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AGENDA “DIGITAL FAN IN HANDBALL” 

Fundamental changes in communication through digitalization 

Identifying fans 

Addressing fans 

Practical examples 
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AGENDA 

FUNDAMENTAL CHANGES 

IN COMMUNICATION 

THROUGH 

DIGITALIZATION 
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OLD COMMUNICATION MODEL: 

PUSH-COMMUNICATION BY COMPANIES 

1. 2. 
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NEW COMMUNICATION MODEL: 

SOCIAL MEDIA ENABLES EXCHANGE IN REAL TIME 

1. 2. 

» SPONSORS 

» RIGHTSHOLDERS 

» AGENCIES » RADIO 

» TV 

» ON SITE 

» ONLINE 

» PRINT 

 

» „CLIENTS“ 

SENDER 
» CONTENT « 

SERVICE AGENCY 
» PREPARATION « 

TYPE OF MEDIA 
» MESSAGE « 

RECIPIENT 
» “SECRET” CONVERSATION « 

SENDER RECIPIENT 

Social Media 

4. 
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SOCIAL MEDIA 
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8% 

43% 
31% 

14% 
3% 

52% 

Always 

Often 

Rarely 

Never 

No answer 

TOP-2-BOX 
“Always” + “Often” 62% 

53% 

39% 

14-29
years of

age

30-44
years of

age

45-59
years of

age

SECOND SCREENING DURING TV 

BROADCASTS 

n=240 n=267 n=263 

Basis: 770 representative respondents between the ages 14 and 59 years, who use Free-TV or Pay-TV to gather 

information about sport 

On average 39% of 

the Multi-Screeners 

are also online during 

the broadcast time  

THE RISE OF SECOND SCREENING & THE IMPORTANCE OF MILLENIALS 
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FIFA 2014 WORLD CUP SOCIAL MEDIA IMPACT CASE STUDY 

Approximately 15 million Fans  

‘liked’ Neymar’s Facebook  

Page from the Beginning  

Of the World Cup. 

Chelsea’s announcement  

Of their new signing on the  

first day of the World Cup  

led to 140k ‘likes’ on their 

 official Facebook page.  

Arsenal generated  

Over 150k ‘likes’ with the 

unveiling of Alexis Sanchez 

in the new Puma kit. 

Of Facebook’s 1.3 billion users, 88 million 

people created 280 million interactions for the 

Final, making it the single most-talked-about 

sporting event in Facebook history.  

32.1 million tweets generated during the Final. 

Vs. 

35.6 million tweets generated  

during the cup-defining  

Germany vs. Brazil  

Semi-Final game. 

672  million 
Tweets during the Tournament 

3 billion 

World Cup related posts, comments 

and likes on Facebook 

Vs. 

Views 

Shares 

Share rate 

213,965,724 100,242,944 

2,605,625 971,559 

1.2% 1.0% 

Facebook has  

1.3 billion users 

40% 

Are Football fans 
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QATAR 2015 HANDBALL WORLD CUP SOCIAL MEDIA IMPACT CASE STUDY 

Approximately 14% increase in Fans on Facebook Page from the Beginning  

Of the World Cup until the End. 

Over 600k Fans still make him by far the most popular Player in Handball, but 

also shows huge Gap compared to Football Players. 

>31.500 tweets were generated during the Final. 

Vs. 

342.269 
Tweets during the Tournament 

NIKOLA KARABATIC 

94.401 social posts generated on Final Day. 

Top Countries 

1. France (77k) 

2. Argentina (28k) 

3. Germany (14k) 

Top Hashtags 

1. #handball (97k) 

2. #qatar2015 (45k) 

3. #handballwm (15k) 

4. #fraqat (14k) 

5. #finale (6,7k) 

Top @Mentions 

1. @gladiadoreshb 

2. @2015handball 

3. @ffhandball 

4. @nkarabatic 

5. @handballvine 
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AGENDA 

IDENTIFYING FANS 

02 
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2 PHASES TO IDENTIFY FANS 
SOCIAL MEDIA MONITORING AND MARKET RESEARCH 

» Who? 

» Where? 

» What? 

» How? 

