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Abstract 

The omnipresence of social media and the dominance of brands offer professional 

football clubs significant opportunities to establish brand experiences intended to 

strengthen their relationships with fans and supporters. Moreover, the rising popularity 

of online video has enabled the use of live video to be increasingly incorporated within 

the digital media mix. However, little academic attention has been afforded towards its 

applicability and strategic implementation. This research addresses the gap in the 

literature by establishing a tactical marketing and communications framework that 

creates a holistic brand experience through social media live video for fans of the case 

study football club with the intention of enhancing viewer loyalty. 

A pragmatic research approach was adopted, culminating in a mix of qualitative and 

quantitative data collection methods. The study assessed the characteristics of live video 

on social media that influence viewer loyalty. Furthermore, it established significant 

relationships between brand experience, fan typology, and viewer loyalty. These 

findings ultimately informed the development of an Experiential Grid for tactical 

implementation of live video on social media of the case study football club.  

This research contributes to the brand experience literature by adding the novel 

perspective of social media live video and the online video perspective to the brand 

loyalty literature. The development of a dedicated Experiential Grid, with adaptation of 

its tactical implementation components to a social media environment, constitutes the 

main contribution for marketing and social media practitioners in the football industry. 

Keywords: Brand experience, social media, football marketing, Experiential Grid, 

Celtic FC 
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Chapter 1:  Introduction  

1.1 Background to the Research 

Football is often romantically referred to as the beautiful game, but it is also considered 

big business (Morrow, 2003). The twenty top-earning football clubs worldwide 

generated a total revenue of EUR8.3 billion during the 2017-18 season (Deloitte, 2019). 

Furthermore, the aggregated enterprise value of the 32 most prominent European 

football clubs grew to EUR35.6 billion in 2019 (KPMG, 2019). This underlines the 

legitimacy of strategic and tactical branding efforts for football clubs (Bridgewater, 

2010; Pritchard and Stinson, 2014). Such efforts strengthen relationships with fans and 

spectators (Rein, Kotler and Shields, 2006; Bühler and Nufer, 2013) by leveraging new 

communication opportunities like social media and video content (Newman et al., 

2013). Fans and spectators can now consume their favourite clubs’ content from their 

digital devices whenever and wherever they want, and discuss it with others on any 

social media (Sanderson, 2011; Sutera, 2013). It can therefore be argued that football 

clubs should create a holistic brand experience not only in the stadium (Pine and 

Gilmore, 1999; Bourgeon and Bouchet, 2001) or through TV broadcasting, but also 

through online channels (Hutchins and Rowe, 2012; 2013).  

Schmitt (1999) highlighted three simultaneous developments that signalled a new 

approach to brand experiences for the 21st century, which underline the basis of this 

research:  

Omnipresence of information technology (IT). As of October 2019, 4.479 billion 

people worldwide actively use the Internet, of which 3.725 billion are active social 

media users (Statista, 2019b). Various content and formats are consumed or interacted 

with on multiple platforms (Statista, 2019c). Schmitt (1999) cited Nicholas Negroponte, 

founder of MIT’s Media Lab1, who wrote, “entirely new content will emerge from 

being digital” (p. 4). Technological innovations proved Negroponte right and led 

companies to adapt established business models or create new ones in the new 

millennium (Friedman, 2005; Anderson, 2006). Changes were also imminent in the 

sports industry (Hutchins and Rowe, 2012; 2013). Sport brands recognised the 

opportunity and invested in production and distribution of digital content, as 

                                                 
1 The MIT Media Lab is an interdisciplinary research lab at the Massachusetts Institute of Technology, a renowned 

higher education institution in the USA. 
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successfully shown by their online reach of millions of users (Digital Sports Media, 

2019). Constant growth in digital content consumption supports the legitimacy of 

continuous investments in digital media (James and Tsimpouli, 2017). Especially, 

consumption of online video content has been increasing with strong emphasis on live 

video, which is expected to grow from 5% of Internet traffic in 2017 to 17% in 2022 

(Cisco VNI, 2018; Stewart, 2018), which supports the aim of this research to investigate 

live video on social media.  

Supremacy of the brand. Branding has become a priority for top management with the 

realisation that “brands are one of the most valuable intangible assets that firms have” 

(Keller and Lehmann, 2006, p. 740). This is supported by the fact that brands-based 

companies have outperformed financial markets since the 1990s (Schmitt, 1999; 

McKinsey.com, 2015). The discourse remains valid in the football industry. For 

example, despite a lack of on-field success and decreasing operating revenue in 2018, 

Manchester United was considered the most valuable football brand with a brand value 

of USD1,895 million by Brand Finance (2018). Similarly, the club ranked first in 

KPMG’s 2018 report on football club valuation with an enterprise value of EUR3,255 

million (KPMG, 2018). This can be attributed to successful sport brands being 

“suppliers of meaning and life principles” (Bouchet, Hillairet and Bodet, 2013, p. 3) 

and, therefore, withstanding the uncertainty of winning and losing in the stadium (Rein 

et al., 2006).  

Ubiquity of integrated marketing communications and entertainment. Batra and 

Keller (2016) define integrated marketing communications as “the coordinated, 

consistent means by which firms attempt to inform, incent, persuade, and remind 

consumers—directly or indirectly—about the products and brands they sell” (p. 137). 

Schmitt (1999) foresaw that such efforts would evolve in the 21st century, from one-way 

to interactive (Kaplan and Haenlein, 2010), from limited media access to global 

availability (Friedman, 2005), and would no longer only inform, but also entertain 

(Sigismondi, 2012). Furthermore, digital media have introduced new communicative 

opportunities through greater versatility and accessibility (Li and Bernoff, 2008). 

However, in order to effectively entice audiences through new media tools, brands need 

structured approaches (Batra and Keller, 2016). Schmitt (1999) suggests to apply the 

Experiential Grid, a tactical marketing and communications tool that considers the 

above-mentioned characteristics and has proven to provide a brand experience by 

addressing senses, emotions, cognition, and active behaviour. One objective of this 
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research is to develop such a framework based on an adapted Experiential Grid, 

specifically for a chosen football club.  

A holistic brand experience has a positive effect on brand loyalty (Cleff et al., 2013; 

Walter et al., 2013) and is traditionally built upon the interplay of sensory, affective, 

intellectual, and behavioural dimensions (Holbrook and Hirschman, 1982; Pine and 

Gilmore, 1999; Schmitt, 1999; Brakus, Schmitt and Zarantonello, 2009). Chapter 2.3 

elaborates and defines the dimensions and provides the theoretical background on brand 

experience for the research question. Kunz (2014) recommends the four dimensions to 

be considered in the production of online content. However, observations on 212 

Facebook Live videos from 18 clubs, show there is little consideration given to a 

holistic brand experience (see Chapter 2.2.8).  

Brand experiences are an under-researched topic (Walter et al., 2013), which explains 

the limited amount of studies found in the field of sports marketing, especially in an 

online context. Additionally, Facebook’s emphasis on live video (Zuckerberg, 2016; 

Pye, 2017; Cisco VNI, 2018) and its reach of over 2 billion active users (Statista, 

2019c) justifies the investigation of football brand experiences created through live 

video on social media.  

1.2 Research Question, Aim and Objectives 

A synthesis of the literature on football branding, social media, and brand experience in 

Chapter 2 shows opportunities for football clubs to create a contemporary online brand 

experience through social media. In order for football clubs to take advantage of such 

opportunities, characteristics of social media live videos need to be identified and 

assessed, which leads to the following Research Question (RQ): 

What are the characteristics of live video on social media that can contribute 

sensory, affective, behavioural, and intellectual experiences to the overall brand 

experience of the case study football club?  

An in-depth understanding of how football fans prefer to use social media live video 

can establish the foundation for defining and delivering a specific brand experience on 

social media. Therefore, the Research Aim (RA) for this study is: 
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To develop a tactical marketing and communications framework that creates a 

holistic brand experience through live video on social media for fans and 

followers of the case study football club 

The Research Objectives (RO) needed to achieve the research aim and ultimately 

answer the research question are: 

1. To identify content possibilities from the case study football club for live video 

on social media 

Detecting content that a football club can deliver through live video for their 

fans and followers on social media, provides the basis for the identification of 

the most desired characteristics. 

2. To classify the different characteristics of the brand experience through live 

video on social media 

The characteristics identified from spectators and fans are evaluated and 

classified into the four dimensions of a brand experience based on an adaptation 

of the brand experience scale by Brakus et al. (2009).  

3. To assess the influence that the brand experience through live video on social 

media of the case study football club has on viewer loyalty 

Verifying the relationship between a football club’s brand experience through 

live video on social media and viewer loyalty, using a model adaptation from 

Brakus et al. (2009), shall provide a deeper understanding of the level of 

credibility of the model used in this study. 

4. To suggest how the case study football club can implement live video on social 

media to positively affect viewer loyalty  

Based on interpreted data, the study develops a tactical framework using an 

adaptation of the Experiential Grid (Schmitt, 1999; Brakus, 2008) as a decision-

making tool for marketing and communication activities of a professional 

football club. This objective seeks to deliver a relevant contribution to the 

applied practice of management in the sports industry, which is a central feature 

in a Doctor of Business Administration research project (see Neumann, 2005). 

1.3 Outline of the Thesis 

Chapter 1 offers background to this research and highlights its importance. It further 

articulates the aim of the research and key objectives to be met. Chapter 2 reviews 
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relevant literature on football brands, social media, and brand experience to provide the 

theoretical foundation. It also synthesises the literature to expose the gap in current 

research further justifying this investigation and the research question guiding this 

study. Chapter 3 elaborates on the methodology applied in the main study in accordance 

with the conceptual frameworks that provide a unique lens in which to examine the 

relationships between brand experience, live video on social media from football clubs, 

and viewer loyalty. It further discusses the study’s reliability, validity, and ethical 

considerations before delving into the pilot case study with FC Basel. Chapter 4 

discusses the pilot study’s findings and provides critical discourse that highlights the 

need for further investigation and further justification of its originality and contribution 

to the body of knowledge. Furthermore, it offers reflection on the pilot study and the 

amendments to be applied in the main study. Chapter 5 reports the data collected for the 

main study with Celtic FC in stages 1, 2, and 3 and offers an in-depth and critical 

analysis of the individual stages answering research objectives 1, 2, and 3. Chapter 6 

then synthesises the findings from the previous chapter and the literature review for the 

Experiential Grid. The chapter proposes tactics within the brand experience framework 

for Celtic FC with potential business impact of which it is the central feature of this 

study and achieves research objective 4. Chapter 7 concludes the research by critically 

reflecting on the research and its findings, answering the research question while 

providing the Experiential Grid for Celtic FC, and offering an outlook on possible 

future research. 
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Chapter 2:  Literature Review  

This chapter reviews relevant literature on football branding, social media and its live 

video feature, and the notion of brand experience, before discussing the Experiential 

Grid (Schmitt, 1999; Brakus, 2008), the tactical marketing and communications tool 

adapted for the development of the tactics recommended for the case study football club 

in Chapter 6. The chosen football brand, the Scottish football club Celtic FC, will be 

reviewed along the experiential providers elements as suggested by Schmitt (1999) and 

Brakus (2008), in order to set the context for the main study.  

The literature review forms the theoretical foundation upon which this research is based 

and seeks to inform the reader on how fans and followers experience a football brand 

through social media live video. In that regard, the marketing and communications 

strategy reviewed in Chapters 2.3, 2.4, and 2.5 focuses on the ‘brand experience’ and 

‘experiential marketing’ models, which seek to inform, engage, evoke emotions, and 

appeal to senses (Pine and Gilmore, 1999; Schmitt, 1999). Other marketing and 

communications strategies may play a subordinate role within the experiential providers 

(ExPro) discussed in Chapter 2.4 and will be discussed within their respective segments.  

2.1 Football Brands 

The commercialization of sports can be observed through a growing interest in 

partnership and sponsorship deals between selected sports properties and businesses 

from other industries (Fullerton, 2010; Adjouri and Stastny, 2015). Global sponsorship 

spending increased from USD13.5 billion in 1996 to USD55.5 billion in 2014 

(Cornwell, 2014). Furthermore, the purchase of naming rights for stadiums and other 

types of sport venues has become widely popular among businesses (Reysen, Snider 

and Branscombe, 2012) given the increasing interest and media exposure of various 

sport brands (Hollis, 2008). Due to their considerable contribution in regard to 

economics (Hassan and Hamil, 2011), lifestyle (Watkins and Lewis, 2014), society 

(European Union, 2014), and business practices (Bridgewater, 2010) to the recreation 

and entertainment industry, sports teams, leagues, and other properties are gradually 

viewed as brands to be managed within commercial sport (Gladden and Funk, 2002; 

Kunkel, Funk and King, 2009; Bouchet, Hillairet and Bodet, 2013).  

Fullerton (2010) notes that strategic and tactical management of brands has become 

essential for companies to differentiate their brands from competitors. This follows 
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Schmitt’s (1999) argument that “[i]n the world in which the brands rule, products are no 

longer bundles of functional characteristics but means to provide and enhance customer 

experiences” (p. 10) The Internet has enabled faster and cheaper access to brands 

through various new communication avenues, which can make it harder for managers to 

reach and retain fans and spectators (Sutera, 2013). Close relationships with fans and 

spectators in a more competitive and fragmented marketplace are therefore crucial (Rein 

et al., 2006) and can be strengthened with holistic brand experiences (Brakus et al., 

2009; Walter et al., 2013). 

Branding is a functional and integral element in the traditional marketing mix (Borden, 

1965; Kotler, 2003). It allows consumers to identify and differentiate sports products 

offered by different providers (Fullerton, 2010; Bühler and Nufer, 2013). 

Aaker (1991) offers a widely accepted definition of what a brand is: 

“A brand is a distinguishing name and/or symbol (such as a logo, trademark, or 

package design) intended to identify the goods or services of either one seller or 

a group of sellers, and to differentiate those goods or services from those of 

competitors. A brand thus signals to the customer the source of the product, and 

protects both the customer and the producer from competitors who would 

attempt to provide products that appear to be identical.” (p. 7) 

Football as a spectator sport has become increasingly popular and commercialized 

across the globe (Rein et al., 2006; Bauer, Stokburger-Sauer and Exler, 2008; Millward, 

2011; Deloitte, 2018). A visible example is the growth in average stadium attendance in 

the top-tier leagues in, for example, England, Germany, Spain, and France in the years 

between season 1995/96 and 2015/16 (Statista, 2017b; DFL, 2018). A further example 

of its popularity can be found in the interest given to football by Internet users. The 

official UEFA Champions League 2016/17 campaign registered a 10% increase in 

website and mobile app traffic from its previous year to reach more than 134 million 

visits (James and Tsimpouli, 2017). Similarly, FIFA registered three times more unique 

visitors on its website over the course of the 2010 FIFA World Cup, namely 150 million 

people, compared to the previous tournament in 2006 (FIFA, 2010; Rowe, 2011). 

Combined revenues of English top-tier clubs grew from a league total of GBP170 

million in season 1991/92 to GBP3.3 billion in season 2014/15 (Deloitte, 2016). 

Similarly, aggregate club revenues in the Scottish Professional Football League (SPFL) 

grew from EUR133 in 2015 to EUR229 in 2018, mainly because of more revenue from 
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UEFA competitions and gate receipts (UEFA, 2016; 2020). Moreover, SPFL clubs’ and 

spectators’ activities contributed GBP444 million to the Scottish economy in season 

2017/18, supporting approximately 9,300 full time equivalent jobs (FAI, 2020). This 

portrays the economic impact football brands can have on the industry and economy. 

Furthermore, the ten most valuable football teams in the world in 2016 according to 

Forbes, exceeded an individual brand value of USD1 billion based on combined 

revenue deriving from match day hospitality, broadcasting rights, commercial 

operations, and other brand-related revenue; all ten clubs saw their brand value increase 

from the previous year (DeSantis, 2016).  

In relation to lifestyle and identification, sports consumers can be differentiated and 

classified according to their level of involvement, motivation, or support of a team or 

brand (cf. Stewart, Smith and Nicholson, 2003; Rein et al., 2006, Bouchet et al., 2011). 

One widely visible type of sports consumer is the vested and highly committed 

supporter (cf. Bourgeon and Bouchet, 2001; Stewart et al., 2003; Athanasopoulou et al., 

2011), also referred to as fan (cf. Rein et al., 2006). Fans seeks to enhance their self-

esteem by displaying association with a specific sport brand (Mason, 1999; Gladden and 

Funk, 2002; Lee et al., 2010; Smith and Stewart, 2010). The brand exerts its social and 

cultural influence in behavioural norms and directly impacts a consumer’s values, 

attitudes, and practices (Bouchet et al., 2013); and, in the context of sports, commands 

“high levels of product and brand loyalty, optimism and vicarious identification” based 

on irrational passions of fans (Smith and Stewart, 2010, p. 3, italic in original). In 

addition to traditional public places for gatherings, like the stadium, a pub or bar, 

modern technology allows spectator sports consumers to exhibit their relationship with 

a brand through various digital media and exert influence on the brand through visible 

and accessible many-to-many communication (Sanderson, 2011; Sutera, 2013). The 

synthesis of the above-mentioned traits leads to the notion that football brands could be 

considered corporate brands; hence, appropriate resources should be allocated to the 

proper management of these brands (Bridgewater, 2010). 

2.1.1 The football brand defined  

It was established at the start of this section that branding is a fundamental marketing 

function. Furthermore, the visibility of brands requires proper management. Richelieu 

(2012) mentions Bauer, Sauer and Schmitt (2005) and claims that a “brand constitutes 
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the most important asset of [sports] clubs” (p. 14). The concept is supported by 

Thrassou et al. (2012).  

Rein et al. (2006) suggest a definition specifically for a brand in the context of sports 

that builds upon the definitions provided above:  

“A brand is a synthesis of facts and images that comprise a sports product and is 

often defined by slogans, themes, symbols, product characteristics, and a 

number of other tangible and intangible attributes.” (p. 97, italic in original) 

Malkewitz and Bee (2014) support the definition provided by Rein et al. (2006) and add 

explicit examples of tangible attributes of a sports brand including a team’s jersey, the 

stadium, advertisements and promotions, its crest, and they mention brand identity as an 

intangible attribute. Richelieu (2012) offers different examples and refers to Bauer et al. 

(2005) to classify the result of a game as a tangible benefit, whereas emotions 

experienced at the stadium and positive identification with the brand as intangible 

benefits. According to Bridgewater (2010), the term football brand can be applied to a 

football club, player, national team, football body, a competition or tournament, for 

example the FIFA World Cup. Richelieu (2012) refers to Mullin, Hardy and Sutton 

(2007) and Séguin, Richelieu and O’Reilly (2008) in support of Bridgewater’s assertion.  

In this study, the term football brand refers to football clubs because of their status as 

the main brand experience producers. As such, it provides discussion on the intangible 

aspect of branding of an intangible brand experience. The wider scope of this research is 

limited to brands from association football clubs that mainly operate within the confines 

of domestic competitions, e.g. Celtic FC (Scotland) and, for the pilot study, FC Basel 

(Switzerland), but which may also take part in international competitions such as the 

UEFA Champions League or UEFA Europa League. National football teams or 

individual footballers will not be considered for this research, although they can be 

deemed football brands as well (Rein et al., 2006). 

2.1.2 The football product defined  

Mullin et al. (2007) discuss two main aspects in sport marketing: the marketing of 

sports, which seeks to promote sport products produced by the sport organisation, and 

the marketing through sports, which focuses on sport brands as a promotional or 

sponsorship vehicle for other consumer products or services. This research, both for the 
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wider context of the research, as well as in the pilot and main study, focuses on the 

football product in the context of the marketing of sports. 

According to Fullerton (2010), there is no widely accepted definition of what a sports 

product is. However, Shank (2003) defines a sports product as “a good, a service, or any 

combination of the two that is designed to provide benefits to a sports spectator, 

participant, or sponsor” (p. 16). Neale (1964), Mason (1999) and Kunkel et al. (2009) 

on the other hand provide a different perspective and define the league as the sports 

product produced through the unity of the league’s competing teams; however, different 

stakeholder groups (fans, host cities, media, and corporations) are interested in distinct 

sub-products, i.e. uncertainty of game outcomes, team identification, economic impact 

in the community, programming options, and various affiliations. It can be argued that 

the sub-products identified by Mason (1999) are not products, but tangible or intangible 

attributes of the brand (Richelieu, 2012) or consequences that form the perception of the 

product (Gladden, Milne and Sutton, 1998). Hence, one may contend that only the 

league product is considered an actual sports product as suggested by Mason (1999), 

although not the core product of a football club.  

In the context of marketing communications of a football club, Thrassou et al. (2012) 

define the game of football as the product produced and offered by a football club. 

Fullerton (2010) agrees with said definition in reference to spectator sport products and 

adds that although its main marketing objectives are selling tickets to live audiences and 

increasing media-based audiences—two sub-products according to Mason (1999)—the 

game or event embodies the product in the spectator sports market. Bühler and Nufer 

(2014) agree and define the game, event or competition as the core product in the 

spectator sports context.  

Nevertheless, in order to achieve a sustainable consumer connection that is not affected 

by the unpredictable outcome of a game or event and extend the life of the sports 

product, Rein et al. (2006) suggest that product providers, such as football clubs, 

systematically redefine and reinvent their product as a fan-centred brand, an outcome, 

arguably in this instance, for supporters to “accept their club as a brand” (Abosag et al., 

2012, p. 1248). Facilitating components of football brands in establishing this 

acceptance of a club as a brand are visible external elements such as a logo and a name, 

as well as internal elements such as core values, positioning, culture, and personality 

(Bridgewater, 2010). It can be argued that individual athletes playing for a team are a 

visible element of the brand as well, ideally operating under a club’s values, 
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contributing towards its culture, and radiating a defined personality of the athlete in 

accordance with the personality of the club.  

To illustrate this point, the success of Manchester United FC as a sporting brand since 

season 1992/93 has been attributed to their success on the field and equally to “the 

intense non-sporting media attention which has developed around individual players in 

the team” (Hamil, 2008, p. 118). This is further underlined by Urrutia et al. (2008) 

whom state that by considering selected individual players and coaches at Club Atlético 

de Madrid as reference points for various stakeholders and, therefore, essential assets of 

the football club. Finally, the components of the team with its individual athletes and 

staff members can be viewed as integral components of the product of the football club 

and are ultimately combined, redefined and reinvented as a football brand (Rein et al., 

2006).  

Combining the statements of Bridgewater (2010) with the adapted sport product 

definition by Shank (2003) and the notion of Rein et al. (2006), it becomes apparent that 

sports products can be redefined as brands. Consequently, the football product is 

defined as the football brand for the purpose of this study, including visible external 

brand elements such as a logo and a name, as well as internal brand elements such as 

core values, positioning, culture, and personality. Hence, social media live videos can 

be regarded essential contributors to a club’s brand experience, since they offer the 

opportunity to deliver the above-mentioned brand elements through the four dimensions 

and reach a wider online audience. 

2.1.3 Producer of the brand experience: The football club 

For the purpose of this research, the brand experience as defined in Chapter 2.3 is 

produced and implemented by the sporting organisation behind the football brand, 

namely the football club and its staff. The definition of a football club chosen for this 

research builds upon the definition provided by Bühler and Nufer (2013), who define 

the football club as a professional sporting organisation that is involved in spectator 

sports on a professional level. A professional sporting organisation can be defined as an 

“entity that sponsors, organizes, schedules, or conducts a competitive game in which 

one or more professional athletes participate” (U.S. GPO, 2011, p. 625). A professional 

athlete, e.g. football player, is defined as a full-time member of a sporting organisation, 

who receives compensation for performances rendered to the organisation (Roderick, 

2006).  
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Freeman (1984) discusses the influence that stakeholders can have on the achievement 

of an organisation’s objectives, a concept that has become more relevant in the current 

brand era (cf. Prahalad and Ramaswamy, 2004; Merz, He and Vargo, 2009; 

Bridgewater, 2010). 

Merz et al. (2009) identified four general brand eras wherein fundamental ideas or 

propositions of brands evolved: 

 The Individual Goods-Focus Brand Era (1900s-1930s) was characterised by 

the notion that a brand is an identifier for customers to recognise a product and 

its value; i.e. a football club introduced external brand elements like a name, 

jersey, or a logo to visibly differentiate itself from competitors, but no additional 

value was strived for.  

 The Value-Focus Brand Era (1930s-1990s) saw an increasingly competitive 

marketplace in which brands are seen as either functional images fulfilling 

externally generated consumption needs or symbolic images fulfilling internally 

generated consumption needs; e.g. football clubs aspiring to provide additional 

value by upgrading hospitality services, such as FC Barcelona introducing their 

new home stadium, Camp Nou, in 1957 (Chadwick and Arthur, 2008), or with 

extensive on-field success like Manchester United in the 1960s (Hamil, 2008). 

 The Relationship-Focus Brand Era (1990s-2000) recognised the significance 

of active co-creation of brand value between customers, the firm and its 

employees. For example, increased emphasis was given to the relationships 

between state, league, club, and fans in 1992 in the rebranding and 

reorganisation of England’s top-tier championship into a new entity, the Premier 

League, which included state subsidies for infrastructure, revenue distribution 

among clubs from the sale of broadcasting rights, security measures for 

spectators organised by the city and the clubs, or sponsorship deals (Hamil and 

Walter, 2011).  

 The Stakeholder-Focus Brand Era (2000 and forward) takes the relationship-

focus of the previous era one step further and highlights the continuous, social, 

dynamic and interactive value-creation process between the firm, brand, and all 

stakeholders; the following paragraphs will elaborate on specific examples of 

this era. 
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With emphasis on the current brand era, the Stakeholder-Focus Brand Era, Ferrand and 

McCarthy (2009) define stakeholders of a sports club as “all people and organisations 

that have a relationship with a club” (p. 6) and occupy a central or peripheral position in 

denser or wider networks, which can include, e.g. spectators, fans, employees, sponsors, 

suppliers, media outlets, the league, other clubs, and authorities. Along the lines of 

Merz et al. (2009), Bridgewater (2010) discusses the influence various stakeholders 

exhibit on the football brand experience and highlights that the expectation of these 

stakeholders is met through continual and progressive success. Prahalad and 

Ramaswamy (2004) also support a shift from a firm-centric perspective to the co-

creating perspective of a stakeholder-focused brand experience based on informed, 

connected, empowered, and active communities.  

Manchester United, the world’s most valuable football brand in 2015, 2016, 2017, and 

2018 according to Brand Finance (2016; 2017; 2018), can be considered an example of 

a stakeholder-focused football brand. The company identified five key sub-strategies in 

their 2004 Annual Report that successfully contribute to the overall development 

strategy: maintaining playing success, treating fans as customers, leveraging their brand 

globally, developing media rights, and maximizing the use of their stadium; interactions 

between all sub-strategies that are dependent on various stakeholders reinforce each 

other and influence the overall strategy (Hamil, 2008).  

A different perspective of stakeholder-focused football brand is offered by Hamil et al. 

(2011), who analyse the governance model of FC Barcelona and identify the four key 

strategic areas the club concentrated on from 2003 to 2008: member democracy, 

commercial strategy, corporate social responsibility, and sporting performance. The 

design and implementation of these strategic areas is again dependent on the provision 

of resources and skills from different stakeholders to create value for other stakeholders 

(Ferrand and McCarthy, 2009). In short, it is reasonable to conclude that each strategic 

area relies on a continuous, social, dynamic and interactive value-creation with all 

stakeholders to secure a successful brand development (Hamil, 2008; Merz et al., 2009; 

Hamil et al., 2011). In the co-creation of a football brand experience, consideration may 

be given to the likelihood that an experience can be based upon a multi-dimensional 

process between the experience-providing football brand and other brands directly or 

indirectly involved in the production of the experience, e.g. the league, the opposing 

team brand and its supporters, sponsors, or other stakeholders (Neale, 1964; Mason, 

1999; Kunkel et al., 2009).  
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These arguments identify the football club as the main visible producer of the brand 

experience to be received by a specifically targeted audience. The perspective of the 

experience producing football club is investigated as depicted in Figure 3.2. 

2.1.4 Receiver of the brand experience: Spectators and fans 

Any stakeholder can receive the brand experience produced by a football club. The way 

stakeholders decide to experience a brand often depends on their motivation and degree 

of involvement with the brand. For example, local fans and families can watch the game 

of football in the stadium (Bourgeon and Bouchet, 2001), local partners could enjoy the 

experience from corporate lounges within the stadium (Zinganel, 2010), supporters in 

foreign countries might watch the game on pay-per-view TV or through a dedicated 

digital broadcasting channel (Gratton and Solberg, 2007), and people with casual 

interest could follow the brand on social media (Sanderson, 2011; Sutera, 2013). This 

research focuses on a group identified as primary customers by Bühler and Nufer 

(2013): spectators and fans.  

The terms spectators and fans are often defined as the same group of people segmented 

according to the degree of involvement, motivation, or support of a team or brand (cf. 

Rein et al., 2006, Bouchet et al., 2011). Schwartz et al. (2013) define spectators as 

“individuals who observe a performance” (p. 112). However, their definition does not 

specify how, or in which way, the observation takes place, a concept added in the 

definition suggested by Shank (2003): 

“Spectators are consumers who derive their benefit from the observation of the 

event […] in two broad ways: they attend the event, or they experience the event 

via one of several sports broadcast media.” (p. 12, emphasis in original) 

Spectators have increased their usage of and reliance on social media, hence, social 

media can be considered the third broad way for spectators to observe a sporting event 

through various media formats and across different devices (Rowe, 2011; Sanderson, 

2011; Boyle and Haynes, 2013; Newman et al.; 2013; Sutera, 2013). Nevertheless, 

different degrees of team and brand identification lead to different consumption 

behaviour (Giulianotti, 2002; Funk and Lock, 2014). Thus, in order to enable a sports 

organisation to customise communication, product, and experience delivery according 

to a segmented audience’s needs and wants, the degree of team and brand identification 
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of spectators and fans should be measured (Wann and Branscombe, 1993; Matsuoka, 

Chellandurai and Harada, 2003).  

Various literature that identifies the segmentation of spectators and fans uses different 

terminology, but shows parallels within distinctive profiles based on motivation and 

behaviour. The typology applied in this study is synthesised from the following existing 

literature. 

Stewart et al. (2003) provide a general 3-tier fan typology that depicts  

 care-free fans focussing on social interaction, camaraderie, and casual team 

identification at the bottom,  

 expressive and focused consumers whose focus lies on the excitement and 

entertainment of the experience in the middle, and  

 vested and highly committed sports consumers with an emotional connection to 

the team at the top of the tier. 

Bouchet et al. (2011) and Funk, Alexandris and McDonald (2016) refer to a sport 

spectator segmentation suggested by Bourgeon and Bouchet (2001) that identifies four 

spectator profiles with different motivation of consumption and involvement:  

 opportunists are relatively neutral spectators seeking benefits and positive 

rewards from attending and being seen at a game or event;  

 aesthetes are attracted by the beauty, quality performance, and entertaining 

character of the experience;  

 supporters seek the feeling of belonging and co-production through a high 

degree of active participation with vocal and physical support for their team; and 

 interactives seek a holistic event experience and immerse themselves completely 

in the spectator experience through social interactions and other happenings 

during the event.  

Similarly, Giulianotti (2002) classifies spectators into four ideal-type categories: 

 supporters are personally, emotionally, and financially invested in the club and 

enjoy the closest relationship with it, also geographically; 

 followers are interest in the club because of a specific footballer, manager, or 

club values, engage in communal spectator activities from a distance, and 

identify rather moderately with the club; 
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 fans identify strongly with the club, are aware of the commodification of the 

sports, and, therefore, their relationship with the club is more distant than the 

relationship of supporters; 

 flaneurs are postmodern spectators with low identification that enjoy sports via 

distant virtual relationships and impersonal interactions mainly through modern 

means of communication, like social media (cf. Sutera, 2013). 

Athanasopoulou et al. (2011) analysed consumer behaviour in the arena and identified 

five segments of football fans, which include:  

 occasional fans, who have a marginal interest in the game and have spare time;  

 socialites, who are interested in football, the team, and the entertaining character 

of the experience; 

 football lovers, who seek positive feelings from an immersive football 

experience; 

 loyal fans, who generally don’t care about sports, only about meeting their 

friends to watch their team play and hopefully progress; and 

 devoted fans, who seek an immersive and holistic event experience, and social 

interactions with other like-minded fans.  

Fullerton (2010) addresses the importance of psychographics and product-related 

variables in the segmentation of contemporary sports fans segmentation and refers to an 

unpublished study by Watson and Rich (2000) that identifies six categories:  

 players play or used to play a specific sport, are more likely to watch others 

compete in that sport, and seek information about teams and athletes due to their 

passion for the sport; 

 patriots seek to fulfil social needs by establishing community and national pride 

through sports; 

 appreciators “are drawn by the talent and by the aesthetic qualities exhibited in 

the sport and by those who play it” (p. 381);  

 socialites are often uninformed of the rules and participants of the game, but are 

more interested in alternative entertainment and activities in the stadium instead 

of the core product, and are influenced by their reference groups regarding 

which game or event to attend; 
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 friends might be knowledgeable of the game and their actors, but are little or not 

interested beyond attending the sporting event in support of their friends or 

acquaintances who act as participants;  

 voyeurs are not interested in the sport per se, but are physically attracted to its 

participants. 

The five above-mentioned typologies show parallels and can be compiled into one 

typology with four categories, further enhanced with the two dimensions from the 

Experience Economy model by Pine and Gilmore (1998) discussed in Chapter 2.3. The 

typology proposed for this research encompasses the categories opportunists (category 

1), appreciators (category 2), supporters (category 3), and interactives (category 4). 

Category 1 refers to spectators as opportunists (Bourgeon and Bouchet, 2001), who are 

care-free (Stewart et al., 2003), flaneurs (Giulianotti, 2002), occasional fans 

(Athanasopoulou et al., 2011), and socialites (Watson and Rich, 2000), seek absorbing 

and passive spectator participation and are characterized by their relative interest in and 

marginal knowledge of the sports product; this includes socialising with other 

spectators. Opportunists reflect a low level of team or brand identification (cf. 

Bourgeon and Bouchet, 2001). 

Category 2 refers to spectators as appreciators (Watson and Rich, 2000), who display 

characteristics of aesthetes (Bourgeon and Bouchet, 2001), followers (Giulianotti, 

2002), socialites (Athanasopoulou et al., 2011), players, and voyeurs (Watson and Rich, 

2000), seek immersive and passive spectator participation and are characterised by their 

attraction to the all-around visual attributes that constitute the game and the 

accompanying experience. Appreciators show a low level of team or brand 

identification (cf. Fullerton, 2010). 

Category 3 refers to spectators as supporters (Bourgeon and Bouchet, 2001; 

Giulianotti, 2002), who are vested and highly committed sports consumers (Stewart et 

al., 2003), loyal fans (Athanasopoulou et al., 2011), friends, and patriots (Watson and 

Rich, 2000), find commonalities in the desire for visible support of ‘their’ team and its 

actors and in the establishment of a community through immersive and active spectator 

participation. Interest in the sport itself is not considered a necessity. Supporters display 

the highest level of team or brand identification (cf. Bourgeon and Bouchet, 2001).  

Category 4 refers to spectators as interactives (Bourgeon and Bouchet, 2001), who are 

expressive and focused consumers (Stewart et al., 2003), football lovers, and devoted 
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fans (Giulianotti, 2002; Athanasopoulou et al., 2011), seek a holistic football experience 

enhanced by social interactions and further activities during the event that create 

positive feelings in an absorbing environment with active spectator participation. 

Interactives exhibit a high level of team or brand identification (cf. Stewart et al., 2003). 

This 4-category typology will be applied in this study. The perspective of the 

experience receivers is investigated as presented in Figure 3.3 and 3.4. 

2.1.5 Summary 

The increasing popularity and commercialisation of football as a spectator sport across 

the world (Rein et al., 2006; Bauer et al., 2008; Millward, 2011; Deloitte, 2018), 

coupled with considerable economic, cultural, and societal contribution to the recreation 

and entertainment industry (Bridgewater, 2010; Hassan and Hamil, 2011; European 

Union, 2014; Watkins et al., 2014) has strengthened the notion that professional football 

brands are brands within commercial sports that need to be managed (Gladden and 

Funk, 2002; Kunkel et al., 2009; Bouchet et al., 2013; Pritchard and Stinson, 2014). 

Hence, this research investigates possibilities for a football club to approach digital 

marketing and communication efforts through a tactical tool (see Chapter 1.2). 

A sustainable connection with a brand’s spectators and fans will be one that is not 

affected by the unpredictable result of a game or other competition. This connection can 

be fostered by redefining and reinventing football products such as the game or the team 

as a fan-centred brand (Rein et al., 2006; Abosag et al., 2012) and by emphasising those 

visible external brand elements alongside the brand’s internal elements. Such a shift can 

be supported through the involvement of internal and external stakeholders in the co-

creation process of a stakeholder-focused brand experience based on continuous, social, 

dynamic and interactive value-creation between the firm, brand, and all stakeholders 

(Prahalad and Ramaswamy, 2004; Merz et al., 2009; Bridgewater, 2010). This research 

defines the football club as the main visible producer of the brand experience to be 

received by a specifically targeted audience. Mixed methods are applied to explore the 

provided brand experience through social media live video of a football club (see Figure 

3.2), the expected experience from spectators and fans (see Figure 3.3), and the impact 

of the brand experience on viewer loyalty of social media live video (see Figure 3.4) in 

a specific case. In order to address the differences between sports spectators and fans 

(Bourgeon and Bouchet, 2001; Giulianotti, 2002; Stewart et al., 2003; Fullerton, 2010; 

Athanasopoulou et al., 2011), a typology was synthesised from existing literature and 
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encompasses the categories opportunists (category 1), appreciators (category 2), 

supporters (category 3), and interactives (category 4).  

The next section will define the role social media and its live video functionality play in 

this research. Terms such as Web 2.0, user-generated content, and social network sites 

will be reviewed. In addition, current social media usage and implementation of live 

video on social media by professional football clubs will be discussed. 

2.2 Social Media  

The Internet is fully integrated into all aspects of modern life and has brought 

unprecedented commercial and communicative possibilities to users and companies 

alike (Jenkins, 2006b; Bruns, 2008; Li and Bernoff, 2008; Kietzman et al., 2011). The 

technology it is built upon has created opportunities for new business models 

(Friedman, 2005; Anderson, 2006; Tapscott and Williams, 2006) and economically 

challenged established industries such as publishing (Greenstein, 2016), music and 

entertainment (Kusek and Leonhard, 2005; Anderson, 2006; Sigismondi, 2012), and 

sports broadcasting (Hutchins and Rowe, 2009; Malyon, 2017).  

A special emphasis on many-to-many communication on the Internet, resulting from 

user-generated content, emerged with the phenomenon known as social media 

(Mangold and Faulds, 2009; Burcher, 2012). Although the term social media is widely 

accepted in everyday use and in scholarship, it is often used interchangeably with other 

terms describing modern Internet technologies (Constantinides and Fountain, 2008; 

Safko and Brake, 2009; Kaplan and Haenlein, 2010), such as Web 2.0 (O’Reilly, 2005; 

Cormode and Krishnamurthy, 2008), user-generated content (Jenkins, 2006a; Bruns, 

2008), and social network sites (boyd and Ellison, 2008). One possible reason for the 

lack of consistency in the use of the term social media is that its field of research is 

relatively new (Wyrwoll, 2014).  

Before defining social media for this research, definitions for the terms that are used 

interchangeably within academia will be discussed.  

2.2.1 Web 2.0 

According to Wyrwoll (2014, p. 17-18), the term Web 2.0 was coined in an article by 

Knorr (2003), in which he quotes Scott Dietzen, CTO of BEA Systems, indicating that 
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the Web 2.0 is “where the Web becomes a universal, standards-based integration 

platform”. Tim O’Reilly (2005) went on to popularise the expression by discussing the 

unprecedented importance of a new web that was established from the burst of the dot-

com bubble and highlights the vague boundaries of the term Web 2.0. Butterworth 

(2014) later suggested that the Web 2.0 mainly encompasses social network sites, blogs, 

newsfeeds, and wikis. Literature of other scholars (Cormode and Krishnamurthy, 2008; 

Sanderson, 2011; Parmalee and Bichard, 2012) discusses similar findings with a focus 

on how websites on the Web 2.0 are based on modern technologies, incorporate a strong 

social component in the creation of networks, and encourage user-generated content and 

information. 

Constantinides and Fountain (2007) look at the term Web 2.0 from a marketing 

perspective and define it as 

“a collection of open-source, interactive and user-controlled online applications 

expanding the experiences, knowledge and market power of the users as 

participants in business and social processes. Web 2.0 applications support the 

creation of informal users’ networks facilitating the flow of ideas and knowledge 

by allowing the efficient generation, dissemination, sharing and editing/refining 

of informational content” (pp. 232-233). 

Castells (2010) examines the Web 2.0 from a communications point of view with 

emphasis on mass self-communication and its technological attributes and defines the 

term as 

“the cluster of technologies, devices, and applications that support the 

proliferation of social spaces on the Internet thanks to increased broadband 

capacity, open source software, and enhanced computer graphics and interface, 

including avatar interaction in three-dimensional virtual spaces” (p. xxvii). 

In the general context of social media, Kaplan and Haenlein (2010) stress the emphasis 

of user-participation and collaboration and define the Web 2.0 as 

“a platform whereby content and applications are no longer created and 

published by individuals, but instead are continuously modified by all users in a 

participatory and collaborative fashion” (p. 61). 

These definitions highlight the three main pillars upon which the Web 2.0 is built:  
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a) Modern technology 

b) User-generated content 

c) Social network sites 

Based on the reviewed literature and definitions, the term Web 2.0 is not equivalent to 

social media, but an umbrella term for activities connected to social media. The term 

modern technology is not found as an alternative term for social media in the reviewed 

literature. Therefore, it will not be discussed any further in this review. However, the 

terms user-generated content and social network sites are used as alternative terms and 

will be discussed in the following sections. 

2.2.2 User-generated content  

According to Kaplan and Haenlein (2010), the term user-generated content was 

popularised in 2005 and is used “to describe the various forms of media content that are 

publicly available and created by end-users” (p. 61). Although the term was coined in 

the twenty-first century, the idea of contemporary user-generated content and do-it-

yourself media can be traced back to academic literature of the 1980s denoting how 

users merged the status of being a consumer with the status of being a producer (van 

Dijck, 2009). Jenkins (2006a) elaborates on a 1993 essay by Mark Dery in which he 

describes how emerging technologies have granted media consumers more control over 

the dissemination of media messages through new grassroots networks, have offered 

opportunities for reshaping and recirculating media content, and have lowered the cost 

of media production. Bruns (2008) supports these points by noting that the traditional 

media broadcast model evolved from a product-push approach to information-pull in 

which consumers became users; information can now easily be produced and distributed 

by any user of the network, whereby they can communicate and collaborate on a global 

scale while bypassing the traditional media-middlemen; furthermore, digital content can 

now easily be modified, extended, recombined, and shared.  

In her definition of user-generated content, Wyrwoll (2014) excludes private 

communication such as emails, SMS, instant messages etc. and defines it as 

“content published on an online platform by users. The term social media 

comprises platforms that contain user-generated content. Users do not need 

programming skills to publish content on a social media platform” (p. 15, 

emphasis in original). 
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A synthesis of these definitions embraces the three central characteristics of user-

generated content suggested by the OECD (2007):  

a) User-generated content requires to be published on a publicly accessible 

website, in an online social network site—even if only accessible to a select 

group of people—and excludes emails, SMS, instant messages and other similar 

communication tools, as supported by Wyrwoll (2014). 

b) User-generated content needs to be modified, extended, or recombined, to a 

certain extent, through creative efforts that add value to the new state of the 

content, as sustained by Bruns (2008). 

c) User-generated content is generally created by individuals that have no monetary 

expectation and act outside of an institutional or commercial market context, as 

underlined by Jenkins (2006a; 2006b).  

A review of the literature shows how user-generated content can be considered an 

integral characteristic in the social media ecosystem. However, it is but one aspect and 

should therefore not be used interchangeably with the term social media. This research 

does not specifically analyse user-generated content, but focuses on live video content 

generated by the football brand itself.  

2.2.3 Social network sites 

According to boyd and Ellison (2008, lower case letter in original), social network sites 

are  

“web-based services that allow individuals to (1) construct a public or semi-

public profile within a bounded system, (2) articulate a list of other users with 

whom they share a connection, and (3) view and traverse their list of 

connections and those made by others within the system. The nature and 

nomenclature of these connections may vary from site to site” (p. 211). 

In their discourse of a rich and diverse social media ecology, Kietzmann et al. (2011) 

emphasize social network sites and note that there are differences from site to site in 

regard to scope and functionality. Mangold and Faulds (2009) and Hanna, Rohm and 

Crittenden (2011) support that emphasis. Although the reviewed literature expresses a 

distinct importance of social network sites in the social media ecosystem and integrated 

marketing communications, Mangold and Faulds (2009) explain that effective 

networking opportunities can happen outside of social media as well, given that 
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individuals have the choice to talk about their experiences online, offline or both. Hanna 

et al. (2011) highlight the importance of the integration of social network sites in the 

social media ecosystem and quote Mike DiLorenzo, former director of social media 

marketing and strategy for the NHL2, stating, “Social networks aren’t about Web sites. 

They’re about experiences” (p. 268). 

These arguments depict how social network sites are embedded within the social media 

ecosystem. Hence, it is recommendable not to use the term as an alternative for social 

media. However, in reference to the nature of the behavioural dimension discussed in 

the literature review on brand experiences, this study suggests a strong connection 

between user-generated content in social network sites and social media in general. 

Therefore, although the focus of this study lies on the live video feature of social 

network sites, the umbrella term social media will be used for simplicity reasons.  

2.2.4 Social media defined 

Building upon definitions of Web 2.0 and user-generated content, Kaplan and Haenlein 

(2010) define social media as “a group of Internet-based applications that build on the 

ideological and technological foundations of Web 2.0, and that allow the creation and 

exchange of User Generated Content” (p. 61). Although social media is based upon the 

Internet’s fundamental principle of facilitating information exchange between users 

(Kaplan and Haenlein, 2010), it can be argued that social network sites such as 

Facebook, Twitter, and Snapchat have revolutionised how people and businesses 

connect and communicate with each other (Galloway, 2015). Safko and Brake (2009) 

emphasise this connective and communicative nature of social media and define social 

media as follows:  

“Social media refers to activities, practices, and behaviors among communities 

of people who gather online to share information, knowledge, and opinions 

using conversational media. Conversational media are Web-based applications 

that make it possible to create and easily transmit content in the form of words, 

pictures, videos, and audios.” (p. 6, italic in original) 

Constantinides and Fountain (2007) support the notion by Safko and Brake (2009) and 

highlight the focus of the term social media on social aspects of the Web 2.0, while the 

                                                 
2 The National Hockey League (NHL) is a professional ice hockey league in North America comprising teams from 

the USA and Canada. 
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term Web 2.0 is associated with the technological environment. For the purpose of this 

research the definition given by Safko and Brake (2009) will be adopted, because of its 

emphasis on communication between users and ease of transmission of various types of 

content.  

2.2.5 Current social media usage  

The availability of high-speed Internet led to the creation of the social network sites 

MySpace in 2003 and Facebook in 2004 that contributed to the popularity of the social 

media phenomenon (Kaplan and Haenlein, 2010; Galloway, 2015). Even though 

MySpace might have become irrelevant in the social media ecosystem (Gillette, 2011), 

other contemporary social network sites show considerable Internet traffic and user-

growth. Facebook, the most populated social network site on the Internet, declared 1.4 

billion daily active users on average for December 2017 and 2.1 billion monthly users in 

the same month (Facebook, 2018), a 6% increase from 1.968 billion monthly active 

users as of April 2017 (Statista, 2017a). That number increased to 2.414 billion monthly 

active users as of October 2019; other popular platforms often used for marketing and 

communication purposes declared the following numbers of monthly active users as of 

October 2019: Instagram, a photo- and video-sharing app owned by Facebook, 1 billion; 

Twitter, a micro-blogging platform, 330 million; Snapchat, a photo- and video-sharing 

app with strong appeal to millennials, 314 million; YouTube, a video-sharing website 

owned by Google, 2 billion (Statista, 2019c). In general terms, the Pew Research Center 

found that in 2014 approximately 70% of online users worldwide were active social 

media users (Hayes, Carr and Wohn, 2016).  

Looking closer into the social media ecosystem, with focus on distributed video content, 

Internet video traffic is forecasted to grow from 75% of all consumer Internet traffic in 

2017 to 82% in 2022 (Cisco VNI, 2018). The growth can generally be observed across 

the most visited social media platforms. YouTube went from 4 billion views a day in 

2012 (YouTube Blog, 2012)—which equals 293 million hours watch time a day, if 4.4 

minutes are considered as an average YouTube video view (comScore, 2014)—to 1 

billion hours watch time a day in 2017 (YouTube Blog, 2017a). Facebook saw an 

increase in their daily video views from approximately 1 billion at the end of 2014 to 

over 8 billion by the end of 2015 (Savage, 2016) resulting in approximately 100 million 

hours of video watch time per day (Constine, 2016a). As of May 2016, Snapchat users 

watched over 10 billion videos per day, which equates to a 500% increase since May 
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2015 (Statista, 2016c). Furthermore, users spent an average of 25 to 30 minutes on 

Snapchat every day (Snapchat, 2017). An indirect comparison shows that users on 

Snapchat’s main competitor Instagram shared 95 million photos and video per day as of 

April 2017 (Lister, 2017).  

