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Abstract
This project analyses Swansea City Football Club’s current digital marketing strategy. 
The overall aim of this project was to obtain real time data regarding digital media preferences from Swansea City Football Club fans, in order to provide recommendations and changes to the digital media use within Swansea City Football Club. To achieve this aim, the following objectives were created: 
- To create and distribute a questionnaire to Swansea City Football Club fans, which focuses on the individuals digital media preferences 
- To compare Swansea City Football Club’s digital media use with Manchester United Football Club’s digital media use
- To amalgamate the data gathered with industry advice, through the use of academic literature and industry journals, in order to provide a basis for recommendations.
The survey method was chosen to investigate Swansea City fans digital media preferences with 194 respondents taking part. A critical weighted ranking framework was also created to explore whether fans rate Swansea City’s website higher than Manchester United’s. 
Key findings include the amount of overseas fans that Swansea City have, that YouTube is the fans’ favourite of the club’s digital media platforms and the amount of changes the fans themselves have suggested could be made to the club’s digital media use. 
Some recommendations to Swansea City Football Club include improving their website, engage with all fans on a more frequent basis and to utilise their YouTube channel.
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[bookmark: _GoBack]Chapter 1 - Introduction

The use of digital media within the field of sport has grown rapidly in recent years. Opportunities to engage fans and potential customers through the use of digital and social media enables a business or club to measure customer preferences. 
This project uses Swansea City Football Club as a case study and analyses the effectiveness of its digital marketing strategy.  
Aim
The overall aim of this project is to obtain real time data regarding digital media preferences from Swansea City Football Club fans, in order to provide recommendations and changes to the digital media use within Swansea City Football Club.
Objectives
In order to achieve the aim set above, the following objectives were put in place:
I) To create and distribute a questionnaire to Swansea City Football Club fans, which focuses on the individuals digital media preferences. 
II) To compare Swansea City Football Club’s digital media use with Manchester United Football Club’s digital media use.
III) To amalgamate the data gathered with industry advice, through the use of academic literature and industry journals, in order to provide a basis for recommendations.
A literature review of digital marketing was conducted which looked at its history and proposals for the future of this type of marketing. Current advantages and disadvantages of digital media were also discussed. 
Successful digital marketing campaigns were then researched to determine how businesses could create a campaign that is both successful and profitable, and which metrics should be put in place to measure the success rate of the campaign. 
The history and growth of Swansea City Football Club as a business and how key changes were made on their journey to the Premier League were then examined.
Manchester United has been used in this project as an example of a club to aspire to, so their history, current state and digital marketing strategy were also looked at in detail. Comparisons of some of Swansea City’s and Manchester United’s digital media and financial figures were then made. 
To further the research, a critical weighted ranking framework and survey were created to gain feedback and responses on Swansea City Football Club’s fans digital media preferences. Results were converted into data and analysed, which then enabled conclusions to be drawn and recommendations to be made to the club.





 








[bookmark: _Toc480742899]Chapter 2 - Literature Review

“Sport is too much of a game to be a business and too much of a business to be a game.” Masteralexis et al. [1] 
[bookmark: _Toc480742900]2.0 Digital Marketing
[bookmark: _Toc480742901]2.0.1 Definitions
Chaffey & Chadwick define digital marketing as “Achieving marketing objectives through applying digital technologies.[2]”
Price and Ferrell go on to break the components of marketing objectives down and state that digital marketing is “the strategic process of distributing, promoting and pricing products, and discovering the desires of customers using digital media.[3]”
[bookmark: _Toc480742902]2.0.2 History of digital marketing
A timeline of important dates in the history of digital marketing can be seen below, as detailed by Monnappa[4]:
· 1990 - The term ‘digital marketing’ is first used 
· 1993 - The first clickable web ad banner
· 1994 - First e-commerce transaction takes place [5]
· 1997 - Launch of the first social media site [5]
· 1998 - Google is born
· 2001 - First mobile marketing campaign is released
· 2004 - Google, Facebook and Gmail all go public
· 2005 - YouTube is launched [7]
· 2006 - Twitter is launched
             Amazon’s e-commerce sales surpass £10billion
· 2007 - Apple release the iPhone
· 2009 - Instant is released by Google to obtain real time search engine results
· 2011 - Figures show TV viewership is overtaken by web-use among youth[8]
· 2014 - Mobile use exceeds PC use
· 2015 - The rise of wearable tech and predictive analytics begin
The use of digital marketing has considerable benefits, especially with web user figures jumping from 21% in 2001 [9] to around 92% in 2016, and the UK being ranked 9th in internet usage around the world [10]. 
[bookmark: _Toc480742903]2.0.3 The future of digital marketing?
Newman [11], who writes for Forbes, believes there are five main trends that will become the future of digital marketing, the first of these being mobile marketing. With smartphones, tablets and wearable technology becoming more and more popular, Newman claims that brands will create a more personalised relationship with their customer as the focus shifts to smaller screens. He goes on to estimate that customers will seek more engagement from brands and the need for good content will never stop, therefore only genuine brands and companies that can create great content at good speed will be rewarded. He next claims that branded content will be surpassed by user generated content with online reviews, blogs and posts on social media being used more to create a positive impact between brands and customers. Lastly, as is expected, Newman believes that in future most brands will make a transition into using social marketing, and so making social channels the biggest digital marketing channel to use. 
Ryan [12] indicates that in the next 15 years, it is going to be characterised how well businesses use any technological tool at their disposal in order to purely create content to gain new customers and further reach out to their audience. He also estimates that although it is currently happening, digital marketing will be entirely content in the not so distant future. 
[bookmark: _Toc480742904]2.0.4 Types of digital marketing
There are many different forms of digital marketing, such as:
· Social media (Facebook, Twitter, Instagram, YouTube etc.)
· Online advertisements
· Email marketing
· Search engine optimisation
· Display advertising
With these types of digital marketing, Chaffey & Smith [13] expect businesses to identify or anticipate their customer’s needs and then satisfy those via quick responses, delivery and solutions via the likes of email or social media. O’Connor and Galvin note that few marketing professionals can say that they are aware of all digital marketing components, or fully appreciate the potential of digital marketing even though these types are essential for businesses at this present time and for the future. With the digital age truly upon us, and further developing consistently, marketers need to gain a better understanding of the types of digital marketing that are available[9]. 
Football clubs across the globe are realising that the use of social media is the future, in terms of improving and expanding their business, whether this be for marketing purposes or as a medium for directly communicating with their fans. [14]

[bookmark: _Toc480742905]2.0.5 Advantages to businesses
Digital marketing holds a whole host of advantages to businesses. Yasmin et al. [15] state that it allows businesses to reach a far wider audience due to different technologies whilst also being able to develop relationships and interact with their customers on a more personal level. Again, due to the different technologies that can be used to create a marketing campaign, it can be changed easily because feedback can be given at any time. Research by Darrohn [16] further agrees with this point and shows that prompt consumer engagement is an advantage due to them trusting the brand and providing valuable feedback. Yasmin et al. go on to say that digital marketing has the possibility of being in the public eye 24/7 and successful campaigns have the ability to go viral, thus increasing brand exposure. Ryan [12] maintains that businesses need a digital marketing strategy in order to succeed otherwise they will miss opportunities and lose business. Due to a large percentage of the population being online in some shape or form, digital media holds a big advantage, with brand recognition being easily increased via the several online channels that are available. [16] Another large advantage, as documented by Birchfield, is that it is much more straightforward for businesses to measure the results of their marketing campaign and to measure the overall return on investment (ROI) of their activities. [17] 

