

marketing in ice hockey clubs more difficult due to the large number of games, meaning 
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on average 2-3 games per week causing hardship in getting all non-season ticket holders 

to attend games on a regular basis. 

Based on previous academic literature, it is evident that there are no studies 

investigating how Nordic ice hockey clubs use social media in their marketing 

strategies, how effective these strategies are and how they target different consumer 

segments. It is also unclear how social media has changed the marketing strategies of 

the clubs and what are the perceived benefits of using social media, as well as the goals 

and objectives of social media marketing in ice hockey clubs.  Additionally, to the 

attention of the authors of this thesis, no studies have focused on customer segmentation 

strategies of ice hockey clubs or social media segmentation practices exercised by sport 

clubs.  

Furthermore, most previous literature on sport marketing has been conducted in North 

America. One major difference between European and North American sport studies in 

the fan culture which differs vastly; in Europe, sport club loyalty is usually determined 

via the religious, political and/or cultural history of the club, not location of the city as 

in North America (Markovits for ESPN, 2013). In Europe, there are two kinds of fans, 

"normal" fans and “ultras” (meaning super-dedicated and vocal fans) (Wrenn, 2011). 

According to the UK's Social Issues Research Centre (SIRC), 60% of European fans 

said that football is like religion to them: being a fan gives them extreme happiness as 

well as sadness. The same source claims that 70 percent of British football fans have 

cried during a football game (Wrenn, 2011).  Being a fan of a club in Europe is like 

belonging to a tribe; most of the clubs have existed a long time and normally have 

strong regional identity and are sometimes also related to politics. In North-America, 

the club supported is more of a matter of choice than in Europe where supporting a club 

comes more from who you are in terms of family, location, religion or political position 

(Wrenn, 2011). So when European teams play against each other, it’s not just about the 

final score: it’s to do with so much more. For example, when Real Madrid plays against 

Barcelona in football, the tension between the fans is deeply rooted into their culture 

that it’s something North Americans hardly witness in their sport culture (ESPN, 2013). 

American fans are at the sport venues to have a good day out, winning is not everything 

(Wrenn, 2011). Sports in North America are entertainment and are all about the show, 

and the game itself is only a part of the product. Fans can be happy and taking part in 

the “kiss-cam” and cheer for the mascot race even if their team is losing (Wrenn, 2011). 
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Another major difference between North American and European sports is the 

relegation system. In most European leagues, the team(s) who gather the least points 

during the season will get relegated to a lower league, when in the American model no-

one will get relegated and the teams who have done not-so-well sport wise can choose 

prospects before others in the entry draft (Gordon, 2014). By drafting a player, the team 

gets an exclusive right to negotiate with the player about their contract to the sport 

league, for example in the case of ice hockey to NHL (Yle, 2013). Moreover, the NBA, 

NFL and NHL (big North-American sport leagues) all have salary caps in progress 

when in Europe, the player salaries are freely negotiated (Gordon, 2014).   

These differences between North America and Europe have an impact on the way sport 

is marketed to the consumers since the business models are different, the reasons for 

attending sport games are partly differing and the consumers are partly looking for 

different types of pleasure from sports. This is why many studies conducted in North 

America do not apply to Europe and thus the findings often cannot be applicable to 

Europe. Moreover, the social media strategies of sport clubs in Europe are then assumed 

to be different than of those in North America. 

Based on previous literature, it is also possible to state that sports marketing and social 

media in a sport context has been studied more widely in North America than in 

Europe, since a majority of the research reviewed for this thesis have been conducted in 

North America, with the rest performed in Europe, Asia and Australasia. This increases 

the demand for European academic research concentrating on social media marketing in 

sports. Furthermore, previous studies mainly focus on sports such as football 

(European), American football, basketball and baseball, as well as American college 

sports in general. There have also been a few studies conducted on ice hockey, such as 

Cunningham and Kwon (2003) who investigated consumers’ intentions to attend ice 

hockey games and Andrijiw and Hyatt (2009) who examined fans that are located 

geographically far from the ice hockey club they support. However, these studies do not 

investigate social media marketing strategies of ice hockey clubs. Consequently, these 

issues draw attention to the fact that more research on ice hockey clubs and their 

marketing strategies through social media need to be explored. 

It has also not been indicated just how important sport clubs see marketing through 

social media and how different clubs and geographical regions differ from each other in 

their social media strategies. What is also lacking is evidence showing how to 
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effectively market in social media, both directly and indirectly, in an ice hockey club. 

There is no research showing how these social media strategies are built and managed, 

the challenges the clubs face in using this media, the effectiveness of social media 

marketing in ice hockey clubs and whether direct links to the effectiveness of social 

media marketing are measured and monitored. It is also important to examine the effect 

of social media marketing on brand image and relationship marketing. 

Data suggests that all top ice hockey clubs in Finland and Sweden have potential to 

grow their average game attendance since none of the arenas are filled to the maximum 

capacity during games (regular season 2015/2016) (see Table 11 on page 62). 

Additionally, some ice hockey clubs seem to have problems with gaining followers and 

likes on social media channels, especially when compared to the size of the city the club 

is located in (see Table 12 on page 63). 

Another relevant aspect to consider would be segmentation and how ice hockey clubs 

use different social media channels to target different types of fans, for example if there 

should be a different kind of strategy for each social media channel. It would also be 

interesting to examine how these companies analyse and react to fan behaviour online 

on their social media and how to target marketing messages towards different consumer 

segments. 

1.3 Research questions 

Based on the discussion above, the research question is formulated as follows: 

 What types of social media strategies are used by Nordic ice hockey clubs? 

 How effective are the social media strategies used by Nordic ice hockey clubs? 

 

1.4 Purpose 

The purpose of this research is to provide academics, practitioners and companies with a 

solid base on how social media can be used in Nordic ice hockey marketing strategies in 

order to promote the sports product at maximum potential enabled by modern 

technology. The research is of exploratory nature, in order to describe and analyse 

social media usage in ice hockey clubs and come up with relevant recommendations 

which enable the formulation of social media strategies and implementation in practice. 

Thus, it would be relevant to see what kind of marketing strategies ice hockey clubs use 
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in order to be able to take full advantage of their social media accounts and how these 

strategies are created and implemented as a whole. Furthermore, it would be integral to 

discover how ice hockey clubs segment their customers, how they utilize social media 

for relationship marketing and branding, why some clubs are more active in social 

media than others, what distinguishes successful and unsuccessful posts and whether ice 

hockey clubs have evidence that successful social media marketing activities have 

increased revenues. Through the findings, the authors also aim to highlight the 

differences (if any) between Swedish and Finnish ice hockey clubs and their social 

media strategies. Moreover, the measurement of the effectiveness of social media 

marketing in ice hockey clubs is to be investigated to get more insight into the social 

media marketing strategies in use. 

1.5 Delimitations 

The thesis will refer to social media as the following channels: Facebook, Twitter and 

Instagram. This is due to the fact that all major Nordic ice hockey clubs have an account 

in one of these and the channels are widely-used and internationally known. Therefore, 

the research will not specifically cover other social media channels such as Youtube, 

Snapchat, Periscope, Pinterest, FourSquare and blogging, although some reference to 

them might be made.  
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2 Critical literature review 

 
The table below (Table 1) presents the relevant key articles reviewed for the thesis, 

including the author, publishing year, keywords, purpose, method and results of each 

study. All studies have been retrieved through Linnaeus University OneSearch and 

Google Scholar by using the following keywords either together or by joining two or 

three of them: social media, sport marketing, sport fans, consumer segmentation, 

relationship marketing, branding, social media effectiveness, and social media 

measurement. 

 

AUTHOR

&YEAR 

Keywords Purpose Method Results 

Abeza, G., 
O’Reilly, N.  and 

Reid, I., 2013. 

 

- Running events 
- Social media 

- Relationship 

Marketing (RM) 

- Explore opportunities 
and challenges sport 

organizations face when 

using Social Media (SM) 
in an RM strategy 

- Qualitative case studies 
- Interviews with eight 

sport-event organizers in 

Canada 

- Companies use social media to meet their 
RM goals 

- Businesses focus on building long-term 

relationships with customers 

Adamson, G., 

Jones, W. and 
Tapp, A., 2005. 

 

- Football 

- Customer 
Relationship 

Management 

(CRM) 
 

- Study possible benefits 

of supporter-centric 
CRM and the risks of 

poorly structured CRM 

practices 

- Qualitative case studies 

- Observation, 
interviews, fan focus 

groups, 

participation/action 
research of football clubs 

in United Kingdom (UK) 

leagues 

- Customer segmentation strategies poorly 

structured in many football clubs 
- RM is not the main focus of clubs and is 

lagging behind regular businesses  

- Clubs reported lack of resources for 
marketing and customer focus 

 

Andrijiw, A. and 
Hyatt, C., 2009. 

 

- Ice hockey 
- Fan 

identification 

- Distant fans 

- Study of fans that 
support geographically 

distant sport clubs 

- Qualitative approach 
- Interviewed 20 fans in 

Canada 

- Distant fans keep their team allegiances 
over time 

- This enabled them to gain feelings of 

belongingness and uniqueness 
- Sport clubs can facilitate these emotions by 

using various marketing and communication 

strategies to better embrace their distant fans 

Bauer, H.H., 

Stokburger-

Sauer, N.E. and 
Exler, S., 2008. 

 

- Football 

- Fan loyalty 

- Branding 

- Explore the possible 

positive relationship 

between brand image 
and brand loyalty 

- The importance of 

brand image for fan 
loyalty in team sport 

- Quantitative approach 

- Questionnaire results 

used from 1,298 German 
football fans 

- Fan loyalty is positively influenced by a 

fan’s brand attitude 

- A club’s brand image plays a crucial role in 
fostering fan loyalty and behaviour 

Bouchet, P. et al., 

2011. 
 

-Football 

- Tennis 
- Fans 

- Segmentation 

- Develop and test a tool 

for identifying different 
types of sport consumers 

 

- Quantitative approach 

- Questionnaires sent by 
email collected from 120 

spectators of the 2008 

French Open tennis 
tournament and the 2008 

final of the football 

French Cup 

- Strategic marketing is essential in sport 

organizations, which includes segmentation, 
targeting and positioning 

- Strategic marketing is often undervalued by 

sport marketers in comparison to operational 
marketing 

Cunningham, 
G.B. and Kwon, 

H., 2003. 

-  Ice hockey 
- Fans 

- Game attendance 

- Study the efficacy of 
the Theory of Planned 

Behaviour in 

anticipating intentions to 

attend an ice hockey 

game  

- Quantitative approach 
- Questionnaires 

gathered from 136 

university students 

registered in physical 

activity classes 

- Individuals are influenced by social norms 
and significant others to attend sport events 

- The social aspect of sport games is crucial 

to emphasise when attracting spectators to 

events 

- There exists a positive relationship between 

opinions towards a club and aims to attend a 
game 

De Vries, L.,  

Gensler, S. and 
Leeflang, P.S.H., 

2012. 

- Social media 

- Branding 

- Explore which 

characteristics drive 
brand post popularity on 

social media 

- Quantitative approach 

- 355 brand posts from 
11 international brands 

(cosmetics, alcoholic 

beverages, mobile 
phones, leisure wear, 

accessories, food) were 

analysed 

- Different drivers affect brand post 

popularity, e.g. positioning of post, post 
excitement and vividness, no. of likes, 

sharing, commenting. 
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Funk, D. and 

James, J., 2001. 
 

- Sport spectators 

- Segmentation 
- Relationship 

marketing 

- Presentation of the 

Psychological 
Continuum Model 

(PCM) 

- Explanation and 
categorization of the 

PCM 

- Help understand sport 
consumers and their 

movement along the 

PCM 

- Qualitative approach 

- Secondary data used 
 

- The PCM may provide a convenient tool 

for market segmentation 
- It may also assist in targeting marketing 

activities 

Garcia, C., 2011. 

 

- Football 

- Relationship 

marketing 
- Branding 

- Highlights the 

importance of RM in 

building long-term 
relationships with fans in 

order to gain success 

- Qualitative approach 

- Secondary data such 

previously conducted 
interviews with Real 

Madrid’s managers 

- RM is crucial in sport organizations 

- This helps the club grow its fan base and 

improve its brand image 
- A club should not base its marketing 

strategy on the outcome of game results 

Gibbs, C. and 

Haynes, R., 2013. 
 

- North American 

sport leagues 
- Social media 

- Twitter 

- Investigates how 

Twitter has changed 
sport relations 

- Qualitative approach 

- Semi-structured 
interviews with 18 North 

American sport media 

professionals 

- Twitter has changed “flattened the sport 

hierarchy” and is seen as one of the most 
dominant social media platforms of today 

- Twitter is also the most used social media 

channel by sport clubs 

Hanna; R., Rohm, 

A. and 

Crittenden, V.L., 

2011. 

 

- Social media 

- Marketing 

communications 

- Consumer 

engagement 

- Examines how social 

media has changed 

traditional marketing 

“rules” 

- Qualitative approach 

- Used secondary data 

- Social media should be used together with 

traditional media in marketing practices 

- Social media is a “platform for influence” 

Hoffman, D. and 
Fodor, M., 2010. 

- Social media 
strategy 

- ROI 

- Branding 

- Looks at how firms 
should look at their ROI 

in social media 

marketing 
 

- Qualitative approach 
- Used secondary data 

- Firms should focus on long-term results in 
their social media campaigns 

- Effective social media strategies are 

essential for companies 
- Firms shouldn’t calculate only traditional 

ROI but analyse consumer motivations to 

use social media and measure these 
accordingly 

Kaplan, A.M. and 

Haenlein, M., 

2010. 
 

- Social media 

- User-generated 

content 

- What is social media 

and what is it not? 

- Qualitative approach 

- Used secondary data 

- Ten pieces of advice for companies using  

social media 

Kaplan, A.M. and 

Haenlein, M., 
2011. 

 

- Social media 

- Viral marketing 
Word-of-Mouth 

(WoM) 

- Provides information 

into the relationship 
between social media 

and viral marketing 

´- Qualitative approach 

- Used secondary data 

- Viral marketing such as social media needs 

to be supported with traditional marketing 

Kim, Y.K. and 

Trail, G., 2011. 

 

- Sport consumers 

- Relationships 

- Studies sport 

consumer-organization 

relationship quality and 

how it can motivate 

sport consumption 
behaviour 

- Qualitative approach 

- Used secondary data? 

- Proposes five components of relationship 

quality: trust, commitment, intimacy, self-

connection and reciprocity 

Macnamara, J., 

and Zerfass, A., 
2012. 

 

- Social media 

- Web 2.0 
- Strategy 

- Identifies global 

patterns and trends in 
social media usage 

among companies in 

Australasia and Europe 

- Mixed method 

approach: quantitative 
and qualitative 

- 817 answered 

questionnaires received 
from companies and 14 

interviews conducted 

with social media 
specialists 

- Found out that many companies are 

struggling with their social media strategies, 
with difficulties among rules, policies, 

procedures and objectives 

 

Mahony, D.F., et 

al., 2002. 
 

- Football 

- Fans 
- Consumer 

motivations 

- Develops a model for 

measuring motives 
which affect the 

behaviour of Japanese 

football spectators and 
the impact of these 

motives on fan 

behaviour 

- Quantitative approach 

- 2012 questionnaires 
received from fans 

- The seven motives introduced (drama, 

vicarious achievement, aesthetics, team 
attachment, player attachment, sport 

attachment and community pride) do not 

anticipate all fan behaviours 

Mason, D.S., 
1999. 

 

- Marketing 
strategy 

- Sport consumer 

behaviour 

- Aims to recognize the 
nature of the product 

created by sport leagues, 

which distinct groups 
buy the product and how 

the product is marketed 

- Used secondary data - Professional sports leagues are a unique 
surrounding for marketing activities due to 

the nature of the sport product 

McCarthy, J., et 
al., 2014. 

 

- Football 
- Social media 

- RM 

- Investigates problems 
related to social media 

strategy development in 

UK football clubs 
- Emphasises the impact 

- Qualitative approach 
- Multiple case study 

- Used secondary data 

and semi-structured 
interviews with football 

- UK football clubs are struggling with their 
social media strategies 

- By developing social media strategies, 

clubs have the possibility to deliver 
communication and engagement, community 
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of social media on 

relationship marketing 

club managers development and belonging, drive traffic to 

their websites and lead to increased profits 

Miller, R. and 

Lammas, N., 

2010. 
 

- Social media 

- Viral marketing 

- WoM 
- Communication 

- RM 

- Investigates the use of 

social media and how it 

affects communication  
- Challenges and 

opportunities of using 

social media 

-  - Social media is a means to engage with 

consumers and affect their purchase 

decisions 
- Trust needs to be established with 

consumers to embrace relationship 

marketing activities 

Pronschinske, M., 
Groza, M.D. and 

Walker, M., 

2012. 

- Sport teams 
- Social media 

- Facebook 

- Marketing 
strategy 

- RM 

- Explores the 
relationship between 

page characteristics 

found on a sport team’s 
Facebook pages and 

social media user 

participation 

- Mixed method 
approach: qualitative and 

quantitative 

- Used secondary data 
and websites, analysing 

the Facebook pages of 

North American 
professional sport teams, 

with software 

- It is not enough to create a Facebook page 
as sport teams need a social media strategy 

which takes into account the relationship 

marketing opportunities social media creates 

Reichart Smith, 
L., and Smith, 

K.D., 2012. 

 

- Baseball 
- Social media 

- Twitter 

- Hashtags 
- Sport fans 

- Examines how fans use 
Twitter to engage with 

others and become 

produces in the sport 
product social media 

marketing activities 

- Qualitative approach 
- Analysed Tweets 

during the 2012 College 

World Series of Baseball 

- Sport fans are likely to turn to Twitter to 
support and/or criticize their team, or 

connect with the fan community 

Robinson, J. and 

Trail, G.T., 2005. 

 

- College sports 

- Fans 

- Segmentation 

- RM 

- To determine if gender 

and the type of sport 

event a fan attends has 

an impact on motives or 
points of attachment, and 

to analyse the 

relationships between 
the motives and points of 

attachment 

- Quantitative approach 

- 669 questionnaires 

from spectators at three 

intercollegiate contests 

- Sport marketers should develop their  

marketing activities to support relationships 

between motives and points of attachment 

instead of trying to segment their fans by 
gender and type of sport 

Stavros, C., 

Meng, M.D., 
Westberg, K. and 

Farrelly, F., 2014. 

 

- Basketball 

- Sport marketing 
- RM 

- Social media 

- Facebook 

- Looks at the 

motivations which 
determine why fans like 

to communicate on the 

Facebook sites of NBA 
teams 

- Qualitative approach 

- Analysed the content of 
Facebook comments 

posted by National 

Basketball Association 
(NBA) fans on the 

teams’ official accounts 

- Sport fans have four major motives for 

engaging on social media in regards to their 
favourite sport teams: passion, hope, esteem 

and camaraderie 

Tapp, A. and 
Clowes, J., 2000. 

 

- Football 
- Marketing 

- Segmentation 

- Examines the 
segmentation strategies 

of football fans 

- Mixed method 
approach: qualitative and 

quantitative 

- In-depth interviews, 
questionnaires 

- Segmenting should be based on customer 
value and benefits which usually result in 

successful marketing strategies 

Wallace, L., 

Wilson, J. and 

Miloch, K., 2011. 
 

- College sports 

- Social media 

- Facebook 
- Brand 

management 

- Examines the use of 

social media as a brand-

management instrument 
in college sports 

- Quantitative approach 

- Examined and analysed 

content posted on the 
Facebook pages of 12 

college sport teams 

- Via strategic planning, including the 

content posted on sport organizations’ 

Facebook sites, can potentially grow brand 
exposure and ease two-way interaction 

between the consumer and the sport team 

Walsh, P., Clavio, 
G., Lovell, M.D. 

and Blaszka, M., 

2013. 

- College sports 
- Social media 

- Sport marketing 

- Branding 

- Explores the use of 
social media and its 

impact on brand 

personality in sport 
organizations, and 

whether social media has 

advantageous or 
disadvantageous brand-

related outcomes 

- Mixed method 
approach: qualitative and 

quantitative 

- Interviews conducted 
on five managers and 

questionnaire answers 

used from 1523 fans 

- Social media may have  appositive impact 
on a sport brand’s image 

- This would suggest to possibly result in 

higher revenues 

Watanabe, N., 
Yan, G. and 

Soebbing, B.P., 

2015. 
 

-  Baseball 
- Social media 

- Twitter 

- Fans 

- Provides a new setting 
towards a deeper 

understanding of sport 

social media 
communications 

- Quantitative approach 
- Twitter data of MLB 

was analysed using 

software 

- Special events or situations may lead to an 
increase or decrease in social media 

followers 

- Many sport teams do not aim to grow their 
Twitter audience on a daily basis but reach 

for long-term gains in followers 

Williams, J. and 

Chinn, S.J., 2010. 
 

- Sports marketing 

- Social media 
- RM 

- Prosumers 

- The characteristics of 

relationship building are 
examined with a focus 

on communication, 

interaction and value and 
the addition of the 

prosumer-concept and 

social media exchanges 

- Qualitative approach 

- Used secondary data 

- Sport organizations are looking more into 

the strategic value of social media and aim to 
gain and maintain long-term relationships 

with their customers 

- Social media is a vital tool for effective 
relationship marketing 

Witkemper, C. 

Lim, C.H. and 

Waldburger, A., 
2012. 

- College sports 

- Social media 

- Twitter 
- Marketing 

- Investigates the 

motivations and 

constraints of Sport 
Twitter consumption 

- Quantitative approach 

- Questionnaires to 

college students 

- Sport organizations can use social media to 

engage fans and inform them about 

important news 
- Consumers use Twitter mainly for 
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 - Why some users use 

Twitter as a medium to 
follow their favourite 

athletes 

information retrieval and entertainment 

purposes 

Table 1: Review of existing literature of selected topics 

 

2.1 Literature on social media 

Based on previous research, it can be witnessed that a large number of studies exploring 

social media marketing have been conducted, especially given the short existence of the 

media. This proves that the concept and use of social media has experienced strong 

growth in the last decade and is seen as a vital tool in marketing strategies of 

companies. Given that the use of social media has changed the marketing strategies of 

most organizations, research indicates that the phenomenon has also largely impacted 

the sport industry. However, although social media has highly affected marketing 

activities, Abeza, O'Reilly and Reid (2013) argue in their study that social media 

enables an efficient use of resources due to the time and money spent on it. The authors 

believe that this data might be parlt outdated since nowadays a lot of time either is or 

should be invested into social media marketing activities, especially since posting has to 

be frequent (Walsh, et al., 2013) and messages well-planned and memorable (De Vries, 

Gensler and Leeflang, 2012). Moreover, many social media platforms crave monetary 

investments such as advertisement purchases in order to reach a larger amount of 

viewers and target the right audience (Scherer, 2014). 

All social media channels differ from another in some way; they have all have distinct 

special features which make them popular among users. Based on previous studies, it is 

justified to imply that the social media platform of Twitter has been most widely 

examined. This could be explained by the vast use of Twitter in the sporting industry 

and the fact that the platform was created already in 2006 (Grossman, 2009), reaching 

up to 300 million users in February 2016 (The eBusiness Guide, 2016). There are also 

articles researching the use of Facebook (such as Pronschinske, Groza and Walker, 

2012), Facebook being the social media platform which has captured the largest 

audience of all social media channels worldwide. Additionally, as Table 1 indicates, 

there are a small number of authors who have investigated Instagram, an online social 

medial platform built for photo sharing (Hochman and Schwartz, 2012; Salomon, 2013; 

Weilenmann, Hillman and Jungselius, 2013), but none of these studies address the use 

of Instagram in a sport marketing context. It is also important to note that since social 

media is a dynamic- fast-evolving environment, much of the research on specific social 
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media channels is tied to a certain time as these platforms tend to evolve and new 

features are developed constantly. Some social media channels “die” within a few years 

and new ones appear on a frequent basis (Kaplan and Haenlein, 2010). In addition, 

Wallace, Wilson and Miloch (2011) investigated which type of Facebook 

communication tools were most used within sport organizations, proving that links and 

statuses are most common. This has again most likely changed, with pictures and videos 

becoming more common especially due to increased smart phone usage and picture 

quality. 

2.2 Literature on sport fans 

Many authors have also examined sport fans, their motivations and behaviours as well 

as various segmentation strategies proposed to sports clubs. These studies have for 

example addressed the fan culture and sport consumers, the reasons why sport events 

attract spectators and the motives of online sport consumption of consumers. However, 

as it can be witnessed in Table 1, it is important to bear in mind that much of the 

research conducted on fans has been executed in the United States and Canada, meaning 

that the fan culture is vastly different from that in Europe (Wrenn, 2011) and thus can 

be seen to be representative of only North American fans. Furthermore, previous 

research on sport fans has largely focused on students (Cunningham and Kwon, 2003; 

Witkemper, Lim and Waldburger, 2012) without taking into consideration that students 

generally have less money to spend and thus cannot usually attend sport events as much 

as they would perhaps like to due to monetary reasons. In relation to segmentation, 

Funk and James (2001) introduce the PCM in their research and suggest that it could be 

a useful model for sport marketers to conduct their segmentation strategies. This is, 

however, problematic as sport clubs can only segment their fans according to 

behavioural aspects unless separate psychological questions are asked individually to 

each fan which may prove to be costly and time-consuming. 

Studies have investigated how and why sport fans engage in social media interaction; 

social media is an important channel for fans to communicate with each other and help 

themselves feel to be a part of the sport society.  Many researchers have investigated on 

mostly male fans rather than females (Bauer, Stokburger-Sauer and Exler, 2008; 

Bouchet, et al., 2011) by arguing that most sport consumers are men. Although this is 

partly true (Pew Research Center, 2008), many gender related assumptions in the sport 

context have been formed before the invention of social media. More recent research 
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reveals that the amount of women following sports has dramatically increased in the last 

few years, especially due to social media which allows them to readily seek sport 

information online and engage with other fans (Sheffer and Schultz, 2014). 

2.3 Literature on relationship marketing 

The theory of relationship marketing (Grönroos, 1994) has been a popular trend when 

investigating sports fans and their relationship with sport, especially since nowadays 

online participation and interaction enables sport clubs to communicate and engage 

directly with their customers and vice-versa. Authors such as Williams and Chinn 

(2010) state that by now, sport organizations recognize the opportunities of relationship 

marketing through social media, yet Pronschinske, Groza, and Walker (2012) and 

McCarthy, et al. (2014) argue that many firms are still struggling to see the relationship 

marketing benefits of social media. Furthermore, Abeza, O'Reilly and Reid (2013) 

stated that companies use social media to meet their relationship marketing goals but 

their study was conducted on the view of the companies themselves; thus, it would have 

been relevant to ask the consumers themselves whether they feel that companies are 

able to intensify and strengthen their relationship with the company through social 

media. As seen in Table 1, Adamson, Jones and Tapp (2005) also questioned how 

football clubs with £1 million turnovers cannot afford to pay more attention to CRM 

activities, yet they fail to understand that many professional sport clubs have limited 

resources for marketing activities since other costs, such as player salaries, are soaring 

higher. 

Many of the studies have looked at how sport marketing was conducted before the 

invention of social media by using traditional marketing strategies and tools such as 

newspapers, radio, television and websites. These studies mostly derive from before the 

year 2008. For example, due to the recent technological advancements and evolvement 

on the Internet, Seo and Green (2008) and Filo, Funk and Hornby (2009) looked at the 

role of sport organization’s websites and their content in relation to the motives and 

attitudes towards sport online consumption. Walsh et al. (2013) have expanded on the 

subject by presenting a fan-based view on social media usage of sport consumers during 

events, in order to explore the effect on the sport organization’s brand image. This also 

emphasises the real-time aspect of social media where for example the spectator can 

update sport related-posts into their social media account whilst the sport event is 

running.  
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2.4 Literature on branding 

 Additionally, branding and brand equity has been widely focused on by several authors 

which is a key concept of social media marketing as social media can become an 

efficient instrument for increasing an organization’s brand image and equity (De Vries, 

Gensler and Leeflang, 2012; Walsh, et al., 2013). 

2.5 Literature on the measurement of social media effectiveness 

The effectiveness of social media marketing has not been very frequently studied in 

academia; most previous reports have been conducted by marketing and advertising 

companies where they recommend using software to measure the effectiveness. 

However, the authors managed to find some academic literature on the subject such as 

research by Hoffman and Fodor (2010) who investigated how firms should look at their 

ROI in social media marketing; they claim that firms should concentrate on the long-

term results of social media marketing and should not only focus on traditional ROI. 
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3 Theoretical chapter 

3.1 Conceptualizing sport as a product 

Since the sports product, in other words the team sport, is not tangible, it is seen as a 

service product highly affected by the organization’s culture, brand image and the 

behaviour of its members (Bauer, Stokburger-Sauer and Exler, 2008). Many sport clubs 

have established clear values to follow, whereas most clubs also represent a certain 

image reflected in the club’s culture. For instance, the German football club Bayern 

Munich is seen as an elitist and “arrogant” club compared to the “working class clubs” 

such as FC Schalke 04 (Bauer, Stokburger-Sauer and Exler, 2008, p.211). Furthermore, 

most sport clubs have images which have been partly affected by their fans’ behaviour, 

who consequentially have an important part in developing the team-sport product. 