2.2.6 Live video on social media 

Live video on social media was introduced to the mass-market in March 2015 (O’Brien, 

2015). Only few academic or otherwise relevant literature was found in the field of 

marketing or adjacent areas. Academics and professionals in the field of sports 

marketing were not able to point towards relevant academic literature in the field of live 

video either. Hence, this subsection builds upon interviews with football business 

professionals and academics in the field of sports marketing, conducted explicitly for 

this research, and on reports found in dedicated media on the subject. Table 2.1 provides 

an overview of the interviewees. 

Currently, the following social network sites can be regarded as main platforms for live 

video on social media for producers in the sports industry, because of their reach and 

ease of use: Facebook, Instagram, Twitter, and YouTube.  

Table 2.1: Expert interviews held for this study 

Interviewee Position Type of interview 

A Communications at Swiss Super League club Personal interview 

B Professor of Sports Business at UK university Skype interview 

C Lecturer of Sports Marketing at UK university Skype interview 

D Lecturer of Sports Business at Spanish institute Skype interview 

E Communications at Dutch Eredivisie club Skype interview 

F Communications at Scottish Premiership club Skype interview 

G Technology at Scottish Premiership club Skype interview 

H Communications at Swiss Super League club Personal interview 

Live video from a brand to consumers can be traced back to 1998, where American 

heavy metal band Korn streamed live video directly from their studio to their website 

(Schneider and Cagan, 1998). However, this kind of live video communication was 

unidirectional back then and missed the mobile and social component on the user side 

due to the fact that the required technology was not implemented yet. The smartphone 
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application Meerkat made live video streaming available to the general Internet user in 

March 2015 at SXSW3 and added mobility and the social media component to live 

video (O’Brien, 2015). Twelve months later, the company decided to move away from 

live video streaming because of its inability to keep up with its two main competitors 

Twitter’s Periscope and Facebook Live (Beckett, 2016; Hutchins, 2016). The company 

discontinued its Meerkat app in September 2016 (Rubin, 2016; Mlot, 2016). Twitter 

introduced their standalone live video app Periscope in March 2015 (Segall, 2016) and 

added the possibility to go live directly from within the Twitter app in December 2016 

(Wagner, 2016).  

As a direct competitor, Facebook introduced live video in December 2015 for iOS 

mobile devices and in February 2016 for Android mobile devices for all its users (Kant 

and Xu, 2016). In March 2017, Facebook added the feature to go live from a desktop or 

laptop computer (Connolly and Handy, 2017). Instagram introduced the live video 

feature in November 2016 (Constine, 2016b). In February 2017, YouTube officially 

rolled out their mobile streaming feature and joined the landscape of live video on social 

media to compete with the same tools as the above-mentioned platforms (YouTube 

Blog, 2017b). YouTube had already introduced a live video feature from desktop or 

laptop computers for their creative partners in April 2011, which, however, did not 

allow full mobility of the live production (YouTube Blog, 2011).  

After the launch of Twitter’s Periscope, various media outlets shared the opinion that it 

could be the ‘next big thing’ in social media (Cargill, 2015; Flynn, 2015; Halpern, 2015; 

Sunrise Advertising, 2015; Walsh, 2015). 200 million live streams were broadcasted on 

Periscope in its first year, where 100 million broadcasts were made in the last three 

months of that period (Heine, 2016; Ulanoff, 2016). The numbers strengthened the 

belief that Periscope could become an essential live video channel for brands and 

organisations on social media. 

Mario Leo (2016), CEO of Result Sports, a leading digital marketing agency for 

professional sports brands, explained during his presentation at FECKK4, on 27 April 

2016, that he expects Facebook Live to become the leading live video platform because 

of its vast reach, an opinion supported by six experts during interviews from Table 2.1. 

On 10 October 2016, Facebook CEO Mark Zuckerberg underlined his enthusiasm for 

                                                 
3 South by Southwest (SXSW) is an annual conference and festival that takes place in Austin, Texas (USA) and 

focuses on original music, independent films, and emerging technologies. 
4 Fan Engagement Conference Kilkenny (FECKK) is a conference held for the first time on 27 April 2016 in 

Kilkenny, Republic of Ireland, that focused on the topic fan engagement in the sports industry. 
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live video in a Facebook Live stream, noting that users will see more interactive video 

content in the future rather than pre-produced content (Zuckerberg, 2016; Pye, 2017). 

The same enthusiasm was adapted to the algorithm that chooses which content is shown 

in the Facebook News Feed of a user (Kant and Xu, 2016). 

However, in answer to the question, ‘How important is live video broadcasting on 

Periscope or Facebook in a football marketing and communications context today?’ 

Interviewee B emphasizes the socio-demographic issue that arises in the usage of social 

media platforms and states, 

“I think at the moment it is really important to a 15-year-old, but it’s much less 

important to [someone from an older generation]. Moving forward, certainly 

over the next five years, I can see this becoming much more established and 

much more important, if it’s not important already.” 

Interviewee C and E agree with the statement. Statistics from 2016 by Global Web 

Index support the assertion by indicating that 41% of Periscope users are 16 to 24 years 

old, and 75% are younger than 35 (Buckle, 2016). In contrast, 36% of Facebook users in 

the U.S. are between the age of 13 and 29, and 57% are younger than 40 (Statista, 

2016b). 

Building upon this socio-demographic issue, it can be argued that live video on social 

media could be subject to diverse viewership behaviour, given that different target 

audiences might use different applications to access similar content (Pew, 2015). This 

can include what content a target audience is interested in and how it engages with the 

content. The assertion that distinctive live video applications for social media could 

reach different target audiences on different social media platforms, based on socio-

demographics, becomes legitimate. All interviewees in Table 2.1 shared that opinion. 

Furthermore, Hutchins and Rowe (2012) claim to have found evidence that for media 

sport to provide a holistic experience to its audience, digital media content needs to be 

connected through an interlocking relationship between television, computer, tablet, and 

mobile phone screens, all of which are subject to individual usage by target audiences 

with distinct socio-demographics. In regard to the content provided across various 

screens, Boyle and Haynes (2013) support the finding above and stress that multiple 

sports media forms will coexist rather than any one platform dominating the field. 
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In that context, Interviewee B and G suggest to do research in an area that is durable. 

Facebook Live and Periscope can be considered products that run the risk of being 

discontinued, if users move to a different platform (Leo, 2016), a phenomenon observed 

with Meerkat users (Beckett, 2016). Online video as a medium, on the other hand, is 

forecasted to grow with 18 billion networked devices in 2017 to 28.5 billion devices in 

2022 (Cisco VNI, 2018). 

With this in mind, this study focuses on the medium of communication, that is, live 

video on social media, instead of the platforms used to transmit the videos, such as 

Facebook, Periscope or similar.  

2.2.7 Social media videos and viewer loyalty 

The popularisation of social media videos can be attributed to the advent of YouTube in 

2005 (Newman et al., 2013). It has since offered new opportunities for sports 

organisations to strengthen their brand through instant audio-visual updates without 

having to rely on traditional and controlled broadcast media (Hutchins and Rowe, 

2012), as discussed in the previous section. Applying unscripted programming that 

offers a peek into the real life of a sports brand and its athletes through social media can 

attract a wider audience (Sigismondi, 2012; Stewart, 2018), because viewers pay 

attention to stimuli relevant to satisfying basic motives like curiosity and the need for 

entertainment (Reiss and Wiltz, 2004). Documentary-like sports videos that tell a 

consistent, glamorised, and well-constructed story can craft the mythology around a 

sports brand and product and entice its audience (Vogan, 2014). The growing popularity 

of sports documentaries (Reiss, 2019), the increasing importance of video and live 

video on the reach across social media platforms (Cisco VNI, 2018; Stewart, 2018), and 

the significant effect of social media marketing on brand loyalty (Ismail, 2017) 

underline the choice to examine the relationship between brand experience and viewer 

loyalty on social media. In this research, viewer loyalty refers to behavioural intentions 

of video viewers from a media consumption perspective in regard to a sports brands’ 

online videos (see Zeithaml et al., 1996; Brakus et al., 2009). This may be different 

from fan loyalty in sports, which is often related to irrational fan behaviour (Stewart et 

al., 2003; Abosag et al., 2010).  

Long-term relationships between consumers and brands can lead to the preferred use of 

a sports brand’s products or services, thereby, inciting brand loyalty (Bühler and Nufer, 

2013; Biscaia et al., 2016). This can further lead to emotionally committed and loyal 
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fans and spectators that secure continuous streams of revenue for their favoured brands 

(Desbordes, 2007; Pritchard, 2014).  

Academic literature separates brand loyalty into two dimensions: behavioural loyalty, 

referring to repeated purchases, and attitudinal loyalty, referring to commitment towards 

a brand because of a unique value association (Dick and Basu, 1994; Chaudhuri and 

Holbrook, 2001; Pritchard, 2014). As applied to this research, the definition of 

behavioural loyalty is adapted from ‘repeated purchases’ to ‘repeated video views’. The 

legitimisation for this adaptation is attributed to a brand’s goal to produce online videos 

that reach as many viewers as possible and turn them into returning and loyal viewers 

(Safko and Brake, 2009; Newman et al., 2013). The original definition of attitudinal 

loyalty does not need adaptation, as it relates equally to the context of this research.  

Research has found that brand experience can affect future-directed brand loyalty (Dick 

and Basu, 1994; Brakus et al., 2009; Sahin, Zehir and Kitapci, 2011; Walter et al., 

2013; Khan and Rahman, 2016). Zeithaml, Berry and Parasuraman (1996) suggested 

that there is a relationship between service quality provided by a brand and behavioural 

intentions of receivers of such service. In the setting of this study, the provided service 

quality can be regarded as a brand experience. Zeithaml et al. (1996) established a scale 

to investigate behavioural intentions of customers. The scale includes a 5-item loyalty 

sub-scale (see Table 3.8), which has been successfully tested to measure behavioural 

and attitudinal loyalty with users of an online shop (Ribbink et al., 2004) and in 

connection with brand experience (Ramaseshan and Stein, 2014).  

2.2.8 How football clubs use live video on Facebook 

The following section discusses how professional football clubs use live video on social 

media. Given the lack of research in the field, findings in this section are based upon the 

analysis of primary data collected from selected football clubs’ Facebook Live efforts 

and seek to inform how football clubs use social media live video. The stratified random 

sample observes 212 uploaded Facebook Live videos from 18 clubs from four football 

confederations. The live videos were accessed on 27 April 2017. Details on the live 

videos used in the following discussion can be found in Appendix A. Facebook was 

chosen as the channel to observe, because it offers the option to upload broadcasted live 

videos on a user’s page longer than other popular social network sites, except YouTube. 

The probability of finding live videos on a club’s respective Facebook fan page is 

higher than, for instance, on Instagram or Twitter. All clubs could have streamed live 
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videos, but decided not to publish certain segments for viewing after the live video 

ended. Therefore, the following discussion is solely based upon live videos that could 

be viewed on the day of access.  

Various observed football clubs follow a pattern when broadcasting live on Facebook. 

Looking at accessible live videos from 1 January until 27 April 2017 on the Facebook 

fan page of Australian club Brisbane Roar FC, the club starts their live video segments 

by broadcasting an approximately 30-minute video from Suncorp Stadium that shows 

the teams warming up, and as of 16 April 2017 includes hosted parts (Brisbane Roar 

Facebook, 2017a; 2017c; 2017e; 2017h). At the end of the match, a press conference 

with the head coach is broadcasted (Brisbane Roar Facebook, 2017b; 2017d; 2017i). On 

20 April 2017, the club also broadcasted a press conference with the head coach ahead 

of the match (Brisbane Roar Facebook, 2017g), before the live stream of the warm-ups 

and the hosted segment. 

Major League Soccer club New York City FC (NYCFC) follows a similar pattern. 

Based on available live streams from their games on 1, 8, 15, and 23 April 2017, the 

club first broadcasts an approximately 10-minute segment hosted by two anchors of 

WFAN Sports Radio previewing the game (NYCFC Facebook, 2017a; 2017h, 2017l). 

Next, a 13- to 17-minute live stream shows the teams warming up on the pitch (NYCFC 

Facebook, 2017b; 2017e, 2017i, 2017m), followed by a 4-minute segment from the 

tunnel cam before kick-off (NYCFC Facebook, 2017c; 2017f, 2017j; 2017n). A post-

match press conference with the head coach concludes the live video segments of the 

day on Facebook (NYCFC Facebook, 2017d; 2017g, 2017k; 2017o). 

The pattern of Italian Serie A side ACF Fiorentina between 1 March and 27 April 2017 

sees the club live streaming a pre-match press conference with the head coach (ACF 

Fiorentina Facebook, 2017a; 2017d; 2017g), the warm-up of the teams (ACF Fiorentina 

Facebook, 2017b; 2017e; 2017h), and the post-match press conferences (ACF 

Fiorentina Facebook, 2017c; 2017f; 2017i). Occasionally, live videos from the arrival of 

the team at the stadium (ACF Fiorentina Facebook, 2017j) or segments with additional 

commentary (ACF Fiorentina Facebook, 2017k) are added. Additionally, the 

#ForzaViola talk show is live streamed monthly (ACF Fiorentina Facebook, 2017l; 

2017m; 2017n). 

Various football clubs focus on just one or two specific events to broadcast. For 

instance, four out of five live streams on the Facebook fan page of Swiss club FC Basel 
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between 2 March and 22 April 2017 were post-match interviews with players of the 

team (FC Basel Facebook, 2017a; 2017b; 2017c; 2017d). Further observations of Swiss 

football clubs show FC Zurich solely broadcasting three press conferences ahead of 

their UEFA Europa League home matches in the season 2016/17 (FC Zurich Facebook, 

2016a; 2016b; 2016c) and BSC Young Boys live streaming three post-match press 

conferences for home matches in February and April 2017 (BSCYB Facebook, 2017a; 

2017b; 2017c).  

From 5 February to 26 April 2017, Scottish Premiership side Celtic FC focused their 

live video efforts on Facebook on the arrival of the team at the stadium (Celtic FC 

Facebook, 2017a; 2017b; 2017c; 2017d) and broadcasting the team’s training sessions 

(Celtic FC Facebook, 2017e; 2017f; 2017g; 2017h). 

These examples show that clubs follow a clear pattern. Considering the discussion on 

brand experience in Chapter 2.3, it can be argued that these examples do not provide a 

holistic brand experience through live video on social media, which encompasses a 

sensory, affective, intellectual, and behavioural dimension (Brakus et al., 2009). 

Consequently, research from an applied point of view is deemed justified.  

2.2.9 Summary 

Social media is omnipresent in modern society and has received attention from scholars 

and businesses alike. The term is often used interchangeably with terms such as Web 2.0 

(O’Reilly, 2005; Cormode and Krishnamurthy, 2008), user-generated content (Jenkins, 

2006a; Bruns, 2008), and social network sites (boyd and Ellison, 2008) that address 

similar characteristics of modern technology, but focus on different components. Safko 

and Brake (2009) define social media as “activities, practices, and behaviors among 

communities of people who gather online to share information, knowledge, and 

opinions using conversational media” (p. 6). Facebook, Instagram, Twitter, and 

YouTube are the most popular social network sites on the worldwide web in terms of 

usage and reach (Statista, 2019c), which see video, especially live video, as a crucial 

medium for social media communication in the near future (Constine, 2016b; 

Zuckerberg, 2016; Pye, 2017; Cisco VNI, 2018). Experts in the field of digital 

marketing and social media suggest focusing theoretical and practical efforts on the 

medium of communication, for example on live video on social media, instead of 

focusing on platforms used to transmit the live videos, such as Facebook or Twitter, due 

to uncertainty of the longevity of specific social network sites (Leo, 2016). The 
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observation of Facebook Live videos from selected professional football clubs in 

Chapter 2.2.8 shows that there is room for further development regarding brand 

experience through live video on social media in the industry. Furthermore, 

investigating the impact of the brand experience on viewer loyalty in the context of 

social media live video adds clarity on the importance of such efforts within marketing 

and communications tactics. In this regard, it becomes justifiable to focus this study on 

the medium of live video on social media, instead of focusing on a specific social media 

channel, as addressed in the research question.  

The next section will review the field of brand experience in the context of marketing 

and social media, while drawing conclusions from seminal literature on brand 

experience (Holbrook and Hirschman, 1982; Pine and Gilmore, 1998) and experiential 

marketing (Schmitt, 1999; Brakus et al., 2009). The four dimensions adopted for this 

research will be reviewed and defined in the context of live video on social media 

delivered by a football brand. 

2.3 Brand Experience  

As social media has evolved from “just another marketing channel” (Figueroa and 

Otero, 2016, p. 469) to become “a platform to facilitate information exchange between 

users” (Kaplan and Haenlein, 2010, p. 60), as well as a top-of-the-agenda marketing and 

communications tool for companies and brands, researchers have laid focus on the 

subject (O’Reilly, 2005, Kaplan and Haenlein, 2010; Kietzmann et al., 2011). However, 

fast-paced developments driven by new media platforms such as Facebook, Twitter, and 

Google constantly provide new ground for research, as is the case with live video on 

social media. Since this specific audio-visual communication medium was introduced to 

general users in March 2015 (O’Brien, 2015), it became apparent that relevant research 

in the field is yet warranted. 

The main literature in the area of brand experience and experiential marketing shows a 

recurring theme based on research of the behaviour of guests, users, and consumers in a 

brick and mortar business environment (Holbrook and Hirschman, 1982; Pine and 

Gilmore, 1998; Schmitt, 1999; Brakus et al., 2009). Its focus on an offline environment 

is a major limitation in this study. Where a traditional brand experience is limited to a 

definitive physical environment such as a store, mall, or stadium, experiencing a brand 

online provides geographically unrestricted possibilities for interaction between or 
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amongst the brand and its users through devices connected to the Internet. This creates a 

community-centric environment rather than company-centric from which data can be 

collected to analyse the experience and improve on it (Klaus and Maklan, 2013).  

With regard to brand experiences in sports, the amount of relevant research is limited to 

a small number of specific academic publications (e.g. Chanavat and Bodet, 2014; Lai, 

2014). Whilst research on brand experience and experiential marketing in an online 

environment exists (e.g. Ha and Perks, 2005; Chen et al., 2013; Morgan-Thomas and 

Veloutsou, 2013; Hamzah et al., 2014; Limba, Kiskis and Jurkute, 2014), a lack of 

relevant literature on the relationship between brand experiences and live video on 

social media was found suggesting that the subject of brand experiences is under-

researched (Mollen and Wilson, 2010; Walter et al., 2013).  

Given that the above-mentioned topics are a key area of investigation for this research, 

the aim of this research is to narrow the gap in the literature by investigating how fans 

and followers can experience their favourite football brand through live video on social 

media. With this in mind, the next section reviews the following areas: 

 Brand experiences and experiential marketing in a traditional context, sports, 

and through digital media 

 General items and dimensions of a brand experience 

2.3.1 Considering the 12th Man 

As discussed in Chapter 2.1.4, sport spectators and fans are segmented into various 

categories. Although the degree of identification and involvement across each category 

might differ, a sense of belonging is arguably omnipresent (Smith and Stewart, 2010). 

Seattle Sounders FC5 marketing chief John Rizzardini recalls an incident with an angry 

fan who screamed at the staff when the club moved to their new stadium in 2002:  

“You forgot the 12th Man! You didn’t even bring the jersey over and hang it in 

the new stadium. You forgot about us!” (Gastineau, 2013, p. 16, italics in 

original) 

This episode shows how fans see themselves as an integral part of the club and can be 

outspoken about it. In order to provide a sense of belonging, professional sports brands 

design holistic brand experiences for spectators and fans at various touchpoints 

                                                 
5 Seattle Sounders FC is a professional football club based in Seattle, Washington, United States of America. 
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(Simmons and Simmons, 2006; Bridgewater, 2010). This includes the experience of a 

game of football at the stadium (Bourgeon and Bouchet, 2001), sponsorship activation 

through marketing communication (Cornwell, 2014), fan satisfaction and retention 

(Rein et al., 2006), and bringing fans closer to the game with social media (Sanderson, 

2011; Sutera, 2013).  

The following section discusses various models that have been proposed to explain 

brand experiences and experiential marketing, critically reviews seminal literature in the 

field of a brand experience, and defines the term and its relevant dimensions. 

2.3.2 Brand experience defined 

Holbrook and Hirschman (1982) laid the foundation for the experience view in a 

branding and marketing context by asserting that contemporary brand consumption 

involves emotional components of fantasies, feelings, and fun, while neglecting 

consumption phenomena such as playful leisure activities, sensory pleasures, 

daydreams, esthetic (sic) enjoyment, and emotional responses when creating brand 

experiences. Seminal literature that emerged at the turn of the 21st century, including 

Schmitt (1999) and Pine and Gilmore (1999), addresses this neglected phenomenon. 

Recent literature adds the importance of brand experiences when positioning and 

differentiating a corporate brand online, as well as for sustaining a competitive 

advantage (Hamzah et al., 2014; Khan et al., 2016). 

Although authors have used different terminology to define or discuss experiences in 

branding and marketing, their respective models portray similar characteristics in regard 

to the examined experiential dimensions and items.  

Pine and Gilmore (1999) introduce the term experience economy to describe this new 

economic offering and explain that a compelling brand experience incorporates four 

realms, which encompass entertainment, educational, escapist, and esthetic (sic) 

elements to create a memorable experience. McCarville and Stinson (2014) support that 

argument and add that memorable experiences “create emotional attachment to an 

intended [sports] product” (p. 63). Furthermore, Pine and Gilmore (1999) build their 

four realms upon the environment dimension that sees consumers either immersed or 

absorbed in a brand experience, and the participation dimension that addresses active or 

passive participation in a brand experience. A critical review of the four realms of a 

brand experience shows that Pine and Gilmore (1999) fill the knowledge gap in regard 
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to the neglected consumption phenomena as identified by Holbrook and Hirschman 

(1982).  

Schmitt (1999) coins the term experiential marketing and argues that consumers look 

for brands that provide stimulating, entertaining, educational, and challenging 

experiences evoked by strategic experiential modules (SEM) and thus become part of a 

consumer’s life. Although Schmitt’s five SEMs parallel the four realms of an 

experience suggested by Pine and Gilmore (1999), Schmitt (1999) focuses on the 

supremacy of the brand, whereas Pine and Gilmore (1999) emphasise the brand 

experience as an economic offering.  

Brakus, Schmitt and Zarantonello (2009) expand on Pine and Gilmore’s (1999) and 

Schmitt’s (1999) models and conceptualise brand experiences as “subjective, internal 

consumer responses (sensations, feelings, and cognitions) and behavioral responses 

evoked by brand-related stimuli that are part of a brand’s design and identity, 

packaging, communications, and environments” (p. 53).  

Gentile, Spiller and Noci (2007) draw from existing literature and theorise that customer 

experiences are based upon the interaction of six components: sensorial, emotional, 

cognitive, pragmatic, lifestyle, and relational components. Additionally, Gentile et al. 

(2007) claim that an emotional tie between a brand and its customers can be created 

through a positive customer experience and can enhance customer loyalty.  

Bauer et al. (2008) assess that relevant experiential benefits in a team-sport setting 

might include nostalgia (which they claim evokes fond memories), escape, socializing 

and companionship, emotions, and entertainment, findings that can be based on the 

concept of Holbrook and Hirschman (1982), the four realms of the experience theory 

model of Pine and Gilmore (1999), and the research of Schmitt (1999).  

As for football brands, Bridgewater (2010) builds upon the brand experience framework 

of Pine and Gilmore (1999) and defines brand experiences as experiences “that engage 

customers in memorable ways and coordinate the marketing offer to ‘perform’ a 

marketing experience” and underlines that “customers are encouraged to interact with 

the brand at various points during the experience” (p. 118, quotation marks in original).  

Hamzah et al. (2014) introduce the concept of corporate brand experiences in an online 

context, which they base upon a discussion guided by the literature of Schmitt (1999), 
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Brakus et al. (2009) and others, and define corporate brand experience in the online 

context as:  

“Specific corporate brand values: visual identity (sensory), functionality, 

emotional experience, lifestyle and corporate/self-identity evoked by corporate 

brand-related stimuli, such as corporate brand identity and reputation, 

communication by the corporation, other related subsidiaries, corporate entities 

or environment overtime, resulting in the corporate brand equity as well as 

emotional bond across stakeholders.” (p. 2307; italics in original) 

Although Hamzah et al. (2014) proclaim new dimensions, these dimensions parallel the 

SEMs proposed by Schmitt (1999), which include sensory, affective, intellectual, 

interactive and relational experiences. Khan, Rahman and Fatma (2016) validate the 

measurement items of the online corporate brand experience model proposed by 

Hamzah et al. (2014) through quantitative research and find significant effect of its 

dimensions on brand satisfaction and loyalty, whereby visual identity, functionality and 

emotional experience have more significance on providing an online corporate brand 

experience than lifestyle and corporate/self-identity.  

A critical comparison of these definitions and arguments shows similarities in the use 

and application of experiential dimensions and elements, which include senses, 

emotions, cognition, and behaviour. This study’s definition of a brand experience 

emphasizes the definition provided by Brakus et al. (2009) with consideration of other 

literature in the field of brand experience and experiential marketing as follows: 

Brand experiences through live video on social media are subjective, internal 

user responses (sensations, feelings, and cognitions) and behavioural responses 

evoked by audio-visual content broadcasted live through specific social media 

channels of a brand and consider active or passive user participation in an 

absorbing or immersive digital environment (Pine and Gilmore, 1999, Schmitt, 

1999, Brakus et al., 2009, Hamzah et al., 2014). 

2.3.3 Dimensions of a brand experience  

The literature on brand experience in a traditional context and in sports reveals parallels 

in the identification of dimensions and elements of a brand experience. The core 

dimensions in this research are based on studies by Brakus et al. (2009) and include: 
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 Sensory dimension 

 Affective dimension 

 Intellectual dimension 

 Behavioural dimension 

These dimensions are reflected in the research question (see Chapter 2.6.3) and form the 

theoretical foundation for the qualitative and quantitative data collection as depicted in 

Figure 3.2, 3.3, and 3.4. For this research, the dimensions and their respective 

characteristics are viewed as a brand experience through live video on social media. The 

analysis is limited to digital media and its respective channels as discussed in Chapter 

2.2.  

Sensory dimension 

The main literature on brand experience and experiential marketing uses the terms 

sensory (e.g. Schmitt, 1999; Gentile et al., 2007; Brakus et al., 2008; Pentina, 

Amialchuk and Taylor, 2011) and aesthetic (e.g. Pine and Gilmore, 1999; Mathwick, 

Malhotra and Rigdon, 2001) interchangeably.  

According to Holbrook and Hirschman (1982), aesthetic experiences are influenced by 

the simultaneous operation of verbal and nonverbal cues through multiple sensory 

channels. Such cues form the foundation for the distinctive, constant, and consistent 

quality of a holistic sensory experience embedded in a theme that serves as a mental 

anchor for consumers (Schmitt, 1999). Consequently, consumers partaking of an 

aesthetic experience are immersed in an event or environment and are passive 

participants in it (Pine and Gilmore, 1999). Iglesias, Markovic, and Rialp (2019) found 

that such a sensory experience can positively affect a brand’s equity through customer 

satisfaction and affective commitment, hence, strengthening loyalty.  

Moving from an offline to an online brand consumption environment, Caruana and 

Ewing (2010) found that the loyalty of customers is directly connected to the website 

aesthetics and usability of an online shop. Mathwick et al. (2001) add that an aesthetic 

experience in catalogue and online shopping environments consists of two dimensions: 

visual elements and the entertaining aspects of the shopping experience. In regard to 

visual elements and stimuli, Im, Lennon and Stoel (2010) assess that “aesthetic 

evaluations are subjective and affective judgements of visual stimuli (e.g. beautiful, 

pleasing, or worthy of appreciation)” (p. 282). Given that the Internet is restricted to a 

digital environment, the accessible senses to experiencing aesthetic pleasure and sense 
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of beauty from a brand experience online are limited to sight (vision) and hearing 

(audio) (Pentina et al., 2011).  

Although Mathwick et al. (2001) include the entertaining aspects of a shopping 

experience in the aesthetic dimension of a brand experience, Pine and Gilmore (1999) 

explain that, contrary to an immersive aesthetic experience, an entertaining experience 

absorbs a passive participant instead.  

For the purpose of this research, and in reference to the main literature, a sensory brand 

experience through live video on social media is defined as follows: 

The sensory dimension of a live video through social media refers to the 

engagement of a brand with a consumer’s sight and hearing, which is intended 

to provide aesthetic pleasure, excitement, satisfaction, and a sense of beauty 

(Holbrook and Hirschman, 1982; Pine and Gilmore, 1999; Schmitt, 1999; 

Gentile et al., 2007, Brakus et al., 2008, Pentina et al., 2011).  

Affective dimension 

The main literature uses terms such as affect (e.g. Holbrook and Hirschman, 1982; 

Schmitt, 1999; Brakus et al., 2009), emotion (e.g. Gentile et al., 2007; Pentina et al., 

2011), and entertainment (e.g. Pine and Gilmore, 1999) interchangeably to describe the 

affective dimension.  

In reference to the information processing perspective in the area of affect, an attitude 

towards a brand can be created, which leads towards the liking or disliking or 

preference ranking compared to other brands (Holbrook and Hirschman, 1982). 

However, Brakus et al. (2009) explain that the ‘liking’ of a brand or a specific brand 

experience is but one aspect of the holistic brand experience and highlight that a “brand 

experience is not an emotional relationship concept” (p. 54). Similarly, Pine and 

Gilmore (1999) note that although various experiences move participants emotionally or 

entertain them, not all are considered entertainment and, therefore, not all experiences 

fall into the affective dimension, only those that are passively absorbed by their 

participants.  

Schmitt (1999) argues that “affective experiences are experiences of degree” (p. 122) 

and are based upon various types of affect that are caused by something or someone, 

ranging from unspecific affective states, such as light moods, to stimulus-specific 

affective states, such as intense emotions. For example, broadcasting an interview with a 
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staff member of a football club before a game can put viewers in a positive, negative, or 

neutral mood, although viewers might not be aware of what mood they are in. This 

depicts the light mood-degree of the affective experience. The strong emotion-degree 

can be shown by one of the football clubs on the pitch scoring a goal and trigger strong 

positive or negative emotions in viewers. A marketing strategy that produces coherent 

moods and feelings for receivers of an affective brand experience can foster brand 

loyalty (Schmitt, 1999; Gentile et al., 2007), a finding supported by Khan et al. (2016) 

in the context of online corporate brand experiences. Sports marketing-maven Jon 

Spoelstra (2001) highlights the need for a sports organisation to see itself as an 

entertainment provider, which includes developing sports content. This is supported by 

Carlson et al. (2019) who found that affective reactions can be elicited by connecting 

brand values and emotions in social media content.  

For this research the affective dimension is defined as follows: 

The affective dimension refers to the implementation of attaching moods, 

feelings, and emotions to a brand experience (e.g. love, hate, fear, joy, boredom, 

anxiety, pride, anger, disgust, sadness, sympathy, lust, ecstasy, greed, guilt, 

elation, shame, and awe) with the intention of absorbing guests, users, and 

customers into an entertaining digital experience, where they are passive 

participants (Holbrook and Hirschman, 1982; Pine and Gilmore, 1999; Schmitt, 

1999; Gentile et al., 2007).  

Intellectual dimension  

A critical review of the main literature shows the interchangeable use of terms such as 

cognition/cognitive (e.g. Holbrook and Hirschman, 1982; Gentile et al., 2007; Pentina et 

al., 2011) intellectual (e.g. Brakus et al., 2009), think (e.g. Schmitt, 1999; Ardyan et al., 

2016), and educational (e.g. Pine and Gilmore, 1999) to describe the intellectual 

dimension.  

A fundamental notion of the intellectual dimension is the focus laid on the subconscious 

and private nature of the cognitive processes arising from an educational experience 

(Holbrook and Hirschman, 1982). Schmitt (1999) recognises the opportunity for 

educational experiences to engage customers in elaborative and creative thinking to 

potentially guide paradigm shifts by rethinking assumptions and expectations towards a 

brand. In reference to the experience economy, an educational experience absorbs its 

participants by actively engaging the mind and/or body (Pine and Gilmore, 1999). 
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Brakus et al. (2009) add that an intellectual experience “includes convergent/analytical 

and divergent/imaginative thinking” (p. 54).  

Muthiah and Suja (2013) cite Duncker (1941), who underlines the emotional and 

pleasant consciousness that arises from an intellectual experience, such as mastering a 

new skill or performing well in a given activity. Similarly, Mathwick et al. (2001) assert 

that the active investment of a consumer’s financial, temporal, behavioural and 

psychological resources in an online environment can yield a specific return, which they 

term consumer return on investment (CROI). Jiménez Barreto et al. (2018) highlight the 

importance of delivering intellectual experiences through online channels to strengthen 

brand loyalty.  

It can be argued that live video on social media should provide its users with content 

that stimulates their intellect and engages them in a creative way. Hence, this research 

defines the intellectual dimension as follows: 

The intellectual dimension refers to educational experiences that are 

subconscious in nature, actively absorb participants, engage them in elaborative 

and creative thinking, and can encourage the revision of a common mental 

assumption (Holbrook and Hirschman, 1982; Pine and Gilmore, 1999; Schmitt, 

1999; Gentile et al., 2007). 

Behavioural dimension 

A critical review of the main literature illustrates the behavioural dimension as 

characterised by––and occasionally divided into––various terms such as behaviour 

(Holbrook and Hirschman, 1982; Brakus et al., 2009), escape (Pine and Gilmore, 1999), 

act/interactivity (Schmitt, 1999), relate/social (Schmitt, 1999; Gentile et al., 2007; 

Pentina et al., 2011; Hamzah et al., 2014), pragmatic (Gentile et al., 2007; Pentina et 

al., 2011), and playfulness (Mathwick et al., 2001).  

The escapist realm by Pine and Gilmore (1999) refers to an immersive brand experience 

characterised by a physical or cognitive escape into an activity requesting active 

participation by its participants. Schmitt (1999) adds that act and relate marketing 

strategies are “designed to create […] longer-term patterns of behavior and lifestyles as 

well as experiences occurring as a result of interacting with other people” (p. 154) and 

relate a consumer’s “individual self to the broader social and cultural context reflected 

in a brand” (p. 171).  
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Drawing from existing literature, Gentile et al. (2007) add the pragmatic component, 

which, in the context of online shopping experiences, Pentina et al. (2011) define as 

“exhibiting actions of using the interface to accomplish shopping goals” (p. 745). In 

reference to the definition of the escapist realm by Pine and Gilmore (1999) and the 

definition of the act SEM by Schmitt (1999), the pragmatic component can be 

considered a component in the behavioural dimension.  

Pentina et al. (2011) highlight the development of fellowship with other users and the 

sense of belonging to a social group that shares particular values and lifestyles in an 

online brand experience. According to Hamzah et al. (2014), the three elements 

involved in a behavioural experience are lifestyle, action, and activities, which parallel 

components mentioned by Schmitt (1999), Pine and Gilmore (1999), and Gentile et al. 

(2007). Furthermore, Hamzah et al. (2014) confirm the notion that “technology changes 

people’s lifestyle” (p. 2306), which strengthens the purpose of this research.  

Mathwick et al. (2001) introduce the playfulness component of a brand experience in an 

Internet shopping environment by referring to research of Deighton and Grayson (1995) 

and Gummesson (1998) and note that when customers turn from spectators to active 

participants they become ‘co-producers of value’, which transforms their experience 

into active play. Aoki, Obeng, Borders, and Lester (2019) support that notion and add 

that positive brand experience increases nonfinancial customer contributions such as 

recommending the brand to online and offline contacts. This parallels the explanation of 

Pine and Gilmore (1999) and their escapist realm. Hence, playfulness can be considered 

a component in the behavioural dimension in this research.  

Brakus et al. (2009) initially considered all five strategic experiential modules by 

Schmitt (1999) in their brand experience scale, but dropped the social module after data 

collection and analysis provided evidence of insignificance.  

In the context of this research and in reference to the literature reviewed above, the 

social dimension and the relational dimension are both considered individual 

components of the behavioural dimension. The behavioural dimension is defined as 

follows:  

The behavioural dimension refers to an immersive, potentially playful brand 

experience characterised by a physical or cognitive escape into an activity that turns 

viewers of a live video on social media from spectators to active participants to 

become ‘co-producers of value’; main elements of this dimension include lifestyle, 
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action, and activities (Pine and Gilmore, 1999; Mathwick et al., 2001; Gentile et al., 

2007; Hamzah et al., 2014) 

2.3.4 Experiencing a sports brand online 

Literature on digital media and sport media content highlights relationships between 

media platforms, implications on brand experiences online, and marketing and 

communications opportunities for sports properties. A key limitation is that no research 

could be found in the area of brand experiences through live video on social media. 

With the detection of the knowledge gap for brand experiences online, Mathwick et al. 

(2001) tested their experiential value scale on Internet and catalogue-shopping and 

found that the online shopping experience offered a lower level of entertainment and 

less visual appeal than catalogue shopping. However, Ha and Perks (2005) investigated 

the effects of consumer perceptions of brand experience on the web and concluded that 

“impressive [online] brand experiences significantly influence the brand trust of 

customers” (p. 446), findings supported by Morgan-Thomas and Veloutsou (2011) and 

Laroche, Habibi and Richard (2013).  

Projecting the findings of these empirical studies onto a football brand, it can be argued 

that social media has the potential to convert followers into trusting fans and trusting 

fans into customers (Garcia, 2011; Parganas, 2015). Parganas (2015) suggests that a 

positive relationship between increased Facebook and Twitter engagement and 

increased revenues of Liverpool FC exists. Similarly, Garcia (2011) highlights how 

Real Madrid successfully builds a relationship of trust with its fans via social media by 

engaging them with dedicated content that directs online traffic to the club’s web shop 

to generate jersey sales and other conversions. Nevertheless, it is questionable whether 

the size of a club in relation to total digital reach has a positive influence on these 

relationships. No significant literature was found to extrapolate the results to football 

clubs of a smaller size. However, McCarthy et al. (2014) observed that four 

professional EPL football clubs of medium to small size share the belief that the 

development of social media strategies could deliver commercial gain.  

Given that Internet and, specifically, social media usage has been moving from desktop 

and laptop computers towards handheld devices (Kaplan and Haenlein, 2010; Kemp, 

2016, p. 26, 38, 53), the necessity for brands to include memorable brand experiences 

online on handheld devices in their marketing and communications efforts has 
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increased. The fact that mobile devices have become a significant vehicle for the 

consumption of sports media (Goggin, 2013; Kunz, 2014) supports that argument. 

Moreover, live video through smartphone applications can “represent an opportunity for 

multiple perspectives on events of shared public interest” (Tang, Venolia and Inkpen, 

2016, p. 1). Although further research dedicated to online brand experiences exists (e.g. 

Constantinides, 2004; Qader and Omar, 2013; Cheung and Vazquez, 2015), none of the 

literature has examined brand experiences through live video on social media.  

All of the above-mentioned models and notions originated in the brick-and-mortar 

environment as strategic and tactical tools and are arguably aimed at consumers within 

the geographical reach of a company or sports property. None of the models emphasize 

brand experiences online. The global growth of Internet penetration in households since 

the commercialisation of the Internet (cf. Internetlivestats.com, 2016; Statista, 2016a) 

led to the logical next step of exploring brand experiences online. 

2.3.5 Summary 

Literature on brand experience and experiential marketing is mainly in reference to 

brick-and-mortar business environments (Holbrook and Hirschman, 1982; Pine and 

Gilmore, 1998; Schmitt, 1999; Brakus et al., 2009). Although, the importance of online 

brand experience was recognised by a few scholars (e.g. Ha and Perks, 2005; Chen et 

al., 2013; Limba et al., 2014), a lack of relevant literature on the relationship between 

brand experiences and live video on social media was found during the writing of this 

study. This study aims to close the gap in the literature with its findings. Drawing from 

existing literature with emphasis on a marketing perspective, four main brand 

experience dimensions were identified and defined. The dimensions of a brand 

experience reflected in the definition and adopted for this study are: subjective, internal 

user responses (sensations, feelings, and cognitions) and behavioural responses evoked 

by audio-visual content broadcasted live through specific social media channels of a 

brand and consider active or passive user participation in an absorbing or immersive 

digital environment (Pine and Gilmore, 1999, Schmitt, 1999, Brakus et al., 2009, 

Hamzah et al., 2014). Various literature reviewed above elaborates on the effectiveness 

of a holistic brand experience in strengthening brand loyalty (e.g. Brakus et al., 2009, 

Hamzah et al., 2014; Kunz 2014; Khan et al., 2016). Therefore, this study focuses its 

efforts on the four defined dimensions, as described in the research question. 
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The next section will discuss the Experiential Grid as proposed by Schmitt (1999) and 

Brakus (2008) and critically assess its use for social media live video in the context of a 

sports brand. Individual tactics are provided within each experiential provider (ExPro) 

for the respective brand experience dimensions. The Experiential Grid will be the main 

framework upon which the suggested tactical tool in Chapter 6 is based. 

2.4 The Experiential Grid 

This chapter explores the opportunities and possibilities provided by the Experiential 

Grid, a tactical marketing and communications framework (Schmitt, 1999; Brakus, 

2008). The framework consists of strategic experiential modules (SEMs) and 

experiential providers (ExPros). SEMs are discussed in Chapter 2.3 and are part of the 

definitions of this study’s brand experience dimensions. The ExPros suggested by 

Schmitt (1999) and Brakus (2008) are reviewed in this chapter and adapted to fit the 

context of this study, namely, to create marketing and communications activities 

through social media live video for the case study football club. The review assesses the 

applicability of the individual ExPros in regard to social media live videos of a sports 

brand, and the adaptation is based upon existing literature6  and practical examples 

deemed appropriate for the case at hand.  

2.4.1 Introduction 

The Experiential Grid is a “key strategic planning tool of experiential marketing” 

(Schmitt, 1999, p. 72), which seeks to create a holistic brand experience (Brakus, 2008). 

Despite its popularity in academia and in business, the framework had initially been 

criticised for being a seemingly modest strategic marketing and communications tool 

(Holbrook, 2000; Carù and Cova, 2003). Nevertheless, recent literature has established 

experiential marketing to be a legitimate marketing and communications strategy to 

build a memorable brand experience in the short-run and intensify customer 

relationships in the long-run (Smith and Hanover, 2016; Coleman, 2018; Fetchko et al., 

2019). Arguably, the framework is more fittingly used tactically than strategically7. The 

legitimacy of the Experiential Grid’s tactical use can be based upon the application as a 

comprehensive framework to focus on the delivery of customer experiences (Sharma 

                                                 
6 Existing literature reviewed in this section often refers to a general brand communications approach due to the lack 

of extant literature in the field of social media live video.  
7 A tactic is considered the “doing”, whereas a strategy is considered the “planning” of a business project or activity 

implementation (Schultz et al., 1987). 
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and Sharma, 2011; Muthiah and Suja, 2013), and an alternative cognitive-science 

paradigm to the mainstream marketing paradigm of information processing and choice 

(Brakus, 2008). Moreover, Hakkarainen (2004) criticises that Schmitt focuses on 

features of tangible products, while missing the emotional experience perspective of 

customers. Because of that, Hakkarainen (2004) suggests to apply the Experiential Grid 

to a service environment to highlight characteristics of intangibles, which is in line with 

the nature of this research, namely delivering intangible social media live video 

experiences. Such branded livestreams could be considered a value-added service for 

viewers interested in the brand (Stewart, 2018). 

2.4.2 Strategic experiential modules (SEMs) 

The original Experiential Grid consists of five SEMs, which, individually or combined, 

establish a specific type of experience based upon a sensory, affective, intellectual, 

relational/social, and bodily dimension (Schmitt, 1999; Brakus, 2008). Brakus et al. 

(2009) examined SEMs further and established the brand experience scale, which 

merged the relational/social and bodily dimension into one dimension, the behavioural 

dimension. Hence, the Experiential Grid in this study comprises four dimensions instead 

of five and uses the term ‘dimension’ instead of ‘SEM’ (cf. Brakus et al., 2009). 

Chapter 2.3.2 discussed the brand experience dimensions in detail and defined them for 

the purposed of this research. 

2.4.3 Experiential providers (ExPros) 

ExPros are tactical marketing and communications elements to create and deliver a 

holistic brand experience (Brakus, 2008). Seminal literature includes the following 

ExPros: communications, visual and verbal identity and signage, product presence, co-

branding, spatial environments, websites and electronic media, and people (Schmitt, 

1999; Brakus, 2008). Content is at the heart of effective experiential marketing efforts 

and needs dedicated conceptualisation for targeted delivery through ExPros (Smith and 

Hanover, 2016). In order to fit the digital media context of this study, the ExPros are 

adapted and defined accordingly in the following sections. Not all ExPros are adequate 

for all brand experience dimensions (Schmitt, 1999) and, therefore, may not be 

discussed in relation with all dimensions. Additionally, two ExPros are excluded from 

the following adaptation, as this study focuses solely on live videos on social media, 

which is a specific electronic media channel and disregards other digital media. Hence, 
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the ExPro on websites and electronic media becomes obsolete. The same applies to the 

ExPro on spatial environments, which includes buildings, offices, factory spaces, retail 

and public spaces, and trade booths in a brick-and-mortar setting (see Schmitt, 1999). In 

a digital media setting, online channels that provide a space for brands to present 

themselves, communicate and interact with other users can be considered virtual 

experiential environments, or social media in a wider sense (Safko and Brake, 2009). 

This means, the environment is included in the overall social media context and the 

ExPro on spatial environments is absorbed in the remaining ExPros. Therefore, these 

two ExPros are excluded.  

2.4.4 ExPro 1: Communications 

Schmitt (1999) includes marketing assets in the Communications ExPro conceived for 

offline marketing activities. However, such assets are unsuitable for the context of this 

study due to fundamentally different technology and usability characteristics of digital 

media (Lu et al., 2018). Considering such evolution, Coleman (2018) focuses on 

aligned, personalised, and engaging brand experience communications that comprise 

conversations, communities, mobile, stories, and gamification among other elements. 

These elements can be attributed to a brand experience dimension in order to design a 

specific marketing tactic.  

Sensory. Framing communications refers to how a message is conveyed, not what it 

conveys (Yocco, 2016). Therefore, it is a tactic to be applied in the sensory dimension. 

It can positively influence a behaviour the brand desires its fans and followers to adopt 

(Ruth and York, 2004), such as share a link to a website, comment on a video, or buy a 

product or service. The brand can frame messages in a way that conveys vivid and 

memorable stories (Yocco, 2016). Laurell and Söderman (2018) investigated the notion 

of storytelling in sports and explain how the process can work:  

(1) The brand lays the foundation by combinations of information that create a 

story. Information is moulded into a narrative form, which helps receivers, e.g. 

fans and followers, better relate to a novel story when thinking of previous 

experiences. 

(2) Next, stories converge. Relations between present and previous stories are 

established and strengthen recollection of what has been communicated through 

emotions. 
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(3) Finally, stories become conversations in communities. At this stage, storytelling 

parallels sensory stimuli in the brain and heightens a receiver’s experience, 

because the story told is perceived as if it was real.  

(4) Ultimately, stories should be integrated within marketing efforts to amplify the 

brand’s dramatic reality (Rein et al., 2006).  

The storytelling process as explained by Laurell and Söderman (2018) shall be utilised 

to frame the brand’s message for effective sensory delivery, not to decide what is to be 

conveyed.  

Affective. Coleman (2018) suggests to engage with fans and followers through 

conversations which will create emotional connections. In support, brand identification 

shall be encouraged through personal connections (Rein et al., 2006). Building upon 

that, Yocco (2016, p. 60) recommends to design digital visual communication for 

emotional heuristics, for which an adaptation to digital communication may include the 

following elements: 

 Determine the mood users need for [communication] to be relevant.  

 Identify opportunities to set [the appropriate] mood through interaction patterns 

and [communicative] design. 

 Incorporate unobtrusive background [visuals] and other [ambience elements] to 

set the tone. 

 Keep in mind that no one wants to feel ambivalent when [watching your videos]. 

These points shall be applied to the specific context of a brand and the chosen 

communication channel, in this case, social media live videos.  

Intellectual. According to Schmitt (1999), a successful intellectual campaign starts with 

a positive surprise, then arouses customers’ curiosity with a puzzling and intriguing 

element, and finally stimulates discussion through provocation. The aim is to create 

awareness and associations, and eventually incite a behaviour desired by the brand 

(Fetchko et al., 2019). Adapting Schmitt’s (1999) notion to live videos could comprise 

the following process: 

(1) The surprise could be an interview with an unexpected guest (cf. Fetchko et al., 

2019) or an unexpected announcement. 

(2) Intriguing elements could be based upon a story line that goes beyond 

conventional information and discloses new material and details about the brand, 
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personalities, or partners that are usually not discussed in a wider context (Rein 

et al., 2006). 