QUALITATIVE PRESTAGE – Social Media Analysis 1 

QUANTITATIVE STAGE -  Online Market Research 2 

INTERESTED IN 

HANDBALL 

SYMPATHISERS OF 

HANDBALL 

FANS OF HANDBALL 

B-2-C 

SportsDNA – FAN DNA 
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SOCIAL MEDIA MONITORING IDENTIFIES COUNTRIES WITH HIGHEST BUZZ 

AROUND HANDBALL 

Countries with highest buzz for handball  

Total amount of conversations about keyword handball worldwide first quater of 2015: 

QUALITATIVE PRESTAGE – Social Media Analysis 1 

824.000 
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World Cup 

Qatar 2015 

FINAL 

World Cup 

Qatar 2015 

Preparation 

World Cup 

Qatar 2015 

Group stages 

National and international leagues 
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DEEP DIVE INTO COUNTRIES – BUZZ FROM FRANCE AND GERMANY 

63% 37% 

>40% 

Index:* 

>4% 

<4% 

Total Buzz for 3 month: ~125.000 

>20% 

Index:* 

>7% 

<7% 

Total Buzz for 3 month: ~27.500 

~30 years 

Tonality Percentage 

Positive 23% 

Neutral 60% 

Negative 17% 

QUALITATIVE PRESTAGE – Social Media Analysis 1 

General demographics 
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2 PHASES TO IDENTIFY FANS 
SOCIAL MEDIA MONITORING AND MARKET RESEARCH 

» Who? 

» Where? 

» What? 

» How? 

QUALITATIVE PRESTAGE – Social Media Analysis 1 

QUANTITATIVE STAGE -  Online Market Research 2 

INTERESTED IN 

HANDBALL 

SYMPATHISERS OF 

HANDBALL 

FANS OF HANDBALL 

B-2-C 

SportsDNA – FAN DNA 



FANDNA REVEALED DIFFERENT FAN SEGMENTS 
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THE 7 BEHAVIOURAL SEGMENTS 

x 

TREND POSITIVE Love my sport. Love what it says about me. 

GAME EXPERT All  about the sport, everything else is a distraction. 

CONNECTION FAN It’s about participating, it brings people together. 

ARMCHAIR FAN Something to watch on my own. 

BUSY If only I had time! 

DISENGAGED What’s all the fuss about? 

CYNIC It’s all a con! 

Global Average % 
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SEGMENTS SHOW DIFFERENT AFFINITY TOWARDS TECHNOLOGY 

TREND POSITIVE BUSY ARMCHAIR FAN GAME EXPERT CONNECTION FAN 

47 % 
100 % 72 % 62 % 60 % 

Note: Score derived from degree of agreemant concerning different statements of using technology. 

REACHING THE MAJORITY OF THE FANS VIA DIGITAL CHANNELS 
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THE 7 BEHAVIOURAL SEGMENTS IN GERMANY 

x 

TREND POSITIVE 

GAME EXPERT 

CONNECTION FAN 

ARMCHAIR FAN 

BUSY 

DISENGAGED 

CYNIC 

Handball % Club x % 

17 36 

? 

? 

? 

? 

? 

? 

? 
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LEVEL OF INTEREST IN HANDBALL IN SELECTED COUNTRIES 

52% 

QUANTITATIVE STAGE -  Online Market Research 2 

Question: How would you describe the level of interest for the following sports?  [Figures in %] 

Very Interested Interested A little interested Not interested at all 

9,6% 18,5% 

5,52 Mio. 10,63 Mio. 
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DEEP DIVE INTO GERMANY – OF THE 16 MIO. PEOPLE INTERESTED IN 

HANDBALL, ~14,9 MIO. ARE OF THESE GROUPS ENGAGING WITH SPORTS 

People interested in 

Handball (Top-2 Box): 

16.15 Mio.  

QUANTITATIVE STAGE -  Online Market Research 2 

x 
Very interested 

In Total of population (Mio.) 