 

3.2 Website marketing 

Almost all professional sport clubs have found it essential to be represented on the 

Internet in order to attract fans, increase awareness, and sell tickets and merchandise 

(Pronschinske, Groza and Walker, 2012). Thus, the websites of professional sport clubs 

are seen as an essential part of the club’s marketing activities (Seo and Green, 2008). A 

sport club’s online website can, according to Filo, Funk and Hornby (2009), raise 

awareness of the club’s events and result in increased attendance. This is enabled 

through the information and marketing provided on the website, which can fulfil social-

psychological needs of the consumer and pull the individual’s attraction towards the 

event. Seo and Green (2008) also point out that it is necessary for the sport club to try to 

fulfil the needs of the customers by examining their motivations for sport online 

consumption, which are argued by the authors to be the following: fanship, 

interpersonal communication, technical knowledge, fan expression, entertainment, 

economic, pass time, information, escape and support. 

 

Through these findings, it can be stated that sport clubs might not be able to generate 

buyer needs (i.e. push motives) but via marketing communication they can deliver 

information through website content that permits the consumers to more readily decide 

where, when and how they can achieve their existing needs (Filo, Funk and Hornby, 

2009). Thus, by providing useful information on their marketing channels, clubs can use 

websites as “a social-situational catalyst interacting with hedonic and dispositional 
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needs propelling movement from awareness of a sport event to attraction of the event” 

(Filo, Funk and Hornby, 2009, p.35). This highlights the essential use of strategic 

website marketing in order to influence sport consumer attitudes and result in 

attendance growth. 

 

3.3 Social media 

Social media has changed traditional marketing rules (Hanna, Rohm and Crittenden, 

2011); nowadays, many companies are using social media for strategic communication 

and public relations (PR) (Macnamara and Zerfass, 2012). This is a result from the 

advancement of Web 2.0 technologies, enhancing user involvement, discussion and 

community development, allowing consumers not only to talk with each other but to 

communicate with the company (Mangold and Faulds, 2009; Walsh, et al., 2013). 

Hanna, Rohm and Crittenden (2011) and Kaplan and Haenlein (2011) also state that 

social media acts as a surface for influence and should be used in symbiosis with 

traditional media in order to achieve effective results. Furthermore, the use of social 

media is cost-efficient, seeing that the use of these media is usually free of charge (Filo, 

Lock and Karg, 2015) and it enables real-time dialogue with consumers (Williams and 

Chinn, 2010). 

 

Macnamara and Zerfass (2012) argue that because of the novelty of social media, it is 

many times used by companies in an experiential manner without set objectives or 

assessment measures. However, if used efficiently, it enables sport clubs to engage their 

fans and learn more about them; in addition, the fans too learn more about the club itself 

in order to gain “close and a direct knowledge of a sport organization and understand 

the organization’s position in both good and bad times” (Abeza, O'Reilly and Reid, 

2013, p.126). 

 

3.3.1 Facebook 

Sport clubs started using Facebook in 2006, soon after it was founded (Pronchinske, 

Groza and Walker, 2012). According to Abeza, O'Reilly and Reid (2013), Facebook is 

the most widely used social media channel by sport clubs, followed by Twitter. 

Facebook in particular is an effective platform for developing relationships between 

sport clubs and fans given the fact that most Facebook users already have established a 

network of Facebook friends whom they are connected to. Additionally, the channel is 
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readily available on mobile devices and is thus ideal for delivering news about the club. 

Witkemper, Lim and Waldburger  (2012) argue that Facebook is mainly used to sport 

clubs to deliver information, post pictures and videos, and market upcoming games 

which requires more time and thought than for example Twitter, where the message 

length is set and pictures are less often shared. 

 

Stavros, et al. (2014) point out that Facebook is most often used by sport clubs as a 

means to deliver news about the club, such as the signing of new players and upcoming 

events. This is stated to be especially important during the off-season when there are no 

games and thus leading to less fan-club interaction; Facebook provides a platform to 

share information to the fans and help them interact virtually with the club. This 

delivers positive anticipation to the fans’ lives as they look forward to the new season 

and new player signings. 

 

3.3.2 Twitter 

Gibbs and Haynes (2013, p.394) argue that “Twitter has flattened the sport hierarchy 

and could be considered the most influential social media in sport today”. This is 

supported by the fact that the authors’ research indicates that Twitter is not only the 

most common social media channel utilized by sport clubs, but it is also the most 

influential platform as it has enabled athletes, coaches and managers to communicate 

directly to the fans (Watanabe, Yan and Soebbing, 2015), thus twitter helps develop the 

relationship between the club and the fans (Witkemper, Lim and Waldburger, 2012). 

Delia and Armstrong (2015) also state that Twitter has been adopted as part of the social 

media strategy in a large number of organizations as it allows the company to “reach 

consumer subcultures” in a vivid and real-time digital environment. For example, all 

teams operating in major North American sport leagues have a Twitter account 

(Witkemper, Lim and Waldburger, 2012).  

 

According to Witkemper, Lim and Waldburger (2012), it seems that sport consumers 

are using Twitter mainly for information retrieval and entertainment reasons. For 

instance, many clubs see Twitter as an effective medium to share information on 

athletes and the team. 

 



  
 

- 24 - 

Thus, sport marketers should ensure that their social media posts are related to these two 

aspects, information retrieval and entertainment, in order to implement a successful 

Twitter strategy (Witkemper, Lim and Waldburger, 2012). 

 

3.3.3 Instagram 

Instagram, only launched in late 2010 (Hochman and Schwartz, 2012) has experienced 

major growth in the last few years, with a user number of 100 million (The E-Business 

Guide, 2016). The social media platform enables real-time photo sharing with location 

accuracy (Hochman and Schwartz, 2012), allowing the user to share the photo with 

either all users or only the user’s “followers”. The application also allows photo editing 

and captions before publishing (Seppälä, 2015). Furthermore, Instagram added a new 

feature in 2013 which grants user the ability to post short videos in addition to photos 

(Salomon, 2013). According to Linaschken (2011 cited in Seppälä, 2015), the main 

distinction between Instagram and other social media platforms is the focus on photos; 

it is not possible not publish a post without a photo. Thus, the main emphasis is on the 

photo itself, not the caption beneath it (Seppälä, 2015). 

 

Instagram photos can also be further shared on other social media platforms such as 

Facebook and Twitter (Hochman and Schwartz, 2012; Seppälä, 2015). Users gain 

audience to their photos by hashtags and comments (Weilenmann, Hillman and 

Jungselius, 2013); this is a technical quality of Instagram which helps categorize the 

photos and target a particular audience. Salomon (2013) states that Instagram hosts a 

younger and more diversified user group, mainly because the application is used by an 

audience younger than Facebook users and the fact that it is notably popular between 

users living in urban areas. 

 

3.4 Social media marketing in sport 

Williams and Chinn (2010) state that nowadays most sport clubs, independent of their 

size, are able to engage their fans through the use of social media and can actively 

monitor and pay attention to their needs. As Mahony, et al. (2002) point out, marketers 

should try to enhance the interactions between consumers and the club brand; by 

embracing the positive engagement with the fans, the club can have a higher 

opportunity to increase the fan attachment to the club. The authors suggest doing so by 

marketing through the club websites and chat rooms. Witkemper, Lim and Waldburger 
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(2012) bring this idea even further by suggesting that sport clubs use social media as a 

marketing tool; for example, social media in sport clubs can be used for not only 

promoting upcoming games, but other events as well (such as fan-player meetings). 

 

McCarthy, et al. (2014) argue that social media is changing the balance of power from 

the sport brand to the sport consumers, which leads to many outcomes for sport 

marketers. According to the authors, social media has the ability to provide increased 

commitment and communication, community development and affiliation, direct traffic 

to the sport club’s website and lead to profit growth. Eagleman (2013) and McCarthy 

(2014) also list the various goals sport marketers have with social media, such as 

sharing news and information, directing traffic onto their website, educating fans about 

the sport, attracting new fans, enhancing communication between fans and the club as 

well as supplying an online environment where fans can engage and connect with each 

other. 

 

Kaplan and Haenlein (2011, p.253) propose three conditions which should be 

accomplished in order to create an effective strategy and viral marketing epidemic: 

“giving the right message to the right messengers in the right environment”. 

 

A sport club’s social media page needs to signal legitimacy and openness (McCarthy, et 

al., 2014), and promote user interaction; this leads to the attraction of new followers as 

well as the ability to maintain the already attained fan base (Pronschinske, Groza and 

Walker, 2012). Macnamara and Zerfass (2012) found out that the main public social 

media channels deployed by organizations are Facebook, Twitter and Youtube. 

Wallace, Wilson and Miloch (2011) propose that the type of posts published on a sport 

club’s social media account has an impact on fan interaction online and the club’s brand 

exposure. According to their findings, the most common posts contained one or more of 

the following features: link, status, picture, video and notes. However, since then, 

technology has evolved and it is likely that the usage of both pictures and videos have 

outgrown links and statuses (Hangwon, 2016). Post popularity is related to vividness, 

the content (such as presentation of vital information and entertainment), the placement 

of the post and the likes as well as the frequency of comments related to the particular 

post (De Vries, Gensler and Leeflang, 2012). In addition, the length of the message as 

well as timing and type of promotion also have an impact on post popularity. For 
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example, in order to reach the targeted market, the sport marketer needs to consider the 

hourly and daily timing of the promotion, time of the season and the time between 

different promotions (Mullin, Hardy and Sutton, 2000). 

 

Macnamara and Zerfass (2012, p.303) point out that all social media posts written by 

the company needs to be integrated and coordinated in accordance to the company’s 

overall communication in order to secure “a coherent brand and consistent messages”. 

An effective way for sport clubs to gain social media popularity is to use the club’s 

athletes; for example, the players could answer the fans’ questions at certain times of 

the week (Witkemper, Lim and Waldburger, 2012). This should consequentially lead to 

increased fan loyalty and overall level of fanship. 

 

However, social media also opposes many threats to sport clubs. Although most sport 

marketers acknowledge the fact that sport fans tend to create lively, sometimes 

aggressive, conversation online, they are afraid of the lack of control of social media 

(Mangold and Faulds, 2009; Abeza, O'Reilly and Reid, 2013; Eagleman, 2013; 

McCarthy, et al., 2014) such as monitoring negative comments related to the club, a 

certain player of offensive language raised concerns within sport clubs. Another worry 

raised by many practitioners is the uncertainty of what to respond to negative comments 

by fans (McCarthy, et al., 2014). Many clubs also struggle with identifying “true online 

customers” (Abeza, O'Reilly and Reid, 2013, p.128) and doubt the effectiveness of 

messages reaching the right audiences. Many clubs also report poor financial resources 

allocated to social media marketing activities. 

 

Social media marketing is particularly convenient in the sport context, since fans often 

like to discuss and share their views about their favourite players and teams with other 

fans (Seo and Green, 2008). This refers to the “participatory culture” (Watanabe, Yan 

and Soebbing, 2015, p.619), permitting fans to pursue self-expressions online. 

Eagleman (2013, p.489) argues that “interacting with other fans or the sport 

organisation itself in an online social media setting might also increase a fan’s level of 

identification with the sport organisation”. This has been proven by fans of various 

sport leagues such as Major League Baseball (MLB) and National Football League 

(NFL) fans that see themselves as bigger fans after they had begun following their 

favourite teams on social media. Results also showed that a large amount of the fans 
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began watching the games more frequently. Thus, the fans’ frequent and ongoing use of 

social media is essential to sport businesses (Carlson and O’Cass, 2012). For example 

Twitter has shown to have sizable increases in traffic during large scale sport events 

(PwC, 2011). 

 

In light of social media usage in sport organizations, it should also be noted that though 

the development of social media, the transmission and consumption of sport has also 

changed (Filo, Lock and Karg, 2015). Due to the popularity of social media, fans are 

now often given the opportunity of how to follow the event; this can be done not only 

on-site, but through television, online streaming and social networking (Delia and 

Armstrong, 2015). This phenomenon is likely to continue in the future, especially when 

it comes to major international sport events. A problem then arises in how to keep fans 

attending the games instead of consuming the events digitally, although it is argued that 

most sport consumers prefer to watch the games live due to the fact that they feel that 

sport are most thrilling and monumental on-site (Hoyle, 2002); this is where 

relationship marketing becomes essential in order to ensure that the fans attend games 

live to get the best possible experience. 

 

Sport clubs need to utilize “effective communication platforms” (Abeza, O'Reilly and 

Reid, 2013, p.120) and use a multi-channel marketing strategy to ensure fan loyalty 

(Carlson and O’Cass, 2012). As Pronschinske, Groza and Walker (2012) state, it is not 

enough for a company to just create a social media page; most social media specialists 

agree on the fact that firms should develop a social media strategy (Macnamara and 

Zerfass, 2012; Eagleman, 2013). The strategy should clearly indicate how to reach new 

audiences and simultaneously improve the company’s relationship with its customers 

(Pronschinske, Groza and Walker, 2012). A well-done social media strategy should 

establish the general objectives, Key Performance Indicators (KPIs), an overview of 

measurement processes and an idea of how to successfully integrate the social media 

strategy to the firm’s communication activities (Hanna, Rohm and Crittenden, 2011; 

Macnamara and Zerfass, 2012). The strategy should also include activities to foster 

customer relationships by building powerful, distinct and positive consumer perceptions 

of the club to create a strong brand image (Bauer, Stokburger-Sauer and Exler, 2008). 

The firm should also be able to monitor its social media channels effectively, as well as 

perform content analysis such as recognizing themes and topics discussed on their 
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social media accounts and the general tone of consumers’ comments regarding these 

issues. A problem with most companies is not only the difficulties in measuring social 

media marketing effectiveness but treating various social media channels as separate 

platforms instead of looking at them as a part of a merged system (Hanna, Rohm and 

Crittenden, 2011). 

 

Kaplan and Haenlein (2010) state that because there are hundreds of different social 

media platforms, with new ones created every day, it is impossible for a firm to 

participate in all of them, particularly since regular social media activity is vital for 

success (Walsh, et al., 2013). 

 

In successful social media campaigns, the consumers contribute largely to the results; a 

well-designed strategy results in consumers spreading the message content such as 

pictures, videos and links, developing supplementary brand-related content, tweeting 

about the brand and updating their experiences online (Hoffman and Fodor, 2010). 

Williams and Chinn (2010) describe these consumers who actively engage in social 

media activities of a company as “prosumers” as they can no longer be ignored and 

should be seen as collaborative partners of the company’s social media marketing 

strategy. They are no longer seen as “bystanders” and are expected to actively engage in 

social media campaigns to promote involvement and commitment, as well as help reach 

a larger audience (Hanna, Rohm and Crittenden, 2011). This fan interaction is likely to 

result in a better relationship between the fan and the club, leading to increased 

commitment (Pronschinske, Groza and Walker, 2012). Thus, it is crucial that sport 

clubs also aim to enhance fan participation in social media in order to gain larger 

audiences and get the users to contribute in their online marketing activities (Williams 

and Chinn, 2010). In order to get exposed to the largest possible amount of the sport 

club’s posts, the fan has to either like or follow the club’s account on social media 

(Pronschinske, Groza and Walker, 2012) which then forms a social network site 

relationship between the club and the fan. 

 

Those sport clubs which aim to develop their social media strategy need to not only 

recognize the overall aims of using social media but to create various methods to 

control the risks associated with it and draw the potential benefits from it (McCarthy, et 

al., 2014). These methods could contain developing search links to increase the club’s 
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website traffic, posting high quality, interesting and original social messages, grow the 

amount of interaction with the fans and customisation of posts to target different 

segments. Thus, a company’s social media communication is in need of balance 

between receptiveness and community building between consumers as well as 

organizational effectiveness constituting of the company’s own interests and aims 

(Macnamara and Zerfass, 2012). 

 

3.5 Sport fans 

Due to the latest developments and trends in the sporting industry, such as the 

increasing commercialization and professionalization of clubs, the meaning of solid fan 

base has grown which acts as a critical driver towards the club’s competitive advantage 

(Bauer, Stokburger-Sauer and Exler, 2008). The authors argue that “fans represent the 

most important customer segment for team-sport clubs” (Bauer, Stokburger-Sauer and 

Exler, 2008, p.206), thus sport clubs need to understand why sport consumers decide to 

purchase their particular product over other similar products on the market (Mullin, 

Hardy and Sutton, 2000). 

 

Many authors have examined the motivations to consume sports and reasons for fans’ 

attachment to the sport teams. Cunningham and Kwon (2003) state that by 

comprehending the fans’ motivation for sport consumption, sport clubs can improve 

their marketing activities and the efficiency of the communication processes; this can 

result in both direct (ticket sales) and indirect (merchandise, branding) advantages for 

the sport club; thus understanding the customers is an essential part of the sport club’s 

marketing strategy (Cunningham and Kwon, 2003). 

 

Sport consumers have various motives for sport consumption (Reichart Smith and 

Smith, 2012); however, Robinson and Trail (2005) argue that there are not substantial 

differences between male and female, as well as type of sport attended, in relation to 

motives and devotion in intercollegiate athletics. Moreover, the authors state that there 

are no prominent differences in regards to team achievement or aesthetics by gender 

either. This means that the motives and points of attachment of sport consumers cannot 

be explained by gender or type of sport, that demographics do not have a large influence 

on who becomes a fan of a specific sport or team.  
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According to Stavros, et al. (2014), one of the key motivations for sport consumption is 

the escape from reality, boredom and/or stress. Reichart Smith and Smith (2012) and 

Stavros, et al. (2014) believe that fans’ motivation to consume sport is explained by the 

need for companionship and group affiliation as it is doubtful that an individual would 

choose to attend a sports event alone (Cunningham, and Kwon, 2003). Mahony, et al. 

(2002) also researched consumer motives for becoming a sport spectator by identifying 

seven motives for spectators of the Japanese football league: drama, vicarious 

achievement, aesthetics, team attachment, sport attachment and community pride. They 

argue that whilst sport attachment is seen to have largest impact on the length of time as 

a fan, team attachment is the most powerful predictor of frequency of game attendance. 

Additionally, the consumers’ attachment to specific players and length of time as a fan 

is not related. This can be explained by the fact that players change teams and quit their 

careers frequently. 

 

According to Mahony, et al. (2002), aesthetics, drama and achievement do not directly 

relate to long-term fan commitment to the club because clubs experience good and bad 

times during the years, resulting in both winning and losing streaks. It would be risky to 

rely too much on team success as only one team can win the championship each year 

and not all teams make the playoffs. The authors also state that the drama factor is likely 

to become less important for the fans in the long run as the fans are simply more likely 

to want their team to win. 

 

Funk and James (2001) and Filo, Funk and Hornby (2009) examined an individual’s 

psychological connection to sports, known as the PCM, which can also demonstrate to 

be a practical tool for segmentation. The four levels described by the authors are 

awareness, attraction, attachment and allegiance. A sport consumer is able to move up 

and down this spectrum depending on their life situation and it profiles the overall 

parameters which can convey the relationship between a sport club and consumer 

controlled by the confirmation and difficulty of sport-related emotional associations. 

The effect of an individual’s life situation and stage is also supported by Tapp and 

Clowes (2000) who claim that families with young children are less likely to attend 

sport games. Funk and James (2001) point out that there exists a wide spectrum of sport 

consumers, varying from occasionally watching games to season ticket holders. 

However, one main distinction between consumers is the breadth of personal success 
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the individual feels when the sport team wins, and the feeling of failure when the team 

loses. 

 

One of the main differences between “die-hard fans” and fair-weather fans is that for the 

die-hard fans, it is almost impossible to find a substitute product to replace the sport 

product (i.e. the sport club) (Mason, 1999). The commitment is much greater with these 

fans than it is with the fair-weather fans, who might substitute the sport product 

occasionally to other activities such as cinemas or theatre. 

 

3.5.1 Sport fan segmentation 

Mullin, Hardy and Sutton (2000) refer to individual marketing strategies based on 

different consumer segmentation markets as relationship marketing enabled through 

marketing data system databases. Williams and Chinn (2010) suggest that sport clubs 

should actively employ different segmentation strategies in relation to particular Web 

2.0 technologies which could help fulfil these strategies and Tapp and Clowes (2000) 

think that segmenting sport consumers based on customer value and customer benefits 

often result in the development of effective marketing strategies. However, Bouchet, et 

al. (2011) argue that sport marketers often undervalue segmentation strategies as 

opposed to operational marketing activities. 

 

It is crucial to understand that sport fans are not homogenous and thus it is not possible 

to target all groups with the same marketing strategy (Bouchet, et al., 2011). Bouchet, et 

al. (2011) stress the importance of strategic marketing in sport clubs, including 

segmentation, targeting and positioning activities. By segmenting consumers 

accordingly, marketers could create more tailored messages to satisfy each segment 

(Mahony, et al., 2002). There are various ways of segmenting sports consumers such as 

psychological commitment and behaviour (Bauer, Stokburger-Sauer and Exler, 2008); 

most sport clubs are only able to analyse the behaviour of the fans since psychological 

meanings and emotions require more resources to discover (Tapp and Clowes, 2000). 

The behavioural loyalty of fans is most often measured by game attendance, the 

tendency to renew season tickets and continue attending games throughout seasons, and 

the extent to which fans stay with one team (Tapp and Clowes, 2000). Bauer, 

Stokburger-Sauer and Exler (2008) also mention that the fans’ consumption of club-
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related media, purchase of club merchandise and wearing club attire and colours are 

also ways to measure fan loyalty. 

 

Mullin, Hardy and Sutton (2000) identified various methods to segment sport 

consumers according to demographics (age, gender, income, education, profession), 

geographical location, psychographics (lifestyle, leisure time activities, interests, 

opinions), product usage rate (frequency of game attendance) and product benefits 

(product features which are most important to the consumer and the product impression 

compared to competitors). The authors implemented the “staircase approach to sport 

marketing” model as demonstrated in Figure 1. The figure describes the involvement of 

sport consumers from a nonconsumer to a light and medium user, progressing up to the 

season ticket holder referred to as a heavy user. 

 

 

Figure 1: Staircase approach to sport marketing (Mullin, Hardy and Sutton, 2000) 

 

“It seems unlikely that a person wakes up one day and finds that he or she is a loyal 

fan” (Funk and James, 2001, p.121); thus, the biggest challenge lies in attracting the 

nonconsumers who are individuals who either is unaware of the existence of the sport or 

club and consequentially do not attend their games, or in turn, they are aware of the 

sport and club but do not decide to attend (Mullin, Hardy and Sutton, 2000). This is 

usually because the person either does not need the sports product or it doesn’t fulfil 

their needs and desires, which is said to be essential in attracting fans to the stadium 

(Filo, Funk and Hornby, 2009). The nonconsumers can also be so-called misinformed 

nonconsumers if they are aware of the sport product and wish to consume it but have 

doubts or misunderstood information regarding aspects such as pricing, ticket 

availability or safety risks (Mullin, Hardy and Sutton, 2000). In addition to these types 

of nonconsumers, the authors propose that there exists a fourth type of nonconsumer, 

the media consumer, who consumes the sport through media but does not attend games. 
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The segmentation strategy suggested above helps sport marketers satisfy the needs of 

fans and thus assist them in moving up the escalator to eventually become heavy users. 

However, according to Adamson, Jones and Tapp (2005, p.163), “segmentation is 

merely the separation of season ticket holders and members on the database with 

limited subsequent marketing beyond ticket transactions”. This was supported by their 

findings in regards to UK football clubs, where most clubs blamed poor resources as the 

lack of sufficient segmenting policies. The authors also identified other factors causing 

low focus on implementation issues in regards to segmenting, such as a lack of long-

term focus, lack of communication between different departments in the club as well as 

the fact that fans are generally seen merely as a source of income, leading to a sell-only 

approach towards them. 

 

Williams and Chinn (2010) suggest that the different levels of interaction could be 

measured in order to recognize and classify different types of sport consumers, thus 

creating a basis for segmentation strategies. 

 

Bouchet, et al. (2011) argue that there are four types of sport-event customers: aesthete, 

interactive, supporter and opportunist: 

 Opportunist: sport involvement is related to the wish of obtaining benefits from 

positive rewards, usually related to collectivism. The consumer attends events 

occasionally, but especially when there is a big game coming up.   

 Aesthete: the sport consumer is concerned with the beauty of the sport, as well as 

excitement and drama. 

 Supporter: by showing a physical and emotional presence to the players, the 

consumer feels that they are a part of the club, supporting them through thick and 

thin. A die-hard fan. 

 Interactive: the behaviour of the consumer is directed towards shared feelings and 

passion, as well as entertainment. Attending a sport event is relaxing and a way to 

have fun since the spectator is fond of sports. 

However, the study has its downsides as the research was conducted only on two sport 

types, football and tennis, and three quarters of the survey participants were male. On 

the other hand, Tapp and Clowes (2000) proposed another way to segment fans into 

“carefree casuals”, “regulars and “fanatics” according to how many home games the 

spectators attended on average per season. It is especially the fanatics who oppose an 
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important customer segment for sport clubs due to their high commitment and loyalty to 

the club, often having a more significant role in the supporters’ lives than family and 

friends. This is a feature rarely seen in any other business than sports. 

 

3.6 Relationship marketing in sports 

As Eric Cantona, a former French national team and Manchester United football player, 

stated: "you can change your wife, your politics, your religion, but never, never can you 

change your favourite football team" (Dickenson, 2014). Fans are the most important 

relationship sport clubs have and that relationship should not be lost (Mullin, Hardy and 

Sutton, 2000).  

 

Relationship marketing refers to keeping customers via the attainment of long-term 

shared contentment by both companies and their customers (Abeza, O'Reilly and Reid, 

2013). Mullin, Hardy and Sutton (2000, p.379) state that “we must preserve our most 

important relationship- the everyday fan”. Many sport clubs have become more 

proactive in relationship marketing due to technological advancements, improved 

marketing research activities and the large amount of options for sport and 

entertainment data (Pronschinske, Groza and Walker, 2012). Plenty of sport clubs, such 

as the Spanish football club Real Madrid, see fan relationship building as a top priority 

and profit success only as a second priority (Garcia, 2011) since without fans there is no 

club (Pronschinske, Groza and Walker, 2012). Because fans are not physically a part of 

their favourite team and most are not typically working for the club, their connection 

with the club is solely through team identification (Reichart Smith and Smith, 2012). 

Hard core fans will continue supporting the team even if they keep losing but “fair 

weather” fans might not; that’s why it is important to find a way to attract “fair weather 

“fans when team is not performing well (Mullin, Hardy and Sutton, 2000). Thus, as a 

marketer, it is dangerous to base marketing strategies to sporting success due to the 

uncertainty of game outcomes (Mason, 1999). 

 

Social media is a beneficial way for sport marketers to manage their relationships with 

their customers (Abeza, O'Reilly and Reid, 2013). The primary purpose of marketing is 

to create a communication strategy which provides customers information about the 

company’s goods and services, as well as raise awareness and interest, in order to 

generate revenue (Kim and Ko, 2012). The activities involved in the communication 
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strategy should be built in a way which enables the creation of relationships between the 

parties involved. Thus, organizations should consider their use of social media as a 

unified strategy which takes consumer experiences as a priority by capturing the 

attention of consumers online (Hanna, Rohm and Crittenden, 2011). These online 

platforms enable consumers to communicate on different levels, leading to what is 

called the “consumer experience” (Witkemper, Lim and Waldburger, 2012).  

 

Miller and Lammas (2010) state that in order to be able to use social media successfully 

as a tool in relationship marketing, companies need to fully understand the consumer 

behaviour of its customers and measure it appropriately. Only then can the company 

start to assess their marketing investments and analyse the potential opportunities with 

different media, leading to a clearer understanding of the challenges and opportunities 

of social media. This results in marketers having to look beyond traditional methods in 

order to embrace new techniques and methods to enhance relationship marketing 

activities (Miller and Lammas, 2010; McCarthy, et al., 2014). 

 

CRM has also been closely linked to fan relationship management (FRM) as proposed 

by Adamson, Jones and Tapp (2005) who argue that FRM has the potential to learn 

from the successes and failures of CRM. They also state that many football clubs are 

struggling with FRM activities and many fail to engage their customers in an effective 

way. These findings can also be seen to be true in many other sports as well, such as ice 

hockey, due to the special relationship between the fans and sport clubs where emotion 

and passion are involved in a stronger manner than with most other products sold. 

According to Mahony, et al. (2002), the higher the fan attachment to the club, the more 

frequently the fan will attend games. This shows that it is crucial for sport clubs to 

foster their relationships with their customers in order to increase ticket sales and game 

attendance. Declined attendance could possibly be prevented by effective CRM and 

FRM activities as product marketing “begins by understanding both current and 

potential customers” (Mahony, et al., 2002, p.17). 

 

Although many businesses are now focusing their efforts to create long-term 

relationships with their customers (Garcia, 2011; Abeza, O'Reilly and Reid, 2013), 

McCarthy, et al. (2014) argue that many sport clubs do not dedicate time to know the 

customers. It is not beneficial for the club to simply develop a social media page 
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without realizing the relationship marketing advantages social media possesses 

(Pronschinske, Groza and Walker, 2012). 

 

Kim and Trail (2011, p.65) propose a conceptual framework of “sport consumer 

relationship quality”, containing five separate, yet interrelated, components: trust, 

commitment, intimacy, self-connection, reciprocity. The importance of trust in 

relationship marketing is supported by Miller and Lammas (2010, p.7) who state that 

trust needs to formed between the consumer and company in order to overcome the 

obstacle of the “would-be consumer” to a consumer. Kim and Trail (2011) then argue 

that the quality of the relationship between the fan and the sport club is affected by 

WoM, media expenditure, licensed-product consumption and attendance behaviours. 