(3) Although Schmitt (1999) suggests to provoke in order to stimulate discussion, it 

is advisable to use positive stimuli instead to minimize negative association of 

the discussion. This could mean, providing exclusive information about the 

brand or related topics to the subset of users viewing a specific live video 

(Mangold and Faulds, 2009). 

Behavioural. Social media communities can impact brand loyalty (Erdogmus and 

Cicek, 2012). Asking community members for a specific contribution to co-create the 

brand experience shall trigger a feeling of investment in the brand (Pine and Gilmore, 

1999; Rein et al., 2006). Such requests are most effective when strategically mixed with 

day-to-day content (Coleman, 2018). Explicit applications are explored in the ExPros 

Identity, Product-presence, and People. 

2.4.5 ExPro 2: Identity 

Schmitt (1999) limits the Identity ExPro to visual and verbal identity, e.g. names, logos, 

and signage, which loosely covers Aaker’s (1996) brand identity symbols, comprising 

visual imagery and metaphors, and brand heritage. Additionally, the culture element 

needs consideration in the context of brand identity (Bridgewater, 2010; Urde, 2013). 

 

Figure 2.1: Examples of landscape and portrait mode on a smartphone; screenshot landscape 

mode: Manchester City (2017), screenshot portrait mode: Kawasaki Frontale (2019) 
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Sensory. A brand contains recognisable and distinguishable visual elements (Bouchet et 

al., 2013) that deliver symbolic value (Bridgewater, 2010). Such elements are 

considered artifacts (sic) and can be used to frame messages (Yocco, 2016). The 

inclusion of recognisable visual elements such as logo/emblem, colours, figureheads 

(i.e. players and staff), stadium and training ground, as well as local sights, can 

influence brand impressions (Malkewitz and Bee, 2014) and strengthen the sensory 

identity of video content (cf. Lambert, 2019).  

Equally, Lambert (2019) recommends to adapt the viewing modes/orientation––

landscape and portrait––of online videos to the viewing behaviour of fans and followers 

on a specific social network. Moreover, Drummond (2018) suggests to consider live 

broadcasting in portrait mode given that social media users hold their phones vertically 

94 percent of the time. Figure 2.1 shows examples of landscape mode (left) and portrait 

mode (right). 

Affective. Brand identities attempt to include emotional benefits that add richness and 

depth to brand experiences (Aaker, 1991). This develops a sense of belonging between 

customers and the brand, while strengthening positive feelings towards the brand 

(Loureiro et al., 2012; Onwumechili, 2018). Content created through the Identity ExPro 

shall invoke feelings through stories (cf. Aaker, 1991).  

Lambert (2019) considers two ways to tell stories through video in sports reports: (1) 

interviews or narration with an explanation or opinion, and (2) footage showing an 

environment or act. Careful consideration needs to be given to explanations and 

opinions expressed in videos, as well as to the choice of visuals, since viewers may 

oppose them and show their sentiments through hostile comments or other interaction 

(cf. Schmitt, 1999). This finds support in Urde’s (2013) brand identity element culture, 

which reflects a brand’s attitudes and behaviours. Hence, a clear definition of the 

brand’s attitudes and behaviours shall be used as a foundation for the production of 

social media live video content. 

Behavioural. Rituals and traditions can reinforce the identity of a sport club while 

evoking fan involvement and strengthen fan identification (Bouchet et al., 2013; 

Dalakas and Rose, 2014). McCarville and Stinson (2014) propose various experience 

variables with emphasis on fans finding brand affiliation and a sense of identity through 

immersive participation. Table 2.2 lists the proposed activities adapted to live videos on 
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social media of a football brand and possible applications with the aim to evoke fan 

involvement. 

Table 2.2: Behavioural activities for brand affiliation and identity (adapted from McCarville and 

Stinson, 2014, p. 58) 

Components Possible applications 

Build celebrations [with 

viewers into live videos] 

Curate celebratory content from fans into the live video. This 

could include a dedicated hashtag for the celebration to find 

content more efficiently and effectively in real-time (Newman 

et al, 2013).  

Find moments and events 

to celebrate 

Show live moments that portray pleasure while experiencing 

the football product. This does not have to be based upon 

winning a game, but can be related to peer-group acceptance 

(Gladden, 2014). 

Build traditions around 

noteworthy events, and 

reinforce the traditions 

Socially invented traditions can strengthen cohesion between 

fans (Foster and Hyatt, 2008). Premium examples include pre-

match choral contributions from fans, such as Liverpool FC’s 

‘You’ll never walk alone’, or grand visual in-stadium 

choreography. Since tradition is built upon historic events on 

and off the field (Bridgewater, 2010; Kunkel et al., 2014), 

broadcasting such happenings on a continuous and recurring 

basis can intensify the intended fan identification (Bouchet et 

al., 2013). 

Build associations between 

brand elements and already 

held beliefs and 

preferences, and help 

[viewers] identify with 

various brand elements  

Fans seek benefits resulting from brand attributes (and 

elements), such as escape, nostalgia, socializing, peer-group 

acceptance, entertainment, identification, and emotions, when 

consuming the sports product (Gladden, 2014). Beliefs to be 

considered when building associations with brand elements 

include: (1) behavioural beliefs addressing attitudes toward a 

behaviour, (2) normative beliefs addressing the perception of 

how socially acceptable a behaviour is, and (3) control beliefs 

addressing the extent to which a user has control over the 

behaviour (Yocco, 2016). An adaptation to social media live 

videos suggests, for example, (1) highlighting the affective and 

entertaining benefits of contributing towards the overall digital 

experience, such as the brand reciprocating a comment 

provided from a viewer, (2) portraying or commenting social 

acceptance between fans or viewers, and (3) designing an 

immersive ‘escapist’ digital experience that allows viewers to 

directly participate in the live video (Pine and Gilmore, 1999; 

cf. Yocco, 2016). 

Build emotional 

connections between your 

[live video and viewers] 

Based on the discussion for the affective dimension in the 

Identity ExPro (see Chapter 2.4.4), brand identities can 

develop and strengthen a sense of belonging among viewers 

(Loureiro et al., 2012; Onwumechili, 2018). This can be 

achieved by conveying stories through (1) video interviews or 

narrations that offer explanations or opinions or (2) footage 

showing an environment fans are familiar with or emotional 

about (Lambert, 2019). 
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2.4.6 ExPro 3: Product-presence through sportv8 

Schmitt (1999, pp. 79-80) describes the Product-presence ExPro by referring to the 

design of the core product and product extensions, where the core product includes 

product design, packaging, and brand characters. In sports marketing, product 

extensions may include additional entertainment, hospitality offers, catering, 

merchandise, and helpful service personnel (Bühler and Nufer, 2013). However, the 

descriptions offered above do not fit the context of this study, due to their brick-and-

mortar business nature.  

Fetchko et al. (2019) explain how the term product is used interchangeably in sports 

marketing and describe a digital experience as one of five possible components in a 

sports product portfolio, including video content as a main element. Although this study 

defines the football product as the football brand in Chapter 2.1.2, this sub-section 

adapts the definition to the digital video experience of the football brand, in order to fit 

the Experiential Grid. Furthermore, the sportv typology suggested by Goldsmith (2009; 

2013) offers an adequate model to be applied as the main driver of this ExPro, as it 

produces original and hybrid video content around traditional core and extended 

products of sports brands. The typology is not to be confused with SporTV, a Brazilian 

cable television network (SporTV, 2019). Table 2.3 lists sportv’s seven interconnecting 

types of sports-related programming that goes beyond one single event (Goldsmith, 

2013). The programming type variety sportv can be considered magazine television, 

meaning it combines various sportv types into one format and can therefore be seen as 

an aggregation of sportv programming (Goldsmith, 2013). Consequently, it will not be 

discussed further. The following section focuses on attributing each programming type 

to the brand experience dimension deemed most plausible in regard to a tactical 

application and offer a possible adaptation to social media live videos of a football 

brand. However, possible attribution of a programming type to multiple dimensions 

should not be ruled out (cf. Schmitt, 1999; Pine and Gilmore, 1999). 

Table 2.3: The 7 interconnecting types of sportv (adapted from Goldsmith, 2013, pp. 59-61) 

Programming type Experience dimension Description and application 

Actuality sportv Sensory Visually pleasing, short-form and easily 

digestible news items 

Wraparound sportv Intellectual Intellectual depth through expertise and 

accuracy 

                                                 
8 This study refers to the sportv as a typology for sport-themed programming as suggested by Goldsmith (2009; 

2013), not the Brazilian cable television network named SporTV (SporTV, 2019). 
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Newsportv Intellectual Sequence of intellectually valuable news 

items  

Panel sportv Affective Alternative perspective of celebrity 

journalism offers emotionalized and 

entertaining opinions 

Variety sportv Combination of sensory, 

intellectual, affective, 

behavioural  

Magazine type programming drawing from 

various programming types (combination); 

not included in this elaboration 

Reality sportv Affective, behavioural (a) Leverage sympathy towards cast by 

emphasising participants’ authenticity, (b) 

co-create experience with viewers 

Telesportv Affective Entertaining sports-like competitions and 

contests between parties with outcome 

uncertainty as in regular sports 

competitions  

Sensory. Actuality sportv covers events as they happen and is based in stadia or similar 

brand-related locations (Goldsmith, 2013). Major forms include short-form and easily 

digestible news presented by a reporter (Collins, 1986). Its content is suitable for 

ambient television (Goldsmith, 2013) and considered complementary, due to its limited 

intellectual depth (Harboe et al., 2008). Hence, it shall provide a sensory experience 

through visually pleasing content based on short items about an event or story that is 

happening at the moment of the live video. 

Affective. Three sportv programming types to be attributed to the affective dimension 

due to their direct effect on emotions are panel sportv, reality sports, and telesportv.  

Goldsmith (2013) defines panel sportv as typically studio-based programmes featuring 

experts and pundits voicing their opinions on a topic or event. Such a panel could be 

deemed an alternative form of celebrity journalism presenting a more emotionalized 

view of the discussed subject (Conboy, 2013), where the alleged star power of its 

panellists offers entertainment instead of a critical and objective analysis (Rowe, 2007). 

A charged and potentially controversial conversation between outspoken experts could 

trigger viewers’ emotions through the argumentative performance and entice them for a 

longer view-time (Rein et al., 2006).  

Reality sportv encompasses scripted or non-scripted sports-themed programmes 

(Goldsmith, 2009) conveying the feeling of reality. Carefully designed segments can 

stimulate affective responses to activities portrayed in the programme and trigger 

viewers’ desire to participate in or recreate viewed activities; therefore, content shall 
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focus on leveraging sympathy towards the cast by emphasising participants’ 

authenticity (Fu et al., 2016). 

Telesportv are programmes made for television based on sports-like competitions and 

contests between two or more parties where the outcome is uncertain like in regular 

sports competitions (Goldsmith, 2013). Audiences find the unpredictable nature of such 

non-scripted shows attractive (Sigismondi, 2012). Local adaptation and cultural 

proximity are central to this format and need to be reflected on during the 

conceptualisation of a telesportv programme (Sigismondi, 2012). 

Intellectual. Goldsmith (2013) regards wraparound sportv as the most common 

programming type in his proposed typology containing pre-event interviews and 

introductions, commentary and comments, and post-game interviews; dedicated club 

channels use mostly content that can be considered wraparound sportv. This supports 

its application for live video on social media. Although wraparound sportv bears 

similarity to actuality sportv, this programming type emphasises intellectual depth of its 

offered content through expertise and accuracy (Steen, 2015), which can result in longer 

segments.  

Goldsmith (2013) considers newsportv an individual programming type that consists of 

a sequence of short news items presented through a voice-over or by presenters facing 

the viewers, similar to actuality sportv, but not focusing on events as they happen. If no 

event is happening at the time of a live video, the newsportv format loses its legitimacy 

as ambient television. Therefore, viewers’ curiosity shall be stimulated through 

intellectually valuable news in order to retain them (cf. Brakus, 2008).  

Producing the elements mentioned in this sub-section as individual live videos for social 

media would allow the reporter to move around between segments. A holistic 

wraparound sportv experience would be created by the aggregation of the individual 

videos on the brand’s social media sites.  

Behavioural. Reality sportv can also be created with viewers by offering active 

participation through live interaction in a programme (Goldsmith, 2013). For example, 

Manchester City FC broadcasted a Facebook Live video on 17 April 2017 asking its 

viewers ‘Who makes CityTV’s starting XI for Sunday’s FA Cup semi-final?’. Viewers 

would write their answers in the comment section and the hosts and pundits in the 

studio would voice their opinions on selected viewer comments. Similarly, NFL.com 

encourages users’ participation on the platform other than just watching videos, such as 
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participating in polls or playing games (Vogan, 2014). Providing interaction 

opportunities for viewers that are appealing, valuable and don’t require much effort can 

lead to active commitment and reciprocating behaviour (Schmitt, 1999; Yocco, 2016; 

Gutiérrez-Cillán et al., 2017). 

2.4.7 ExPro 4: Co-branding  

Schmitt (1999, p. 84) includes event marketing and sponsorship, alliances and 

partnerships, licensing, product placements, and cooperative arrangements in the Co-

branding ExPro. All of the above can be deemed applicable in social media live videos. 

For a sports brand these may include sponsors, equipment partners, local and foreign 

authorities, governing bodies, tourism organisations, venues, media partners, and 

charities (Ferrand and McCarthy, 2009; Fetchko et al., 2019). Schmitt (1999) 

emphasises the importance of co-branding initiatives for the intellectual dimension, 

which is, therefore, proposed as the main focus of this ExPro.  

Intellectual. Promising opportunities can arise via co-branding when pairing with a 

brand in a novel, demographic or geographic, market (Motion et al., 2003) or by 

moving into a different product class (Aaker, 1996). It provides exposure to new 

audiences, with benefits encompassing image transfer and brand associations 

(Richelieu, 2012). To achieve that, the co-branded experience shall be guaranteed and 

legitimized by revealing a clear involvement of both brands in the co-creation and co-

design of the experience (Bouchet et al., 2013).  

Lynch and de Chernatony (2004) underline the significance of effectively 

communicating brand values to stakeholders. Combined with Schmitt’s (1999) notion, 

they find support in Motion et al.’s (2003) argument that co-branding is built upon the 

alignment of two brands’ core values and appropriate management of further values, 

which will then be clearly and consistently communicated as the co-brand promise. 

Rein et al. (2006) define brand values as “the principles that uphold the meaning or 

culture of the sports brand” (p. 135), where Urde (2013) defines the brand promise as 

the “core values that sum up what the brand stands for” (p. 754).  

In order to identify an appropriate co-branding partner, potential brands can be 

prioritized “in terms of their contribution to brand value” (Jones, 2017, p. 131). 

Research by Tsiotsou et al. (2014) confirms that an effective co-branding match can 
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leverage brand equity elements9 of the involved brands and can lead to positive word of 

mouth. Leuthesser et al. (2003) propose four co-branding strategies portrayed in Figure 

2.2 based upon core or extended product complementarity and existing or new target 

markets in order to choose an adequate partner: 

 Reaching in. The brand aims to widen its existing market share through core 

product complementarity. In general consumer markets, this strategy bears the 

danger that current customers may start preferring the co-brand, since it is a 

direct competitor. However, in football, club loyalty is rooted within fans 

(Millward, 2011; Funk et al., 2016), thus, such threat can be neglected. Every 

league game may be attributed to this strategy. Becoming a functional ‘branded 

ingredient’ within a co-brand increases visibility and credibility (Aaker, 1996; 

Ferrand and McCarthy, 2011).  

 Reaching out. The brand aims to enter a new market through core product 

complementarity. Choice of a co-brand falls onto a partner that has an 

established presence in a market the brand wants to penetrate. Key benefits are 

image transfer, brand associations, and springboard to access new markets by 

teaming up with clubs in foreign markets for summer tours or other friendly 

matches; also known as Conquistador strategy (Richelieu, 2012).  

 Reaching up. The brand seeks to widen its existing market share through 

extended product complementarity, which involves enhancing brand image via 

positive associations linked to the co-brand instead of their product attributes. 

Such symbolic co-branding can be achieved through image sponsoring with a 

co-brand already established in the same market as the brand (Ferrand and 

McCarthy, 2011).  

 Reaching beyond. The brand seeks to enter a new market through extended 

product complementarity and build upon consumers’ emotions. The co-brand’s 

product extensions or value-added services shall increase the differentiation 

factor of the brand (Bühler and Nufer, 2013) by offering a unique brand promise 

built upon emotional benefits (Aaker, 1996; Coleman, 2018). This will establish 

affinity towards the brand in new markets while strengthening fan identification 

and unite brand communities (Richelieu, 2012). 

                                                 
9 Brand equity elements include brand familiarity, brand personality, and brand image (Tsiotsou et al., 2014). 



 

 56 

 

Figure 2.2: Co-branding strategies (adapted from Leuthesser et al., 2003, p. 40) 

All four co-branding strategies can be applied in the production of social media live 

videos. The aim of the video shall be assessed and defined before conceptualizing the 

broadcast with the chosen co-brand. Different partners can be chosen for and within the 

four proposed strategies. Because the individual strategies seek to achieve different 

goals, brands need to evaluate which goals they want or need to achieve and choose the 

adequate strategy accordingly (Leuthesser et al., 2003). This means not all four 

strategies are necessarily applied. Ultimately, applications shall show a clear 

communication of the co-brand promise, which functions as the essence of this ExPro 

(Schmitt, 1999; Motion et al., 2003). 

2.4.8 ExPro 5: People 

The People ExPro includes any person who can be associated with the company or 

brand (Schmitt, 1999). These can comprise employees working behind the scenes, 

involved in the production, support, and delivery of a product or service, and supporters 

or online followers co-creating the experience (Bühler and Nufer, 2013). Personalities, 

such as players, coaches, executives, and broadcasters are also included and can be 

classified as marketing assets connecting fans and followers to the brand (Fetchko et al., 

2019). Business partners, clients, goods and facilities producers, and supporting services 

providers can be identified as elements within this ExPro as well (Ferrand and 

McCarthy, 2009).  
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Affective. Face-to-face interactions can incite strong feelings (Schmitt, 1999). Adopting 

this notion to social media live videos, means employing a creative broadcaster with 

personality that is closely associated with the brand and adds credibility and familiarity 

to the live video broadcast (Fetchko et al., 2019). The broadcaster could be seen as an 

ascribed celebrity, as long as their stand in the brand community is credible; therefore, 

their overall attractiveness should be nurtured by cultivating likeability10, familiarity, 

and similarity with the main audience (Onwumechili, 2018, p. 242). Moreover, Schmitt 

(1999) suggests employing complex emotions like nostalgia to build powerful 

attachments to icons. Nostalgia intensifies team (or brand) identification (Gladden and 

Funk, 2002), whereas icons tell stories that become cultural and societal myths (Holt, 

2004).  

Although Schmitt (1999) may refer to non-human branding assets, characteristics of 

icons can be identified in sports broadcasters, celebrities, and influencers 

(Onwumechili, 2018). Holt (2004) refers to them as cultural icons. The chosen cultural 

icons should evoke nostalgia through their personality traits and communicative efforts, 

which, according to Wildschut et al. (2006), can foster social bonds, increase positive 

self-regard, and create positive affect. Additionally, it may position the brand as less 

commercial and more personal (Rein et al., 2006). 

Behavioural. Schmitt (1999) refers to the co-creation of an experience between the 

brand and its customers and posits that “Interactions do not occur in a social vacuum” 

(p. 167). In the setting of a football match, it refers to the audience collectively creating 

the atmosphere in the stadium (Bühler and Nufer, 2013). Applying this further to social 

media, means that fans and other users should be encouraged to participate through 

comments or other user-generated content in order to feel a certain level of control over 

the provided sports media content (Sutera, 2013) and bring fans closer to a brand or to 

other fans (Sanderson, 2011). In the context of live videos, broadcasters can ask viewers 

to contribute comments and address them directly (cf. Sutera, 2013).  

Likewise, an ‘Us vs. Them’ approach can be applied to strengthen the social influence 

between fans of the brand, creating in-groups and out-groups (Schmitt, 1999). Firstly, 

emphasising shared attitudes, beliefs, and behaviours of fans intensifies self-

categorization of individual fans; next, nurturing social comparison encourages fans to 

                                                 
10 Onwumechili (2018) does not specify criteria for likeability. However, a possible application is offered by Nguyen 

et al. (2015) suggesting that brand likeability comprises the following four dimensions: positivity, interaction, 

personified quality, and brand contentment. 
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align with like-minded people and disassociate with unlike-minded (Yocco, 2016). In-

group membership can be optimized by subliminally encouraging individuals to find a 

suitable balance between differentiation and assimilation within the supporter group 

(Funk et al., 2016). In accordance with the above-mentioned notions, Lock and Funk 

(2016) present their Multiple In-group Identity Framework that offers three levels:  

(1) the ‘superordinate’ group relates to the traditional notion of team identity and is 

the most inclusive group encompassing all consumers or users;  

(2) the ‘subgroup’ is less inclusive than the ‘superordinate’ group, but with more 

opportunities for interpersonal interaction given their physical proximity; and  

(3) the ‘relational’ group is the least inclusive group, however, with the most 

opportunities for interpersonal interaction, because its members know each other 

or are part of other social groups outside the sports context (Funk et al., 2016). 

With regard to social media live videos, offering viewers continuous exposure through 

comments and mentions within the broadcast can bolster relationships, thereby reducing 

the degree of separation between users and fans and, hence, solidifying the ‘Us’ 

(Kietzmann et al., 2011). Social experiences derived from, for example, regularly 

conversing with or learning from other viewers can strengthen their attachment to the 

brand and relationship with other fans, i.e. the ‘in-group’, and foster consumption 

behaviour (Vernuccio et al., 2015; Yocco, 2016). This is ultimately the goal sought by 

brand communication activities created through the People ExPro in the behavioural 

dimension. 

2.4.9 Summary 

This section explored the theoretical foundation and practical application of Schmitt’s 

(1999) Experiential Grid, a tactical marketing and communications framework, in the 

context of social media live videos of a football club. Two ExPros were excluded from 

the model for not fitting the context of this study. Applications of ExPros in respective 

brand experience dimensions were proposed and discussed with reference to extant 

literature and practical cases. Chapter 6 will propose a dedicated Experiential Grid for 

the case study football club in the context of social media live videos based upon 

qualitative and quantitative data collected for the main study and analysed in Chapter 5. 

The next section will discuss Celtic FC, the chosen case study football club, in the 

context of its brand experience with focus on the applied ExPros.  
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2.5 Setting the Context for the Celtic FC Brand Experience  

In order to combine the data collected in stages 1, 2, and 3 (see Chapter 5) into the 

Experiential Grid in stage 4 (see Chapter 6), the ExPros that connect a football club and 

its supporters, which include communications, identity, product-presence, co-branding, 

and people, shall be discussed and set in the context of the case study football club. The 

Scottish professional football club Celtic FC was chosen as the subject for this study on 

the basis of its rich football history and historically strong connection with its supporters 

(cf. Bradley, 2008).  

2.5.1 About the club 

Celtic FC is run as a public limited company, Celtic plc, with more than 500 employees 

who manage segments including stadium operations, merchandising, multimedia, and 

other commercial activities, with Irish businessman, financier, and billionaire Dermot 

Desmond as the main shareholder (Forbes, 2019; MarketScanner, 2019). The club has 

won 50 Scottish league championships, 39 Scottish Cups, 18 League Cups, and 1 

European Cup (celtifc.net, 2019a). It is therefore the second-most successful Scottish 

football club in regard to the amount of titles won (SPFL.co.uk, 2019a). However, when 

considering stadium attendance, Celtic FC is currently the most successful Scottish club 

and among the most successful in Europe. Of the eleven European clubs that attracted 

more than 1 million spectators in aggregate to their home league matches in season 

2016/17, Celtic FC ranked 8th with 1,039,794 spectators (UEFA, 2018). Season 2017/18 

saw Celtic FC increase their aggregated home league match attendance to 1,092,937 and 

rank 9th among the 15 European clubs who reached 1 million spectators (UEFA, 2019a). 

Furthermore, the Celtic FC brand was valued at USD 137 million by Brand Finance in 

its 2018 report, translating to GBP 101 million at the 31 December 2017 exchange rate, 

entering the Top 50 football brands at rank 42 and as the only Scottish football brand 

(Brand Finance, 2018). The club’s brand value increased to GBP 125 million in the 

Brand Finance 2019 report awarding Celtic FC rank 37 (Lindsay, 2019). Celtic FC is 

supported by dozens of official supporters’ clubs in more than 20 countries worldwide 

(AICSC, 2020; Celticfc.net, 2020; NAFCSC, 2020). 

2.5.2 Communications 

This research focuses on live videos broadcasted through social media. Hence, focus 

will be on social media communications, although, other online channels that offer 



 

 60 

supporting or curated content11 could be considered and reviewed, such as The Celtic 

View, the weekly club magazine, and Celtic TV, the club’s online TV channel.  

Celtic FC’s main official social media channels are displayed and linked to their official 

website celticfc.net under ‘The Celts Are Here’; this includes Facebook, Twitter, 

YouTube, Snapchat, and Instagram (accessed 5 October 2019). These five channels 

promote the club’s first team and reach a following of more than 3 million users since 

January 2019 resulting in the Scottish football club with the largest organic social media 

reach12 while ranking 89th on a global scale (Digital Sports Media, 2019); see details in 

Table 2.4. Additionally, content specific to categories13 such as Celtic FC’s women’s 

team, academy, tickets, foundation, shop, or Celtic TV is continuously shared across 

other dedicated social media channels as shown in Table 6.1 in stage 1. As noted by 

interviewee CFC in Chapter 5.2, these additional categories and channels provide 

curated content for the main channels, while the main efforts of the club lie on 

marketing and communication activities around the first team.  

Although not a social media channel, an official communication vehicle that creates 

content upon which further social media live content can be produced is the weekly club 

magazine The Celtic View. Launched on 11 August 1965, it is the oldest football 

magazine in the UK (Campbell and Potter, 1998). Celtic FC has used the publication for 

direct and unfiltered communication with its fans and other target audiences, since it is 

the club’s own publication and does not require approval from outside media outlets 

(Boyle, 2004). The historic relevance and independence of The Celtic View can provide 

a counterpoint to traditional media (Boyle et al., 2002).  

Appropriate parallels can be drawn to the disruptive design of social media live videos. 

Social media platforms like Facebook, Instagram, or Twitter offer the opportunity for 

brand such as Celtic FC to broadcast any content through live videos––within the legal 

boundaries––without having to request approval from outside media outlets (Artwick, 

2019).  

                                                 
11 Curated content is information and data gathered through primary and secondary sources relevant to a topic or an 

industry (Clarke, 2018). 
12 Organic social media reach refers to the total amount of different users who were shown a social media post at least 

once in a given period (Belch and Belch, 2003, p. GL11; Facebook, 2016b). The term ‘organic’ implies that the social 

media post reached users without having been advertised, i.e. not having been placed as an advertisement. 
13 Content categories are classes or groups of social media content that revolve around a specific topic or sub-topic. A 

clear definition of such categories is relevant for marketing managers, as it leads to a more efficient planning and 

implementation of marketing and communications campaigns in order to offer a wider range of content to the 

different segments within the brand’s target audience (Baetzgen and Tropp, 2013). 
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Similarly, Celtic TV, the club’s official subscription-based online television channel, 

produces video content ranging from live matches to exclusive behind-the-scenes 

material and impressions from training grounds or media conferences (celticfc.tv, 

2019). Some of the content broadcasted on Celtic TV is occasionally streamed by the 

club as live videos on their official social media, as mentioned by interviewee CFC. 

However, crafting live content in support of the videos played on Celtic TV could 

strengthen the communicative effect instead of competing with their own others 

channels (Stewart, 2018). 

Table 2.4: Celtic FC social media reach of selected channels (Digital Sports Media, 2019) 

Official Celtic FC social media channel Reach by January 2019 

Facebook  1,954,028 likes 

Instagram 329,561 followers  

Twitter 600,947 followers 

YouTube 79,239 subscribers 

Sina Weibo 7,039 followers 

Others 127,200 followers 

2.5.3 Identity 

Celtic FC was founded in 1888 in Glasgow, Scotland, for philanthropic reasons by 

mainly Catholic Irish immigrants to help unemployed and poor Irish immigrants (James 

et al., 2015; celticfc.net, 2019a). These cultural, ethnic, and religious characteristics 

have since been rooted in the club’s cultural identity and have influenced its corporate 

branding, marketing, and product differentiation (Hayes, 2006). The club follows no 

political agenda (celticfc.net, 2019a) and disassociates from supporters singing 

politically-problematic chants (Hayes, 2006). It is a challenging position to hold, given 

that Celtic FC provides a strong sense of Irishness (sic) to its local supporters (Bradley, 

2008). Arguably, ambitions to build a world-class global brand may dilute the overall 

importance of local supporters’ cultural identity (Bounds, 2019). This could further lead 

to fans rejecting the brand and start a subculture (Hewer, Gannon, and Cordina, 2017). 

The TV deal for participating in the UEFA Champions League was six times more 

lucrative than the domestic TV deal for Celtic FC (UEFA, 2019a). This supports the 

club’s global ambition and highlights the limited opportunities in its home market 

(Bounds, 2019). Nevertheless, Celtic FC currently relies on its home matches 

attendance, since gate receipts account for 34% of the club’s total revenue, which is 

considerably higher than the average of 19% among the Top 20 football clubs in Europe 
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(UEFA, 2019a). Therefore, an appropriate balance between the brand’s Catholic Irish 

heritage with strong roots in its Scottish community and an unmistakably global appeal 

should be pursued through social media live video content.  

2.5.4 Product-presence 

The football product is defined as the football brand with its visible external and 

internal brand elements in Chapter 2.1.2. One of the most obvious elements, i.e. 

products, is the game of football, according to Thrassou et al. (2012). In Chapter 5.2, 

interviewee CFC expands on the expectation that Celtic FC’s marketing department has 

towards the club’s social media activities to generate ticket sales for home games. With 

over one-third of the club’s total revenue coming from matchday revenue, the 

expectation is legitimate (UEFA, 2019a). Similarly, any branded product or service that 

contributes towards the football experience of a viewer or attendee can be considered a 

football product (Shank, 2003). Celtic FC’s activities on their main social media 

channels often revolve around strengthening the appeal of various products, like 

matchday tickets, merchandise, Celtic TV subscriptions, or even branded third-party 

products like video games, where the communicative intention can be explicit or 

subliminal; see Table 2.5. These activities fall in line with the business segments Celtic 

plc manages and offer respective marketing support. The distinct presence of a variety 

of football products across different social media live videos can add a welcomed 

diversity to the overall experience (Stewart, 2018).  

Table 2.5: Celtic FC social media examples promoting a product (accessed 4 Oct. 2019) 

Promoted products Intention Link 

UEFA Europa League home match tickets  explicit facebook.com/CelticFC  

James Forrest’s biography (book) explicit instagram.com/CelticFC  

Celtic FC x New Balance sneakers explicit instagram.com/Celtic FC  

The Celtic View magazine  explicit twitter.com/CelticFC  

PES2020 (video game) subliminal twitter.com/CelticFC  

Celtic TV subscription (online TV) subliminal youtube.com/CelticFC  

2.5.5 Co-branding 

Co-branding can be undertaken through, for example, event marketing, sponsorship, 

alliances and partnerships (Schmitt, 1999). By co-creating an experience with a brand in 

a new market or different product class, the brand can reach new audiences and expose 

https://www.facebook.com/CelticFC/photos/p.2758204080886146/2758204080886146/?type=1&theater
https://www.instagram.com/p/B3Ma_V9AvIg/
https://www.instagram.com/p/ByPfVLPg7EH/
https://twitter.com/CelticFC/status/1179352942811500545
https://twitter.com/CelticFC/status/1179852758138142720
https://www.youtube.com/watch?v=KJVbhEdOxwU
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them to the brand’s image and core values, which ideally are either in line with the 

partner’s image and values or complement them (Aaker, 1996; Motion et al., 2003; 

Richelieu, 2012).  

In November 2019, Celtic FC lists 21 official club partners in different industries and 

markets, such as New Balance (American sportswear and apparel manufacturer), 

Dafabet (Asian online betting platform), Magners (Irish cider producer), Nirvana 

Europe (event travel; British company), Eden Mill (Scottish distillery and brewery), and 

Konami (Japanese video game developers) on their official website (celticfc.net, 

2019b). Following the four co-branding strategies by Leuthesser et al. (2003), see 

Figure 2.2, opportunities shall be assessed to decide on a suitable partner, from the 

existing list of partners, to produce live video content with. Partners are assessed on the 

basis of product complementarity and on target markets, the dimensions used by 

Leuthesser et al. (2003). Selected social media communication on co-branded activities 

are exemplified in Table 2.6. One example shows Celtic FC tweeting to their supporters 

travelling to Romania for a UEFA Europa League away-game suggesting to arrange 

travels with their travel partners Nirvana Europe. Another example promotes pre-orders 

for the PES2020 video game from Konami, a third-party branded product.  

Content could also be created for a partner’s channel, which will allow the brand to earn 

the reach of its partner’s audience. For example, Dafabet has produced over a dozen 

videos for their YouTube channel with Celtic FC players and managers as main 

subjects. It is noteworthy that the videos do not promote betting, Dafabet’s main 

service. The videos are produced along the lines of native advertising14 in order to keep 

intrusiveness of the marketing message to a minimum (cf. Lee et al., 2016). The 

example in Table 2.6 depicts the company’s ambassador Jimmy White playing pool 

with former record-breaking Celtic FC manager Brendan Rodgers, placing the brands 

within the video. In another example, Magners shot a few photos during their Magners 

Gold Cup and published them on their Instagram account. Celtic FC and the respective 

personalities were tagged in the photos; such tags help to drive traffic to the co-brand’s 

accounts (Newman et al., 2013). As with the Dafabet videos, Magners was not the main 

subject of the posts. Scottish distillery and brewery Eden Mill produced a video called 

the #EdenMillChallenge in which Celtic FC players needed to shoot penalties while 

blindfolded. Although both brands are constantly visually present in the video, the aim 

                                                 
14 Native advertising is any paid advertising that takes the specific form and appearance of editorial content from the 

publisher itself; also called sponsored content (Wojdynski and Evans, 2015). 
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is to lightly entertain and amuse viewers. As one last example, kit partner New Balance 

promotes the new Celtic FC-branded sneakers on their Facebook fan page. Interviewee 

CFC noted previous social media activities with their kit partner, see Chapter 5.2. Given 

that the 5-year deal with New Balance signed in 2015 is believed to be worth up to GBP 

30 million (Swan, 2015), such activities may be part of the partnership agreement. 

Despite that, aligning both brands’ core values and communicating a combined brand 

promise through co-branded content can unite or strengthen brand communities 

(Richelieu, 2012).  

Table 2.6: Celtic FC social media co-branding examples (accessed 5 Oct. 2019) 

Content Co-brand Link   

Seriously Celtic. The New Celtic FC 

Fresh Foam Cruz sneakers. 

New Balance facebook.com/nbfootballofficial  

Dafabet Ambassador Jimmy White 

and Celtic FC manager Brendan 

Rodgers playing pool. 

Dafabet youtube.com/TheDafabetChannel  

Celtic FC players with the 

#MagnersGoldCup at Lennoxtown. 

Magners instagram.com/magnersuk  

Will you be in Romania to support the 

Bhoys for the last match of the #UEL 

group stage? 

Nirvana Europe twitter.com/CelticFCTravel  

The #EdenMillChallenge with 

@celticfc. 

Eden Mill instagram.com/edenmill  

Pre-order the #CelticFC Club Edition 

of #eFootballPES2020 at 

@CelticFCShop 

Konami twitter.com/CelticFC  

2.5.6 People 

Anyone associated with the Celtic FC brand, such as staff and players, partners, clients, 

and supporters, can be included in the People ExPro (Schmitt, 1999; Ferrand and 

McCarthy, 2009).  

Scrolling through Celtic FC’s official social media posts, it can be observed that the 

main subjects are current players and the manager of the first team. They are arguably 

the most-recognisable marketing assets that connect fans and followers to the Celtic FC 

brand (Fetchko et al., 2019). Table 2.7 provides selected examples. Posts of interviews 

with players and the manager, preparation for matches at training grounds, or team line-

ups are boosted with familiar faces before the game. After the game, photos 

documenting the game are posted with, again, the first team being the main subject.  

https://www.facebook.com/nbfootballofficial/photos/a.811222358948728/2393475470723401/?type=1&theater
https://youtu.be/MxDxoVvO0yE
https://www.instagram.com/p/BuwhxcSlTSh/
https://twitter.com/CelticFCTravel/status/1180152536407429120
https://www.instagram.com/p/BxLKiZ5B0c0/
https://twitter.com/CelticFC/status/1169193401092382720
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Table 2.7: Celtic FC social media examples – people related to the brand (accessed 6 Oct. 2019) 

Post content Category Link  

Livingston v Celtic team line-up with photo 

of goalkeeper Fraser Forster 

Current team facebook.com/CelticFC  

Video-interview with manager Neil Lennon 

after the UEFA Europa League match 

against CRF Cluj 

Current manager facebook.com/CelticFC  

Video-interview with James Forrest 

promoting his book 

Current player facebook.com/CelticFC  

Facebook photo-banner with James Forrest 

promoting his book 

Current player facebook.com/CelticFC  

Photo of a goal from Edouard for Celtic FC  Current event instagram.com/CelticFC  

Photo in memory of Jock Stein, 

#CelticFC’s greatest ever manager 

Legends instagram.com/CelticFC  

Former Celtic player Shunsuke Nakamura 

returns to Celtic Park 

Legends youtube.com/CelticFC  

Tweet promoting the Lisbon Lions Trophy Legends twitter.com/CelticFC  

Live video unveiling Brendan Rodgers as 

new Celtic FC manager.  

Breaking news facebook.com/CelticFC  

Post welcoming newly-signed player Lee 

O’Connor 

Breaking news instagram.com/CelticFC  

Gerry McCulloch announcing the Celtic v 

AIK match on Celtic TV  

Broadcasting 

personality 

instagram.com/CelticFC  

Post communicating partnership with 

Simple Group 

Partners instagram.com/CelticFC  

Post showing and addressing Celtic FC fans 

and followers, Ready for tonight, Celts?! 

Supporters instagram.com/CelticFC  

Post wishing a blessed celebration to their 

Muslim fan base around the world, Eid 

Mubarak to all the Celts celebrating around 

the world! #EidAlAdha 

Supporters instagram.com/CelticFC  

Content not directly related to official matches may include people from past Celtic FC 

eras, for example, former manager Jock Stein or Japanese attacker Shunsuke Nakamura. 

Creating content with such icons can bolster brand identification and brand attachment 

through nostalgia (Gladden and Funk, 2002; Wildschut et al.; 2006). The ‘Lisbon 

Lions’ are further cultural icons the club uses in their communication. For example, 

Celtic FC established the Lisbon Lions Trophy tournament in 2017 to commemorate the 

legendary Celtic team that won the most prestigious European club trophy in 1967 and 

brought it for the first time to the United Kingdom (celticfc.net, 2019c). Furthermore, 

the people who were part of the legendary ‘Lisbon Lions’ have been ambassadors of the 

Celtic FC brand, sharing their experiences at events across the globe while offering 

https://www.facebook.com/CelticFC/photos/a.181897418516838/2763514583688429/?type=3&theater
https://www.facebook.com/watch/?v=2457112847689496
https://www.facebook.com/watch/?v=2521306161524162
https://www.facebook.com/CelticFC/photos/p.2760328584007029/2760328584007029/?type=1&theater
https://www.instagram.com/p/B3LBfS_AsYB/
https://www.instagram.com/p/B2OQ546AAXU/
https://www.youtube.com/watch?v=E7vq8s2kqsU
https://twitter.com/CelticFC/status/1135999915404988417
https://www.facebook.com/CelticFC/videos/1205913996115170/
https://www.instagram.com/p/B17R89igIqM/
https://www.instagram.com/p/B1eFQAlAk2T/
https://www.instagram.com/p/B2O7pbIAnvV/
https://www.instagram.com/p/B3KUQvOAKxm/
https://www.instagram.com/p/B1BE5hdg9TN/
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supporters the social privilege and easy access to some of the brand’s history makers 

(Giulianotti and Robertson, 2007). Involving club legends in the production of live 

content to evoke nostalgia can therefore be a valid approach. Looking at it from a closer 

time-perspective, unveiling new signings can add a sense of breaking news, surprise, 

and immediacy to live content (Stewart, 2018). This is evident, for example, in the 

Instagram post welcoming young Irish defender Lee O’Connor or the Facebook live 

video breaking the news of Celtic FC signing Brendan Rodgers on 23 May 2016. In the 

same context, interviewee CFC pointed out that the club has used Facebook Live for 

breaking the news of Celtic FC signing its first Zimbabwan international player, Kundai 

Benyu, in 2017; see Chapter 5.2.  

Broadcasters and presenters have the potential to act as binding elements between the 

brand and its viewers (Fetchko et al., 2019). Celtic FC’s Head of TV and Digital Media, 

Gerry McCullough, has been the host and presenter of several Celtic TV and live video 

segments and, therefore, a known face and voice to Celtic FC supporters. Social media 

live videos can facilitate closeness between viewers and the people in the videos, e.g. 

the presenter; it is therefore recommended to build upon the virtual proximity of both 

parties, which offers the impression that the less illustrious side increases their own 

status within their community (Doughty et al., 2012; Hellmanzik and Schmitz, 2015).  

Fans and followers of the club can be considered essential elements of the People ExPro 

and a driving force in the co-creation of the brand experience (Bühler and Nufer, 2013). 

Celtic FC fans have enjoyed the reputation of being among the most committed fans in 

the world (Giulianotti, 2003; Hayes, 2006), which was officially recognised by FIFA 

awarding Celtic FC and their supporters ‘The Best FIFA Fan Award 2017’ (FIFA, 

2017). Fans often associate with like-minded others and distance themselves from 

unlike-minded (Yocco, 2016), creating an adversarial ‘Us vs. Them’ environment 

(Schmitt, 1999). This can be observed in the local Old Firm derby between Celtic and 

Rangers, which is based upon a historic ethno-religious rivalry (Giulianotti and 

Robertson, 2007). However, although Celtic FC’s Catholic Irish identity embedded in a 

Scottish society is still strongly prevalent in their brand environment (Bradley, 2008), 

its ambition to become a global brand (Bounds, 2019) dilutes and widens the 

perspective of what it means to be a Celtic FC fan. For example, the club wishes their 

Muslim fan base blessed celebrations on various occasions (see Table 2.7), underlining 

its openness to anyone wanting to belong to the Celtic FC fan base “regardless of 

gender, age, religion, race or ability” (celticfc.net, 2019a). This is fertile ground upon 
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which the club can include their local fans in shaping a welcoming sports experience for 

sports tourist or flaneurs with a more distant connection to the Celtic FC brand 

(Cordina, Gannon, and Croall, 2019).  

2.5.7 Summary 

This section set the Celtic FC brand into the context of a brand experience through the 

five defined ExPros (see Chapter 2.4). The club is run as a public limited company and, 

therefore, operates as a commercial business (Forbes, 2019). It is also listed among the 

most successful European clubs in terms of stadium attendances and brand value 

(Lindsay, 2019; UEFA, 2019a). Their social media communication focuses on the 

currently most popular channels in the Western hemisphere and reaches more than 3 

million users. Additionally, the club can reach their target audience by bypassing 

traditional media outlets with direct and unfiltered messages through their own weekly 

magazine, The Celtic View, and their own online TV, Celtic TV. The club’s cultural 

identity is still anchored in their founders’ Catholic Irish heritage strongly rooted in the 

local community (James et al., 2015). Nevertheless, given the limited opportunities of 

the Scottish football market, an objective is to develop a brand with global appeal 

(Bounds, 2019). Celtic FC places a variety of products in its social media 

communication with explicit as well as subliminal messages. This fits the club’s 

commercial outlook. Celtic FC mentions 21 partners in November 2019, which offer 

co-branding opportunities. Various co-branded content can be found on their social 

media channels, although a more overt strategic approach may be beneficial. In regard 

to people associated with Celtic FC, content categories found on their main social media 

include current players and the manager, club legends, people that are part of breaking 

news (e.g. new signings), as well as broadcasting personalities, and lastly, Celtic FC 

supporters (Fetchko et al., 2019). In regard to supporters, the Old Firm rivalry needs to 

be mentioned. Although this ethno-religious rivalry goes historically beyond the game 

of football (Giulianotti and Robertson, 2007), the entertainment and commercial 

perspective of a modern and globalised football brand asks for a wider perspective when 

it comes to the branding of its identity (Hamil, 2008).  

This section has highlighted a variety of elements that shall be combined with data 

collected in stages 1, 2, and 3 of the main study (see Chapter 5). Ultimately, it will 

provide content ideas for social media live videos that can be used in the Experiential 

Grid in stage 4 as a tactical marketing tool for Celtic FC and foster viewer loyalty (see 
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Chapter 6). The next section will conclude this chapter with a summarised synthesis of 

the reviewed literature and elaboration on the identified research gap leading to the 

proposed research question guiding this study. 

2.6 Literature Synthesis  

2.6.1 How brand experience, football brands, and social media play together  

Academic literature on experiential aspects of consumption can be traced back to 

Holbrook and Hirschman (1982). Another milestone was set by Pine and Gilmore 

(1999), who built upon the same elements with an emphasis on the economic 

perspective of a brand experience. Schmitt (1999) then viewed the experience from a 

marketing perspective and coined the term experiential marketing, while adding the 

Experiential Grid as a tactical marketing and communications tool. This and other 

literature on brand experience described in Chapter 2.3, revolves around creating 

environments that foster memorable experiences and build upon the loyalty of 

customers with the intention of increasing consumption. The concept is founded on a 

physical, brick-and-mortar environment.  

This research, however, investigates memorable online environments that seek to foster 

the loyalty of online users and increase their online media consumption. In that regard, 

after the conceptualisation of a brand experience model in an offline setting, the idea 

was further developed and tested for online marketing and communications efforts (cf. 

Ha and Perks, 2005; Hamzah et al., 2014). Among others, Mathwick et al. (2001) 

assessed the Internet shopping environment, Morgan-Thomas and Veloutsou (2013) 

investigated technology acceptance in an online brand experience, and Khan et al. 

(2016) tested the named online corporate brand experience (OCBE) with online banking 

customers. This shows the interest of academic and professional organisations and 

creates the opportunity to examine the model in an online environment.  

Similar to the literature on offline brand experience (e.g. Holbrook and Hirschman, 

1982, Pine and Gilmore, 1999; Schmitt, 1999; Brakus et al., 2009), the dimensions 

discussed in literature on online brand experience can be considered the same. Although 

authors have used different terminology for brand experience dimensions with similar 

or the same characteristics (see Chapter 2.3), their definitions are in line with each 

other, but are verbally tailored to the perspective of the respective study. For this 
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research, the following terms have been defined for the four individual brand experience 

dimensions, sometimes referred to as realms (see Pine and Gilmore, 1999): sensory, 

affective, intellectual, and behavioural.  

In order to properly implement experiential marketing and communications tactics for 

social media live videos of a sports brand, an adaptation of the Experiential Grid as 

proposed by Schmitt (1999) and Brakus (2008) is required. The ExPros reviewed and 

discussed in Chapter 2.4 that are applied in this study include communications, identity, 

product-presence, co-branding, and people. The ExPros suggest tactics within the brand 

experience dimensions seeking to create a holistic experience that leads to brand loyalty 

(Brakus et al., 2009; Walter et al., 2013; Cleff et al., 2013).  

Sports organisations use the term experience in their promotional efforts to attract fans 

and spectators to the stadium to consume the football product (Bridgewater, 2010). 

However, the viewing experience on a digital device, of the football product and 

anything that happens around it, can be considered an equally fulfilling experience 

despite its virtual setting (Sanderson, 2011; Hutchins and Rowe, 2012; 2013; Sutera, 

2013, Kunz, 2014). Academic literature offers numerous definitions of what constitutes 

the football product, but, as elaborated in Chapter 2.1, the football product is defined as 

the football brand in this research. Consequently, fans and spectators experience the 

football brand through videos on their digital devices. This leads to the first hypothesis 

tested in Stage 3 (see Chapter 3.2) needed to achieve research objective 3 (as indicated 

below): 

H1: Brand experience has a positive effect on fan typology. 

Consideration also needs to be given to what type of fan or spectator is accessing the 

viewing experience (Bourgeon and Bouchet, 2001; Giulianotti, 2002; Stewart et al., 

2003; Fullerton, 2010; Athanasopoulou et al., 2011), as well as their degree of 

identification with the team (Wann and Branscombe, 1993). The term team 

identification is referred to under the umbrella term brand identification in this study. 

Chapter 2.1.4 elaborates on the different types of spectators and fans, their 

characteristics, and presents the following 4-category typology: Category 1 

(opportunists) and category 2 (appreciators) show a low level of identification towards 

the brand (cf. Bourgeon and Bouchet, 2001; Fullerton, 2010), category 3 (supporters) 

shows the highest level of brand identification, and category 4 (interactives) shows a 

lower level of identification than category 3, but higher than category 1 and 2 (cf. 



 

 70 

Stewart et al., 2003). This degree of identification is relevant to evaluate the level of 

viewer loyalty towards the brand experience as provided by the football club (cf. 