[bookmark: _Toc480742906]2.0.6 Disadvantages to businesses 
As well as the many advantages that digital marketing brings to a business, there are also a few drawbacks. Due to the cost of maintaining a good digital marketing campaign, small businesses may feel they cannot compete as they may not get a good reach, and make a loss overall. [18] Another issue, noted by Miryala, is slow internet connection. This happens when a business builds a website that is too large or complex which takes too long for users to download, which leads customers away. Another component leading users away from websites is e-payments, as many still don’t trust this method. [19] 
Considering the variety of digital media, it is expected that running a digital marketing campaign can be quite difficult. Managers who underestimate the importance of digital media will be at a huge disadvantage on account of how substantial a role the internet and digital communication plays in the success of a business. [20]
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[bookmark: _Toc480742908]2.1.1 Creating a successful marketing campaign?
Jagannathan et al. [21] acknowledge that the reason a business may use a marketing campaign is primarily to establish their brand, gain customers/fans and create profit. Research by Brandon clearly states that having a well-presented and easy to read digital marketing strategy is a vital tool for businesses to succeed. [22] Further research by Devine suggests that firstly, businesses need to understand what a successful marketing campaign actually consists of. Small details such as the use of contrasting colours, layout, emotion, engagement etc. are the difference between a bad campaign and a successful one. [23]
Research by Petersen et al. determines that the effectiveness of a successful marketing campaign is primarily measured via different metrics, which will be discussed in the next sections. [24]
In terms of football, research on social media marketing and key performance indicators concludes that leading brands in the industry should create a marketing campaign that successfully maximises their fan base, and that this should be their primary goal. [25] 
To tie everything together, a successful digital marketing campaign is one that simply uses the most appropriate channels to achieve the maximum impact. While there is an extreme amount of research on what makes a successful marketing campaign, Dodson [26] has simplified it into 4 easy steps: 
· The first is approach which is at the beginning, when a business needs to take a step back, identify any gaps in the market and create a marketing campaign that fills those gaps.
· Next is the audience, which naturally means that if the marketing campaign does not reach the correct people, then it will not be a success. Setting a target audience and communicating the marketing strategy is key.
· Activities comes third, which is setting up an action plan, objectives and a budget to create a successful marketing campaign.
· Analysis follows as the last step and importantly states that a digital marketing campaign does not have a beginning, middle and end and that it is a process that is continually changing. Businesses must understand that a digital marketing campaign has to be kept an eye on and will change on a regular basis. 
[bookmark: _Toc480742909]2.1.2 Can digital marketing be measured? 
Measuring a digital marketing campaign, although difficult, is entirely possible. Measuring is done with marketing metrics and websites or social media pages can be measured quite easily just by viewing the web analytics. This records features such as number of unique visitors, page views, duration of visit, number of likes, number of post interactions and so on. The only problem with this is whether or not this data is reliable. Flores points out that using Google Analytics [27] or At Internet [28] does not give the same measurements as using a website’s or social media page’s web analytic tools. [29] 
Facebook more specifically has a component called ‘Facebook Insights’ whereby companies can track user interaction with posts, week by week ‘like’ figure and post reach on their page. [30] Again, reliability comes into question, especially with the recent news story that Facebook has been exaggerating video views (which is a key metric some advertisers use). [31] This is not the first time Facebook has done something of this nature, with them previously being accused of recycling user’s likes to promote posts about certain products and stories. [32] 
Audience engagement is a significant measurement with regards to any social media platform, or even a business’s website itself. [33] With Swansea City for example, if their Twitter page has around 600,000 followers but on average they are only having 600 people interacting with each tweet then this would show an audience engagement of 0.1% with regards to Twitter only. This can then be done for Facebook, Google+, YouTube, Instagram and so on. 
Kaushik [34] states that marketing metrics can either be accurate or precise but not both. He recommends businesses choose to measure precisely rather that accurately as data is predictable therefore reproducible. In metaphor terms; “if you know where the shot will land every time you fire, you can predict what will happen when you fire the next shot.” 
[bookmark: _Toc480742910]2.1.3 What metrics to choose?[bookmark: _Toc479358815]Figure 1 - General Marketing Metrics

Figure 2 - Swansea City YouTube ViewsFigure 1 - General Marketing Metrics

There are many marketing metrics to choose from as can be seen in figure 1, and managers have a difficult task in choosing which ones are best to utilise for their business. 


In this present day, football clubs are businesses and Schwarz et al. [35] state that sports marketing metrics are utilised to evaluate the club’s impact on the environment, as well as their level of success and progress. A football club may use metrics to measure their relationship with the fans, measure their growth compared to the goals they have set or to determine their financial success. Schwarz et al. suggest sports teams use the conversion rate metric the most, due to being able to track the specific behaviour of a sports consumer. For example, to see if the consumer may have signed up for the newsletter, made a purchase or provided feedback. Another metric recommended by Schwarz et al. is the impression, which would allow football clubs to see how many times an advertisement or static banner is clicked.  
Another metric strongly recommended to be used by football clubs is the video analytic. This is because football clubs are being urged to dedicate more attention into online video and fan centric content as football related videos have an extremely high engagement rate with them gaining around 22% more views than any other category of video. [36] An example of video analytics can be seen in figure 2 with Swansea City’s video views over the last 6 months, taken from socialbakers. [37] 
[bookmark: _Toc479358816]Figure 2 - Swansea City YouTube Views

Figure 4 - Club website in 2016Figure 2 - Swansea City YouTube Views















[bookmark: _Toc480742911]2.2 Swansea City Football Club
[bookmark: _Toc480742912]2.2.1 Brief History
Swansea City, once known as Swansea Town, began as a football club back in 1912 and are based in South Wales. They joined the football league in 1921, and now have a strong foothold in the Premier League, which is the highest division in English football. [38] Swansea City played their football at the Vetch field up until 2005 when the Liberty Stadium opened and became their new home ground. 
After a lot of negative moments throughout the years with several relegations and the club nearly going into administration, 2003 was a turning point when a win over Exeter managed to keep them in the football league. From then on, Swansea managed to climb through the divisions to become the first Welsh club to play in the Premier League since it began in 1992. [39] Beating Reading 4-2 in the play-off final to gain promotion to the Premier League and winning the Capital One cup in 2013 with a 5-0 win over Bradford stand out as the pinnacle of Swansea City’s achievements to date. [40]
[bookmark: _Toc480742913]2.2.2 Key Areas of Change
Tony Petty
Tony Petty was announced as taking over the club in 2001, with the promise of investment for the club, which in the end proved to be wrong. He soon became a man who was hated by a majority of the fans, with them eventually trying to force him out of the club. [41] Although many would say the Petty era was dreadful, others would argue he was the best thing that ever happened to the club as it made them realise they were in danger of losing their football club. [42] At one point, there was a public outcry when Petty decided to attend one of the matches. This was when Petty realised he could no longer be a part of the club, as detailed in Nurse’s book, and sold his shares back and left. [43]
Supporters Trust
When the club was slowly being run to the ground by bad management, the supporters of Swansea City had decided enough was enough and stood up to fight for their club to make themselves heard. [44] The supporters trust launched in 2001 when 150 supporters turned up to a meeting and a man by the name of Dave Boyle was present to outline why the club could be run successfully as a not for profit organisation. [45] The supporters trust was a big turning point for the club, especially when they began to raise money just 6 weeks after their launch, due to the club being in a lot of debt. [44] This is a result of Tony Petty’s era in charge after buying the club for £1 and the supporters trust turned that around when Petty agreed a £20,000 buyout from them. [46] 20% of the club’s shares are owned by the supporters trust, and they are now seen as a leading example in terms of how a club should see its supporters, not just as customers, but people who can add more to the club. [47]
Despite Swansea City being one of the first clubs to have their fans as a shareholder, many more clubs have followed in their footsteps. There are now over 150 supporters trusts with Portsmouth, Oxford City, Darlington, Exeter City and Arsenal being a few. Supporter’s trusts are put in place to raise money for the club to settle any debts or to save the club from going into administration but also to allow the fans of the club to be more involved in any behind the scenes decisions. [48]   

There are 4 ways football clubs gain revenue. There are sponsorships, club transfers, match day revenue and merchandise. [49] 
Football clubs are run differently to most businesses as the stakeholders for the majority of clubs, are the fans, as is demonstrated with Swansea’s Supporters Trust. Fans do not only spend money on the club, but receive emotional gratification and a desire for their club to do well in return for investing their support in their club through both good and bad times. [50] 
Another way in which football clubs are different to other businesses is the loyalty of customers/fans. Customers of supermarkets or retail stores shop in all different kinds of stores regardless of what their favourite might be, with football on the other hand, once a fan has chosen what team they are going to support, they will be a fan for life. This can lead to fans being taken advantage of, with football clubs trying to gain as much money as possible. Although the clubs would argue that fans don’t have to buy any merchandise, a true fan would want to purchase a new kit every year for example. [51]
Digital changes
In 2013, Swansea City launched a commercial website (www.swanscommercial.co.uk) to allow supporters of the club to access any club commercial news easily. The club has designed the website with the fans in mind, with them being able to search for anything from ticket and hospitality information, charity work or community trust news. [52]  
There is a big difference in the club’s website when comparing 2002 (figure 3), to 2016 (figure 4).

Another important change, perhaps the most important in relation to this research, is the appointment of digital agency ‘Rippleffect’ to completely overhaul the club’s online presence for the beginning of the 2017-18 campaign. The digital agency have been selected to help the club enhance its global presence and create a digital portfolio that better engages with fans. [53][bookmark: _Toc479358817]Figure 4 - Club website in 2016

Figure 3 - Club website in 2002Figure 4 - Club website in 2016
[bookmark: _Toc479358818]Figure 3 - Club website in 2002

Figure 3 - Club website in 2002

To summarise, figure 5 can be seen below as documented by Szymanski [54]. This effectively condenses Swansea City’s history over the past 20 years and presents what is essentially their 7 steps to success. Figure 5’s first step begins when the supporters trust became a shareholder of the club, as spoken about previously. From then onwards, as the club rose through league 2, league 1 and the Championship and moved from the Vetch field to the Liberty Stadium, the club grew a name for itself and because of this were able to appoint managers with good reputations. With their players growing in confidence, great leadership and reassuring and caring about their fans, Swansea City finally managed to gain a foothold in the Premier League.   
Get rid of debts

Get rid of debts
Get the owners to put real money into the club 

Get the owners to put real money into the club 
Surround club with smart business people who are fans of the club 

Surround club with smart business people who are fans of the club 
Gain a foothold in the Premier League 

Gain a foothold in the Premier League 
Get local government to build stadium for the club

