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EDITORIAL
Always a newsfeed

Football superior, smarter or both

The
Olympics
2016
digital
blackout and restrictive guidelines
have been much discussed by in
the world of digital sports media.
A possible way forward in the
future?

Every week we meet and speak
to people in digital media sports
roles. One complaint we hear
regularly is the fact that football
(soccer) is dominating everywhere.
TV
broadcasts,
sponsorships,
attendance and also in the size of
the digital community. What these
people do forget, the uniqueness
of their sport!

We strongly believe it was not a
step forward, rather two steps
backwards, and a significant
opportunity missed by the Olympic
movement.
With this approach social platforms
will remain a newsfeed only with
innovation stifled especially when
the majority of existing Olympic
Sponsors are not creative and
most
participating
countries
digital administrators remain in
newsfeed mode…
Digital is many things to many
people. For some it is about
storytelling, bringing fans on
a journey, entertaining and
engaging with them. For others it
is about being disruptive, bringing
the message to whole new
audience.
Massive contrasts but each with a
common thread. Both require the
right content. If you want to be
successful in digital you require a
plan, you must follow a holistic
strategy, you need to define
the objectives and you have to
determine achievable milestones.
However as brands and sponsors
get more and more involved in
sport, the question has to be
asked, who is really driving the
digital strategy?

A limited opportunity
An event, like the Olympics
should be talked about globally.
Every viral multiplicator should be
used to reach as many people as
possible especially when the time
difference of the host city is a big
factor.

For many people in the world a
vast majority of the competitions
were in the middle of the night or
very early morning.

And the social platforms could
have been the key to unlock the
potential, but the strict guidelines
limited the success.

Always looking to the other side
in frustration or even anger is
not the right action. The task is
to identify the strengths of its
own sport, identify opportunities
and develop a holistic strategy to
create success.
Everything is possible, especially
with a strong digital concept!
And so I welcome you to the
September edition of Digital
Sports Media. We feature expert
talks with the European Handball
Federation, where we spoke to
JJ Rowland, Head of Media &
Communication.
Our second expert talk was held
with Stuart Vose, Head of Digital
at Sunderland AFC. Richard
Clarke continued his series with
a review of the National Football
Association (NFL) and Trevor
Keane focused on the necessity of
Digital Analysis. Our digital tables
complete
another
interesting
magazine!

Enjoy the reading
Best, Mario Leo
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EHF

MAXIMISING REACH
THROUGH DIGITAL
Digital
communication
and
transformation
impacts
also
Federations. Digital Sports Media
spoke to JJ Rowland, Head of Media
& Communications at the European
Handball Federation.
Good Day JJ. We are very excited
and pleased to finally feature the
European Handball Federation in
our magazine. Your organisation
drives the change to digital on a
strategic level. Can you share with
our readers why?
Back in 2013 the EHF began
developing a strategy to position
and strengthen the sport on the
European sports market. As part
of this brand process we looked at
how we could best communicate
the sport’s values and also engage
much better with our community,
moving away from our previous
corporate style of communications.
Thanks to our efforts in digital and
social media we have been able to
transform the way we reach out to
both existing and potential fans of
our sport.
You
coordinate
media
and
communications for the federation.
Could you describe a (regular)
workday?
The answer to that question very
much depends on what time
of the year it is. The EHF Media
and Communications team is
responsible for all of the EHF’s
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PIC.The best way to communicate is through the sport‘s values (Photo: Axel Heimken/EHF)

online communications channels,
print publications as well as media
management of events. In a busy
federation this means that there
are always competitions, events,
activities and meetings to report
on or events to prepare for. There
are however times when we are
extremely busy and have to work
around the clock, in particular
before and during the EHF EURO
events and towards the end of
the season when we have three
major final weekends for our club
competitions.

EHF during recent years?

Sports federations have become
news outlets and broadcasters
in their own right and the EHF
is no different. The federation’s
streaming platform ehfTV.com is
complemented by several YouTube
channels as well as profiles on
most of the major social media
platforms
including
Facebook,
Twitter, Instagram and Snapchat,
in addition of course to our own
websites. Although the EHF still
publishes several print reports, we
are now very much focused on
How relevant and important have digital communications.
the digital channels become for the