Matsuoka et al., 2003). The second hypothesis is therefore 

H2: Fan typology has a positive effect on viewer loyalty. 

The empirical evidence on the effect that a brand experience has on brand loyalty (Dick 

and Basu, 1994; Brakus et al., 2009; Sahin et al., 2011; Walter et al., 2013; Ramaseshan 

and Stein, 2014), justifies the investigation on the effect that a brand experience has on 

viewer loyalty on a digital device (cf. Laroche et al. 2013). The omnipresence of social 

media (Statista, 2018a), the authority provided by clever branding efforts (Schmitt, 

1999), and the convergence of multimedia and entertainment (Jenkins, 2006b) provide 

fertile ground to examine the effect that a brand experience has on spectators’ loyalty 

towards watching live videos on social media. This leads to the third hypothesis, which 

is: 

H3: Brand experience has a positive effect on viewer loyalty. 

2.6.2 The research gap identified  

Academics have covered the fundamentals of sports brands (e.g. Gladden et al., 1998; 

Bridgewater, 2010; Pritchard and Stinson, 2014), digital and mobile sports media (e.g. 

Sanderson, 2011; Hutchins and Rowe, 2012, 2013; Sutera, 2013; Kunz 2014), customer 

and fan loyalty (e.g. Zeithaml et al., 1996; Rein et al., 2006), brand experience (e.g. 

Holbrook and Hirschman, 1982; Pine and Gilmore, 1999), and experiential marketing 

(e.g. Schmitt, 1999; Chanavat and Bodet, 2014). However, there is a gap in the 

literature regarding the relationship between the brand experience of sports brands 

through online video communication, brand identification of fans and spectators, and 

their loyalty towards the accessed video content. For example, a limited amount of 

studies examining the relationship between experiential marketing and sport 

spectatorship were found (see Bourgeon and Bouchet, 2001; Bourgeon-Renault and 

Bouchet, 2007; Chanavat and Bodet, 2014). Yet, they are set in an offline environment 

and do not consider the online brand experience. This suggests that despite academic 

and professional interest, the brand experience model is under-researched (Walter et al., 

2013).  

Moreover, various research assesses the effect of different brand perspectives on sports 

fan and spectator loyalty (e.g. Matsuoka et al., 2003; Rein et al., 2006; Theodorakis, 
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Wann and Weaver, 2012; Pool et al., 2016), however, without considering loyalty 

towards a brand’s video consumption on social media. Wann and Branscombe (1993) 

constructed a scale to measure brand loyalty and further claim that fans with a higher 

degree of brand identification demonstrate greater willingness to spend time and money 

to watch their favourite teams play. Nevertheless, no research was found in which the 

scale was used to study the relationship between fan and spectator types and their 

loyalty towards videos on social media. Similarly, Kunz (2014) surveyed the 

relationship between brand experience, mobile TV acceptance, and intended use of 

mobile TV technology, but did not consider fan typology and viewer loyalty from a 

marketing and social media communication point of view. A gap in the literature 

remains.  

Still, academics have shown interest in social media and sports marketing (Newman et 

al., 2013) and proven its potential. Research examples include: The importance for 

professional sport teams to be authentic when engaging with fans on social media 

(Pronschinske, Groza and Walker, 2012), marketing opportunities of branded 

communities on social media to build strong brand relations (Popp and Woratschek, 

2016), and comparing the perceptions on Facebook and Twitter posts of Liverpool FC 

of UK and Greek fan clubs (Parganas, 2015). Kunz (2014) notes that empirical studies 

in the field of media mostly focus on the consumption of media content and not 

specifically on the media content itself. This study explores the neglected media content 

perspective. By studying the effects of a brand experience on sports fans through online 

videos, this study closes the literature gap described above.  

Conclusively, the critical assessment of the literature and the identification of the 

research gap justifies the research question proposed in Chapter 1.2 study, which is: 

What are the characteristics of live video on social media that can contribute 

sensory, affective, behavioural, and intellectual experiences to the overall brand 

experience of the case study football club?  

The research question will be answered in Chapter 7.1. 
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Chapter 3:  Methodology  

This chapter outlines the suggested methodology for the main study to address the 

research question defined in Chapter 2.6.3. The proposed methodology was piloted in a 

case study with FC Basel (see Chapter 4) and amended where necessary for the main 

study with Celtic FC (see Chapter 5). This chapter first elaborates on the 

methodological philosophy adopted in this study, discussing the researcher’s choice for 

pragmatism and the consequent choice of a mixed-methods approach. A discussion on 

the research plan with explanation on the four stages of the research offers details on the 

process applied in this study. The following sections elaborate on the research strategy 

and design, and data collection approaches and respective analysis methods before 

elaborating on validity, reliability, and ethical considerations. A discourse on the 

limitations of the research concludes the methodology chapter. 

3.1 Research Philosophy: Pragmatism 

Saunders, Lewis and Thornhill (2007) define research philosophy as an umbrella term 

that relates to the development of knowledge and its nature and suggest four research 

philosophies: positivism, realism, interpretivism, and pragmatism. Positivism is 

generally applied in natural sciences to observe and explain behaviour based on data 

(Veal and Darcy, 2014); realism refers to the reality people perceive through their 

senses, which they believe is the truth, and interpretivism relies on the narratives of 

individuals regarding certain situations or behaviours (Saunders et al., 2007). These 

three philosophies are only partially applicable in this study, as will be explained later in 

this section, hence, a pragmatic approach to research is applied, combining the fields of 

digital marketing and sports branding, while working iteratively between inductive and 

deductive reasoning (cf. Tashakkori and Teddlie, 1998). Applying various philosophical 

perspectives and plural modes of analysis provide the opportunity to offer a wider and 

more comprehensive understanding of the research topic (Coles et al., 2006). In 

pragmatism, the research question provides the basis to apply practical approaches 

within both positivist and interpretivist perspectives (Saunders et al., 2007). Its 

philosophy does not follow a specific paradigm, but can combine different paradigms in 

various parts of the same study (Veal and Darcy, 2014). 

A multi-strategy research approach, as proposed by Layder (1993), is applied in a case 

study context in this study. The method incorporates qualitative and quantitative 
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approaches, which allow for multi-dimensional methods of investigating football brand 

experiences provided through live video on social media.  

Select literature recommends to refrain from using multi-strategy research. For example, 

Bryman and Bell (2015) note that research methods carry epistemological and 

ontological commitments, implying that “every research tool or procedure is 

inextricably embedded in commitments to particular versions of the world and to 

knowing that world” (Hughes, 1990, p. 11; in Bryman and Bell, 2015, p. 642). Guba 

and Lincoln (1989) add that combining qualitative and quantitative approaches would 

negatively impact their respective philosophical foundations. Both notions support each 

other in their belief that epistemological assumptions, values, and methods are 

inevitably connected and, because of that, incompatible between paradigms (Kuhn, 

1970).  

Nevertheless, various literature supports multi-strategy research. Bryman (2016) argues, 

“it is by no means clear that quantitative and qualitative research are in fact paradigms”, 

and “there are areas of overlap and commonality between them” (p. 636). Saunders et 

al. (2007) note that quantitative and qualitative research may be separate paradigms, but 

these techniques do not exist in isolation. Indeed, Veal and Darcy (2014) explain that 

research strategies and philosophical assumptions overlap and contend that most studies 

entail inductive and deductive parts, since data collection often includes a preliminary 

explanatory model or initial information on the topic. 

Both qualitative and quantitative methods have strengths and limitations, therefore, 

committing to a pragmatic research philosophy can be advisable to craft the most 

appropriate research methodology (Hardy, Jones and Gould, 1996; in Giacobbi et al., 

2005). For instance, in order to gain in-depth knowledge of the research topic, this study 

is initially committed to the interpretive paradigm (stage 1 and 2). Two perspectives, a) 

views from football business professionals, and b) from fans and spectators, are 

considered to generate and select items through interviews and a qualitative 

questionnaire (Kunz, 2014; Parganas, 2015). The next step (stage 3) is dedicated to the 

positivist paradigm and is based upon data gathered through a quantitative method. 

Relationships between variables are evaluated through statistical approaches (Brakus et 

al., 2009; Walter et al., 2013). Lastly, the development and design of a tactical 

framework (stage 4) is based upon the analysed qualitative and quantitative data and, 

again, upon the interpretivism research philosophy. Table 3.1 offers an overview and 

explains the features of pragmatism and how its philosophy is applied in this research.  
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Choosing pragmatism as a research philosophy, or in other words multi-strategy 

research (Layder, 1993), is supported by Daymon and Holloway (2011). The 

importance that pragmatists lay on applying the method or research strategy that attains 

desired goals, irrespective of ontology and epistemology is also supported by Eastman 

and Bailey (1996), Hughes and Sharrock (1997), Holden and Lynch (2004), and 

Giacobbi et al. (2005). This justifies the choice of a pragmatic approach for this study, 

which leads to a multiphase mixed-method research design, as proposed by Creswell 

and Plano Clarke (2017), discussed in Chapter 3.4. 

Table 3.1: Main features of pragmatism as a research philosophy applied in this research 

 Pragmatism (features) Applied in context of this research 

Ontology 

(reality) 

Chooses multiple external views to 

answer research questions 

External views from representing 

employees of the case study company, 

as well as from fans and spectators 

Epistemology 

(knowledge) 

Focuses on practical applied 

research and integrates different 

perspectives to help interpret data 

Constitution of a social media brand 

experience from the perspective of the 

experience producer and its various 

experience receivers 

Axiology 

(value) 

Requires researcher to adopt 

objective and subjective points of 

view 

Objective value-free data is collected 

from case study company, as well as 

fans and spectators, and is interpreted 

according to relevant cultural and 

social norms relevant to the research 

Data 

collection 

Applies a mixed-method design Qualitative interview, qualitative 

questionnaire, and quantitative 

questionnaire 

Sources: Saunders et al. (2007, p. 119); Holden and Lynch (2004); adapted by the author  

The two fundamental approaches applied to this research are: induction and deduction 

(Saunders et al., 2007; Veal and Darcy, 2014; Miles et al., 2014; Skinner et al., 2015). 

An inductive approach to research explains how observed empirical data results in the 

development of a theory (Saunders et al., 2007). A deductive approach to research, on 

the other hand, is based on “prior logical reasoning and available evidence from 

observation or the research literature resulting in a hypothesis to be tested” (Veal and 

Darcy, 2014, p. 43). However, both approaches can be applied sequentially in one 

research approach that retains a given theoretical framework while collecting data to 

gain new insights into how the framework might apply (Patel and Davidson, 2003; in 

Skinner et al., 2015).  

According to Ezzy (2002, p. 28), “Theory is not arrived at solely through logical 

derivations from abstract principles, nor are theories developed solely through objective 
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observation of an empirical world. Rather, theories shall be developed through an 

ongoing dialogue between preexisting understandings and data, derived from 

participation in the world.” The statement leads to the conclusion that research 

philosophies should utilise inductive and deductive approaches, as suggested for this 

study. 

In this research, an inductive approach is used to gather data through interviews (stage 

1; see Figure 3.2) and a qualitative questionnaire (stage 2; see Figure 3.3). A similar 

approach is found in sports marketing research by Bodet and Chanavat (2010), Kunz 

(2014), and McCarthy et al. (2014). The quantitative questionnaire (stage 3; see Figure 

3.4) follows a deductive approach and tests the relationships identified in the literature 

(Saunders et al., 2007). It further complements and triangulates the qualitative data from 

the previous stages. The development of the tactical framework is then based, again, on 

an inductive approach (stage 4; see Figure 3.5).  

Therefore, this study establishes a pragmatic research philosophy that uses a mixed-

methods approach and works iteratively between inductive and deductive reasoning. 

This is shown through a theoretical analysis of football brand experiences and social 

media (see Chapter 2) and the crafting of original conceptual frameworks, as well as 

empirical examinations (see Chapter 3). 

3.2 The Research Plan and Conceptual Frameworks  

Figure 3.1 depicts the four stages of this study. Stage 1 and 2 collect qualitative data 

through a semi-structured 1-on-1 interview and a self-administered online questionnaire 

with open-ended questions. The research follows the notion of the Stakeholder-Focus 

Brand Era (Merz et al., 2009), as discussed in Chapter 2.1.3, which is based on 

connected, empowered, and active communities between firms and all stakeholders. 

Hence, exploring the perspective of the producer of the experience (the brand) and of 

the receivers of the experience (fans and supporters) is necessary, a notion supported by 

Kunz (2014). This is further emphasised through a multiphase research design that 

connects qualitative and quantitative studies to achieve a final objective (Creswell and 

Plano Clarke, 2017), in this case synthesise both data types to conceptualise a tactical 

framework. 

Stage 1 seeks to achieve research objective 1, and stage 2 wants to achieve research 

objective 2. Stage 3 collects quantitative data through a self-administered online 
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questionnaire with closed-ended questions and seeks to achieve research objective 3. 

This assesses if the relationships suggested in seminal literature (e.g. Pine and Gilmore, 

1999; Schmitt, 1999; Brakus et al., 2009; Kunz, 2014) also apply for social media live 

videos of the case study football club.  

Lastly, stage 4 presents a tactical experiential marketing framework to achieve research 

objective 4. The tactical tool called Experiential Grid is adapted from suggestions by 

Schmitt (1999) and Brakus (2008) and developed from the findings of the previous 3 

stages. The investigated characteristics are based on the reviewed literature as referred 

to in the leading research question of this study. Furthermore, the four dimensions of a 

brand experience, as discussed in Chapter 2, lay the main theoretical foundation onto 

which the following conceptual frameworks for each individual stage is based. 

 

Figure 3.1: Research plan 

Stage 1: Interview with the producer of the experience (the brand) 

The purpose of the semi-structured one-to-one interview with the staff of the case study 

football club is to learn about live video activities on social media undertaken by the 

club or in which the club might be interested in undertaking. The interview aims to offer 

a deeper understanding of what content the club could provide to its fans and followers 

through live videos on social media based on the brand experience model discussed in 

Chapter 2.3.  
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Figure 3.2: Conceptual framework for stage 1 

A similar approach is applied by Bodet and Chanavat (2010), Kunz (2014), and 

McCarthy et al. (2014). Interview questions are based upon a synthesis of the three 

main theoretical pillars of this research: football brands, social media, and brand 

experience (see Chapter 2). The interview covers online content, its categories and 

associated business goals, online channels used by the club, as well as technological, 

human resource, and communication challenges (see Figure 3.2). 

Stage 2: Qualitative questionnaire with receivers of the experience (spectators and 

fans) 

Stage 2 seeks to achieve research objective 2 by investigating the preferences that 

receivers of the experience have regarding live video on social media produced by 

sports brands, through a questionnaire with open-ended questions. Chapter 2.1.4 details 

this perspective by addressing differences between sports spectators and fans and 

provides a typology that categorises them into opportunists, appreciators, supporters, 

and interactives (Bourgeon and Bouchet, 2001; Stewart et al., 2003; Fullerton, 2010; 

Athanasopoulou et al., 2011). The questions in the questionnaire are based on the brand 

experience literature reviewed in Chapter 2.3. The questionnaire covers general interest 

in live video content on social media and the four characteristics dimensions from the 

brand experience model, namely intellectual, sensory, affective, and behavioural. 

Answers add to the conceptualisation of the tactical framework in stage 4. 
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Figure 3.3: Conceptual framework for stage 2 

Stage 3: Quantitative questionnaire with receivers of the experience (supporters 

and fans) 

The conceptual framework in Figure 3.4 reveals the relationships tested in stage 3. 

Within this stage the effect of brand experience on fans and followers are sought to be 

established, as sought in research objective 3. Main interest is centred upon the effects a 

brand experience may have upon fans and followers experiencing the brand through live 

video on social media and any associated enhancement in viewer loyalty. Furthermore, 

this stage will seek to address what role, if any, the consumption of a brand experience 

has on different fan types.  

H1 tests how the four dimensions of a brand experience (see Chapter 2.3) affect fan 

typology (see Chapter 2.1.4) for the brand. H2 tests the effect of fan typology on viewer 

loyalty. H3 tests how the four dimensions affect viewer loyalty (see Chapter 2.2.7). An 

adaptation of established scales by Brakus et al. (2009) for brand experience, Wann and 

Branscombe (1993) for fan typology, and Zeithaml et al. (1996) for viewer loyalty are 

applied. Chapter 3.4.3. elaborates on the self-administered quantitative questionnaire 

used to collect the necessary data. 
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Figure 3.4: Conceptual framework for stage 3 

Stage 4: Tactical experiential marketing framework 

Stage 4 conceptualises a tactical experiential marketing framework for the case study 

football club taking into consideration the theoretical pillars of this research: football 

brands, social media, and brand experience. The framework offers marketing and 

communication strategies to implement live video communication on social media with 

the goal of increasing viewer loyalty by applying a holistic brand experience. Data 

gathered in stages 1, 2, and 3 build the foundation. An adapted Experiential Grid 

(Schmitt, 1999; Brakus, 2008) is used to design the tactical tool (see Figure 3.5).  

 

Figure 3.5: Adaptation of the Experiential Grid by Schmitt (1999); adapted by the author 
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3.3 Research Strategy: Case Study 

According to Saunders et al. (2007), the research strategy is chosen in reference to the 

research question and objectives, the extent of existing knowledge, available time and 

other resources, and the researcher’s philosophical underpinnings. Based upon 

elaborated discussions of the afore-mentioned points in their respective chapters, a case 

study research strategy is applied to this research.  

A case study in sport marketing can be defined as a description of a phenomenon that 

has occurred to a business or industry and may offer guidance for answering specific 

research questions, as suggested by Schwarz et al. (2013). However, seminal literature 

on case study strategy by Yin (2009), Merriam (1998), and Stake (1995) diverges in the 

definition of case and case study (Yazan, 2015).  

Yin (2009) defines a case study as “an empirical inquiry that investigates a 

contemporary phenomenon in depth and within its real-life context, especially when the 

boundaries between phenomenon and context are not clearly evident” (p. 18). His 

definition concentrates on the research process that seeks to answer the ‘how’ or ‘why’ 

question accompanying the phenomenon, not necessarily the end product (Yazan, 

2015). 

Stake (1995) refrains from offering a specific definition of case or case study, because, 

in his opinion, conflicting precedents exist in various disciplines influencing how 

methods and terms are used. Yet, Stake (1995) posits that “the real business of case 

study is particularization, not generalization”, which implies that a researcher should 

investigate a particular case as “what it is” and “what it does” (p. 8). This notion 

underlines Stake’s focus on the end product–the unit of study, not the process, as in 

Yin’s case (Merriam, 1998). 

Merriam (1998) agrees with Smith’s (1978) concept of the case as a single, “bounded 

system” and Stake’s (1995) “integrated system”, and notes that the “most defining 

characteristic of case study research lies in delimiting the object of study, the case”, 

which allows her to “see the case as a thing, a single entity, a unit around which there 

are boundaries” (p. 27).  

In order to better distinguish the case study from the case, Merriam (1998) explains that 

case studies should be focused on processes, context, and discovery, rather than 

outcomes, specific variables, and confirmation, and can therefore be characterized as  
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 particularistic, focusing upon a particular event or phenomenon (p. 29); 

 descriptive, whereby the end result is a so-called “thick” and “rich” description 

of the phenomenon (pp. 29-30); and 

 heuristic, in the sense they illuminate understanding of the phenomenon under 

investigation (p. 30). 

Daymon and Holloway (2011) build upon Merriam’s (1998) arguments and add that a 

case study includes intensive and holistic examination of a specific situation bounded 

by time and place within a respective social setting and gathers data from various 

sources; these may be both qualitative and quantitative. These characteristics apply to 

this research because of the combined use of inductive and deductive approaches, as 

discussed in the previous sections, as well as the examination of the phenomenon of 

brand experience through live video on social media as applied to one specific football 

club within a set period of time.  

The Scottish football club Celtic FC is the main subject in the main study. The study 

was piloted with Swiss football club FC Basel. Single case studies are common in 

football business-related research (Urrutia et al. 2008; Casals, 2011; Garcia, 2011; 

Parganas, 2015; Wenzl, 2016) as they tend to investigate either a critical, extreme, or 

unique case or, on the other hand, a typical case (Saunders et al., 2007; Skinner et al., 

2015). This investigation refers to a typical case study, because football brands are 

created by a football club that operates as a football company (Bridgewater, 2010). 

Table 3.2: Conditions on when to use a case study 

Conditions on when to 

use a case study 

Applied in the context of this research 

Form of research question  Research questions asking for ‘what’ may indicate an 

exploratory nature of research, as it is the case with this study. 

Control of researcher over 

behavioural events 

There is no need (or wish) for the researcher to control the 

behaviour of any of the participants in this study. 

Focus on contemporary 

over historical events 

The research covers a contemporary issue, i.e. live video 

communication on social media.  

Source: Yin (2009, pp. 8-14); adapted by the author  

Veal and Darcy (2014) suggest three types of case study research: descriptive, 

explanatory, and evaluative. This research applies a descriptive research to identify and 

evaluate relationships between brand experience, fan typology, and live videos on social 

media. The justification lies in the nature of the descriptive case study, which aims to 
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describe in detail how a phenomenon is created and to acquire new and explicit insights 

(Saunders et al., 2007; Skinner et al., 2015). Furthermore, data gathered for this 

research is factual and is not influenced by the cause of the situation (Schwarz et al., 

2013). 

A further assessment method to justify the use of a case study for a broadcast strategy in 

sports is given by Fujak and Frawley (2015), who refer to three criteria suggested by 

Yin (2009), explained in Table 3.2. 

3.4 Choice of Method(s) and Triangulation: Mixed-Method Approach 

As discussed previously, this research adopts pragmatism as research philosophy 

enabling a mixed-method approach and multiphase research design. The study 

encompasses various stages of data collection including qualitative and quantitative 

methods. Chapter 3.2 explained the research plan and Figure 3.1 portrayed the process. 

The following sections explain the methods and instruments applied in the individual 

stages in more detail.  

Different types of mixed-method approaches exist. Creswell and Plano Clark (2017) 

explain the differences as follows: 

 The convergent parallel design compares or relates qualitative and quantitative 

data and offers an interpretation. 

 The explanatory sequential design first collects and analyses quantitative data, 

follows up by collecting and analysing qualitative data and then offers an 

interpretation. 

 The exploratory sequential design starts with the collection and analysis of 

qualitative data upon which the next stage is built with quantitative data before, 

which then leads to an interpretation. 

 The embedded design may include a quantitative strand within a qualitative 

design or vice versa to enrich the research design before concluding with an 

interpretation. 

 The transformative design could first expose a phenomenon through the 

collection and analysis of quantitative data and then explain it with the 

collection and analysis of qualitative data. The theoretical perspective stays the 

same across the entire design, which is different from the other sequential 

designs. 
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 The multiphase research design investigates subjects by connecting sequentially 

aligned quantitative and qualitative studies, while building upon previous 

findings to achieve a specific objective.  

The multiphase research design is therefore applied in this research, because it uses 

sequential and concurrent quantitative and qualitative approaches to support the 

development, adaptation, and evaluation of the individual stages leading up to the 

creation of the Experiential Grid, which is informed by the findings from the previous 

research stages. The following sections explain the design. 

3.4.1 Semi-structured interviews (Stage 1) 

Semi-structured interviews with representatives of the case study football club provide 

qualitative data in order to contextualise the task of item generation and selection that 

happens in the next stage.  

Interviews are used as a collaborative data collection method between interviewer and 

interviewee, where the perception and perspectives of the interviewee are thought to be 

meaningful for the research (Daymon and Holloway, 2011; McCarthy et al., 2014; 

Miles et al., 2014; Parganas, 2015). Moreover, interviews offer the opportunity to build 

a rapport with the respondents and make them feel comfortable during the conversation 

(Schwarz et al., 2013). According to Skinner et al., (2015), interview types are clustered 

in two schools of thought:  

a) structured interviews, unstructured interviews, semi-structured interviews 

b) structured interviews and in-depth interviews  

This study applies semi-structured interviews from the first-mentioned typology to 

collect qualitative data through one-to-one conversations. McCarthy et al. (2014) use 

semi-structured interviews in their study on brand presence of UK football clubs on 

social media to collect data from four senior marketing and brand managers. Bodet and 

Chavanat (2010) also use semi-structured interviews to investigate the four dimensions 

of brand equity in Chinese football. Parganas (2015) interviewed Liverpool FC 

management professionals to investigate the club’s marketing approach on social media. 

The three studies explore and identify perceptions in football branding. The same 

method is applied in this study. Hence, the method is regarded appropriate for stage 1. 
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The term semi-structured interview can be considered an umbrella term for interviews 

in which the interviewer addresses predefined topics, but takes the liberty to change the 

order of the questions and follow up on answers using a pragmatic approach (Saunders 

et al., 2007). Veal and Darcy (2014) suggest that semi-structured interviews follow a 

checklist with questions that have no prescribed format, seek open-ended responses, and 

are conversational in style.  

A pragmatic approach to the preplanning and designing of the semi-structured interview 

is used for this study, adapting the method where necessary. For instance, Miles et al. 

(2014) argue that predesigned and structured questions are stripped of context and 

might blind the interviewer during the interview; on the other hand, if researchers know 

what they are looking for, planning the data collection process can reduce the amount of 

superfluous data. Consequently, in this study, interview predesign and structure is kept 

at a necessary minimum to allow the interviewee to elaborate on topics and subtopics 

that might not have been established in the preparation phase, but which are relevant to 

the study. Nevertheless, an interview guide (Bodet and Chanavat, 2010; Daymon and 

Holloway, 2011) or checklist (Veal and Darcy, 2014), encompassing key topics or 

prescribed questions, assists the interviewer in keeping focus on topics that need to be 

covered to gather the necessary data for the focus group stage. For this research it means 

generating items to be used in the tactical framework in stage 4 after they have been 

triangulated with data collected in stages 2 and 3.  

The literature review on football brands, social media, and brand experience serves as 

the foundation for the interview guide or checklist with potential questions for the semi-

structured interviews (Cardinale, Nguyen and Melewar, 2016). In this study, questions 

refer to the format of the live video content on social media the football club produces. 

The main discussion points are derived from the reviewed literature (see Chapter 2), 

seek to achieve research objective 1, and include: 

 In-depth discourse on how the club produces social media video content and 

how it falls within the four specific brand experience dimensions  

 Reflection on reach, sentiments, and perceptions of the club’s video content to 

gather insights on viewership interest and viewer loyalty  

 Discussion on interactions with and behaviours of different types of fans and 

followers, which addresses elements of identification with the brand from the 

perspective of the club 
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 Closing discourse on limitations of technology and human resources  

A conceptual framework is presented in Figure 3.2. In order to validate the soundness 

and rigor of the conducted interview, a summary of the transcript and fieldnotes with 

observations of the interviewer is presented to the interviewee, who is asked to give 

feedback on the interviewer’s interpretation (Daymon and Holloway, 2011; McCarthy 

et al., 2014, Skinner et al., 2015).  

Daymon and Holloway (2011, pp. 238-239) note five issues in interviewing to be 

considered: 

1. The rhetoric of interviewing can lead interviewees to embellish their responses 

to heighten their self-esteem.  

2. Interviews are generally time-consuming and labour-intensive. 

3. The interviewer effect can consciously or unconsciously influence the 

interviewee to adapt her or his answers to please or appear in a better light. 

4. Interviewees and interviewers may have different priorities. Thus, the 

interviewer needs to be aware of such differences and ‘hear the data’ carefully to 

avoid misinterpretation. 

5. The interviewer needs to adopt a self-critical perspective on her or his own 

assumptions, and continuously reflect on the interviewer-interviewee 

relationship to ensure an accurate understanding of the meaning of the collected 

data. 

These issues are considered in the conceptualisation of the interview and during its 

conduct. 

3.4.2 Self-administered qualitative online questionnaire (Stage 2) 

The terms survey and questionnaire are often used interchangeably in research although 

they mean two different things (Saunders et al., 2007; Veal and Darcy, 2014). Veal and 

Darcy (2014) define a survey as “the process of designing and conducting a study 

involving the gathering of information from a number of subjects” (p. 278, italics in 

original). Subjects can then be presented with a selection of specific questions in the 

form of a questionnaire (Skinner et al., 2015). On the other hand, Saunders et al. (2007, 

p. 596) define an online questionnaire as a “[d]ata collection technique in which the 

questionnaire is delivered via the Internet or an intranet to each respondent. She or he 
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then reads and answers the same set of questions in a predetermined order without an 

interviewer being present before returning it electronically.”  

A self-administered online questionnaire is used in stage 2 and 3 for this research. Table 

3.3 presents its strengths and weaknesses. 

Table 3.3: Strengths and weaknesses of a self-administered online questionnaire 

Strengths Weaknesses 

Inexpensive in most instances Reduced control over timing of responses  

Amenable to the use of simple random 

sampling 

Limited coverage of general population 

Data entered by respondent can be coded 

and set up in a database automatically 

Can often only be used with non-probability 

sampling 

Self-administration and anonymity of 

respondent reduces the risk of bias from an 

interviewer 

Additional time and effort needed in creating 

an online version of the questionnaire after the 

content has been decided upon 

Easy completion for respondent (user-

friendly)  

- 

Informational data such as pictures, videos, 

and graphics can be included to supplement 

information provided to the respondent 

- 

Sources: Feldmann (2007, pp. 110-112); Schwarz et al. (2013, p. 73); Veal and Darcy (2014, 

pp. 295-296); Skinner et al. (2015, pp. 253-254); adapted by the author  

The aim of the qualitative online questionnaire in stage 2 is to identify and assess 

characteristics based on items that contribute sensory, affective, behavioural, and 

intellectual experiences to the brand experience of a professional football club. The core 

(main body) of the questionnaire consists of five open-ended questions. The open-ended 

questions serve to collect data without the constraint of close-ended categorisation 

(Forman and Damschroder, 2008). This stage seeks to achieve research objective 2. 

Table 3.4 shows the main questions asked in the questionnaire.  

Table 3.4: Main questions in self-administered qualitative online questionnaire (stage 2) 

Dimension Question 

General What kind of live videos on social media produced by a sports brand are 

you interested in watching? 

Intellectual  What type of informative or educational content are you interested in 

receiving through a live video of a sports brand? 

Behavioural  What kind of interactions would you want in a live video? 

Affective  What kind of emotions would you want to experience through a live video? 

Sensory  Which aesthetic properties would you want in a live video? 
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Kunz (2014) explains that items can be deduced from expert-interviews, consumer 

research, and critical thinking of the researcher. In his study, he deduces items from 

relevant literature and findings from the qualitative study in order to design the content 

of a subsequent study. Similarly, Zarantonello, Schmitt and Brakus (2007) designed 

their brand experience scale by, firstly, generating items from an extensive literature 

review, then assessing the items with a group of experts, and lastly, administering a 

questionnaire to a larger sample to rate the remaining relevant items. This study follows 

a similar process as the above-mentioned studies by collecting data that is used to 

design a tactical experiential marketing framework (Same and Larimo, 2012). The 

process is therefore deemed adequate.  

3.4.3 Self-administered quantitative online questionnaire (Stage 3)  

A self-administered quantitative online questionnaire is sent out through a selection of 

digital communication channels to fans and followers of the case study football club in 

stage 3. The objective is to gather quantitative data and assess the relationships between 

brand experience, fan typology, and viewer loyalty.  

The questionnaire is structured in three main sections: introduction, core, and coda. The 

first section welcomes the respondent, introduces the aim and the topic of the survey, 

assures anonymity of all participants, and ensures that data will not be used for purposes 

other than the study at hand (Feldmann, 2007; Stroebel, 2012; Kunz, 2014). 

Additionally, incentives such as give-aways through a sweepstake can be given in this 

section to motivate recipients to participate fully (Schwarz et al., 2013). No incentives 

were offered in the questionnaire for this study. The core section comprises item-

clusters through which the respondent is led step-by-step (Kunz, 2014). Although a 5-

point Likert scale is often used in research (e.g. Ha and Perks, 2005; Walter et al., 

2013), Finstad (2010) recommends the 7-point Likert scale as the most suitable scale in 

survey construction. Consequently, a 7-point Likert scale, ranging from (1) = disagree 

very strongly to (7) = agree very strongly, is applied to all questions in order to 

legitimize a symmetrical data analysis later in the process (Feldmann, 2007; Stroebel, 

2012; Kunz, 2014). The coda of the questionnaire asks for the respondent’s socio-

demographic attributes in order to categorise and analyse the results in more detail 

(Kunz, 2014) and thanks them for participating in the survey (Feldmann, 2007).  

A test with 5 users was undertaken to assess the comprehensibility of the questions, the 

directions for completing the questionnaire, and its overall validity before sending it out 
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(Ha and Perks, 2005; Stroebel, 2012). Feedback and suggestions from participants of 

the test were requested. Amendments were made where warranted (cf. Schwarz et al., 

2013).  

Conceptualisation of the quantitative questionnaire 

The self-administered questionnaire was created on the free survey tool Google Forms, 

which allows access through desktop computers, tablets, and smartphones. It can be 

distributed via any digital communications channel such as Facebook, Twitter, email, 

WhatsApp or other messaging services, by sending a specific link to the questionnaire. 

The questionnaire for stage 3 consists of an introduction, the core in four parts that 

collect data, and the coda.  

The introduction presents the aim of the research and addresses fans and followers of 

the club. The main part (core) of the questionnaire includes three topics: brand 

experience, fan typology, and viewer loyalty (see Table 3.5). The last part of the core 

asks four questions about the demographics of the respondent. A total of 26 questions 

are posed across Parts 1 to 4. Research objective 3 (see Chapter 1.2) is addressed by 

applying a deductive approach. All questions in Parts 1 to 3 are answered using a 7-

point Likert scale with various descriptions.  

Table 3.5: Basic structure of the quantitative questionnaire (stage 3) 

Parts Number of 

items 

Aim 

Introduction n/a To introduce the research and address 

fans and followers  

Part 1. Brand 

experience  

(Schmitt, 1999; 

Brakus et al., 2009; 

Chen et al., 2013; 

Khan et al., 2016) 

Intellectual 

(informative) 

3 To assess informative and educational 

brand experience characteristics 

Sensory 

(aesthetic) 

3 To assess aesthetic brand experience 

characteristics 

Affective 

(emotional) 

3 To assess affective brand experience 

characteristics 

Behavioural 

(interactive) 

3 To assess behavioural brand 

experience characteristics 

Part 2. Fan typology  

(Wann and Branscombe, 1993; 

Matsuoka et al., 2003) 

5 To assess respondent’s degree of brand 

identification  

Part 3. Viewer loyalty  

(Zeithaml et al., 1996) 

5 To assess level of respondent’s loyalty 

Part 4. Demographics  

(own questions) 

4 To have a better understanding of the 

responding population 
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Part 1: Brand experience 

The brand experience scale as suggested by Brakus et al. (2009) is applied in Part 1. 

Table 3.6 shows how the questions were adapted for this study. 

Table 3.6: Questions on brand experience 

Scale / Items Items used in the questionnaire, 

adapted by the author  

Explanation of adaptation 

Sensory 

(aesthetic) / 

BE1/2/3_SEN 

I have a positive image of Celtic 

FC’s live videos on social media.  

I find Celtic FC’s live videos 

aesthetically interesting.  

Their live videos are visually 

appealing to me. 

Adapted the wording of all 3 items in 

reference to Chen et al. (2013); 

easier to understand for non-English 

native speakers 

Affective 

(emotional) / 

BE1/2/3_AFF 

Celtic FC’s live videos induce 

feelings and sentiments. 

I am emotionally attached to their 

live videos. 

Celtic FC’s live videos are emotional 

videos. 

The wording of the 3 items is kept 

close to the original wording by 

Brakus et al. (2009); item BE2_AFF 

is negatively phrased in original, but 

adapted to positive phrasing in 

reference with Chen et al. (2013) 

Intellectual 

(informative) 

/ 

BE1/2/3_INT 

I engage in a lot of thinking when I 

watch Celtic FC’s live videos on 

social media. 

It’s easy to understand what the live 

videos are about. 

The live videos stimulate my 

curiosity. 

Items BE1_INT and BE3_INT are 

kept close to the original wording by 

Brakus et al. (2009) 

Item BE2_INT is adapted from 

original wording «does not make me 

think», which can be interpreted as 

«easy to understand», to fit the 

context of this study 

Behavioural 

(interactive) / 

BE1/2/3_BEH 

I become active and engage with the 

club or other fans when I watch 

Celtic FC’s live videos. 

Their live videos are interactive. 

Their live videos stimulate my 

behaviour. 

Adapted the wording of all 3 items in 

reference to the literature review to 

fit the context of this study 

The brand experience scale encompasses 3 questions for each of the 4 dimensions, 

resulting in a total of 12 items. The questions were adapted to fit this study where 

necessary. The wording of the questions was kept as close as possible to the original 

wording. All questions in Part 1 are answered using a 7-point Likert scale (1 = disagree 

very strongly, 7 = agree very strongly). 

Part 2: Fan typology 

Part 2 investigates the fan typology of respondents and their identification with the 

team, i.e. brand. Wann and Branscombe (1993) designed a 7-item scale to measure the 
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degree of identification between fans and their favourite team. Five of the seven 

questions in the scale are used in the questionnaire. 

The question on how often the respondent displays her or his team’s name or insignia at 

the place of work or on clothing was excluded because it may be an unusual behaviour 

for certain demographics (Matsuoka et al., 2003). Given the international reach of the 

case study football club through the available digital channels, it is prudent to choose a 

conservative approach to the choice of questions.  

The same applies to the question on how much the respondent dislikes the team’s 

greatest rivals, which is therefore excluded as well. The question on how closely the 

respondent follows the team on various media channels was adapted to ANY online 

media to fit the scope of this study. No further adaptation was necessary. All questions 

are answered using a 7-point Likert scale (various scale descriptions applied; see Table 

3.7).  

Table 3.7: Questions on fan typology (team/brand identification) 

Items Applied questions (scale description) 

(Wann and Branscombe, 1993) 

Explanation for adaptation 

FT1 How important to YOU is it that [the club] 

wins? (Not important/Very important) 

Original question; no adaptation 

necessary 

FT2 How strongly do YOU see YOURSELF as 

a fan of [the club]? (Not at all a fan/Very 

much a fan) 

Original question; no adaptation 

necessary 

FT3 How strongly do your FRIENDS see YOU 

as a fan of [the club]? (Not at all a fan/Very 

much a fan) 

Original question; no adaptation 

necessary 

FT4 During the season, how closely do YOU 

follow [the club] via ANY online media? 

(Never/Every day) 

Original question included 3 media 

examples, which were combined to 

ANY online media. 

FT5 How important is being a fan of [the club] 

to YOU? (Not important/Very important) 

Original question; no adaptation 

necessary 

Part 3: Viewer loyalty 

Part 3 assesses viewer loyalty. The five questions are based upon the behavioral 

intentions battery as proposed by Zeithaml et al. (1996). The questions are modified to 

fit this investigation (Carlson and O’Cass, 2012; Khan and Rahman, 2016), while 

staying as close as possible to the original wording for reliability. All questions are 

answered through a 7-point Likert scale (1 = disagree very strongly, 7 = agree very 

strongly).  
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Table 3.8: Questions on viewer loyalty 

Items Original questions  

(Zeithaml et al., 1996) 

Adapted questions  

(author) 

Explanation for 

adaptation 

VL1 I say positive things about 

XYZ to other people. 

I say positive things about 

Celtic FC to other people. 

In reference to the club’s 

brand. 

VL2 I recommend XYZ to 

someone who seeks my 

advice. 

I would recommend to 

follow Celtic FC online to 

someone who seeks my 

advice. 

In reference to the club’s 

online presence in general. 

VL3 I encourage friends and 

relatives to do business 

with XYZ. 

I encourage friends to 

follow Celtic FC online. 

In reference to the club’s 

online presence in general. 

VL4 I consider XYZ my first 

choice to buy services. 

I consider Celtic FC's 

social media live videos 

my first choice regarding 

live videos of a football 

club. 

In reference to the club’s 

online videos. 

VL5 I do more business with 

XYZ in the next few 

years. 

I will watch more social 

media live videos of Celtic 

FC in the future. 

In reference to the club’s 

live videos. 

Part 4: General questions 

Part 4 of the questionnaire asks four questions regarding demographics in order to 

understand the basic characteristics of respondents and to make appropriate comments 

about the study’s limitations (Khan and Rahman, 2016); see Table 3.9. No further 

information on respondents’ social media behaviour was collected. Collecting data of 

metrics such as ‘view count’ and ‘view duration’ from users offer erroneous answers 

due to subject bias (Gratton and Jones, 2004). Common practice in marketing is for the 

company to collect such data through analytics software usually offered by social media 

platforms (Newman et al., 2013). Furthermore, questions were kept at a minimum to 

improve response rate (Sokolova and Kefi, 2019).  

Table 3.9: General questions 

Items Items used in the questionnaire  

GQ1 Your gender (male/female) 

GQ2 Your age (0-17, 18-24, 25-34, 35-44, 45-54, 55-64, 65+) 

GQ3 What social media app or site do you use most in general? (Dropdown) 

GQ4 Where do you live (Dropdown) 
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3.4.4 Triangulation 

Saunders et al. (2007) note that one reason for using a mixed-method approach in a 

study is to triangulate collected data and corroborate its findings, while defining 

triangulation as “[t]he use of two or more independent sources of data or data-collection 

methods within one study in order to help ensure that the data are telling you what you 

think they are telling you” (p. 602). Using both qualitative and quantitative approaches 

in the same study can offset the weaknesses of one method with the strengths of another 

(Veal and Darcy, 2014).  

However, simply mixing methods does not guarantee a valid triangulation. Different 

data must address the same question or examine the same phenomenon from different 

perspectives (Morse, 1991; Daymon and Holloway, 2011; Veal and Darcy, 2014), a 

process applied in this study through the stages-approach portrayed in Figure 3.1. 

According to Denzin (2009), triangulation can come in four forms: data-source, 

investigator, theoretical, and methodological triangulation. Table 3.10 explains how the 

approaches are applied to this research. 

Table 3.10: Forms of triangulation applied to this research 

 Features Applied in the context of this research 

Data-source 

triangulation 

Collecting data from 

different sources  

Triangulating data collected from employees 

representing the case study football club (stage 

1), specific spectators and fans chosen by staff 

and researcher (stage 2), and unspecific 

spectators and fans (stage 3) 

Investigator 

triangulation 

Involving more than 

one researcher or 

evaluator  

Not applied in this study 

Theoretical 

triangulation 

Using various 

perspectives to 

interpret collected data 

Constitution of a social media brand experience 

from the perspective of the experience 

providing brand (the case study football club) 

and its various experience receivers (spectators 

and fans) 

Methodological 

triangulation 

Applying multiple 

methods to investigate 

the problem at hand 

Triangulating qualitative data from interviews 

(stage 1) and qualitative questionnaire (stage 2) 

with quantitative data quantitative questionnaire 

(stage 3) 

Sources: Daymon and Holloway (2011, p. 92); Miles et al. (2014, p. 299);  

Skinner et al. (2015, p. 76); adapted by the author  

The stages-approach of this study describes an overlapping triangulation, similar to the 

methodological triangulation by Denzin (2009), whereby a specific data collection 

method in one stage is complimented by data collection methods in other stages 



 

 93 

(Teddlie and Tashakkori, 2009; Almutairi, Gardner and McCarthy, 2014; Skinner et al., 

2015).  

3.5 Time Horizon: Cross-sectional Design  

Research can provide a snapshot, a look into a phenomenon that happens at one 

particular point in time, i.e. a cross-sectional study, or investigate change and 

development of a particular case over time, i.e. a longitudinal study (Saunders et al., 

2007, Schwarz et al., 2013). Daymon and Holloway (2011) note that case study 

research is more likely to use a longitudinal approach, because it allows researchers to 

pay attention to occurrences that happen in a sequential process. However, this study 

applies a cross-sectional approach investigating a specific phenomenon without 

contemplating the time element, as found in research by, for example, Carlson and 

O’Cass (2012), Morgan-Thomas and Veloutsou (2013), and Ramaseshan and Stein 

(2014).  

In the case at hand, data is collected in each stage at one specific point in time. 

Although each stage collects data at a different moment in time, the time element is 

deliberately excluded from the data collection instrument. Changes happening in the 

characteristics or perceptions of brand experience, fan typology, or viewer loyalty over 

time are not considered from the perspective of the club nor from fans and followers. 

Furthermore, according to Levin (2006), cross-sectional research designs are applied 

when “[t]he purpose of the study is descriptive, often in the form of a survey” and when 

“[t]he purpose of the study is to find the prevalence of the outcome of interest, for the 

population or subgroups within the population at a given timepoint” (p. 24). This 

research adheres to both points, as previously discussed.  

3.6 Data Analysis 

The process of data analysis attaches meaning to raw data collected through, for 

example, interviews and questionnaires (Saunders et al., 2007, Daymon and Holloway, 

2011), or tactical frameworks (Schmitt, 1999). 

3.6.1 Semi-structured interviews (Stage 1)  

Data gathered through interviews can be analysed by “summarising (condensation) of 

meanings, categorisation (grouping) of meanings, and structuring (ordering) of 
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meanings using narrative” (Saunders et al., 2007, p. 490). Based on the objective to be 

achieved in stage 1, grouping of meanings is the most adequate approach. Hence, this 

study adopts a manual method of analysis for qualitative data collected from semi-

structured interviews as proposed by Daymon and Holloway (2011), Veal and Darcy 

(2014), and Aronson (1995), whereby the main tasks can be organised as follows: 

1. Reading of fieldnotes and listening to or viewing audio and video materials; 

reviewing all notes and recordings for their completeness 

2. Transcription of interviews and type-up of scribbles and fieldnotes  

3. Organising the data in a systematic manner 

4. Coding and categorising 

5. Interpreting the data 

6. Evaluating the interpretation 

This process is equivalent to the thematic analysis described by Braun and Clarke 

(2006) that identifies, analyses, and reports patterns (themes) within data and minimally 

organises and describes the data set in rich detail. It also leans on discourse analysis as 

explained by Daymon and Holloway (2011), who note that in discourse analysis “you 

are less interested in individual words and phrases than in whole chunks of text because 

you want to explore accounts and language structures” (p. 173). It also touches upon 

template analysis15, which seeks to produce a list of codes indicating topics identified in 

the transcript (King, 2004). Content analysis, on the other hand, was considered 

inadequate, because it often quantifies the presence of identified categories (Given, 

2008), which is unnecessary in this study. Grounded theory was also considered 

inadequate as an analytical procedure for this research, because its goal is to build a 

theory (Saunders et al., 2007), whereas data gathered in stage 1 solely seeks to inform 

the Experiential Grid in order to create marketing and communications tactics. 

In vivo and topic coding is used to analyse the interviews. In vivo codes label specific 

expressions, ideas or terms used by interviewees (Miles et al., 2014); topic codes are 

labels created by the author that describe something observed in the data while the 

interviewees are not aware of or do not know how to express (Daymon and Holloway, 

2011). The codes are added manually to the transcribed documents. The coding 

simplifies the interpretation of the data and its subsequent evaluation. The interpretation 

                                                 
15 The term ‘template analysis’ is not a single method of data analysis, but indicates a group of techniques that 

thematically organise and analyse textual data (King, 2004). 
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and evaluation of the data is based upon the reviewed literature, other interviews, and 

data collected in other stages.  

3.6.2 Self-administered qualitative online questionnaire (Stage 2)  

An explorative approach to qualitative content analysis is applied in stage 2 in order to 

conceptualise the brand experience dimensions and solidify the respective components 

(Kohlbacher, 2006). This study follows the approximate example process of Kunz 

(2014) in stage 2, in which data collected through a self-administered online 

questionnaire with open-ended questions is transcribed, classified, coded, verified, and 

finalised.  

Firstly, a complete transcription of all collected data offers an overview of the data to be 

classified. Building upon the knowledge gathered through the literature review and 

semi-structured interview, the classified data is then coded, and categories within the 

brand experience dimensions are developed. Next, collected data is verified in 

accordance with the reviewed literature. Lastly, all accepted items are categorised by 

amount of mentions.  

3.6.3 Self-administered quantitative online questionnaire (Stage 3)  

An exploratory factor analysis tests the applied scales, their variables, and respective 

items. Factors with eigenvalues greater than 1, explaining a certain percentage of 

variance, are analysed by principle axis factoring (Kim and Mueller, 1978a). For this 

research, six factors are expected in agreement with, for example, Brakus et al. (2009), 

Sahin et al. (2011), Walter et al. (2013), or Kunz (2014):  

 Intellectual dimension (BE1/2/3_INT)  

 Sensory dimension (BE1/2/3_SEN) 

 Affective dimension (BE1/2/3_AFF) 

 Behaviour dimension (BE1/2/3_BEH) 

 Fan typology (FT) 

 Viewer loyalty (VL) 

Only factor loadings above .3 are considered for interpretation (Costello and Osborne, 

2005).  
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The mean (µ) and standard deviation (σ) are calculated to interpret the brand 

experience, brand identification, and viewer loyalty characteristics. The mean describes 

the central tendency of all data values (average); the standard deviation explains to what 

degree the data values differ from the mean (Saunders et al., 2009). Cronbach’s Alpha 

is used to assess the internal reliability of the applied scales by measuring the 

consistency between its items (Cronbach, 1951). An absolute value above .7 is 

considered adequate (Nunnaly, 1978). Pearson correlation coefficient (r), standardised 

regression weights (β), significance (p), and R-squared (R2) values are computed for all 

relationships to be addressed according to Figure 3.4. The Pearson correlation 

coefficients show the level of correlation between variables, the standardised regression 

weights compare the degree an independent variable affects the dependent variable, the 

significance level helps assess the type of error when testing the hypotheses, and R2 

measures how close the gathered data are to the regression line (Veal and Darcy, 2014). 