Interested 

TREND  

POSITIVE 

GAME 

EXPERT 

CONNEC- 

TION FAN 

ARMCHAIR 

FAN 

BUSY DIS- 

ENGAGED 

CYNIC 

Top-2 Box 4,1% 6,3% 8,1% 43,7% 43,7% 39,1% 67,6% 

2,67 1,04 8,93 2,43 0,34 0,58 0,47 

HIGH POTENTIAL TO BE WON AS FANS 
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AGENDA 

ADDRESSING FANS 

03 
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FANS LIVE WITH THERE CLUB 24/7 AND ALONG DIFFERENT TOUCHPOINTS 

– THEY CAN BE ADDRESSED ALMOST EVERYWHERE  

FAN 

JOURNEY  

Independently from the reason why the fan uses social media, point of contacts with the fan are created during the fan journey along his or her favorite club, favorite athlete, etc. 

The fan travels this journey throughout his life. Different measures serve as the basis of activation possibilities, which are oriented towards the respective needs of the fan and 

which extend the event experience both before and after the event.   

WARM UP FOR THE EVENT 

e.g. apps which generate attention and 

serve as a teaser for the event  

TICKET PURCHASE  

INFORMATION ABOUT THE EVENT 

Lineup, training reports, 

exclusive preliminary reports  

PRE-EVENT EXPERIENCE 

On-site activation, augmented 

reality 

DURING THE EVENT 

ARRIVAL  

POST-EVENT EXPERIENCE 

Exclusive follow-up reports, 

highlights, behind-the-scenes 

EVEN FANS WHO DO NOT VISIT THE EVENT  

CAN BE REACHED DIGITALLY  

Beacons*, 

apps, etc. 

Ticketapp or 

Facebook tickettab 

Stadium/Event App, Live FAQ 

* Beacons – wireless transmission of data between sender and mobile device via app  
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MULTI-MEDIA ALONG THE TOUCHPOINTS – THE RIGHT MIX IS IMPORTANT 

NEWSPAPERS 

MAGAZINES 

TRADITIONAL 

ONLINE 
LIVE 

DVR 

APPLE TV 

ROKU 

XBOX 

GOOGLE 

CHROMECAST 

AMAZON FIRE 

TV 

iOS 

WEBSITES 

ANDROID 

WINDOWS 

EMAIL 

BLACKBERRY PLAYSTATION 

Wii 

APPS / 

MOBILE GAMING 

FACEBOOK 

TWITTER 

YOUTUBE 

INSTAGRAM 

PINTEREST 

TUMBLR 

GOOGLE+ 

SNAPCHAT 

BROADCAST 

SOCIAL MEDIA 

PRINT 

RADIO 

TABLET 

GAMING 

CONSOLES 

MOBILE 

SET-TOP  

BOXES 

VENUE 

EXPERIENCE 

VENUE 

EXPERIENCE 

ONLINE 
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THE RIGHT CONTENT IS DELIVERED BY RIGHTS HOLDERS – CREATING 

FAN STORIES WITH SPONSORS IS THE KEY TO SUCCESS 

OPTIMISE THE 

DELIVERY  TIMELY 

& RELEVANT 

CONTENT TO FANS 

HIGHER  

REACH 

SPONSORS RIGHTS HOLDER 

FAN 

STORY 

FAN 

ADVICE ON VALUE 

GENERATING 

OPPORTUNITIES TO 

COLLABORATE WITH 

SPONSORS 

STRONGER 

INTERACTIONS 
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CREATING FAN STORIES IS A CHALLENGE – THE RIGHT SUCCESS 

FACTORS HAVE TO BE CONSIDERED 

02 HUMAN MOTIVES 
Social and individual motives influence 

success of digital activities and 

activations 

03 
CHANNEL COMMUNICATION 
Digital activities will be most successful 

when played specifically for each channel 

and when linked over all different channels 

with channel specific mechanisms 

01 CONTENT 
Exclusive and interactive content as well 

as personal benefits are important 

success factors. 
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INTERVENTION: CONNECTION FAN 

Facebook YouTube WhatsApp Google+  Twitter  Instagram Vimeo 

49% 

40% 41% 

Likes Shares Comments

Sports teams or organisationen minimum once per 

week on FACEBOOK… 

SOICAL MEDIA USED TO GENERATE INFORMATION ABOUT SPORTS 

Sports teams or organisationen minimum once per 

week on TWITTER… 

30% 

40% 
36% 

Retweet Favourite Reply

*Index value 100 = average 

Base: Representative respondents who use the Internet at least once a month for information about sports 

Basis: User on Facebook for sports information Basis: User on Twitter for sports information 

>140 

Index:* 

111-140 

91-110 

71-90 

<70 
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AGENDA 

PRACTICAL EXAMPLES 

04 
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BEST PRACTICE – HEINEKEN „SHARE THE SOFA“ 

HEINEKEN – #SHARETHESOFA 

» 2013/14 UEFA Champions League as an official 

sponsor of the competition, activated with the 

second screen campaign #ShareTheSofa. 