The authors then further suggest that both psychographic and demographic factors 

affect the relationship. The findings suggest that the higher the relationship quality 

between the fan and sport club, the less likely the fan will be affected by the team’s 

achievement. Thus, the relationship should continually be maintained and developed in 

order to enhance the relationship quality, leading to more loyal fans, especially 

throughout difficult times such as losing streaks. However, Adamson, Jones and Tapp 

(2005) argue that many sport clubs do not see relationship building with the fans as a 

priority and fail to see the importance in loyalty and trust.  

 

3.6.1 Sport relationship marketing through social media 

As previously stated, it is crucial that sport marketers understand the motives behind 

sport consumer behaviour and aim to activate engagement and communication between 

the fans and the club (Stavros, et al., 2014). The buyer-seller relationship between the 

sport consumer and club has shifted from traditional marketing activities to a closer, 

more intimate relationship through new technologies (Williams and Chinn, 2010). Thus, 

in order to attract and maintain its customers, sport clubs need to develop, keep and 

improve their relationships with their fans, engaging in direct dialogue and 

communication (Abeza, O'Reilly and Reid, 2013). Miller and Lammas (2010), Williams 

and Chinn (2010), Eagleman (2013) and Stavros, et al. (2014) suggest that firms should 

enhance relationship marketing processes through the use of online activities such as 

social media. This is supported by Witkemper, Lim and Waldburger (2012) who state 

that sport clubs should aim to increase the chances for fans to engage and interact with 

both the club and its athletes on social media, leading to a stronger relationship between 
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the club and the sport consumer. Stavros, et al. (2014) point out that even though group 

affiliation motives in the sport industry have long been recognized by researchers, social 

media brings new and interesting dimensions to relationship marketing which is not tied 

down to geographical boundaries. Thus, the use of social media as a FRM tool is seen to 

be especially important in the sport industry and is seen are highly influential in regards 

to reaching organizational goals (Abeza, O'Reilly and Reid, 2013). 

 

It is important to note that today’s sport consumers do not only show their loyalty by 

registering as a team member of a sport club or wear club team merchandise (Williams 

and Chinn, 2010). The Internet has allowed fans to express their loyalty in various 

social media channels such as Facebook and Twitter. Social media provides a strong 

platform outside the sport arena where fans can discuss, interact and build a stronger 

identification with the club (Stavros, et al., 2014). Fans no longer have to wait until the 

next game to discuss news or game events as they are now able to immediately talk and 

debate with each other in the virtual setting immediately whenever they want to 

(Reichart Smith and Smith, 2012). Social media also supplies a strong platform to 

convey information, maintain loyalty and build relationships with fans. By building a 

virtual setting for the consumers to interact with each other to discuss and share 

information, companies can make an impact on their brand’s community and can likely 

influence consumer purchase decisions (Miller and Lammas, 2010).  

 

Witkemper, Lim and Waldburger (2012) point out that sport clubs can develop their 

relationships with fans especially through Twitter, keeping them informed and “close” 

to the club. The same principle applies to all social media channels the club uses: by 

keeping the fans up-to-date, the relationship will evolve positively. The use of social 

media also enables clubs to communicate with their geographically distant fans who 

cannot physically attend the games regularly (Andrijiw and Hyatt, 2009; Stavros, et al., 

2014). 

 

A sport match is a special environment where sport fans can broaden their sport 

experiences and identities, giving a chance to interact with fellow sport spectators 

(Stavros, et al., 2014). However, this is a brief moment to communicate with others and 

is over shortly. Social media, on the other hand, is able to extend the fan interaction to a 
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higher level to a more frequent habit since one does not have to attend a game to 

connect with other fans. 

 

Stavros, et al. (2014, p.462) state that a key motivation for sports fans to engage in 

social media is “to have a forum to state one’s passion for the team in one-off emotive 

proclamations”. Social media supplies fans with an additional way to connect with their 

club; according to Stavros, et al. (2014), sport fans employ four major motives in 

regards to seeking value from the social media enabled interaction to the club: 

• Passion: powerful displays of affection towards the club, including love, 

tribalism, support and admiration 

• Hope: team-directed declarations concentrated on success, including ambition, 

expectation and situation-tied excitement 

• Esteem: comments targeted toward the club/fans which distribute positive and 

negative experiences, or declare competence and expertise in club associated 

matters 

• Camaraderie: comments targeted towards the fan community, showing the need 

for identification and interplay within the group, containing the seek for 

knowledge and protecting the community from negative impacts 

 A challenge raised by social media is the ability to keep the sport club’s social media 

followers steady or growing during turbulent times such as losing streaks (Watanabe, 

Yan and Soebbing, 2015); it is especially the less loyal fans with lower levels of club 

identification “who tend to distance themselves from the team after losing seasons" 

(Reichart Smith and Smith, 2012, p.542). On the other hand, during favourable times 

such as playoffs, some clubs have experienced an increase in followers (Watanabe, Yan 

and Soebbing, 2015).  

 

In order to avoid fluctuation in social media followers, sport clubs should again focus 

on FRM activities; for example, Real Madrid has won the Spanish league title only four 

times in the last fifteen years (Wood, 2016), yet it has been able to significantly grow its 

revenues and brand value during these years (Garcia, 2011). This indicates a successful 

FRM strategy employed by the club, “protecting the brand from the uncertainty of 

sporting results” (Garcia, 2011, p.296). A good brand image will consequentially lead 

to fan loyalty (Bauer, Stokburger-Sauer and Exler, 2008) as the next section will 

discuss. 
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Fan loyalty can be increased through emphasising both product-related brand attributes 

such as the team itself, the head coach, star players and achievement, as well as non-

product related attributes as in the club history, heritage and tradition, the clubs’ colours 

and logo, the fan behaviour, stadium or arena, and atmosphere (Bauer, Stokburger-

Sauer and Exler, 2008). However, research shows that it is the non-product related 

attributes which have a much larger effect on consumer loyalty as the team, players and 

coach are likely to change on a frequent basis but it is the club and the history which 

stays. 

 

3.7 Branding 

Brand image is essential for fan loyalty in team sports, as argued by Bauer, Stokburger-

Sauer and Exler (2008). Many believe that a strong brand supports the club to protect 

themselves from detrimental economic consequences when losing games. A strong 

brand will consequentially lead to a greater trust in the company (Carlson and O’Cass, 

2012). Thus, there is a positive link between brand loyalty and brand image; 

Cunningham and Kwon (2003) also argue that there is a positive link between the 

attitudes towards a sport club and the intention to attend the club’s event. 

 

According to McCarthy, et al. (2014), the key to the fans’ brand loyalty is achieved 

through powerful branding of the club’s history and tradition, as well as values and 

beliefs associated with strong passion towards the club. 

 

One of the key objectives of social media is argued to be brand awareness (Hoffman 

and Fodor, 2010; McCarthy, et al., 2014). Social media is stated to have a positive 

impact on a sport club’s image (Walsh, et al., 2013) and enhance an event’s brand 

personality, consequently leading to increased ticket sales and thus revenues. This is 

supported by Eagleman (2013) who states that social media is a powerful tool for 

promoting the club’s brand and the sport itself, helping to develop a brand image in the 

fans’ minds. Previously, sport clubs have stated that social media  allows them to grow 

brand awareness, preserve control over their image, in addition to increasing the overall 

awareness and view of the sport. By enhancing the brand image of the sport club, the 

club can deliver the fans a case of differentiation and assist the consumers in their 

purchasing decisions (Bauer, Stokburger-Sauer and Exler, 2008; Walsh, et al., 2013). 
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3.8 Social media effectiveness 

Mullin, Hardy and Sutton (2000) propose four main factors for assessing marketing 

effectiveness: 

 Wasted circulation: the problem appears when the right message does not reach the 

right audience. Wasted circulation is bound to happen in most marketing campaigns 

but the sport marketer should aim to keep it to a minimum; an effective way to do 

this is to segment the consumers in order to target them appropriately (Mullin, 

Hardy and Sutton, 2000; Hoyle 2002; Kaplan and Haenlein, 2010). This means that 

sport clubs should store demographic, geographic and psychographic data of its 

customers which then enables them to select the best media channel for the specific 

audience. 

 Cost per exposure: this refers to the measure of cost needed to reach a single 

consumer through the differing media channels. By combining segmentation 

strategies and cost per exposure data, sport clubs can reach the largest audience 

within its target market at the lowest cost. 

 Determining the creative approach: After the first two factors have been assessed, 

the sport marketer should build an effective creative campaign (Hoyle, 2002) by 

focusing on the aim and message of the marketing promotion (Mullin, Hardy and 

Sutton, 2000). 

 Measurement: in order to assess the effectiveness of marketing campaigns, the sport 

club needs to find a way to measure the effectiveness. Most companies measure 

effectiveness by direct sales after the campaign but this proposes some weaknesses; 

for example the time lag of how long it takes for a campaign to become successful is 

difficult to determine, and if there are several campaign throughout the year it is 

complicated to identify which campaign(s) is the source of increased revenues 

(Mullin, Hardy and Sutton, 2000; Hanna, Rohm and Crittenden, 2011). 

Additionally, not all campaigns target to increase revenues but might aim to grow 

brand awareness for example. 

Hanna, Rohm and Crittenden (2011) state that although many firms are engaging the 

social media activities, the challenge most firms encounter is the difficulty of creating 

effective messages, measuring performance indicators and measuring the effectiveness 

itself. Although the primary purpose of sport clubs is to increase their revenues, they 

must also seek other purposes for social media marketing such as enhancing brand 

building (McCarthy, et al., 2014). 
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Marketers should acknowledge that in social media, a feed-back loop exists, thus 

constant monitoring is crucial (Hoffman and Fodor, 2010). Therefore managers need to 

measure aspects such as product reviews, posts and comments, retweets and shares, as 

well as followers and likes. Additionally, it would be beneficial to measure 

clickthroughs to transactional websites. Furthermore, the assessment of certain Web 2.0 

technologies should be constantly followed to evaluate their value and effectiveness 

(Williams and Chinn, 2010). However, Hoffman and Fodor (2010) emphasise that 

instead of calculating the ROI of social media, companies should focus on analysing 

consumer motivations to engage in social media and the effects the company’s social 

media actions have on them. Watanabe, Yan and Soebbing (2015) claim that an 

individual’s activities on social media which are related to sport clubs indicate that the 

users are seen to express consumer interest in the clubs. Thus, social media 

effectiveness should concentrate on assessing what type of reaction the company’s posts 

have on consumers and how much do they feel the need to develop, share, engage and 

connect on social media (Hoffman and Fodor, 2010). 

 

Watanabe, Yan and Soebbing (2015) argue that most sport clubs don’t aim for large 

growth in the amount of social media followers on a daily basis; rather, it is a long-term 

result of frequent and successful social media marketing. This is resulting in companies 

having to assess the strategic value of social media in terms of building long-term 

relationships with fans (Williams and Chinn, 2010). 
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4 Conceptual framework 
 

A conceptual model has been developed based on the key constructs/concepts discussed 

in the previous section (see Figure 2). It is argued that sport clubs need to develop and 

implement a clear social media strategy in order to reach social media effectiveness in 

their marketing activities. This is supported by various authors who claim that without a 

social media strategy, organizations are unable to achieve their set goals with it 

(Macnamara and Zerfass, 2012; Pronschinske, Groza and Walker, 2012; Eagleman, 

2013). Thus, an understandable and managed strategy is an essential starting point for 

sport organizations so that they are able to reach financial success, which is argued to be 

the primary purpose of existence for most sport clubs (McCarthy, et al., 2014). A social 

media strategy should then comprise of the club’s overall objectives, KPI’s, 

measurement techniques (Hanna, Rohm and Crittenden, 2011; Macnamara and Zerfass, 

2012), as well as constant tracking and content analysis (Bauer, Stokburger-Sauer and 

Exler, 2008). An effective social media strategy is said to help gain new audiences, 

improve customer relationships (Pronschinske, Groza and Walker, 2012) and improve 

the club’s brand image (Bauer, Stokburger-Sauer and Exler, 2008). However, the 

authors argue that in order to reach social media effectiveness, the social media strategy 

should lead to customer identification and segmentation. This would allow sport 

marketers to deliver more tailored messages to the fans (Mahony, et al., 2002) and 

consequentially, lead to improved relationship marketing activities (Mullin, Hardy and 

Sutton, 2000). 

 

As stated by various authors (Mullin, Hardy and Sutton, 2000; Garcia, 2011), a sport 

club’s most important relationship is with the fans. Thus, by segmenting the customers 

accordingly, the relationship between the club and fans becomes more intimate and of 

higher quality since the club is able to target the right customers at the right time in the 

right place (Kaplan and Haenlein, 2011). Furthermore, there are no substantial 

advantages for a sport club to be present in social media if they do not see the 

opportunities it provides for effective relationship marketing (Pronschinske, Groza and 

Walker, 2012).  

 

When a sport club has developed a social media strategy, segmented its customers and 

benefited from the relationship marketing opportunities social media provides, the 
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customers should start gradually developing higher trust and engagement with the club, 

resulting in brand loyalty and commitment enhanced by the use of social media 

(Hoffman and Fodor, 2010; McCarthy, et al., 2014). A positive brand image is likely to 

result in fan loyalty and affection; the higher the fan attachment, the more frequently 

they are argued to attend games (Mahony; et al., 2002). 

 

By implementing these steps, a sport club should be able to achieve social media 

effectiveness measured by game attendance (i.e. direct sales) (Mullin, Hardy and 

Sutton, 2000) and social media activities such as an increased amount of followers, 

likes, comments shares and retweets (Hoffman and Fodor, 2010). Thus, it is argued that 

although a sport club’s overall business objective is to gain monetary success, it is not 

possible to be achieved without segmentation, relationship marketing and branding 

activities which can and should be supported by the social media activities of the club. 

Ultimately, this should be seen as a long-term process resulting in increased fan 

commitment leading to increased game attendance. 

 

However, the model presented has to take the impacting variables into account, such as 

the market and arena size: the arena is only as big or small it is, so unless a sport club 

builds a new arena, the physical walls of the building is a boundary for further audience 

growth. Consequentially, cities with big arenas can have difficulties in filling their 

arenas to their maximum capacity and cities with small arenas will most likely find it 

less problematic to fill the arena. 

 

The market size is to be considered since larger cities have more potential to grow their 

fan levels, not only due to the larger population size but because of better travel options 

for geographically distant fans. Smaller cities have a smaller population and might be 

more remotely located than bigger cities which can easily result in difficulties filling the 

arena, especially if the arena size is large compared to the population. 
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Figure 2: A model of an effective social media strategy in a Nordic ice hockey club 
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5 Methodology 
 

A methodology is “a way of thinking about and studying social phenomena” (Corbin 

and Strauss, 2008, p.1), whilst methods are ways and processes of gathering and 

analysing data. 

 

5.1 Research approach 

The authors Dubois and Gadde (2002) identify three different research approaches in 

academic literature. Deductive approaches focus on generating suggestions from 

existing theory and aim to test these in the real world. Inductive approaches on the other 

hand depend on “grounded theory” (Glaser and Strauss, 1967 cited in Dubois and 

Gadde, 2002): here, theory is systematically developed from data. The third approach is 

abductive, which is seen to be a combination of the two approaches although more 

similar to inductive than deductive; thus, the abductive approach emphasises more 

heavily the constant interaction between empirical findings and theory by conducting 

research without prerequisites. The approach is seen as useful is the researcher’s aim is 

to discover new things and phenomena, and to create new concepts and theoretical 

models rather than testing existing theory. The researcher is able to shift between theory 

and empirical data with the aim to refine, develop and identify new variables and 

relationships. The abductive approach “builds more on refinement of existing theories 

than on inventing new ones” (Dubois and Gadde, 2002, p.559). 

 

The research question determines the appropriate research approach: the first part of the 

research questions of this study (What types of social media strategies are used by ice 

hockey clubs..) asks “what”, which is will likely yield a descriptive answer and can form 

a part of the research question (Saunders, Lewis and Thornhill, 2009; Yin, 2014). 

However, the second question (How effective are the social media strategies used by 

clubs?) gives the study a more analytical approach, going beyond description. It looks 

for explanations, relationships, concepts, collations and prognoses (Saunders, Lewis and 

Thornhill, 2009). 

 

The approach used in this study can be considered to be abductive, due to the systematic 

combining technique used. This approach has been presented by authors such as Dubois 

and Gadde (2002). The abductive approach was used for this study since it allowed the 

researchers to discover new phenomena whilst reviewing and analysing existing 
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theories and models. Glaser (1978 cited in Dubois and Gadde, 2002, p.559) states that 

“data should not be forced to fit preconceived or pre-existent categories, asserting 

rather that the categories are to be developed from data”. This fit the purpose of the 

study since ice hockey clubs have previously not been studied to a large extent and they 

(like many other companies) are relatively new to the use of social media as an effective 

marketing tool. Various evidence also showed that many ice hockey clubs are struggling 

with their social media management but the reasons remain yet hidden.  

 

5.2 Research method 

Quantitative research is related to the conduction and analysis of numerical data 

(Bryman and Bell, 2011). It is often used in deductive research approaches and aims to 

test hypotheses (Saunders, Lewis and Thornhill, 2009). It often involves survey research 

(Bryman and Bell, 2011) and follows a more structured and fixed approach than 

qualitative research (Corbin and Strauss, 2008). The results of quantitative studies are 

usually seen to be more representative of a larger population due to various procedures 

such as statistical measures and randomization to decrease or control the variation.  

 

Qualitative research is described by Corbin and Strauss (2008, p.1) as “a process of 

examining and interpreting data in order to elicit meaning, gain understanding, and 

develop empirical knowledge”. It is the subjective analysis of perspectives, beliefs and 

behaviours (Bryman and Bell, 2011). It lets the researcher discover and find out, rather 

than test, different variables and helps them analyse inner meanings and learn more 

about people and phenomena (Corbin and Strauss, 2008). It is designed to approach the 

“real-world” by for example analysing experiences, standards, communications and 

reciprocal actions, as well as documents (Kvale, 2007).  

 

Since the theory of social media marketing is still fairly undeveloped, thus this study 

seeks to describe and analyse new phenomena, the research method is qualitative. The 

approach is seen to be more variable, changing and active compared to the more 

inflexible and structured nature of quantitative research (Corbin and Strauss, 2008). 

Good qualitative research has several distinct features such as “a humanistic bent”, 

inquisitiveness, originality and a capability to take risks (Corbin and Strauss, 2008, 

p.13).  
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The reason why qualitative research was chosen for this particular study is due to 

several facts: there has not been any European studies concentrating on the social media 

strategies used by ice hockey clubs, thus there lacks evidence and theory in relation to 

these matters. This is especially crucial as qualitative research aims to generate theory 

(Kvale, 2007). Since the phenomenon of social media is relatively new, the study aims 

to explore different concepts and relationships between them in Nordic ice hockey 

clubs’ social media strategies. The researchers have tried to get insight into the reality of 

these clubs and understand what they do in terms of social media marketing and why. 

 

5.3 Research strategy 

Yin (2014) identifies five primary research strategies: experiment, survey, archival 

analysis, history and case study. Case study research was chosen for the thesis as it 

“investigates a contemporary phenomenon in depth and within its real-world context” 

(Yin, 2014, p.16). According to the author, this helps differentiate case study research 

from the other four methods. A mixed case study method was chosen as the resources 

allowed the researchers to do so and because the analytic advantages and strength of 

findings are seen to be greater than with single case studies (Yin, 2014). The mixed 

method consisted of the analysis of data drawn from various websites and social media 

platforms, as well as face-to-face interviews conducted with ten ice hockey clubs. The 

mixed method approach lets the researchers target the research questions in a broader 

scope than with just case studies. The researchers also feel that by conducting secondary 

data analysis before the interviews, they were more prepared and knowledgeable before 

the interviews.  

 

5.4 Case study design 

Yin (2014) proposes two case study designs: single case study and multiple-case study 

design. The case study design used for this is multiple-case study, as it covers a multiple 

set of cases and then draw a single set of “cross-case” conclusions” (Yin, 2014, p.18). 

The research is of exploratory and descriptive nature, and does not concentrate on 

companies as a whole but rather on specific characteristics or aspects of the companies 

(Noor, 2008). Thus, the thesis addresses the social media strategies of Nordic ice 

hockey clubs, but does not specifically concentrate on other areas of the clubs such as 

human resource management or the clubs’ economic state. 
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Multiple-case study designs usually results in more enthralling evidence and is seen as 

stronger than single case studies (Yin, 2014). This, however, depends on the 

phenomenon studied.  Since there were two researchers for this study, the large amount 

of time and resource needed to conduct a multiple-case study was not as troublesome as 

it could have been with only one researcher. However, it is important to note that case 

study research does not address the matter of generalisation when it comes to larger 

populations or universes (Yin, 2014). However, Noor (2008) argues that by using 

multiple-case studies, researchers can increase the validity, reliability and accuracy of 

the study. This supports the thesis, making the findings from the ice hockey clubs more 

precise, trustworthy and justifiable. 

 

5.5 Selection of case companies 

Qualitative researchers are not aiming to control variables but discover them by 

recognizing, determining and explaining how and why concepts range dimensionally 

along their properties (Corbin and Strauss, 2008). This gives indication that random 

sampling is not ideal for qualitative researchers because it could restrain the researcher 

from tracking analytic leads and finding the answers they are searching for.  

 

Replication logic, which refers to the consistency for choosing the cases for the study, 

has been used since it is especially suitable for multiple-case studies (Yin, 2014). Literal 

replication was used as it was predicted that all ice hockey clubs interviewed would be 

of similar type and thus predict similar results. Keeping this is mind, the sampling for 

this research was done through purposive sampling as the clubs chosen fill the purpose 

of this study. Thus, “the sample is based on finding suitable cases to fit the empirical 

requirements of the study” (Owusu, 2016).  

 

The following clubs from Sweden and Finland (see Tables 2-4) were selected as they 

play on the highest tier of ice hockey and are thus likely to have higher budgets and 

more resources to conduct social media marketing in a wider spectrum than smaller 

clubs. For example, it is highly unlikely that smaller clubs would have any time of 

detailed segmentation strategies in place. Furthermore, Finland and Sweden were 

chosen as the countries as they not only reside in Europe, but have similar 

characteristics in terms of culture (Hofstede, 2016). Ice hockey is also one of the most 

popular sports followed in these countries (Dagliga Sportnyheter, 2012; Nordic Hall, 
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2013). Moreover, the ice hockey clubs were selected from a wide spectrum; both 

smaller towns and larger cities, as well as small arenas to large arenas were selected (see 

Tables 5-7). The clubs chosen were both old and young clubs, from the oldest one 

HIFK, founded in 1897, and Karlskrona HK, founded in 2001. In addition, all the ice 

hockey clubs use social media as a marketing tool, as well as use all three main social 

media channels explored (Facebook, Twitter and Instagram), operate in two similar 

countries and play on the highest tier. 

 

CLUB  LOCATION INTERVIEW WHEN/WHY 

NOT 
Färjestad BK Karlstad YES 19.3.2016 

Karlskrona HK Karlskrona YES 17.3.2016 

Redhawks Malmö YES 18.3.2016 

Rögle BK Ängelholm YES 18.3.2016 

Skellefteå AIK Skellefteå YES 27.4.2016 

Brynäs IF Gävle NO  No reply 

Djurgården IF Stockholm NO  Replied first but then 

lost contact 

Frölunda HC Gothenburg NO  No reply 

HV71 Jönköping NO  No reply 

Lakers Växjö NO  Replied first but then 

lost contact 

Linköping HC Linköping NO No reply 

Luleå HF Luleå NO Replied but no date 

was able to be fixed 

Modo Hockey  Örnsköldsvik NO Not contacted 

Örebro HK Örebro NO  Replied but no date 

was able to be fixed 

Table 2: Chosen ice hockey clubs in SHL (Sweden) 

 

CLUB LOCATION INTERVIEW WHEN/WHY 

NOT 
HIFK Helsinki YES 30.3.2016 

HPK Hämeenlinna YES 29.3.2016 

Ilves Tampere YES  23.3.2016 

Tappara Tampere YES 23.3.2016 

Blues Espoo NO  No reply 

JYP  Jyväskylä NO  No reply 

Kalpa Kuopio NO  Not contacted 

Kookoo Kouvola NO Not contacted 

Kärpät Oulu NO  Not contacted 

Lukko Rauma NO Not contacted 

Pelicans  Lahti NO  Not contacted 

Saipa Lappeenranta NO  Not contacted 

Sport Vaasa NO  Not contacted 

TPS Turku NO  Not contacted 

Ässät Pori NO  Not contacted 

Table 3: Chosen ice hockey clubs in Liiga (Finland) 
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CLUB LOCATION INTERVIEW WHEN/WHY 

NOT 
Jokerit Helsinki YES 30.3.2016 

Table 4: Chosen ice hockey clubs in KHL (Finland) 

 

 

5.6 Company presentations 

 

The chosen clubs and the leagues they play in are introduced below (Tables 5-7): 

 

5.6.1 SHL 

The Swedish Hockey League is a professional ice hockey league and top tier of 

Swedish ice hockey. The league is played between 14 clubs (SHL, 2016) (see Table 5). 

 

CLUB FOUNDED ARENA CAPACITY TITLES 

Färjestad BK 1932 Löfbergs 

Arena 

8250 Swedish champion: 1981, 

1986, 1988, 1997, 1998, 

2002, 2006, 2009, 2011. 

Spengler Cup winner: 

1994, 1995 

Nordic Trophy winner: 

2007. 

Karlskrona HK 2001 ABB Arena 3500 - 

Malmö 

Redhawks 

1972 Malmö Arena 12600 Swedish champion: 1992, 

1994. 

European Cup winner 

1993. 

Rögle BK 1921 Lindab Arena 5051 - 

Skellefteå AIK 1921 Skellefteå 

Kraft Arena 

5801 Swedish champions 1978, 

2013, 2014. 
Table 5: Presentation of chosen SHL clubs 
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5.6.2 Liiga 

Liiga is a professional ice hockey league and the top tier of Finnish ice hockey 

(Eurohockey, 2016). The league is played among 15 clubs (Liiga, 2016a) (see Table 6). 

 

CLUB FOUNDED ARENA CAPACITY TITLES 

HIFK 1897 Helsingin 

jäähalli 

8200 

 

Finnish champion: 1969, 1970, 

1974, 1980, 1983, 1998, 2011 

Ahearne Cup winner: 1970 

HPK 1929 Patria Areena 5360 Finnish champion: 2006 

Ilves 1931 Hakametsä 7300 Finnish champion: 1936, 1937, 

1938, 1945, 1946, 1947, 1950, 

1951, 1952, 1957, 1958, 1960, 

1962, 1966, 1972, 1985 

Tappara 1932 Hakametsä 7300 Finnish champion: 1959, 1961, 

1964, 1975, 1977, 1979, 1982, 

1984, 1986, 1987, 1988, 

2003,2016 

Nordic Trophy winner: 2010 
Table 6: Presentation of chosen Liiga clubs 

 

5.6.3 KHL 

The Kontinental Hockey League is an international league ranked to be the best ice 

hockey league in Europe. KHL has been played in Eurasia since 2008 and covers a 

geographically wide area since the most Western team is in Zagreb, Croatia, and most 

Eastern in Vladivostok, Russia:  the cities are over 8000 kilometres apart (Eurohockey, 

2016; Vaelimatka, 2016). The league is played in seven countries by 28 clubs (KHL, 

2016). The chosen club Jokerit is presented in Table 7. 

 

Jokerit 1967 Hartwall Arena 13349 Finnish champion: 1973, 1992, 

1994, 1996, 1997, 2002 

European Champion: 1995, 1996 

Continental Cup winner: 2003 

Table 7: Presentation of chosen KHL club 

 

5.7 Data Collection 

Evidence for case-studies can come from various different sources, such as archival 

records, documentation, interviews, direct observation, participant observation and 

physical artefacts (Yin, 2014). This study used both secondary data (archival records 

and Internet websites) as well as primary data (interviews). Triangulation, the reasoning 

for using multiple sources of evidence, was used in the thesis mainly because the 
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authors had the resources to do so and because multiple-case study methods are usually 

seen to be of higher quality than those studies which depend on single sources of 

evidence (Yin, 2014). Triangulation also enabled the researchers to target a wider range 

of issues and helped create “converging lines of inquiry”. This means that the findings 

of the study are probable to be more “convincing and accurate” as they are grounded 

upon various sources of information (Yin, 2014, p.120). 

 

The reporting format for the data collection consists of all single cases presented in their 

own chapters, followed by a full section of all the results and their analysis as suggested 

by Yin (2014) for multi-case studies. 

 

5.7.1 Secondary data 

Secondary data is collected from both published and raw data, which has been collected 

by someone else for another purpose (Saunders, Lewis and Thornhill, 2009). By 

collecting and analysing secondary data, researchers can usually either fully or partially 

answer their research questions. Secondary data can be both qualitative and quantitative, 

in addition to being descriptive and explorative.  

 

Saunders, Lewis and Thornhill (2009) present three types of secondary data: 

documentary-, survey-based-, and multiple source data. The researchers of this thesis 

used both documentary and multiple source secondary data (see Table 8). This is seen 

as a stable and precise form of data, often available in a quantitative form (Yin, 2014). 