EHF

Facebook is dominating at most
sports organisations around the
world. When did you launch your
profile? Were goals and objectives
set before entering Facebook and
have they been reached?
We have developed our expertise
in digital and social media over the
years and it has been very much a
case of ‘learning by doing’. The first
EHF Champions League Facebook
page was launched back in 2009,
with few resources and very little
content, relying very much on
posting news content from our
websites. We have come a long way
since then and although Facebook
still forms an important part of
our offering, we also look to other
platforms to enable us to reach
more audiences and with different
types of content.
Which other channels/ platforms
are implemented at the European
Handball Federation to interact with
your fan base (e.g. Google+, Twitter,
YouTube, etc.) and what role do
they play in your communications
and marketing mix?
Our aim is to go where the fans are
and being a pan-European sports
federation means that we have to
be present on a broad range of
channels. We know for example
that Twitter is very popular among
our Spanish fans but that Facebook
is favoured in Germany. One of our
key objectives is to increase reach
and bring new fans to the sport.
As a result we looked again at our
strategy and in the last couple of
seasons have become much more
active on YouTube and Instagram as
well as more recently on Snapchat.
Do you offer specific content for
each individual channel, or do you

PIC. Engaging content is always a win (Photo: Uros Hocevar/EHF)

use cross-posting across platforms?
Over time we have learned what
type of content works on which
channels and are now focusing
much more on developing specific
content for each channel. At the
same time we want to maximise
our reach with the content we are
producing so you will find some of
our best content e.g. ‘Top 5 goals’
or ‘Best 7’ video compilations
appearing across many of our
channels and also in the magazine
show produced specifically for TV.
How do you coordinate internally
activities
across
departments
(e.g. with ticketing, marketing,
press department, etc. to meet
their department needs in fan
communication?
We have worked hard on developing
our voice, i.e. how we want to
speak to and with fans on social
media, and for this reason we have
centralised the federation’s external

communications to ensure that our
voice, key messages and the look
and feel of our communications
remain the same. We work across
all the business groups and
departments within the EHF as
well as with our colleagues in EHF
Marketing GmbH, the federation’s
marketing arm responsible for the
EHF Champions League, and also
Infront Sports & Media, marketing
and media partner for the EHF EURO
events, to ensure that we maximise
the exposure and reach of all of the
EHF’s competitions and activities.
How do you keep up with the ongoing evolution of platforms? Now
there is a hype on video, initially
with Meerkat, then Periscope and
now SnapChat? Is there a process
in place to review and consider
new platforms, plus subsequently
adopt them, if they are evaluated
positively?
We have a very talented team of
media professionals working in
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EHF
competitions, staff, clubs, etc.) at
the EHF?
We recently updated the federation’s
code of conduct to incorporate
social media guidelines for our
officials and staff. Everybody these
days has their own profile on social
media and has effectively become
digital ambassadors for the sport
as well as the federation. We still
encourage everybody to be active
on social media but it is important
that everybody is aware how best
to approach their own social media
activities.
Did the growth of social media
channels impact the traffic (visits,
page impressions) on the website?
If yes, how?

PIC. Visual content plays a big role in the communication (Photo: Uros Hocevar/EHF)

Vienna for both the EHF and EHF
Marketing GmbH, who love to
experiment with new formats and
new channels to see what they can
offer our coverage. Some ideas work
and some do not but that it is the
beauty of digital media. We have
tried out streaming with Periscope
and Meerkat for example but have
found that we have a much greater
reach if we use Facebook Live for
our events. Ultimately any decision
on any new platform is based on
the uptake by our digital community
and whether we can see its potential
for our coverage in the long term.
Do you see a platform ‘overflow’
– too many platform offerings –
which potentially will irritate the fan
base?
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We try to cater for the needs and
interests of different audiences on
different platforms, posting the
content best suited to that platform
e.g. we use Twitter mainly for live
and factual content and Snapchat
for video with an emphasis on more
fun and entertainment. We have
also learned that ‘less is more’ in
terms of the number of channels we
offer e.g. we just have single Twitter/
Facebook/Instagram channels for
the EHF EURO rather than a channel
for each event or separate channels
for the women’s and men’s events.
Our aim is to create a community
that builds over time and from event
to event.
Have you implemented any internal
Digital Media Guidelines (e.g. for

We distribute content across a
range of digital channels because
for us it is important to reach as
many people as possible. We want
to increase the interest in our sport,
promote live broadcasts by our
TV partners, maximise exposure
for our partners and sponsors and
ultimately increase the value of our
product. At the same time we use
our social media channels to drive
traffic back to our own channels
e.g. we post short clips on YouTube
and include links to encourage
users to watch more content and
full matches on ehfTV.com, the
federation’s live streaming platform.
Handball clubs often look towards
other sports, like football in
particular, with a lot of frustration.
Not only because of broadcasting
times, but also the large fan
communities. Would you not
recommend a focus on own
strengths?
We do of course look to football
and also US sports and major