Get local government to build stadium for the club
Appoint great managers

Appoint great managers
Reassure and care about fans

Figure 5 - Swansea's 7 Steps to SuccessReassure and care about fans
[bookmark: _Toc479358819]Figure 5 - Swansea's 7 Steps to Success

Figure 6 - Manchester United Facebook LikesFigure 5 - Swansea's 7 Steps to Success












[bookmark: _Toc480742914]2.3 Manchester United 
[bookmark: _Toc480742915]2.3.1 Brief History
Newton Heath (the club’s name when it began back in 1878) was a football team for men who worked on the railways and joined the English football league in 1892. They finished bottom of the table in their first season, so the club was not always as successful as it is now. It was decided the club was to change its name to Manchester United in 1902 when a couple of men, including one by the name of John Davies, decided to save the club from going into administration. These same men bought some land in the Old Trafford area of Manchester in 1910 to build what is now a 75,635 capacity stadium nicknamed the ‘Theatre of Dreams’. [55]
1908 was the year the club won their first trophy (English League Title) and since then they have achieved 20 Premier League titles, 3 Champions League trophies, 11 FA Cup’s and 4 League Cup’s among a whole host of others. [56]
[bookmark: _Toc480742916]2.3.2 Manchester United’s Digital Marketing
Manchester United are one of the most successful football clubs in history with a reported 659million fans worldwide. [57] Manchester United have a successful digital marketing campaign so a comparison has been made with Swansea City.
Manchester United’s marketing campaign is a key factor in their success, with it helping them become the first football club to surpass a value of £1billion. [58] A successful digital marketing campaign ultimately boils down to connecting to the fans. Manchester United boast an impressive social media presence with 71,738,186 Facebook likes, as seen in figure 7 [59], 9.31million Twitter followers, as seen in figure 6 [60] and around 5million people accessing the club website every month. [58] While Swansea City have employed Rippleffect as their new digital partners, Manchester United work alongside HCL Technologies who are a leading IT service and have done for the past 2 years. [61]
A study by Harris shows that on average, sports fans spend around an hour and a half per week following their teams via social media, so football clubs exploiting their social media is key. [62] 


What Manchester United are doing successfully is keeping their fans engaged, an example seen in figure 8 [63], even though around 95% of them will never even get to see a match live at the stadium. This is supported by Shuv-Ami who declares that while football clubs do all they can to improve their performance, much more can be done in terms of marketing to improve fan commitment. Improving the experience of fans, both on and off the field, regardless of whether the team is winning or losing, builds fan engagement. [64] The club states that businesses simply cannot build a ‘one-size-fits-all’ marketing strategy for such a diverse fan base. They have also recognised that social media content in particular has to be tailored to suit all cultural differences with factors such as different internet speeds and so on [65].[bookmark: _Toc479358820]Figure 7 - Manchester United Facebook Likes

Figure 7 - Manchester United Twitter FollowersFigure 6 - Manchester United Facebook Likes
[bookmark: _Toc479358821]Figure 6 - Manchester United Twitter Followers

Figure 8 - Fan Culture EngagementFigure 7 - Manchester United Twitter Followers
[bookmark: _Toc479358822]Figure 8 - Fan Culture Engagement

Figure 9 - Local Fan EngagementFigure 8 - Fan Culture Engagement


After a brief investigation of Swansea City’s social media sites, no posts to international fans could be found, only posts to local fans, shown in figure 9 [66]. As stated previously, international fans very rarely get to see their team play live and their attendance is mainly via the use of digital media [67]. Swansea City should look at Manchester United as an example and engage more with their international fans on a regular basis, even if it is simply acknowledging cultural events. This will make those fans feel cared for by the club and could create more engagement. 








[bookmark: _Toc479358823]Figure 9 - Local Fan Engagement

Figure 10 - Number of Google SearchesFigure 9 - Local Fan Engagement

[bookmark: _Toc480742917]2.3.3 Comparisons
	
	Finance year 2014-2015

	
	Swansea City 
	Manchester United

	Turnover
	Joint 12th highest in League - £104m
	1st in League - £395m

	Income
	> Gate and match-day income £8m
> TV and broadcasting - £85m
> Commercial - £11m
	- Gate and match-day income £91m
> TV and broadcasting - £108m
> Commercial - £197m

	Wage Bill
	8th highest in League - £83m
	2nd highest in League - £203m

	Wages as proportion of turnover
	80%
	51%

	Profit/Loss before tax
	Profit of £2m, following £1m profit in 2014
	Loss of -£4m, following £41m profit in 2014

	Net debt
	£21m
	£255m

	Interest payable/Interest costs
	Interest payable - £200,000
	Interest costs - £35m

	[bookmark: _Toc480649215]Table 1 - Financial figures provided by the Guardian 
As seen in table 1, these are the financial figures of Swansea City and Manchester United for the year 2014-15, taken from The Guardian. [68] As Manchester United are such a successful and well-known club worldwide, it would be expected that their financial figures would be much higher than Swansea City’s, and for the most part they are. Although surprisingly, Swansea City made a profit before tax while Manchester United made a loss. Making a loss before tax could be for a number of reasons such as; not progressing as far in cup competitions as the previous season, spending more money on player transfers than selling, or not having as many sponsorships as the previous season. A profit can be made for exactly the opposite reasons such as selling a high profile player to another club and spending less bringing new players in, doing well in the league and cup competitions and creating more sponsorship deals than the previous season.




	
	Swansea City	
	Manchester United

	Facebook
	1,314,232
	71,738,186

	Twitter
	638,000
	9.35million

	Instagram
	137,000
	14.6million

	Google+
	23,103
	6,784,703

	YouTube
	20,128
	N/A

	Pinterest
	138
	182,500

	[bookmark: _Toc480649216]Table 2 - Social Media Followers
Table 2 simply shows the amount of followers both teams have on each social media site. Once again, as expected, Manchester United have far more followers due to their large global fan base. The one difference that can be seen is that Manchester United do not have a YouTube channel, this is primarily due to broadcasters paying them for exclusive rights to all highlights. They also have a TV channel which fans can subscribe to therefore they would be losing a lot of income as YouTube can be viewed for free.  


[bookmark: _Toc479358824]Figure 10 - Number of Google Searches

Figure 11 - Google Searches by RegionFigure 10 - Number of Google Searches











Figure 10 above shows the number of Google searches for ‘Manchester United’ and ‘Swansea City A.F.C’ from 11th December 2011 to date of search. [69] The peaks for both teams occur together on a regular basis, this may be because it is game day and people will be searching to find out team news, scores and so on. Manchester United are coming out on top with far more searches which again is due to the many millions of fans across the world. However, as seen in figure 11, Swansea come out top in searches in Iceland, South Korea, Ukraine and Kazakhstan (the countries coloured in red). Iceland and South Korea are understandable as 2 of Swansea City’s key players are from these countries, Gylfi Sigurdsson from Iceland and Ki Sung Yeung from South Korea. However, surprisingly, Swansea City top the searches in Ukraine and Kazakhstan where there is no visible explanation.
[bookmark: _Toc479358825]Figure 11 - Google Searches by Region
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[bookmark: _Toc479358826]Figure 12 - Manchester United Brand Strategy
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Manchester United’s brand strategy above was taken and adapted from Turkenich [70]. An assumption can be made that this brand strategy is how the club have become so successful, by engaging the fans with the core activity of football, the fan base is increased and then monetised.
While Manchester United’s brand strategy is easy to research due to the club being well known and used in many case studies and examples, Swansea City’s brand strategy however, could not be found. Further research needs to be completed on a strategy for Swansea City. 
[bookmark: _Toc480742918]2.4 Summary
The rise of digital marketing works alongside the changes over the lifetime of the Premier League, early 1990 until the present day. The digital marketing timeline shows the key dates for when each social media site began, when mobile use overtook PC use, internet viewing surpassed TV viewership, and when analytics began. Each of these points are extremely important for an organisations marketing campaign and utilising each will help with creating a successful one. The use of analytics in particular has become very important as this is the way in which a campaign is measured, via metrics such as video analytics, the conversion rate or an impression. 
Manchester United were used as a basis for a football club with the most successful marketing campaigns. They were the first club to surpass a value of £1billion and their brand strategy could be the reason for this, using their core activity football to gain more fans and then monetise them. 
Swansea City have had a few key areas of change in their lifetime such as Tony Petty, the Supporters Trust and various digital changes and their 7 steps to success have led them to gain a foothold in the Premier League. This research at the time of writing was relevant due to Swansea employing Rippleffect to overhaul their current digital approach, and with Swansea not having a current brand strategy that can be found, this project will continue forward to research into and recommend a strategy for Swansea.  
 