The researchers identified the need for the following data: amount of social media 

followers of each interviewed club, population of each city/town the clubs are located in 

and the arena capacity and average attendance figures of home games of all clubs. The 

location of the data was not seemingly difficult and the researchers managed this in a 

relevantly short time period as it was publicly available. 
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DATA SOURCE Date of collection 

Social media followers Facebook (www.facebook.com) 

Twitter (www.twitter.com) 

Instagram (www.instagram.com) 

Sweden: 17.02.2016 

Finland: 16.02.2016 

Population size of club location: 

Swedish clubs 

Finnish clubs 

 

Statistics Sweden (www.scb.se) 

Population Register Centre 

(www.vrk.fi) 

 

31.01.2016 

31.01.2016 

Arena capacities: 

Sweden 

Finland 

 

SHL (www.shl.se) 

Official websites of clubs 

 

31.03.2016 

31.03.2016 

Game average attendance 

(GAA): 

Sweden 

Finland 

 

SHL (www.shl.se) 

Liiga (www.liiga.fi) 

 

08.03.2016 

10.03.2016 

Table 8: Secondary data used 

 

However, it is worth noting that the social media follower statistics might be erroneous 

due to the fact that it is possible for various social media account holders to purchase 

followers (Panttila, 2012). These “followers” are usually false profiles created through 

special software. They are not real users and thus cannot be seen to bring perceived 

benefits to the club as these “users” do not exist and cannot for example attend games. 

 

The advantages of collecting secondary data is that it’s more cost-efficient than 

gathering primary data, it is usually possible to collect in a shorter timeframe, it can 

result in new discoveries and the transparency of your study is increased as this type of 

data is often available for the public (Saunders, Lewis and Thornhill, 2009). In addition, 

since the researchers of this thesis were to conduct primary data gathering through 

interviews at a later stage, the ease of the interviews was increased as the interviewers 

were already aware of information such as the clubs’ social media follower figures and 

thus had developed a wider background and understanding of the situation. 

 

Using secondary data also presents possible risks and disadvantages, such as the fact 

that the data used might has usually been collected for a different purpose than yours 

and might propose a bias in the collector’s motives (Saunders, Lewis and Thornhill, 

2009; Yin, 2014). Also, the data might be out-of-date or not perceived as reliable or 

trustworthy. However, the researchers of this study made sure to collect the information 
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from reliable sources such as governmental websites, the official social media websites 

and the official ice hockey league websites. Even if this data had been collected for 

another purpose, the data presents only factual figures which are unlikely to have been 

manipulated or biased. The date of data collection was also noted to give the data 

transparency; it is also crucial to consider that the research is investigating a certain 

phenomenon and thus, tied to a certain time. 

 

5.7.2 Primary data 

Primary data is “the data collected specifically for the research project undertaken” 

(Saunders, Lewis and Thornhill, 2009, p.678) and is derived from the original source 

from where the researcher collects the data directly from (Krishnaswamy and 

Satyaprasad, 2010). 

 

The primary data for the study was gathered from one employee from each case 

company. The positions of the employees were as follows: 

 Communication Manager (5) 

 Media and Communication Manager (2) 

 Media Manager (1) 

 Marketing and Communication Coordinator (1) 

 Sales and Marketing Manager (1) 

The positions of the employees interviewed were based upon their responsibilities: the 

researchers had a desire to interview the staff member responsible for the social media 

strategy and implementation at the club. This was because these are essentially seen as 

the employees who would have the deepest knowledge and practical skills when it came 

to the social media marketing of their club; as Yin (2014, p.113) states, “well-informed 

interviewees can provide important insights…”. 

 

Because researchers have to be practical (Saunders, Lewis and Thornhill, 2009), the 

primary data for this study was collected at an early stage of the research process as the 

collection had to be conducted under a restricted time period. This is due to the fact that 

ice hockey clubs operate fully only during the season and regular employees usually 

take time off after the season finishes. Because of the uncertainty of game results and 

playoff standings, the interviews for this thesis were conducted in March and April 

2016 with the aim of finishing them not long after the season ends. The regular season 



  
 

- 55 - 

ends in the year 2016 on 8
th

 March in Sweden (SHL, 2016) and 10
th

 March in Finland 

(Liiga, 2016a). Some teams then continue onto playoffs or relegation.  

 

However, as Corbin and Strauss (2008) state, the early interviews bring up limitations 

as more questions may arise after the interviews have been conducted. If the researcher 

does not have the opportunity to ask follow-up questions from the case companies, this 

will evidently leave a research gap in the study. In terms of this study, the research 

guide and questions were thorough and well-planned, as they were based on the insights 

from the theoretical frame work and operationalisation that followed it. Moreover, the 

authors of the study had pre-understanding of social media in sports due to their past 

work experience in the field. This provided them with further empirical insight to refine 

the formulation of the interview guide and questions (Owusu, 2016) In addition, the 

interview guide and questions were checked by the thesis supervisor before the 

interviews. This was made in order to make sure that all necessary information was 

collected. Furthermore, all interviewees gave the chance for the researchers to contact 

them at a later stage in case some crucial information was missing. This was needed for 

three clubs, namely Färjestad BK, Rögle BK and Jokerit, who were contacted via email 

after the initial face-to-face interviews. All other interviews were able to yield all the 

answers needed for the study. 

 

5.8 Interviews 

One of the advantages of qualitative research is that there are many sources of data 

collection, such as interviews, focus groups, observations, documents and videos 

(Corbin and Strauss, 2008). It is possible for the researcher to use one or several of 

these sources to gather data; especially interviews are seen as a powerful tool to gather 

insight into different phenomena through the eyes of the interviewee as it lets them 

speak in the own words and express their own perspectives (Kvale, 2007). This helps 

the researcher to comprehend the meaning of key themes in the interviewee’s lived 

world and discover new angles and findings. Furthermore, the strengths of interviews 

are seen to be their insightfulness to the real-life situations studied and the fact that they 

are targeted, thus concentrating directly on the case study topic (Yin, 2014). As the 

nature of this study is exploratory, interviews allowed the study to gain more depth and 

insight into the social media strategies used by Nordic ice hockey clubs. 
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Interviews can be either hypothesis-testing or explorative. Hypothesis-testing interviews 

are usually associated with quantitative research methods and explorative interviews 

with qualitative research methods (Kvale, 2007). Kvale (2007, p.7) describes qualitative 

interviews as “construction sites for knowledge”; as the interviews tend to be 

exploratory, they are usually open with less structure. 

 

As the nature of this study is exploratory, the interviews conducted were of qualitative 

sort. The interviews were semi-structured, thus comprising of different themes in 

addition to some ready questions. This gives the interview process more flexibility and 

openness, allowing the researcher to grasp onto new findings and ask follow-up 

questions derived from the subject’s stories (Kvale, 2007). 

 

Interviews can either be widely structured and organised, unstructured and flexible, or 

somewhere in between (Saunders, Lewis and Thornhill, 2009). Thus, interviews can be 

categorized to be structured, semi-structured and unstructured; structured interviews 

have a set of clearly defined questions asked in a specific order and have the same 

questions for each interview. Semi-structured and unstructured interviews on the other 

hand are non-standardised. Unstructured interviews are informal without a list of 

questions to be covered; the interview is expected to be a casual conversation with no 

specific limitations. 

 

For this study, semi-structured interviews were conducted with selected ice hockey 

clubs since the study is of exploratory nature; these types of interviews assist in 

investigating what is going on in these organizations (Saunders, Lewis and Thornhill, 

2009). A semi-structured interview is defined by Kvale (2007, p.8) as “an interview 

with the purpose of obtaining descriptions of the lifeworld of the interviewee with 

respect to interpreting the meaning of the described phenomena”. Semi-structured 

interviews include a set of themes and questions to be covered during the interview; the 

questions will vary to some extent across interviews, depending on the answers and 

flow of conversation (Saunders, Lewis and Thornhill, 2009). The interviews were 

audio-recorded and the other interviewer was also making written notes during the 

process. According to Yin (2014), audio recordings supply a useful source for more 

accurate interpretations. All interviewees were asked at the beginning of the interviews 

whether they allowed recording to take place. As the interviews were non-standardised 
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and conducted on a one-to-one basis (one interviewer and one interviewee), the chosen 

form of interview was face-to-face. This was to get insight into the views of the ice 

hockey clubs and to understand how and why they use the social media strategy in 

place. However, due to the lack of resources and time, one interview was conducted 

through a video conference call via FaceTime. This was the case for Skellefteå AIK. 

Nonetheless, the researchers feel that the interview was able to yield the same amount 

of reliability and answers as the other interviews since modern technology allowed the 

participants to not only hear, but also see each other during the whole interview. 

Furthermore, there were no technical problems detected and the interview was audio 

recorded just as the other interviews were. The interviews were also seen as a good way 

for the interviewees to express their answers. Giving them the chance to explain and 

justify their answers better orally than via written format. Furthermore, since all the 

interviews were held on-site at the clubs’ offices, except for one which was conducted 

via FaceTime, the managers are argued to have felt more comfortable and prone to 

answer questions in a familiar environment (Kvale, 2007). 

 

5.9 Operationalisation 

Since the objective of this study is to explore what type of social media strategies are 

used by ice hockey clubs, how these strategies target different customer segments and 

how effective these strategies are, it is essential to investigate how the clubs handle their 

daily marketing activities as well as plan ahead and strategize their means to achieve 

their goals. The conceptual framework was thus operationalised and used to plan the 

semi-structured interview. The operationalisation was based on the conceptual 

framework introduced in chapter 4, which “enables [the researcher] to specify themes 

or sub-concepts from the main concepts in order to develop relevant questions” 

(Owusu, 2016). 

 

Below, a table (Table 9) showing the main concepts derived from the conceptual 

framework is presented. It shows the main concepts from which the interview guide and 

-questions have been formulated upon (see appendices 4-5). This then serves as a solid 

base to build upon with new knowledge as it appears during the data collection process 

(Kvale, 2007). Since it is common that persons interviewed might not have much to say 

when the interview is held, the researchers came up with a broad spectrum of questions 

(Corbin and Strauss, 2008).  
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CONCEPT SUB-CONCEPT QUESTIONS 

Marketing Marketing team 

Practices, guidelines, activities 

5e(i) 

3bi 

Social media 

practices 

Marketing team 

Social media posts and activities 

Social media campaigns 

2a,b 

9a,b,c,d,e,f,g,h,j,k,m,n,10a,12b,c,14c,20c 

18a,b 

Social media 

strategy 

Traditional vs. social media 

Overall social media strategy 

Goals and objectives 

Social media channels used 

Off-season marketing 

Social media 

effectiveness+measurement 

Social media monitoring 

1a,b,c,7a,8a,b 

5a,b,c,e,6e,12d,17a,b,21a,22a,b 

5d 

4a,b,c,f 

15a,b 

20b 

4d,e,6b,c,13d,20a 

Customer 

segmentation 

Fans 

Segmentation and targeting 

Geographical distribution of fans 

6f 

3a, 6a,d,g,h 

3b 

Relationship 

marketing 

Social media interaction 9l,11a,b,12a 

Branding Brand loyalty 9i,16a,19a 

Games Attendance 13a,b,c,14a,b 

Table 9: Operationalisation table 

 

5.10 Data analysis 

The data analysis was undertaken with an abductive approach (Dubois and Gadde, 

2002); Yin (2014) defines five main analytic techniques for data analysis: pattern 

matching, explanation building, time-series analysis, logic models and cross-case 

synthesis. 

 

The technique used for the secondary and primary data analysis was pattern matching 

and cross-case synthesis, where the researchers tried to find relationships between the 

data collected and the predicted patterns found before data collection. Furthermore, the 

researchers used within-case analysis where they analysed all cases first individually 

and then progressed onto cross-case analysis (Merriam and Tisdell, 2016) by trying to 

find general explanations which suit all cases studied (Yin, 2014). This is possible even 

if the findings across the cases vary to some extent. 

 

The data was also categorized according to the topic or subject discussed during the 

interviews in order to help recognize relationships (Saunders, Lewis and Thornhill, 

2009): social media strategy, segmentation, relationship marketing, branding and social 

media effectiveness and measurement. The data was edited, parts fitted together and 

redundancies sorted as suggested by Merriam and Tisdell (2016). 
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The challenges of data analysis rose from the large amount of data gathered which was 

at times difficult to handle and arrange appropriately (Merriam and Tisdell, 2016); 

however, the researchers made sure to conduct this is the best way possible by going 

thoroughly through all cases individually, moving from within-case analysis to cross-

case analysis in a systemic way. 

 

5.11 Quality of research 

Usual objections to research have to do with their level of validity, reliability and 

generalization of results (Kvale, 2007). 

 

5.11.1 Validity 

Validity, according to Kvale (2007, p.122) refers to “the truth, the correctness and the 

strength of a statement”; a good argument in not only convincing and well-reasoned, 

but also legitimate and powerful.  

 

Construct validity 

Construct validity refers to recognizing appropriate operational measures for the theory 

and concepts studied (Yin, 2014). The construct validity of this research has been 

increased due to the qualitative non-standardised face-to-face interviews which were 

conducted carefully by allowing the interviewee to explain their answers as well as the 

various topics which discussed through many angles (Saunders, Lewis and Thornhill, 

2009). Furthermore, the study uses multiple sources of evidence and triangulation since 

the data was collected from ten different companies as well as Internet-based sources: 

Yin (2014) argues that this helps strengthen the construct validity of a study. Moreover, 

the thesis draft was reviewed by all key informants (the ice hockey clubs interviewed) 

(Yin, 2014) before the submission. 

 

Internal validity 

Since internal validity is “mainly a concern for explanatory studies” and is inapplicable 

to exploratory and descriptive research (Yin, 2014, p.47). Thus, the internal validity was 

not assessed for this study as the study is of exploratory and descriptive nature. 

External validity 

Yin (2014, p.46) describes external validity as “defining the domain to which a study’s 

findings can be generalized”, thus testing whether the study’s findings can be 
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generalized beyond this study despite the research method utilized. In reality, research 

findings are never seen to be fully representable (Corbin and Strauss, 2008). Moreover, 

qualitative researchers are rarely focused on aiming for the findings to the representative 

of larger population sizes since they are investigating a certain phenomenon and 

searching for concepts, relationships and variation, not sameness. Thus, generalization 

is not the purpose of this study as it is of qualitative nature and thereby seeking 

understanding to the social media strategies of ice hockey clubs. Corbin and Strauss 

(2008) also argue that variation is crucial in qualitative research as it assists in 

developing theory as it widens the scope of concepts. Moreover, replication logic (Yin, 

2014) used in this study helps increase the external validity of the research. 

 

5.11.2 Reliability 

Reliability concerns the logic and trustworthiness of the study findings and is usually 

assessed by judging whether these findings are reproducible by other researchers and at 

another time (Kvale, 2007). The objective of reliability is to decrease the risk of errors 

and bias in the research (Yin, 2014). To make sure of this, the procedures followed in 

this study have been documented accordingly and stored in cloud-based storage 

systems. 

 

The reliability of secondary data from governmental sources as well as large established 

companies are usually regarded reliable and trustworthy (Saunders, Lewis and 

Thornhill, 2009). However, publications on the Internet are mostly not controlled and 

thus present a limitation to this study as the secondary data was collected from online 

websites. 

 

Another limitation is the interviewer and interviewee bias, whereas for example the tone 

of voice of the interviewer, interview setting or misinterpretation of results affects the 

answers given by the interviewee (Saunders, Lewis and Thornhill, 2009). The 

interviewee may also be reluctant to give truthful answers or may not have time to 

answer all questions thoroughly. The researchers aimed to be transparent and unbiased, 

and had both researchers present for all interviews (except for Ilves, Tappara and HPK). 

However, even these interview recordings were later listened to by the other researcher 

to make sure that no bias or dishonesty was detected. The researchers tried to make 

interview setting and atmosphere relaxed, and the interviews were conducted in the 
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offices or ice rinks of the clubs to make sure that the interviewees were in a familiar 

environment. All interviews were conducted in a manner that gave enough time for all 

main questions to be answered. 

 

5.11.3 Ethics 

According to Yin (2014), a good researcher should try hard to achieve the highest 

ethical standard while conducting their study. In order to achieve this, the authors of this 

thesis have strived to take responsibility by not plagiarising or distorting data, as well as 

maintaining a certain level of professionalism and accuracy. In regards to “protecting 

human subjects” interviewed (Yin, 2014, p.77), the researchers have gained a formal 

approval of the interviewees to publish their personal and club names on the thesis; they 

have free-willingly agreed to take part in the study and have had the opportunity to 

request deletion of sensitive data if they decide to do so. 
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6 Results from secondary data 
 

The tables (Tables 10-11) below present all ice hockey clubs in Finland and Sweden 

which play in either Liiga, SHL or KHL and their arena capacity, average game 

attendance and occupancy rate. The tables show that especially in Finland, the average 

occupancy of the ice hockey arenas are almost 70 percent, whilst the equivalent figure 

in Sweden is over 80 percent. The ice hockey clubs which have been interviewed for 

this thesis have been highlighted. 

 

Club Arena capacity Average game 

attendance 

Occupancy 

Örebro Hockey 5500 5446 99,0% 

HV71 7000 6537 93,4% 

KHK 3500 3127 89,3% 

Skellefteå AIK 5801 5042 86,9% 

Djurgården 8536* 7335 86,0% 

Lakers 5750 4947 86,0% 

Rögle BK 5051 4305 85,2% 

Luleå HC 6300 5354 85,0% 

Frölunda 12044 9312 77,3% 

Färjestad BK 8250 6122 74,2% 

Linköping HC 8500 6125 72,1% 

Brynäs 7909 5610 70,9% 

Modo 7600 4857 63,9% 

Redhawks 12600 7725 61,3% 

Total average 7453 5846 80,75% 
*Djurgården played two games in Ericsson Globen Arena this season and 24 games in Hovet (capacity of Globen 

13850). 

Table 10: SHL clubs and their attendance figures 

 

Club Arena capacity Average game 

attendance 

Occupancy 

HIFK 8200 6937 84,6% 

Kärpät 6614 5564 84,1% 

Ässät 6280 5053 80,5% 

Saipa 4820 3818 79,2% 

Jokerit 13349 10467 78,4% 

JYP 4618 3382 73,2% 

Sport 4512 3284 72,8% 

Tappara 7300 5225 71,6% 

Lukko 5400 3625 67,1% 

Kalpa 5064 3252 64,2% 

Ilves 7300 4657 63,8% 

Pelicans 5530 3439 62,2% 

HPK 5360 3250 60,6% 

KooKoo 6400 3712 58,0% 

Blues 6982 3366 48,2% 

TPS 11820 5175 43,8% 

Total average 6847 4638 67,7% 

Table 11: Liiga and KHL clubs in Finland and their attendance figures 
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Below, the tables (Tables 12-13) presented indicate the average amount of social media 

followers on Facebook, Twitter and Instagram in comparison to the population of the 

town/city the club is located in. This enabled the researchers to get insight into how 

much potential the ice hockey clubs have in terms of gaining new fans from within the 

region. As the results show, Finland shows an average of 14 percent of population who 

follow their home town’s ice hockey club, whilst Sweden has a higher figure of almost 

18 percent. 

 

 

CLUB FACE/POPULATION INSTA/POPULATION TWIT/POPULATION AVERAGE% 

Färjestad BK 86,3% 28,8% 14,7 43,3% 

Brynäs 68,3% 18,1% 10,5 32,3% 

Luleå HF 59,8% 21,8% 11,7% 31,1% 

Modo 33,7% 25,4% 15,0% 24,7% 

Skellefteå AIK 37,9% 28,1% 4,9% 23,6% 

HV-71 41,7% 17,2% 9,2% 22,7% 

Rögle BK 39,4% 19,3% 2,6% 20,4% 

Lakers 18,0% 15,8% 7,8% 13,9% 

Frölunda 21,0% 6,6% 3,5% 10,4% 

Örebro hockey 13% 8,3% 2,7% 8,0% 

Linköping HC 9,3% 7,0% 3,5% 6,6% 

Djurgården* 13,3% 2,7% 1,7% 5,9% 

KHK 8% 3,3% 4,5% 5,3% 

Redhawks 5,2% 2,1% 1,0% 2,8% 

Total average 31,6% 14,6% 6,7% 17,6% 
*Djurgården has a joint Facebook account with their ice hockey and other sport divisions such as football 

Table 12: SHL clubs and their social media followers 

 

CLUB FACE/POPULATION INSTA/POPULATION TWIT/POPULATION AVERAGE % 

Lukko 41,5% 16,5% 23,2% 27,1% 

Kärpät 54,0% 11,4% 7,7% 24,4% 

Saipa 43,5% 9,5% 14,8% 22,6% 

Ässät 34,1% 8,9% 11,7% 18,2% 

Kalpa 37,1% 6,6% 7,1% 16,9% 

Sport 28,5% 10,8% 9,2% 16,2% 

HPK 27,0% 7,8% 11,5% 15,4% 

JYP 29,0% 7,1% 3,5% 13,2% 

Tappara 22,6% 5,6% 5,4% 11,2% 

TPS 19,5% 5,5% 6,1% 10,4% 

Pelicans 19,4% 3,3% 8,1% 10,3% 

Ilves 17,0% 5,1% 5,0% 9,0% 

Jokerit 14,9% 5,6% 4,4% 8,3% 

Kookoo 12,1% 6,4% 4,7% 7,7% 

HIFK 12,8% 4,3% 3,2% 6,8% 

Blues 10,0% 3,7% 3,2% 5,6% 

Total average 26,4% 7,4% 8,1% 14% 

Table 13: Liiga/KHL clubs in Finland and their social media followers 
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7 Analysis of secondary data 

 

Whilst it is true that some arenas are bigger than others and thus might have difficulties 

filling up the arena, or in turn, some clubs have small arenas and experience less 

problems due to the small size, the authors still argue that the main goal of ice hockey 

clubs is to fill the arena and utilise its full capacity. Thus, all Nordic ice hockey clubs 

have the opportunity to fill their arenas to a higher level as the average occupancy has 

not reached 100 percent  in any of the clubs (see Tables 10-11). The authors also argue 

that a large part of game attendance is related to marketing, including social media 

marketing, which presents a possible weakness in the clubs’ social media strategies. 

 

One cannot assume that all social media followers of a club live in the same place as 

where the club is located; however, the authors argue that most of the followers are 

local fans who attend the games, with a minority of distant fans who rarely attend 

games but might follow the club’s social media accounts. Thus, the tables (Tables 12-

13) present how many followers each ice hockey club has and how big is this proportion 

compared to the city or town population. This comparison seems fair because larger 

cities are more likely to have more fans due to the higher population and thus it would 

not be fair to compare small town clubs’ social media followers to larger city clubs’ 

social media followers in mere numbers. However, it is true that due to the tendency of 

people migrating from smaller towns to larger cities, small town clubs are likely to have 

a lot of social media followers in large cities which slightly distorts the figures. 

Additionally, some places might be the home to two teams, such as Tampere, which 

narrows down the potential customer base as the consumers are rarely fans of both local 

teams competing in the same league. 

 

Both of these aspects, low average game attendance compared to arena capacity and a 

lower number social media followers compared to club location, might indicate a poorly 

structured and implemented social media marketing strategy in the sport clubs. 

However, the authors argue that the phenomenon calls for further research in the form 

on semi-structured qualitative interviews. 
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8 Results from primary data 
 

 

8.1. Karlskrona HK (KHK) 

 

8.1.1 Club introduction 

Karlskrona HK was founded only 15 years ago and has made their way up to the top tier 

of Swedish ice hockey fast. 2015-2016 was KHK’s first season in the top flight of ice 

hockey in Sweden (EliteProspects, 2016). Karlskrona is located on the South coast of 

Sweden about 210 kilometres Northeast from Malmö (Google Maps, 2016). The city of 

Karlskrona has about 65,000 inhabitants (SCB, 2016) which makes it the third smallest 

place where Swedish Hockey League (SHL) is currently played. The club states that its 

spectators mostly come from Karlskrona but the situation is slowly changing and the 

club now gathers fans from a wider area (Skoglund, 2016). KHK has made its way to 

SHL at a fast pace and is still a small club in a big league as they understand themselves 

too. “Now we are back again being juniors in a great hockey league and we need to be 

little bit more humble” but at the same time Skoglund (2016) reminds that KHK has 

always been prepared to take steps forward outside of sport as well by stating that often 

the marketing and other aspects of the club has been more advanced than the hockey 

itself. 

8.1.2 Social media strategy 

The club states that nowadays, its marketing activities are a combination of both 

traditional and social media, with a fifty-fifty balance between the two. However, 

according to Skoglund (2016), they are moving away from traditional media towards 

non-traditional marketing techniques; meaning not only social media, but for example 

the use of new technological features at the rink such as led screens. For example, the 

use of local newspapers as marketing mediums is only once or twice per week, whereas 

social media is used daily (except during offseason when the clubs posts less regularly). 

Nonetheless, the club does not see one method more important than the other as the 

marketing is an equal set of different activities. The club recognized that it is competing 

with not only other sport clubs but also cinemas and restaurants which is sometimes 

challenging. 
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KHK’s social media strategy was created by their Communication and Press Manager 

Niclas Skoglund a few years ago. The club uses Facebook, Twitter, Instagram, 

Periscope and Youtube, and are looking into Snapchat; they use social media to market 

the sport product and the club itself. It is not seen as a push mechanism but rather a pull 

one, with aims of pulling more traffic to the club’s website (Skoglund, 2016). The 

website is where all the information is available and social media only delivers a part of 

that information to drive online users to the website. All news are first published on the 

website and then marketed on social media channels. Facebook and Twitter are the most 

used platforms, and Instagram less so. On Facebook and Twitter, the club also always 

publishes the same posts as they “come as a package” (Skoglund, 2016). The club has 

also developed a KHK application (app) for smartphones which in turn acts as a push 

mechanism as it enables marketing messages to be pushed to thousands of users 

instantly. 

 

Some training is offered to players for using social media related to the club and SHL 

provides some general rules. In terms of money, the club has not invested any real 

money on social media marketing, apart from the working hours spent on it. For 

example, the club does not buy adverts on Facebook. Currently, there is only one person 

working on the social media of KHK. The club claims to frequently monitor the social 

media environment and keep themselves informed of any changes or trends, but they 

aim to remain cautious without stepping into new platforms too quickly. Sometimes 

they check what other clubs are doing in the SHL and then assess whether to follow 

their lead. Skoglund (2016) says that he believes that all current social media accounts 

of the club need to be successful before moving onto a new social media channel; this 

might also cause the club to close down another account as there are not enough 

resources to regularly update many accounts. Skoglund (2016) also argues that “if we 

can prove that we get new fans by using a new channel we could do it but otherwise I 

think our fans are covered on Instagram, Facebook and Twitter”. 

 

The advantages of social media listed by the club are aspects such as reaching a large 

audience instantly, in real-time and around the clock. It also enables marketing 

messages to be sent to those not directly targeted by the club to create brand awareness. 

The disadvantages are related to the lack of control, especially inappropriate messages 
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which occur frequently in the sport context. Due to this, some comments are deleted on 

social media, such as racist, personal insults and very foul language. 

 

8.1.3 Segmentation 

KHK states that they have started to segment their customers; for instance, the general 

demographic information is collected by the club. This refers to aspects such as age, 

gender, where they live and income (Skoglund, 2016). For example, most of their fans 

come from Karlskrona but also from nearby areas. The die-hard fans still come from 

Karlskrona but this is also slowly changing with more fans from outside the town. 

 

The club sends out surveys via email and their app to their customers, sponsors and 

partners. They also hold a mail-list of both the season ticket holders and occasional 

ticket purchasers, but admit that this area needs development. There is evidence that it is 

more business people attending on weekday and families on weekends. KHK has a 

good picture of their partners and sponsors but recognize the need for better 

segmentation strategies in “getting to know the average person attending a game”. 

 

In terms of social media segmentation, Skoglund (2016) states that Facebook is mostly 

for families, where “everyone posts recipes and family pictures”. It also features more 

of the older generation than the other social media channels used and is seen by the club 

as the means to reach the largest audience. Twitter is seen as a discussion forum with a 

lot of interaction with fans and a channel with many journalists as followers, whereas 

Instagram is mainly used to target the younger fans as it is less interactive and more 

visual since it requires a photo to be published every time you post something. 

 

8.1.4 Relationship marketing 

KHK feels that through social media, they know have a closer contact with their fans as 

the features of social media enable news to travel out instantly. Before social media, 

they had to wait until the next day newspaper to deliver news; social media also enables 

the club to provide the fans with more information than before. However, Skoglund 

(2016) admits that this can lead to an information overload and additionally, reduces the 

amount of “human contact” by bringing the club-fan relationship to the virtual setting. 
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The club mentions being able to reach geographically distant fans better through social 

media. In addition, they are able to receive feedback from their fans regularly and 

instantaneously through social media. 

 

The club uses different kind of competitions on social media, such as photo and like 

contests where the winner can get tickets to a game, as well as sometimes shares the 

fans’ photos. The appropriate timing and message length is seen as important. KHK 

states that hashtags are also useful in engaging users on social media: “now when people 

know more about the hashtags and why [we] use them, you can actually bring people 

together with hashtags” (Skoglund, 2016). The club also occasionally uses guest 

publishers, usually the team players, to engage fans on social media but it cautious 

about it as anything inappropriate can harm the brand image. Fans’ comments are 

sometimes answered, depending on the question and situation. It is important to 

recognize those who actually want an answer and those who are there to provoke. 

 

8.1.5 Branding 

The club recognizes branding, rather than selling, as the main benefit of social media 

(Skoglund, 2016). It is mainly used for delivering news, promoting their partners and 

Corporate Social Responsibility (CSR) activities as well as marketing the club as a 

whole instead of direct selling. KHK uses both product-related brand attributes such as 

star players and the head coach, as well as non-product related brand attributes such as 

club history and tradition to boost up their brand on social media. According to 

Skoglund (2016), this also differs on the social media platform used. Moreover, the 

goals of social media marketing are more long-term and related to branding, rather than 

short-term which relates to ticket sales. 