EHF
events like the Olympic Games to
learn from them but we also have to
look to our own strengths and many
of the things we have implemented
would not be possible in other
sports. Handball is a very open and
accessible sport, and this is also true
of the top professional players. We
regularly invite top players to join
our Google Hangouts for example
and at the VELUX EHF FINAL4 even
bring four of the top stars together
for a special live Hangout ahead of
the semi-finals.
The handball community is a
very dedicated and passionate
community. Which content works
best for the online fans of the
European Handball Federation and
especially during an own event?
In one word, video. A huge amount
of video content is produced during
the year, primarily from our premium
competitions, the EHF Champions
League and the EHF EURO events.
Formats such as near-live video
clips, short compilations as well
archive content have proved to be
enormously popular. We have also
been working to develop our own
mobile reporter project to provide
us with more live content for social
media on match days and at events.
We now send multi-media reporters
to beach handball, club and
national team events armed with a
mobile phone, microphone and a
monopod, and they then report live
across all of our main social media
channels, providing behind the
scenes and ‘as it happens’ content.
Events are a key – EHF does not
have weekend after weekend a
match-day. How do you schedule
your posting strategy?
That is not really true! We have
regular week in, week out coverage

of our EHF Champions League
competitions and this is reflected in
the size of our online communities
and the reach we have built up
in these competitions. The EHF
EUROs are more of a challenge for
us because although we have a
massive TV following (i.e. 1.6 billion
cumulative TV audience at the
Men’s EHF EURO 2016 in Poland)
we only have a two-week window
of opportunity. We’re now working
to fill in the gaps between these
events to grow our community with
much more coverage and content
to be produced throughout the
year, focused in particular on the
qualification phases.
Social media channels have grown
significantly in terms of followership.
Does this attract existing and
also new sponsorships? If yes, do
you organise specific campaigns
or marketing/ sponsor activities
throughout the season?
With the growth of our online
communities, social media has
become more and more attractive to
our partners and sponsors for digital
activations as they can reach fan
directly. We work closely with our
colleagues both at EHF Marketing
GmbH (responsible for marketing
of the EHF Champions League) and
Infront Sports & Media (media and
marketing partner for EHF EURO
events), on developing campaigns
for sponsors and partners. This is
something we also relish because it
gives us an opportunity to develop
new formats, receive content from
users and also give something back
to our community, often in the form
of ‘money-can’t-buy’ prizes.
Audio had been a little neglected
in the past, but now we see great
desire from Fans at soccer and other
sports organizations, like Arsenal,

Cologne, where they achieve huge
follower numbers on SoundCloud.
Will Audio revive or do you see this
differently?
I am personally a big fan of radio
and audio and this is something
we have experimented with in the
past, producing audio interviews
and podcasts often in combination
with written content. We do not
have a large native English-speaking
audience for our sport across Europe
so audio will always be challenging
but this is an area we will continue
to look at in the future.
What will be the next “big” thing
on Digital Media for the European
Handball
Federation?
Second
Screen, SMART-TV Apps or do you
think new platforms will appear?
For us the answer is our new website.
This is the missing piece of the digital
puzzle for us and the EHF is currently
working on the development of a
new digital platform. The ‘home of
handball’ project will bring together
our many websites under one roof
for the first time, be optimised for
mobile devices and be much more
user friendly. Of course we are
also always looking to the future
and have already been using new
technologies including goal-line
cameras and instant replay, as well
as referee cams in our broadcasts.
There are also on-going tests with
player tracking technology, which
could provide us with opportunities
for much better data visualisation
and a much enhanced second
screen experience for fans.
With all your activities on digital.
How do you keep an overview of
things in terms of monitoring?
The federation has recognised
the need to continue to invest in
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EHF
The EHF EURO is the biggest and
highest profile national team event
we have and this is reflected in
our approach. We have a large
team of editors, journalists and
photographers in each venue
and also a TV crew producing
video content. We also have
mobile reporters producing live
social content in addition to flash
quotes for our media service. The
competition’s media partner, Infront
Sports & Media, provides support
out of their offices in Milan, Italy,
handling the live streaming, editing
video content and producing near
live clips.

Pic. JJ Rowland, Head of Media and
Communications, European Handball
Federation

digital going forward and last year
employed a digital manager to
drive forward the development of
our new online platform as well
as new digital innovations. As part
of this development he introduced
extensive monthly statistics for
our channels. This means that our
decisions are no longer based simply
on our gut feeling but also statistics.
This has helped us in our content
production because now we know
where fans are most active and
what kind of content they are most
likely to want to see and interact
with.