SPSS is used to compute and analyse all raw data.  

3.6.4 Experiential Grid (Stage 4)  

This research uses the Experiential Grid (Schmitt, 1999; Brakus, 2008) to assemble 

analysed and evaluated data from stages 1, 2, and 3 (see Chapter 5) and develop a 

strategic experiential marketing and communications tool for the case study football 

club (see Chapter 6). An adaptation of the original model is expected to fit the purpose 

of this study. The five proposed SEMs by Schmitt (1999) and Brakus (2008) are 

reduced to the four proposed brand experience dimensions of this study as discussed in 

Chapter 2.3 and portrayed in Figure 3.5. The ExPros spatial environments and websites 

and electronic media, proposed by Schmitt (1999) and Brakus (2008), are excluded in 

the adapted Experiential Grid, since this study analyses only one media type, which is 

live video on social media.  

3.7 Reliability  

Reliability is a measure of replicability of a study’s findings with a different sample at a 

different point in time (Veal and Darcy, 2014). For this study, reliability is achieved 

when findings can be replicated with a different football club at a later point in time. 

Reliability is thereby confirmed by adhering to the processes tested and evaluated 

through the original models applied in each stage.  
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Common method biases were tested in the first three stages of the research and included 

the following measures to prevent possible biases: use of multiple sources of 

information to collect data, clear and concise wording for questions, and guaranteed 

anonymity for respondents (Podsakoff et al., 2003).  

The research plan presented in Figure 3.1 follows processes similar to research by 

Feldmann (2007), Brakus et al. (2009), and Kunz (2014) to strengthen its overall 

reliability and is adapted where necessary. 

Semi-Structured Interview (Stage 1) 

Stage 1 enhances reliability by ensuring the avoidance of the following potential errors: 

Subject error, e.g. respondents provide different answers depending on when they are 

asked (Gratton and Jones, 2004). Interviews with the case study football club are sought 

to be held on weekdays, when the first team is not playing official matches. Fans might 

be less outspoken during the week regarding weekend match results, hence, the 

interviewee is less affected by positive or negative online fan reactions (Interviewee F, 

see Table 2.1).  

Researcher error, e.g. slightly differing data collection methods may lead to different 

responses (Gratton and Jones, 2004) adversely affecting the dependability of the data 

(Skinner et al., 2015). An interview guide, as suggested by Bodet and Chanavat (2010) 

and Daymon and Holloway (2011), ensures a structured conversation that can be 

replicated with other interviewees. Regarding the dependability of the data, the 

interviewer makes sure to be well prepared for follow-up questions when statements 

differ from observations made prior to the interview. For the case at hand, the 

interviewer has undertaken a qualitative content analysis of the case study football 

club’s online marketing and communications activities and an extensive literature 

review.  

Subject bias, e.g. respondents giving answer they think the researcher wants (Gratton 

and Jones, 2004). Similar to researcher error, rigorous preparation by the interviewer 

helps detect biased answers, which shall be verified with questions seeking correction or 

clarification (Skinner et al., 2015). Also, in vivo coding that follows previously defined 

categories, adds reliability to this stage’s data analysis. 

Furthermore, data quality can be ensured by building trust with interviewees, joining 

interview with adequate level of knowledge about the subject, approaching questions 



 

 98 

appropriately to possible cultural differences (Saunders et al., 2007), as well as through 

member checking (Given, 2008). Data saturation is not considered a reliability issue for 

this stage of the research, since the purpose of the interview in stage 1 is to gather data 

specific to the case study football club and assess its possibilities for the Experiential 

Grid, and, because of limited access to the company, only one interviewee is 

interviewed (cf. Saunders et al., 2007). 

Self-administered qualitative online questionnaire (Stage 2) 

Similar to stage 1, stage 2 addresses subject and researcher error, as well as subject 

bias (Gratton and Jones, 2004). Reliability regarding subject error is enhanced by 

sending out the questionnaire on a weekday, when official matches are usually not 

played. Researcher error is low, since all respondents answer the same questions 

without any interaction with the researcher in regard to the questions posed in the 

questionnaire. Subject bias is addressed through an introduction of the questionnaire, 

explaining that there are no correct or wrong answers, and all answers are based upon a 

respondent’s own preference or opinion.  

Moreover, reliability of the analysed data is obtained by coding based on previously 

defined categories (Kunz, 2014). 

Self-administered quantitative online questionnaire (Stage 3) 

Reliability of the questionnaire used in stage 3 is enhanced by addressing subject and 

researcher error, and subject bias (Gratton and Jones, 2004) in the same way as in stage 

2, as described above. Additionally, given the quantitative nature of the instrument, 

reliability is assessed through selected statistical measures (Saunders et al., 2007): Scale 

reliability is measured through Cronbach’s Alpha, and internal consistency of the scale 

items is measured through construct reliability. Reliability for the questionnaire used in 

the pilot study is discussed in detail in Chapter 4.7.3 and for the main study in Chapter 

5.4.4 and 5.7.3. 

Tactical experiential marketing framework (Stage 4) 

Schmitt (1999) and Brakus (2008) do not discuss reliability of the Experiential Grid. A 

pragmatic approach is therefore applied. Data evaluated across the previous three stages 

is used to combine ExPros and brand experience dimensions, hence, developing 

dedicated marketing and communications tactics applicable to the case study football 

club. In order to ensure reliability of the Experiential Grid, a variety of tactical 
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marketing and communications approaches that counter the strategic issues mentioned 

in the literature, namely, intensity, breadth, and depth (Schmitt, 1999; Brakus, 2008), 

are included in the development of the tactics for the framework.  

3.8 Validity  

Validity is a measure of the trustworthiness and rigour of the research (Daymon and 

Holloway, 2011) and is achieved when findings measure what they are supposed to be 

measuring (Saunders et al., 2007). This is warranted through the case study, which tests 

the data collection processes and instruments applied in stages 1 to 4. Furthermore, 

using mixed methods to collect and analyse data can heighten the level of internal 

validity and act as a form of triangulation (Veal and Darcy, 2014). This research seeks 

to ensure content validity by developing data collection instruments that are closely 

based upon proven and established instruments and adapted in accordance with seminal 

literature where necessary (Saunders et al., 2007). Due to the quantitative nature of the 

questionnaire in stage 3, various statistical measures, such as the average construct 

extracted (AVE) and the model fit, assess the validity of the instrument through SPSS 

and AMOS. The validity of the main study is discussed in detail in Chapter 5.4. 

Applicability of the results to the case study football club is anticipated, although, not 

necessarily to other sports brands. However, the proposed approach is expected to be 

applicable to any sports brand and, with adequate adaptation, to brands in other 

industries. Given the limited body of knowledge in the area of brand experience through 

live video on social media of a professional football club, relevance and transferability 

of the approach to other sports and industries is expected.  

3.9 Ethical Considerations  

The candidate pledges to follow the responsible conduct of research as reviewed by 

Veal and Darcy (2014, pp. 107-108, italics in original):  

 The research should be beneficial to society; 

 researchers should be suitably qualified and/or supervised to conduct the 

research;  

 subjects should take part freely; 

 subjects should take part only on the basis of informed consent; 
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 no harm should befall the research subjects; 

 data should be honestly and rigorously analysed, interpreted and reported.  

All interviewees have received a paper or email explaining the aim and process of the 

research. Confidentiality and anonymity have been stressed before all interviews and the 

focus group, in addition to the handout. All participants were asked for permission to 

record the interview before the conversation started. The questionnaires in stages 2 and 

3 were introduced with an explanation of the aim of the research, and a guarantee of 

confidentiality and anonymity to all respondents. The questionnaires were accessible 

through a link to a dedicated website. The process ensured anonymity of all participants. 

Lastly, no data was reported before an honest and rigorous analysis and interpretation of 

the data. 

3.10 Limitations of the Proposed Methodology 

Although the methodology proposed in this chapter is based upon proven concepts in 

extant research (e.g. Brakus et al., 2009; Kunz, 2014), various limitations apply across 

the four stages of the research plan (see Figure 3.1).  

The main overall limitation refers to the generalisability and transferability of the 

findings to other brands, which is due to the single case study setting of this study 

(Saunders et al., 2007). Parallels between the case study football club and other clubs 

may exist, but football brands often operate in a dedicated geographical market and 

communicate with a specific target audience (Bridgewater, 2010). Therefore, marketing 

and communications tactics that apply to a football brand and their fans in one country 

or market, may not apply to a football brand operating in a different country or market 

(Millward, 2011). Comparative research with other football brands is needed in order to 

generalise and transfer the findings (Given, 2008).  

Further limitations exist at stage level. The semi-structured interview proposed in stage 

1 collects qualitative data provided by representatives of the organisation (see Figure 

3.2). The choice and availability of interviewees, as well as organisational constraints, 

may impact the quality of the collected data (Saunders et al., 2007). For example, 

interviewees may be knowledgeable, but may restrict information, due to their level of 

authority. 
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The self-administered qualitative online questionnaire in stage 2 collect data from social 

media users (see Figure 3.3). The difficulty of selecting an appropriate sample for this 

stage lies in the broad spectrum of knowledgeability of this user group in regard to 

media consumption and new media applications (Jenkins, 2006; Sutera, 2013). It is 

therefore recommended for the researcher to know about the level of knowledge of 

potential participants and select a homogenous group of respondents (Kunz, 2014).  

The self-administered quantitative online questionnaire in stage 3 collects data from 

fans and followers of the case study football club (see Figure 3.4). One limitation refers 

to the communication channels used to gain access to potential participants and collect 

their responses. The social media channels relevant to this study are Facebook, 

Instagram, and Twitter, all of which include live video functionalities. Therefore, fans 

and followers should be asked through these channels to participate in the survey. This, 

however, leads to a second limitation. Users may not see the social media post with the 

mentioned request, due to the social media platforms curbing the exposure of such a 

request. This happens because of the employment of a software algorithm that decides 

what posts are shown in a user’s newsfeed (Zelm, 2018). To overcome this challenge, 

this research advertises16 the request on the platform in order to reach the targeted 

sample (see Chapter 5.4).  

The Experiential Grid in stage 4 (see Figure 3.5) is informed by the synthesis of data 

collected and analysed in the previous three stages. The main limitation of this tactical 

marketing and communications tool in the context of social media live video lies in the 

original model’s conceptualisation for a brick-and-mortar setting (Schmitt, 1999; 

Brakus, 2008). Dedicated literature for a possible application of the Experiential Grid in 

online marketing and communications was not found by the time of the writing of this 

dissertation. The proposed tactics in Chapter 6 are therefore based upon theories and 

tactics applied in adjunct professional fields or industries other than sports 

entertainment.  

3.11 Summary 

This methodology chapter first discussed the reasoning for choosing a pragmatic 

research philosophy, applying multi-dimensional methods of investigation across the 

                                                 
16 Facebook offers self-service advertising solutions for users to advertise on Facebook and Instagram and increase 

the reach to a targeted audience (Facebook, 2019e).  
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four stages of the research plan, as portrayed in Figure 3.1. The chapter further 

introduced the chosen mixed-method approach explaining how each data collection 

instrument was conceptualised and how the stages-approach of this study equals an 

overlapping triangulation (Denzin, 2009). Although data is collected in each stage at 

one specific point in time, the time element is deliberately excluded from the data 

collection instrument. Hence, the research design is considered cross-sectional. The 

chapter elaborated in-depth on the data analysis processes focusing their legitimacy on 

extant research that has applied similar models and analyses. The reliability, validity, 

and ethical considerations for this study were then discussed. Lastly, limitations of the 

proposed methodology were highlighted, with the main overall limitation being the 

generalisability and transferability of the findings to other brands, due to the single case 

study setting of this research (Saunders et al., 2007). Chapter 4 will discuss the pilot 

study for this research.  
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Chapter 4:  Pilot Study  

4.1 Introduction  

Methods of data collection such as questionnaires, interviews, or observations were 

tested through small-scale studies to reduce the probability of difficulties in achieving 

set research objectives because of inappropriate or faulty methods (Saunders et al., 

2007). Wider aspects of an intended methodology framework can be evaluated with a 

pilot study (Veal and Darcy, 2014; Skinner et al., 2015). The following study tested 

three of the four stages of the proposed research plan for its suitability, as shown in 

Figure 3.1. The tested methods included the following:  

 Semi-structured interview with staff of FC Basel in Switzerland (stage 1) 

 Focus group interview with undergraduate students in Switzerland, with fans of 

FC Basel in Switzerland, and with fans of Celtic FC in Scotland (stage 2a) 

 Self-administered qualitative online questionnaire with undergraduate students 

in Switzerland (stage 2b) 

 Self-administered quantitative online questionnaire with fans and followers of 

FC Basel (stage 3) 

Research objectives 1, 2, and 3 (see Chapter 1.2) were addressed across the three stages. 

The methodology framework was proven suitable. However, the organisational aspects 

of focus group interviews with fans of a football club were found to be unsuitable and 

amended to a self-administered qualitative online questionnaire with a general online 

audience. Data analysis in stage 3 found the newly-created brand experience scale to be 

unworkable for the main study (stage 3) and was adjusted accordingly. The adjustments 

are described at the end of this chapter. 

4.2 Subject: FC Basel  

The Swiss professional football club FC Basel was identified as a fitting sports brand 

case for this pilot study. The club was contacted by phone with a request for a meeting 

to introduce the research. A meeting was held with two staff members of FC Basel. The 

club agreed to be the subject of the study. 

FC Basel was founded in 1893 in Basel, Switzerland. The club has won the Swiss 

league 12 times and the Swiss cup 7 times since 2001 (fcb.ch, 2018). The fiscal year 
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2014 saw FC Basel generate total revenue of CHF 105 million to become the first Swiss 

football club in the league’s history to exceed the CHF 100 million mark (FC Basel, 

2015). The amount translated to approximately GBP 65 million on 31 December 2014 

(exchangerates.org.uk, 2015). FC Basel generated CHF 92 million in the fiscal year 

2015 and CHF 132 million in the fiscal year 2016 (fcb.ch, 2017), their highest total 

revenue to date. The club reached more than 2 million users on various social media 

channels by 13 January 2018 as shown in Table 4.1. 

Table 4.1: FC Basel social media reach of selected channels 

Official FC Basel social media channel Reach by 13 January 2018 

Facebook  1,993,300 likes 

Instagram.com 141,000 followers  

Twitter (German) 115,000 followers 

Twitter (English) 20,000 followers 

Twitter (French) 4,700 followers 

YouTube 3,400 subscribers 

4.3 Methodology  

The methodology for this pilot study included the collection of primary data through a 

semi-structured interview, a focus group interview, a self-administered qualitative 

online questionnaire, and a self-administered quantitative online questionnaire. As 

discussed in Chapter 3.4.3, questions for the quantitative online questionnaire were 

developed from the literature review, the coded semi-structured and focus group 

interview transcripts, and the analysis of the qualitative online questionnaire, following 

approaches of McCarthy et al. (2014), Bodet and Chavanat (2010), and Parganas 

(2015). The data was analysed using methods outlined in Chapter 3.6, such as 

descriptive and in vivo coding for the interviews (Miles et al., 2014), a qualitative 

content analysis as proposed by Kunz (2014) for the qualitative online questionnaire, 

and exploratory factor analysis, as well as regression analysis, for the quantitative 

online questionnaire as proposed by Sahin et al. (2011) and Walter et al., (2013). 

4.4 Semi-Structured Interview (Stage 1) 

The semi-structured interview was undertaken with a staff member of FC Basel with 

knowledge of digital communications. In order to maintain anonymity of the 

interviewee, this person will be addressed as Interviewee FCB henceforth. 
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Interviewee FCB agreed to the audio recording of the interview for accurate 

reproduction. The interviewer guaranteed anonymity. The interview was conducted in 

Swiss German dialect, the mother tongue of the interviewee and interviewer, and the 

commonly used language in the German-speaking part of Switzerland. Swiss German is 

a spoken-language only; no written rules apply. The interview was transcribed into 

Standard German, which can be considered the closest formal language to Swiss 

German (Clyne, 1995). The transcription in Standard German was kept as close as 

possible to the Swiss German original. Although in some cases Swiss German 

expressions might not have a direct translation to Standard German, the closest possible 

interpretation and translation was chosen. The transcription into Standard German was 

considered necessary for a proper translation into English. The audio recording was 

transcribed in Microsoft Word using the table function. Each row was assigned a time 

stamp. The transcript was coded using descriptive and in vivo coding (Miles et al., 

2014). Complete transcripts and coding of the interview are available upon request. 

The aim of the interview was to learn about live video activities on social media 

undertaken by the club, or in which the club might be interested in undertaking, hence, 

achieving research objective 1. 

An interview guide (Bodet and Chanavat, 2010; Daymon and Holloway, 2011) was 

developed with prescribed questions derived from the literature review and clustered 

into the main topics relevant to the research. The interview guide helped collecting all 

intended data. Consequently, the interview guide is deemed suitable for the main study. 

The extracted data was used to prepare the focus group interview (stage 2) and to 

identify and select the necessary items for the self-administered quantitative online 

questionnaire (stage 3). 

4.4.1 Results 

Research objective 1, set for the semi-structured interview with Interviewee FCB, is 

answered in the following paragraphs with summarised findings extracted from the 

interview transcript. 

Interviewee FCB mentions that the contextual focus of the club’s live video efforts lies 

on their first team. Firstly, he believes the club’s followers and fans are more interested 

in the first team than other divisions. Secondly, the club has to strategically allocate 

their limited human resources to produce the content that might generate the widest 
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reach and brings the brand closest to their fans. Nonetheless, the club pushes content of 

their UEFA Youth League or eSports efforts on their official channels when 

appropriate. FC Basel is already producing the following live video content:  

 Training sessions, e.g. from training camp, directly from the pitch 

 Training games 

 Pre-game warm-up 

 Post-game interviews, e.g. pitch-side or mixed zone 

 Special events, e.g. UEFA Champions League game day minus-1 

 Press conferences 

Interviewee FCB sees further opportunities in producing live Q&A’s between fans and 

followers of the club and their players. In regard to copyrights Interviewee FCB says,  

“We can [live-stream] just about anything we want in the [Swiss] Super League [except 

the game], at least until now. There are little to no regulations.” 

Interviewee FCB adds, “It is different at UEFA events: We are not allowed to film on 

game day and game day minus-1 [other than on designated times allocated by UEFA].” 

This provides a wide range of possibilities for FC Basel.  

Next, the identification and evaluation of different characteristics of FC Basel’s brand 

experience through live video on social media is addressed. Interviewee FCB discusses 

the very high interaction rate of their live videos and offered the example of a UEFA 

Champions League game in 2017 saying,  

“More than 5,000 users watched our live videos at the same time after the Champions 

League game. There, we have received many positive reactions.” 

Furthermore, the club wants to offer fans the possibility or the ‘feeling’ of being live 

with the team, where the average fans cannot go or have physical access to. Feelings 

and emotions also need to be considered in regard to what Interviewee FCB calls 

‘hardcore fans’. They are usually against anything that means ‘commercialising the 

club’, i.e. being generally appealing to a larger audience. Interviewee FCB explains,  

“We know that people from that fan group see our [digital] content and even watch it. 

[…] That means [we deal with] a very different crowd of fans.” 
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Interviewee FCB may be referring to the Category 3 fan type, supporters (see Chapter 

2.1.4).  

In regard to participation in live video, FC Basel provides live streams on their website, 

which, however, do not provide specific interaction possibilities, such as a commenting 

option. The communication is unidirectional, solely directed from the club to the 

viewers.  

Interviewee FCB addresses the aspect of the production quality of FC Basel’s live 

videos and notes that live videos need to be broadcasted differently on different social 

media channels. From their experience, Facebook penalises broadcasters by limiting 

their reach, if they go live often in a short period of time, for example, within minutes. 

On the other hand, if a broadcaster keeps live streaming when there is nothing 

interesting for the viewers to see, viewers might quit the live video. YouTube works 

differently. Turning the live stream on and off does not result in a reach penalty.  

A further technical challenge for the club is the uncertainty of having a stable Internet 

connection on site. 

Interviewee FCB elaborated on the fact that they live stream from their mobile phones 

onto their official social media channels, which requires stable 4G connections to 

provide an unhindered viewing experience. On two occasions in 2017, FC Basel 

refrained from live streaming and decided to pre-produce a video instead, due to the risk 

of a live stream interruption.  

In order to offer the best possible audio quality to their viewers, FC Basel uses 

additional microphones instead of the internal microphone of their mobile phones. 

Moreover, a tripod or gimbal is used to stabilise the video picture. 

Lastly, Interviewee FCB addressed the limited human resources of the club, which 

constrain the implementation of high-quality video productions. Nevertheless, a clear 

allocation of internal tasks can heighten the quality of a live video experience for 

viewers. 

4.4.2 Analysis 

The qualitative data from the interview contributed towards the understanding of how 

the club approaches social media and creates content for their fans and followers and 

achieved research objective 1.  
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The data collected highlights the club’s live video focus on their first team and 

calculated negligence of other products, such as youth football and eSports, because of 

limited human resources. It further portrays the brand’s efforts in producing live videos 

similar to videos from other clubs, as described in Chapter 2.2.7.  

Different copyright agreements at league level in international and national 

competitions have an impact on what kind of content can be produced and distributed. 

This restricts the possibilities for a consistent brand experience across competitions 

(Pine and Gilmore, 1999).  

Moreover, results suggest a high interaction rate for live videos on social media, as well 

as positive reactions (Gigney, 2018). However, it needs to be considered that different 

fan and follower types tend to respond differently to online content, as discussed in 

Chapter 2.1.4. This implies the need for careful conceptualisation of a live video and 

monitoring of social activities.  

Technical challenges add uncertainty to the production quality of live videos and 

interfere with the planning of a consistent brand experience. Pre-produced videos are a 

viable alternative, which, however, might not achieve the same results in regard to reach 

or interaction (Gigney, 2018). This impacts the conceptualisation of videos in 

consideration of the behavioural dimension (see Chapter 2.3.3). 

4.5 Focus Group Interview (Stage 2a) 

A focus group interview was conducted with eight university students in Switzerland in 

English. All students had been attending a Digital Media module and had a practical 

understanding of various digital media such as social media channels (e.g. Facebook, 

Instagram, YouTube, etc.) and digital formats (e.g. online video, live video, stories, 

etc.). The aim of the focus group interview was to provide a deeper understanding of 

what kind of content fans and followers would like to consume through live video on 

social media based on the brand experience dimensions: sensory, affective, behavioural, 

and intellectual. The focus group interview covered the same research objectives as the 

semi-structured interview, however, from a receiver (user) perspective. An interview 

guide was developed to lead the focus group and to potentially replicate the focus group 

with other participants. All participants agreed to the audio recording of the interview. 

Anonymity was guaranteed. The same transcription and coding process as with the 

semi-structured interview were applied. The extracted data was intended for the 
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identification and selection of items for the self-administered quantitative online 

questionnaire (stage 3). Planning for focus group interviews with fans of FC Basel and 

Celtic FC started. However, organising further focus group interviews proved to be an 

unsuitable method to collect the desired data in an adequate timespan. Official fan clubs 

of FC Basel and Celtic FC were contacted, as well as acquaintances of the author who 

are known to be fans of the above-mentioned clubs. Several attempts were undertaken 

between October 2017 and December 2017 to get in touch with fan clubs. Most requests 

were ignored. Those potential participants who showed interest in participating 

preferred an asynchronous communication method such as questions sent by email, 

which led to the consideration of a self-administered qualitative online questionnaire, as 

proposed by Kunz (2014), instead of focus group interviews. 

4.6 Self-Administered Qualitative Online Questionnaire (Stage 2b) 

The self-administered qualitative online questionnaire in English was tested with eleven 

university students in Switzerland. All participants had been attending a compulsory 

Digital Media module. Hence, the participants were expected to possess the necessary 

level of understanding regarding digital media to successfully navigate the online 

questionnaire and answer the questions with adequate rigour. Participation was 

voluntary and the students were guaranteed anonymity.  

The qualitative questionnaire had the same aim as the focus group interview. It was 

developed based on the interview guide from the focus group interview and asked 

similar open questions. However, the questionnaire was conceptualised to be completed 

whenever respondents had time and without the presence of a moderator, i.e. the author 

of this study. A brief explanation introduced the research and was followed by four 

bullet-points to help respondents better navigate and answer the questions. The 

questionnaire included five main questions addressing the preferences of social media 

users regarding the brand experience of live videos produced by sports brands, and two 

questions on the demographics of the respondent. Sections with examples were added to 

the main questions as a replacement for the missing verbal explanations the moderator 

could have provided in a focus group setting. The questionnaire was created using 

Google Forms and was distributed to the group via a link.  

After completing the questionnaire, the participants were asked if the questionnaire was 

comprehensible and easy to navigate. The group had no objections in both points. The 
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answers provided in the questionnaire further proved the suitability of the developed 

qualitative questionnaire.  

4.6.1 Results 

Eleven students participated in the test of the questionnaire. All questions referred to the 

user perspective. All participants answered the mandatory questions on brand 

experience as well as demographics. Nine participants answered the optional question 

regarding their favourite sports brand; two gave no answer. All questionnaires were 

deemed valid and, consequently, included in the analysis. All eleven participants were 

in the age bracket 18-24 years old. The group consisted of six female participants and 

five male participants. 

Question 1: General live video 

Respondents provided 22 items regarding their preference of general live videos on 

social media produced by a sports brand; 19 were accepted. Eight categories resulted, 

including behind-the-scenes, special feature videos, warm-ups, entire main events (e.g. 

games), post-event interviews with athletes, press conferences, expert commentary, and 

pre-event interviews with athletes; see Table 4.2. The order is given by the amount of 

mentions of the coded answers.  

Table 4.2: Categories addressing live video in general in the pilot study 

 absolute percentage  

N (participants) 

No answer provided 

Total # of items provided 

Total # of items accepted 

11 

0 

22 

19 

100 % 

0 % 

100 % 

90 % 

Behind-the-scenes footage b) 

Special feature videos b) 

Warm-ups a) 

Entire main events (e.g. games) a) 

Post-event interviews with athletes a) 

Press conferences a) 

Expert commentary a) 

Pre-event interviews with athletes a) 

4 

4 

3 

2 

2 

2 

1 

1 

21 % 

21 % 

16 % 

11 % 

11 % 

11 % 

5 % 

5 % 

Behind-the-scenes footage and special feature live videos, e.g. special skills or 

introducing a new product, were mentioned the most (42% in aggregate). Live videos 
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falling into these categories usually take place on days when a main event, such as a 

league or cup game, does not take place. Anything that happens shortly before, during, 

or after a main event is also of interest to the respondents. Nevertheless, it received 

fewer individual mentions. In general, two overarching categories can be identified: a) 

Live videos on the day of a main event revolving around the main product of the brand, 

e.g. the football game, and b) live videos revolving around the brand. 

Question 2: Intellectual dimension 

Respondents provided 23 items addressing informative or educational content, which 

were all accepted and resulted in six categories. Categories included general news, 

background information on brand, gossip, available products and services, brand 

finances, and full events; see Table 4.3.  

The highest amount of interest was directed at general information, such as general 

news, background information of the brand and its available products and services. 

However, 22% of the mentions addressed interest in gossip. Brand finances and 

broadcasting of full-length events can be considered niche interests. 

Table 4.3: Categories addressing the intellectual dimension in the pilot study 

 absolute percentage  

N (participants) 

No answer provided 

Total # of items provided 

Total # of items accepted 

11 

0 

23 

23 

100 % 

0 % 

100 % 

100 % 

General news (general information) 

Background information on brand (general information) 

Gossip 

Available products and services (general information)  

Brand finances  

Full-length events 

6 

5 

5 

4 

2 

1 

26 % 

22 % 

22 % 

17 % 

9 % 

4 % 

Question 3: Behavioural dimension 

Eleven items regarding interaction between the brand and its live video audience were 

provided and accepted. The items were grouped into two categories; see Table 4.4. The 

first category stresses the expectation that users have towards a brand to be open to 

receiving questions from live audiences, for example in a Q&A session (e.g. Brisbane 

Roar FC, 2017e). Users expect brands to answer the questions during the same live 
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session. It can be argued that in this case, the first step for active participation is made 

by the live audience, not considering the launch of the live video being the first step. 

The second category emphasises the expectation that users have for the brand to 

actively encourage engagement through a specific communication vehicle. For example, 

a football brand could ask their viewers to type in the comment section which players 

they would pick for the forthcoming game (e.g. Manchester City FC, 2017). In this case, 

the first step for active participation after the launch of the broadcast is made by the 

brand.  

Table 4.4: Categories addressing the behavioural dimension in the pilot study 

 absolute percentage  

N (participants) 

No answer provided 

Total # of items provided 

Total # of items accepted 

11 

0 

11 

11 

100 % 

0 % 

100 % 

100 % 

Viewers ask questions to brand, e.g. Q&A 

Brand engages viewers, e.g. surveys, etc. 

7 

4 

64 % 

36 % 

Question 4: Affective dimension 

Respondents provided 38 items regarding emotions sought in live videos from which 37 

were accepted and grouped into 9 categories: excitement, joy, love, pride, 

determination, seriousness, surprise, silliness, and thoughtfulness; see Table 4.5. The 

most mentioned emotion is ‘excitement’ with 22% of the mentions. An umbrella 

grouping of positive emotions can be combined to include ‘excitement, joy, and love’ 

(Shaver et al., 1987), which received 50% of the mentions in aggregate.  

The second-most mentioned umbrella grouping consists of the items ‘pride, 

determination, and seriousness’. This group seeks positive outcomes, but implies a 

lower degree of positivity, but higher intensity than Group 1 (Shaver et al., 1987; 

Cheng, Tracy and Henrich, 2010). Together they were mentioned 27% of the times. The 

remaining items ‘surprise, silliness, and thoughtfulness’, did not show similarities and 

were therefore not grouped. They have individually received 8%, 8%, and 5% of the 

mentions respectively, which ranks them as the least sought emotions. 

Table 4.5: Categories addressing the affective dimension in pilot study 

 absolute percentage  

N (participants) 11 100 % 
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No answer provided 

Total # of items provided 

Total # of items accepted 

0 

38 

37 

0 % 

100 % 

97 % 

Excitement (group 1) 

Joy (group 1) 

Love (group 1) 

Pride (group 2) 

Determination (group 2) 

Seriousness (group 2) 

Surprise (rest) 

Silliness (rest) 

Thoughtfulness (rest) 

8 

6 

4 

4 

3 

3 

3 

2  

2 

22 % 

16 % 

11 % 

11 % 

8 % 

8 % 

8 % 

5 % 

5 % 

Question 5: Sensory dimension 

Twenty-five items addressing the sensory dimension were provided and accepted. Nine 

categories resulted from the answers: in the midst of the action, long videos, short 

videos, moving camera, point-of-view, professional aesthetics, selfie-view, shot in 

studio, and shot outdoors; see Table 4.6. Furthermore, three main umbrella groupings 

can be developed from the nine categories: a) length of video (32% in aggregate), b) 

video perspective (32% in aggregate), and c) filming location (24% in aggregate). 

Professional aesthetics were addressed twice (8%). 

Table 4.6: Categories addressing the sensory dimension in the pilot study 

 absolute percentage  

N (participants) 

No answer provided 

Total # of items provided 

Total # of items accepted 

11 

0 

25 

25 

100 % 

0 % 

100 % 

100 % 

In the midst of the action c) 

Long videos a) 

Short videos a) 

Moving camera b) 

Point-of-view b) 

Professional aesthetics  

Selfie-view b) 

Shot in studio c) 

Shot outdoors c) 

4 

4 

4 

3 

3 

2 

2 

1 

1 

16 % 

16 % 

16 % 

12 % 

12 % 

8 %  

8 % 

4 % 

4 % 
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4.6.2 Analysis 

Results of the qualitative online questionnaire identified two main general live video 

categories from its respondents, which were mentioned in almost equal numbers: a) live 

videos on the day of a main event revolving around the main product of the brand and 

b) live videos revolving around the brand. Desk-research discussed in Chapter 2.2.8 

shows parallels between the items mentioned by respondents and live videos produced 

by football clubs. 

The question on the intellectual dimension of the brand experience gathered 23 items, 

from which 65% of the items can be considered general information. Therefore, it can 

be assumed that the sample prefers generally informative content over special features 

or similar content (cf. Schmitt, 1999).  

Responses for the behavioural dimension resulted in two categories: a) viewers ask 

questions to brand and b) brand engages viewers. Sixty-four percent of respondents 

wish to receive the opportunity to directly interact with the brand on their own initiative, 

whereas 36% wish the brand to engage the viewer. A possible interpretation is that fans 

and followers expect the brand to appreciate proactive engagement from its viewers and 

react upon it, as highlighted by Vernuccio et al. (2015).  

In terms of the affective dimension, the sample provided 37 acceptable items that were 

grouped into 3 main categories. Group 1 included the emotions ‘excitement, joy, and 

love’ and received most mentions. The general emotion of this group can be described 

as positive and with low intensity (Shaver et al., 1987). Group 2 with ‘pride, 

determination, and seriousness’, the second-largest group, includes emotions that seek a 

positive outcome, but may not imply the same degree of positivity as Group 1. Group 3 

encompasses ‘surprise, silliness, and thoughtfulness’, which are more intense emotions 

than the emotions included in Group 1 and 2 (Shaver et al., 1987). Hence, respondents 

prefer live videos that convey positive and intense emotions. 

The sensory dimension saw 25 items suggested by respondents, which can be grouped 

into three main umbrella categories: a) length of video, b) video perspective, and c) 

filming location. These categories can be understood as the main visual characteristics 

affecting a viewer’s viewing behaviour for online videos (Safko and Brake, 2009; 

Goodrich, Schiller and Galletta, 2015).  
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4.7 Self-Administered Quantitative Online Questionnaire (Stage 3) 

4.7.1 Testing the questionnaire with students 

A self-administered quantitative online questionnaire in English was devised and first 

tested with 25 university students in Switzerland., who had either been attending a 

compulsory Digital Media module or a compulsory Digital Marketing module. A high 

level of understanding for the research topic was therefore expected. Anonymity and 

voluntary participation were guaranteed. The research objective for the quantitative 

questionnaire was to assess the influence that the brand experience through live video 

on social media of the case study football club has on viewership loyalty. 

The questionnaire was conceptualised from questions from the reviewed literature, the 

transcripts from the coded semi-structured interview with FC Basel and the focus group 

interview with students, and the analysis of the qualitative questionnaire (Kunz, 2014). 

The questionnaire was developed in English and later translated into Standard German 

and French. The aim of the research was introduced with a short paragraph and was 

followed by three bullet-points to help respondents better navigate and answer the 

questions. The questionnaire included 4 main sections with 31 questions in total, 

addressing the preferences of social media users regarding the brand experience of live 

videos produced by football brands, fan typology, viewer loyalty, and demographics of 

the respondents. After the students completed the test, general questions on the 

comprehensibility and navigation were asked. The group responded in favour of the 

general structure and the questions. The responses provided proved the developed 

questionnaire to be suitable for the case study with FC Basel fans and followers.  

4.7.2 Applying the questionnaire with fans and followers of FC Basel  

After the successful test with the students no conceptual changes were made to the 

questionnaire. The questionnaire was translated into Standard German and French to 

facilitate the participation of local FC Basel fans and followers and reach a wider 

audience. The German and French version was tested with native speakers. 

Amendments were made were necessary. The self-administered quantitative online 

questionnaire was made available through various digital channels to fans and followers 

of FC Basel. FC Basel was asked to send out a link to the questionnaire to their 

followers through their digital communication channels. The club posted a request to 

participate in the survey on their Facebook fan page and on their German, French, and 
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English Twitter account. The questionnaire was available for 6 days. By the end of its 

availability, a total of 220 responses were recorded, 195 in German, 18 in French, and 7 

in English. A total of 31 items can be found in the questionnaire; seventeen for brand 

experience, four for fan typology, six for viewer loyalty, and four for demographics. 

The 31 items were measures on a 7-point Likert scale from «disagree very strongly» to 

«agree very strongly». The collected data was first analysed through exploratory factor 

analysis (Feldmann, 2007; Sahin et al., 2011). Factor loadings were calculated and 

variance was captured. A regression analysis measured the correlations between 

variables. The relationships were tested through reliability measures and correlations; 

see Table 4.9 and 4.10.  

 

Figure 4.1: Conceptual framework for stage 3 in the pilot study 

The conceptual framework for the quantitative online questionnaire for the pilot study 

shown in Figure 4.1 intended to test the relationship between individual brand 

experience dimensions and fan typology categories. The model was found to be 

unreliable and amended for the main study; see Chapter 4.8.3. The results are discussed 

in the next section.  

4.7.3 Results and analysis 

Sample 

A total of 220 people responded to the four FC Basel posts. All responses were 

considered valid. It can be assumed that the respondents can be placed within the fan 
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typology discussed in Chapter 2.1.4, given that they actively follow the club on social 

media. From this sample, 183 respondents were male (83%), 38 respondents (17%) 

were female. The largest age group was 18-24 years old with 71 respondents (32%). 

The second largest group was 25-34 years old with 65 respondents (30%). The third 

largest group was 35-44 years old with 23 respondents (10%). The two largest age 

groups consist of 62% of the entire sample. This could be attributed to the choice of 

collecting data through Facebook and Twitter; both platforms have among their largest 

user base in the above-mentioned age groups (cf. Pew, 2018). A total of 193 

respondents (88%) live in Switzerland. For 104 respondents (47%) Facebook is the 

social media app or website they use or visit the most, followed by Instagram with 43 

respondents (20%), and then Twitter with 30 respondents (14%); see Table 4.7. 

Table 4.7: Description of respondents for the pilot study with FC Basel 

Variables Frequency 

(Number of people) 

Ratio 

(%) 

Total respondents: 

Age: 

 13-17 

 18-24 

 25-34 

 35-44 

 45-54 

 55-64 

 65+ 

Gender: 

 Male 

 Female 

Social Media Preference: 

 Facebook 

 Instagram 

 Twitter 

 WhatsApp 

 YouTube 

 Snapchat 

 Pinterest 

 Reddit 

 Sina Weibo 

 Google+ 

220 

 

19 

71 

65 

23 

22 

14 

6 

 

182 

38 

 

104 

43 

30 

20 

11 

8 

1 

1 

1 

1 

100 

 

8.6 

32.3 

29.6 

10.5 

10.0 

6.4 

2.7 

 

83 

17 

 

47.3 

19.5 

13.6 

9.1 

5.0 

3.6 

0.5 

0.5 

0.5 

0.5 
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Mean, standard deviation, and factor analysis 

In order to achieve research objective 3, the mean and standard deviation was 

computed. The mean (µ) was calculated for all items to identify the central tendency 

that includes all data values (average); the standard deviation (σ) was calculated to 

explain the extent to which the data values vary from the mean (Saunders et al., 2009); 

see Table 4.8. 

Exploratory factor analysis was conducted to evaluate the scales, their variables, and 

respective items. The analysis (principle axis factoring) yielded six factors with 

eigenvalues greater than 1, explaining a total variance of 62.4%; 20 iterations were 

required (Kim and Mueller, 1978a). Six factors were expected. However, all items 

except two (BE1_SEN and FT1_OPP) loaded clearly on only one factor (Factor 1) and 

weakly on all other factors; see Table 6.8. Issues with factor loadings in the brand 

experience scale similar to the one described above are reported (Walter et al., 2013, 

Cleff et al., 2013). Only factor loadings above .3 were interpreted, as recommended 

(Costello and Osborne, 2005). 

Table 4.8: Mean, standard deviation, factor loadings 

Items Mean Standard 

deviation 

Factor 

loadings 

BE1_INT 

BE2_INT 

BE3_INT 

BE4_INT 

BE5_INT 

BE6_INT 

BE7_INT 

BE8_INT 

BE1_SEN 

BE2_SEN 

BE3_SEN 

BE1_AFF 

BE2_AFF 

BE3_AFF 

BE1_BEH 

BE2_BEH 

BE3_BEH 

FT1_OPP 

5.80 

5.65 

4.76 

4.73 

6.00 

4.65 

3.26 

5.04 

5.60 

5.47 

4.69 

6.08 

5.62 

5.52 

5.49 

5.30 

3.84 

5.82 

1.646 

1.701 

1.968 

2.036 

1.460 

2.005 

1.987 

1.916 

1.737 

1.651 

1.679 

1.399 

1.793 

1.572 

1.771 

1.808 

2.107 

1.128 

.676 

.564 

.611 

.575 

.682 

.369 

.476 

.530 

.031 

.656 

.507 

.697 

.689 

.609 

.681 

.667 

.610 

.278 
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FT2_APP 

FT3_SUP 

FT4_INT 

VL1_WCH 

VL2_COM 

VL3_SHA 

VL4_ENG 

VL5_OTH 

VL6_EXP 

5.80 

4.95 

4.45 

5.71 

3.88 

3.34 

3.83 

5.81 

5.33 

1.344 

1.790 

1.723 

1.416 

2.125 

2.102 

2.011 

1.632 

1.490 

.547 

.646 

.650 

.701 

.630 

.545 

.638 

.471 

.616 

Reliability of the scales 

Cronbach’s Alpha assesses the internal reliability of a scale by measuring the 

consistency between items (Cronbach, 1951). An absolute value above .7 is considered 

adequate (Nunnaly, 1978). The brand experience scale measured .889, the fan typology 

scale .744, and the viewer loyalty scale .820; see Table 4.9. The brand experience sub-

scales for the intellectual dimension (BE_INT), affective dimension (BE_AF), and 

behavioural dimension (BE_BEH) measured above the recommended .7 value. Only the 

sensory dimension sub-scale (BE_SEN) measured below .7. This may be attributed to 

item BE1_SEN, which seems problematic with a factor loading of .031. Even after 

removing the item, the scale measures .466, below the suggested .7 reliability score.  

Despite the above-mentioned issue, Cronbach’s Alpha across all scales measured .924. 

This calculation was deemed legitimate given all items except two loaded clearly on one 

factor. Nevertheless, the low reliability of the sensory dimension scale is a significant 

limitation. Consequently, amendments were made to improve the reliability of the scale.  

Table 4.9: Reliability statistics 

Scales Cronbach’s Alpha No. of items 

Across all scales 

--- 

Brand experience (BE) 

– Intellectual dimension (BE_INT) 

– Sensory dimension (BE_SEN) 

– Affective dimension (BE_AFF) 

– Behavioural dimension (BE_BEH) 

Fan typology (FT) 

Viewer loyalty (VL) 

.924 

--- 

.889 

.820 

.334  

.778 

.795 

.744 

.820 

27 

--- 

17 

8 

3  

3 

3 

4 

6 
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Correlation analysis 

Table 4.10 shows the Pearson correlation coefficient (r) between brand experience (BE) 

and viewer loyalty (VL) is .681 (R2=.464) and is statistically significant (p<.001). 

Hence, there is a moderate-to-strong linear relationship between BE and VL. Sahin et 

al. (2011) report similar values for their relationship between brand experience and 

brand loyalty. Furthermore, this study’s r between fan typology (FT) and viewer loyalty 

(VL) is .574 (R2=.330) and is statistically significant (p<.001) with a moderate linear 

relationship.  

However, item FT1_OPP, which has proven to be problematic in the factor analysis, 

shows weak correlation coefficients across all relationships with BE dimensions and 

VL, as well as significance levels above .001, putting the significance of all 

relationships in doubt. The other three fan typology items show low-to-moderate linear 

relationships with all BE dimensions and VL with statistical significance (p<.001).  

Table 4.10: Pearson’s r, significance (p), R-squared (R2) 

 FT1_OPP (r; p; R2) FT2_APP (r; p; R2) FT3_SUP (r; p; R2) FT4_INT (r; p; R2) VL (r; p; R2) 

BE - - - - .681; .000; .464 

BE_INT .149; .027; .022 .431; .000; .186 .386; .000; .149 .414; .000; .172 - 

BE_SEN .127; .060; .016 .373; .000; .139 .369; .000; .136 .324; .000; .105 - 

BE_AFF  .229; .001; .052 .449; .000; .202 .513; .000; .263 .505; .000; .255 - 

BE_BEH .207; .002; .043 .436; .000; .190 .477; .000; .228 .486; .000; .237 - 

FT - - - - .574; .000; .330 

FT1_OPP - - - - .193; .004; .037 

FT2_APP - - - - .341; .000; .116 

FT3_SUP - - - - .558; .000; .312 

FT4_INT - - - - .553; .000; .306 

4.8 Reflection on Pilot Study and Revisions for Main Study  

The following reflections on the methods and processes applied and used in the pilot 

study with FC Basel led to revisions discussed in the following sections and justified in 

Chapter 3.  

4.8.1 Semi-structured interviews (Stage 1) 

The conversation was relaxed and friendly, the interview guide helped to lead the talk, 

and the questions were clear to the interviewee. Recording the interview with two 

smartphones functioned well, and the transcription of the data was straight-forward. The 

in vivo coding and the analysis were clear and the research objective was achieved. 

Hence, no revision is made to the method and the process.  
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4.8.2 Self-administered qualitative online questionnaire (Stage 2) 

Focus group interviews were first considered for collecting qualitative data from fans 

and followers of the case study football club. However, after trying to organise focus 

groups with fans of FC Basel and Celtic FC in Switzerland and Scotland, the process 

proved to be unworkable for this research due to logistics and limitation of time. A self-

administered online questionnaire with open-ended questions, as proposed by Kunz 

(2014), was successfully tested as an alternative to be used in the main study. The 

qualitative content analysis was straight-forward and can be used for the main study as 

well. 

4.8.3 Self-administered quantitative online questionnaire (Stage 3) 

The scale developed for stage 3 of the pilot study has shown various reliability issues as 

discussed in Chapter 4.7.3. The main issue could be attributed to the wording of the 

questions, which refer to intentions of the respondents rather than experiences. The 

original brand experience scale, for example, assesses experiences instead of intentions. 

With that in mind, the brand experience sub-scale in the questionnaire was revised to 

feature the original wording of the questions from the original scale by Brakus et al. 

(2009) or other wordings used in adaptations of the scale (e.g. Chen et al., 2013; Khan 

et al., 2016). The same approach was applied to the brand identification/fan typology 

sub-scale by Wann and Branscombe (1993), and Zeithaml et al. (1996) for viewer 

loyalty. The questions were adapted to this research where necessary, as discussed in 

Chapter 3.4.3. Despite the revision of the scale-items, the same data analysis methods 

are expected to be applied in the main study, including mean (µ), standard deviation (σ), 

Cronbach’s Alpha, Pearson’s correlation coefficient (r), significance (Sig.), and R-

squared (R2). With that, a clear attribution of the scale-items to six distinct factors is 

expected through an exploratory factor analysis. The data will be discussed and 

analysed in Chapter 5.4. 

4.8.4 Overall 

The pilot study was able to achieve research objectives 1, 2, and 3 and answer the 

research question within its given possibilities. Research objective 4 ‘suggesting a 

dedicated implementation of live video on social media for the case study football club’ 

was not targeted in the pilot study due to wordcount restrictions.  
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4.9 Next Phase of the Research  

The aim of this study is to investigate relationships between the brand experience, live 

video on social media, and viewer loyalty of a professional football club and create a 

tactical marketing and communications tool for the case study club. In order to achieve 

this aim, the research comprises of two phases: Phase 1 incorporates the piloted study of 

FC Basel, which assesses the applicability of the research plan and its conceptual 

frameworks. Phase 2 encompasses the main focus of the research on a larger scale, the 

case study of Celtic FC, and applies the amended methodology.  

An integral part of the research underpinning both phases was to critically appraise the 

current body of literature surrounding the above-mentioned areas. A comprehensive 

synthesis of the literature enabled the conceptualisation of a framework informing the 

methodology to the pilot study. Findings revealed the appropriateness of semi-

structured interviews and a self-administered online questionnaire with open-ended 

questions and the inappropriateness of focus groups to collect qualitative data for this 

study. Reliability issues of the applied brand experience scale for quantitative data 

collection were exposed. All necessary amendments for the main study were discussed 

in Chapter 4 and implemented in Chapter 3.  

The next phase of the research will commence with collecting qualitative data through 

an interview with staff of Celtic FC (stage 1). The established questionnaire with open-

ended questions will then be sent to selected social media users (stage 2). Next, 

quantitative data will be collected through the amended online questionnaire (stage 3) to 

test relationships H1, H2, and H3 (see Chapter 3). In stage 4, an adapted Experiential 

Grid by Schmitt (1999) and Brakus (2008) will be conceptualised with data gathered in 

previous stages to offer the case study football club a tactical tool that can provide a 

holistic brand experience through live video on social media. The four stages are guided 

by the research question defined in Chapter 2.6.3 and seek to achieve the four research 

objectives defined in Chapter 1.2. 
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Chapter 5: Main Study 

5.1 Introduction 

The following chapter reports and analyses data collected for the main study of this 

research across stages 1, 2, and 3, as described in the methodology in Chapter 3, in 

order to inform stage 4, the Experiential Grid for Celtic FC, in Chapter 6. The sections 

included in this chapter are: 

 Semi-structured interview with staff of Celtic FC (stage 1) 

 Self-administered qualitative online questionnaire with social media users 

involved in the sports industry in a corporate, academic, or journalistic role 

(stage 2) 

 Self-administered quantitative online questionnaire with fans and followers of 

Celtic FC (stage 3) 

The methods applied in the following sections were tested in the pilot study (see 

Chapter 4) and amended for the main study (see Chapter 3 and Chapter 4) were 

necessary. Research objectives 1, 2, and 3 (see Chapter 1.2) were achieved across stages 

1, 2, and 317.  