» During matches well-known former football stars 

such as Hernán Crespo, Fernando Morientes and 

Ruud van Nistelrooy answered questions from fans 

live via Twitter  

» Campaign was implemented in several locations 

and cities – even outside of Europe. 

» Pictures and videos were additionally used to give 

impressions of the game to all virtual spectators, 

without having the permission to show live images.  

» During half-time Heineken broadcast a live stream 

directly from the couch in which the stars answered 

more Twitter questions. 

» This campaign made the fans feel like following the 

game on their couch directly next to their idol. 
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SUCCESS FACTORS OF SHARE THE SOFA 

1. The integration of testimonials puts the brand more into the 

background and gives fans the opportunity to get in direct 

contact with their football idols.   

 Exclusive, interactive contents 

 Direct contact with testimonials addresses several social and 

personal motives (attention, excitement, to express opinions 

publicly) 
 

2. Use of hashtags and multipliers  

 High reach and searchability  

 Cross-channel virality  
 

3. Use of multi-screen 

 Addressing the changed media consumption with previous market 

research on the subject of multi-screen usage 

 Increasing the added value for customers by using a strategic 

approach and planning each influence factor.  

Earned media in more than 94 

countries 

In total #ShareTheSofa achieved 

approx. 1.2 billion impressions 

79% of all discussions in Social Media 

about the Champions League 

contained the hashtag #ShareTheSofa, 

and even 98% in Central America.  

The purchase intention 

increased by 7% 

Reach of 13.4 million Twitter 

users per game  



TURKISH AIRLINES – EYE OF THE FAN 

 

» Transport of fan experience on-site via digital 

channels 

» Connection of online and offline activities of fans 

» Selection of 4 fan reporters per finals team, which 

were equipped with helmet cameras and had 

exclusive insights to the teams, locker rooms, etc. 

» Videos were uploaded directly to Social-Media-

profiles of Turkish Airlines on Twitter, Facebook, 

YouTube, Vine and Instagram,  

» Connecting all contents on theeyeofthefan.com  

» Further activations through #eyeofthefan with 

selected fan tweets during final 4 games to support 

teams on LED perimeter board and screens 

BEST PRACTICE – TURKISH AIRLINES „EYE OF THE FAN“ 
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SUCCESS FACTORS OF THE EYE OF THE FAN 

1. Fan as central factor for digital activities and activations 

 Exclusive behind the scenes content – made come alive by fan 

reporter through “eyes” 

 Direct contact with athletes and teams addresses several social and 

personal motives (attention, excitement) 

 Dunk 360 activation –fan experience with contest against other fans 

and pros and real-time sharing 

 

2. Use of hashtags and athletes 

 High reach and searchability  

 Cross-channel virality  
 

3. Use of hub based on ugc 

 One central place for fans with all relevant info, multimedia, etc. 

 Fans are inspired by other fans, get exclusive insights and can win 

at the same time  

 

Over 40.000 user generated content 

2.200 Basketball fans took part in Dunk 

360° - reach via social media about 

900.000 people 

Total social media reach of campaign: 

7.303.989 
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[CONTACT DETAILS] 

Phone +49 (0)221 430 73 - 114 

Fax +49 (0)221 430 73 - 111 

Email sschroeder@repucom.net 

Phone  +49 (0)221 430 73 - 180 

Fax  +49 (0)221 430 73 - 111 

Email  nsobania@repucom.net 

NIKOLAS SOBANIA 

Senior Manager Digital & Social Media 

STEPHAN SCHRÖDER 

Managing Director DACH 

© pictures by AFP 

LET’S GET 

CONNECTED 

REPUCOM DEUTSCHLAND GMBH 

SCHEIDTWEILERSTR. 17 

50933 KÖLN 

REPUCOM.NET 