At the next EHF EURO in December
in Sweden in December we are
looking to further enhance our
Snapchat coverage and have signed
up a talented Snapchatter to be
the face of the channel for the
two week tournament. We are still
experimenting but we hope that this
enhanced coverage will be very well
received in Scandinavia with the
huge popularity of both handball
and Snapchat.
The statistics show that this
approach brings results. At the EHF

EURO 2016 in Poland in January
2016 we achieved record results
with over one million unique users
on the official website for the first
time and an overall digital reach of
more than 60 million.
Throughout the years and with the
digital evolution overall: Are classical
newspapers now less ‘important’
for an EHF event?
It is not by accident that we named
our department EHF Media and
Communications. Alongside our
work in digital communications,
a major part of our work is media
management and providing media
services. We produce extensive
media guides for all of our
competitions to make it easier for
the media to be able to report on
the sport and its teams and players.
We may be able to reach our own
digital community but it is clear that
we need to work closely with the
media, whether this be TV, radio,
online or in print, to bring our sport
to the biggest audience possible.
Dear JJ, many thanks for taking the
time for this expert talk!

Let’s focus a little more on your
EHF competitions, like a European
Championship. A tournament, with
a significant reach and a tremendous
opportunity, especially with digital
media. We are quite certain most
of your normal routines change.
How is the workload during such an
event?
PIC.The use of modern technologies is important (Photo: Marcel Lämmerhirt/ EHF)
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SUNDERLAND AFC

VITAL COMMUNICATION
In our latest interview with key
people from the world of football
media, Digital Sports Media talked
with Stuart Vose, Head of Digital
of Sunderland AFC, about social
media, marketing trends and of
course working in the English
Premier League.
Good Day Stuart. We are very
excited to feature Sunderland AFC
in our magazine. With the season
now up and running, I imagine there
is a strong focus on digital media
and especially social media. Can you
share with our readers why?
Quite simply, digital is the best way
to communicate with fans and the
number one channel for supporter
engagement. Reach is growing
every year and there are so many
exciting ways we can connect
with our fanbase. We have seen a
revolution in supporter engagement
across the game over the last few
years.
You coordinate digital media
communications for Sunderland
FC. Could you describe a (regular)
workday?
No two days are the same, which
is one of the attractions of the job.
The day could feature anything from
activation meetings with sponsors,
to editorial meetings and working
with the board on particular
projects. Much of my role involves
planning, strategy and taking an
overall view on the operation of the
digital department.
How do you coordinate internally
activities
across
departments

Pic. FACEBOOK PROFILE OF SUNDERLAND AFC

(e.g. with ticketing, marketing,
press department, etc. to meet
their department needs in fan
communication?
Communication
is
absolutely
vital, and never more so than at a
football club which has so many
diverse areas. We work closely with
the club’s media & communications
team and have dedicated digital
marketing contacts for the likes of
commercial, marketing and business
development teams. In general,
keeping communication open and
being flexible is key in a fast-moving
environment such as ours.
Facebook is dominating at most
sports organisations around the
world. When did you launch your
profile? Were Goals & Objectives set
before entering Facebook and have
they been reached?
We launched our official Facebook

page in 2010. Goals and objectives
are now set on a seasonal basis.
Our Facebook page has met
expectations so far and we have
seen rapid growth – we won the
Facebook Club Performance of the
Year award in 2015 for the biggest
percentage growth over the 201415 season. In addition to total
audience numbers, we are now
looking at and targeting around
metrics such as engagement rates
and engaged audience figures.
Which other channels/ platforms are
implemented at Sunderland AFC
to interact with the fan base (e.g.
Google+, Twitter, YouTube, etc.)
and what role do they play in your
communication- and marketing
mix?
We are active across all the main
social channels, including YouTube
which complements our own freeto-air online video service. We have
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SUNDERLAND AFC
also been active in Chinese social
media for the past couple of years
with the likes of Weibo and WeChat
and have seen good growth. With
its massive reach, social plays a huge
role in our communications and
marketing strategies and is growing
in importance all the time.
Do you offer specific content for
each individual channel, or do you
use cross-posting across platforms?
There’s always some amount of
cross-posting across platforms, but
we are increasingly trying to make
each channel stand on its own two
feet with a distinct content offering.
How do you keep up with the ongoing evolution of platforms? Now
there is a hype on video, initially
with Meerkat, then Periscope and
now SnapChat? Is there a process
in place to review and consider new
platforms, plus subsequently adopt
them, if they are evaluated positive?
Yes. We are always listening to
the market and identifying trends,
and as a club we encourage team
members and staff across to the club
to come forward with ideas. All new
platform proposals are thoroughly
assessed by a minimum of two
senior digital/communications staff
before the adoption of any new
channel is signed off.
Do you see a platform ‘overflow’ –
too many platform offerings – which
potentially will irritate the fan base?
Allowing fans to access the club
digitally on their own terms is vital,
and as a club it is our duty to be active
on as many channels as possible.
Fans can then pick and choose
which channel – or combination
of channels - suit them best.
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Pic.INSTAGRAM PROFILE OF SUNDERLAND AFC