[bookmark: _Toc480742919]Chapter 3 - Research Methodology
[bookmark: _Toc480742920]3.0 Introduction
This next chapter introduces and discusses the research methods used to gather data. These will be discussed in further detail in the subsequent sections. The researcher has explained the data collection methods used, the reason for choosing those data collection methods and how the data was analysed once collected. Reliability, validity and generalisability were also explained. 
[bookmark: _Toc480742921]3.1 Data Collection
[bookmark: _Toc480742922]3.1.1 Data Collection Instruments
There were two types of research methods used to gather data, these were a critical weighted ranking framework and a survey. 
The first method chosen was a critical weighted ranking framework and this was used to weight certain features on a football club’s website. Each feature for different football clubs were then ranked overall on how easy the feature was to find, and how good it looked. It was chosen that the framework be done this way as opposed to a simple checklist. A checklist was not chosen due to football club websites generally being very similar so every feature for all clubs would most likely be ticked. By allowing fans to test the website themselves and give each feature a rating, different clubs would have different weightings, which makes for more interesting data.
Creating this framework was easy and could quickly be edited if anything was incorrect, which was a big advantage. Once the framework was created to weight the features for Swansea City’s and Manchester United’s websites, the framework could then be used to quickly weight all other Premier League clubs.
The only major disadvantages to this method were that responses could be biased. Asking Swansea City fans to rate their clubs website could be partial as they may believe their club is the best. Another disadvantage was a difficulty in gathering responses as it is not as simple as filling out a survey for example. The author easily worked around this by asking people they knew as opposed to trying to do this method online. 
The aim of this entire project was to obtain real time data regarding digital media preferences from Swansea City Football Club fans. Therefore, surveying the fans themselves on what their preferences are was the best way to gather data. The fans opinions were then used along with other data to make recommendations to Swansea City’s digital media use. The survey method was chosen because it had given the author the chance to collect data from a large number of respondents to attain the most reliable and accurate data as was possible. Additionally, a survey was created because a number of different and specific questions can be asked. This allowed the author to ask the exact questions they wanted the responses to, to help answer the overall research question.
The survey could be given out either in person or online on various different social media sites or websites to get as big a reach as possible. As stated, this gives the opportunity to receive a large number of responses which results in more reliable and accurate data. A high response rate also helps ensures that the responses are a representative to the target population. Online surveys and data collection then allow graphs to automatically be made. Surveys are also easy to edit once they are created, so if any mistakes are made, changes can be done quickly and easily. Online surveys give the opportunity for real time data capture, and can be automatically converted into graphs/charts for immediate data analysis. One big disadvantage of doing surveys, especially online, is that there could be a low response rate. To combat this, the survey was sent out to as many channels as possible to try and obtain as many responses as possible. Another disadvantage to this method is that opinions are limited when asking closed question, to work around this problem, open questions were asked to allow fans to give more of an open opinion. 
[bookmark: _Toc480742923]3.2 Survey Objectives
The following objectives were set out by the researcher before designing the survey:
· Investigate fans’ online media preferences
· Identify which digital media platform is the favourite
· Assess whether the fans are happy with the current digital media use
· Consider the fans match day habits
[bookmark: _Toc480742924]3.3 Target Group
Swansea City fans of any age, gender, ability etc. were the target group for this survey. The aim was to receive at least 50 survey responses but the researcher ideally wanted to gather around 100 responses from this target group.
[bookmark: _Toc480742925]3.4 Survey Design
Alternative football digital media surveys [71]–[74] were researched for inspiration as well as looking back at the literature review to establish the following questions. The questionnaire itself can be found in appendix 1.
Questions 1, 2 and 3 asked the participants for their age, gender and postcode. These three questions were added at the beginning of the survey to see how large of a demographic there was answering the survey. The participants were asked to provide their age to find out the general age groups that answered the survey. This question also helped better understand different answers to the same questions as people of different ages may answer questions differently. A correlation between people’s ages and other areas such as their favourite digital media platform or how long they have been supporting Swansea City was then created. The second of the demographic questions was asking for gender. This was asked due to different genders having a different way of thinking therefore the survey results could differ based on that alone. Research was made before hand to ensure the gender question was asked in a specific way [75]. Next, people’s postcodes were used to determine where in the world each person taking the survey lives. This gave valuable insight into where geographically a sample population of Swansea City fans derive from. Looking back at the literature review were a map of ‘google searches’ was included, although it is expected that a large proportion of fans are from Swansea itself, this question was put in place to determine whether or not there is a wider demographic. 
Question 4 asked the participants how long they have supported Swansea City football club. The longer somebody has supported the club, the more they may be aware of the different digital marketing strategies that Swansea use. This question was also asked to see if there was a correlation between how long a fan has supported the club with how much of a presence they have online.
Question 5 was added to seek out which of Swansea City’s digital platforms is used the most and also helps discover if there are any platforms that are not being used at all. A rating section was also in place for the fans themselves to rate each of the digital platforms they use. This question helped a great deal in determining what the fans’ preferences are, which was the aim of the project itself.
An open ended question was left at the end to ask why people are not using Swansea City’s digital media platforms although they are fans of the club. Referring back to the literature review where it was discussed that Swansea City did not engage much with their fans, especially the international followers, this part of the question helped to determine whether or not this was one of the main causes for fans not using their digital media platforms. 
For question 6, the researcher sought to find out how many hours on average during a week in the football season the fans spent browsing through Swansea City’s digital media content. Again, referring back to the title of the project, by having an idea of how much time fans are spending on the club’s digital media, this was one indication of how effective Swansea City’s digital marketing strategy is.
Question 7 aimed to identify which digital media platforms the participants used to follow Swansea City’s action on match days. This was to help identify which digital platform Swansea City should be focusing on during match days. On the other hand, it also identified whether there were any problem areas or possible gaps in the market. 
Another multiple choice question was used in question 8, which investigated the ways in which the participants engage with Swansea City’s digital media content. Whilst finding out what the fans’ preferences are, it was also important to explore if, and in which ways, they engage with the content. This links back to the literature review where it was discussed how important it is for football clubs to create content that has all of their fans engaging.
Next was question 9, which simply asked which devices the fans use to access the club’s content. This question aimed to bring attention to whether or not the club needs to tailor their content more specifically towards devices such as mobiles and tablets as opposed to the standard PC. 
Lastly, for question 10, an open ended question allowed the participants to suggest any changes the club should make to their digital media use, if necessary. This question was perhaps one of the most important as one of the objectives of this project was to make recommendations to Swansea City’s digital marketing. Along with other information gathered, the fan’s suggestions were important in order to complete this objective.


[bookmark: _Toc480742926]3.5 Reliability and Validity
Prototyping the survey was the first way to make sure the survey was reliable by confirming that there are little or no errors within the questions themselves. There also had to be a good balance with the questions asked, the more questions there are, the more reliable the data would be, however, the longer the survey the less likely it is that people will take part in it. Therefore, there had to be a good balance with the questions asked, to not only make sure people finished the survey fully, but to gain as reliable data as possible. 
The larger the response rate is, the more reliable the data would be so it was ensured to gain as large a collection of data as was possible. 
The survey was designed to ask specific questions that measured information that the designer was looking for and ensured validity by sending out the exact same questionnaire to every single respondent so they were answering the same questions. There was also little or no communication between the survey designer and the respondents. The questions were designed in a way that the respondents could see a flow between each of them and were kept short and simple. 
Guaranteeing validity can be done by sampling an accurate representation of the population that the researcher wants to gather data from. In this particular situation, it is not possible to sample an accurate representation of Swansea City football fans due to the club having millions of supporters. However, a large number of responses were gathered to gain the most accurate and reliable data possible for the time span given for this project.  
Lastly, the survey was then prototyped, which was another way that helped to ensure validity. 
[bookmark: _Toc480742927]3.6 Generalisability
The survey is generalisable as far as the Premier League. The survey could be adapted to adhere to any team that is situated in the Premier League however would probably not be able to concentrate on teams from the lower English divisions, or teams from the Spanish, Italian or French leagues for example due to them being completely different with fewer resources, different fans and so on. 


[bookmark: _Toc480742928]3.7 Prototyping
The survey was prototyped by handing it out to a select few participants including the staff member overseeing this project. The survey was prototyped to ensure there were no issues and that the questions that were being asked were valid and in the best order possible. A prototype was set out to also find out what sort of results could be expected and whether the survey could be completed in a timely manner with no problems.
Feedback was received from both participants who prototyped the survey. Only one minor change was made by the researcher to the original survey, which was to include additional postcode district examples to ensure people understood the concept of postcode districts. Other feedback given was to add follow up questions asking why the fans do not engage or follow the club on match days if they chose the corresponding option. The researcher decided not to incorporate these questions as it was felt that the survey would become too long. 
[bookmark: _Toc480742929]3.8 Results Analysis
As the survey was sent out purely online, there was no need to spend time gathering and inputting the data into software such as Microsoft Excel for example. Survey Monkey was used to create the survey so the data was automatically collected whenever a participant filled out the questions. 
Some results were set into categorical data meaning the results could be viewed in category segments such as different age groups, geographical segments, percentage of people who use different digital media platforms and so on.
Bar charts and graphs were used to show simple data such as how many people there were of each age, how many years they have supported the club and which digital media platform is used the most. Dual Axis charts were used to create correlations between different factors such as age and which digital media platform is the favourite and then a word cloud was used for the open questions that were asked in the survey. 
Correlation was used as stated above to visualise whether there was a relationship between factors such as age, how long the fans have supported the club, what digital media they use and which platform was their favourite. A test of statistical significance was also implemented on some of the data.
[bookmark: _Toc480742930]3.9 Summary
To summarise, chapter 3 discussed the data collection instruments used, the target population, the survey objectives and design, as well as how the data collected was analysed. The researcher also explained how the survey was reliable, valid and generalisable.  
The researcher used two different research methods which incorporated both quantitative and qualitative data. This data will be used and analysed in the next chapter. 


