 

8.1.6 Social media effectiveness/measurement 

KHK does not use software to monitor its social media activity, but Facebook tools has 

been useful when using that channel. The club keeps track of how many followers/likes 

they have on social media, game attendance and restaurant sales. Game attendance is 

still seen as the biggest measure of effectiveness. Although the goal is to use social 

media to fill the arena, the key to doing so in engaging with fans and listening to them.  
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8.2 Malmö Redhawks 

 

8.2.1 Club introduction 

The Redhawks got promoted to the top tier of Swedish ice hockey first time in 1990 and 

after that, has played 16 season in SHL and 10 in Allsvenskan (the second highest tier in 

Swedish ice hockey). The Redhawks were promoted to SHL again in 2015 and are 

currently playing their first top tier season in 10 years (EliteProspects, 2016). Malmö is 

the third most populated city in Sweden with a population of 323,000 (SCB, 2016) and 

is located in Southwest Sweden (Google Maps, 2016). The Redhawks have potential to 

even bigger attendance compared to what it is currently due to the large capacity of the 

arena and population of the city. 

 

8.2.2 Social media strategy 

Redhawks see traditional media still as a bigger player in their marketing activities in 

comparison to social media. Social media is useful for attracting especially the younger 

fans, but the “regular fan” is usually over 40 years old and reads the newspapers. 

However, the role of social media is rapidly growing and the marketing team of the club 

has acknowledged this by putting more resources into it in order to reach a larger 

audience, a bigger fan base on social media and convey the atmosphere at the arena. 

Social media enables the club to “directly reach out more people using social media 

than just putting a poster to a bus”, thus reaching a large audience instantly (Winnberg, 

2016). 

 

The social media strategy was created by the Press and Communication manager 

Christian Winnberg, together with another employee. As Winnberg (2016) stated, “it is 

not like we have a paper where we have written down what it is and exactly what we are 

going to do. We try to have certain boundaries about what we should do…”. The club 

uses Facebook, Twitter, Instagram and Youtube, and is thinking of expanding to 

Snapchat. Facebook is mainly used a forum for the fans and to spread news quickly to a 

large audience as well as promoting upcoming games and offers. Twitter is mostly used 

to report games live and Instagram is focused on delivering “behind the scenes” 

material. Redhawks see Facebook as the medium to reach the largest audience but it is 

the amount of Instagram followers which is growing the fastest out of the three 

channels. The posts published across these three channels are different and the club 
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hopes this will attract social media users to follow them on all three channels. The 

timing of the posts are seen important; for instance, weekdays are better than weekends, 

additionally the messages should be short and precise so that people have the energy to 

read them and the amount of posts per day is limited to a couple per channel to avoid 

spamming. It’s also crucial to remember that “you can’t please everyone” (Winnberg, 

2016). 

 

Both star players, and history and tradition, are emphasised in the social media 

marketing activities, especially the latter being more important with the most loyal fans. 

It’s risky using the star players too much as they might leave the club; however, this is 

not such a big problem in ice hockey as it is in football where Swedish clubs tend to 

lose a lot of players to the bigger clubs in Europe (Winnberg, 2016). 

 

The club’s objectives with social media is to get “a packed house for the games” 

(Winnberg, 2016) and try raise the awareness and interest of the club. In the end the 

main goal is to sell more. The advantages associated with the use of social media are 

reaching out to customers directly in real-time. The disadvantages named by the 

Redhawks are related to negative comments (racist, bad language, political offense, 

abuse); moreover, challenges arise from getting the right messages to the right people, 

as well as spread awareness of the club and get people interested. The club 

acknowledges that it’s important to update regularly to avoid users unfollowing the 

club’s social media account due to the lack of posts. 

 

Redhawks do not buy adverts on Facebook and the expenses consist of mainly the 

working hours used with social media. There is only one person working with the club’s 

social media and the three channels are something they are able to cope with for now. 

Due to bad economic times, the focus on marketing has been mostly short-term in order 

to increase sales and the long-term focus has partly been left to the side. The social 

media environment is monitored on a frequent basis: Winnberg (2016) states that they 

follow many other clubs and what they are doing. The club has also established a media 

policy for its employees, including players, which helps them to be “one team that 

sticks together, watching each other backs”. 
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8.2.3 Segmentation 

Winnberg (2016) states that the club does segmentation according to demographics. 

Customer surveys are sent out occasionally via email but not through social media. 

These surveys are sent out to season ticket holders a couple of times a year and to 

separate ticket purchasers every time after the game has taken place. 

 

Companies usually attend during weekdays but weekends are more for the younger 

audience; “Saturday night is to get the younger audience here to pre-party” (Winnberg, 

2016). There are various offers for different segments; for example the club targeted 

students last season with cheaper tickets. 

 

Redhawks claim to have a lot of fans outside Malmö, including the very Southern part 

of Sweden such as Ystad, and in the Northern part of Skåne nearby Halmstad, as well as 

East near Karlskrona and even Northern Denmark. The more distant fans are targeted by 

marketing messages promoting special hotel and transportation deals. Moreover, the 

club holds mailing lists which is segmented into partners, season ticket holders and the 

individuals who occasionally purchase tickets; according to Winnberg (2016) this gives 

a good indication of who to target and how. 

 

In regards to social media segmentation, Redhawks argue that due to the lack of 

financial resources, there is no real segmentation on social media. As Winnberg (2016) 

stated, “in social media we go with the bazooka”. Social media segmentation is, 

however, something they are aware of as they would for example like to see how much 

the ticket sales are affected by the social media activities of the club. Nonetheless, some 

segmentation is witnessed as Winnberg (2016) states that they have realized that 

Facebook and Twitter attract an older audience whereas Instagram in is mainly used by 

the younger population which helps target the messages appropriately. 

 

8.2.4 Relationship marketing 

Social media is more direct, allowing the fans to get closer to the team than through 

traditional marketing channels. Social media is an important tool to engage especially 

the younger audience, to “get knowledge about us and to get behind the scenes a little 

bit more than we have the  opportunity to do with traditional media. We can get our 
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social media followers an experience to see how it is in here [at the arena] when we 

score a goal with 12,500 people in the stands” (Winnberg, 2016). 

 

Redhawks do not share fan photos on social media but use hashtags to try to get fans 

involved online. Offers are given regularly to fans through social media and 

competitions arranged as well. Fans’ questions are often answered to on Facebook and 

Twitter, depending on the question. The players of the team are encouraged to promote 

their club through their personal accounts as well. 

 

Winnberg (2016) admits that they have a more direct connection with fans through 

social media during the season compared to offseason, as well as more traffic on their 

website and the number of likes and comments is higher. However, no decrease in 

followers during the offseason has been detected. 

 

8.2.5 Branding 

Winnberg (2016) sees that social media has had a positive impact on the club’s brand 

image and it has a positive impact on fan loyalty. The players of the team are a useful 

way to enhance this aspect as they can become fan favourites and thus help promote the 

brand and club itself. 

 

8.2.6 Social media effectiveness/measurement 

The club has no software to monitor their social media activity, although there are links 

to ticket purchasing on their posts. However, they do not possess special Uniform 

Resource Locator (URL) to track the sales through social media but it is something the 

club aims to work at next season. Some of the current monitoring has been outsourced 

to a company which monitors what happens in the different medias in regards to the 

Redhawks. Facebook Tools is also mentioned by Winnberg (2016) as a useful method 

for monitoring. Social media effectiveness, according to the club, is measured by game 

attendance as well as social media interaction such as likes and comments. 
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8.3 Rögle BK 

 

8.3.1 Club introduction 

Rögle BK started as a bandy club but entered ice hockey in the 1950s (Eurohockey, 

2016). The club got promoted to the top tier of Swedish ice hockey for the first time in 

1992 and has played eight seasons in the top flight after that; during these years, the 

club has been playing in both SHL and Allsvenskan. The club will start its ninth top tier 

season in autumn 2016 (EliteProspects, 2016). Rögle BK plays its home games in 

Ängelholm, a town located 90 kilometres North from Malmö on the West coast of 

Sweden (Google Maps, 2016). The population of Ängelholm is 40,000 (SCB, 2016) 

which makes it the smallest place where SHL was played in season 2015-2016. The 

atmosphere at Rögle BK games is unique and traditional with fans not being allowed to 

have drums or “claps” at the stands (Mauritzson, 2016). The club and it fans know that 

they are fighting against bigger clubs: “we are a small challenger from a small town 

and that is what they like here” (Mauritzson, 2016). 

8.3.2 Social media strategy 

Nowadays, Rögle BK sees social media as more influential than traditional media, 

although traditional media is still used in terms of local newspapers. However, 

traditional media is mainly aimed towards the older generation whereas social media is 

seen to reach the younger audience. Mauritzson (2016) reminds that it is still the older 

generation who possess the necessary income and resources to attend games on a 

frequent basis. Social media, on the other hand, is seen to be good tool for marketing as 

it helps enhance the brand, but it also presents challenges due to the lack of control, 

especially “banter” which is arguments between fans from different teams as well as 

negative comments about the players and club. Mauritzson (2016) concludes, 

“Sometimes it feels like you get a lot of strange complaints when you lose, when we win 

everything is perfect”. 

 

The social media strategy was created by the Communication and Media Manager Lasse 

Mauritzson together with the Commercial Manager. The club currently uses Facebook, 

Twitter, Instagram and Facebook Live, and plans on using Youtube in the future. They 

also have their own Rögle BK app. Facebook is the club’s most important and effective 

social media channel as it enables them to reach a large number of people quickly; they 

have seen a large increase in the number of likes on their Facebook page during the past 
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season. It is seen as a “mirror of our homepage” (Mauritzson, 2016) but with a more 

relaxed and informal touch. On Instagram, the club has doubled their follower numbers 

this season and is used for “behind the scenes” material. Twitter is a “mainly news 

channel” and features a lot of journalists. 

 

 The use of social media, according to the club, is more direct selling: “you don’t have 

to do a nice ad and everything, just put buy a ticket and link to the tickets” (Mauritzson, 

2016). Star players are most often emphasised in social media messages, as well as the 

club colour (green) and the atmosphere at the arena. Rögle BK is seen as a traditional 

club and new trends are accepted sometimes reluctantly, as what happened with the 

“kiss-cam” and “dance-cam” implemented during a few games: the fans were not 

intrigued by the idea. The club also recognizes the need to be careful with marketing the 

start players too much as they might leave the club. This is seen to be a bigger problem 

with Swedish football, but many ice hockey players are still lost to bigger clubs in the 

SHL or the KHL. 

 

Rögle BK has purchased Facebook adverts and feels that they can easily reach 100,000 

users through these adverts as users tend to share them on their Facebook walls. It is 

also seen as a low-cost way to advertise, especially when compared to other media such 

as newspapers (Mauritzson, 2016). However, even though most of the marketing budget 

is spent on traditional media, about 65 percent of time spent on marketing is used for 

social media. Currently, there is only one person working on social media which has 

proven to be time-consuming. 

 

The club acknowledges the fact that social media will keep on growing in the future and 

thus monitors the social media landscape on a regular basis to catch new ideas and 

inspiration. Rögle BK not only follows other SHL clubs but also clubs in North 

America, such as the NHL teams, to see what they are doing. 

 

8.3.3 Segmentation 

This season, the club has started to talk about segmentation strategies and plan on 

starting it soon. However, the lack of resources is a challenge. The introduction of the 

Rögle BK app has been beneficial in many ways as it also requires the user to register 

their details which can then be used in the club’s segmentation activities. The club also 
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holds a mailing list and have access to basic demographic statistics of the customers. 

Polls via email are also sent out regularly. In sum, the club claims to have a lot of data 

but would need the time and resources to sort it out and analyse it accordingly. 

Rögle BK has come to the conclusion that companies attend the games more often on 

weekdays whereas weekends are for families and “party people”. Families are targeted 

with family tickets. 

 

The aim of the club is to understand what causes the non-regulars to attend games 

randomly and whether this problem could be fixed to make them attend more 

frequently. Mauritzson (2016) points out that by getting every one of these customers to 

attend just one more game per season, the club could increase its attendance levels a lot. 

On social media, the club has seen as trend which indicates that Instagram is for the 

younger audience and it is also these young fans that are leaving Facebook and 

“aborting” to other social media channels such as Instagram and Snapchat. 

 

8.3.4 Relationship marketing 

Some players of the team are from nearby areas which helps engage fans from outside 

Ängelholm. Mauritzson (2016) emphasises that because the town of Ängelholm where 

the club is located in is small, it is crucial to attract customers from other areas such as 

Helsingborg which has the potential to offer a large number of fans to the club. 

However, the fans based in different areas are not marketed differently and the 

challenges with transportation to the rink remain unsolved as there is no train station 

near the arena.  

 

Mauritzson (2016) states that social media “doesn’t only bring the club closer to fans 

but also the fans closer to club”. The club has implemented various social media 

campaigns such as competitions, voting for the best player and using hashtags to engage 

the fans. They have also implemented “ask the player”-type of campaigns where the 

fans ask questions on social media. The players of the team have also acted as guest 

publishers on Instagram and the club aims to answer some questions of the fans; 

however, this is again time-consuming and Rögle BK lacks the resources to do this 

efficiently. Some polls have been conducted, but not yet via social media. In general, 

the players have played a large role in the marketing campaigns; for instance, videos 
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with North American players talking Swedish or the players presenting some specific 

skills have been popular amongst fans. 

 

Instagram is seen to be especially useful in engaging fans as it allows the fan to see 

things behind the scenes; this is especially important in ice hockey as the players on ice 

wear so much gear, such as helmets and visors, that their faces are not as visible as in 

many other sports (Mauritzson, 2016). 

 

Mauritzson (2016) admits that C-More, the television channel providing the games for 

home-viewers, is a large competitor of the club as then the viewers “can go to toilet 

whenever you want, you can help your kids with homework and it is really good quality 

broadcast now also” in addition to the low subscription price. Mauritzson (2016) also 

states that “my personal opinion is that it is not that much of a price question as it is a 

time question”. So although C-More pays a lot for the television rights of the league, it 

is also a big competitor.  The decision to attend games has also become shorter and 

people often decide to attend the game later than they used to. 

 

8.3.5 Branding 

Social media is seen as an effective tool for marketing the club’s brand and raising 

awareness. This is done through for example hashtags used by the club, the players and 

the fans to identify and belong to the community. Social media has allowed Rögle BK 

to be more open and transparent in their doings: “we are a small challenger from a 

small town and that is what they like here” (Mauritzson, 2016). 

 

8.3.6 Social media effectiveness/measurement 

The club does not use any software to measure social media activity. They follow up 

Facebook with the Facebook Tools and keep an eye out for the number of followers and 

likes on social media. 
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8.4 Färjestad BK 

 

8.4.1 Club introduction 

Färjestad BK has played in the top tier of Swedish ice hockey since 1975 which is the 

longest period of time among all the current SHL clubs (EliteProspects, 2016). The 

home city of the club is Karlstad, located 310 kilometres West from Stockholm by the 

lake Vänern (Google Maps, 2016). The city has 89,000 inhabitants (SCB, 2016) which 

makes it the eight largest city where SHL is currently played. Färjestad BK is the most 

successful club in Sweden in the period of the last 40 years (CHL, 2016) and is seen as 

one of the biggest “hockey towns” in Sweden (Eriksson, 2016).  The club recognizes 

the importance of winning trophies again in order to satisfy the fans: “Everyone here is 

expecting the best, because they had it for so long time and now we haven’t won 

anything since 2011, there is huge demand for success because fans have been spoiled 

with success before” (Eriksson, 2016). 

8.4.2 Social media strategy 

The clubs thinks that the online media has become their largest media channel, 

overgrowing traditional media as the print media is becoming less popular (Eriksson, 

2016). Online media, as such, is referred to by Färjestad BK as social media, as well as 

both the club’s website and online newspaper websites. The role of social media as a 

marketing tool is increasing and the number of online followers on the club’s social 

media accounts is rising steadily. 

 

The club uses Facebook, Twitter, Instagram, Youtube, Snapchat, Periscope and 

Facebook Live. Facebook often features links to Färjestad BK’s website, Twitter is 

useful to spread some quick news especially to the media and Instagram is used to 

spread the good feeling and to post behind-the-scenes and on-the road-material. The 

timing, content and length of messages are implemented “according to the feeling”, and 

the Media Manager Stefan Eriksson aims to think like the fans think; thus, no formal 

strategy has been developed. 

 

Eriksson (2016) states that the club likes trying out different things, saying that “we are 

exploring new techniques all the time, because I am curious and I want to find solutions 

for the things that are easy to do and doesn’t cost much”. The club wants to stay ahead 

and monitor new trends and features on social media. 
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Färjestad BK believes that social media offers endless opportunities; for example, 

through the most popular Facebook posts, the club can reach up to half a million online 

users through likes, shares and commenting. Eriksson (2016) states that the way 

Facebook works is incredible: “…if you do the right things you reach people. It has 

come more and more important, how you do that and what you do there”. Social media 

also allows you to post news immediately which is useful if for instance a game is 

delayed. 

 

In regards to the challenges social media imposes, the club mentions the large amount 

of time needed to update all social media channels used, especially as there is only one 

person working with the social media. Eriksson add that “there is a balance about what 

we want to do and what we can do”. Färjestad BK also states that because they are such 

a big club in Sweden, they need to be careful of what they post on social media which in 

turn might sometimes make them a little “too” careful. Eriksson (2016) continues to say 

that “it brings the responsibility as well, for everyone who works here”. For example, 

some players have got sacked from certain clubs because of inappropriate behaviour 

online. Moreover, filtering inappropriate comments is also a challenge as well as 

general negativity in the virtual setting. Eriksson (2016), however, pronounces “that is 

not a hockey problem, that is the problem of the world”. 

 

8.4.3 Segmentation 

Färjestad BK claims that their fans come from not only Värmland, but other areas in 

Sweden as well such as Stockholm and Gothenburg. They also say to have quite a few 

Finnish fans, especially due to some Finnish players who have played for the club, as 

well as fans from other neighbouring countries such as Norway and from more distant 

ones like Australia. 

 

The club hasn’t noticed large differences in who attends their games during the week, 

although more tickets are usually sold to weekend games. This is mainly due to the fact 

that customers are off work so they have more time to plan their activities. 

 

Facebook Tools is seen as a good way to segment customers who follow the club, but 

followers in other social media channels are not so easy to segment. “Facebook is also 
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more widely spread among ages, among social status”, whereas Twitter features more 

journalists and others working with the media. Facebook is seen as the most effective 

platform to reach the largest audience. 

 

8.4.4 Relationship marketing 

Most fans can be reached through social media, but those who do not engage in such 

virtual environment, are more difficult to reach (Eriksson, 2016). The club has counted 

that if they are able to get 10 percent of their Facebook followers to attend a game, they 

have an almost full house. 

 

Färjestad BK tries to answer all direct messages on social media and see it as a part of 

their customer service. Some competitions are held to involve the fans better as well as 

the club’s “own” hashtag; however, the club argues that using hashtags can be 

dangerous as other clubs can “hijack” your hashtag and use it to their advantage. Guest 

publishers, such as players of the team, are used indirectly in the club’s social media 

posts, meaning that they are not given direct access to the account but they send pictures 

to the club who then posts them on their official channel(s). All current players of the 

club are followed by Färjestad BK to show their support for them but their personal 

account are not benefited from as the club believes that the players also deserve a 

“private life” (Eriksson, 2016). 

 

A successful social media campaign implemented last year included green and white 

scarfs (the club’s colours) which we then featured with the hashtag #greenandwhite on 

social media. All fans got a scarf and the arena was the filled with spectators wearing 

them. 

 

8.4.5 Branding 

Social media, according to Färjestad BK, has largely impacted the club’s brand image. 

The club feels that nowadays, it’s more important to emphasise club tradition and 

history rather than the players; Eriksson (2016) argues that “old days you knew that he 

is playing there, he has been there for ages… Now it is like who is that guy? Because 

the market is so dynamic today players change all the time which is not good for 

marketing… Faces are also brands; it is hard to get involved too much with the player 

because they might leave”. Thus, a lot of social media posts revolve around branding 



  
 

- 80 - 

and the traditions of the club. The club also states that it’s difficult to base your 

marketing on success because the club might not win, as it has happened with Färjestad 

BK who has not won anything since 2011. Thus, by enhancing the brand image and not 

just concentrating on product-related brand attributes, the club sees that social media is 

able to affect fan loyalty (Eriksson, 2016). 

 

8.4.6 Social media effectiveness/measurement 

Eriksson (2016) states that although social media is a good way to gain awareness, 

“tickets pay salary, likes on Facebook does not, yet”. No software is used for 

monitoring, although a steady increase in social media followers can be witnessed with 

the bare eye. The club points out that they have got a lot of offers from companies in 

regards to whether they want to buy followers but the club has decided not to as they do 

not recognise the need for it, stating that “if we are good enough they will follow”. 
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8.5. Skellefteå AIK (Skellefteå) 

 

8.5.1 Club introduction 

Skellefteå AIK started in ice hockey in 1943 and got promoted to the top tier of 

Swedish ice hockey for the first time in 1955 (Eurohockey, 2016). The club has played 

constantly in SHL since 2006 and has reached the finals every time since year 2011 

(EliteProspects, 2016). The city of Skellefteå is located on the East coast of Sweden, 

about 775 kilometres North from Stockholm (Google Maps, 2016). Skellefteå has about 

72,000 inhabitants (SCB, 2016) which makes it the fourth smallest place where SHL is 

currently played. The club is known for its hard work and loyal fans: “our fan base is 

quite loyal in general, it is really really strong so once we have a new fan it tends to 

stay on” (Lindgren, 2016). Skellefteå AIK also states that it wants to target fans from all 

over but at the same time remember who they are: “we try to target them all but try to 

give them a piece of Norrland or North of Sweden, so we still keep our identity” 

(Lindgren, 2016). 

 

8.5.2 Social media strategy 

Skellefteå sees social media as an equal partner to traditional media, stating that “social 

media is a compliment to traditional media by itself” (Lindgren, 2016). The club 

acknowledges the fact that traditional media is changing, although they still market on 

newspapers and the radio, and have tight cooperation with television channels such as 

C-More and Channel 4. The club states that nowadays, social media is “a huge part of 

our marketing platforms” and has become more popular than Skellefteå’s official 

website. However, the club finds that because the website is where the tickets and sales 

are done, the website and social media need to be integrated better with each other. The 

challenge with social media is that one has to be careful not to “sell” too much on it in 

order not to lose followers due to too much plain advertising (Lindgren, 2016). Thus, 

the main purpose of the website is to provide information and a possibility to purchase 

tickets. 

 

Skellefteå uses Facebook, Twitter, Instagram, Youtube, Snapchat and Periscope, the 

first three being the main channels. Twitter is mainly for press release and Facebook to 

share events and information, whereas Instagram is more behind-the-scenes material. 

The club likes to use videos as they are an effective way to capture the attention of the 
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audience. The text on publishes posts are usually short, except if the club wants to 

specifically stress something important. 

 

In their opinion, Facebook is the most effective platform for sharing news as it spread 

fast due to the ability to share others’ posts. Since this is not a feature available so 

readily on Instagram, it is less efficient. The club tends to follow other Swedish clubs on 

social media, with an occasional look at the international ice hockey leagues NHL and 

KHL. 

 

Lindgren (2016) says that “when it comes to social media marketing budget you can say 

it is zero, but then if you look at in the other way it is all the time it takes so that’s where 

the budget is and that’s why it is so hard to say… and time equals money”. There are 

two employees working on the club’s social media: Tobias Lindgren who is the Web-

TV and Media Manager as well as the Press and Project Manager. These two people 

hold a meeting once a week to discuss the social media activities amongst other tasks. 

However, the club states that during the last years, they have had less time to work with 

social media which has been witnessed especially in the fans’ feedback as they want 

more footage to be posted. 

 

An advertising company also works a lot with the club and helped develop the social 

media strategy together with Skellefteå. However, this strategy is said to be quite 

informal and has not been officially revised in the last few years. The objective of using 

social media is mainly branding but also to spread news and information efficiently. 

The club follows other ice hockey and some football clubs from for example the 

Premier League to see what they are doing on social media. 

 

The club also points out that they want to be careful with social media and not jump 

onto new areas too quickly since “everything that we do in this organisation has to be 

long term and that goes through all sport decision as well as the marketing decisions” 

(Lindgren, 2016). This is also applicable when it comes to the risk of posting on social 

media as “if you do something wrong it goes all the way out”. Other challenges relate to 

the large amount of time needed for updating the social media accounts as well as the 

real-time aspect of it as news spread so quickly which can be risky for example when 

new player signings are still in process. 
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8.5.3 Segmentation 

Skellefteå tries to target all consumer segments but it becomes tricky when the fans are 

spread around not only Norrland or the whole of Sweden, but abroad as well. The main 

principle has been to keep their identity and promote their Northern roots whilst 

expanding the organization. The club uses the slogan “Hela Sveriges AIK” (Eng. the 

whole Sweden’s AIK) to engage with all fans, despite their geographic location. This 

gives a sense of togetherness and belonging to the fans. 

 

One large customer survey is conducted yearly, where the fans are asked all sorts our 

questions ranging from the taste of the coffee to the selection of food at the arena. 

The club states that it seems like the younger population use Instagram more often 

whereas Facebook features older users. According to Lindgren (2016) this is because 

Facebook was invented before Instagram. 

 

8.5.4 Relationship marketing 

The club says that they use competitions to engage their fans and some have been very 

successful such as “find the puck”. This encouraged some of the fans, especially the 

younger ones, to start a game among themselves to see which one is the first one to tip 

where the puck is hidden. Another way to engage fans is humour, which according to 

Lindgren (2016) has been effective, but adds that “too bad that you don’t have a joke 

each day”. Direct messages on social media are more often answered than public ones, 

depending on the type of question and amount of “spare time” at the club office. Players 

of the team sometimes post on Skellefteå’s social media accounts but this again depends 

on the player himself if they want to open their lives to the public a bit more. There are 

also some friendly contests between the players themselves, such as a pre-season 

triathlon, with the results and a video posted later on the club’s social media accounts. 

 

Skellefteå has also implemented a campaign which uses hard helmets as symbols of the 

club’s and fans’ hard work as they really wanted the fans to put in an effort to support 

the team. The yellow helmets were seen as a good way to bring colour and atmosphere 

to the arena and also making clapping and cheering easier than it would be if you had 

something to hold in your hands (such as a poster). 
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8.5.5 Branding 

According to the club, the effect of social media on the club’s brand has been “huge” 

(Lindgren, 2016). Skellefteå uses both product and non-product related brand attributes 

in their social media marketing, stating that “I think the best post is when a new 

employee or player adapts to the [club’s] history someway”. But the club does 

recognize that this can be risky if the players leave and says that “that is just a 

disadvantage of posting too much about something that don’t last. People will still talk 

about that player instead of the player we have this year, so you have to find a mix”. 

 

8.5.6 Social media effectiveness/measurement 

Skellefteå uses another company to monitor their social media, such as the number of 

clicks and traffic. The effectiveness of social media marketing is mainly measured by 

game attendance. 
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8.6 Ilves 

 

8.6.1 Club introduction 

Ilves has played in the top Finnish ice hockey league since 1933; it has never got 

relegated. The only seasons when the club didn’t play on the top level were in the 1940s 

due to the war between Finland and Russia which lead to the cancellation of two whole 

league seasons. Ilves is the most successful club in the history of Finnish ice hockey 

with 16 domestic championships (Ilves, 2016). The city of Tampere is located 173 

kilometres Northwest from Helsinki (Reittikartta, 2016b) with a population of 225,000. 

Tampere is the third biggest city where Liiga is currently played. Ilves is known for its 

traditions; it still plays its home games in the arena that was the first ice rink built in 

Finland (Hakametsä was built in 1965). Before this year, all ice hockey games in 

Finland were played outdoors (Jatkoaika, 2016). Tampere is referred widely to be 

capital or cradle of ice hockey in Finland (Pakarinen, 2010; Pakarinen, 2013). Ilves 

states that “We market today by keeping the history in mind” (Fihl, 2016). 

 

8.6.2 Social media strategy 

Ilves sees that their marketing is an equal combination of traditional and social media. 

However, the proportion of social media has risen rapidly in the last few years and will 

“most likely gain a lead compared to traditional media in the future” (Fihl, 2016). 

Although most of the marketing budget is aimed at traditional media, especially since 

social media is a lot more cost-efficient, more working hours are spent on social media. 

Ilves sees that the print media will most likely disappear in the future as already now the 

club is able to reach more people through social media. 

 

The club uses Facebook, Twitter, Instagram, Snapchat, Youtube and Periscope. 

However, there are large differences in the amount of users reached through them; for 

example if the club posts a video on Facebook, it can effortlessly reach 90 thousand 

views but by putting the same video on Youtube, the figure is only a few thousand. 

Snapchat is seen as the most difficult to monitor and Fihl (2016) doesn’t see it “adding 

any extra commercial value to the club”. Twitter is used mainly for information 

delivery and live tweeting during games and Facebook is seen as a multipurpose 

platform to publish pictures, stories, special offers, and to promote the club’s partners. 

Instagram is then for picture and photo sharing, and is seen as a good way to promote 
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Ilves merchandise. Facebook is seen to be the medium to capture the largest audience, 

followed by the club’s website and lastly the other social media channels. 

 

Ilves states that through the use of social media, their marketing has become “less 

serious” and more entertaining, with a “twinkle in the eye” (Fihl, 2016). They 

acknowledge that the club operates in the entertainment business and their job is to 

“bring colour into the lives of the consumers”. The club says that it buys adverts on 

social media and also keeps an eye on what other sport clubs are doing in social media, 

especially North American sport organizations. 