Have you implemented any internal coordinate content or do you have
Digital Media Guidelines (e.g. for to go through a dedicated process?
players, staff, etc.) at the club?
Good relationships with players
All of our young players receive are key and we are lucky to able to
social media training and can always approach the players directly, by and
receive advice ad hoc as necessary. large. We have a good relationship
We also have social media guidelines with our media & communications
for general staff as part of our staff team, too, who fully recognise the
handbook.
importance of digital and are a very
good support.
Did the growth on Social Media
channels impact the traffic (visits, Besides the players being brand
page impressions) on the website? ambassadors for the club, the
If yes, how?
content is key for interactions
and engagement. Do you create
We have seen a positive impact on the content in-house or is there a
traffic. Although many fans now process in place to receive content?
have social as their first port of
call for club news and content, the All our content is created in-house.
possibilities for driving social traffic Our content team has grown over
across multiple channels through to the last couple of years across both
the website outweighs this.
written editorial and video. We do
occasionally work with freelancers
Players are often a key factor for but our preference is to keep
fans towards their engagement content creation in-house to ensure
and interaction. Are you able to consistency.
approach the players directly to

SUNDERLAND AFC
Which content works best for the
online community of Sunderland?
Definitely behind the scenes
content, and I imagine most other
clubs would say the same. As an
official club channel we are lucky
to have access which isn’t afforded
to any other media source. It’s a big
priority for us to make the most of
that opportunity in order to produce
engaging content.
Do you take a look at other clubs
or sports in terms of growing and
interacting with your community?
We keep a broad eye on numerous
clubs and leagues from a best
practice standpoint. It’s always
useful to look at sports other than
your own – for example, American
franchises and leaders in other
sports around the world.
Social
Media
channels
have
grown so significantly in terms
of followership. Does this attract
existing and also new sponsorships?
If yes, do you execute specific
campaigns or marketing/ sponsor
activities throughout the season?
Sponsors and partners are becoming
increasingly digitally savvy. It’s no
longer enough to just have generic
digital activity in agreements – more
specific activation is required. We
work closely with our partnerships
team to interact with our sponsors on
a personal level and agree bespoke
activation schedules with each.
Digital is not only the growth
of social platforms, but also the
evolution of smartphones. Did you
experience this adoption/ evolution
within your fan base for Mobile
and Social Media (i.e. Check-Ins,
etc.) and how did this change your
offering (ie. any special content or
contests)?

We’ve seen a heavy swing towards
mobile consumption of our website
content over the last few years. This
has been at the forefront of our
minds for a while and we became
the first club to launch a mobile first
website when the new safc.com
went live in June this year.
Audio had been a little neglected
in the past, but now we see great
desire from Fans at soccer and other
sports organizations, will Audio
revive or do you see this differently?
Audio has always been a strong area
for us. We continue to offer free
audio commentary for supporters
without a requirement to pay or
register. Despite the proliferation
of video, audio remains key on a
matchday.

What planning did you do prior to
the start of the Premier League?
There is no such thing as a close
season any more – as a club we are
busy throughout the summer with
other events such as our successful
concerts. On the football side we
review all activity from the previous
season to give us a base to work
from and go from there contentwise to ensure we are ready for the
start of the new season. Strategically,
the close season is a good time
to take stock, liaise with various
departments and ensure their everchanging needs are met by the time
the first ball is kicked.

What will be the next “big” thing
on Digital Media for Sunderland
AFC? Second Screen, SMART-TV
Apps or do you think new platforms
will appear?
We have seen big increases in
the uptake of our video service,
SAFSEE, over the last year and video
is becoming more and more vital.
Second screen and Smart TV apps
are and will continue to be an area
of interest, and the hype behind VR
and AR is justified.
With all your activities on digital.
How do you keep an overview of
things in terms of monitoring?
We use various tools to make sure
we are across everything. We also
use tools to benchmark our social
communications to identify trends
and areas where we can improve.
With so much analytics data made
available, it’s vital we take time to
look at this and tweak where we
can.

Pic. Stuart Vose, Head of Digital at
Sunderland AFC
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RICHARD CLARKE