[bookmark: _Toc480742931]Chapter 4 - Analysis
[bookmark: _Toc480742932]4.0 Introduction
This chapter continues on to discuss and analyse the results gathered from both the critical weighted ranking framework and the survey. These results will be looked at in detail, described and some recommendations for further research will be suggested. A total of 194 survey responses were received and 10 people took part in offering feedback for the critical weighted ranking framework.
[bookmark: _Toc480742933]4.1 Critical Weighted Ranking Framework Results
	Features of a Football Club’s Website

	Criteria 
	Rating
	Swansea City

	
	
	#1
	#2
	#3
	#4
	#5
	#6
	#7
	#8
	#9
	#10

	Fixtures & Results
	4
	16
	16
	12
	16
	16
	16
	16
	12
	16
	12

	Highlights
	2
	2
	2
	4
	4
	0
	4
	4
	2
	4
	0

	Ticket Information
	5
	20
	10
	25
	20
	25
	25
	25
	25
	10
	15

	Store
	4
	8
	12
	12
	12
	12
	16
	4
	12
	8
	12

	Squad Information
	3
	9
	3
	9
	9
	6
	9
	6
	3
	6
	6

	League Table
	2
	2
	2
	4
	4
	4
	4
	2
	2
	2
	2

	Social Media Links
	5
	25
	25
	25
	15
	20
	25
	20
	20
	20
	20

	History
	2
	2
	2
	4
	4
	2
	2
	4
	2
	2
	4

	Total
	-
	84
	72
	95
	84
	85
	101
	81
	78
	68
	71

	Overall Total
	819


The framework was created to allow 10 people to rate certain features of Swansea City’s and Manchester United’s website based on how easy the feature was to find, and how good it was. 



	Features of a Football Club’s Website

	Criteria 
	Rating
	Manchester United

	
	
	#1
	#2
	#3
	#4
	#5
	#6
	#7
	#8
	#9
	#10

	Fixtures & Results
	4
	12
	16
	8
	12
	16
	12
	12
	12
	12
	16

	Highlights
	2
	0
	2
	4
	2
	0
	0
	0
	0
	2
	0

	Ticket Information
	5
	10
	10
	20
	20
	25
	25
	25
	25
	25
	20

	Store
	4
	12
	12
	8
	12
	16
	16
	16
	16
	12
	12

	Squad Information
	3
	6
	6
	9
	6
	9
	9
	6
	6
	9
	3

	League Table
	2
	2
	2
	4
	2
	4
	2
	4
	2
	4
	2

	Social Media Links
	5
	15
	5
	15
	20
	25
	25
	25
	25
	25
	20

	History
	2
	4
	4
	4
	2
	4
	4
	4
	4
	2
	4

	Total
	-
	61
	57
	72
	76
	99
	93
	92
	90
	91
	77

	Overall Total
	808


[bookmark: _Toc480649217]















Table 3 - Swansea City Framework Results




















[bookmark: _Toc480649218]Table 4 - Manchester United Framework Results

As can be seen via the two frameworks, Swansea City have a total rating of 819 while Manchester United have a total rating of 808. In summary, the participants for this particular research method believe Swansea City’s website is better than Manchester United’s based on the features and ratings given by the researcher. 
The expectation here was that Manchester United’s rating would be much higher than Swansea’s because as was shown in figures 3 and 4, the Swansea website could still be vastly improved. However, it seems that these results here show that Manchester United’s needs to be improved further again. 
These results were then used to determine some of the survey questions to further examine fan’s opinions and preferences on the club’s website and other digital media platforms. 








[bookmark: _Toc480742934]4.2 Survey Results
[bookmark: _Toc480742935]4.2.1 Age
Participants were first asked to answer their age from various age ranges. All 194 participants chose to answer this question with 6.7% of respondents being under 18, 43.3% ranging from 18-25 years old, 18.56% being 26-35, 10.31% falling in the 36-45 category, another 10.31% being 46-55, 7.22% aging between 56-65 and the remaining 3.6% being aged 66 or over.[bookmark: _Toc479358827]Figure 13 - Graph to show age ranges

Figure 14 - Graph to show genderFigure 13 - Graph to show age ranges


It was expected, due to providing the survey online only, that a large percentage of responses to this survey would be from people from the ages of 18-35 years old as research shows that people between these ages are far more likely to spend time online to those who are over 35 [76][77].  

[bookmark: _Toc480742936]4.2.2 Gender[bookmark: _Toc479358828]Figure 14 - Graph to show gender

As can be seen, a majority of the participants who answered this survey were male. This was expected by the researcher as football is a male dominated sport[78][79], although, the number of women interested in football has increased, especially within the Premier League.[80]
These results show a representation of the SCFC female fan base of 15.9%. However, research shows us that females count for around 25% of football fans in the Premier League.[80] Thus, meaning that this research shows a fan shortfall of 9.1% for the football club, according to the national average fan base statistics. In relation to how SCFC generates revenue, i.e. through tickets and merchandise, this 9.1% is a significant amount. If we review this shortfall in relation to ticket sales, SCFC’s stadium holds around 20,000 supporters.[81] If we translate the percentage into a shortfall in ticket sales, this could mean 1820 unsold tickets. An average ticket costs the public £30 [82], meaning a potential loss of £54,600.
However, research shows us that SCFC’s stadium capacity on game days is around 99.44% sold out.[83] Therefore, technically speaking, at current, the stadium is not losing the £54,600 estimated. Although, in view of future marketing strategies and revenue streams for SCFC, this 9.1% cannot be ignored.
Due to the disparity in national average against our survey results, we can suggest to SCFC to target women and ensure their campaigns are including women in their social media activity. Although, we are not suggesting that SCFC do not include the female demographic in their activity, however, we cannot ignore the statistics. 






[bookmark: _Toc480742937]4.2.3 Postcode
The researcher decided to show 3 separate maps due to the variety of locations gathered. Map 1 shows the United Kingdom and Europe, map 2 shows the United States and Canada and map 3 shows Australia and New Zealand. 
In the literature review, a map of google searches illustrated where people across the world were searching for Swansea City. The countries with the most google searcher were Iceland, South Korea, Ukraine and Kazakhstan. With this in mind, there was a small expectation that there would be some respondents from these countries, on the other hand there was a much bigger expectation that the majority of respondents would be residing in South Wales, mainly Swansea itself. [bookmark: _Toc479358829]Figure 15 - Map showing locations of fans in the UK & Europe

Figure 17 - Map showing fans locations in Australia & New ZealandFigure 15 - Map showing locations of fans in the UK & Europe


The map of the UK and Europe shows a large proportion of respondents living in the UK, and as expected, in South Wales specifically. There was one respondent each in Ireland, Scotland, Denmark, Spain, Netherlands and Malta. 

The most surprising results appear in figures 16 and 17. A large percentage of Swansea City fans that answered the survey, live across the water in the United States, Canada, Australia and New Zealand. It can be assumed that the majority of these fans became fans of the club once they reached the Premier League in 2011 or because of the great story they had with their rise to the top division, as detailed in the literature review. Another explanation could be that these fans have family ties with Swansea.[bookmark: _Toc479358831]Figure 16 - Map showing fans locations in the USA & Canada

Figure 18 - Graph displaying years supported Swansea City FCFigure 16 - Map showing fans locations in the USA & Canada
[bookmark: _Toc479358830]Figure 17 - Map showing fans locations in Australia & New Zealand

Figure 16 - Map showing fans locations in the USA & CanadaFigure 17 - Map showing fans locations in Australia & New Zealand

Again, as discussed in the literature review, it is very important for football clubs to engage with all of their fans, both home and international, which Swansea City do not seem to be acknowledging much at the moment. This map, with its variety of fan locations, shows that these fans are very active with their interest in the club and SCFC should be keeping them engaged at all times. 
The researcher suggests as a recommendation for further research that the reasons behind the supporters supporting the club be investigated. For example, do they support the club due to locality or family, do they follow the team because of media coverage or because the club have American owners etc. 
[bookmark: _Toc480742938]
4.2.4 Club Support
Of the 194 respondents, 1 person decided to skip this question. The results clearly show that the majority of the respondents have either supported the club between 2-5 years or over 20 years. [bookmark: _Toc479358832]Figure 18 - Graph displaying years supported Swansea City FC

Figure 19 - Graph displaying which digital platforms fans useFigure 18 - Graph displaying years supported Swansea City FC


The researcher was expecting most of the respondents to have supported the club for more than 20 years due to a large amount of football fans generally supporting a club from when they are young, or some may even say from birth. However, with Swansea only rising to the Premier League in the last 6 years as discussed in chapter 2, it was also expected that a large number of responses would be for 6 years or below, especially with the wide postcode/city demographic received in question 3. 