 The social media of the club is updated and the material produced by a few people, 

mainly club personnel and volunteers. This group is also responsible for the 

development and implementation of the social media strategy. The strategy is 

something which has been formed over time and “shaped by mistakes, failures and 

successes” (Fihl, 2016). Ideas and inspiration can come from anyone and these thoughts 

can then be formed into concrete things. 

 

The main objective with social media marketing, according to the club, is to get the 

arena full. This applies to all activities performed by the club, not just social media. 

However, Fihl (2016) reminds that this is a long-term process; for instance, one 

successful social media might not immediately result in higher attendance figures. The 

challenges in social media lie in the high risk of posting something “wrong” or 

something which is understood wrongly by the audience. News also spread quickly, 

which can be both a good and bad thing; if for example a player is misbehaves whilst 

out drinking during their day off, it will most likely be reported by social media users in 

an instant. Another challenge are the social media users who are there only to provoke 

and post negative and abusive comments, who according to Fihl (2016) are not even the 

ones who attend Ilves’ games. 

 

8.6.3 Segmentation 

The main segmentation in the club is to differentiate private and corporate consumers, 

which can then be further divided into smaller segments. For example different age 

groups are targeted with different messages, for example pensioners are rarely targeted 

through social media as it’s not a medium they are easily reached through. Instead, they 

are targeted via local print media such as newspapers (Fihl, 2016). 
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There is no formal strategy in regards to gathering data from where the club’s fans are 

located in, although some information has been received through third parties such as 

local media and students working on their theses. Different geographical areas have no 

significant distinction between how they are marketed to, although some transportation 

campaigns to the games have been arranged in the past. However, the transportation 

campaigns have not taken off very well but the club has conducted some face-to-face 

campaigns in nearby shopping malls or primary schools. 

Ilves conducts customer surveys approximately every other year to gather feedback in 

relation to the games and other things such as parking. Furthermore, the club points out 

that Facebook is mainly used to target middle-aged consumers whereas Instagram is for 

the youth.  

 

8.6.4 Relationship marketing 

The major objective of social media is to raise emotions and feeling within the fans, to 

give them a sense of belonging to the “Ilves-family” and share the positive feelings 

associated with success (Fihl, 2016). Both the customer and club get closer each other; 

this is seen as essential since nowadays a lot of the players are no longer from the 

town/city they play in and social media is a way to get the fans familiar with the 

players. Through the closer relationship, the players are no longer strangers to the fans, 

which in turn strengthens the fans’ affiliation to the club and acts as a positive driver 

towards game attendance. 

 

Especially the club’s Snapchat account is used by the players to engage fans and send 

pictures and videos from behind the scenes. According to Fihl (2016), it lets the fans see 

deeper inside the team and witness the everyday lives of players. Competitions are also 

held every now and then, but the club admits that they could be more active in that area. 

Ilves has plans to implement more social media competitions with prizes such as “win a 

trip to an away game”; the aim of this would be to target new potential customers 

because as Fihl (2016) states, “the die-hard fans will attend the games anyway”. 

However, this might prove to be difficult as it is mostly the die-hard fans that are the 

most active on social media. 
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Furthermore, hashtags and fan photos are used occasionally to engage the fans, and 

appropriate questions answered on social media. An example of a successful social 

media campaign implemented by the club was when famous Finnish comedians created 

a short sketch before a game where they humorously provoked the opponents. The 

video went viral on social media, was featured in the national news and the actual game 

had over one thousand spectators more than originally anticipated (Fihl, 2016). The 

comedians have made more of these sketches but the success of them varies from five 

thousand views to one hundred thousand views. 

 

8.6.5 Branding 

“Social media is about building our brand… and only after that comes the purpose to 

inform”, states Fihl (2016). The club aims to use a good mix of both product and non-

product related brand attributes in their social media marketing. However, Fihl (2016) 

says that “the average 20-year old is not interested if we won the championship in 

1972”. However, daily marketing usually emphasises the players and coaches. There are 

no individual players who are emphasised more than the other and the club tries to 

market the team as a whole. 

 

Fihl (2016) claims that despite their efforts, the negative aspects of social media 

outweigh the positive ones when it comes to branding. Thus the club sees that due to 

negative comments and fan “banter”, their brand image has weakened after the 

introduction of social media. This has also, according to Ilves, lead to a decrease in fan 

loyalty although the problem behind all of this is the failure of the club to succeed 

game-wise in the last years. 

 

8.6.6 Social media effectiveness/measurement 

The club finds it difficult to monitor the effectiveness of their social media; although the 

key objective it to get the fans to the arena, it is difficult to know who made the decision 

to attend due to seeing one of Ilves’ social media campaigns or posts (Fihl 2016). If the 

club has implemented discounted ticket campaigns, there have usually been higher 

attendance figures but what is difficult to know is whether it’s been due to social media 

marketing, traditional marketing or a combination of both. They are able to track how 

much of the tickets are bought through a Facebook link but these figures might not be 

reliable as the user might have seen a social media post but later bought the ticket 
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through the club’s website and not via the social media link. Fihl (2016) also states that 

the effectiveness of social media, according to them, is not directly measured by the 

number of likes but via game attendance and the amount of discussion and hype the 

posts generate. 
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8.7 Tappara 

 

8.7.1 Club introduction 

Tappara is another club from Tampere and also plays its home games in Hakametsä. 

Tappara was previously named TBK (Tammerfors Bollklubb) and formed to be sport 

club for a Swedish speaking school (Tappara, 2016). TBK played its first official ice 

hockey game in 1934 and got promoted to the top tier of Finnish hockey in 1942. The 

club changed its name to Tappara in 1955 to get Finnish speaking players interested to 

play for them. Tappara has always played in the top tier of Finnish hockey except in 

1965-66 when it played in the second tier due to relegation (Tappara, 2016). If 

championships under the name of TBK are included, Tappara equals Ilves as the most 

successful club in Finnish ice hockey history (Liiga, 2016b). They are also the current 

Finnish champions by winning the title this season (2015/2016). People have the image 

that Tappara is widely supported in small towns around Tampere and a study made in 

the University of Tampere shows that the image is somewhat right (Laurinolli, 2011). 

The club itself also says that it is the most supported club in Finland outside the club’s 

home city (Holma, 2016). 

 

8.7.2 Social media strategy 

Tappara sees that there is no type of marketing media which is more important than the 

other because they all have different roles (Holma, 2016). Traditional media such as 

newspaper, radio and the club’s website are still used more than social media which is 

used mainly for communication, raising awareness and engaging the fans. The website 

on the other hand is to provide consumers with information and facts. However, the role 

of social media is also seen as important, as the club holds over 50 thousand followers 

and their website has a direct feed with everything posted on their social media 

accounts. 

 

The club uses Facebook, Twitter, Instagram and Periscope. Facebook is mainly used to 

market games and partners’ adverts, and also boasts the largest number of followers, 

and Twitter is used to report live game updates. Instagram features photos mainly from 

the players’ dressing room, stretching or some humorous post; the use of Instagram has 

been smaller compared to the first two platforms mentioned but however, Tappara aims 

to increase its use in the future. 
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The club states that Tappara has had “a systematic and organized social media strategy 

for the last one and a half years by using certain key concepts”, created by himself Aki 

Holma, the Sales and Marketing Manager, and some partnering advertisement agencies. 

There are four people who update the club’s social media accounts who meet once a 

week to discuss strategies and any issues or ideas. The club also uses material from 

another company who produces it to Tappara such as pictures and videos. 

 

Social media has enabled the club to reach out to bigger audiences which has been 

witnessed for instance by the feedback given by the club’s partners and fans. Tappara 

wishes to raise awareness and interest towards the club and get the people involved and 

thus attend games. This is then hoped to result in bigger sales through community 

involvement and a positive brand image. 

 

Holma (2016) says that due to the evolving nature of social media, for example the 

timing of posts does not work as it used to. Before, Tappara could publish a pre-game 

post before the game but now it’s more difficult as Facebook now asks for money in 

order to boost your posts and put the at the top of the user’s feed. The best time to 

publish posts is 3.30pm, but this has now become difficult with Facebook and Instagram 

as the user’s feeds are no longer in chronological order. Holma (2016) also argues that 

the shorter and simpler the message, the better. 

 

Out of the 50 to 100 thousand Euros the club uses each year to marketing, only a few 

hundred or a thousand is used for social media marketing. However, according to 

Holma (2016) this does not take into account the time used on the social media which is 

also costly. The club occasionally follows other companies on social media, such as 

Finnish sport clubs, to see what they are doing, but does not see the need to be the first 

to enter a new social media platform. However, some clubs such as those in NHL are 

not seen as such good examples as there might be eight million people living next to the 

arena which is far from what the Finnish ice hockey clubs have. Thus, the marketing is 

also very different between NHL and Finnish ice hockey clubs and cannot be directly 

compared between each other. 
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8.7.3 Segmentation 

The club mainly segments its customers through a database which many of its fans are 

members of. The membership includes memberships on three different levels as well as 

a premium “Klubi”-membership. These levels are based on the amount of money the 

consumers use to purchase tickets and other products such as merchandise (Holma, 

2016). Also, all ticket purchasers are segmented according to geographical location. 

Moreover, the club is also able to gather data from demographics such as gender and 

age. The Tappara-app has been created mainly for the younger audience. However, the 

club says that segmentation is not seen that important because spectators usually have 

similar reason for not attending such as time issues or a lack of interest towards 

Tappara. Thus, the club aims to make the games as entertaining as possible to overcome 

these issues. 

 

Tappara’s games feature a larger audience on weekends, and more businesses attending 

during weekdays. They claim to have fans from all around Finland; more distant fans 

are targeted with hotel and game packages as well as transportation deals. The 

transportation, however, can be expensive and needs thorough planning. 

 

The club distributes customer surveys frequently as well as collaborates with students 

who are writing theses. 

 

In terms of social media segmentation, the club doesn’t think it is necessary and instead, 

refers to the term “targeting different groups” by for instance Facebook advertising 

tools. 

 

8.7.4 Relationship marketing 

Through social media, Tappara tries to engage consumers and get them to interact with 

each other, as well as raise opinions and activate them to take part in the club’s social 

media. The club regularly uses competitions, which have been very popular, stating that 

“without any boosts or bought advertising, some competition posts on Facebook have 

reached 400 thousand users”. These contests are usually conducted together with 

Tappara’s partners in order to win for example tickets or food and drinks at the arena. 

The club uses social media also to provoke its competitors which raise action between 

the fans. 
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The most popular posts within fans feature behind-the-scenes material, humour or a 

popular player or club legend. Fans photos are occasionally published by the club and 

hashtags are used to identify photos and posts to Tappara. However, some hashtags used 

by Tappara have been “adopted” by other Finnish ice hockey teams or even other 

companies, but “if it’s only two or three a year it’s not so serious” (Holma, 2016). 

 

Tappara tries to answer most fans questions which come through social media and 

email, but is careful not to interfere in so-called fan “banter”. Sometimes the players 

answer fans’ questions on Facebook and Twitter for a certain time period, and the 

players may themselves refer to the club on their private accounts by using hashtags to 

engage their fans. 

 

8.7.5 Branding 

The club feels that whichever type of post they publish on social media, it strengthens 

their brand image. The posts are usually a mix of club history and tradition featuring 

star players, as well as community belonging and the atmosphere. They are not afraid to 

use some star players a lot if they are already aware that they are going to the NHL and 

will not be “lost to domestic competitors” (Holma, 2016). The strengthened brand 

image is then seen to result in increased fan loyalty. 

 

8.7.6 Social media effectiveness/measurement 

The club measures traffic on their website and where it comes from; when only about 

one percent of ticket purchases come through a Facebook link, it raises questions on 

how effective it really is or what the reason behind this is (Holma, 2016). However, 

other than traffic, the club uses Facebook Tools to monitor their social media activity on 

this specific platform and simply by tracking likes, shares and followers without any 

special software. 
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8.8 HPK 

 

8.8.1. Club introduction 

HPK is a traditional club with a long history; they have played in the first tier of Finnish 

ice hockey constantly since 1987 (HPK, 2016). The city of Hämeenlinna is located 107 

kilometres from Helsinki to the North by the highway leading to Tampere (Reittikartta, 

2016a). With the population of about 68,000 Hämeenlinna is the third smallest city 

where Liiga is currently played. HPK has a famous supporter group called 

“sikakatsomo” (Eng. pig stand) which has got its name because of its way of singing 

hostile chants about the players and coaches of the opponent team (Ala-Kivimäki, 

2001). HPK wants to underline its traditions and long term orientation in its marketing 

but also attract new younger fans since the average age of fans is rather high and rising 

all the time (Heinonen, 2016). HPK is the number one aspect that Hämeenlinna is 

known for, according the studies made by the city itself (Heinonen, 2016). 

 

8.8.2 Social media strategy 

HPK sees that their social media marketing consist equally of both traditional and social 

media marketing. According to the club, a majority of their game spectators are of the 

older generation and thus prefer to read the newspapers. “If there is no game 

advertisement in the newspaper, it’s the same as if there is no game” (Heinonen, 2016). 

However, in order to attract the younger audience which the club is partly lacking, 

social media is an effective platform to do so. HPK states that this is also partly a 

question of habits and they should start directing their customers towards the online 

media. 

 

According to studies made by the city of Hämeenlinna, the number one thing the town 

is known for is HPK. This, according to Heinonen (2016) has maybe resulted in a lack 

of efficient and ambitious marketing in the club, as before it was easy to get spectators 

to games but nowadays the club, like all entertainment companies, are struggling for the 

consumers’ time. The club cannot promise a good game or a win, and thus marketing 

becomes more difficult. 

 

The club uses Facebook, Twitter and Instagram, and plan on moving onto Snapchat and 

Periscope as well. Snapchat is seen as difficult to monitor but Periscope is said to have a 
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lot of potential as it allows live video footage (Heinonen, 2016). Their aims with 

Facebook are to raise awareness of HPK and make interesting posts which in turn 

would lead to an increase in spectators, Twitter is mainly for informing and Instagram is 

for behind-the-scenes material. The biggest advantages of social media, according to the 

club, are its effectiveness and ability to reach a large number of people. Disadvantages 

are related to the lack of control; for example if a player or club employee says 

something inappropriate in public, it is a lack of seconds when it’s online and going 

viral. However, HPK acknowledges that this is “a part of today’s world” and it’s just a 

question of learning to deal with it. Social media can also be a good tool to correct 

mistakes or clarify misunderstandings (Heinonen, 2016). 

 

The club hasn’t used actual money to buy adverts on social media but Heinonen (2016) 

emphasises that this is important for next season, as well as buying adverts on search 

engines such as Google. According to the club, these medias are able to reach a 

significantly larger audience than printed media. Moreover, HPK monitors other sport 

clubs on social media and Heinonen (2016) brings up especially Swedish ice hockey 

teams in the SHL who he says have good ideas and interesting posts. 

 

8.8.3 Segmentation 

The club has implemented a couple of larger surveys in the last few years and used this 

data to segment its customers according to gender, age and location. Fans in nearby 

areas are given special deals with transportation as well as students having been offered 

a bus from their university campus to the arena. Game attendance figures are also 

segmented according to how many times an individual comes to games. The aim of 

HPK is to increase the attendance of all segments gradually until they reach the level of 

a season ticket holder. 

 

HPK has seen that it is companies who attend the games more often on weekdays since 

the weekends are for private and family life. This then means that there is a higher 

amount of families attending on weekends. Families are targeted with family tickets and 

children’s activities, and firms targeted with corporate deals and luxury boxes. 

 

Facebook is for the older population and Instagram for the younger one. However, 

specific social media segmentation is not implemented directly by the club. Instead, 
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they recently had a student conduct a thesis on the subject and aim to use this data to 

help with their social media segmentation strategy. 

 

8.8.4 Relationship marketing 

The customer surveys conducted by HPK have also given indication to what the fans 

want from their social media as they have been asked questions related to that. Thus, the 

club tries to take these requests into account and give the fans what they want. Some 

players have been used on social media, and a few of them have the password for the 

club’s account(s). Many of these posts have been widely popular and even featured in 

one of the biggest Finnish radio stations. Some fans photos have been shared by the 

club on social media, which the club thinks has strengthened the relationship between 

the fans and HPK (Heinonen, 2016). They also sometimes like the fans’ photos which 

feature the club; this has proven to be very engaging and helps the fans feel as a part of 

the HPK community. 

 

The club does not have a separate live-account for game reporting on Twitter and their 

reason is simple: “we don’t want the people to follow us at on their home sofas with 

their mobile phones; we want them to physically attend the games” (Heinonen, 2016). 

Fans’ questions are answered to a certain question, depending on the question. The club 

has noticed an increase in direct messages on Facebook during the last years; these 

questions are usually answered and the fans are happy to receive a reply. 

 

HPK uses one or two hashtags on social media to identify their pictures and posts under 

certain hashtags, but does not see the need to add a lot in order to gain more followers. 

Although many hashtags could be a way to attract international followers, the club says 

that they rarely get spectators from for instance Sweden and thus do not see the need to 

use them a lot. Heinonen (2016) also mentions that “the fan culture in Finland is so 

small that fans of other teams rarely steal your hashtags but some rival ice hockey clubs 

might”. 

 

A successful social media campaign implemented by the club was this season when the 

club announced that their former player, an academy product of the club, was coming 

back; HPK published five different photos of the player gradually along the day on 

different social media platforms. The photos did not reveal the identity of the player and 
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thus, the excitement within the fans remained until the afternoon when his contract was 

published to the public. The club campaigned the player with “welcome home” tags and 

received a lot of attention and positive emotions between the fans (Heinonen, 2016). 

8.8.5 Branding 

HPK thinks that social media has had a wide impact on its brand, and in a positive way. 

The club tries to think of branding in social media in a sense that it should be long-term 

oriented and emphasises the history of HPK. As Heinonen (2016) says, “we have tried 

to market the brand through club identification and belonging, and tried to build a 

community by fostering the atmosphere and emotions associated with the club”. 

Through this, winning becomes a second priority, and club branding and relationship 

marketing as the most important. In addition, the club says that social media allows 

them to be transparent and open, which further enhances their brand image. 

 

Players who have been brought up in the club are used a lot in the club’s social media 

marketing because wherever the players go to play after HPK, they will always be the 

“boys” of Hämeenlinna and thus indirectly market the club. Thus, it is not so bad if the 

player leaves the club as they will always remain a part of the club’s brand. 

The good brand image of the club, according to Heinonen (2016), has resulted in higher 

fan loyalty as the fans are free to express their opinions on social media and that is 

important for them. 

 

8.8.6 Social media effectiveness/measurement 

The club would be interested to see how much social media impacts the purchase of 

tickets, but right now it is only possible to monitor from where the traffic comes from 

onto the ticket purchase page online. Heinonen (2016) also adds that still, a large 

number of customers buy their tickets from the door, which indicates that people make 

the decision to attend quite late. It would be important to change this in order for people 

to buy their ticket before-hand and thus secure higher attendance at the games in 

advance. 

 

HPK sees that social media effectiveness is a combination of game attendance and 

social media activity such as the amount of clicks. Google Analytics has been a useful 

tool to monitor online activity as well as the tools provided by the social media 

platforms themselves. 
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8.9 HIFK 

 

8.9.1 Club introduction 

HIFK got promoted to the top tier of Finnish ice hockey in 1949 and the club has played 

there ever since (HIFK, 2016). The club’s home city is the Finnish capital Helsinki. 

HIFK is a club with two official languages: Swedish and Finnish (Ånäs, 2015). 

Traditionally, according to studies, HIFK’s fan base consists of people with an above 

average income. The club is often said to be “big, bad and red” (Sivonen, 2015). HIFK 

as a club emphasise being part of the HIFK community and being from Helsinki as 

important values (Linnavalli, 2016). This two values can be seen clearly in their 

marketing campaigns, such as “en gång IFK, alltid IFK” (Eng. “once IFK, always 

IFK”) and “skulataan stadille” (Eng. “we play for Helsinki”) (HIFK in Handello, 2010; 

HIFK in Max4warn, 2015). 

8.9.2 Social media strategy 

HIFK does not see that one media is significantly more important than the other one; 

traditional media is more for gaining general interest and new fans, whereas social 

media is for engaging the existing fans and creating and maintaining the fan 

community. However, the dynamics of both media are changing and social media is 

also becoming a way to attract new customers (Linnavalli, 2016). The role of social 

media, according to HIFK, used to be primarily to drive traffic to the club’s website; 

however, this is seen to be also transforming although not all information is available on 

social media which means that in some cases, the user has to visit the website. 

 

The club uses Facebook, Twitter, Instagram, Snapchat and Periscope. HIFK emphasises 

that different posts work on different social media platforms; thus, the messages are 

always altered in some way to make them differ from each other. Twitter is mainly used 

for news and information, Facebook for both linking and video sharing as well as other 

posts and Instagram is for photo and picture sharing. Snapchat is mainly used the 

players to provide behind-the-scenes material. Facebook is seen to be the most effective 

in reaching the largest audience and especially useful as it has its own tracking system 

(Facebook Tools). On a good week, the club is able to reach a million users (Linnavalli, 

2016). The club also points out that unlike many other clubs, they don’t do live-posting 

during games on Twitter because “we don’t want to use any extra time to serve people 
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who don’t come to our games, or watch the game on television, or listen to it on the 

radio”. 

 

HIFK’s social media strategy was created by the Communication Manager Petteri 

Linnavalli, together with the Producer, Video Manager and the Sales Manager. The club 

frequently monitors other ice hockey clubs, for example those in NHL who are 

especially good in Twitter. When new social media platforms emerge, the clubs thinks 

twice before stepping onto new territory as it requires a lot of extra resources to update a 

new account and the effects might not be as substantial as needed for the effort to start 

using a new channel. 

 

The growth of followers on social media has slowed down on the club’s accounts, 

expect for Instagram which is still growing quite vigorously. As Linnavalli (2016) says, 

“most people who want to join Facebook have already done so”. HIFK does not want to 

“buy” followers as some clubs do, due to the fact that these are “fake profiles created by 

marketing firms and do not bring us any extra benefits because they are not real 

people”. 

 

The club occasionally promotes their upcoming games on social media by buying 

adverts, however this sum is “a few hundreds, maximum some thousands” (Linnavalli, 

2016). HIFK sees this as quite effective since Facebook lets the user quite precisely 

target the wanted audience; for example if there is a game against JYP, another team 

Liiga-team from  central Finland, the club can choose to target all Facebook users who 

follow JYP within a certain radius from Helsinki. 

 

The disadvantages related to social media are the challenges with social media 

platforms, especially Facebook and their lack of control in a sense that the platform is 

the one who decides what and how it works. A good example of this was the algorithm 

change on Facebook when posts weren’t published in chronological order on the user’s 

newsfeed; thus, HIFK had no other option that to adjust to the change (Linnavalli, 

2016). 
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8.9.3 Segmentation 

The club says that although they have some segmentation strategies in place, this area 

would need improvement (Linnavalli, 2016). They see the potential to start using and 

analysing statistics from TicketMaster, the portal where most Liiga-tickets are bought, 

as it stores a lot of data from a longer time period. Nowadays, HIFK says, most 

spectators buy their tickets online even though the decision to attend is usually made 

later than some time ago. 

 

HIFK claims to have a lot of fans outside Helsinki, although their image largely consists 

of emphasising the fact that they are from the capital city. This has resulted in the lack 

of marketing distant fans differently to those from Helsinki. Although a lot of 

provocative messages are included in the club’s social media posts such as “share this 

so that the information also reaches the countryside”, no transportation or 

accommodation deals are campaigned (Linnavalli, 2016). 

 

Ticket packages are rarely sold because that would not be fair towards the season ticket 

holders as these packages usually consist of a large discount (Linnavalli, 2016). Season 

ticket holders have bought the ticket full-price and it usually gives 4-7 free games 

during a season compared to when buying all tickets individually. The club has also 

noticed that “the price isn’t usually the issue for the fans because it is usually the most 

expensive tickets which are sold first”. 

 

The club sends out yearly surveys where they have found out that for instance a third of 

the respondents have increased their social media usage this year. 

HIFK says that they have realized that Facebook is mainly for the older population 

although it also has a lot of younger users as well, and Instagram is for the youth. 

However, Facebook is the only platform where segmentation is easily done due to its 

analytical tools. 

 

8.9.4 Relationship marketing 

Through social media, the club wants the fans to feel as a part of the HIFK-community 

and that the fans feel pride doing so; this is likely to cause the fans to invite their friends 

and family to the games as well. About half of the social media posts published contain 

information and the other half brand-related posts and delivering the atmosphere. As 
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Linnavalli (2016) states, the best social media posts are when “the fans themselves get 

excited and share the post”. 

 

The use of social media within Finns has changed to become more active, people are 

more likely to like, share and comment posts on social media than before which 

indicated that engagement has grown (Linnavalli, 2016). The club doesn’t use social 

media campaigns such as “follow us and win tickets” because they feel that if the user is 

genuinely interested in the club, they will follow them anyway and thus are clients or 

potential clients. 

 

The club has seen that the most popular posts are done by the players themselves which 

has then be taken advantage of in the social media marketing; this is partly due to the 

“spontaneous and authenticity” of the players as there is no real commercial thought 

behind the posts (Linnavalli, 2016). 

 

Sometimes the club uses special provocative campaigns with its rivals, but points out 

that you have to be careful that it does not look too set-up as to the fans it should seem 

spontaneous. Another way to engage fans in through competitions which are held 

occasionally; an especially successful one was when Turkish Airlines gave away flight 

tickets to winners (Linnavalli, 2016). However, these also require a lot of time and 

resources, especially when the club wants to conduct the competitions fairly and within 

the Finnish law. 

 

HIFK responds to some of the questions asked by fans on social media, depending on 

the type of question. Some players are used in the club’s social media marketing, 

depending on whether the player wants to be in the spotlight or not. An important point 

mentioned by Linnavalli (2016) is that their social media marketing is not only 

conducted by the club, but also by “its 85,000 fans on Facebook”. 

 

8.9.5 Branding 

HIFK reminds that the sport business is unlike any other business because of the 

passion and emotion consumers feel towards the brands. Linnavalli (2016) says that 

their brand image is seen as often “arrogant” and that they “stress the capital city-

aspect on purpose, there are only a few who react neutrally to us… They either love us 
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or hate us, and we are proud of that as it’s one of our biggest strengths”. Social media 

has highly impacted the brand image of HIFK, especially in a positive manner, the club 

states. 

 

Most popular social media posts published by the club contain winning/success or new 

player signings, meaning that among the fans, the product-related brand attributes seem 

to be more important than non-product related brand attributes. However, the club itself 

prefers to promote more of its heritage and history, especially the logo, as Linnavalli 

(2016) says “the players can never grow bigger than the club”. 

 

8.9.6 Social media effectiveness/measurement 

HIFK measures the opening percent of their email newsletters, as well as monitors their 

social media through Facebook Tools and Tweet Deck. They also look at what types of 

posts are published under the hashtags used by the club. The club does not recognize a 

need to use special software to follow up on their social media as they claim to be a 

small business in the global scale and feel that they can control the current situation 

with the resources they have. 

 

As far as the club has understood, nobody has been able to prove how much profit 

social media actually enables businesses to make (Linnavalli, 2016). However, HIFK 

also points out that “what business would dare stop with social media now?”; thus the 

effect of social media might not be able to be measured profit-wise and should be 

considered mainly as branding and a means to engage the fans. 
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8.10 Jokerit 

 

8.10.1 Club introduction 

During the history of Jokerit, the club has been relegated from and promoted to the first 

tier of Finnish ice hockey many times. The last time Jokerit got promoted to Liiga was 

in 1989 and stayed there until its shift to KHL in 2014 (Jokerit, 2016b). Helsinki is the 

capital of Finland and the most populated city (631,000 inhabitants) 

(Väestörekisterikeskus, 2016). Jokerit has tried to form an international ice hockey 

league where the club could play since the 1990’s and saw that KHL is the best 

opportunity for them to internationalize. Out of all Finnish ice hockey clubs, Jokerit is 

known to be the club that treats ice hockey the most as an entertainment business and 

tries to be fore-runner of sport entertainment (Harkimo, 2015a; Harkimo, 2015, in 

Mediatalo Esa, 2015b). The fan base of the club comes traditionally from Eastern 

Helsinki but after the move to the KHL, the fan base has spread all around Finland 

(Harkimo, 2015, in Mediatalo Esa, 2015a; Jokerit, 2016a). 

 

8.10.2 Social media strategy 

Jokerit feels that through social media, they are able to interact and connect with the 

fans far better than they are able to with traditional media. Social media is a way to 

engage fans and create feeling and atmosphere; the commercial side such as marketing 

special promotions by Jokerit’s partners are a smaller part as they are mainly not the 

type of things that primarily interest the fans. “For example, if our partners offer 

discounted parking it’s of course a good thing and some fans will take advantage of it, 

but it’s not the main point of social media for us” (Keurulainen, 2016). You also have to 

be careful not to be too commercial by always trying to sell something as that way you 

will most likely lose followers; the main thing is to create an feeling between the fans 

that “hey, it would be nice to go to a game” (Keurulainen, 2016). However, the club 

states that their website is the main platform and social media is there to support it and 

direct traffic there. 