Each stage is examined separately and combines the reporting and the analysis of the 

collected data within its section. Moreover, each stage surveys a sample with particular 

characteristics or knowledge required for the researcher to achieve the respective 

research objective (Skinner et al., 2015). The respective samples are therefore 

introduced at the beginning of each stage to set the necessary context. An individual 

summary of each stage concludes the corresponding section and offers a concise 

overview of its findings.  

An overall conclusion of this chapter is offered with an outlook on how the findings in 

this chapter inform the Experiential Grid for Celtic FC discussed in the next chapter. 

5.2 Semi-Structured Interview (Stage 1) 

This section reports and discusses the results of data collected in stage 1 through an 

interview with a staff member of Celtic FC with knowledge of digital marketing and 

                                                 
17 Research objective 4 is achieved in stage 4 and discussed in Chapter 6. 
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communications. The objective of stage 1 is to identify possibilities for live video 

content on official social media channels of the case study football club. The analysed 

data will be synthesised with data collected in other stages and used for the 

conceptualisation of the Experiential Grid in Chapter 6. The method was tested and 

accepted in stage 1 of the pilot study, including the same interview guide (see Chapter 

4.4). The interview was held in English; a transcript is available upon request. The 

interviewee will be addressed as Interviewee CFC henceforth to ensure anonymity.  

The findings of this interview answer research objective 1 and are supported by extracts 

from the interview transcript. Seven attributes relevant to live video activities on social 

media were discussed as proposed in Figure 3.2, which include online content, 

channels, categories, business goals, technological challenges, human resource 

challenges, communicating with different fan groups, and content rights. The analysis 

follows a combination of thematic analysis and an inductive approach to explore 

evolving topics to be addressed in the tactical framework in Chapter 6 (cf. Rowley, 

2012; Veal and Darcy, 2014).  

5.2.1 Content 

In the words of Bill Gates (1996), founder and former CEO of Microsoft, “Content is 

King” in “a marketplace of ideas, experiences, and products”, which ultimately becomes 

“a marketplace of content.” Consequently, understanding a brand’s content 

opportunities is the first step to establishing the foundation upon which the brand can 

build novel digital content. Interviewee CFC emphasised the club’s increase in live 

video activities on social media, which started with the announcement of Brendan 

Rodgers as team manager in May 2016. Celtic FC has meanwhile produced live video 

content including: 

 training sessions from Lennoxtown, Celtic FC’s training ground,  

 the teams arriving at the stadium before a game, 

 pre-match shows, as seen on Celtic TV,  

 press conferences, 

 special events, e.g. live event from the Hydro for the Lisbon Lions 50th 

anniversary or the launch of the New Balance home kit, 

 impressions from pre-season camp, and 

 hosted segments with a presenter to give live videos more personality. 
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Interviewee CFC stated,  

“The appointment of Brendan Rodgers was a massive signing for the club. We 

broadcasted it [on Facebook Live] and we went live four times on that day. We followed 

Brendan Rodgers every move; when he arrived at the ground to being paraded outside; 

to then being unveiled official as the manager on the pitch; to him walking to the Celtic 

TV studio for an interview. All these videos reached about 9 million views on Facebook. 

[...] That showed that it wasn’t just a signing for Celtic fans. That was a signing for the 

football world. We had many other football fans watching.” 

This addresses the possible impact that his star power18 could have on the performance 

of online content including his persona, a notion suggested by Hausman and Leonard 

(1997) and supported by statistical evidence in a comparable context (Berri, Schmidt, 

and Brook, 2004). Similarly, Celtic FC signed Kundai Benyu, its first Zimbabwan 

international, in 2017, which generated an arguably similar effect on social media. 

Interviewee CFC added, 

“We were on Austria, pre-season, when we signed Kundai Benyu. We decided to make a 

video just for social, so we went live. We filmed the presenter with the player and we 

basically just said, ‘Welcome to Celtic and welcome to Austria. Here’s the hoops jersey. 

Why don’t you put it on in front of camera?’ He was then putting on the Celtics shirt for 

the first time and live. I was watching all the numbers and they were just jumping. When 

[the viewers] see «Live: Kundai Benyu» they automatically want to watch that.” 

These findings show the significance of integrating familiar faces, i.e. current players 

and staff, in campaigns created through the People ExPro. 

Interviewee CFC acknowledged the importance of continuous creative efforts regarding 

live video content on social media (cf. Zuckerberg, 2016; Pye, 2017; Cisco VNI, 2018) 

and noted,  

“We are quite pleased with the progress that we’ve made on Facebook Live, but we are 

aware that Facebook is going in a direction where Live is taking over and they are 

going to put a lot of emphasis on video content.” 

Format. In regard to the production format of social media live videos, Interviewee 

CFC highlighted,  

                                                 
18 Star power is the degree to which a popular athlete can attract general interest (Berri et al., 2004). According to 

Hausman and Leonard (1997), star power in sports has a stronger effect on attracting fans than team performance. 
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“We try our best to produce content for [Facebook Live]”, 

emphasising the importance of strategically conceptualising live videos before shooting 

them, while keeping the authenticity of a “real social video”. A key example was added: 

The club signed their first Zimbabwan international in 2017 and presented the player 

wearing the Celtic jersey for the first time in public on Facebook Live in a hosted 

segment. Interviewee CFC observed,  

“That was sort of a produced live video, rather than ‘oh, the players are training 

today’.” 

Research by Wongkitrungrueng and Assarut (2018) supports the arguments above in 

regard to production conceptualisation and highlights the need for brands to broadcast 

live videos that engage customers through enjoyable and entertaining activities in order 

to incite positive emotions and, ultimately, build trust. Hence, a live video should be 

based upon a specific idea that loosely follows a script. This highlights the possible 

direction Celtic FC can follow with the production of the sportv programming types in 

the Product-presence ExPro.  

Reactions. When asked about what kind of reactions Celtic FC receives on their social 

media live content, Interviewee CFC acknowledged that the majority of the comments 

on online videos are positive. Negative comments are limited to technical issues, such 

as when the audio is not in sync or does not work properly. In regard to content 

reactions, the example of the unveiling of a plaque for legendary Celtic players, who 

won the European Cup in 1967, was offered:  

“I was in Lisbon with John [Clark], and we were at the Estadio Nacional, where Celtic 

won the European Cup 50 years ago. It was quite emotional. [...] John revealed a 

plaque and it was in tribute to the Lisbon Lions. I filmed his speech on my phone. The 

numbers were quite big and the comments were full of praise to John and the rest of his 

teammates.” 

The speech was streamed on Facebook Live through a mobile phone, which means the 

production was nowhere close to what the club would call a “big production” 
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comparable to a TV production. However, a large audience19 viewed the speech and the 

comments were full of praise to John and his teammates. Interviewee CFC added,  

“If it’s a video of the players arriving at the stadium, […] we see a lot of excitement 

within the fans. So, it’s just motivational messages.” 

Haimson and Tang (2017) found a significant effect on viewer interactions with a social 

media live video when the viewer’s relationship with the broadcaster matters, 

explaining a higher motivation to comment as observed above. This can therefore be 

applied in behavioural campaigns created through the People ExPro based on a “Us vs. 

Them” notion to reinforce the social influence between fans (Schmitt, 1999). 

Engagement. Celtic FC has sought engagement 20  of fans through emojis with 

preproduced videos that were broadcasted on Facebook Live. Fans were asked to vote 

for one of four classic goals. When asked why the club would not simply upload a video 

instead of livestreaming it, Interviewee CFC stated that live videos offer more reach 

than generic videos. Although Facebook acknowledges that fact, it has altered its 

algorithm to penalise graphics-only polls, due to user feedback saying that “they don’t 

find graphics-only polls to be an interesting type of Live content” (Kant and Xu, 2016). 

Therefore, such activities are to be considered with caution or, preferably, avoided when 

conceptualising any of the sportv programming types for the Product-presence ExPro.  

Furthermore, an example of a previous defeat against Rangers FC, the rival club from 

Glasgow, was offered: 

“Rangers defeated us in the cup semi-final. Anything we were posting out the following 

day was just getting abuse. We would then tackle that by not putting out as much 

content. Let’s see the following game. But if we were to put out something, it would be 

Celtic Foundation-related.” 

According to the interviewee,  

“No one can argue with a charity”. 

                                                 
19 The exact view count for the live video mentioned by Interviewee CFC is not available. In comparison, videos 

posted by Celtic FC on Facebook from 2016 to 2019 received between 16,000 and 75,000 views, with one video 

considered an outlier that received 303,000 views (Celtic FC Facebook, 2019).  
20 Engagement in social media can mean a reaction, share, click or comment on a social media post published by a 

brand (Facebook, 2016a). 



 

 128 

The statement is in line with research by Elving (2012), who suggests that a brand that 

enjoys a good reputation21 will experience less scepticism among consumers. Given that 

Celtic FC fans were awarded the Best FIFA Fan Award 2017 (FIFA, 2017), the 

mentioned approach can be considered legitimate, especially for the creation of 

affective campaigns through the Identity ExPro. 

5.2.2 Channels 

Interviewee CFC explained that Celtic FC looks at their largest audiences in respect to 

social media channels and caters to them according to their individual potential organic 

reach; see Table 2.4. The potential reach of a respective social media channel is crucial, 

because of the number of users that can influence others through sharing of the live 

video (Lipman et al., 2012).  

An example of the Celtic FC team training at Lennoxtown was offered: A broadcast for 

Facebook Live would be shot first for about 10 minutes and then the same would be 

done on Twitter. Celtic FC had not yet established a constant live presence on Instagram 

at the time of this interview, but emphasised its interest in growing the channel. Because 

of that, the club would go live on Instagram last. No live video would be broadcasted on 

YouTube, because the club’s live videos on YouTube focus more on other types of 

videos, like press conferences, contract extensions, sponsorship events or similar. The 

interviewee considered the YouTube types of videos “big productions”, like the ones 

that can be streamed on Celtic TV. Therefore, in the meantime, the main official 

channels for social media live videos remain Facebook, Twitter, and Instagram, in that 

order.  

A distinction between social media channels22 in regard to the production and delivery 

of content is relevant, because users have different motives for using a specific channel 

(Davenport et al., 2014; Sheldon and Bryant, 2016; Alhabash and Ma, 2017): 

Facebook. The main purpose for using Facebook is to maintain relationships, which is 

underlined by Facebook’s technical feature of being a profile-based platform instead of 

a blog-based platform as, for example, Twitter (Tosun, 2012; Utz et al., 2015). This 

motive applies to any brand and leads back to the basic principle of social networking: 

                                                 
21 According to Elving (2012), a brand’s reputation is based on business growth, reception of praise by consumer 

organisations, and preference of products or services by consumers over competitors’ products or services. 
22 Facebook, Instagram, and Twitter are considered social media channels. They are discussed individually in this 

section in order to explain their different characteristics and implications when conceptualizing for experiential 

campaigns.   
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to keep in touch with friends and acquaintances (Kaplan and Haenlein, 2010). User 

statistics underline said behaviour, showing that 50% of sports fans on Facebook 

interact with their peers to express their feelings and opinions while second-screening 

an event (Facebook, 2019b). It becomes therefore legitimate for a brand to focus on 

efforts in the behavioural dimension, i.e. interactive and relational (see Chapter 2.3.3), 

for example as reality sportv in the Product-presence ExPro (Goldsmith, 2013), as 

described in Chapter 2.4.6, when conceptualising and creating Facebook Live videos. 

Users shall be able to view the club’s content and interact with either the club or other 

like-minded people within their community at the same time.  

Twitter. One of the main reasons for users to follow a brand on Twitter is to receive 

information shared by the brand (Pentina et al., 2014). Seeking social-interaction with 

like-minded users is another primary motivation (Kwon et al., 2014). However, Twitter 

can have the highest bridging social capital among the three main channels, which 

means that Twitter users also connect with users that do not necessarily share their 

interests or opinions (Chen, 2010; Phua et al., 2017). This is different from the motives 

for using Facebook, which mainly focuses on like-minded users, as discussed above. 

With this in mind, production focus should be on content for the intellectual dimension 

(see Chapter 2.3.3) like, for example, wraparound sportv and newsportv in the Product-

presence ExPro (Goldsmith, 2013) or build upon the co-creation and co-design of an 

experience through the Co-branding ExPro (Bouchet et al., 2013); see Chapter 2.4. 

Such live videos shall provide intellectually valuable information to stimulate users’ 

interest, even if they are not fans of the club (cf. Brakus, 2008). The main aim is to 

maintain viewership based on valuable information instead of affective content.  

Instagram. Sheldon and Bryant (2016) found that ‘Surveillance/Knowledge about 

others’ is the main motive for using Instagram. Similar to Twitter, Instagram users use 

the platform to discover content of or about other users and brands (Alhabsha and Ma, 

2017; Facebook, 2019d). Sports fans on Instagram want such content to mainly be fun 

or entertaining, authentic, and creative, whereas the visual production is not important 

to them and does not have to follow traditional television standards (Facebook, 2019c). 

Consequently, it is advisable to produce live videos for the affective dimension, which 

may include telling a specific story (Identity ExPro), offering emotionalised content and 

opinions through panel discussions with familiar people (Product-presence ExPro), and 

deepening team and brand identification through nostalgic moments created by having 

cultural icons on live videos (People ExPro).  
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5.2.3 Categories 

Categorisation of content on social media is critical in order for the brand to offer 

content which its followers perceive as relevant (Hu et al., 2014). Celtic FC segments 

their content in categories relevant to their various target audiences. The content is then 

published on a respective channel dedicated to the specific category. Table 5.1 lists 

official Celtic FC social media channels divided into different categories (descriptions 

accessed 12 May 2019); the list focuses on channels discussed or touched upon during 

the interview and may not be exhaustive.  

The main channels revolve around the first team. However, a piece of content could be 

shared or quoted in an account or channel of a different category if it can be considered 

important news for the respective audience. Interviewee CFC offered the following 

example: 

“When a story is big, it needs to go on the main feed. It wouldn’t be fair to have it [on 

an account with less followers]. If, for example, one of the young players scored a hat-

trick and one of the reporters is tweeting about it on the Academy feed, we would 

retweet that [on the main Celtic feed]. We would maybe even put a post on the main 

feed to congratulate them, but we would make sure that we tagged Celtic FC Academy. 

And if there’s a youth game, and the team is announced on the Academy feed, we would 

quote that and just say, ‘Here is your Celtic Academy Squad starting line-up. Follow 

@CelticFCAcademy for live match updates.’” 

It was clearly conveyed that first team content is at the heart of social media activities, a 

notion observed in Chapter 2.5. However, Interviewee CFC explained that the 

specialists responsible for the content of the first team would offer professional help to 

the people responsible for the other channels.  

The different content categories shall be considered when conceptualising ideas for 

future live videos through any ExPro. Nevertheless, the main focus lies on the first 

team.  

Table 5.1: Celtic FC social media content categories 

Official Celtic FC social media channels 

per category  

Official description retrieved from Celtic 

FC’s Twitter channels (accessed 12 May 

2019) 

Celtic FC (Twitter) 

Celtic FC (Instagram)  

Celtic FC (Facebook) 

The official feed of eight-in-a-row Scottish 

Premiership 2018/19 Champions, Celtic 

Football Club. #GR8since1888 

https://twitter.com/CelticFC
CelticFC%20(Instagram)
Celtic%20FC%20(Facebook)
https://twitter.com/hashtag/GR8since1888?src=hash
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Celtic FC (YouTube)  

Celtic FC (Snapchat) 

Celtic FC Women (Twitter) 

Celtic FC Women (Instagram)  

Official Twitter of #CelticFC Women. 

Instagram @celticfcwomen. 

Celtic FC Shop (Twitter) Welcome to Celtic’s Official Shopping page. 

Our customer service team are happy to help 

just DM us with your order number or email 

us at: Store@celticfc.co.uk 

Celtic FC Foundation (Twitter) 

Celtic FC Foundation (Instagram) 

Improving Health, Promoting Equality, 

Encouraging Learning, Tackling Poverty. 

Official Celtic FC Foundation Twitter feed - 

Football for Good. 

Celtic FC Academy (Twitter) 

Celtic Soccer Academy (Twitter) 

The official Twitter feed of @CelticFC’s 

Youth Academy. Account managed by 

Academy coaching staff. 

Celtic TV (Twitter) The official channel of 8-in-a-row champions, 

@celticfc. To sign up go to http://celticfc.tv. 

For all customer service enquiries email 

webhelp@celticfc.com 

Celtic FC Tickets (Twitter) This is Celtic’s official Tickets’ page. We’ll 

bring you news and deal with all your 

enquiries as best we can. Or can email us on 

tickets@celticfc.co.uk 

5.2.4 Business goals 

Interviewee CFC explained, 

“We want to do more live videos to gain more attraction and to build on our audience, 

but marketing wants us to sell tickets. And so, if we promote a game, we’re not just 

putting a video out because the players are training. We’re going live because we want 

to promote something, certain matches, and especially when ticket sales are low.” 

Celtic FC’s use of social media to gain more attraction and to expand their audience is 

also suggested in academic literature (e.g. Kaplan and Haenlein, 2010; Kietzmann et al., 

2011; Parganas et al., 2015). Further, it was noted that Celtic FC’s marketing 

department expects increased ticket sales from social media activities. Research by 

Ainin et al. (2015) offers evidence of Facebook usage positively impacting a company’s 

financial performance, supporting the above-mentioned expectation. Therefore, the club 

would not only broadcast a live video because the team is training or because fans and 

followers expect the club to share a video about the training, but also because a specific 

product or service is to be promoted.  

https://www.youtube.com/user/celticfc/
https://www.snapchat.com/add/celticfc
https://twitter.com/CelticFCWomen
https://www.instagram.com/celticfcwomen/
https://twitter.com/hashtag/CelticFC?src=hash
https://twitter.com/celticfcwomen
https://twitter.com/CelticFCShop
https://twitter.com/FoundationCFC
https://www.instagram.com/celticfcfoundation/
https://twitter.com/CelticFCAcademy
https://twitter.com/CelticSocAcad
https://twitter.com/CelticFC
https://twitter.com/CelticTV
https://twitter.com/celticfc
http://celticfc.tv 
https://twitter.com/CelticFCTickets
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Two further examples were offered: The launch event of the New Balance home kit was 

livestreamed, because Celtic FC wanted to sell jerseys. Similar efforts are undertaken to 

drive audiences towards a paid subscription at Celtic TV. Interviewee CFC pointed out 

that a call-to-action is often included in a generic post, because they can affect the 

audience. Nevertheless,  

Celtic FC tries not to be “too salesy” with its posts. 

The interviewee believes that  

when live videos communicate “something that the fans are interested in, then a call-to-

action does no harm”. 

Research by Rettie et al. (2005) supports this assertion. Nevertheless, the effectiveness 

of such promotional positionings in regard to the different social media platforms needs 

consideration, given their demographic and psychographic differences (West, 2019). 

For example, promotional messages in live videos on Instagram are more appropriate 

for millennials and non-millennial women, whereas promotional messages in Facebook 

Live videos will more likely reach non-millennial men (Belanche et al., 2019). This 

implies, for example, crafting Instagram live videos around messages for younger target 

audiences with celebrities more appealing to them in the context of the People ExPro. 

On the other hand, in the case of Facebook Live, a possible approach would be to tell a 

nostalgic story with a cultural icon of the brand. In the general context of the Product-

presence ExPro, any type of sportv programming can include programme segments that 

explicitly or subliminally promote the main product the club wants to promote or other 

products and services in order to achieve set business goals, such as selling tickets to a 

forthcoming match or event or selling dedicated merchandise.  

5.2.5 Technological challenges 

Interviewee CFC explained that the only technological challenges encountered when 

wanting to go live on social media are the poor mobile network connection at 

Lennoxtown, Celtic FC’s training ground, and at home games with high attendance. 

However, with the fast-paced advancements in Internet technology and the next 

generation mobile technology strategy for the UK proposed in 2017 (Gov.uk, 2017), the 

above-mentioned challenges shall not hinder the production of live videos for social 

media. Therefore, this can be disregarded for the conceptualisation of content in the 

context of this study.  
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5.2.6 Human resource challenges 

Interviewee CFC noted in regard to human resources,  

“The biggest challenge for me would be anything player-related,” 

and elaborates on the fact that although interaction between players and staff is based 

upon friendship and fun, at times comments and interaction occur that are not 

Facebook- or family-friendly. Therefore, the person livestreaming needs to be vigilant 

and cut off the stream, if anything inappropriate has happened or is about to happen. 

The interviewee added,  

“When it’s live, anything can happen, and sometimes you just need to cross your 

fingers.” 

Bowen’s (2013) 15 ethical guidelines for using social media offer support for dealing 

with such challenges. For example, the guideline ‘be fair and prudent’ refers to ensuring 

nothing unsuitable for the target audience is seen in the live video; therefore, a vigilant 

eye is critical during production of the livestream. Furthermore, the guideline 

‘maintaining the dignity and respect of all involved parties’ refers to protecting the 

people in the live video and its viewers. As the producer of the live video, the brand is 

responsible for its published content, even if it did not mean for a specific action or 

statement to happen in the live video (Facebook, 2019b).  

The People ExPro explains how players and staff of the club can act as marketing 

assets, who bring fans and followers closer to the brand (Fetchko et al., 2019). 

Nevertheless, considering the comments above, guests for the live videos need to be 

carefully selected and, ideally, instructed on how best to behave (Stewart, 2018; 

Lambert, 2019).  

5.2.7 Communicating with different fan groups 

Two perspectives were discussed in the interview: cultural identity and language. 

Interviewee CFC highlighted difficulty in communicating with a specific fan group and 

notes, 

“Sometimes they don’t relate to the club.” 

Consequently, Celtic FC refrains from going live on social media from the ground when 

fans are singing, because the club may get into trouble if songs with inappropriate 
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content were to be broadcasted (cf. Facebook, 2019a), and that is a risk the club is not 

willing to take. This relates to how fans portray their identity regarding religious, social, 

and cultural values, which may diverge from the club’s norms (Boyle, 2004).  

Regarding languages used in social media communication, Celtic FC creates content in 

the language of their respective target audiences or markets overseas: 

“When we want to put out a piece of content for our overseas fans, then we would, of 

course, alter the text. Half would be in English and half would be in another language. 

For example, Happy Chinese New Year, of course, make sure that goes in Mandarin; or 

happy birthday to a player that has a huge following in South America, make sure to put 

that out in Spanish.” 

This provides the brand with the opportunity to communicate with specific demographic 

fan groups through tailored brand communication (Safko and Brake, 2009; Newman et 

al., 2013). Such communication can have positive influence on fans’ trust towards the 

brand and, ultimately, on their loyalty towards the brand (Zahir et al., 2011).  

Thus, brand communication tailored for specific fan groups should be considered, as 

discussed in Chapter 2.1.4. For example, the sensory dimension in the Communication 

ExPro focuses on the framing of the message (Yocco, 2016), which becomes crucial 

when thinking about the identity of the target audience. If fans with the cultural identity 

of the club are to be targeted through a live video, the chosen framing technique should 

consider the cultural heritage of Celtic FC. On the other hand, if the target audience is a 

more globally-oriented, cosmopolitan audience, then the live video shall be framed in 

accordance with the club’s values that promote the global appeal of the Celtic FC brand; 

see Chapter 2.5.3. The framing approach can be applied to all sportv programming 

types in the Product-presence ExPro. However, in the Product-presence ExPro case, 

main focus should be laid upon employing the framing technique as a semantic tool 

across all four dimensions (cf. Ai et al., 2017), not specifically to the sensory 

dimension, as in the case of the Communication ExPro, since the main objective of this 

ExPro is to create dedicated sportv programmes.  

5.2.8 Content rights 

Interviewee CFC underlined that clubs are not allowed to use live match footage from 

the SPFL or UEFA on their social media channels. Even livestreams in the stadium 

shortly before, during, or after a game may be problematic. Such restrictions need to be 
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considered. A proper planning and conceptualisation of live content can help avoid 

rights infringements. Nonetheless, the interviewee noted, exceptions could be made by 

request depending on the situation. UEFA has previously granted requests from Celtic 

FC for live videos on social media.  

Such media rights restrictions apply to all ExPros. The concepts and actions proposed in 

the Experiential Grid in Chapter 6 shall comply with the regulations issued by the SPFL 

(SPFL.co.uk, 2019b) and by UEFA in their papers for the current cycle (UEFA, 2019b).  

5.2.9 Summary 

The findings in stage 1 identified possibilities for live video content on official social 

media channels of Celtic FC. Data was collected through a semi-structured interview 

with a representative of the club. The topics discussed included online content, 

channels, categories, business goals, technological challenges, human resource 

challenges, communicating with different fan groups, and content rights. All data were 

put into context with the Experiential Grid.  

Table 5.2: Summary of findings from stage 1 of the main study and proposed implementation 

Topics ExPro  Implementation  

Online content in 

general 

People Familiar faces, e.g. current and past players 

and managers 

Format Product-presence Planning for sportv programming types 

Reactions People Focus on behavioural characteristics  

Engagement Product-presence 

Identity 

Sportv with focus on behavioural dimension 

‘Us vs Them’ notion of focusing on in-group 

to bolster brand identification 

Channels 

- Facebook 

- Twitter 

 

- Instagram 

 

Various  

Product-presence 

Co-branding 

Identity 

Product-presence 

People 

 

Behavioural dimension due to in-group focus 

Storytelling 

Twitter has highest bridging social capital  

Storytelling  

Panel discussion with familiar people 

Nostalgic moments with cultural icons 

Content categories Various  Based on available official brand channels: 

Celtic FC (first team), Celtic FC Women, 

shop, charity, academy, Celtic TV, etc. 

Business goals Product-presence Plan positioning of brand products explicitly or 

subliminally in any of the sportv programming 

types 

Human resource People Players and staff can be considered marketing 
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challenges assets and should be properly guided 

Communicating with 

fan groups 

Communication,  

Product-presence 

Framing a message according to a specific 

target audience’s preference (sensory 

dimension) 

Content rights Various Attention needs to be given to all applicable 

restrictions from governing bodies 

Table 5.2 reports findings that offer tactical implementations based on the semi-

structured interview and the literature review. However, the list may not be exhaustive. 

Further implementation possibilities will crystalize from the synthesis with findings 

from stage 2 and 3. The next section will analyse and report findings from a self-

administered qualitative online questionnaire that seeks to identify and classify 

characteristics within the four dimensions of the brand experience model in the context 

of social media live videos of a sports brand.  

5.3 Self-Administered Qualitative Online Questionnaire (Stage 2) 

This section addresses the results and analysis of data collected in stage 2 through a 

self-administered qualitative online questionnaire, as described in Chapter 3.4.2 and 

portrayed in Figure 3.3. The objective of stage 2 is to classify the identified 

characteristics within the four dimensions of a brand experience based on an adaptation 

of the brand experience scale by Brakus et al. (2009). The data is used to conceptualise 

the Experiential Grid for Celtic FC in Chapter 6 (stage 4). The following analysis 

follows the approach tested and accepted in stage 2 of the pilot study as discussed in 

Chapter 4.6.  

5.3.1 Sample 

A convenience sample of people involved in the sports industry either in a corporate, 

academic, or journalistic role were approached in person, via Facebook or via Twitter 

with the request to participate. An explanation about the research was provided with the 

request, and anonymity was ensured. The questionnaire was completed by 68 people of 

which all were accepted. Five mandatory questions were posed focusing solely on brand 

experience through social media live videos of sports brands. The largest respondents 

age-group included 27 people (39.7%), who were 25-34 years of age. The second-

largest group encompassed 19 respondents (27.9%), who were 35-44 years old. The 

next group contained 17 respondents (25.0%) belonging to the age group 18 to 24-year-
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olds. Lastly, 3 respondents (4.4%) were 55 to 64 years old and 2 respondents (2.9%) 

between 45 and 54 years of age. 

5.3.2 Question 1: Social media live video in a general sports context 

The aim of the first question was to familiarise the respondents with the topic and get a 

general feel for their perception towards social media live videos in sports. The question 

asked, ‘What kind of live videos on social media produced by a sports brand are you 

interested in watching?’ Respondents offered 178 items; all were accepted. The items 

were grouped into the 16 categories listed in Table 5.3. Additionally, two overarching 

umbrella groupings were identified:  

(a) Live videos on the day of a main event revolving around the main product of the 

brand, i.e. the football match, and  

(b) live videos revolving around the brand on any day.  

Various item categories can contain content for both umbrella groupings. Nevertheless, 

umbrella grouping (a) «Live videos on the day of a main event» received more mentions 

than (b) «Live videos about the brand on any day» from respondents, highlighting that 

live videos on the day of a main event are of higher interest to viewers. 

Respondents showed main interest for behind-the-scenes footage (18%) and pre- and 

post-game interviews (18% in aggregate), followed by training sessions and warm-ups 

(14% in aggregate), and exclusive content/feature videos (13%). Live videos of press 

conferences (9%) and expert and pundit commentary (8%) can be categorized as 

interviews or exclusive content, thus, increasing the degree of interest for that category. 

The remaining items show a low level of interest from respondents. No extant empirical 

research was found to support critical reflection on the findings. However, observations 

on how football clubs use live video on Facebook in Chapter 2.2.8 legitimise the 

categorisation of the offered items.  

The attribution of items and categories to a dimension23 is undertaken in the subsequent 

questions and will not be discussed in this section. However, Table 5.3 is presented for 

completeness. All items can be incorporated into content produced for any of the 

ExPros, as discussed in Chapter 2.4.  

 

                                                 
23 As discussed in Chapter 2.3, this includes the sensory, affective, intellectual, and behavioural dimension. 
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Table 5.3: Categories addressing live video in general in the main study 

 absolute percentage  

N (participants) 

No answer provided 

Total # of items provided 

Total # of items accepted 

68 

0 

178 

178 

100 % 

0 % 

100 % 

100 % 

Behind-the-scenes footage (a), (b) 

Exclusive content/feature video (a), (b) 

Post-game/event interview (a) 

Training sessions (a), (b) 

Press conferences (a), (b) 

Expert and pundit commentary (a), (b) 

Pre-game/event interview (a) 

Fan events (b) 

Main game/event in full length (i.e. football game) (a) 

Main game/event highlights (a) 

Product launches (b) 

Warm-ups (a) 

Social commitment (b) 

Weekly news show (b) 

Player line-up (a) 

Fan feedback (b) 

32 

24 

20 

19 

16 

14 

12 

9 

7 

7 

6 

6 

3 

1 

1 

1 

18 % 

13 % 

11 % 

11 % 

9 % 

8 % 

7 % 

5 % 

4 % 

4 % 

3 % 

3 % 

2 % 

1 % 

1 % 

1 % 

5.3.3 Question 2: Intellectual dimension 

The second question asked, ‘What type of informative or educational content are you 

interested in receiving through a live video of a sports brand?’ Respondents offered 120 

items, which were all accepted and resulted in nine categories; see Table 5.4. Two 

overarching umbrella categories were identified for the intellectual dimension: 

(a) General information 

(b) Focused information  

The highest amount of interest was directed at general information (66% in aggregate), 

such as general news, available products and services (i.e. upcoming matches, tickets, 

and merchandise), and off-topic videos. Videos discussing specific topics, such as the 

club’s finances and business operations, were of moderate interest (9%), similar to 

behind-the-scenes footage (8%) and exclusive content/feature videos (7%). Live videos 
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about charities and social connections (5%), gossip (4%), and main event highlights 

(3%) were of low interest.  

Following the surprise-intrigue-exclusivity notion of Schmitt (1999) for the 

Communications ExPro, unexpected general news (cf. Harcup and O’Neill, 2001), e.g. 

breaking news of a new signing or partnership, could be announced through live videos 

reinforcing the medium as an exclusive breaking news channel (Stewart, 2018). Adding 

information that is generally not considered in a wider context, could further intensify 

the message and intrigue viewers (Rein et al., 2006). The same concept can be applied 

to information on available products and services, as well as off-topic information.  

The Product-presence ExPro suggests to apply the programming types wraparound 

sportv and newsportv to convey informative content on the football product. Since 

wraparound sportv is characterised by accurate expert content offered with intellectual 

depth (Goldsmith, 2013), focused information shall be used for this programming type.  

Newsportv, on the other hand, is built upon a sequence of short and intellectually 

valuable news items (Goldsmith, 2013), which includes the topics attributed to the 

general information category in Table 5.4. Based on an adapted taxonomy by Harcup 

and O’Neill (2001), for items to be selected as general information, one or more of the 

following features needs to apply in the conceptualisation of communication tactics: 

stories concerning people or brands related to the club, emotional stories, surprising 

elements, stories with negative or positive overtones, stories that can generate sufficient 

organic reach through newsworthy subjects, and stories supporting the brand’s own 

agenda.  

The Co-branding ExPro seeks opportunities and strengths in partnerships (Schmitt, 

1999). For example, reaching in, i.e. targeting existing markets with core product 

complementarity, can be done by conveying general information through the newsportv 

format used as ambient television on matchday while including the opponent’s brand in 

the communication (Leuthesser et al., 2003; Goldsmith, 2013). The same applies for 

targeting existing markets with extended product complementarity, i.e. reaching up. 

Reaching out, i.e. targeting new markets with core product complementarity, 

encompasses reaching new audiences with focused content through partner brands 

(Richelieu, 2012). Lastly, reaching beyond, i.e. targeting new markets with extended 

product complementarity, seeks to differentiate through value-added services (Bühler 

and Nufer, 2013) conveyed with emotional benefits (Aaker, 1996). Focused content 
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shall provide intellectual depth to establish and ultimately strengthen brand 

identification with new audiences (Richelieu, 2012).  

Table 5.4: Categories addressing the intellectual dimension in the main study 

 absolute percentage  

N (participants) 

No answer provided 

Total # of items provided 

Total # of items accepted 

68 

0 

120 

120 

100 % 

0 % 

100 % 

100 % 

General news (general information)  

Available products and services (general information) 

Off-topic (general information) 

Brand finance and brand analysis (focused information) 

Behind-the-scenes footage (focused information) 

Exclusive content/feature video (focused information) 

Charities and social connection (focused information) 

Gossip (focused information) 

Main event highlights (focused information) 

27 

27 

24 

11 

9 

8 

6 

5 

3 

23 % 

23 % 

20 % 

9 % 

8 % 

7 % 

5 % 

4 % 

3 % 

5.3.4 Question 3: Behavioural dimension 

Question 3 asked, ‘What kind of interactions would you want in a live video?’ 

Respondents provided 93 items, of which 86 were accepted24 and grouped into four 

categories; see Table 5.5.  

The largest category stresses the expectation that users have towards a brand to be open 

to receiving questions from viewers (55%), for example in a Q&A-style setting (e.g. 

Brisbane Roar FC, 2017e). The category is henceforth called viewer-to-brand (V2B). 

Respondents noted that, as viewers, they expect brands to answer questions during the 

same live session. In this case, the first step for active participation is done by the 

viewers, not considering the launch of the live video being the first step.  

The second largest category (33%) emphasises the expectation that viewers have for the 

brand to actively encourage engagement through an interactive communication vehicle. 

For example, a brand could ask their viewers to type in the comment section which 

players they would pick for the forthcoming game (e.g. Manchester City FC, 2017) or 

holding polls or other interactive games with viewers. In this case, the first step for 

                                                 
24 Items that were not accepted, did not share characteristics applicable in the behavioural dimension, as discussed in 

Chapter 2.3.3. 
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active participation after the launch of the broadcast is made by the brand. The category 

is henceforth called brand-to-viewer (B2V). The item ‘no interaction’ was mentioned in 

7% of the cases, meaning that the majority of respondents do expect interactions 

through social media live videos. Lowest interest was shown for viewer-to-viewer 

(V2V) interactions (6%), which means that viewers do not value interaction amongst 

each other on live videos.  

The Communications ExPro recommends to integrate co-creation experiences with 

viewers within day-to-day content in order to strengthen community loyalty (Erdogmus 

and Cicek, 2012; Coleman, 2018). However, the findings discussed above highlight 

viewers’ preference of having the opportunity to interact whenever and however they 

like. Therefore, offering and monitoring the opportunity for comments, social shares, 

and sentiments should be considered (Newman et al., 2013). 

The Identity ExPro encourages immersive fan and viewer participation through 

activities fostering brand affiliation, such as, for example, creating traditions and 

celebrations with viewers (McCarville and Stinson, 2014). Such activities are based on 

B2V interactions and can strengthen identification with the brand (Bouchet et al., 2013). 

For the Product-presence ExPro, attention should be directed to reality sportv. The club 

would offer opportunities to co-create the viewing experience with viewers (Goldsmith, 

2013) while highlighting the authenticity of its participants (Fu et al., 2016). All 

communication directions, V2B, B2V, and V2V, may be considered to enable a richer 

communicative exchange (Sutera, 2013).  

The People ExPro adopts the ‘Us vs. Them’ approach (Schmitt, 1999) that can be based 

on the in-group/out-group idea (Yocco, 2016). The most inclusive fan group, 

‘superordinate’ fans, may mainly be offered V2B interaction due to their traditional 

stance on how to identify with the brand; the moderately inclusive ‘subgroup’ may 

prefer proactive B2V engagement from the brand in order to bolster interpersonal 

interaction; the least inclusive ‘relational’ group, within which viewers know each other 

closer than in the other groups, might see benefit in V2V interactions (Lock and Funk, 

2016). 

Table 5.5: Categories addressing the behavioural dimension in the main study 

 absolute percentage  

N (participants) 

No answer provided 

68 

0 

100 % 

0 % 
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Total # of items provided 

Total # of items accepted 

93 

86 

100 % 

92 % 

Q&A style interaction (V2B) 

Polls & interactive games (B2V) 

No interaction  

Interaction between users (V2V) 

47 

28 

6 

5 

55 % 

33 % 

7 % 

6 % 

5.3.5 Question 4: Affective dimension 

Next, the questionnaire asked, ‘What kind of emotions would you want to experience 

through a live video?’ Respondents provided 194 items; all were accepted. Items are 

grouped into seven emotion categories defined upon research by Shaver et al. (1987) 

and Gross and Levenson (1995): joy, love, interest, surprise, tension, contempt, and 

sadness. 

The largest group encompasses 57% of the mentions and includes five emotions 

expressing joy. Noteworthy are the items excitement (41 mentions; 21%), joy (36 

mentions; 19%), and pride (19 mentions; 10%). Next, respondents found categories love 

(10%) and surprise (10%) equally important, although considerably less important than 

joy. However, category surprise comprises only one item, namely the item surprise. 

Hence, it can be weighed as heavily as the individual item pride (10%) in the joy 

category. The category interest was of similar relevance (9%) with items reflection and 

interest. The remaining categories tension (6%), contempt (5%), and sadness (3%) are 

of low importance to the respondents.  

The Communications ExPro suggests to define an audience’s mood and identify 

opportunities to set the desired mood through emotional heuristics (Yocco, 2016). 

Although the category joy was mentioned most, all emotions in Table 5.6 are 

considered as legitimate for this ExPro. Viewers can be in any possible emotional state 

that may or may not be affected by the club’s current popularity or unpopularity with its 

fans and followers.  

The Identity ExPro seeks to convey positive emotions through storytelling and 

strengthen a sense of belonging (Loureiro et al., 2012). Following the emotional slope 

of the consumer storytelling theory (Woodside et al., 2008), all emotions accepted in 

this question can be used for building identities through storytelling.  
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The Product-presence ExPro attributes panel sportv, reality sportv, and telesportv to the 

affective dimension. Panel sportv offers an alternative view of celebrity journalism with 

emotionalised and entertaining opinions (Goldsmith, 2013), for which, again, all 

emotions can be utilised. The same applies to reality sportv, which seeks to develop 

sympathy towards the cast with emphasis on their authenticity, as well as telesportv, 

which is based on sports-like events with uncertain outcomes (Goldsmith, 2013).  

The People ExPro directs importance to face-to-face interactions (Schmitt, 1999) that 

define a broadcaster as a celebrity within the community for which the person’s 

professional identity should be built upon likeability, familiarity, and similarity with the 

viewers (Onwumechili, 2018). Therefore, it can be recommended to focus on positive 

emotions during interaction.  

On the other hand, nostalgia can build strong bonds (Schmitt, 1999) and intensify team 

identification (Gladden and Funk, 2002). According to Wildschut et al. (2006), 

nostalgia often develops from stories of disappointments and losses that in most 

instances are followed by triumphs over hardship. For that reason, cultural icons that 

can evoke nostalgic emotions like sadness or serious reflection should be considered 

(Holt, 2004).  

Table 5.6: Categories addressing the affective dimension in the main study 

 absolute percentage  

N (participants) 

No answer provided 

Total # of items provided 

Total # of items accepted 

68 

0 

194 

194 

100 % 

0 % 

100 % 

100 % 

Joy (incl. excitement, joy, pride, silliness, and belonging)  

Love (incl. love, calmness, and inspiration) 

Surprise (incl. surprise)  

Interest (incl. reflection and interest) 

Tension (incl. determination and seriousness) 

Contempt (incl. affirmation, modesty, and fulfilment) 

Sadness (incl. sad) 

111 

20 

19 

18 

12 

9 

5 

57 % 

10 % 

10 % 

9 % 

6 % 

5 % 

3 % 

5.3.6 Question 5: Sensory dimension 

The last question asked, ‘Which aesthetic properties would you want in a live video?’ 

Items can be grouped into the following categories: 
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(a) Length of video (28% in aggregate) 

(b) Viewing mode (23% in aggregate) 

(c) Filming location (20% in aggregate) 

(d) General production aesthetics (29% in aggregate) 

Respondents laid a similar degree of importance to the four categories. Within category 

(a) Length of video, almost two-thirds of the respondents who commented on video-

lengths preferred shorter live videos (18%) versus long videos (10%). However, a 

definition of short/long video was not specified. Regarding (b) Viewing mode, strong 

emphasis was given to filming in point-of-view mode (16%) compared to selfie-view 

mode (2%). Low importance was given to moving while filming (5%). As for (c) 

Filming location, preference was given to outdoors (9%) and from where the action 

takes place (7%) versus broadcasting from a studio (3%). Lastly, regarding (d) General 

production aesthetics, the main importance was directed towards traditional 

camerawork (9%), which can be linked to professional production aesthetics (4%). The 

remaining items, general variety in video production (6%), use of brand logo and 

watermark (6%), and subtle branding/true aesthetics (3%), received low level of 

interest.  

The Communications ExPro highlights how messages delivered through live videos 

shall be framed as vivid and memorable stories in order to influence fans and followers 

to behave in a desired way (Ruth and York, 2014; Yocco, 2016). Laurell and Söderman 

(2018) note that storytelling in sports includes four stages and may require different 

perspectives. Therefore, all categories may need consideration in the framing of the 

brand’s stories.  

Visual elements and viewing modes/orientation can influence the brand identity of the 

live videos (Bouchet el al., 2013; Lambert, 2019), as described in the Identity ExPro. 

For that, artifacts (sic) can be used to frame videos (Yocco, 2016). Main consideration 

shall therefore be directed towards traditional camerawork focusing on general 

production aesthetics, shooting outdoors or in the midst of where the action takes place 

regarding filming location, and point-of-view video perspective.  

The Product-presence ExPro delivers short-form news information by a reporter or host 

(Collins, 1986) with limited intellectual depth (Harboe et al., 2008) and appropriate as 

ambient television in the form of actuality sportv (Goldsmith, 2013). In order to 

produce the suitable live video, all categories in this dimension need consideration. 
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Table 5.7: Categories addressing the sensory dimension in the main study 

 absolute percentage  

N (participants) 

No answer provided 

Total # of items provided 

Total # of items accepted 

68 

0 

170 

170 

100 % 

0 % 

100 % 

100 % 

Short videos (a) 

Point-of-view (b) 

Long videos (a) 

Shot outdoors (c) 

Traditional camerawork (d) 

In the midst of the action (c) 

General variety in video production (d) 

Use of brand logo and watermark (d) 

Moving camera (b) 

Professional production aesthetics (d) 

Shot in studio (c) 

Subtle branding/true aesthetics (d) 

Selfie-view (b) 

31 

27 

17 

16 

15 

13 

11 

10 

9 

8 

5 

5 

3 

18 % 

16 % 

10 % 

9 % 

9 % 

8 % 

6 % 

6 % 

5 % 

5 % 

3 % 

3 % 

2 % 

5.3.7 Summary 

The findings in stage 2 identified and assessed characteristics that will be utilised to 

conceptualise and create social media live videos that deliver a sensory, affective, 

behavioural, and intellectual brand experience to fans and followers of Celtic FC in 

stage 4. An overview of the findings is offered in Table 5.8. Various preferred social 

media live video characteristics were identified and categorised following observations 

and empirical research. In general, two main umbrella groupings were identified: (a) 

Live videos on the day of a main event revolving around the football product, e.g. a 

league match, and (b) live videos revolving around the brand on any day. Respondents 

showed higher interest in videos on the day of a main event versus non-main event 

days. Regarding intellectual content, respondents expressed higher interest in general 

information compared to focused information more appropriate to niche audiences. The 

behavioural dimension highlights respondents seeking opportunities to interact in Q&A-

style setting through live videos (V2B) and, a bit less, through polls and interactive 

games. Seven emotion categories were identified with joy being the preferred emotion 

for social media live videos. Finally, four categories regarding sensory characteristics 
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were recognised and received similar interest from respondents: (a) Length of video, (b) 

viewing mode, (c) filming location, and (d) general production aesthetics. The identified 

characteristics were attributed to adequate ExPros and will be put into context in the 

Experiential Grid in stage 4 (see Chapter 6). 

Table 5.8: Summary of findings from stage 2 of the main study and proposed implementation 

Topics  ExPro implementation  

General interest All ExPros: Higher interest in «Live videos on the day of the main 

event»; lower interest in «Live videos about the brand on any day» 

Intellectual dimension Communications: general information for unexpected general news  

Product-presence: focused information for Wraparound sportv; 

general information for newsportv 

Co-branding: general information for reaching in and reaching up; 

focused information for reaching out and reaching beyond 

Behavioural dimension Communications: V2B interactions 

Identity: B2V interactions 

Product-presence: V2B, B2V, and V2V interactions 

People: V2B for ‘superordinate’, B2V for ‘subgroup’, and V2V for 

‘relational’ fan groups 

Affective dimension Communications: mainly ‘joy’, but all emotions applicable 

Identity: all emotions applicable 

Product-presence: all emotions applicable to panel sportv, reality 

sportv, and telesportv 

People: all emotions applicable; however, dedicated consideration 

for ‘nostalgia’  

Sensory dimension Communications: all sensory characteristics need consideration 

Identity: main consideration for traditional camerawork, shooting 

outdoors, and point-of-view 

Product-presence: actuality sportv 

5.4 Self-Administered Quantitative Online Questionnaire (Stage 3) 

This section addresses the results and analysis of data collected in stage 3 via a self-

administered quantitative online questionnaire with fans and followers of Celtic FC, as 

discussed in Chapter 3.4.3 and Chapter 3.6.3. The objective of stage 3 is to assess the 

influence that the brand experience through social media live video of Celtic FC has on 

viewer loyalty. As with stages 1 and 2, the data lays the foundation for conceptualising 

the Experiential Grid for Celtic FC in stage 4 (see Chapter 6). The following analysis 

was tested and revised in stage 3 of the pilot study in Chapter 4.  
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The issues identified in the pilot study were analysed and necessary changes were 

implemented to the questionnaire for the main study. Different from the pilot study, the 

questionnaire was created in English-only, following the assumption that most Celtic 

FC fans and followers speak or understand English because of their cultural background 

or interest in the club. 

In order to attain the widest online reach within the Celtic FC fan community, simple 

random sampling (probability sample) was applied across channels, where social media 

live videos can be viewed, namely Facebook, Instagram, and Twitter (cf. Saunders et 

al., 2007); also, because all Celtic FC fans on social media can view the live videos and 

are potentially interested in watching them. Other sampling techniques were not 

considered appropriate: Systematic sampling would require to sample at regular 

intervals, which is nearly impossible to administer with an online questionnaire that is 

continuously available; the same applies to social media posts that are shared across 

time-zones at different times of the day; stratified-random sampling would divide the 

sample in different strata, although there is only one stratum relevant for this study, and 

cluster sampling is per se already applied, since Celtic FC fans following their club on 

social media could be considered a cluster within the Celtic FC fan base. 

The questionnaire was made available online through Google Forms, a free survey 

administration software that allows access through a dedicated and shareable link. A 

request to participate in the survey was posted in a Celtic FC fan forum and sent out on 

Twitter and Facebook to Celtic FC fans and followers by the author of this research. 

Targeting on Twitter was done by contacting Celtic FC fan accounts and fan group 

accounts asking them to retweet and spread the link to the survey. Targeting on 

Facebook was done by setting up a dedicated advertisement that targeted users who 

specifically follow Celtic FC on Facebook. The questionnaire was available for 6 days. 