[bookmark: _Toc480742939]4.2.5 Digital Platform Ratings by the Fans
This question aimed to investigate how many respondents were using each of the platforms, and then asked them to rate those particular platforms between 1 and 7. The researcher decided to show 2 separate graphs to display the number of people using each platform and the weighted average of each platform. The club website is the platform used the most, whilst YouTube was the highest rated. [bookmark: _Toc479358834]Figure 20 - Graph displaying weighted average of digital platforms

Figure 21 - Graph displaying fans' reasons for not following the club's digital media platformsFigure 20 - Graph displaying weighted average of digital platforms
[bookmark: _Toc479358833]Figure 19 - Graph displaying which digital platforms fans use

Figure 20 - Graph displaying weighted average of digital platformsFigure 19 - Graph displaying which digital platforms fans use

YouTube being the highest rated was not a surprise, considering YouTube is where the club posts behind the scenes content, post-match interviews, dressing room/tunnel cams and other unique content. This allows fans to feel they have a more personal relationship with their club’s players and become more invested with the team. Swansea City therefore, should utilise their YouTube channel to its full potential. This also coincides with research in section 2.1.3 where it is stated that football clubs should dedicate more attention into online video and fan centric content as football related videos have an extremely high engagement rate.
The club website is used the most by 165 respondents but is one of the lowest rated digital platforms. Along with suggestions that will be further explained in section 4.2.11, it is clear to see that SCFC should be looking to vastly improve their website and its content. 












[bookmark: _Toc480742940]4.2.6 Why don’t the fans follow/use the digital media platforms?
27 responses were gathered as to why fans do not use or follow Swansea City’s digital media platforms. There were not any real expectations to this question as it was left open for fans to make their own comments as opposed to giving them any choices. It was then decided, due to only having 27 responses, that the answers could be categorised as they were in the graph instead of producing a word cloud. [bookmark: _Toc479358835]Figure 21 - Graph displaying fans' reasons for not following the club's digital media platforms

Figure 22 - Graph displaying average time spent accessing SCFC's digital contentFigure 21 - Graph displaying fans' reasons for not following the club's digital media platforms

There is nothing special to note in this graph, as all but one of these categories are fans essentially saying they do not like a particular platform for various reasons. However, the most interesting point to acknowledge here is that there are fans who mainly use unofficial fan sites as opposed to Swansea City’s official platforms. 
Sites such as Reddit, forums and fan created websites may be being used because these are the only places that fans can come together within one community. These sites allow fans to create their own discussions and generate popular threads on topics such as the club’s heritage and so on.[84] 




[bookmark: _Toc480742941]4.2.7 Hours Spent Accessing Swansea City’s Digital Content[bookmark: _Toc479358836]Figure 22 - Graph displaying average time spent accessing SCFC's digital content

Figure 23 - Graph displaying how fans follow the club on match daysFigure 22 - Graph displaying average time spent accessing SCFC's digital content

Once again, 1 person decided to skip this question, leaving 193 responses. As can clearly be seen, 1-5 hours was the option chosen the most, with 112 responses.  

Research shows the average person in Britain spends around 3-5 hours online per day.[85][86] 
The researcher spends time following their club mostly on match days only, so they would fall into the 1-5 hours category, so an assumption was made that this time category would be the most successful. However, due to football fans varying in their levels of support towards a club, it was also expected that there would be a mixed response. For example, some fans spending more than 21 hours per week accessing Swansea City’s digital content would be expected as there are fans who dedicate their lives to their club and can be classed as ‘die-hard’ supporters. 

[bookmark: _Toc480742942]4.2.8 Match Day Following
Television is the platform most used to follow Swansea City on match days with this sample population. Radio and the club website have a low usage whilst only 2 of the respondents do not follow the club at all during games.[bookmark: _Toc479358837]Figure 23 - Graph displaying how fans follow the club on match days

Figure 24 - Graph displaying how the fans engage with the club's digital contentFigure 23 - Graph displaying how fans follow the club on match days


The researcher expected radio to have a higher number of listeners. Radio 5 Live and TalkSport are the 2 main sport stations in the UK and have listeners of the average ages of 45 and 40 respectively.[87] With the majority of our respondents being under the age of 35, this would perhaps explain why radio numbers appear so low. 
Television was expected to dominate the results, given that games and highlights can be viewed via a range of channels/programmes such as Sky Sports, BT Sport and Match of the Day etc. Despite this, with BT Sport costing around £30 p/mth and Sky Sports around £50 p/mth, television figures could be lower than anticipated as many households cannot afford to subscribe to these channels to view every one of their clubs games.



[bookmark: _Toc480742943]4.2.9 Engaging with Swansea City’s Digital Content[bookmark: _Toc479358838]Figure 24 - Graph displaying how the fans engage with the club's digital content

Figure 26 - Graph displaying fans' suggestions to change the club's digital platformsFigure 24 - Graph displaying how the fans engage with the club's digital content



There was a high expectation that like/dislike would be the most favoured way to engage with SCFC’s digital content. This is because Facebook, Twitter, YouTube, Instagram all have a like/dislike button on each post, picture, video etc. and enables the user to quickly and easily show an opinion about something and show interest without making a commitment and taking time to comment. 
Around 30% of respondents across the board either comment/reply, retweet or share content. This shows that these people have a higher level of interest in that particular post as the sharing, commenting or retweeting actions are committing more time to that specific post. In addition to this, the like/dislike function is more of a personal reaction whereas commenting, retweeting or sharing shows you want to engage on a more public level. 
29.5% of respondents stated that they do not engage with any of the digital content. However, in section 4.6, 27 responses (13% of respondents) showed people do not follow SCFC on certain digital platforms and 9 people (5% of respondents) skipped that question. With this in mind, this brings the percentage of people not engaging with SCFC’s content down to 11.5% which we can assume is quite low as many people may scroll through or read digital platforms for a variety of reason without engaging.

[bookmark: _Toc480742944]4.2.10 Devices Used to Access the Digital Content
192 responses were gathered for this question, with laptop being the device most used to access Swansea City’s digital content. [bookmark: _Toc479358839]Figure 25 - Graph displaying the devices used to access the club's content

Figure 27 - Correlation graph: Age vs number of years supporting the clubFigure 25 - Graph displaying the devices used to access the club's content


It was expected that smartphones would be the preferred way to access the digital content, especially with research showing mobiles have overtaken the traditional PC/laptop to access the internet so these results are quite surprising.[88] 
Further research could investigate whether or not fans access different content on different devices, e.g. streaming matches on PC/Laptop because they feel a larger screen makes for a better viewing experience or accessing social media on smartphones because there is a preference for the apps as opposed to the websites. Another example could be such things as viewing the league table, which cannot be clearly read as easily on the small screen of a smartphone. 







[bookmark: _Toc480742945]4.2.11 Fan Recommendations and Suggestions for Changes
This question could be determined as the most important questions in terms of one of the objectives of this project. Collecting suggestions from the fans themselves helped with the final recommendations at the end of the project. 57 respondents decided to suggest changes that could be made to the club’s digital media platforms. [bookmark: _Toc479358840]Figure 26 - Graph displaying fans' suggestions to change the club's digital platforms

Figure 25 - Graph displaying the devices used to access the club's contentFigure 26 - Graph displaying fans' suggestions to change the club's digital platforms


This was once again an open ended question, so it was decided that the researcher would categorise each response. There were no expectations on this question, and as can be seen website improvements, behind the scenes content and fan engagement were the most suggested changes to be made. However, ‘no changes’ also came out with a high number of responses and it can be assumed that the 137 people that did not respond also think there should be no changes. 
It was discussed in the literature review that SCFC’s website, although improved from back in 2002 when it was launched, that it could still be vastly improved and that the club do not engage with their home and international fans as much as Manchester United do. This is clearly something a sample of fans believe should be changed. 
Another survey, conducted by Rippleffect (who now work alongside Swansea City, as explained in the literature review) was aiming to investigate what football fans want from a football club’s digital offering.[89] The top 5 answers were behind the scenes content, the club to own its own news, content on all digital platforms, all fans to feel a part of the action and feel valued as individuals. Behind the scenes content, fan engagement and more content on all platforms were also suggested in the researcher’s survey, which clearly shows these are issues that need to be addressed.  
[bookmark: _Toc480742946]
4.3 Survey Results - Correlations 
[bookmark: _Toc480742947]4.3.1 Age vs Number of Years Supporting the Club [bookmark: _Toc479358841]Figure 27 - Correlation graph: Age vs number of years supporting the club

Figure 28 - Correlation graph: Age vs time spent accessing the club's digital contentFigure 27 - Correlation graph: Age vs number of years supporting the club


There was an obvious expectation in that anyone under the age of 18 would not have been supporting the club for more than 20 years and as can be seen, this is true. It seems that ‘more than 20 years’ is the most chosen category, as the age range increases. 
It can also be seen that very few of the respondents have been supporting the club for less than 2 years and this means not many fans have joined in supporting the club since then. We could attribute this to their rise into the Premier League, nonetheless, measures could be taken by the club to continue with their acquisition of new fans by using their digital platforms to gain a larger following.
It can also be assumed from this data that there has been a shift in culture in terms of how people support football clubs. Research shows that many football fans choose their club because of their family and/or locality.[90] However, these results show that between the ages of 18 to 46, the variation for time supported has large discrepancies. We can assume that this could be due to a shift in football culture and that football supporters now choose their club based on many differing factors. 