NFL
The biggest surprise of Twitter’s
debut as a streaming platform for
live NFL games was that no-one really
complained.
It is richly ironic that the social media
most associated with knee-jerk
bitching gave a respectful thumbsup to coverage of the New York
Jets beating that Buffalo Bills on a
Thursday night in mid-September.
Some 2.1m saw at least three seconds
in “100 per cent view” meanwhile
the average was 243,000, each
watching 22 minutes. It was hardly
comparable with the TV audience,
15.4 million for the simulcast on CBS,
but neither platform nor audience
were paying the sums associated with
the traditional broadcasters.
Twitter’s outlay of $1m each for 10
Thursday night games was seen as
a steal for the company, one which
may just pump purpose back into the
ailing bird. Live video is one of their
primary strategies for regeneration,
hence other major sporting deals with
organizations such as Wimbledon.
In contrast, NBC is paying $45m
each for their live TV coverage of
Thursday night games in 2016 and
2017. Meanwhile Yahoo paid $17m
to stream a single game from London
in October 2015.
So why did NFL shake hands for
comparatively loose change?
The League is sometimes seen as
the ogre of digital sport, ruthlessly
enforcing restrictions on the use of
the content they own. (Only a digital
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generation could really view the
situation this way but they do.)
Whatever the truth of that, it is has
not stopped NFL becoming early
adopters. An impressive 15m fans
saw the Draft Story on Snapchat way
back in 2015, before the platform
had properly broken through.
In August that year, they inked a deal
to significantly increase their profile
on the platform via Discovery. Back in
the day, they were the first to partner
with Facebook in testing post-roll
adverts. Although their proprietary
nature perhaps led them to be late to
launch an official channel on YouTube,
the deal with Twitter Amplify was
groundbreaking in its use of microvideo in a sponsored environment.
Verizon and Facebook were reportedly
in negotiations for Thursday Night
Football. But Twitter is a good fit.
Despite the travails of the company
in recent years they still seem to own
the in-the-moment conversations
which are the backbone of the

sporting second screen. Around 72
per cent of their audience is 18-34, at
the heart of the cordcutters who have
ditched cable TV in recent years, and,
reportedly, their advertising model
was more favourable to NFL.
The League were looking to
broaden their audience and gain an
understanding of them. In 2021,
many of their major television deals
expire. Given its rapid rise, who
knows the value of the digital portion
then? However you can be sure that
NFL will have armed themselves with
deep insights into their user habits
and demographics thanks, in part, to
this deal. Hence they were happy to
leave money on the table.
The NFL has the most valuable TV
rights deal in world sport, knocking
even the Premier League into second
place. As a League, the former has a
bigger digital presence than the latter.
And this strength may have hampered
the growth of the individual teams
on social media. Comparing Result

RICHARD CLARKE
Sports’ follower numbers, the Dallas
Cowboys, dubbed “America’s team”
and holders of the biggest digital
reach in the NFL, would not make the
top 15 of European football clubs.
In the EPL they would be No 5, just
above Tottenham, but with only a
third of the reach of the fourth-place
side, Manchester City.
All 32 NFL clubs, from the Cowboys’
12.8m to the LA Rams’ 1.5m, would
rank between No 5 and No 15 in the
EPL table.
But then, we are not comparing likewith-like. Despite pushing beyond its
borders in recent decades, NFL has
only a fraction of the global appeal
possessed by the EPL.
NBA is a fairer comparison. But even
here the NFL clubs are second-best
in follower numbers. The LA Lakers,
Chicago Bulls, Miami Heat and Golden
State Warrior all possess a greater
reach than the Cowboys. Meanwhile,
at the other end, the least-followed
NBA side, Utah Jazz, have nearly twice
the reach of the Rams. Perhaps this is
a testament to the NBA’s more liberal

policy regarding match footage on
social media or simply that they have
far more games.

the foreseeable future. Digital is the
second screen and in second place for
the decision-makers.

But then this is not the whole picture
anyway. After you get followers you
want engagement. Then after you get
engagement you want monetization.
Then after you get monetization, you
want to repeat it over the long term.
Greater information and insight is the
start of that journey.

Even the Twitter/NFL deal has been
struck to protect and develop the
prize asset – TV revenue.

But then TV ratings are notoriously
hard to decode and action yet, as this
article explains, vast sums are being
paid because of advertisers’ faith in
them.

If Twitter sustains an audience for
Thursday Night NFL Football over the
course of the season then, naturally,
advertisers will be interested. This
experiment will be vital for the shortterm future of direct social media
streaming and, quite possibly, Twitter
itself.

In 1986 none other than Sports
Illustrated declared the “Gravy Train
had halted for NFL and other TV
sports”. Rights values were bound to
decrease they argued. The opposite
happened. The EPL’s, continuously
hefty rise with each new deal
confounds many.
However, despite some consternation
over NFL’s viewing figures so far this
season, TV and sport are wedded
together and mutually sustaining for

However it is still the biggest erosion
of this cozy relationship, albeit only at
the edges and when mainstream TV
coverage is available too.

The right product, platform, delivery,
timing, marketing and surrounding
narrative will help. But the audience
will decide whether the entire
package has sufficient value.
Whatever happens, America will
continue to watch NFL – the only
question will be the size of the screen.