By the end of its availability 826 responses were accepted after review. 

5.4.1 Sample 

The population size relevant for this research is calculated from Celtic FC’s social 

media reach (see Table 2.4), because the studied phenomenon is solely relevant for 

social media. Based upon the numbers from Table 2.4, a population size of 3 million 
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users is defined25. With an accepted margin of error of 5 percent, a confidence level of 

95 percent, and a response distribution of 50 percent, the recommended sample size is 

385 respondents (cf. Daniel and Cross, 2019). A total of 1018 responses were recorded 

from the fan forum, as well as Twitter and Facebook posts, of which 826 were 

considered valid26. Therefore, the recommended sample size for the chosen parameters 

was achieved. The following description of the sample is based on the accepted 

responses and portrayed in Table 5.9.  

The sample includes 609 male (74%) and 217 female (26%) respondents. The expected 

age groups are similarly represented, where 45 to 54-year-olds was the largest group 

with 193 respondents (23.4%), followed by 25 to 34-year-olds with 156 respondents 

(18.9%), 55 to 64-year-olds with 146 respondents (17.7%), 35 to 44-year-olds with 135 

respondents (16.3%), and 18 to 24-year-olds with 111 respondents (13.4%). The two 

smallest age groups are 0-17 and 65+ with 42 respondents (5.1%) and 43 respondents 

(5.2%) respectively. The sample shows an even distribution across age groups and an 

expected male-to-female ratio (cf. Statista, 2016d).  

The largest respondents’ group lives in Scotland, with a total of 636 respondents (77%), 

followed by 61 respondents from England (7.4%), 52 respondents from Ireland (6.3%), 

31 respondents from Northern Ireland (3.8%), 12 respondents from Spain (1.5%), and 

34 respondents from various countries around the world. Since Celtic FC is a Scottish 

club, it was expected that the largest respondents’ group would comprise of fans and 

followers living in Scotland. A further reason could be the fact that the participation 

requests and the questionnaire were written in English, which naturally excluded 

respondents that do not understand English or who are not comfortable responding in 

English. The most preferred social media apps or websites for this sample are Facebook 

(326 respondents; 39.5%) and Twitter (314 respondents; 38.0%). This could be 

attributed to the fact that the data was mainly collected through these two channels. The 

other mentioned channels are Instagram (63 respondents; 7.6%), YouTube (48 

respondents; 5.8%), WhatsApp (43 respondents; 5.2%), Snapchat (26 respondents; 

3.1%), and four others that received less than 1.0% mentions. Parallels can be drawn 

                                                 
25 The population size is to be considered with caution. Various users may follow Celtic FC on all social media 

channels considered for data collection, hence, inflating the number. On the other hand, various users, who have 

previously followed a social media channel of Celtic FC, may not use that specific social media channel any longer.  
26 The 192 responses considered invalid showed obvious signs of intentional misrepresentation through consistent 

negative responses (see Johnson, 2005). For example, all items would be rated ‘1’ or the open text-field for the item 

‘Which social media app or site do you use the most?’ would include an offensive comment. Therefore, it can be 

assumed that these respondents were either disgruntled Celtic FC fans expressing their negative emotions or fans of 

rival clubs wanting to hijack the survey. 
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between general popularity of the mentioned social media platforms and popularity 

among respondents of the questionnaire (see Statista, 2017a; 2018a).  

Table 5.9: Description of respondents for the main study with Celtic FC 

Variables 

Frequency 

(Number of people) 

Ratio 

(%) 

Total accepted responses 

Age 

 0-17 

 18-24 

 25-34 

 35-44 

 45-54 

 55-64 

 65+ 

Gender 

 Male 

 Female 

Social Media Preference 

 Facebook 

 Twitter 

 Instagram 

 YouTube 

 WhatsApp 

 Snapchat 

 Other (if below 1.0%) 

Where respondents live 

 Scotland 

 England 

 Ireland 

 Northern Ireland 

 Spain 

 Other (if below 1.0%) 

826 

 

42 

111 

156 

135 

193 

146 

43 

 

609 

217 

 

326 

314 

63 

48 

43 

26 

7 

 

636 

61 

52 

31 

12 

34 

100 

 

5.1 

13.4 

18.9 

16.3 

23.4 

17.7 

5.2 

 

74 

26 

 

39.5 

38.0 

7.6 

5.8 

5.2 

3.1 

0.7 

 

77.0 

7.4 

6.3 

3.8 

1.5 

4.0 

5.4.2 Mean and standard deviation 

The central tendency regarding brand experience, fan typology, and viewer loyalty was 

measured by computation of the mean (µ) and standard deviation (σ) (Saunders et al., 

2007); see Table 5.10. Both are necessary to achieve research objective 3, which seeks 
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to assess the influence that the Celtic FC brand experience through social media live 

videos has on viewer loyalty. The mean (µ) refers to the average value based on a 7-

point Likert-scale, where 1 stands for respondents disagreeing very strongly with the 

item’s notion and 7 stands for agreeing very strongly.  

Table 5.10: Mean, standard deviation, factor loadings 

Items Mean 

Standard 

deviation 

Factor loadings 

Factor 1 Factor 2 Factor 3 Factor 4 

BE1_SEN 

BE2_SEN 

BE3_SEN 

BE1_AFF 

BE2_AFF 

BE3_AFF 

BE1_INT 

BE2_INT 

BE3_INT 

BE1_BEH 

BE2_BEH 

BE3_BEH 

FT1 

FT2 

FT3 

FT4 

FT5 

VL1 

VL2 

VL3 

VL4 

VL5 

5.64 

5.41 

5.50 

5.50 

4.70 

4.43 

4.52 

5.99 

4.97 

4.54 

4.05 

3.81 

6.70 

6.71 

6.62 

6.66 

6.73 

6.22 

5.88 

5.28 

5.45 

5.65 

1.380 

1.443 

1.435 

1.533 

1.841 

1.775 

1.719 

1.254 

1.608 

1.905 

1.752 

1.839 

.878 

.855 

.964 

.805 

.834 

1.165 

1.464 

1.799 

1.819 

1.634 

 

 

 

.556 

.725 

.760 

.739 

 

.610 

.615 

.560 

.696 

 

 

 

 

 

 

 

 

 

 

 

 

.755 

.904 

.768 

.519 

.852 

.441 

.721 

.784 

.732 

.544 

 

 

 

.453 

.380 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

.381 

.604 

.667 

.552 

.528 

High agreement with the item is considered when the mean is in the upper third of the 

scale, i.e. for values above 5.00, moderate agreement is in the middle third for means 

between 3.00 and 4.99, and low agreement refers to means in the lower third, 2.99 or 

below. Standard deviation (σ) shows the dispersion of respondents’ answers (Field, 

2018) and is also divided into three equal thirds for this study: values below 1.20 are 

considered low (33%≤σ), values between 1.21 and 1.55 (33%<σ≤66%) portray a 

moderate standard deviation, and values above 1.55 (σ<66%) are considered high.  
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Brand experience–sensory dimension. Respondents have a positive image of Celtic 

FC’s social media live videos (5.64±1.38; BE1_SEN), find the video’s aesthetics 

interesting (5.41±1.44; BE2_SEN), and visually appealing (5.50±1.44; BE3_SEN). All 

items in this dimension show a moderate standard deviation compared with other items. 

A consistent high mean and moderate standard deviation across the three items shows 

that fans and followers agree on the club’s provided overall sensory brand experience 

through social media live videos. Hence, it is recommended to build campaigns for the 

Experiential Grid upon the currently offered sensory experience.  

Brand experience–affective dimension. Celtic FC fans and followers agree with the 

notion that the club’s social media live videos induce feelings and sentiments 

(5.50±1.53; BE1_AFF), although the standard deviation for this item is moderate-to-

high. Respondents registered a moderate-to-high emotional attachment to the live 

videos (4.70±1.84; BE2_AFF); however, a high standard deviation reveals disagreement 

between respondents in this regard. Similarly, respondents classified Celtic FC’s live 

videos as rather neutral when asked if they thought the club’s videos were emotional 

(4.43±1.78; BE3_AFF). A high standard deviation again shows disagreement between 

fans and followers. Although the videos are said to induce feelings and sentiments, 

campaigns emphasising the emotionality of the content should be created in order to 

strengthen the emotional bond between viewers and the brand (Coleman, 2018).  

Brand experience–intellectual dimension. The item ‘I engage in a lot of thinking 

when I watch Celtic FC’s live videos on social media’ received moderate agreement 

(4.52±1.72; BE1_INT) and a high standard deviation. However, participants strongly 

agree when it comes to the ease of understanding of what the videos are about 

(5.99±1.25; BE2_INT); the standard deviation is moderate-to-low. Moderate-to-high 

agreement is given to live videos stimulating viewers’ curiosity (4.97±1.61; BE3_INT), 

although a rather high standard deviation relativizes this result. While the subject of 

Celtic FC’s social media live videos seems to be clear for most viewers, various viewers 

may see benefit in content with a higher degree of intellectual depth provided through 

expertise and accuracy of a wraparound sportv type of programme (Goldsmith, 2013; 

Steen, 2015).  

Brand experience–behavioural dimension. Respondents moderately agree when 

asked, if they become active and engage with others when watching the club’s live 

videos (4.54±1.91; BE1_INT). They also agree moderately when asked, if they think the 

club’s live videos are interactive (4.05±1.75; BE2_INT) and if the videos stimulate their 
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behaviour (3.81±1.84; BE3_INT). All items recorded high standard deviations proving 

disagreement among respondents. Given the high standard deviation for all items in the 

behavioural dimension, results for this dimension need to be considered with caution. 

Nevertheless, moderate agreement on all items supports the notion that implementing 

campaigns to intensify participation of viewers is highly recommendable. Offering 

viewers some control over live videos in order for them to co-create the experience 

could reduce separation between viewers and the club (Schmitt, 1999; Kietzmann et al., 

2011; Sutera, 2013). 

Fan typology. All five items in this scale show the highest agreement and lowest 

standard deviation across the construct; see Table 5.10. These results could be explained 

in the data collection technique and the sample choice. Strongly involved fans may 

invest more time and effort to keep in touch and up-to-date with their favourite club 

through digital media channels (Sanderson, 2011; Sutera, 2013). Furthermore, since 

only Celtic FC fans were targeted, strong team identification was expected. Therefore, 

this hints towards the sample belonging to the fan typology defined as supporters in 

Chapter 2.1.4. These fans show the highest level of team (i.e. brand) identification (cf. 

Bourgeon and Bouchet, 2001).  

Viewer loyalty. Respondents report that they say positive things about the club to other 

people (6.22±1.17; VL1); a low-to-moderate standard deviation proves there’s 

agreement between them. Participants would recommend to follow Celtic FC online to 

people who seek their advice (5.88±1.46; VL2), although a moderate standard deviation 

shows relative agreement between respondents. Respondents agree when asked, if they 

encourage friends to follow the club online (5.28±1.80; VL3) and if they consider the 

club’s social media live videos their first choice when it comes to live videos of a 

football club (5.45±1.82; VL4). However, both items recorded a high standard deviation 

leading to disagreement between viewers. The last item of the questionnaire asks if the 

participant will watch more social media live videos of Celtic FC in the future. 

Respondents agree (5.65±1.63; VL5), but a high standard deviation shows that fans and 

followers do not agree throughout. General high agreement is shown across the five 

items of the scale indicating a tendency towards loyal viewership for social media live 

videos of Celtic FC. However, a moderate and high standard deviation in four of five 

items legitimises the suggestion to invest in efforts that strengthen viewer loyalty. Given 

a significant and strong relationship between brand experience and viewer loyalty, as 
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shown in Table 5.10, campaigns offered in the Experiential Grid in Chapter 6 are 

considered legitimate.  

5.4.3 Factor analysis 

Variables and their respective items were analysed through exploratory factor analysis 

using principle axis factoring as extraction method and Varimax rotation with Kaiser 

Normalization in order to simplify the output structure for better interpretation of the 

data (Kim and Mueller, 1978a). All factor loadings were above the recommended .3 

value (Costello and Osborne, 2005). The analysis yielded 4 factors with eigenvalues 

greater than 1, explaining a total variance of 67.3%.  

However, 6 factors were expected: 4 factors for the brand experience scale, 1 factor for 

the fan typology, and 1 factor for the viewer loyalty scale. The brand experience scale 

yielded 2 factors instead, combining all items from the affective and behavioural 

dimension and two items from the intellectual dimension into Factor 1, and combining 

all items from the sensory dimension with 1 item from the intellectual dimension into 

Factor 3; see Table 5.10.  

Nevertheless, cross-loadings of items BE1_AFF and BE3_INT from Factor 1 to Factor 

3 need consideration 27 . All fan typology items loaded clearly on Factor 2 and 

unexpectedly included viewer loyalty item VL1. Consequently, only 4 of 5 items from 

the viewer loyalty scale loaded on Factor 4. However, item VL1 cross-loaded on Factor 

4 with .381 compared to .441 on Factor 2.  

Issues with factor loadings in the brand experience scale may be attributed to the fact 

that the scale was designed for an offline experience (cf. Brakus et al., 2009), whereas 

this research focuses on an online experience. Moreover, Walter et al. (2013) and Cleff 

et al. (2013) encountered similar issues with factor loadings in their respective studies, 

which analysed offline brand experiences.  

5.4.4 Reliability and validity  

Table 5.11 offers an overview of the metrics used to evaluate the reliability and validity 

of the applied scales.  

                                                 
27 Relevant cross-loadings are depicted in light grey colour in Table 5.10. 
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In order to prove the internal reliability of the utilised scales, consistency between items 

was measured with Cronbach’s Alpha (Cronbach, 1951). All applied scales measured 

above .7, which is considered an adequate value (Nunnaly, 1978). The brand experience 

scale measured .928, the fan typology scale .883, and the viewer loyalty scale .856 

respectively. Additionally, Cronbach’s Alpha across all scales reached .934. These 

values indicate excellent scale reliability. Compared to the pilot study, all brand 

experience sub-scales measured above the recommended .7 value.  

This was not the case in the pilot study, where the sensory dimension sub-scale 

(BE_SEN) measured below .7 value. Hence, the amendments proved to be successful. 

Additionally, construct reliability (CR) was calculated in support. All computed CR 

values score above the recommended 0.5 value, with a CR of .905 across all scales, 

suggesting very good construct reliability.  

Table 5.11: Reliability and validity statistics 

Scales 

Cronbach’s 

Alpha  CR AVE 

No. of 

items 

Across all scales 

Brand experience (BE) 

– Intellectual dimension (BE_INT) 

– Sensory dimension (BE_SEN) 

– Affective dimension (BE_AFF) 

– Behavioural dimension (BE_BEH) 

Fan typology (FT) 

Viewer loyalty (VL) 

.934 

.928 

.897 

.870  

.754 

.793 

.883 

.856 

.905 

.946 

.634 

.790 

.724 

.657 

.877 

.696 

.452 

.449 

.374 

.557 

.471 

.392 

.594 

.318 

22 

12 

3 

3  

3 

3 

5 

5 

Average variance extracted (AVE) was computed to assess generalisability of the 

construct, i.e. how accurately the data collection methods measure what they are 

intended to measure (Saunders et al., 2007). Most values are below the suggested 

threshold of .5 (Chen et al., 2013), although not considerably. For example, the AVE 

value across all scales is .452, which could be considered acceptable, since this study 

tested this kind of construct for the first time. Furthermore, Fornell and Larcker (1981) 

note that as long as CR is above .6, AVE values below the threshold can be accepted. 

Skewness for brand experience (BE) was -.461, for fan typology (FT) it was -4.714, and 

for viewer loyalty (VL) it was -1.175, indicating an accumulation of high scores in the 

respective variable (Field, 2018). Negative skewness is common in research of 

consumers of one brand (Gummerus et al., 2012). Kurtosis for brand experience (BE) 
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was -.119, demonstrating a slightly platykurtic (flat) distribution; for fan typology (FT) 

it was 27.252, representing a greatly leptokurtic (peaked) distribution, and for viewer 

loyalty (VL) it was 1.300, exhibiting a relatively platykurtic distribution (Hair et al., 

2006). Nevertheless, skewness and kurtosis were not used for significance tests, due to 

the large sample size (Field, 2018). Significance was established through confirmatory 

factor analysis. 

5.4.5 Correlation analysis 

A regression analysis was undertaken to test the relationships between brand 

experience, fan typology, and viewer loyalty, and a confirmatory factor analysis was 

undertaken to assess how well the observed data fit the proposed model (Sahin et al., 

2011; Chen et al., 2013). 

Table 5.12 displays the Pearson correlation coefficient (r), standardised regression 

weights (β), significance (p), and the R-squared (R2) values. The correlation between 

brand experience and fan typology H1 is weak28, but statistically significant (r=.298; 

β=.311; p<.001). Its R2 value of .089 is low and explains that only 8.9% of the observed 

data fit the regression line for the H1 relationship (cf. Veal and Darcy, 2014). The 

relationship between brand experience and viewer loyalty H3 is strong and statistically 

significant (r=.694; β=.686; p<.001). Its R2 value of .481 is moderately high and 

explains a good fit of the observed data (i.e. 48.1%) with the regression line between 

brand experience and viewer loyalty. Various research notes a similar relationship 

strength for a relationship between brand experience and brand loyalty (e.g. Brakus et 

al., 2009; Sahin et al., 2011; Walter et al., 2013; Cleff et al., 2013). The relationship 

between fan typology and viewer loyalty H2 is moderately strong (r=.482) with a weak 

standardised regression weight (β=.299) and is significant (p<.001). The relationship 

shows that only 23.2% of the observed data fit the regression line (R2=.232). On the 

basis of these findings, all three hypotheses are accepted. 

Table 5.12: Pearson’s r, standardised regression weights (β), significance (p), R2 

Relationship r β p<.001 R2 

H1 (BE⟶FT) 

H2 (FT⟶VL) 

H3 (BE⟶VL) 

.298 

.482 

.694 

.311 

.299 

.686 

.000 

.000 

.000 

.089 

.232 

.481 

                                                 
28 Saunders et al. (2007, p. 459) explain the values of the correlation coefficient as follows: 0=perfect independence, 

±0.3=weak, ±0.7=strong, ±1=perfect. 
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The analysis shows a strong correlation between brand experience and viewer loyalty, 

but a weak correlation between brand experience and fan typology. However, there is 

moderately strong correlation between fan typology and viewer loyalty. As discussed in 

Chapter 5.4.2, in this case, the participants of the study are believed to belong to the 

supporters typology, which have the highest team and brand identification (see Chapter 

2.1.2). Despite the low correlation in H1, it is recommended for Celtic FC to focus 

social media live video efforts to fit the characteristics of the target audience because of 

the relatively high correlation in H2. This means the ideas conceptualised for the 

Experiential Grid in Chapter 7 need to consider the characteristics of the supporters 

typology. Figure 5.1 shows the standardised regression weights (β). 

 
Figure 5.1: Conceptual framework for stage 3 in the main study with standardised regression 

weights (β)  

5.4.6 Model fit 

An assessment of how well the model fits the analysed data was undertaken in AMOS 

Version 25. Three goodness-of-fit categories can be identified that include different 

possible measures to examine a model: Absolute fit measures assess how close to 

perfect the estimated model is and assume that “the best fitting model has a fit of zero” 

(Kenny, 2015). This means, the closer the value is to zero, the better the fit. Measures 

such as Chi-Square test (χ2), RMSEA, Root Mean Square Residual (RMR), SRMR, and 

GFI fall into this category (Ainur et al., 2017). Incremental fit measures, also known as 

comparative fit measures, evaluate the fit of the offered model with the fit of a baseline 

model and include NFI, TLI, and CFI (Ainur et al., 2017). Parsimony fit measures 
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simplify complex models by adjusting the number of parameters in the estimated model 

and include in the Parsimony goodness-of-fit index (PGFI) and the Parsimonious 

normed fit index (PNFI) (Hooper et al., 2008).  

Although statistical analysis software computes all above-mentioned indices, only a 

selection is usually reported (Hooper et al., 2008). The indices listed in Table 5.13 were 

chosen in reference to studies by Chen et al. (2013) and Ainur et al. (2017), who 

consider them common measures for goodness-of-fit. The values for the indication of 

good fit are adapted with reference to seminal literature.  

Table 5.13: Model fit indices and recommended values 

Fit indices Values 

Indication 

of good fit Sources 

Absolute fit measures    

 Root Mean Square Error of 

Approximation (RMSEA) 

.096 <.06 Hu and Bentler (1999) 

 Goodness-of-fit index (GFI) .800 >.90 Hooper et al. (2008) 

Incremental fit measures    

 Comparative fit index (CFI) .866 >.95 Hu and Bentler (1999) 

 Normed fit index (NFI) .852 >.90 Arbuckle (1995) 

 Tucker-Lewis index (TLI) .850 >.95 Hu and Bentler (1999) 

 Adjusted goodness-of-fit 

index (AGFI) 

.755 >.85  

>.95 

Schermelleh-engel et al. (2003) 

Hooper et al. (2008) 

Parsimony fit measures    

 Parsimony goodness-of-fit 

index (PGFI) 

.652 >.50 Mulaik et al. (1989) 

 Parsimony normed fit index 

(PNFI) 

.760 >.50 Mulaik et al. (1989) 

Table 5.13 compares the values computed for the model of this research with values 

suggested by seminal literature that indicate good fit. Comparing the computed absolute 

fit measures and incremental fit measures with benchmark values does not suggest a 

good fit of the estimated model overall. However, various literature recommends 

caution when assessing the goodness-of-fit of a proposed model (e.g. Mulaik et al., 

1989; Hooper et al., 2008; Kenny, 2015). For example, Rigdon (1996) compares the 

incremental fit measure CFI with the absolute fit measure RMSEA and concludes that 

the RMSEA may be a better choice for confirmatory analyses with larger samples, 

whereas the CFI may be better suited for exploratory analyses with smaller samples. It 

becomes therefore legitimate to focus upon the RMSEA in this study, since it analyses a 
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larger sample, i.e. 826 participants. Although select literature agrees on a cut-off value 

of .06 or .07 for the RMSEA (Hooper et al., 2008), earlier literature suggests a range of 

.05 to .10 as fair fit (MacCallum et al., 1996). A RMSEA value of .096 was computed 

for this study, which indicates a fair fit according to MacCallum et al. (1996). 

Furthermore, weak correlations within the observed data may produce a misleading 

incremental fit index (Kenny, 2015). Table 5.12 shows that correlations H1 and H2 are 

rather weak, supporting that notion. Also, Mulaik et al. (1989) postulate the necessity to 

include parsimonious-fit indices to assess the simplicity of the model, i.e. choosing a 

model with fewer parameters. According to Hooper et al. (2008) the RMSEA prefers 

parsimony, for which the computed values of PGFI and PNFI indicate a good fit of the 

estimated model.  

In summary, while the computed values for absolute fit measures and incremental fit 

measures may propose that the observed data do not fit the values of the offered model, 

parsimony fit measures suggest a good fit. Considering the call for caution from various 

authors when using and reporting model fit indices (e.g. Mulaik et al., 1989; Hooper et 

al., 2008; Kenny, 2015), it can be concluded that the observed data and the proposed 

model fit to an acceptable degree for this study.  

5.4.7 Summary 

The findings in stage 3 identified and assessed the influence that brand experience 

through social media live video of Celtic FC has on viewers’ loyalty, as discussed in 

Chapter 5.4.2 and Chapter 5.4.5. Data was collected through a self-administered online 

questionnaire on a Celtic FC fan forum, through Celtic FC Twitter fan accounts, and 

from Facebook users that like or follow the official Celtic FC Facebook page. A total of 

826 responses were accepted and used for the analysis, of which the majority came from 

Facebook (39.5%) and from Twitter (38.0%), fitting the expected target audience. The 

age distribution turned out to be a bell curve leaning to the right, and the gender 

distribution saw 74% male and 26% female respondents. Both measures fit the expected 

fan persona. The factor analysis expected to detect 6 factors, but found only 4 factors 

above the Eigenvalue of 1. This could be attributed to the fact that the brand experience 

model was created for brick-and-mortar environments instead of online situations (cf. 

Pine and Gilmore, 1999; Schmitt, 1999). Other research has reported similar issues with 

the model (Walter et al., 2013; Cleff et al., 2013). Nevertheless, all items loaded clearly 

onto a specific factor.  
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Excellent internal reliability of the scales was found, and the constructs display an 

acceptable level of generalisability. A strong and significant correlation between brand 

experience and viewer loyalty was evaluated, which supports the notion of producing 

social media live videos according to the four dimensions of a brand experience, 

sensory, affective, intellectual, and behavioural. The computed values for the commonly 

suggested model fit indices did not suggest a good fit. However, based upon limitations 

of these common indices and adjustment to suggested benchmarks and thresholds, the 

model is considered suitable for the requirements of this research. 

5.5 Informing the Experiential Grid for Celtic FC 

This chapter reported and analysed data collected for the main study across stages 1, 2, 

and 3 with the goal to achieve research objectives 1, 2, and 3 and inform stage 4, the 

Experiential Grid for Celtic FC, in the next chapter. Data was collected through a semi-

structured interview with a representative of Celtic FC (stage 1), a self-administered 

qualitative online questionnaire with social media users involved in the sports industry 

(stage 2), and a self-administered quantitative online questionnaire with fans and 

followers of Celtic FC (stage 3).  

Stage 1 sought to accomplish research objective 1 by identifying possibilities for live 

video content on official social media channels of Celtic FC. This was achieved through 

the investigation of the topics online content, channels, categories, business goals, 

technological challenges, human resource challenges, communicating with different fan 

groups, and content rights. All data were put into the context of the ExPros for the 

Experiential Grid and implementation possibilities were offered, as summarised in 

Table 5.2. 

Stage 2 sought to accomplish research objective 2, which involved identifying and 

classifying characteristics of social media live video within the four dimensions of a 

brand experience. This was achieved by investigating preferences of experienced social 

media users in the sports industry in regard to sensory, affective, intellectual, and 

behavioural experiences created through social media live video. Table 5.8 provides a 

summary of the findings and proposes implementations within the brand experience 

dimensions in reference with the ExPros.  

Stage 3 sought to accomplish research objective 3 by assessing the influence that the 

brand experience through social media live video of Celtic FC has on viewer loyalty of 
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its fans and followers. The main findings are summarised in Chapter 5.4.7 and include a 

strong relationship between the presented brand experience and viewer loyalty, as well 

as a moderate relationship between fan typology and viewer loyalty. This means, a 

dedicated conceptualisation of Celtic FC’s social media live videos in accordance with 

the four brand experience dimensions is strongly recommended in order to improve 

viewer loyalty. Furthermore, offering consideration to the characteristics of the 

supporters typology29 in the production of social media live videos can also positively 

influence viewer loyalty. Chapter 5.4 discusses various findings and implementation 

opportunities that inform the ExPros applied in Chapter 6 within the different brand 

experience dimensions.  

The next chapter will discuss the Experiential Grid for Celtic FC and offer marketing 

and communication tactics for the club. The discussion will be built upon the theory 

reviewed in Chapter 2 and the data analysed in this chapter. A synthesis of the theory 

and the data will offer the tactics to strengthen viewer loyalty towards live videos 

produced by Celtic FC for social media. 

  

                                                 
29 As described in Chapter 5.4.2, the sample in stage 3 of the main study can be categorised as the fan typology 

supporters due to its responses and the data collection method. Literature by Sanderson (2011) and Sutera (2013) 

support this categorisation. 
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Chapter 6:  Developing the Experiential Grid for Celtic 

FC (Stage 4) 

The following chapter constitutes the main discussion of this research. It synthesises 

data collected in stages 1, 2, and 3 and develops a dedicated Experiential Grid for Celtic 

FC based upon the theory reviewed in Chapter 2 and portrayed in Figure 3.5, therefore, 

reaching research objective 4, which aims to suggest tactics on how the case study 

football club can implement live video on social media to positively affect viewer 

loyalty (see Chapter 1.2). The conceptualised tactical framework offers experiential 

marketing and communications strategies that create a holistic brand experience through 

social media live video in order to increase viewer loyalty. The chapter elaborates on 

each ExPro that offers a table with an overview of the dedicated theory as well as data 

collected in previous stages. Each sub-chapter first summarises and connects findings 

from the three stages of research and extant literature. The findings are then set into 

context and, lastly, specific tactics are proposed for each ExPro.  

Nevertheless, certain limitations apply. The offered tactics operate as mock-ups and 

content opportunities. Further refinement may be needed before putting them into 

action. This may be due to possible branding guidelines at the club, commercial 

restrictions or commitments, or organisational and legal limitations unknown to the 

author of this study. Moreover, given the sample in Stage 3 mainly falls into the fan 

typology defined as supporters (see Chapter 2.1.4 and Chapter 5.4.2), tactics focusing 

on other fan typologies will mainly be based upon findings from extant literature. 

6.1 Communications ExPro 

The main components of the Communication ExPro include conveying memorable 

stories (Laurell and Söderman, 2018), encouraging emotional connections through 

conversations (Coleman, 2018), offering exclusive content that surprises and intrigues 

recipients (Schmitt, 1999), and letting fans co-create the experience within the 

community (Pine and Gilmore, 1999; Erdogmus and Cicek, 2012). Table 6.1 provides 

an overview of the findings for the Communications ExPro from the literature review 

and stages 1, 2, and 3. These are discussed in the following paragraphs. A dedicated 

tactic is defined after the discourse. 
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Sensory. Extant literature proposes that, from a sensory point of view, marketing 

communications should be framed as vivid and memorable stories (Ruth and York, 

2004; Yocco, 2016), which in sports marketing evolve across four stages (Laurell and 

Söderman, 2018). Live video content should be conceptualised and produced for a 

specific social media platform, because motives for platform usage differ across social 

media websites or apps (see Chapter 5.2.2). Furthermore, all aesthetic properties 

identified in Chapter 5.3.6 need consideration, although, data in Chapter 5.4.2 support 

the notion to create content according to the currently offered sensory experience. An 

adequate balance is therefore recommended.  

Table 6.1: Communications ExPro overview for Celtic FC Experiential Grid 

Dimension Theory Stage 1 Stage 2 Stage 3 

Sensory Framing with 

stories    

(Ruth and York, 

2004; Yocco, 2016) 

Storytelling    

(Laurell and 

Söderman, 2018)  

“We try our best 

to produce 

content for [a 

specific social 

media 

platform].”  

Aesthetic 

properties to 

consider: length 

of video, viewing 

mode, filming 

location, general 

production 

aesthetics 

Users find 

current live 

videos 

aesthetically 

interesting and 

visually 

appealing 

Affective Conversations  
(Coleman, 2018)  

Personal 

connections    

(Rein et al., 2006) 

“Comments were 

full of praise for 

[the Lisbon 

Lions].”  

Emotional 

heuristic to set 

audience’s 

mood; ‘joy’ most 

mentioned, but 

all moods to be 

considered 

Strengthen 

emotional bond 

between viewers 

and the brand 

Intellectual Surprise-

Intrigue-

Exclusivity 

(Schmitt, 1999;  

Mangold and Faulds, 

2009) 

“Celtic tries not 

to be ‘too salesy’ 

with their posts.” 

Unexpected 

general news  
Intellectual depth 

through expertise 

and accuracy 

expected  

Behavioural Communities  
(Coleman, 2018; 

Rein et al., 2006) 

“Sometimes 

[specific 

followers] don’t 

relate to the 

club.” 

Co-create day-to-

day content to 

bolster loyalty 

Refer to affective 

dimension 

Affective. From an affective perspective, conversations and personal connections can 

strengthen the emotional bond between users and the club (Rein et al., 2006; Coleman, 

2018). Comments with praise for cultural icons are often offered from viewers of Celtic 

FC live videos (see Chapter 5.2.1). Hence, setting a desired mood to foster such 

motivational comments is legitimate and can be achieved through emotional heuristics 

(Yocco, 2016). The research in stage 2 identifies five emotions, which include joy, 
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excitement, pride, silliness, and belonging, expressing joy as the most sought-after 

emotion in the context of social media live videos of sports brands. The choice of the 

desired mood depends on the story the club wants to tell through a live video.  

Intellectual. The intellectual dimension proposes to stimulate conversation through 

positive surprise, intrigue, and exclusivity of its content (Schmitt, 1999; Rein et al., 

2006; Mangold and Faulds, 2009), which could include intellectual depth through 

expertise and accuracy (Goldsmith, 2013; Steen, 2018). This is in line with findings in 

stage 2. Respondents expect sports brands to deliver breaking news or other exclusive 

stories not considered in a wider context through social media live videos (see Chapter 

5.3.3). Respondents in stage 3 agree with the propositions above (see Chapter 5.4.2). 

Celtic FC applies these notions by focusing on content with intellectual substance and 

trying not to be ‘too salesy’ (see Chapter 5.2.4). Moreover, the club takes advantage of 

the nature of live video to deliver breaking news such as, for example, the signing of a 

new player or manager (see Chapter 5.2.1). 

Behavioural. The behavioural dimension in the Communications ExPro is closely 

related to the affective dimension and vice versa. Fans and followers are asked to 

actively participate in the communication process of the club, hence, co-creating the 

brand experience with day-to-day content (cf. Pine and Gilmore, 1999; Rein et al., 

2006; Coleman, 2018). Being involved with other brand community members (i.e. fans 

and supporters), strengthens loyalty towards the brand (Erdogmus and Cicek, 2012). 

Nonetheless, offering users the opportunity to co-create with the club provides users an 

avenue for unfiltered messages through the club’s social media channels. Although 

Celtic FC fans and followers interact with the club and its content in a generally 

acceptable and appropriate manner online, some people ‘don’t relate to the club’ and 

misuse the football platform for inappropriate messages or behaviours that could lead to 

sanctions from governing bodies towards the club (see Chapter 5.2.7). Therefore, it is 

recommended to closely monitor online comments and behaviour and take prompt and 

appropriate actions when necessary, and be vigilant when recording live videos in 

places where the behaviour of users is unpredictable. 

Suggested tactic. Combining the syntheses of the four dimensions results in the tactic 

of the Communications ExPro, which offers the blueprint for social media live videos 

created within this ExPro:  
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Create awareness and associations by telling an exciting, positively surprising, 

and/or exclusive story with intellectual depth, that is relevant to fans and 

followers and sparks conversations in the community and strengthens the bond 

between viewers and the brand. 

6.2 Identity ExPro 

The Identity ExPro refers to a brand’s visual and verbal identity (Aaker, 1996), its 

cultural elements (Urde, 2013), and behavioural activities to bolster brand affiliation 

and identification (McCarville and Stinson, 2014). An overview of the findings for the 

Identity ExPro from the literature review and the three stages is provided in Table 6.2.  

Sensory. In order to create a sensory identity, Yocco (2016) recommends to frame 

messages with artifacts (sic), which can include adding general brand identity elements 

to live videos (cf. Aaker, 1996). If technical possibilities allow the club to add logos, 

hashtags, or other overlays to the video, these count as artifacts. If such additions are 

not possible due to technical limitations, for example, if a live video is shot and 

broadcasted directly in a social media app on a mobile phone, then locations familiar to 

the target audience could function as artifacts. This could be the case with Celtic FC’s 

Lennoxtown, their local training ground, as well as the inside and outside of Celtic Park, 

the club’s stadium; even the recurrence of a familiar host can be considered an artifact, 

given their influence on brand impressions (Malkewitz and Bee, 2014). In line with 

these notions, respondents in stage 2 prefer live videos of sports brands to be shot 

outdoors ‘in the midst of the action’ and from a point-of-view (POV) perspective, not in 

selfie-mode. Stage 3 shows that Celtic FC fans and followers find the club’s current live 

videos visually appealing. Therefore, sensory concepts for future social media live 

videos could build upon present efforts. 

Affective. The affective dimension in the Identity ExPro builds upon the element of 

culture from Urde’s (2013, p. 754) Corporate Brand Identity Matrix, which asks, “What 

are our attitudes and how do we work and behave?” Celtic FC’s attitude is rooted in its 

cultural identity reaching back to 1888, when Catholic Irish immigrants founded the 

club to fight poverty among Irish immigrants (James et al., 2015; celticfc.net, 2019a). 

Their cultural identity has since been used in the club’s corporate branding, marketing, 

and product differentiation (Hayes, 2006), which can be observed in how the club 

emphasises their engagement with different target audiences by offering individual 
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social media channels for specific content categories (see Chapter 5.2.3). For example, 

the club proudly portrays their commitment to the Celtic FC Foundation, which seeks to 

promote equality, encourage learning, and tackle poverty, among other goals 

(celticfc.net, 2019a). Similarly, Celtic FC also offers platforms for their women’s 

football team and for their youth academy (see Table 5.1) to underline their 

commitment to the community. Stories and content from these categories can be used to 

enhance the brand experience or as a communicative diversion, if the first team is not 

performing well, or if there are other issues tempering supporters’ mood. For example, 

Interviewee CFC noted, “No one can argue with a charity” (see Chapter 5.2.1). Findings 

in stage 2 show that respondents ask for mainly positive feelings, specifically 

excitement, joy, and pride in live videos of sports brands. This is supported by findings 

in stage 3, where respondents indicate moderate-to-high emotional attachment towards 

Celtic FC live videos. Combining the data above with research supporting that 

Instagram is the social media app mostly suited for affective content (Facebook, 2019c), 

it becomes reasonable to mainly conceptualise live videos with the aim to intensify a 

sense of belonging (Loureiro et al., 2012) for Instagram.  

Table 6.2: Identity ExPro overview for Celtic FC Experiential Grid 

Dimension Theory Stage 1 Stage 2 Stage 3 

Sensory Framing with 

artifacts (sic) 
(Yocco, 2016; 

Lambert, 2019) 

Lennoxtown 

(training 

ground), inside 

and outside 

Celtic Park 

(stadium), pre-

season camp, 

video host 

Shot video where 

‘the action’ takes 

place, POV 

video mode 

Users find 

current live 

videos 

aesthetically 

interesting and 

visually 

appealing 

Affective Culture from the 

Corporate Brand 

Identity Matrix  
(Urde, 2013; 

Johnson and Scholes, 

1992) 

“No one can 

argue with a 

charity.” 

Individual social 

media channels 

for different 

categories (see 

Table 6.1)  

Use Instagram 

for affective 

content  

Strengthen sense 

of belonging 

through positive 

emotions; all 

emotions 

applicable, 
although focus on 

excitement, joy, 

and pride (see 

Table 6.6) 

Users have 

moderate-to-high 

emotional 

attachment to 

current live 

videos 

Behavioural Influencing key 

experience 

variables 
(McCarville and 

Stinson, 2014)  

Behaviour of 

large group of 

fans anchored in 

cultural identity 

Use Twitter 

because of 

Create traditions 

and celebrations 

with viewers 
(McCarville and 

Stinson, 2014); 

B2V interactions 

Users find Celtic 

FC live videos 

moderately 

interactive 



 

 166 

highest bridging 

social capital 

Use Facebook 

for like-minded 

fans and to 

reduce separation 

between viewers  

Intellectual dimension not applicable 

Behavioural. McCarville and Stinson (2014) recommend to let fans actively participate 

in an immersive brand experience in order for them to find a sense of identity and brand 

affiliation (see details in Table 2.2), which can be achieved by 

(a) building celebrations [with viewers into live videos], 

(b) finding moments and events to celebrate, 

(c) building traditions around noteworthy events and reinforce these traditions,  

(d) building associations between brand elements and already held beliefs and 

preferences, and help [viewers] identify with various brand elements, and 

(e) building emotional connections between [live videos and viewers]. 

Although the behaviour of a large group of fans and followers of Celtic FC is anchored 

in the cultural identity of the club, Celtic FC aims to build a world-class global brand 

(Bounds, 2019). This could eventually dilute the club’s traditional identity and ask for a 

more varied communication approach catering to a wider target audience (see Chapter 

2.4.5 and Chapter 2.5.3).  

The above-mentioned experience variables require different levels of emphasis on said 

cultural identity, creating communicative opportunities for various target audiences. For 

example, building and showing celebrations around appropriate moments and events 

could be appealing to a more global fan audience that does not strongly adhere to the 

traditional identity. Given that Twitter has the highest bridging social capital compared 

to Facebook and Instagram, it is advantageous to broadcast live videos following 

experience variables (a) and (b) on Twitter (Chen, 2010, Phua et al., 2017). On the other 

hand, sports fans who prefer to interact with like-minded others and share their 

sentiments when second-screening use Facebook (Facebook, 2019b). Therefore, live 

videos building upon experience variables (c), (d), and (e) are better suited to be 

broadcasted on Facebook, because of their focus on the cultural identity of its viewers. 

In addition, minimizing the virtual separation between viewers will intensify the unity 

between them (Foster and Hyatt, 2008; Kietzmann et al., 2011). All of the above 
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arguments find support in data analysed in stage 2, where 33 percent of the indicated 

behavioural items are based on the expectation for the brand to initiate active 

participation with viewers (i.e. B2V). Data in stage 3 show that users find Celtic FC live 

videos moderately interactive, underlining the need for the brand to design live videos 

for interactivity.  

Suggested tactic. A synthesis of the discourse on the three dimensions proposes the 

following concise action plan for the Identity ExPro for social media live videos:  

Design a visual and verbal live video identity including artifacts that have a 

strong effect on the brand’s target audiences. Strengthen the sense of belonging 

between viewers and the club through sentiments prompted in the videos based 

on the cultural identity of the club for traditionalist fans, i.e. supporters, or offer 

a global view of the club’s identity for more cosmopolitan fans, i.e. opportunists 

and appreciators. Apply key experience variables to incite active participation 

for both viewing fan groups while considering the usage of Instagram for 

affective content, Twitter for bridging social capital, and Facebook for reducing 

separation between like-minded fans. 

6.3 Product-presence ExPro 

The Product-presence ExPro focuses on the sportv programming types by Goldsmith 

(2009; 2013).30. It explores and defines various formats for dedicated digital video 

experiences of the football brand as discussed in Chapter 2.4.6 and Chapter 2.5.4. The 

following section combines and elaborates on the outcomes from the literature review 

and stages 1, 2, and 3, for which an overview is provided in Table 6.3.  

Sensory. Goldsmith (2009; 2013) suggests to employ the actuality sportv programming 

type to create a virtual ambiance around a specific event and broadcast short, visually 

appealing, and easily consumable pieces of information. This would complement the 

main event, which finds general support in the analysis in stage 2. News items to be 

conveyed can have stronger impact on their recipients, if they are framed with stories 

revolving around the event and included dedicated artifacts of the brand (cf. Yocco, 

2016), as indicated by Interviewee CFC in stage 1. Based on the analysis in stage 3, 

where respondents find current Celtic FC live videos aesthetically interesting and 

                                                 
30 As explained in Chapter 2.4.6, the programming type variety sportv will not be discussed in this section. It can be 

considered an aggregation of various sportv programmes, which makes the discussion redundant for this research. 
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visually appealing, it becomes recommendable to incrementally improve on the current 

aesthetics. 

Affective. The programming types panel sportv, reality sportv+, and telesportv are 

considered to hold affective characteristics.31 

A panel sportv programme can incite any emotion indicated in Table 5.6. However, if a 

panel with celebrity journalists and personalities with star power is to be assembled, 

emotions such as surprise or tension may be most appropriate in order to create a 

potentially controversial dialogue among the panellists and their viewers (Rein et al., 

2006; Rowe, 2007; Conboy, 2013). Similarly, reality sportv+ programmes emphasise 

the authenticity of the people participating in the live video in order to deliver an 

appropriate feeling of the show’s reality (Fu et al., 2016). In both instances, the cultural 

identity of the target audience will have an impact on how statements from the 

panellists or actions from participants are perceived and interpreted by viewers. This 

will further set the mood upon which commentaries from the viewing audience are 

based (cf. Yocco, 2016).  

The interview in stage 1 did not discuss personalities other than current and past Celtic 

FC players and managers. However, this feature should be considered in the design of 

live videos due to the mentioned implications. In support of that, respondents in stage 3 

find current videos moderately emotional, which leads to the notion that panel sportv 

and reality sportv+ live videos shall be conceptualised for more emotionality. Therefore, 

celebrity journalists and personalities with star power should be included in panel 

sportv. In regard to reality sportv+ programmes, people displaying the cultural identity 

of the club in an authentic manner, as well as people showing a more cosmopolitan 

identity of the brand, shall be included in reality sportv+ programmes to leverage a 

stronger appeal of like-minded viewers (Fu et al., 2016).  

Comparably, any emotion indicated in stage 2 (see Chapter 5.3.5) can be considered for 

telesportv programmes. However, since telesportv programmes include entertaining and 

unscripted sports-like competitions and contests with unpredictable outcomes that are 

played out by two or more non-professionals (Goldsmith, 2009; 2013), emotions like 

joy and surprise may be most appropriate. This finds support in Sigismondi (2012), who 

explains that the authentic emotionality and social interactions between participants 

                                                 
31 The programming type reality sportv holds affective and behavioural characteristics, as explained in Chapter 2.4.6, 

and is there discussed in both dimensions. In order to better differentiate the terms, reality sportv+ refers henceforth to 

the programming type’s affective characteristics and reality sportv° refers to its behavioural characteristics.  
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helps viewers relate to the spectacle, i.e. create a sense of belonging, as findings in 

Table 5.6 show. Furthermore, the uncertain outcome of the programme can create a 

feeling of surprise compelling viewers to emotionally participate (Sigismondi, 2012), 

another finding supported in stage 2.  

Telesportv programmes are explicitly or subliminally related to the main football 

product of the club. For example, the programme could involve two or more fans or fan 

groups of a specific club in a sports-like challenge against each other. The challenge 

could be staged by the club itself. The entertaining and uncertain outcome of the fan-

challenge would be similar to a football match and could engage viewers emotionally 

and actively through comments. Details to such a programme are not examined in stage 

1. However, one Instagram post portraying a telesportv approach is discussed in 

Chapter 2.5.5. Edin Mill, a Scottish distillery and brewery, created a video with three 

current Celtic FC players that challenge each other at shooting penalties blindfolded 

(see Table 2.6). The difficulty of the challenge and the contestants playing pranks on 

each other, such as displacing the football when it’s not their turn to shoot, adds a high 

degree of entertainment and further outcome uncertainty to the video. As with panel 

sportv and reality sportv+, selecting authentic participants and designing telesportv live 

videos for a higher degree of emotionality goes in line with the findings in stage 3. 

Intellectual. The programming types wraparound sportv and newsportv can be said to 

hold intellectual characteristics.  

Wraparound sportv aims to deliver information with intellectual depth, which solidifies 

the authority of the broadcasting brand in its field of expertise, while highlighting its 

pursuit of accuracy (Goldsmith, 2009; 2013). In order for wraparound sportv to provide 

intellectual depth, the features ‘focused information’ (see Table 5.4) and ‘length of 

video’ need attention (see Table 5.7).  

A more extended video length may be required to offer depth of information (Stewart, 

2018). Although findings in stage 2 show that 18 percent of respondents prefer short 

live videos compared to 10 percent preferring long live videos (see Table 5.7), 

professionals recommend to broadcast long-form live videos on Facebook, e.g. 10 

minutes and longer, in order for the stream to become more discoverable (Agius, 2018). 

Hence, an appropriate production concept should to be designed. Possibly, the various 

segments discussing one overarching theme could be broken down into multiple shorter 

segments without interrupting the stream, meaning, not turning off the ongoing live 
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video. This could include changing location or introducing new guests after the 

discussion of a sub-topic is finished. Following a loose script is therefore recommended.  

Moreover, the intellectual foundation for the wraparound sportv programme shall be 

formed by ‘focused information’ appropriate for the targeted niche audience (Stewart, 

2018). Findings in stage 2 indicate that focused information content includes items like 

brand analysis, behind-the-scenes footage, and videos of categories other than the first 

team (see Table 5.7), among others. Arguably, focused information is a characteristic of 

longform journalism through which more complex stories are told and, therefore, keep 

viewers’ attention longer, because of the richness of their details (Lambert, 2019). This 

is supported by findings in stage 3, where respondents note that current Celtic FC live 

videos stimulate their curiosity.  

Consequently, wraparound sportv programmes should build upon current efforts and 

integrate the above-mentioned features. A possible limitation regarding focused 

information could be related to delivering information to different fan types. The fan 

type most likely to be interested in niche and specialised content is supporters, due to 

their high team identification (Stewart et al., 2003). Also, content with intellectual depth 

may be best suited for Twitter, given one of the main reasons for using Twitter is to 

receive information first-hand from brands (Pentina et al., 2014). 

Newsportv parallels wraparound sportv with its aim to provide intellectually valuable 

information, but differs in video length and type of information. Newsportv programmes 

deliver a sequence of intellectually valuable or relevant news items (Goldsmith, 2013), 

where an individual item (i.e. a news story that includes video footage and an anchored 

segment) would average 41 seconds on TV and 2 minutes and 1 second on YouTube 

(Pew, 2012). Although the reported news item length online is three times higher than 

the TV news item, online videos are often not watched to completion. No official data 

was found on the average watch time of online videos, nevertheless, professionals 

recommend to aim for a retention rate of at least 50 percent for online videos (Patel, 

2017), which equals 1 minute for a news item.  