[bookmark: _Toc480742948]4.3.2 Age vs Time Spent Accessing Swansea City’s Digital Content[bookmark: _Toc479358842]Figure 28 - Correlation graph: Age vs time spent accessing the club's digital content

Figure 29 - Correlation graph: Age vs digital media platforms usedFigure 28 - Correlation graph: Age vs time spent accessing the club's digital content


The stand out result here is that 18-25 year old are spending more time than any other accessing the club’s digital content. This is the standard, obvious expectation due to younger people spending more time online and are more user friendly with it. Respondents above the age of 36 showed a large decrease in time spent online in comparison to below age 26. A suggestion can be made that the club should perhaps try to target the older ages more with their digital media. 
Additionally, the most loyal supporters with relation to figure 27, time supporting the club, are aged 56+ therefore another suggestion to the club would be to recognise these fans more via social media as their loyalty to the club is regardless of the club’s status. 
[bookmark: _Toc480742949]4.3.3 Age vs Digital Media Platforms Used [bookmark: _Toc479358843]Figure 29 - Correlation graph: Age vs digital media platforms used


Due to the wide range of ages within the questionnaire applications, the range of preferences for digital media platform is varied. Additionally, a large percentage of the responses fell into the age bracket of 18-25 and in that age bracket there is no clear winner to make any judgements on. Furthermore, the responses from the age of 46+ had low numbers so it would be irrelevant to make any judgements based on these figures. Although, general preferences have been commented on in section 4.2.5. 
For further research, it could aid this analysis if each age range, for validation purposes, had a reputable number of responses, e.g. 50 responses per age bracket. This would then allow researchers to make viable judgements and comments. 





[bookmark: _Toc480742950]Chapter 5 - Evaluation
[bookmark: _Toc480742951]5.0 Introduction
In this chapter, the key findings of the data analysis will be looked at. We will also be looking back to the literature review to see whether or not the data gathered backs up the research from chapter 2. The aim and objectives will also be re-examined and it will be discussed if each of them have been met or not, and why that is. Finally, if the project were to be done again, considerations will be made as to what would be done differently. 
[bookmark: _Toc480742952]5.1 Key Findings 
In chapter 4, the data collected from each survey question and the criteria weighted ranking framework were discussed in detail. In this section however, the key findings will be explained.
The first key finding came in question 3 where it was found that a large proportion of the respondents are overseas fans ranging from the United States of America, Canada, Australia, New Zealand and various countries around Europe. Swansea City should be looking to keep these fans engaged at all times via their digital media platforms to keep them satisfied, especially given that a majority of these fans may never attend a live match.  
The next key finding was found in the results for question 5, with YouTube being the highest rated of Swansea City’s digital platforms, and the club website being the most used although it was rated quite low. This shows that the club website need to be improved, given the amount of fans who regularly use it. The club should also be utilising their YouTube channel to its full potential, by providing behind the scenes content on a regular basis.  
Question 10 also produced more key findings with fans giving their suggestions on what changes should be made to Swansea City’s digital media use. This gave valuable insight from the supporter’s perspective which the club should be taking into consideration as it is ultimately the fans who are using these digital platforms day to day.  
[bookmark: _Toc480742953]5.2 Does Our Data Back Up the Literature Review?
In this section, we will be looking back to certain aspects of the literature review in to see if the data collected from the survey and framework supports the research considered in chapter 2. 
As mentioned many times within the literature review and analysis chapters, Swansea City’s website has many improvements that could be made to it, and with certain answers from questions 5, 7 and 10, this agrees with what is being said. However, the data collected from the framework shows respondents giving Swansea City’s website a higher rating overall than Manchester United’s. 
Another point that has been acknowledged many times is fan engagement, in the literature review, research showed that Swansea City were not engaging with their international fans enough and this is also backed up by suggestions made in question 10 of the survey. This also aids research in section 2.0.3 that states the need for good content and engagement will never stop. 
More research in section 2.0.3 by Ryan, suggests that in the near future, all digital media posts will be purely content. With fans suggesting they want more behind the scenes content, faster content and a larger body of content on all platforms, this could agree with what is being said by Ryan. 
Lastly, research by Harris in section 2.3.2 indicates that a fan will follow their club via digital media for an average of 1.5 hours a week. The data collected from question 6 could be said to agree with this research as the category chosen the most was 1-5 hours.      
[bookmark: _Toc480742954]5.3 Meeting the Aim and Objectives?
Aim
The overall aim of this project is to obtain real time data regarding digital media preferences from Swansea City Football Club fans, in order to provide recommendations and changes to the digital media use within Swansea City Football Club.
It can be concluded that the aim has been fulfilled as feedback and data regarding the fans digital media preferences was received by 194 survey respondents and these were used as a basis to provide recommendations to the club. 
Objectives
I) To create and distribute a questionnaire to Swansea City Football Club fans, which focuses on the individuals digital media preferences 
This first objective has evidently been met by creating and distributing the survey online to gather the results discussed in chapter 4.
II) To compare Swansea City Football Club’s digital media use with Manchester United Football Club’s digital media use
This objective has also been completed, this time in chapter 2, sections 2.3 and 2.4. Manchester United were used here as a case study, having the ‘ideal’ football club strategy and being seen as the club to aspire to. They were then used as a comparison to Swansea City. This was done by using the two club’s financial figures for the 2014-15 season and their history and story for their rise to the Premier League and their current situation. The researcher then specifically looked at the club’s digital media use/strategy in sections 2.2.2 and 2.3.2 and looked at their social media follower statistics in section 2.3.3.
III) To amalgamate the data gathered with industry advice, through the use of academic literature and industry journals, in order to provide a basis for recommendations 
This objective has also been completed, as in chapter 6, recommendations are made for further research and also to Swansea City Football Club on any changes that can be made to their current digital media strategy. The data collected via the survey and critical weighted ranking framework was amalgamated with the literature and research collected in chapter 2 to provide these recommendations. 
[bookmark: _Toc480742955]5.4 Are the Answers as Expected?
The majority of the data received, as already discussed, was as expected. Although there were some surprising results. The most surprising of the data received was that there are so many overseas fans supporting Swansea City, particularly in the United States of America. As previously stated, further research could investigate why this is. 
Finally, the researcher was expecting a very low number of people to make suggested changes for the final question of the survey, so was very surprised when 57 responses were received. 
[bookmark: _Toc480742956]5.5 What Would Be Done Differently?
If the project was done again, some things would be done differently. Firstly, the researcher’s time would be managed more efficiently to have completed additional research. More specifically, the researcher would like to have conducted a number of interviews with people who work for Swansea City’s information technology or marketing teams which then could possibly have enabled more specific survey questions to be asked to the fans. 
With regards to the survey itself, if it was to be sent out once more, the researcher would change some of the questions slightly. E.g. have more narrowed down categories for questions 1 and 4 to get a wider range of answers. 
The researcher would also allow more time to receive a greater survey response, particularly by sending it out personally to gather more respondents of a higher age range. 






















[bookmark: _Toc480742957]Chapter 6 - Conclusions and Recommendations

[bookmark: _Toc480742958]6.0 Conclusion
The use of digital media platforms for the purpose of football marketing is on the increase and this was shown to be evident in the literature review. An overview of digital marketing was given and the literature review discussed its history, future and its advantages and disadvantages. This was condensed down more specifically to the subject of football, with research showing that football clubs now realise that using digital media is how they will improve and expand their club, either for marketing purposes or to communicate with their fans. 
A section of the research examined how to create a successful marketing campaign and how football clubs should create a marketing campaign that successfully maximises their fan base. They can then measure this via metrics such as conversion rate, impressions and video analytics. 
Comparisons that were made between Swansea City and Manchester United identified that although Manchester United are a more successful club, their financial records for 2014-15 show that a loss was made in comparison to Swansea City showing a profit. 
Key findings from the survey that was conducted show that Swansea City have a large amount of overseas fans, particularly in America. Another key finding established that the fans rate YouTube as the highest of Swansea City’s digital platforms, although the club website is the most used. The final question of the survey produced further key findings with the suggestions the fans themselves gave on changes that could be made to the club’s current digital media use. 
With the digital agency, Rippleffect, being appointed by Swansea City, it shows a realisation by the club that in order to have an effective digital marketing strategy, they need to invest in this area as some of the largest opportunities to engage current and potential supporters are through the use of digital and social media. 