 

Jokerit has an official account on Facebook, Twitter, Instagram, Snapchat, Youtube, 

Periscope and SoundCloud. Twitter is seen as a news channel especially for the media 

and journalists, Instagram is for behind-the-scenes and atmosphere transmission which 

is “like storytelling through a picture” (Keurulainen, 2016). Facebook is used for 
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multiple purposes, similar to the ones mentioned above as well as video and event 

sharing. With their almost 100 thousand followers on Facebook, Jokerit sees this as 

their number one social media platform when it comes to reaching the largest audience. 

Twitter is seen as more formal whereas Instagram is more informal. At the beginning of 

each season, the club lists on their website what social media they use and fans that use 

social media can then choose which platforms to follow them on. Moreover, since the 

club entered KHL in 2014, they also now have an account in English language on 

Twitter as well as an account on VKontakte, a Russian language social networking 

platform. Posts on Instagram are written in both Finnish and English. 

The club occasionally buys adverts on Facebook to boost their season ticket and regular 

ticket purchases throughout the season. They monitor some other ice hockey clubs on 

social media, but for example do not see large advantages in following NHL clubs since 

they usually have better resources, higher budgets and more personnel working with 

social media so it’s difficult to compare directly with Jokerit (Keurulainen, 2016). Thus, 

although some inspiration is taken from foreign ice hockey clubs, Jokerit aims to keep a 

“Finnish touch” to their social media posts. 

 

The team responsible for social media at Jokerit is Iiro Keurulainen, the 

Communications Manager, as well as a photographer and a few volunteers. These are 

also the ones who created the social media strategy, with the help of the Marketing and 

Communication teams. The club doesn’t see any frequent need to monitor the social 

media usage of its employees or players, although some guidance is given. However, as 

Keurulainen (2016) emphasises: “in Finland we have freedom of speech so I don’t 

believe in monitoring what everyone says”. 

 

´The advantages of social media are related to its relationship fostering abilities and the 

capability to reach a large audience quickly. The most popular posts of Jokerit, 

according to Keurulainen (2016), can reach an audience of one million users. The 

disadvantages is social media relate to the negative feedback received and how quickly 

news go viral. “It’s like a snowball effect”: one fan tweets something from a game, then 

the big media catch it and soon it’s on the front page of every newspaper (Keurulainen, 

2016). Jokerit adds that it’s good that the media writes about them and they raise 

interest but the lack of control can be challenging. This is especially complicated in 

Twitter due to the limited amount of characters allowed in one tweet since it’s so easy 



  
 

- 105 - 

to misunderstand the message. The next stages of situations like these comprise of 

whether the club should comment, what should they comment and when. Reaction 

needs to be fast as the situation keeps on living and growing: this has caused extra work 

for the club. 

 

8.10.3 Segmentation 

The online ticket purchase system allows the club to collect information on 

demographics such as age, gender and location, as well as nationality which can be said 

to have become more important due to the entry to an international league (KHL). This 

data helps the club segment its customers who are then targeted with various email 

newsletters. Surveys also help segment the customers as Jokerit asks questions such as 

“are you a student?” and “do you attend games alone, with a friend or with family?”. An 

interesting fact is that the proportion on female attendees has also increased in the last 

few years (Keurulainen, 2016). In terms of location, the club claims that about 75 

percent of their supporters come from Helsinki and the rest from surrounding areas such 

as Kauniainen, Järvenpää, Kerava Vantaa and Kirkkonummi. After the club entered 

KHL, the fan base has become more geographically spread and thus, the club has 

increased partnerships with for example the VR (the Finnish Railway system) to 

provide cheaper tickets to the games. When the team had a pre-season camp in 

Savonlinna (Eastern Finland), the local fans there made up their own slogan to support 

the Jokerit which was then encouraged by the club. This way, the club tries to be the 

“Jokerit of whole Finland” (Keurulainen, 2016). 

 

Social media segmentation is more difficult, as Jokerit points out it is only done with 

Facebook Tools and the data is not always reliable as not all Facebook users put their 

real names and birthdates on there. The average age of followers is the highest on 

Facebook and it has a lot of users from all age groups. Twitter has a lower average age 

group than Facebook, and Instagram is for the youth. According to Keurulainen (2016), 

Snapchat seems to be partly replacing Facebook when it comes to the younger audience: 

“the young ones don’t want to show their parents what they are doing all the time so 

they use Snapchat”. 
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8.10.4 Relationship marketing 

Social media allows the fans to get a deeper insight into the club, to witness their daily 

activities and help them feel as if they are a part of the organization. It strengthens the 

relationship between the consumers and the club. Furthermore, the fans also form their 

own community so “the bigger the community, there more attached they become to the 

club and thus attend more games” (Keurulainen, 2016). Keurulainen (2016) thinks that 

since their average attendance figures in home games have risen by a few thousand in 

less than ten years, a part of this success is likely due to social media and the way the 

club is able to interact with its fans as “the fans certainly feel more as a part of the club 

than they did ten years ago”. 

 

The club has several discussions per season with the fan committees of Jokerit to see 

where they could improve and to get information on how satisfied the fans are. The club 

also follows the fans and their discussions online to get ideas for development. 

Keurulainen (2016) says that he can’t even remember a time without social media and 

how the communication then worked as nowadays it’s so effortless. Jokerit also says 

that every time they intend on making bigger changes, they firstly ask the fans for their 

opinion, for instance by publishing a post on Facebook where the followers are 

encouraged to share their views. Fans usually tend to be very active on social media, 

which was seen in 2009 when Jokerit decided to join Facebook but already saw that 

there was an unofficial Jokerit account with a lot of followers which was maintained by 

one of the fans. The club met with the fan and arranged so that the account was obtained 

by Jokerit by giving the admin compensation (Keurulainen, 2016). 

 

When asked whether Jokerit wants to be the “Jokerit of North Europe” and the 

representative of the Nordic countries in the KHL, Keurulainen (2016) replies that it has 

not been entirely intentional but two seasons ago they had three Swedish players and 

thus attracted a lot of attention from Swedish media such as SVT, Aftonbladet and 

Expressen. Furthermore, the club had three players from Denmark this past season 

which in turn gained attention from the Danish media. This has been of great advantage 

to the club who states to have a lot of fans in other Nordic countries other than Finland, 

especially since Viasat shows their games in all Nordic countries. 
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The club holds social media contests every now and then; for example, last season they 

had a competition that “buy a season ticket for yourself and get your friend to buy one 

too so you can win a chance to meet the team”. However, there is no formal strategy of 

when to implement a competition since they are conducted whenever the club has a 

good idea for one. Fans’ pictures are “regrammed” occasionally on Instagram and some 

retweets make on Twitter, as well as pictures or posts liked; this has been an effective 

way to show the fans that the club “cares”. The use of hashtags is quite minimal as 

Keurulainen (2016) argues that they don’t see whether it actually brings added value. 

Some fans’ questions on social media are answered by Jokerit but a lot of the questions 

are already answered by other fans which significantly benefits the club. Jokerit does 

not use the players as guest publishers but plan on possibly doing so in the future. 

 

A partly unsuccessful social media campaign was when the club announced that they 

will publish a new player contract on a large screen in the centre of Helsinki. However, 

the pixels on the screen started showing only when the club’s social media accounts 

gained more followers. Although the idea was good, the fans got disappointed because 

their expectations were high in regards to the player (such as the Finnish legend Teemu 

Selänne) and when it was not the player they had hoped for, they felt “deceived”. 

 

8.10.5 Branding 

Jokerit is confident that social media has impacted their brand in a positive way, even 

though negative aspects rise every now and then. Star players are used a lot in the club’s 

branding on social media as this has proven to be most popular midst fans (Keurulainen, 

2016). 

 

8.10.6 Social media effectiveness/measurement 

Jokerit keeps a track of where their ticket sales come from; statistics show that most of 

them are through their website although social media also has its fair share. The closer 

the time to the event itself, the tickets are brought through social media links increase 

(Keurulainen, 2016). Thus, social media is seen as a support mechanism for ticket 

purchases although a majority is still bought straight through the Jokerit website. In 

general, after the club moved from the Finnish Liiga to KHL, tickets bought from the 

arena doors have decreased a lot which is a lot to do with technology as well 

(Keurulainen, 2016). 
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The club also says that they track traffic on their website and see where the users 

navigate and how many actually purchase a ticket through for example Google 

Analytics. Facebook Tools is also used to analyse Facebook activity. Moreover, Jokerit 

occasionally uses third parties such as advertising companies to do certain social media 

and website measurements for the club. 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



  
 

- 109 - 

9 Analysis of primary data 
 

9.1 Social media strategy 

Many clubs, for instance KHK, recognize that fact that they are not only competing 

against other clubs and sports but also against other entertainment options such as 

cinemas and shopping malls. Rögle BK also brings up the issue with competition 

against the television channel which broadcasts the league’s games as spectators might 

prefer to stay home to watch the game (Mauritzson, 2016). Mauritzson (2016) argues 

that attending games is not so dependent on the initial cost of participating but the 

consumers’ time. Linnavalli (2016) supports this by stating that the issue is not the price 

as the most expensive tickets to HIFK’s games are usually sold first and Heinonen 

(2016) also stresses that it is the time of the consumers the clubs are fighting for. 

 

All clubs claimed to have some sort of social media strategy in place (see Table 16 in 

appendix 3) but they were mostly informal and developed by one or a few individuals 

working for the club. This is somewhat coherent to McCarthy, et al.’s (2014) findings, 

where many British football clubs were struggling with the development of their social 

media strategies. Without a clear strategy, clubs will not be able to reach new audiences 

or to develop their relationships with the existing fans (Pronschinske, Groza and 

Walker, 2012). The findings of the thesis are also in line with Macnamara and Zerfass 

(2012, p.303) who argue that the use of social media is often “experiential and ad hoc, 

rather than strategically planned”. 

 

The number of employees working with the clubs’ social media varied from one to four 

employees. No formal procedures were witnessed, except for some clubs’ weekly 

meetings which cover the social media tasks of the week (Holma, 2016; Lindgren, 

2016). Some clubs have bought marketing or consulting assistance from third parties 

such as marketing and advertising agencies, such as Skellefteå, Redhawks, Tappara, and 

Jokerit. 

 

All clubs still use traditional marketing channels, such as television, radio, newspapers 

and billboards. They also all have official websites, but the role of their webpage varies 

across clubs. Many clubs such as KHK and HPK see their website as their main 

marketing channel and it is social media’s job to drive traffic to the website. Some clubs 
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see their website mainly as a source of information for the fans as well as a platform to 

purchase tickets. 

 

Although the role of social media is increasing, and some clubs like Skellefteå state that 

their social media accounts are more popular than their official websites (Lindgren, 

2016), most clubs claim that most of their traffic on their ticket purchase sites come 

from their website and not social media. 

 

Whereas most clubs see social media as equal partner to traditional media, one club, 

Färjestad BK, believes that social media has outgrown the traditional media and now 

represents a larger part of the marketing activities than traditional media does. On the 

other hand, the Redhawks and Tappara, claim that traditional media still plays a larger 

role in their marketing activities than social media does. However, all clubs agree on the 

fact that the importance and use social media is growing; Mauritzson (2016) also says 

that it is often more influential than traditional media. Moreover, Skellefteå sees social 

media as a compliment to traditional media (Lindgren, 2016). In conclusion, all clubs 

use both traditional and social media in their marketing activities, which is also seen as 

beneficial by Hanna, Rohm and Crittenden (2011), as well as Kaplan and Haenlein 

(2011), who prove that viral marketing should be supported by traditional media. 

 

Some clubs also mention that social media is an especially useful tool for engaging the 

younger audience (Heinonen, 2016; Mauritzson, 2016; Winnberg, 2016) whereas 

traditional media can be more useful in reaching the older generations. 

 

The main purpose of using social media is recognized by most clubs to be branding, as 

well as information distribution and relationship marketing. Whilst most of the clubs’ 

answers were coherent with each other in regards to the purpose of using social media 

as a branding tool, Rögle BK stated that their primary use of social media is direct 

selling (Mauritzson, 2016). These results indicate some correlation with the findings of 

Eagleman (2013), who claims that most sport organisations use social media to improve 

their relationships with the customers and to market their brand, but as Adamson, Jones 

and Tapp (2005) argue, many sport clubs still fall into the trap of treating marketing 

simply as a tool to sell their products. However, arguments opposing Adamson, Jones 

and Tapp (2005) are raised by some ice hockey clubs who point out that long-term 
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orientation is also said to often affect marketing decisions, especially since the results of 

social media marketing might take time to show (Fihl, 2016; Heinonen, 2016; 

Lindgren). 

 

The table below (Table 15) presents both the advantages and challenges of social media 

mentioned by the ice hockey clubs interviewed: 

 

ADVANTAGES of SOCIAL MEDIA CHALLENGES of SOCIAL MEDIA 

Ability to reach a large audience Lack of control (e.g. inappropriate comments) 

Ability to reach audience fast Negative comments 

Real-time The balance of branding and selling 

Works around the clock (24/7) Carefulness of starting the usage of new platforms 

too quickly 

Posts are often also seen by those not following the 

clubs 

Fast spread of posts (what to post, unwanted news 

spread) 

Ability to reach geographically distant fans Time consuming 

Low cost of using Hashtag hijacking 

Enables the correction of misunderstandings Information overload 

Allows clubs to be open and transparent Getting the right message to the right people 

Fosters relationships between the clubs and their 

customers and partners 

Loss of human contact 

Table 15: Advantages and challenges of social media 

 

As Table 15 shows, the lack of control is mentioned by almost all clubs, which is 

coherent with previous research by Macnamara and Zerfass (2012) who state that loss 

of control is one of the key challenges and risks in using social media. The aspect of 

negative comments, “banter” and heated discussions was raised by almost all ice hockey 

clubs, which is coherent with McCarthy, et al. (2014) who argue that football clubs 

understood that this form of behaviour is typical between football supporters. Although 

the authors claim that football clubs were unsure of how to manage or respond to these 

comments, all ice hockey clubs recognized the fact that these types of matters cannot be 

controlled and prefer not to interfere too much with it. This is an aspect also raised by 

Macnamara and Zerfass in 2012, where they argue that social media cannot be 

controlled. However, Jokerit did point out that if unwanted news or comments about the 
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clubs are spread, it is difficult to know what is the most appropriate way for the club to 

react without making the situation worse (Keurulainen, 2016). Previous research by 

Eagleman (2013) has also come to the same conclusion in the sporting context, where 

organisations found it tough to control rumours and how to respond to reactions and 

comments surfaced on social media platforms. 

 

The large amount of time needed to update social media accounts was raised as an issue 

by the ice hockey clubs as seen in Table 15, since being active is one of the main 

criteria for using social media as a means to engage users. The same conclusion was 

reached by Macnamara and Zerfass (2012) in their study. This partly opposes Hanna, 

Rohm and Crittenden (2011) who claim that social media doesn’t cost a lot because 

although  not a large budget might be directed straight towards social media, the vast 

amount of time spent on updating the accounts can be expensive in terms of employee 

wages. 

 

In addition, Table 15 indicates, a concern expressed by KHK: the use of social media 

decreases the level of human contact which might not be beneficial in the long-term 

(Skoglund, 2016). It is worth noting that none of the previous studies reviewed for this 

thesis have addressed this problem, nor did any other ice hockey clubs interviewed for 

the thesis mention this. This statement raises questions and could be a possible area for 

further research in the future. 

 

All ice hockey clubs were willing to let the fans express their opinions freely, but saw 

the need to delete racist and highly offensive comments, just as McCarthy, et al. (2014) 

claim that football clubs did. As Reichart Smith and Smith (2012) and Stavros, et al. 

(2014) point out, sport fans are likely to keep on commenting their club and players on 

social media as long as the fans are able to convey their emotions and feelings in a 

permissive and welcoming environment. Thus, all ice hockey clubs seem to understand 

that comments, both positive and negative, as well as clear criticism and judgment, is a 

part of sports. 

 

The clubs all used Facebook, Twitter and Instagram, in addition to some other social 

media platforms (see Table 14 in appendix 2). All clubs were somewhat coherent with 

the purpose of the three main social media channels: Facebook is mainly a multi-
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purpose platform to share events, offers, information and videos, to publish links to 

websites and to act as a discussion forum for fans. It also enables news to be spread 

quickly, which is also a point raised by Stavros, et al. (2014) who state that since 

Facebook users already have an existing group of friends they are connected to on this 

particular platform, access is granted to more than just the club’s followers as the 

followers’ friends can also see the club’s posts liked by the followers themselves. 

 

Twitter is for informing, live-tweeting, press releases and for taking part in discussions. 

These findings are partly corresponding to those of Witkemper, Lim and Waldburger 

(2012) who claim that Twitter is mainly used by consumers for information retrieval 

purposes. 

 

All ice hockey clubs agreed that Instagram is for publishing behind-the-scenes material, 

videos and conveying the atmosphere at the arena. Previous research by Wallace, 

Wilson and Miloch (2011) supports the fact that many brand associations can be 

displayed through photos rather than plain text. 

 

It seems that all three social media channels are used to different, yet similar purposes. 

All clubs differentiated their posts across the channels to a certain extent, which is 

distinct from McCarthy, et al.’s study (2014) where they found out that some clubs use 

social media simply as news feeds by repeating the content already available on the 

club’s website. However, the findings of this study are supported by Witkemper, Lim 

and Waldburger (2012) who claim that social media should be used for both 

information and entertainment purposes, thus providing the fans with both informative 

posts as well as amusement such as videos and photos. This fact is further supported by 

Stavros, et al. (2014) who claim that by compounding different forms of content on 

social media, clubs can generate favourable reactions within the fans and by Wallace, 

Wilson and Miloch (2011) who argue that pictures and videos create the possibility to 

yield fan participation and engagement. Thus, by varying their content across different 

social media channels, the ice hockey clubs are able to convey their messages more 

effectively. 

 

All clubs agreed that Facebook is the most effective and influential platform to reach the 

largest number of audience, reasons being the vast amount of followers/likes and the 
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ability to share posts and events. These findings oppose those of Gibbs and Haynes 

(2013) who argue that Twitter is the social media platform which could be seen as the 

most used and influential social media channel in sport. However, since their study has 

been conducted in North America, where Twitter has a larger audience and is used more 

widely than in Europe (Lazar, 2015), it may have an influence on why their findings do 

not correspond to those of this study. 

 

Most clubs claim to have a non-existent or small budget when it comes to social media 

marketing, but the time spent of updating and planning social media posts in vast and 

thus also costly. 

 

Monitoring the social media landscape is conducted by all clubs; many follow their 

rivals as to look for inspiration, ideas, and keep up-to-date on what they are doing. 

Furthermore, many ice hockey clubs followed clubs and teams operating abroad their 

own country, such as the teams from the NHL and KHL, as well as European football 

clubs. This is in line with Hoffman and Fodor (2010) who argue that managers should 

comprehend that social media is dynamic and frequently transforming, which means 

that the ice hockey clubs should monitor the environment for changes and see what 

others are doing.  

 

9.2 Segmentation 

Overall, all clubs practice segmentation of customers (see Table 16 in appendix 3). 

However, most of this is conducted on ticket purchasers and relies on behavioural 

aspects visible to the club. The clubs segment their customer according to the main 

demographics, such as age, gender, location and income. Jokerit also segments the 

customers according to their nationality as the club plays in an international league 

(Keurulainen, 2016). The consumers are also segmented according to season ticket 

holders and single ticket buyers. Tappara also divides its customers according to the 

amount they spend on tickets and other purchases from the club, and grant different 

level memberships to its customers according to this type of segmentation (Holma, 

2016); this is in line with previous research by Mahony, et al. (2002) who found out that 

by increasing memberships in fan clubs is a way to grow the fans’ affiliation towards 

the club. Furthermore, all clubs seem to agree that their goal is to grow the game 

attendance, which is coherent with Mullin, Hardy and Sutton (2000) who introduced the 
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“staircase approach to marketing”, stating that the purpose of all sport marketers is to 

get the consumers from the nonconsumer-stage to the heavy user (season ticket holder)-

stage. 

All clubs distribute surveys, ranging from once a year to several times a month and 

most claim to hold email lists through which different consumer segments are targeted 

with newsletters and promotions. 

 

Segmentation strategies on social media are only done according to the average online 

user of each media; thus, all clubs argued that Facebook is mainly for the older 

population and families, Twitter is for slightly younger users and journalists, and 

Instagram features the youth. However, no specific segmentation is conducted on social 

media, many clubs stating the reason as the lack of resources (Mauritzson, 2016; 

Winnberg, 2016). This is consistent with previous research by Adamson, Jones and 

Tapp (2005, p.163) who found out that most football clubs “pleaded poverty” when it 

came to CRM investments. The authors of this thesis argue that segmenting social 

media platforms according to their average user age can be effective; for example, clubs 

such as HPK and Rögle BK who claim that a majority of their fans are older in age 

(Heinonen, 2016; Mauritzson, 2016), should then concentrate more on Facebook for 

maintaining the existing client base whilst use other media to attract new audiences. 

This means that the age distribution of the fans in an impacting variable on the 

effectiveness of social media strategies.  

 

However, when advertisements are bought on Facebook, the platform lets the advertiser 

choose fairly precisely who they want to target in accordance to for instance location, 

age, sex and the user’s interests and pages they have liked on Facebook. However, as 

Keurulainen (2016) points out, the data is not always reliable as online users can post 

wrong information on their account in terms of demographics for example. All Finnish 

clubs, except for HPK, claim to buy adverts on social media, whereas only one Swedish 

club, Rögle BK, claims to do so. 

 

Although Hoffman and Fodor (2010) argue that many managers still look at social 

media as if consumer behaviours are mostly fixed, the results of this study seem to 

indicate that there is strong recognition for the need of segmentation strategies, but the 

ice hockey clubs are lacking the necessary resources to do so. The findings of Williams 



  
 

- 116 - 

and Chinn (2010) also support the fact that social media consumer segmentation 

strategies should be in place in order to reach different types of consumers with various 

messages and Mahony et al. (2002) state that appropriate segmentation would allow 

sport clubs to target consumers with tailored messages. 

 

9.3 Relationship marketing 

The clubs acknowledged that via social media, they are able to have a closer contact 

with their fans and nurture their relationships with them (see appendix). This is in line 

with McCarthy, et al. (2014) who argue that the development of social media strategies 

has the potential to provide improved communication and engagement to the fans. 

 

HIFK states that social media enables the club to interact with the existing fans whereas 

traditional media is for attracting new fans (Linnavalli, 2016). However, Tappara for 

instance states that social media is used mainly to attract new customers, raise 

awareness and get people involved (Holma, 2016). On the contrary, Pronschinske, 

Groza and Walker (2012) argue that social media should do both: reach new customers 

as well as maintain relationships with the existing ones. 

 

The clubs acknowledge that by having a good relationship with their fans, the fans are 

likely to bring their family and peers to watch the games with them. Cunningham and 

Kwon (2003) also agree by arguing that people are guided by social norms and their 

closest people to attend sport events. The authors also bring up the fact that it is unlikely 

that an individual would attend a game alone as they usually have the need to interact 

with others during sport events. Furthermore, Stavros, et al. (2014, p.12) also claim that 

“passion tends to be an infectious behaviour”. However, KHK brought up the issue that 

human contact is reduced through social media which might not be good for fan-club 

relationships in the long-term (Skoglund, 2016). No previous literature reviewed for this 

study takes this into account. 

 

All clubs claim to use competitions as a way to engage their fans on social media. 

Hashtags are also used by all clubs, which is mentioned by Reichart Smith and Smith 

(2012) to be an effective way to create distinct fan communities online by providing a 

set of identifiers to the club. According to the authors, hashtags are a means for fans to 

connect with the club, as in “a virtual wearing of the team jersey” (Reichart Smith and 
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Smith, 2012, p.551). This suggests that since all ice hockey clubs interviewed for this 

study use hashtags to a certain extent, fans are able to feel closer to the club and thus the 

clubs are able to take advantage of the relationship marketing advantages of social 

media. 

 

Humour is also mentioned as a good way to gain the fans’ attention on social media. 

Fans’ questions are answered to some extent by all clubs, depending on the type of 

question and where it’s posted (e.g. direct message/public wall). This is seen as a part of 

their customer service for many clubs, such as Färjestad BK, and thus can be linked to 

relationship marketing. All clubs claimed to answer most of the fans’ direct/inbox 

questions but questions posted on the public wall remained usually unanswered. This 

may be due to the same reasons which Stavros, et al. (2014) identified in their research, 

meaning that the more followers a club has on social media, the more difficult it 

becomes to answer all questions as the public walls are flooded with comments in a 

short time period. This can cause the clubs to often disregard questions not posted 

directly into the club’s inbox. All clubs share some fan photos on social media, except 

the Redhawks, and some clubs like photos of the fans. 

 

Färjestad BK, HIFK, Jokerit, Ilves and Tappara say that they occasionally use 

provocative campaigns set up with the rival teams to create tension which is in line with 

Wallace, Wilson and Miloch’s (2011) study where they state that many sport 

organisations use rivalry as one of the ways to characterize game experiences. 

 

The players are used as “guest publishers” in most clubs, but the policies with this vary. 

For instance Färjestad BK does not give its players the password for the accounts at any 

given time but they indirectly publish the pictures sent by the players to the club 

(Eriksson, 2016) and Rögle BK has given its players the right to only use the club’s 

Instagram account (Mauritzson, 2016). On the other hand, Jokerit does not use the 

players as guest publishers at all (Keurulainen, 2016). Some clubs let their players 

answer questions from fans on social media, which was also witnessed by Witkemper, 

Lim and Waldburger (2016) in their study. According to the authors, it delivers 

entertainment to the fans and grows their fanship towards the club; this supports the 

idea that ice hockey clubs should allow their players to conduct “question and answer”-

type of sessions on social media. Many bring up the private life of the players which 
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should be honoured and thus players who only want to be in the “limelight” are used in 

the clubs’ social media marketing (Eriksson, 2016; Lindgren, 2016; Linnavalli, 2016). 

 

Social media enables the fans to get closer to the players and thus strengthen the 

relationship with the fans and the club (Fihl, 2016). This is hoped to result in increased 

game attendance, at least according to Ilves, and is highlighted also by Cunningham and 

Kwon (2003) who argue that there exists a positive link between attitudes towards a 

sport club and intentions to attend their game. Moreover, the fans’ attachment to the 

club is claimed to lead to increased game attendance in previous research by Mahony, et 

al. (2002) and Kim and Trail (2011) who claim that sport consumption is strongly 

influenced the quality of the relationship between the fans and the club. Consequently, 

Kim and Trail (2011) note that sport fans with a higher quality relationship with the 

club are less likely to be influenced by team performance. Thus, by fostering closer 

relationships with their fans, the ice hockey clubs should be able to increase their 

attendance figures. 

 

It seems that the clubs are aware of the relationship marketing potential social media is 

able to deliver and take time into engaging with their fans. This differs from the 

findings of McCarthy, et al. (2014, p.192) who argue that in the case of British football 

clubs, there “was no real effort to know the customer”. For example HIFK claims that 

their social media marketing is not implemented by just themselves, but also the fans 

engaging on social media (Linnavalli, 2016). This is consistent with Hoffman and Fodor 

(2010, p.49) who note that “effective social media strategies put the brand to work for 

the customers by satisfying their needs to create, consume, connect and control in the 

social web” and Williams and Chinn (2010) who see consumers as partners and 

associates in the process of social media marketing. Pronschinske, Groza and Walker 

(2012) also indicate that by fostering a social media environment which promotes user 

engagement and interaction, clubs can both attract and keep a social media fan base. 

This is essential for ice hockey clubs as well as in order to ensure that the social media 

messages are seen by the largest amount of users which is enabled through a large social 

media fan base. 

 

In general, it seems that all ice hockey clubs have considered the fact that in order to 

take advantage of the relationship marketing possibilities of social media, they need to 
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be active and engage with the users. This is consistent with Pronschinske, Groza and 

Walker (2012) who state that it is not enough to just create a Facebook page in order to 

realize the relationship marketing advantages of social media and Eagleman (2013) who 

notes that simply having a social media profile will not increase awareness or encourage 

users to participate in virtual interaction with the organisation. Furthermore, the clubs 

seem to agree with Garcia (2011, p.296) who claims that by cherishing fan relationships 

and growing the fan base, sport clubs are also able “to protect their brand from the 

uncertainty of sporting results”. 

 

9.4 Branding 

Walsh, et al. (2013) argue that social media may have a positive influence on a sport 

brand’s image which is coherent with the views all ice hockey clubs except for one (see 

Table 16 in appendix 3). Ilves states that despite their constant efforts on social media, 

the negative aspects such as foul comments have had such an effect on the brand image 

that the fans’ loyalty has not increased (Fihl, 2016). This is however also due to their 

failure to succeed in the Finnish Liiga during the last years. Ilves’ perception on social 

media resulting in a negative brand image can relate to the problems also identified by 

McCarthy, et al. (2014) who claim that football clubs are struggling to control their 

brand image on social media.  

 

Many clubs see that social media marketing can yield long-term benefits and should not 

be used primarily for short-term goals such as tickets to a certain game. However, the 

clubs state that behind everything they do on social media is the objective to increase 

sales in a longer time spectrum. Redhawks also mention that due to the difficult 

economic times, the club easily focuses on gaining short-term benefits instead on long-

term ones (Winnberg, 2016). The short-term focus on selling, rather than marketing the 

club in the long-term perspective, was also witnessed by Adamson, Jones and Tapp 

(2005) in their study. The struggle between long-term and short-term strategies was also 

seen by McCarthy, et al. (2014) in terms of how to find a suitable balance between 

strategies resulting in short-term profits and long-term brand loyalty within football 

clubs. However, Williams and Chinn (2010) and Abeza, O'Reilly and Reid (2013) claim 

that sport businesses are growing their efforts to focus more on long-term relationships 

with their customers instead of focusing on simply short-term revenue growth. This is 
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also seen in the ice hockey clubs as they seem to be willing to look at the long-term 

perspective but it can be difficult due to fast profit demands. 