Richard Clarke blogs at www.MrRichardClarke.com.
He is @MrRichardClarke on Twitter, Instagram and Snapchat
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TREVOR KEANE

SOCIAL ANALYSIS
I have seen a number of excellent posts
on the topic of social media activity
recently. All pose the basic questions,
just how important is your social
media activity and is it worthwhile
to analyse its effectiveness? Some
conclude that social media and social
monitoring are extremely important,
whilst others believe that importance
is over emphasised.
The answer lies somewhere in
the middle. Like all things in life,
moderation – and accuracy – is the
key.
Useful data
The first thing to consider when
analysing your social efforts – do
the metrics make sense? What is the
benchmark? If you comparing your
efforts to historic efforts then the
information is useful.., but only to a
point.
Unless you have cheesed off a lot
of people, Twitter, Instagram and
Facebook should all grow relatively
organically if you are regularly
sharing good content. Growth and
engagement can both be tracked
in the respective analysis sections of
those social platforms.
However, to really understand how
well you are doing, it is invaluable to
compare yourself to a peer and rival.
How does your growth over a period
compare to those peer organisations?
How engaged are you, relative to
them?
Know your audience
During the summer I spoke with
a football club about a digital
commercial deal. It was an interesting
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conversation. The main talking point
from the club’s perspective was a social
audience of 400k. Fantastic, if you
know what makes up that audience.
If only 30% of that audience is UK
based then the value of that deal is
reduced.
Not only is the underlying audience
data useful for digital sponsorship, it
is also useful for content. If 20% of
your audience comes from Malaysia
or Indonesia or Algeria then you
should understand why. It is owner
driven or it is player related – is there
an audience that you should be
tapping into with content?
Regional vs International
If you have digital audience from
regions outside the UK, it might make
sense to tier your digital sponsorship
packages. A regional and domestic
partner will certainly be interested in
the local aspect of your social reach
however you could supplement
that income with international and
regional partnerships.
The key is understanding where the
audience is, and tailoring content and
packages to them.
One thing I have seen recently is
Facebook likes versus the population
of a country. That is excellent data
if all those likes are in that country
but that is not guaranteed to be the
case. Player power means that fans
now follow players as well as teams.
For example, Portugal’s social media
following no doubt includes a lot of
Cristiano Ronaldo fans, many of who
are not Portuguese. Due to this and

many similar variants, such social
comparisons have to make sense and
be analysed before conclusions are
drawn.
Wise use of time, effort and analysis
It’s a Monday and you want to track
your weekend activity. You may jump
from platform to platform assessing
the data from each. You may even
have a dashboard or social analytic
tool that covers multiple platforms.
However, unless you are comparing
your data to a rival or benchmark
peer, are you really learning anything?
For instance, the previous Saturday
morning you posted an image on
Instagram and had an engagement
rate of 5%. However, for the
remainder of the day you concentrated
on providing minute by minute game
updates on twitter which had an
engagement rate of 0.10%. Looked
at in a vacuum, you may feel that was
the correct allocation use of time and
effort.
However, that same day your rivals
were posting engaging and funny
game posts which have added real
value to supporters. Not only that
but they are driving fans to their own
channel, their website, for minute
by minute commentary and stats,
boosting its value in the process.
You use it so why not track it?
The main argument for tracking your
social media growth and engagement
is simply, you are on there so it makes
sense to. There is no point in having
a channel and not understanding the
potential.

TREVOR KEANE
If Liverpool have a social audience of 26 million and Chelsea, 40 million then the social and marketing team in Merseyside
should be seeing how they can reduce the gulf and why there is a difference. Both clubs have history and are successful
so why have Chelsea a bigger social reach? - it is about content, regional marketing and of course, player influence.
In the not-too-distance future we will see a stronger alignment of marketing and player recruitment whereby specific
physical attributes will be aligned to marketing and sponsorship needs. We want to grow our USA social media
presence – let’s find a player that resonates with the football public state-side but meets the following playing criteria.
Football is changing.
Want to know more? Get in touch and chat to us about meaningful social media analysis.

RESULT SPORTS - CLUB MEDIA REPORT
ANALYSIS AND OPTIMIZATION
FOR BETTER GROWTH
YOUR INDIVIDUALLY TAILORED CLUB MEDIA REPORT

Enhance your digital presence with the RESULT Sports Club Media Report. Designed with Sports clubs firmly
in mind, the Club Media Report provides a holistic overview of your digital communication and marketing
channels in one single source. Each posting, every article and all defined relevant data (website, mobile & social
media) is analysed in detail and compared to each other.
•
RESULT Sports will make recommendations and provide measurable actions to enhance the digital strategic
development of your digital media goals.
•
Find out which content is attractive to your audience on each platform? Determine the actual reach and coverage of your content. Learn about engagement and the interactions you achieve with your content. Grow
your community and where the opportunities are. Be more effective with your content and time, determine
the right time for a posting on each platform.
•
The RESULT Sports ‘Club Media Report’ is tailored to your specific need, working to your digital strategy and
helping you grow, engage and generate revenue from your online audience.
•
The Club Media Report is in used by a large number of European clubs and has been featured at sportstechie.
com Read the full article: http://www.sporttechie.com/2016/06/03/result-sports-makes-teams-smarterabout-their-social-media-presence/.