[bookmark: _Toc480742959]6.1 Recommendations for Further Research
Some of the findings in this research were not anticipated and can pave the way for further research. The reasons why overseas supporters are supporting Swansea City Football Club is one aspect that can be researched further in the future to determine whether or not family, media, the club’s story etc. are the reason for them following the club. 
Another finding that was not anticipated was the laptop being the most used device to access the club’s content. Further research could investigate whether fans access football content on various devices for different or specific reasons. For example do fans stream games on their laptops/pc because they like watching on bigger screens as opposed to the small screens of tablets/smartphones?
Further research could re-examine the research methods used in this project. With regards to the survey, questions could be changed to accommodate the changes suggested above and a suggestion that a larger number of survey responses are gathered for each age range to get a more reliable set of answers for each category. 
The researcher suggests that in future, interviews be used as a research method to gather more specific data about the club itself. Interviews with employees from Swansea City Football Club’s IT or marketing departments could be a great way to get more insight into the club’s digital strategy.
[bookmark: _Toc480742960]6.2 Recommendations to Swansea City Football Club
As well as making recommendations for further research, there are also recommendations that can be made to Swansea City Football Club on how to improve their digital strategy. 
Website Improvements 
· The first recommendation that is going to be made is to vastly improve the club website. Features such as functionality, accessibility, highlights should be added or enhanced to give the website a better user experience. 
Utilise YouTube
· The club could also be utilising YouTube to its full potential as fans are currently rating it as their favourite of the club’s digital platforms and they are suggesting that more behind the scenes content should be made, therefore it is recommended that Swansea City create more unique videos on a much greater frequency than they are currently doing. 
Engage With Fans
· Engaging with fans, especially those overseas, should be a top priority for the club. It seems at the moment that this is not happening often, therefore this is something that needs to be changed to keep the supporters as engaged and satisfied as possible. 
Involve All Fans
· As well as engaging with home and international fans, the club needs to cater their content towards the involvement of all fans. Their content should try to target women, disabled fans and older loyal fans who also need to be acknowledged alongside everybody else. 
View Fan Suggestions
· Finally, looking back to section 4.2.11, the club will find every suggestion made by the respondents of the survey. In addition to the proposals made by the researcher, Swansea City could take each of these fan recommendations on board.













[bookmark: _Toc480742961]Chapter 7 - Reflection

Self-reflection is an important part of learning and Christensen states that “you’ll reap the most rewards by spending time reflecting on your experiences.”[91]
Completing this dissertation has been an enjoyable experience for the most parts, especially when doing research specifically for football, however, it has been difficult to motivate myself at times. When I started planning for this project, I thought managing my time would be straightforward, but having a part time job, family commitments and playing football myself, my time was a lot more restricted than first thought. However, I believe my time management, self-discipline and organisation skills have improved whilst doing this project. 
I had some research skills prior to doing this project due to undertaking other University assignments but I feel they were greatly improved as a result of administering this project, particularly my skills in searching for specific literature and academic journals. 
The primary research aspect of the project was enjoyable and I managed to gather a good amount of data to analyse. I found that it was important to pilot the survey and next time I would have more respondents take part in a pilot study to make sure every question is as clear as possible with an adequate amount of categories. As previously said, if time was not as limited as it was, I would have conducted interviews with employees of Swansea City Football Club as I believe that the additional research is something that could have enhanced the project. 
Overall, this project has been a pleasant experience especially having had the opportunity to research into a field that I have been interested in for many years. Additionally, this project has helped me discover my career options. Football is my passion, having competed in it for over 10 years. This project has helped me identify that my career within information technology can be combined with football, which is an area I plan to explore.
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Appendix 1 
1.What is your age?
· Under 18
· 18-25
· 26-35
· 36-45
· 46-55
· 56-65
· 66+

2. What gender do you identify as?
· Male
· Female
· Prefer not to answer 
· Other ______________________
3. Please provide your postcode district (e.g. SA1, CF32, GL13) 
___________________________________________________
· Prefer not to say

4. How long have you supported Swansea City?
· Less than 2 years
· 2-5 years
· 6-10 years
· 11-20 years
· Over 20 years






5. Based on the Swansea City digital platforms that you use/follow, please rate them from 1-7.
(If you do not use any of the platforms stated below, please move on to question 5B)
	
	Poor
	
	Excellent

	
	1
	2
	3
	4
	5
	6
	7

	Club Website
Facebook
Twitter
Instagram
YouTube
Email 
Google+
SwansPlayerHD
Jack Magazine
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	



5B. If you do not use/follow any of Swansea City’s digital media platforms, please state your reason(s) below.
_______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

6. During the football season, how many hours during the week, on average, do you spend accessing Swansea City’s digital media content?
· Less than 1 hour
· 1-5 hours
· 6-10 hours
· 11-15 hours
· 16-20 hours
· More than 21 hours
7. Which of the following ways do you follow Swansea City on match days? (Tick all platforms that you use)
· Club Website 
· Other Sport Websites (e.g. BBC Sport, Sky Sports etc.)
· Television
· Radio
· Live updates (via news websites)
· I watch the matches live at the stadium
· I do not follow the club on matchdays
8. Tick all the ways in which you engage with Swansea City’s digital content.
· Comment
· Like/Dislike
· Retweet
· Share
· I do not engage with the content
9. Which of the following devices do you use to access Swansea City’s digital content?
· PC
· Laptop
· Apple Mobile
· Android Mobile
· Windows Mobile
· Tablet
· Internet via console (e.g. PS4, XBOX etc.)
· Smart TV
· I do not access Swansea City’s digital content
10. And finally, if you could suggest any changes to Swansea City’s digital media platforms, what would they be?
	



Weighted Average for Each Platform

Weighted Average–	
Club Website 	Facebook	Twitter 	Instagram	YouTube	Email/Newsletter	Google+	Swans Player HD	Jack Magazine	4.5199999999999996	4.8099999999999996	5.32	4.8899999999999997	5.42	4.32	3.46	4.46	4.92	


Number of People Using Each Platforms 

Total–	
Club Website 	Facebook	Twitter 	Instagram	YouTube	Email/Newsletter	Google+	Swans Player HD	Jack Magazine	165	135	148	107	144	107	72	74	98	


No Particular Reason 	Mainly Use Unofficial Fan Sites	Not Active on that Particular Platform	Do Not Like the Email Spam	Do Not Like Facebook	Finds Using All Platforms Unneccassary 	Thinks Club should not use Google+	Thinks Particular Platform is Terrible	3	10	6	2	1	2	2	1	


Suggestions for changes to Swansea City's digital media platforms

Fan Engagement (Including International)	No Changes 	Website Improvements (Functionality, Disabled Access etc)	Player Content 	Information Related to Home town of Club	Engage with Music Apps (such as Spotify)	Update SM Platforms Equally on Match Days	Famous Endorsements (Actors)	Share Other Club Info (i.e. u23s etc)	More Content Across All Platforms	More Up-to-date/Accurate/Faster Content 	More Interesting Heading 	&	 Titles to Content 	More Ticket Info 	Information Available in Welsh	Less Error in Info 	&	 Better Editing 	Behind The Scenes Content 	Create an App 	Digital Match Programme Online (Purchasable)	6	9	14	2	1	1	1	1	2	5	3	1	1	1	1	6	1	1	


Less than 2 years	Under 18	18-25	26-35	36-45	46-55	56-65	66+	1	5	0	3	0	0	0	2-5 years	Under 18	18-25	26-35	36-45	46-55	56-65	66+	7	29	15	3	2	0	0	6-10 years	Under 18	18-25	26-35	36-45	46-55	56-65	66+	3	27	7	2	0	1	0	11-20 years	Under 18	18-25	26-35	36-45	46-55	56-65	66+	2	18	8	3	3	0	0	More than 20 years	Under 18	18-25	26-35	36-45	46-55	56-65	66+	0	5	6	9	15	12	7	



Less than 1 hour	Under 18	18-25	26-35	36-45	46-55	56-65	66+	2	17	8	5	7	3	1	1-5 hours	Under 18	18-25	26-35	36-45	46-55	56-65	66+	7	53	24	12	6	7	3	6-10 hours	Under 18	18-25	26-35	36-45	46-55	56-65	66+	2	13	2	2	3	2	1	11-15 hours	Under 18	18-25	26-35	36-45	46-55	56-65	66+	2	2	3	1	1	0	2	16-20 hours 	Under 18	18-25	26-35	36-45	46-55	56-65	66+	0	0	0	0	1	1	0	More than 21 hours	Under 18	18-25	26-35	36-45	46-55	56-65	66+	1	3	0	1	2	1	0	



Under 18	Club Website	Facebook	Twitter 	Instagram	YouTube	Email/Newsletter 	Google+	Swans Player HD	Jack Magazine 	13	11	13	13	13	11	11	11	11	18-25	Club Website	Facebook	Twitter 	Instagram	YouTube	Email/Newsletter 	Google+	Swans Player HD	Jack Magazine 	65	63	72	55	69	43	35	36	44	26-35	Club Website	Facebook	Twitter 	Instagram	YouTube	Email/Newsletter 	Google+	Swans Player HD	Jack Magazine 	31	19	26	15	24	13	5	6	10	36-45	Club Website	Facebook	Twitter 	Instagram	YouTube	Email/Newsletter 	Google+	Swans Player HD	Jack Magazine 	18	16	14	10	10	12	7	7	12	46-55	Club Website	Facebook	Twitter 	Instagram	YouTube	Email/Newsletter 	Google+	Swans Player HD	Jack Magazine 	18	17	11	11	16	13	11	10	10	56-65	Club Website	Facebook	Twitter 	Instagram	YouTube	Email/Newsletter 	Google+	Swans Player HD	Jack Magazine 	14	7	8	2	8	9	2	3	7	66+	Club Website	Facebook	Twitter 	Instagram	YouTube	Email/Newsletter 	Google+	Swans Player HD	Jack Magazine 	6	2	4	1	4	6	1	1	4	
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