 

Most clubs prefer to use an equal combination of product-related brand attributes (star 

players, coaches and success) and non-product related brand attributes (logo, history, 

tradition and atmosphere). However, for example Färjestad BK and HIFK state that they 

use more history and tradition than the players themselves, whereas Jokerit claims to 

significantly emphasise its star players in their marketing. In regards to the finding of 

McCarthy, et al. (2014), there seems to be clear indication that brands are mainly 

associated with history and tradition, seen pivotal for fan loyalty. This suggests that the 

clubs emphasising non-product related brand attributes might be more successful in 

maintaining fan loyalty between its customers. These arguments are further supported 

by Bauer, Stokburger-Sauer and Exler (2008) who found out that the impact of using 

non-product related brand attributes on benefits is almost triple when compared to 

product-related benefits. However, in light of the findings and by taking the European 

sport culture into consideration, the matter might not be so simple; for a young club 

such as KHK, the history and tradition have not yet been formed as strongly as with 

older clubs such as HIFK which was founded almost 120 years ago. Thus, the emphasis 

on product and non-product related brand attributes should be also adjusted according to 

the age of the club; the newer the club, the less it should rely on history and traditions, 

whereas older clubs should emphasise their star players and coaches to a smaller extent. 

 

Furthermore, some clubs such as Skellefteå, Färjestad BK, Redhawks and Rögle BK 

bring up the risk of relying too much on certain players as they might leave the club and 

thus create a challenge for the club’s branding strategy if they have relied too much on a 

certain player(s). Furthermore, Färjestad BK claims that it is risky to base marketing 

strategies on success because it is likely that the club might not win the domestic 

championship or silverware in Europe (Eriksson, 2016). This is supported by Mahony, 

et al. (2002) who found out that it would be risky to depend on only success to maintain 

the relationship between the fans and the club. These statements are also corresponding 

with Bauer, Stokburger and Exler (2008, p.221) who mention that because most fans 

have experienced good and bad times with the club, as well as seen many player and 

coach changes during the years, “neither competitive success nor the team itself is a 

central driver of fans’ utility perception”. Moreover, previous research by Mahony, et 
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al. (2002) also indicates that player attachment does not have a positive link with game 

attendance. It is worth noting that Robinson and Trail (2005) have come to an opposing 

conclusion in their research as they argue that team success is highly connected to sport 

club identification and attachment. However, they do state that if a team is not 

successful, clubs need to adopt a different strategy where they emphasise the 

entertainment and aesthetics of the game. 

 

HPK mentions that social media has allowed the fans to express their opinions freely 

(Heinonen, 2016) which is crucial for maintaining a good relationship between the fans 

and the club. Furthermore, the effect of a positive brand image is seen to lead to 

increase fan loyalty in most clubs such as Färjestad BK, Redhawks, HPK and Tappara. 

This is supported by Bauer, Stokburger-Sauer and Exler (2008) who argue that the 

loyalty of fans is affected by the brand image of the club and by Miller and Lammas 

(2010) who note that by creating brand communities online, marketers can have an 

impact on consumer behaviour. 

 

9.5 Social media effectiveness/measurement 

None of the clubs use special software to monitor their social media activity; however, 

all claim to use Facebook Tools available free of charge on Facebook and some mention 

other tools such as Tweet Deck (Linnavalli, 2016) and Google Analytics (Keurulainen, 

2016, as well as collaborating with universities for student research (Fihl, 2016; 

Heinonen, 2016; Holma, 2016). Some clubs have also used third parties to help with 

their social media monitoring activities. No clubs admitted to having bought followers 

on social media. 

 

All clubs say that they monitor their social media followers on a regular base; for 

example Färjestad BK claims that all followers on all their social media accounts are 

steadily increasing (Eriksson, 2016) whilst many argue that it is mainly Instagram 

which has significant growth on social media (Linnavalli, 2016; Mauritzson, 2016; 

Winnberg, 2016). Rögle BK claimed that even their followers Facebook have increased 

vastly during the past season (Mauritzson, 2016). The differences could be explained by 

aspects such as the location of the club and age distribution of fans, as well as changing 

consumer trends. 
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The measurement of social media effectiveness varies across clubs (see Table 16 in 

appendix 3); some state that it is mainly measured by game attendance (Skellefteå and 

Ilves) whilst other measure it by social media activity in regards to followers, likes and 

comments (HIFK and Tappara). Most clubs argue that they use both. Färjestad BK 

states that if they could get even ten percent of their social media followers to come to a 

game, they would have a full house for every home game (Eriksson, 2016). Previous 

research by Eagleman (2013) claims that by following a sports team on social media, 

the willingness of the fans to spend money on tickets and merchandise is likely to 

increase. This may then suggest that there is a direct link between social media activity, 

such as followers, and game attendance, thus proposing that ice hockey clubs should 

measure both social media activity and game attendance when it comes to looking at the 

effectiveness of their social media strategies. 

 

9.6 Comparison of Swedish and Finnish ice hockey clubs 

 

There seems to be no significant differences between the Swedish and Finnish ice 

hockey clubs’ social media strategies. However, the authors did identify some variance 

when it came to buying advertisements on social media, namely Facebook. The only 

Swedish club who claimed to buy advertisements was Rögle BK, whereas the only club 

in Finland who insisted on not buying advertisements on social media was HPK. This 

may indicate that the clubs purchasing advertisements on Facebook are able to target the 

right audience with their messages as Facebook allows the customer to do so. Since 

messages on Facebook are not possible to aim at a certain user group unless actually 

money is spent on advertisements, it may indicate that appropriate targeting on this 

social media platform can only be reached via purchases. This means that the clubs not 

buying advertisements on Facebook are lagging behind segmentation and targeted 

messages, meaning that they are not able to fully take advantage of the relationship 

marketing and thus also branding with social media marketing. This is somewhat line 

with Pronschinske, Groza and Walker (2012) who claim that many sport teams have not 

fully taken advantage of all existing Facebook applications. 

 

Furthermore, it seems that ice hockey clubs in Sweden do not target the fans of rival 

teams on social media whereas for example the Finnish teams HIFK and Tappara target 

their competitor’s fans through different advertisements to get them to attend their home 
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games. These are fans that are located near the HIFK and Tappara arenas but are fans of 

the competitors. Through this way, the clubs are able to attract other fans than their own 

to attend their home games and thus increasing ticket revenues. To the knowledge of the 

authors, previous literature has not found out that sport clubs also target the fans of their 

competitors who live close to the arena. This could be explained by the differences in 

sport culture in Europe and North America, since North Americans tend to support their 

local club whereas Europeans are inclined to stay loyal to one club throughout their 

lives (Wrenn, 2011). 

 

Most sport clubs compete and cooperate at the same time since not many sport clubs 

can function in isolation, thus needing other teams as well (Mullin, Hardy and Sutton, 

2000). Hence, sport clubs have to cooperate with other clubs in the league in addition to 

their own actions inside the club (Mason, 1999); this is seen to be taken into 

consideration by some clubs such as Färjestad BK and HIFK, who implement 

provocative campaigns together with their rivals to increase tension and market the 

games (Eriksson, 2016; Holma, 2016). 

 

Macnamara and Zerfass (2012) claim in their previous research that many companies 

lack clear rules, policies and guidelines in social media usage amongst their employees, 

as well as have insufficient training and support. One other difference between Swedish 

and Finnish clubs is the amount of guidance and help offered by the leagues themselves 

to the clubs in terms of social media marketing: all Swedish clubs claim that SHL does 

not help or provide specific guidelines for using social media, whereas the Finnish Liiga 

provides social media training and policies which should be followed by the clubs. 

Furthermore, all clubs playing in Liiga nominate the “social media player of the season” 

who are then the official social media representatives on the club and league itself. 

These players are active on social media, especially Instagram and Twitter, and identify 

their brand posts with the hashtag #somepelaaja (Eng. social media player) (Liiga, 

2015). Liiga states that this is in order to bring the players closer to the fans. These facts 

indicate that the league has a larger role in Finland when it comes social media 

marketing. In addition, the social media accounts of SHL (the league itself) have fewer 

followers than the social media accounts of Liiga. The authors were unable to identify 

the direct reason for these facts; however, there could be a reason to believe that since 

KHL is now also played in Finland, the competition between the domestic league Liiga 
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and the international league KHL has increased, thus causing Liiga to take more actions 

in terms of directing the consumers towards attending the Liiga-games and not the 

games of their biggest rival league. 
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10 Conclusions 
 

This study aimed to describe and explore the different social media strategies used by 

Nordic ice hockey clubs, to see how they implement segmentation strategies and how 

they measure the effectiveness of these strategies. The authors identified key concepts 

in the existing academic literature and developed a model of an effective social media 

strategy in a Nordic ice hockey club. This created deeper insight into the key factors 

influencing an effective social media strategy by addressing not only segmentation, but 

also relationship marketing and branding possibilities of social media. 

 

The research questions were as follows: 

 What types of social media strategies are used by Nordic ice hockey clubs? 

 How effective are the social media strategies used by Nordic ice hockey clubs?  

In regards to the first question, the types of social media strategies differ along Nordic 

ice hockey clubs and cannot be classified into certain categories. Maybe this is an 

obstacle previous researchers have also stumbled upon as there is no previous literature 

on the classification of social media strategies. However, the results of this thesis 

contain many important practices and methods on how to implement social media 

strategies in ice hockey clubs, as well as highlighting the important aspects of these 

strategies such as strategy development, the purpose of using social media, advantages 

and challenges of social media as well as the appropriate balance between social media 

and traditional media used by the clubs. Evidence retrieved from both primary and 

secondary data suggests that the social media strategies of Nordic ice hockey clubs are 

rather informal, ad hoc and only implemented by one or a few employees. Nonetheless, 

it should be noted that since all clubs are different, there is not one strategy which suits 

all. Instead, clubs should aim to create their own, unique strategy which combines many 

different aspects from social media marketing. For instance, some clubs should 

concentrate on highlighting their long history and traditions, whilst others should stress 

their star players and coaches, or some clubs should draw most of their efforts on 

marketing in Facebook whilst others should concentrate on more recent social media 

platforms such as Instagram. The results also indicate that although segmentation is 

practiced by all ice hockey clubs to a certain extent, only clubs who purchase 

advertisements on social media are able to target the desired audience with tailored 

messages on social media.  
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In regards to the second research question, when measuring the effectiveness of the 

social media strategies implemented by the ice hockey clubs interviewed for the thesis, 

it seems that the social media strategies might not be as effective as they could be: 

firstly, the secondary data analysis proved that no club has been able to achieve and 

maintain both high average game attendance and high amount of social media followers 

in comparison to the city’s population where they are located in. Secondly, the evidence 

suggests that since social media strategies are rather informal and unplanned, and 

segmentation practiced only to a certain extent, the effectiveness cannot fully be 

reached. Not all clubs buy advertisements of social media to target certain audiences, 

meaning that the relationship building and branding possibilities are limited and thus the 

social media strategies become rather inefficient. Thus, with the combination of either 

low attendance or low amount of social media followers (or both), and unstructured 

social media strategies not taking maximum advantage of segmentation, relationship 

marketing and branding possibilities, the social media strategies are partly ineffective. 

 

The results also indicate that the effectiveness of a social media strategy is dependent on 

not only the market and arena size, but the age of the club, as well as the age 

distribution of the fans. This has an effect on aspects such as what type of brand 

attributes should be emphasised in marketing and how different age groups should be 

targeted on different social media channels in ice hockey clubs. 

 

In terms of reaching social media effectiveness, an ice hockey club should not only 

develop a clear social media strategy, but segment its customers, also on social media, 

and target their messages to certain segments. This would enable them to take advantage 

of the relationship marketing and branding possibilities provided by social media in 

order to achieve high game attendance and social media activity among the fans. 

 

10.1 Theoretical implications 

The theoretical implications of the thesis have been extensive since no previous research 

has concentrated on Nordic ice hockey clubs and their social media marketing 

strategies. The findings demonstrate that a substantial amount of the previous literature 

addresses the same problems and issues as the authors found in previous literature, even 

though these studies have concentrated on other sports, other countries and other 

businesses. Nonetheless, the thesis provides new data to existing literature by adding a 
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new conceptual model, as well as providing insight into the social media strategies of 

Nordic ice hockey clubs. However, contrary to the previous literature, the authors found 

out that Twitter is not seen as the most influential and effective social media channel by 

sport organisations; the results suggest that Nordic ice hockey clubs see Facebook as 

more important than Twitter. Additionally, findings revealed new evidence to show that 

some clubs targeted also their rivals’ fans living near them, which is perhaps not so 

common in North America due to the different sport culture. Another new aspect drawn 

from the results is the lack on human contact in social media communication which was 

seen as a possible future threat for relationship marketing. 

 

The model presented previously in Chapter 4 seems to fit the findings of the study, 

meaning that an effective social media strategy takes into account segmentation 

strategies, which enables the right use of social media as a relationship marketing and 

branding tool. The measurement of the effectiveness is assessed via game attendance 

and social media activity combined, since neither is seen to be enough reliable on their 

own. The impacting variables are stated to be the market size (amount of population in 

city/town where the club is located in) and the arena size. 

 

In light of the empirical findings, the authors saw fit to add another two impacting 

variables on the model of an effective social media strategy in a Nordic ice hockey club; 

the club age and age distribution of fans as previously explained in the conclusion (see 

Figure 3): 

 

Figure 3: Updated conceptual model of an ice hockey club’s effective social media strategy 
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10.2 Managerial implications  

As previously mentioned, this thesis is relevant for not only academia, but practitioners 

in both European ice hockey clubs and other relevant businesses struggling with their 

social media strategies. Since the results indicate that ice hockey clubs are struggling 

with their social media strategies, the authors suggest that managers should set clear 

guidelines and more formal structures to their social media strategies. These strategies 

should then be frequently monitored and updated in case new issues or information is 

found. This matter is highlighted by the evolving and dynamic nature of social media; a 

company should not simply settle for the social media strategy they have without 

constantly reviewing it. Firms should not be afraid to step onto new grounds, but 

simultaneously need keep their feet on their ground and not become too improvident. 

As all ice hockey clubs (and businesses in general) are in someways different, there is 

no detailed view on what a social media strategy should look like; thus, the strategy 

should be adjusted according to the four impacting variables demonstrated on the model 

(Figure 3): market size, arena size, club age and club location. For example, to what 

extent a club should emphasise their history and traditions is dependent on the age of 

the club; it is not suggested that newer clubs such as KHK should stress their traditions 

the same way as clubs such as HIFK and Färjestad BK. Furthermore, the age 

distribution of the fans plays an integral role as well; if a majority of the club’s 

supporters are of the older generation, the reliance on social media should be adjusted to 

the platform most suitable for maintaining this fan base, as well as seeking out other 

ways to attract new fans. 

 

In order to get to know their customers better and practice relationship marketing to its 

fullest, managers should also aim to segment their customers better on social media. It 

is crucial to take into account that also customer preferences and trends change over 

time meaning that a marketing campaign implemented a year ago might not be so 

effective today. Even if the reason for not attending games is the same, independent on 

the customer segment, as the methods to attract fans to attend games and become 

involved varies across segments. For instance, if both a young student and a pensioner 

cannot attend a game due to the lack of time, it could be ineffectual to target the 

pensioners via an Instagram competition of taking photos with a certain hashtag. This 

means that managers should go beyond the initial segmentation of categorizing which 
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social media is aimed at which age group and seek alternative ways to segment the 

customers. Appropriate segmentation would then allow the clubs to purchase 

advertisements on social media and thus entitle for more targeted messages towards 

certain segments and appeal to the audiences in deeper ways. 

 

Furthermore, as previously suggested by Bauer, Stokburger-Sauer and Exler (2008), 

club management should aim to increase the loyalty of their fans by not only creating an 

online environment on social media for discussion with the clubs and other fans, but 

develop the club’s tradition and community growth. Social media posts implemented by 

the clubs should try to generate positive emotions and hope, as well as activate fans to 

participate in building the brand together with the club. Additionally, the impact of 

interaction and communication between the club and the fans should not be 

undervalued. 

 

Moreover, the thesis offers useful guidelines for managers working for companies that 

either sponsor ice hockey or are planning to do so; this refers to sport betting companies 

and others who want to brand themselves through ice hockey. The findings help these 

managers to comprehend the goals of ice hockey and their social media marketing 

strategies, and therefore assist in evaluating whether their company can benefit from 

cooperation with a club. Managers from both ice hockey clubs and sponsor companies 

should aim to understand how to combine their brands together when it comes to 

marketing; it is no use to stick a link to the sponsor’s website on the club’s social media 

account if there is no direct connection and thus calls for no engagement or interaction 

midst the fans. 

 

The findings of the study also lead to implications for the managers of Liiga, SHL and 

KHL; they should understand their central role in not only marketing the league, but 

also supporting the clubs in order to assist them to market themselves on social media. 

 

10.3 Limitations  

The limitations of this thesis have been acknowledged by the authors to be the fact that 

the primary research was collected only via the clubs, thus emphasising the company-

point-of-view, and dismissing the consumers. If the consumers had been studied instead 

of the clubs, it could have brought different results to light. As previously mentioned, 
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since the study has been conducted in Europe, namely Sweden and Finland, the study is 

valid only in Europe due to the large differences in the sport cultures and business 

models between Europe and other continents such as North America. Moreover, the 

thesis covered only five out of the 14 SHL-clubs, four out of the 15 Liiga-clubs and one 

out of the 28 KHL clubs; thus, the majority of the clubs have not been interviewed so 

the results might not be generalizable to all clubs competing in these three leagues. 

 

One other limitation of the thesis is the fact that only one small city club from Finland 

was studied (HPK-Hämeenlinna) with the other clubs being from large cities, whilst 

only one large city club from Sweden was studied (Redhawks-Malmö) with the rest of 

the clubs being from smaller cities. In addition, all staff members interviewed were 

male; alternative answers might have been gathered if the interviewees had been female. 

Furthermore, it is essential to highlight that the study is tied to a certain point in time; 

technology, and social media with it, tends to evolve and thus these findings might not 

be valid in the near future. 

 

10.4 Further research  

In terms of future research, it would be interesting to see whether ice hockey clubs see 

the need to internationalise (such as Jokerit did), or whether they prefer to stay in their 

domestic leagues. Thus, the question would be on how to attain international fans better; 

should a club’s social media strategy aim to localise or globalise? Furthermore, it could 

be relevant to expand the study to clubs from other countries than Finland and Sweden; 

perhaps clubs playing in the Champions Hockey League in Europe.’ 

 

Conducting similar research on second tier clubs in Finland and Sweden (namely 

Mestis and Hockey Allsvenskan) could also be relevant in order to see how a more 

limited marketing budget will affect to importance of social media marketing.  
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Appendices 

 
1. Business model of a Nordic ice hockey club 

 

 

 
 

 

 

 

2. Table showing social media platforms used by the clubs 

 

 
CLUB Facebook Twitter Instagram Snapchat Youtube Periscope 

Skellefteå X X X X X X 

Färjestad X X X X X X 

HIFK X X X X  X 

HPK X X X    

Ilves X X X X X X 

Jokerit X X X X X X 

KHK X X X  X X 

Redhawks X X X  X  

Rögle X X X    

Tappara X X X   X 

Table 14: Social media platforms used by clubs 
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3. A table summarizing the results of interviews in relation to the main concepts  

 

  
CLUB Social media (SM) 

strategy 

Segmentation Relationship 

marketing 

Brand image through 

SM in the club’s 

perspective 

Measurement of 

effectiveness of SM 

 

 YES NO YES NO YES NO Positive Negative Game 

attendance 

SM activity 

Skellefteå X  X  X  X  X  

Färjestad X  X  X  X    

HIFK X  X  X  X   X 

HPK X  X  X  X  X X 

Ilves X  X  X   X X  

Jokerit X  X  X  X  X X 

KHK X  X  X  X  X X 

Redhawks X  X  X  X  X X 

Rögle X  X  X  X  X X 

Tappara X  X  X  X   X 

Table 16: Summary of interview results in relation to main concepts 
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4. Interview guide 

  

 

 

 

 

Traditional media vs. Social media 

• Differences and similarities 

• Importance of social media in current marketing strategy 

Marketing budget 

• Overall budget 

• Social media marketing budget 

Customer segmentation 

• General customer/fan segmentation and targeting strategies 

• Geographical distribution of fans 

Social media channels 

• What social media channels are currently used 

• Start date of usage 

• Differences and similarities between socia media channels 

• Most effective/least effective channels 

Social media strategy 

• Development of social media strategies 

• Goals and objectives of social media marketing 

• Message coherence across channels 

Customer segmentation on social media 

• Followers 

• Customer research 

• Strategies for targeting different customer groups 

Advantages and disadvantages of using social media in marketing 

Social media posts 

• Contents 

• Timing 

• Activities 

• Hashtags 

Fan engagement and interaction online 

• Replying to questions 

• Replying to comments 

Usage of guest publishers on social media accounts 

• Posts by club athletes 

• Accounts followed by the club 

Game attendance 

• Game attendance goals and results this season 

• Social media marketing in relation to game attendance 

Event/game marketing 

• Both via traditional and social media 

• Marketing strategies 

• Timing 

• Contents of posts 

Off-season marketing 

Long-term vs. Short-term marketing 

• Short-term revenues (e.g. ticket sales) 

• Long-term brand loyalty (e.g. history, heritage) 

Through thick and thin 

• Marketing strategies during winning and losing streaks 

• Affect on social media followers and post popularity 

Social media marketing campaigns 

• Examples of successful and unsuccessful campaigns 

Brand image 

Social media monitoring 

• Effectiveness 

• Control 

• Company rules 
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5. Interview questions 

1. SOCIAL MEDIA VS. TRADITIONAL MEDIA 

a. Which type of media do you see as most important in your overall 

marketing strategy? 

b. How large is the role of social media in the club’s overall marketing 

strategy? 

c. In your opinion, how is social media marketing different from website 

marketing? 

2. MARKETING BUDGET 

a. What is your marketing budget? 

b. How much of this is dedicated to social media? 

3. CUSTOMER SEGMENTATION 

a. Do you segment your customers in general? 

i. How is this done? (e.g. game attendance) 

b. Are you aware where your fans come from geographically? 

i. Do you market differently to distant fans? 

4. SOCIAL MEDIA CHANNELS USED 

a. What social media do you use? 

b. When did you start to use them? 

c. In your opinion, what are the main differences between the social media 

channels you use? 

i. How does posting in different social media channels differ from 

each other? 

ii. Which channel do you see most fitting in regards to reaching the 

largest audience? 

d. Which channel(s) do you see the most effective/influential for you? 

e. Which channel(s) do you see the least effective to use? 

f. Do you frequently monitor the media for new social media channels to 

use? 

i. E.g. Periscope 

5. SOCIAL MEDIA STRATEGY 

a. How has the marketing of the club changed after the usage of social 

media channels in marketing? 

b. How did you build your social media strategy? 

c. Do you use some other companies’ as examples of effective social media 

strategies? 

d. What do you wish to achieve with social media marketing? What are 

your objectives and goals with it? (e.g. to sell more, to inform fans) 

i. Has social media been able to fulfil these objectives? 

e. How do you ensure that your social media posts are coherent with each 

other and the club’s objectives? 

i. Is the same person responsible for all the social media channels 

used by the club? 

6. CUSTOMER SEGMENTATION ON SOCIAL MEDIA 
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a. Do you segment your social media followers somehow? 

b. Do you know follows you on: 

i. Facebook? 

ii. Twitter? 

iii. Instagram? 

c. Is there any knowledge on how many followers follow you on all three 

social media channels and how many follow you in just one or two 

channels? 

d. Do traditional customer segmentation and social media follower 

segmentation strategies differ from each other? If so, how? 

e. How do you ensure that the right messages are sent to the right 

recipients? 

f. Do you conduct customer research?  

i. If so, how is this done? 

ii. How regularly? 

g. Do you use different kind of marketing strategies for different segments? 

i. Is your goal to target every segment with every social media 

channel? 

h. Could you give some examples of various ways of targeting different 

segments? 

7. ADVANTAGES OF USING SOCIAL MEDIA 

a. What do you see to be the main benefits of using social media? 

8. DISADVANTAGES OF USING SOCIAL MEDIA 

a. What do you see to be the main disadvantages of using social media? 

b. What are the biggest challenges? 

9. SOCIAL MEDIA POSTS 

a. What type of posts do you publish? 

i. Which type of posts do you publish most often and least often? 

(e.g. pictures, links, status, videos) 

b. Do you publish competitions/contests for the followers? 

c. Do you often post repetitive posts from your official website or other 

social media channels? Or do you come up with “original” posts for each 

channel? 

d. If you publish different posts to different social media channels, why? 

e. What types of posts are most popular? 

f. Timing of posts? 

g. Appropriate message length? 

h. How do you try to make your posts are both memorable and interesting? 

i. What do you think is more important to emphasise in social media 

marketing: product-related brand attributes (e.g. star players, head coach, 

success, and team play) or non-product related brand attributes (e.g. club 

history, tradition, logo, club colours, fans, and arena)? 

j. What do you see as over-posting? 

i. How do you know this? 

k. Do you post during events? 
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i. Why or why not do you have a separate account for live-tweeting 

during games? 

1. If not, are you not afraid of over-posting? 

l. Do you share fan photos? 

m. Do you try to include posts which emphasise: 

i. Entertainment (drama, skills of athletes) 

ii. Escape 

iii. Excitement 

iv. Achievement 

v. Physical features (arena, management) 

vi. Situational factors 

1. Special events 

2. Give-away promotions 

3. Price discounts 

vii. Fans, atmosphere 

n. Do you post the roster of the upcoming game on social media? 

i. If yes, how do you do this? 

ii. Why? 

10. HASHTAGS 

a. Do you use hashtags? 

i. How many? 

ii. Why? 

iii. What type of hashtags? 

11. FAN ENGAGEMENT AND INTERACTION ONLINE 

a. How do you try to engage fans on social media? 

b. Do you reply to fans’ questions? 

i. Why or why not? 

ii. If yes, do you have problems answering all questions? 

iii. If yes, do you have a policy for which types of questions you will 

answer? 

12. USAGE OF GUEST PUBLISHERS 

a. Do you occasionally use your club’s athletes to “take over” your social 

media accounts, e.g. answer questions on Twitter? 

b. Do you follow your club’s players on social media? 

i. Why or why not? 

c. Do you follow any others on social media? 

d. Does the club try to benefit from the players’ social media accounts in 

marketing? 

i. How? 

13. GAME ATTENDANCE 

a. Did you meet your game attendance goal for this season? 

b. Has your game attendance increased or decreased this season compared 

to last season(s)? 

i. Why do you think that is? 

c. How do you think you could increase attendance? 
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d. Is there any way you are able monitor how many of your social media 

followers attend games? 

14. EVENT/GAME MARKETING 

a. How do you market games? 

b. How much before the game do you start marketing the event? 

i. What about in social media? 

ii. What is the reason for starting to market at this particular time? 

c. In your social media event marketing, how would you rank these aspects 

according to importance? 

i. Event schedule 

ii. Event ticket procurement 

iii. Location of event 

iv. Venue site 

v. Public transport 

vi. Entertainment opportunities 

vii. Accommodation 

viii. Parking 

ix. Food and concessions 

x. Traffic conditions 

xi. Local attractions 

xii. Safety and security measures 

xiii. Shopping locations 

xiv. Travel costs 

xv. Weather forecast and conditions 

15. OFF-SEASON MARKETING 

a. How do you market on your social media accounts during offseason? 

b. Have you seen a decrease in social media followers during offseason? 

16. LONG TERM VS. SHORT TERM MARKETING 

a. Do you have different types of strategies for marketing things which 

bring short-term revenues (e.g. ticket sales) and long-term brand loyalty 

(e.g. history, heritage)? 

17. THROUGH THICK AND THIN 

a. How do you react to “bad times” (e.g. losing streaks, unfavourable 

publicity) in your social media channels? 

b. How about good times? 

18. SOCIAL MEDIA MARKETING CAMPAIGNS 

a. Could you give an example of a successful social media campaign 

implemented by the club? 

b. How about an unsuccessful campaign? 

19. BRAND IMAGE 

a. Do you think that social media has had a positive impact on your club’s 

image? 

i. How? 

ii. Why? 

iii. Do you see that this has an impact on fan loyalty? 
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20. SOCIAL MEDIA MONITORING 

a. Do you use special software to monitor your social media activity? 

i. E.g. amount of followers, likes, comments, shares, retweets, 

video views, general traffic. 

ii. Have you seen an increase in social media followers during 

special times, e.g. the playoffs, promotions, relegations, finals or 

derbies? 

iii. Have you seen a decrease in social media followers during losing 

streaks? 

b. Have you measured what type of marketing is effective in social media? 

i. How do you measure effectiveness? (e.g. no. of likes, comments, 

game attendance) 

c. Do you follow unofficial fan sites or discussion forums? 

21. CONTROL 

a. How do you control your social media channels? 

i. Do you delete any comments? 

1. What types of comments do you delete? (e.g. offensive 

language, negative comments, racist opinions) 

ii. Do you answer to negative feedback? 

1. Why or why not? 

22. SOCIAL MEDIA RULES 

a. Do you have special rules for social media usage in the club? 

b. Does SHL give you rules and regulations you need to follow in social 

media? 

 

 

 

 