A further difference between newsportv and wraparound sportv is the delivery of 

general information instead of focused information (cf. Goldsmith, 2013). The time 

restriction imposed by the format limits the possible depth of a news story. Hence, focus 

should be directed towards information with great relevance for the target audience 

(Harcup and O’Neill, 2001). Like with wraparound sportv, Twitter may be the most 



 

 171 

appropriate channel for newsportv, due to the intellectual depth offered through the 

club’s content. However, when delivering live videos on Twitter, attention should be 

given to producing content without affective connotation due to the channel’s high 

degree of bridging social capital (Phua et al., 2017). Affective content on Twitter can 

stir negative emotions with non-supporters, who may follow the club only for 

informative content. Such a risk can be minimised by leaving emotions out of the design 

of live videos and focus on the relevance and objectivity of the information (cf. 

Artwick, 2019). 

Table 6.3: Product-presence ExPro overview for Celtic FC Experiential Grid 

Dimension Theory Stage 1 Stage 2 Stage 3 

Sensory Actuality sportv. 

Visually 

pleasing, short-

form and easily 

digestible news 

items 

Employ framing 

technique (e.g. 

stories or 

artifacts) as 

semantic tool 

Explicit or 

subliminal 

positioning of 

products  

Apply actuality 

sportv as a form 

of ambient 

television  

Users find 

current live 

videos 

aesthetically 

interesting and 

visually 

appealing 

Affective Panel sportv. 

Alternative view 

of celebrity 

journalism  

Reality sportv+. 

Emphasise 

participants’ 

authenticity 

Telesportv. 

Entertaining 

sports-like 

competitions and 

contests  

Interviews with 

current players 

and managers 

have been held; 

recurring host 

holds interviews 

Consider cultural 

identity 

All emotion 

categories can be 

applied to panel 

sportv and reality 

sportv+  

Emphasis on joy 

and surprise for 

telesportv 

Users find 

current live 

videos induce 

feelings, but are 

moderately 

emotional; 

attachment to 

videos is 

moderate-to-high 

Intellectual Wraparound 

sportv. 

Intellectual depth 

through expertise 

and accuracy 

Newsportv. 

Sequence of 

intellectually 

valuable or 

relevant news 

items 

Use Twitter to 

convey valuable 

information  

A loose script 

should be 

followed 

Use focused 

information in 

wraparound 

sportv 

Use general 

information in 

newsportv 

Users find 

current live 

videos are easy 

to understand 

and stimulate 

viewers’ 

curiosity 

Behavioural Reality sportv°. 

Co-create brand 

experience with 

Threat: 

“Sometimes 

[specific 

followers] don’t 

Enable a richer 

communicative 

exchange 

through V2B, 

Users find 

current live 

videos 

moderately 
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viewers relate to the 

club.” 

B2V, and V2V interactive 

Behavioural. The affective dimension has addressed reality sportv’s° need for 

authenticity among its participants. Additionally, the behavioural dimension addresses 

the programme’s intent for a ‘vicarious experience’, where viewers co-create the 

viewing experience with the brand (Fu et al., 2016). Although active participation of 

viewers is desired and expected in reality sportv°, offering interactive possibilities can 

result in unpleasant and inappropriate comments or behaviours from viewers that ‘do 

not relate to the club’, as mentioned by Interviewee CFC. Yet, data in stage 2 proposes 

that a large majority of respondents expect active (B2V) and reactive (V2B) interaction 

between the club and its live video viewers. Likewise, viewers want to interact with 

other viewers (V2V) in a setting similar to traditional second-screening (Sanderson, 

2011). Diligent implementation of these features into reality sportv° programmes can 

create a richer communicative exchange and, consequently, the desired immersive 

experience (Sutera, 2013). Data in stage 3 explains that viewers find current live videos 

moderately interactive, giving way to the assumption that more interaction may be 

preferred. Building upon the notions above, designing reality sportv° for more 

interactive opportunities becomes legitimate. Given the relational aspect of these 

programmes, it is recommendable to produce reality sportv° for Facebook Live, where 

like-minded fans can interact (Facebook, 2019b). Limiting the viewing experience to 

fans and supporters in the ‘in-group’ would strengthen assimilation through shared 

attitudes and beliefs with like-minded people and disassociate from unlike-minded, 

ultimately creating and strengthening bonds within the community (Lock and Funk, 

2016; Yocco, 2016).  

Suggested tactics. Because of the large number of features and characteristics provided 

by the various sportv programming types, dedicated tactics for the four individual 

dimensions are offered: 

Sensory campaigns can be produced through actuality sportv live videos. They shall 

be applied as a form of ambient television that contains visually pleasing, short-form 

and easily digestible news items framed with artifacts and as stories that position 

club products explicitly or subliminally within its live videos. 

Affective campaigns that encompass a variety of positive and negative emotions can 

be produced through the programming types panel sportv, reality sportv+, and 
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telesportv, mainly on Instagram. Panel sportv can be produced as an alternative 

perspective of celebrity journalism offering emotionalized and entertaining opinions 

through discussions with current and past players and managers; their star power 

shall be emphasised. Reality sportv+ can stimulate positive emotions among viewers 

by leveraging the sympathy towards participants in the live video. Emphasis shall 

therefore be given to participants’ cultural identity, which ideally is the same as the 

cultural identity of Celtic FC fans and followers. A telesportv programme would 

entertain viewers with a sports-like competition and contest, between various 

parties, with an uncertain outcome. As with panel sportv and reality sportv+, the 

selection of participants that share the cultural identity of the Celtic FC target 

audience, shall add a higher degree of emotionality to the live videos.  

Intellectual campaigns can be produced through wraparound sportv and newsportv 

live videos. Wraparound sportv shall deliver focused information with intellectual 

depth through expertise and accuracy in long-form videos, mainly for the supporters 

fan type, on Facebook Live. Content items may include brand analyses, behind-the-

scenes footage, videos of categories other than the first team, and other niche 

content. Newsportv shall consist of a sequence of short, but relevant news items, 

mainly for the opportunists and appreciators fan types, focusing on relevancy and 

objectivity of general information on Twitter. 

Behavioural campaigns can be produced through the behavioural characteristics of 

reality sportv° live videos. This may include co-creating the brand experience with 

its viewers through expected active (B2V) and reactive (V2B) interaction between 

the club and its live video viewers, and through interactions among viewers (V2V). 

Such interactions are suggested for Facebook Live, which limits the viewing 

experience to like-minded fans and followers, and may include polls and interactive 

games produced and actively provided by the club (B2V), reactions to answers of 

viewers (V2B), and offering opportunities for viewers to engage in conversations 

online while second-screening. 

6.4 Co-branding ExPro 

Co-branding can be applied to create content and campaigns for any of the experiential 

dimensions (Schmitt, 1999). However, in order to attain the desired image transfer and 

brand associations between the involved brands, a clear emphasis on delivering 
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appropriately crafted brand messages and information to the target audience is required 

(Lynch and de Chernatony, 2004; Richelieu, 2012; Bouchet et al., 2013).  

Because of that, this ExPro centres its conceptualisation on the co-creation of a live 

video experience of two brands in the context of the intellectual dimension. The 

following discussion includes findings from the literature review and data from stages 2 

and 3. The interview in stage 1 did not specifically explore co-branding efforts and 

therefore contributes solely one piece of information to the discussion. 

Intellectual. Leuthesser et al. (2003) suggest to evaluate core and extended product 

complementarity and existing and new target markets in order to assess and choose a 

suitable partner, which results in four co-branding strategies: reaching in, reaching out, 

reaching up, and reaching beyond (see Figure 2.2).  

Table 6.4: Co-branding ExPro overview for Celtic FC Experiential Grid 

Dimension Theory Stage 1 Stage 2 Stage 3 

Intellectual Co-branding 

strategies: 

Reaching in, out, 

up, and beyond 
(Leuthesser et al., 

2003) 

Successful live 

video undertaken 

New Balance 

(partner brand) 

for new jersey 

launch 

Reaching in, and 

up: general 

information 

Reaching out, 

and beyond: 

focused 

information 

Users find live 

videos stimulate 

their curiosity 

Users engage 

moderately in 

cognitive 

activities when 

watching the 

club’s live videos  

Sensory, affective, and behavioural dimension not applicable 

Reaching in seeks to extend the club’s existing market share through core product 

complementarity. Chapter 2.1.2 defines the core product for this study as the football 

brand. In this case, the club could create a live video with another club. Arguably, 

discussing a forthcoming game between two clubs in a video would always include both 

brands to a certain extent, although the broadcasting club is commonly featured as the 

main subject given it is their communication channel (cf. Newman et al., 2013). 

Nevertheless, the aim of the reaching in strategy is to increase visibility and credibility 

by becoming a ‘branded ingredient’ within the chosen co-brand (Aaker, 1996; Ferrand 

and McCarthy, 2011). This can be applied to any game in the league or other 

competition well-known in the existing target market. Co-branding with another club 

could include press conferences and unbiased pre- and post-match analyses that deliver 

general information relevant for supporters of both teams, as well as potential interest to 

opportunists and appreciators (see Chapter 2.1.4). A likely format is newsportv. The 
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ambient-like programme could deliver general background information on both clubs 

and their history as opponents (Goldsmith, 2013) and frame and reinforce the 

importance of the match (cf. Yocco, 2016). Furthermore, balanced and objective 

information would form the foundation of a newsportv co-branding effort (Leuthesser et 

al., 2003), since commentaries from opposing fans arising from unbalanced and 

emotionalised information could temper the overall mood around the co-brand 

experience. A question to be discussed is: On which of the two brand channels32 should 

the newsportv programme be broadcasted? One alternative option is to offer the 

opportunity to a neutral sports media channel, such as BBC Sport, Sky Sports, or 

DAZN, and share the stream on the brands’ respective social media channels to 

maximize online reach (Safko and Brake, 2009; Kietzmann et al., 2011). This could 

elevate the importance of the match by showcasing both brands. Therefore, creating a 

brand promise around what the product, i.e. this specific football match, stands for and 

the excitement it delivers becomes the ultimate co-branding goal for the reaching in 

strategy (Leuthesser et al., 2003; Urde, 2013). 

Reaching out seeks to enter a new market through core product complementarity. 

Richelieu (2012) suggests a ‘Conquistador strategy’ to unify club brands across 

markets, where the foreign club benefits from a springboard to enter one or more new 

markets through image transfer and brand association with a local brand. This can be 

based on friendly matches or summer tours strategically organised for marketing 

purposes (Urrutia et al., 2008). The commitment would be manageable and could be 

renegotiated for every cycle. A further tactic to implement the ‘Conquistador strategy’ 

is to engage in unified communicative efforts with a club Celtic FC plays against 

sporadically in a competition, such as the UEFA Champions League or Europa League. 

Similar to the reaching in strategy, offering neutral sports media organisation the 

opportunity to produce a live video for their own channel could maximize online reach 

for Celtic FC, especially among the new target audience (Safko and Brake, 2009; 

Kietzmann et al., 2011). A strategy requesting more corporate commitment, though 

potentially offering a stronger foothold in a new market, is to establish franchises, 

feeder clubs or similar partnerships (Andrews, 2015), an effort envisioned by Celtic FC, 

but not yet put into action (Alyce, 2015). Reaching out requires a brand to “adjust their 

offer to a local context to better connect with different consumers” (Desbordes and 

Richelieu, 2012, p. 189). For that matter, in-depth information on a variety of 

                                                 
32 A brand channel is a channel controlled by a brand, e.g. Celtic FC’s Facebook, Instagram, or Twitter social media 

channel or a social media channel of the co-brand. 
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specialised aspects of the brand should be delivered. Such focused information could 

include featured content on charities supported by the club, behind-the-scenes footage 

on various club operations, financial analyses, or even gossip, as indicated in stage 2 

(see Chapter 5.3.3). Wraparound sportv could be used as the appropriate 

communicative vehicle for such a live video. Given respondents in stage 3 find current 

Celtic FC live videos engage them moderately in cognitive activities, extra efforts in the 

conceptualisation of such a programme should be considered. Finally, the aim of a 

reaching out strategy is to seduce the target audience in a new market with a compelling 

brand promise that conveys the values of the club in line with the co-brand’s values 

(Schmitt, 1999; Motion et al., 2003). This will lead the way for the foreign brand to 

establish itself as a glocal33 brand in the new market (Desbordes and Richelieu, 2012). 

Reaching up seeks to broaden the brand’s existing market through extended product 

complementarity. The aim is to focus on promoting image transfer through an 

established co-brand in the existing market, instead of product traits (Ferrand and 

McCarthy, 2011). Similar to the reaching in strategy, general information about the co-

brands shall be shared through a newsportv type live video highlighting both brands’ 

values and transfer brand associations from one brand to the other (Washburn et al., 

2000). Different from reaching in, extended product complementarity is sought. Hence, 

the partner of the club brand shall provide a service or product that is not a game of 

football. In the case of a sports club, a strategy could be to ally with the club’s 

equipment manufacturer to produce co-branded content (Ferrand and McCarthy, 2011). 

For example, Interviewee CFC touched upon live video activities undertaken with 

Celtic FC’s equipment manufacturer New Balance for the launch of the club’s new kit 

and underlined the potential transfer of brand associations of such co-branding efforts. 

Biscaia et al. (2013) suggest to leverage brand associations to circumvent seasonal ups 

and downs and the dependency on team performance, of which the following 

associations can be adapted and implemented in this study: (a) aesthetic characteristics 

of the offered product could be emphasised by aligning the co-brands’ visualisations for 

and in the offered live video; (b) past memories of previous consumption experiences 

could be evoked through dedicated storytelling, building upon the history of their co-

branding efforts; (c) experiential benefits such as “sharing the sport experience with 

other fans” (p. 30) can be heightened by actively involving live video viewers in Q&A 

style interactions or polls and interactive games, adding an interactive (i.e. behavioural) 

                                                 
33 Glocal is defined as the customisation and adaptation of a global product or service to suit cultural tastes of a local 

market (Giulianotti and Robertson, 2007) 
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component to the rather passive newsportv type programming. The final goal of these 

activities is to stimulate viewers’ curiosity, which is in line with findings from stage 3. 

Reaching beyond seeks to enter a new market through extended product 

complementarity. This is attained by teaming up with a brand that adds value through 

services or product extensions that increase the differentiation factor of the club (Bühler 

and Nufer, 2013) and builds upon consumers’ emotions (Aaker, 1996; Coleman, 2018). 

Similar to the reaching out strategy, skills-enhancing narratives based on focused 

information shall develop and reinforce knowledge and competence of their recipients 

(Griffiths et al., 2018). This may be delivered through a wraparound sportv type 

programme, as suggested by findings in stage 2 and stage 3. Gwinner (2014) posits that 

co-branding efforts are more effective when partnering brands are a good ‘fit’. The main 

proposition of this study for a reaching beyond strategy is to partner with an online 

betting platform established in the market the club wants to enter, because of the 

following arguments: An adequate ‘fit’ can be legitimised through an adaptation of (a) 

usage similarity, i.e. betting platforms are widely established and used in the build-up 

stages to a football match (Lopez-Gonzalez and Griffiths, 2017); (b) audience 

similarity, i.e. the target audiences of both brands correspond, which is shown by the 

emergence of in-play betting, where betting is an extension of the main football product 

(Rodríguez et al., 2017); (c) geography, i.e. betting behaviour is subjective to national 

sentiment, therefore, a local or locally anchored betting brand is recommended (Braun 

and Kvasnicka, 2013); and (d) image similarity, i.e. both brands share a similar image 

(Aaker, 1996; Motion et al., 2003; Richelieu, 2012). Table 6.5 elaborates in more detail 

on possible applications of select fit types relevant to social media live videos in the 

context of this study. 

Table 6.5: Fit type examples for social media live videos (adapted from Gwinner, 2014, p. 165) 

Fit type Adapted definition Possible application for social media live videos 

Usage 

similarity 

When products 

made by the partner 

brand are used in 

accordance with the 

delivery of the 

football product by 

spectators, 

participants or 

online viewers. 

The club could enter in a partnership with an online 

betting platform34. Live videos could be broadcasted 

on the club’s social media and feature analysist from 

the partner brand (i.e. betting platform), who discuss 

focused information with accuracy and expertise that 

may have an impact on betting odds. Such skill-

enhancing narratives would build and reinforce 

viewers’ knowledge and competence regarding the 

football match and possible betting options (Griffiths 

et al., 2018).  

                                                 
34 Dafabet, an online betting website, have been Celtic FC’s front-of-shirt sponsor since 2016 and have extended their 

sponsorship deal in 2018 until the end of season 2025 (Celticfc.net, 2018).  
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Audience 

similarity 

When the target 

audiences of the 

club and partner 

brand are similar. 

Betting platforms target young, tech-savvy and 

professional men (Hing et al., 2016). However, 

anyone following the discussion building up to a 

football match could be included in the target audience 

of such co-branded efforts, since in-play betting 

requires to follow the game through real-time media to 

a certain extent (Rodríguez et al., 2017). Therefore, 

any social media user who passionately follows the 

club and has a common level of tech-savviness may be 

considered part of the target audience (cf. Hutchinson, 

2019). 

Geography  When the partnering 

brand operates in 

the geographical 

region the club 

seeks to enter. 

National sentiment can influence betting behaviour; 

therefore, it is recommendable to partner with a local 

brand or a brand established in the market to be 

entered (Braun and Kvasnicka, 2013). Additionally, a 

multinational strategy approach based on national 

responsive marketing communications efforts is 

suggested (Bartlett and Ghoshal, 2002), in order to 

adhere to market-specific behaviour, norms, or usage 

of social media (Newman et al., 2013; Facebook, 

2019b; 2019d). Hence, the appropriateness of social 

media channels to be chosen for such commercially-

inclined communication as well as the ‘tone of voice’ 

of said communication needs to be assessed. This 

includes, which social media channels are relevant for 

the target audience in that country and how do they 

want to be addressed.  

Image 

similarity 

When image and 

core values of both 

brands are similar. 

Co-branding relies on the strategically crucial brand 

image transfer for brand-building (Gladden, 2014). In 

order to properly transfer the brand image of the 

partner brand, image and core values need to be 

aligned (Motion et al., 2003). For example, both 

brands are seen as prestigious, cosmopolitan, or 

conservative. Such an alignment could result in the 

convergence of their target audiences (cf. Bouchet et 

al., 2013).  

Suggested tactics. A synthesis of the four co-branding strategies into one is unfeasible, 

because each strategy requires a dedicated approach. Hence, four individual tactics are 

offered to implement the discussed strategies: 

A reaching in strategy shall be implemented through live videos that deliver general 

information (possibly conceptualised as newsportv) about Celtic FC and a club they 

play on a constant basis in an existing market or competition (e.g. SPFL), treating 

both brands as ‘ingredient brands’ in the communication.  

A reaching out strategy shall be implemented through live videos that deliver 

focused information (possibly conceptualised as wraparound sportv) about Celtic 

FC and a club they play against sporadically in a new market or a competition (e.g. 
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friendly matches, UEFA Champions League, UEFA Europa League, etc.). Both club 

brands shall be conceptually unified in the live video and, ideally, be delivered 

through the social media channels of a neutral sports media organisation. 

A reaching up strategy shall be implemented through live videos that deliver general 

information (possibly conceptualised as an adaptation of newsportv) about Celtic FC 

and a brand that provides a service or product that is not a game of football in an 

existing market (see Chapter 2.5.5 and Table 2.6 for current co-branding 

possibilities). Leverage brand associations in live videos by (a) aligning the co-

brands’ visualisations, (b) using semantics to build upon the history of co-branding 

efforts, if there is a history of such efforts, and (c) involve viewers through 

interactive elements, such as Q&A segments or interactive games in the live video. 

A reaching beyond strategy shall be implemented through live videos that deliver 

skill-enhancing, focused information (possibly conceptualised as wraparound 

sportv) about Celtic FC and a brand that provides a service or product that is not a 

game of football in a new market; in this case, a betting platform. The 

implementation needs to consider usage similarity, audience similarity, geography, 

and image similarity of the co-brands (see Table 6.5 for detailed tactics). 

6.5 People ExPro 

The People ExPro relies on face-to-face interactions to evoke feelings of nostalgia 

through cultural icons (Holt, 2004; Wildschut et al., 2006) and in-group identities to 

foster social influence (Lock and Funk, 2016). Data collected in stage 1, 2, and 3, as 

well as findings from the literature review, will contribute to the discussion on this 

ExPro in order to conceptualise a dedicated example for Celtic FC. Table 6.6 offers an 

overview of the main findings from the various stages of the research. 

Affective. According to Schmitt (1999), complex feelings, such as joy and distress, 

happiness and resentment, satisfaction and fear, relief and disappointment, can result 

from the convergence of experiencing the brand while using a product or service and 

encountering a person associated with the brand. Feelings of nostalgia delivered through 

stories told by cultural icons associated with the club can intensify brand identification 

(Schmitt, 1999; Gladden and Funk, 2002; Holt, 2004). Since nostalgia commonly arises 

from stories of distress that evolve into tales of triumph and glory (Wildschut et al., 

2006), it becomes valid to include legendary personalities to convey emotional 
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messages. In stage 1, interviewee CFC elaborates on the fame and popularity of the 

Lisbon Lions among Celtic FC supporters because of their historic achievements. 

Interviewee CFC further underlines how comments in live videos are usually full of 

praise for the Lions. Similarly, another legend that could act as a cultural icon for the 

club is former Celtic FC and Japan national team attacker Shunsuke Nakamura. 

Nakamura has played a pivotal role towards the club’s success during his tenure in the 

mid and late 2000s on the pitch winning games and titles (Murphy, 2018). Additionally, 

Nakamura encouraged more Asian viewers to watch Celtic FC from outside the club’s 

main market of the UK (Rowe and Gilmour, 2010), adding a wider transnational 

characteristic to the brand (cf. Bartlett and Ghoshal, 2002).  

Cultural icons do not need to be limited to former players or managers. Current 

personalities that act as recognisable marketing assets, connecting fans and followers to 

the brand, can be cultural icons as well (Fetchko et al., 2019). For example, in stage 1, 

Interviewee CFC described the signing of Brendan Rodgers as Celtic FC manager in 

2017 as ‘massive’ in regard to publicity. Rodgers’ star power may have had a positive 

impact on the brand’s social media reach among fans and non-fans beyond Scotland, a 

notion supported by Hausman and Leonard (1997) and Berri et al. (2004) in the context 

of traditional media. A similar observation in support of the mentioned case can be done 

on social media, where in 2018 the transfer of Cristiano Ronaldo to Juventus FC helped 

increase the club’s aggregated social media followers by 6 million within approximately 

a month of the signing (RT.com, 2018; Digital Sports Media, 2019). Another example 

described during the interview in stage 1 is the signing of the first Zimbabwean 

international to Celtic FC, Kundai Benyu, who acted as a cultural icon for a specific 

market and target audience. This shows how former and current players and managers 

can be cultural icons for the club. Further tales of Celtic FC’s cultural icons can be 

found in books about former players such as Mad Dog Gravesen, Billy McNeill, and 

George Connelly, or current stars like James Forrest or Scott Brown, to name a few 

(celticfc.net, 2019d). Data gathered in stage 2 supports this approach. In 18 percent of 

the mentions, respondents note they would want to experience emotions such as 

reflection, sadness, and determination during live videos of a sports brand, which are 

emotions that either evoke or arise from nostalgia (Holt, 2004). Further support to 

incorporate these emotions is found in stage 3, where respondents find current Celtic FC 

live videos to be only moderately emotional.  
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This underlines the legitimacy of delivering nostalgic stories through cultural icons in 

order to induce emotions and therefore connect live video viewers with the Celtic FC 

brand. 

Behavioural. The People ExPro stresses the importance of fans and followers, as well 

as possible familiar faces such as broadcasters and presenters of club media, in the 

establishment and loyalty building of a club or brand community (Fetchko et al., 2019), 

thus, creating an ‘Us vs. Them’ environment (Schmitt, 1999). Fans and followers of 

said community can be classified into three different in-groups: superordinate, 

subgroup, and relational group (Lock and Funk, 2016). Stimulating active participation 

of members within these groups to co-create an experience with the brand can result in 

strengthening the bond among group members and foster social influence (Pine and 

Gilmore, 1999; Kietzmann et al., 2011). Findings in stage 2 suggest to offer different 

interaction possibilities to the various in-groups, namely V2B, B2V, and V2V (see 

Chapter 5.3.4).  

Viewers belonging to a ‘superordinate’ in-group shall be offered V2B interaction 

possibilities during live videos. This allows them to engage in interactions with the club, 

or anyone viewing the livestream, at their convenience and create positive feelings in an 

absorbing environment (see Stewart et al., 2003). The high level of inclusiveness of this 

in-group is appropriate for communication on Twitter, because of the platform’s high 

bridging social capital (Chen, 2010; Phua et al., 2017). Likewise, live videos should be 

conceptualised with topics featuring cultural icons or other people with high bridging 

social capital. Given the potential range of the viewing audience, a more global 

approach is recommended in regard to tone of voice and delivery of brand values 

(Bounds, 2019; see Chapter 2.5.6).  

Members belonging to a specific ‘subgroup’ shall be addressed with dedicated messages 

proactively asking for their participation during live videos, i.e. B2V. The relative 

inclusiveness of this in-group is characterised by physical or virtual proximity (Lock 

and Funk, 2016). Physical proximity refers to people being physically close, i.e. in or 

from the same geographical region (ibid). Virtual proximity, on the other hand, can be 

considered a proxy for cultural proximity, which assumes that the cultural connection 

between two parties or individuals increases with the interest shown in each other’s 

online behaviour (Hellmanzik and Schmitz, 2015). Given that proximity implies 

physical or cultural closeness between ‘subgroup’ members, fostering interpersonal 

connections through messages encouraging dialogue with the brand becomes valid 
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practice (Funk et al., 2016). Including a recurring familiar face representing the brand 

and interacting live with viewers, for example Gerry McCullough, Head of TV and 

Digital Media at Celtic FC, may heighten the impression that viewers increase their own 

status within the community, if their names are mentioned and opinions validated in the 

live video (Doughty et al., 2012; Yocco, 2016). The affective tendency of this in-group 

may hint towards using Instagram to reach its members via live videos (Facebook, 

2019b).  

Table 6.6: People ExPro overview for Celtic FC Experiential Grid 

Dimension Theory Stage 1 Stage 2 Stage 3 

Affective Nostalgia  
(Wildschut et al., 

2006)  

Cultural icons  
(Holt, 2004) 

“The 

appointment of 

[club manager] 

Brendan Rodgers 

was a massive 

signing for the 

club.” 

Comments in 

live video were 

full of praise for 

the Lisbon Lions. 

Use Instagram 

with celebrities 

appealing to 

younger 

audiences 

Use Facebook 

with cultural 

icons for highly 

committed 

followers 

Generally, 

positive 

emotions, i.e. 

joy, to be sought; 

nostalgia based 

on previous 

disappointments, 

hence, feelings 

of sadness or 

reflection to be 

sought 

Users find 

current live 

videos induce 

feelings, but are 

moderately 

emotional; 

attachment to 

videos is 

moderate-to-high 

Behavioural ‘Us vs. Them’ 

Multiple In-

group Identity  
(Lock and Funk, 

2016) 

“If it’s a video of 

the players 

arriving at the 

stadium, […] we 

see a lot of 

excitement 

within the fans.” 

Broadcaster and 

presenter: Gerry 

McCullough, 

Celtic FC’s Head 

of TV and club 

TV presenter 

V2B for 

‘superordinate’ 

fans (use on 

Twitter), B2V 

for ‘subgroup’ 

(use on 

Instagram), V2V 

for ‘relational’ 

group (use on 

Facebook) 

Users find 

current live 

videos 

moderately 

interactive and 

they do not 

stimulate users’ 

behaviour 

Sensory and intellectual dimension not applicable 
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The ‘relational’ group is the least inclusive in-group (Funk et al., 2016) and implies the 

strongest social influence due to its members’ high brand identification and 

commitment to the club (Bourgeon and Bouchet, 2001; Stewart et al., 2003). Due to 

close virtual proximity and keenness to share emotions and opinions with their peers 

when second-screening an event, Facebook Live can be considered the appropriate 

platform to reach this in-group (Facebook, 2019b). This is also in line with Facebook’s 

profile-based community approach instead of blog-based, as compared to Twitter or 

Instagram (Tosun, 2012; Utz et al., 2015). Members of this in-group often know each 

other from previous online or offline encounters within the group or from other social 

groups, which implies a friendship or acquaintance environment (Funk et al., 2016). 

Therefore, personalities hosting live videos may want to steer viewers towards V2V 

interaction opportunities to increase interactions among viewers. Such engagement 

bolsters self-categorisation and connection with like-minded viewers carving an even 

stronger ‘Us’ (Schmitt, 1999). Similar to the ‘subgroup’, a person with an established 

status within the community shall lead through live videos and act as a binding element 

between community members and the brand (Fetchko et al., 2019). Respondents in 

stage 3 find current live videos do not stimulate viewers’ behaviour. Hence, it is 

recommended to conceptualise live videos with enough hints and offerings towards 

real-time active participation, i.e. co-creation of the experience, of the viewing audience 

with the club. 

Suggested tactics. Combining the arguments from the two discussed dimensions 

suggest the following actions in the People ExPro for social media live videos:  

Conceptualise live videos for nostalgia (i.e. evoking feelings of reflection, 

sadness, and determination) by including cultural icons such as legendary and 

current club personalities with star power considering the three different in-

groups: Design live videos for the ‘superordinate’ in-group around V2B 

interactions and informative content on Twitter for a global, more inclusive 

audience. Design live videos for the ‘subgroup’ in-group around B2V 

interactions and affective content on Instagram for a younger audience with 

hosts these viewers can relate to. Design live videos for the ‘relational’ in-group 

around V2V interactions on Facebook built upon close virtual proximity of its 

members, i.e. friendships, with hosts that hold a high reputation within the 

community. 
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6.6 Summary 

This chapter synthesised the data collected in stages 1, 2, and 3 with the theory 

reviewed in Chapter 2 and discussed suggested tactics for each ExPro, hence, creating a 

dedicated Experiential Grid for Celtic FC (stage 4). Research objective 4 was thereby 

achieved, which aims to suggest tactics on how the case study football club can 

implement live video on social media to positively affect viewer loyalty (see Chapter 

1.2).  

The next chapter will conclude this research by answering the research question and 

reflecting on the findings. It will further summarise the theoretical and practical 

contribution and offer overall limitations of the study with suggestions for future 

research.  
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Chapter 7:  Conclusion 

The previous two chapters reported and analysed data collected for the main study and 

set them in the context of Celtic FC, the case study football club. This led to the 

conceptualisation of a dedicated Experiential Grid with marketing and communications 

tactics for social media live videos of the club. The following section concludes the 

discussion by offering an answer to the research question defined in Chapter 2.6.3. 

7.1 Answering the Research Question and Managerial Implications 

This DBA study examined the research question across three stages in order to propose 

the adapted Experiential Grid for Celtic FC in the fourth stage and to contribute a 

tactical tool relevant to the practice of management in the field of marketing and 

communications in the sports industry (see Figure 3.1). The stages were examined along 

the four research objectives defined in Chapter 1.2 and achieved in Chapter 5 and 6. 

Reaching the research objectives led to the identification and classification of the 

various social media live video characteristics within the brand experience of Celtic FC. 

This is central for answering the research question, which is: 

What are the characteristics of live video on social media that can contribute 

sensory, affective, behavioural, and intellectual experiences to the overall brand 

experience of the case study football club?  

Characteristics were investigated for each of the four dimensions of a brand experience, 

namely sensory, affective, intellectual, and behavioural (see Chapter 2.3) and set into 

the context of the Experiential Grid (see Chapter 2.4). This included taking into 

consideration the perspective of the experience-producing company (see Chapter 2.1.3 

and 2.5), i.e. the football club, and the perspective of the receiver of the experience (see 

Chapter 2.1.4), i.e. social media users and fans of the club.  

First, a representative of Celtic FC was interviewed about what kind of social media live 

video content has been produced, or could be produced, by the club and how well it has 

performed (see Chapter 5.2). The findings of the interview offered insights into the 

social media live video characteristics the club believes should be provided to their fans 

and followers. Next, social media users involved in the sports industry in a corporate, 

academic, or journalistic role were surveyed about their preferences regarding social 

media live videos of sports brands (see Chapter 5.3).  
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Figure 7.1: Suggested tactics for the Celtic FC Experiential Grid 
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Their qualitative responses provided a variety of items that were assessed and classified 

within the four brand experience dimensions (see Chapter 5.4). The next stage gathered 

quantitative data from fans and followers of the club on social media and assessed the 

relationships between brand experience, fan typology, and viewer loyalty (see Chapter 

5.5). Characteristics of the individual brand experience dimensions were thereby 

evaluated. The analysis of the data offered insights into how fans and followers perceive 

the brand experience through social media live video and where they expect 

improvement. Furthermore, it established that the brand experience influences viewer 

loyalty of Celtic FC fans and followers and the club’s social media live videos. 

After having identified and analysed relevant characteristics of live video across the 

four brand experience dimensions for stage 1, 2, and 3, the characteristics were set into 

the context of an adapted Experiential Grid, which includes the ExPros 

communications, identity, product-presence, co-branding, and people (see Chapter 2.4 

and 2.5). This step was necessary in order to define dedicated marketing and 

communications tactics that implement given characteristics and, therefore, provide 

specific brand experiences. Figure 7.1 consolidates the suggested tactics extensively 

discussed in Chapter 6 and exemplifies the dedicated Experiential Grid for Celtic FC.  

The tactics are recommendations to the management of Celtic FC on how to produce a 

holistic brand experience through social media live videos that has a positive effect on 

viewer loyalty. At the same time, the suggested tactics answer the research question. 

This includes the following summarised characteristics:  

 The Communications ExPro aims to create awareness and associations through 

exclusive and relevant stories that add excitement and surprise, therefore 

sparking conversations in the community; see Chapter 6.1 for details.  

 The Identity ExPro seeks a visual and verbal brand identity through visual and 

verbal brand artifacts. Furthermore, key experience variables should be applied 

to incite viewer participation using Instagram for affective content, Twitter for 

bridging social capital, and Facebook to reduce separation between like-minded 

fans; see Chapter 6.2 for details.  

 The Product-presence ExPro offers specific tactics for each of the brand 

experience dimensions: Actuality sportv should be applied to create sensory 

content in the form of ambient television. Panel sportv, reality sportv+, and 

telesportv should be applied to create affective content, mainly on Instagram. 
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Intellectual content should be created through wraparound sportv (mainly for 

the supporters fan typology) on Facebook Live and newsportv (mainly for 

opportunists and appreciators fan types) on Twitter. Lastly, behavioural 

campaigns can be based on reality sportv° programming that asks viewers to co-

create the brand experience through various interactions (i.e. B2V, V2B, and 

V2V), ideally on Facebook Live; see Chapter 6.3 for details. 

 The Co-branding ExPro also offers specific tactics for each of the brand 

experience dimensions: A sensory campaign shall be produced through a 

newsportv programme that delivers general information about Celtic FC and a 

club they regularly play against in an existing market or competition. An 

affective campaign should be produced through a wraparound sportv 

programme that delivers focused information about Celtic FC and a club they 

play against sporadically in a new market or competition. An intellectual 

campaign should be produced through a newsportv programme that delivers 

general information about Celtic FC and non-football club brand in an existing 

market, while aligning visualisations, using semantics to build upon history of 

co-branding efforts, and involving viewers through interactive elements. A 

behavioural campaign should be produced through a wraparound sportv 

programme that delivers skill-enhancing, focused information about Celtic FC 

and a betting platform; see Chapter 6.4 for details. 

 The People ExPro focuses on nostalgia by including cultural icons with star 

power in live videos, while considering different conceptualisations and delivery 

of content for the three in-groups, ‘superordinate’ (i.e. V2B interactions and 

informative content on Twitter), ‘subgroup’ (B2V interactions and affective 

content on Instagram), and ‘relational’ (V2V interactions on Facebook); see 

Chapter 6.5 for details. 

7.2 Contribution to Theory and Practice 

As discussed in Chapter 2.6.2, academic research has neglected to explore the field of 

brand experiences from a media content perspective. The media content perspective 

refers to the production of dedicated content to deliver information or an experience 

through a specified communications channel (Jenksin, 2006; Hutchins and Rowe, 

2012).  
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The main theoretical contribution of this study is derived through the investigation of 

the effects of a football club’s brand experience on its online audience’s loyalty to the 

club’s social media live video content. This is provided by examining the characteristics 

of the media content needed to produce the brand experience (see Chapter 5). 

Additionally, it offers a novel perspective to Pine and Gilmore’s (1999) seminal 

experience economy concept by setting it into the context of social media live video of a 

professional football club.  

A further theoretical contribution is the application of the brand experience scale by 

Brakus et al. (2009) in a social media context and the confirmation that the scale has 

issues with the factor analysis, as noted in research by Walter et al. (2013) and Cleff et 

al. (2013). Moreover, this research adds the perspective of online video viewer loyalty 

to extant research on the relationship between brand experience and brand loyalty (e.g. 

Dick and Basu, 1994; Sahin et al., 2011; Ramaseshan and Stein, 2014) by applying the 

behavioral intentions battery as proposed by Zeithaml et al. (1996) in the context of 

social media live video viewership. Lastly, the study found that there is a strong 

relationship between the brand experience of the case study football club’s social media 

live videos and viewer loyalty. No other empirical study was found that has examined 

that phenomenon. 

The main practical contribution of this study is the development of Schmitt’s (1999) the 

Experiential Grid, the dedicated marketing and communications tool, with tactics on 

how to implement social media live video content to improve the brand experience of a 

sports brand (see Chapter 6). The study adapted the ExPros proposed by Schmitt (1999) 

to a social media context, hence, offering a tool for online marketers and 

communications specialists. The offered Experiential Grid shall support marketing 

executives and directors in their conceptualisation of possible marketing and 

communications strategies to create a holistic brand experience for their brand in order 

to entice their social media audience. Furthermore, the proposed tactics shall support 

social media and online community managers in the creation of social media content 

within the four brand experience dimensions for the five discussed ExPros. No 

academic research has been found that developed such tactics for a brand.  

Consequently, this study closes the identified research gap by offering unique 

theoretical and practical contributions to the body of knowledge in the field of brand 

experience in digital marketing and communications of a sports brand. 
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7.3 Limitations of the Experiential Grid and Future Research 

The limitations of the proposed methodology for this research were discussed in detail 

in Chapter 3.10. This section therefore focuses on the limitations regarding the findings 

of this study and possible future research.  

The main limitation is the transferability and generalisability of the Experiential Grid 

developed in Chapter 6 for Celtic FC to other brands. Although brands may be built 

upon the same brand characteristics (Bridgewater, 2010), differences in brand identity 

raise challenges in the transfer of dedicated marketing and communications tactics from 

one brand to another (Aaker, 1991). In regard to brand experience, research by Walter et 

al. (2013) and Cleff et al. (2013) note the same limitation. Future research should 

therefore investigate a different brand, while following the same methodology, and 

develop tactics that should be scrutinised with the tactics proposed in this study for 

generalisability. However, consideration should be given to the market and target 

audience of the brand, which may have an impact on the choice of social media 

surveyed, as well as on the social media behaviour of the target audience (Kietzmann et 

al., 2011).  

Another limitation is the model fit of stage 3 in the main study, assessed in Chapter 

5.4.6. Although it was concluded that the observed data and the proposed model fit to 

an acceptable degree for this study, the questionnaire for stage 3 could be improved. 

Similarly, the factor analysis of the same questionnaire was expected to expose four 

factors for the brand experience dimensions, but only two factors were exposed (see 

Chapter 5.4.3). As with the transferability and generalisability of the findings, research 

by Walter et al. (2013) and Cleff et al. (2013) note the same limitation. Therefore, 

further research should investigate the items and the structure of the questionnaire 

developed in Chapter 3.4.3 and applied in Chapter 5.4 in order to improve the model fit 

and the factors of the data collection instrument.  
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Appendix A: List of Analysed Facebook Live Videos 

The following list includes all Facebook Live videos analysed in Chapter 2.2.8. All 

videos were accessed on 27 April 2017: 

Club Year Date Available at: 

ACF Fiorentina. (2017a).  18 Mar. https://www.facebook.com/ACFFiorentina/

videos/1475575032473688/  

 (2017b).  19 Mar. https://www.facebook.com/ACFFiorentina/

videos/1476791345685390/ 

 (2017c).  19 Mar. https://www.facebook.com/ACFFiorentina/

videos/1476918652339326/ 

 (2017d).  1 Apr. https://www.facebook.com/ACFFiorentina/

videos/1491330557564802/ 

 (2017e).  2 Apr. https://www.facebook.com/ACFFiorentina/

videos/1492615257436332/ 

 (2017f).  2 Apr. https://www.facebook.com/ACFFiorentina/

videos/1492784517419406/ 

 (2017g).  8 Apr. https://www.facebook.com/ACFFiorentina/

videos/1499677146730143/ 

 (2017h).  9 Apr. https://www.facebook.com/ACFFiorentina/

videos/1500723413292183/ 

 (2017i).  9 Apr. https://www.facebook.com/ACFFiorentina/

videos/1500837396614118/ 

 (2017j).  2 Apr. https://www.facebook.com/ACFFiorentina/

videos/1492559257441932/ 

 (2017k).  12 Apr. https://www.facebook.com/ACFFiorentina/

videos/1503890909642100/ 

 (2017l).  17 Feb. https://www.facebook.com/ACFFiorentina/

videos/1441083922589466/ 

 (2017m).  17 Mar. https://www.facebook.com/ACFFiorentina/

videos/1474554959242362/ 

 (2017n).  7 Apr. https://www.facebook.com/ACFFiorentina/

videos/1498416016856256/ 

Brisbane Roar FC.  (2017a).  25 Mar. https://www.facebook.com/brisbaneroarfc/

videos/10155093167938536/ 

 (2017b).  25 Mar. https://www.facebook.com/brisbaneroarfc/

videos/10155093492013536/ 

 (2017c).  2 Apr. https://www.facebook.com/brisbaneroarfc/

videos/10155116418588536/ 

 (2017d).  2 Apr. https://www.facebook.com/brisbaneroarfc/

videos/10155116733833536/ 
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 (2017e).  16 Apr. https://www.facebook.com/brisbaneroarfc/

videos/10155163197018536/ 

 (2017f).  16 Apr. https://www.facebook.com/brisbaneroarfc/

videos/10155163526178536/ 

 (2017g).  20 Apr. https://www.facebook.com/brisbaneroarfc/

videos/10155177753963536/  

 (2017h).  21 Apr. https://www.facebook.com/brisbaneroarfc/

videos/10155183586788536/ 

 (2017i).  21 Apr. https://www.facebook.com/brisbaneroarfc/

videos/10155184092678536/ 

BSC Young Boys. (2017a).  5 Feb. https://www.facebook.com/ 

bscyb/videos/1705878469439332/ 

 (2017b).  18 Feb. https://www.facebook.com/bscyb/videos/1

722257461134766/ 

 (2017c).  17 Apr. https://www.facebook.com/bscyb/videos/1

805172796176565/ 

Celtic FC. (2017a).  5 Feb. https://www.facebook.com/CelticFC/video

s/1454311571275410/ 

 (2017b).  11 Feb. https://www.facebook.com/CelticFC/video

s/1460310270675540/ 

 (2017c).  16 Apr. https://www.facebook.com/CelticFC/video

s/1536976026342297/  

 (2017d).  23 Apr. https://www.facebook.com/CelticFC/video

s/1545488758824357/  

 (2017e).  29 Mar. https://www.facebook.com/CelticFC/video

s/1511840265522540/ 

 (2017f).  2 Apr. https://www.facebook.com/CelticFC/video

s/1516755725030994/ 

 (2017g).  6 Apr. https://www.facebook.com/CelticFC/video

s/1521827947857105/  

 (2017h).  14 Apr. https://www.facebook.com/CelticFC/video

s/1534260889947144/ 

FC Basel. (2017a).  2 Mar. https://www.facebook.com/fcbasel1893/vid

eos/10155027816096407/ 

 (2017b).  5 Apr. https://www.facebook.com/fcbasel1893/vid

eos/10155137096291407/ 

 (2017c).  9 Apr. https://www.facebook.com/fcbasel1893/vid

eos/10155151660346407/ 

 (2017d).  22 Apr. https://www.facebook.com/fcbasel1893/vid

eos/10155194469946407/ 

FC Zurich. (2016a).  28 Sep. https://www.facebook.com/fcz.ch/videos/1

209016215828583/ 
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 (2016b).  2 Nov. https://www.facebook.com/fcz.ch/videos/1

245736975489840/ 

 (2016c).  23 Nov. https://www.facebook.com/fcz.ch/videos/1

270256203037917/ 

Manchester City 

FC. 

(2017). 17 Apr. https://www.facebook.com/mancity/videos/

10158740154565455/ 

New York City FC. (2017a).  1 Apr. https://www.facebook.com/newyorkcityfc/

videos/758759257630866/ 

 (2017b).  1 Apr. https://www.facebook.com/newyorkcityfc/

videos/758780320962093/ 

 (2017c).  1 Apr. https://www.facebook.com/newyorkcityfc/

videos/758798097626982/ 

 (2017d).  1 Apr. https://www.facebook.com/newyorkcityfc/

videos/758860244287434/  

 (2017e).  8 Apr. https://www.facebook.com/newyorkcityfc/

videos/763722163801242/ 

 (2017f).  8 Apr. https://www.facebook.com/newyorkcityfc/

videos/763744813798977/ 

 (2017g).  8 Apr. https://www.facebook.com/newyorkcityfc/

videos/763797093793749/ 

 (2017h).  15 Apr. https://www.facebook.com/newyorkcityfc/

videos/767978666708925/ 

 (2017i).  15 Apr. https://www.facebook.com/newyorkcityfc/

videos/768011670038958/ 

 (2017j).  15 Apr. https://www.facebook.com/newyorkcityfc/

videos/768024660037659/ 

 (2017k).  15 Apr. https://www.facebook.com/newyorkcityfc/

videos/768084660031659/ 

 (2017l).  23 Apr. https://www.facebook.com/newyorkcityfc/

videos/773400192833439/ 

 (2017m).  23 Apr. https://www.facebook.com/newyorkcityfc/

videos/773438369496288/ 

 (2017n).  23 Apr. https://www.facebook.com/newyorkcityfc/

videos/773463026160489/ 

 (2017o).  23 Apr. https://www.facebook.com/newyorkcityfc/

videos/773543722819086/ 

 

  



 

 240 

Appendix B: Interview Guide for Stage 1 

This section presents the interview guide used to collect data for stage 1. The document 

handed to the participant included a dedicated introduction thanking the interviewee, 

explaining the purpose of the interview, and highlighting the ethical considerations. 

This appendix includes only the guiding questions in the main part of the document:  

Introductory question(s) 

 Do you agree to the recording of the interview? 

Main part  

Live video on social media activities undertaken by the club or planned in the future in general; e.g.:  

 Content format: interviews, pre-match, halftime, post-match, press conference, studio 

shows, club TV, etc. 

 What live video content has the club published thus far? 

 More interested in a specific format, why? 

 What has worked so far, what hasn’t?  

 How do fans/followers react to different content? 

 What behaviour, actions, or interactions does the club seek from fans? 

 Does the club seek different behaviour, actions, or interactions from different socio-

demographic fan groups, i.e. occasional fans (might include families), socialites 

(might include VIPs), supporters (German: ‘Kurvenfan’), interactives (general 

football lovers)? 

 How much is camaraderie between viewers of live streams important in the 

communication of the club? 

 Channels: FB, IG, TW/PS, YT, own TV channel, others 

 Which social media channels do you use for live video? 

 More interested in a specific channel, why? 

 What has worked so far, what hasn’t? 

 Different content for different channels? 

 Categories: 1st team, academy, women’s team, charities, esports, sponsors, etc. 

 Which categories does the club want to promote through live video? 

 How do fans/followers react to different categories? 

 Live video on Social Media included in business goals (communication, marketing, 

commercial, branding, etc.)? 

 Which business goals does the club try to achieve with live videos? 

 More interested in a specific business goal, why? 
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 What has worked so far, what hasn’t? 

 Where do you see opportunities? 

 Different goals for different channels? 

 Which are the technological challenges in undertaking live video on social media, i.e. 

availability of 4G/WiFi, equipment in general, etc.? 

 Which are the human resource challenges in undertaking live video on social media, i.e. 

limited headcount, etc.? 

 Which are the challenges in communicating with different fan groups, i.e. different 

needs, languages, jargon, culture, hostile behaviour, etc.? 

Closing remarks 

 Shorts summary 

 Thank you 

 Next steps: 

 Review audio recording and notes 

 Transcription 

 Return transcription for consent and to agree it is an accurate representation of what 

was discussed 

 Amend where necessary 

 

  



 

 242 

Appendix C: Example of In Vivo Coding for Stage 1 

The following screenshots show a sample of the in vivo coding in stage 1:  
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Appendix D: Online Questionnaire for Stage 2  

The following screenshots portray the online questionnaire with open-ended questions 

used to collect data for stage 2:  
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Appendix E: Example of In Vivo Coding for Stage 2 

The following screenshots show a sample of the in vivo coding in stage 2:  
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Appendix F: Online Questionnaire for Stage 3  

The following screenshots portrays the online questionnaire with open-ended questions 

used to collect data for stage 3:  

 

 

 