CONTACT:
MARIO LEO
EMAIL: MLEO@RESULT-SPORTS.COM

www.result-sports.com
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For those who are enthusiastic about management in sports

INTERNATIONAL SPORTS MANAGEMENT (B.A.)
nd
Start studying a ee
fr
get an iPad for

The Bachelor degree in International Sports Management (B.A.) is the perfect
qualification for the entry into the international sports business
The degree program is aimed towards those who are interested in sports and the sports
industry. Athletes are able to open up new perspectives after their sports career. Those
who are already involved in organized sports or in sports-related businesses and
companies have the opportunity to gain qualifications to meet future challenges.
New ways of learning:
Examples from the field of sports and a practical orientation faciliate the understanding for
important business management contents. Due to that the degree program also provides
the basis for a career outside the field of sports.
LUNEX University focuses on a modern, digital learning environment and a
flexible study with block scheduling in small groups. The central location
of the campus right in the heart of Europe (Luxembourg) and English as
program language facilitate the construction/extension of a professional
and international network within sports, health and education.

MATION
MORE INFOR

ABOUT

LUNEX

Information about the sports and health study programs at LUNEX University on: www.lunex-university.net

Accredited by
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RANKING

GERMAN BUNDESLIGA
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GERMAN 2.BUNDESLIGA

18 | DIGITAL SPORTS MEDIA

RANKING

PREMIER LEAGUE
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RANKING

LIGUE 1
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RANKING

LA LIGA
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RANKING

CHAMPIONSHIP LEAGUE
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RANKING

SERIE A
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RANKING

EREDIVISIE
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RANKING

NHL I
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NHL II
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RANKING

KHL
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RANKING

EUROPEAN
FOOTBALL
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RANKING

EUROPEAN
BASKETBALL
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RANKING

EUROPEAN
ICE HOCKEY
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RANKING

EUROPEAN
HANDBALL
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LAST BUT NOT LEAST

QUICKLY ADAPT TO EVENTS
OF GENERAL INTEREST
DIGITAL SPORTS MEDIA
September 2016
IMPRINT
DIGITAL SPORTS MEDIA:
This publication is dedicated to the
global Digital Sports Business.
This magazine is published
monthly (in German) and features
the overall evolution, interesting
applications, case studies, best practice
models, expert talks, used cases,
plus the overall
evolution and trends for
Digital Media in Sports.

Sport and political debates don’t really go
hand in hand; however if done right they
offer an opportunity to engage with your
fans and have some fun. A good example
of this is the Georgetown Basketball Team.
The Hoyas recently did an excellent job
during the recent presidential debates in
the US. Capitalising on the public interest
and sensing an opportunity, they offered
fans discounts for the game tickets
according to what both candidates are
saying and mentioning in their speeches.
If a candidate mentions Basketball for
example then fans get 20% off tickets. This
is a marvellous example of spontaneous
marketing on social media, one that
ultimate converts an online follower to a
paying customer. The social media and TV
coverage of the debates was enormous,
so it was very clever from Georgetown to
use it to their own advantages.
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Another good example, comes from
Ireland. A recent controversy involving a
politician and her disappointment at not
getting the option to buy highly sought
after tickets to the All-Ireland Gaelic
Football final turned into an opportunity
for league of Ireland club, Shamrock
Rovers.
Sensing her frustration, the Tallaghtbased club offer the politician and all
her colleagues, rivals and fellow senators
two free tickets to their game against
Galway on the 23rd September. The move
ensured plenty of interaction online and
local media coverage.
Social media is about being opportunistic
and fun. So what do you think about such
spontaneous strategy adaptation to recent
events? Have you any other examples
from your club team – share them with
us on social.

We denote the term ‚Digital Media‘ with
the entire mobile & wireless
communication, the various
social networking platforms and
the overall world wide web/ website
evolution.
The magazine is prepared in
close consideration of the pragmatical
approach in sports organizations and the
scientific teaching and is in sole
ownership published by RESULT Sports.

EDITORIAL
Mario Leo
Founder & General Manager
RESULT Sports

Hanna Kavalevich
Project Manager
RESULT Sports

SUBSCRIPTIONS
You can subscribe to this publication
on our website
www.result-sports.com
or by sending an email to
magazin@result-sports.com
For any other enquiries please contact us at
+49 (0)6042 5921742

