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ABSTRACT
This study investigates the role of social media in driving business development for 
Danish professional football clubs. It particularly examines how social media engagement 
impacts fan loyalty, fan size, and overall business growth. We employed structural 
equation modeling (SEM) to analyze data from a total sample of 127 participants, 
collected through questionnaires distributed to club directors and fans across Denmark. 
The findings reveal that social media fan pages significantly contribute to business 
growth, with leading social media platforms playing a crucial role. Specifically, social 
media engagement enhances both fan loyalty and fan size, which directly impacts the 
overall business development of football clubs. Theoretically, this research introduces a 
new model elucidating how premier social media platforms influence fan loyalty, fan 
size, and the overarching business development of football clubs. It expands our 
understanding of brand loyalty and business growth within the social media context. 
Practically, it provides actionable insights for club stakeholders on effectively utilizing 
social media platforms to foster fan loyalty, grow their fan base, and achieve substantial 
business growth. This study makes a novel contribution to the academic literature on 
sports club business development through social media. It offers both theoretical and 
practical insights into effective commercial strategies that clubs can employ to leverage 
social media engagement, marking a significant step forward in football club commercial 
strategy.

Introduction

The proliferation of social media has revolutionized many industries, including the world of sports. This 
paper delves into the impact of social media on the business development of football clubs, with a 
specific focus on the Danish football league. Brand loyalty, often perceived as a key metric of business 
development, is influenced significantly by social media interactions. However, to fully understand this 
relationship, it is imperative to consider other contributing factors.

In exploring this dynamic, we reference the strategy implemented by Liverpool FC, not as an isolated 
case but as an exemplar of the broader potential social media holds for football clubs. This case under-
scores how effectively leveraging social media platforms can enhance fan engagement and, subsequently, 
business development. We will contextualize this within the broader spectrum of social media’s impact 
on sports marketing and fan interaction.

The choice of Denmark as our research setting is not arbitrary. The Danish Football League presents 
a unique blend of passionate fan bases and progressive social media usage, making it an ideal context 
to study the nuances of digital fan engagement and its effects on football clubs’ business models.
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The use of social media is pivotal in shaping the business development of Danish professional football 
clubs. This study delves into how these clubs leverage social media platforms like Facebook, Twitter, 
Instagram, and YouTube, not only to widen their fan bases but also to strengthen team loyalty. While 
acknowledging the general significance of social media in business strategies across various industries, 
as noted by Rodriguez et  al. (2012), we focus specifically on the unique landscape of sports 
organizations.

Recognizing brand loyalty as a cornerstone of business development (Qualman, 2010), we examine 
the role of social media in enhancing business development within the context of football clubs. This 
is particularly relevant given Tsiotsou’s (2013) insights on promotional initiatives in sports teams aimed 
at nurturing fan interest and participation. The example of Liverpool Football Club, analyzed by 
Parganas and Anagnostopoulos (2015), serves as a model of successful social media strategy in football 
clubs, showing how a customer-centric approach can lead to substantial growth in international 
markets.

Recent studies have underscored the positive impact of digital media on customer loyalty in sports 
contexts, confirming the need for tailored strategies in sports marketing to optimize social media’s influ-
ence (Chelladurai, 2013; Doyle et  al., 2020). However, our research will not encompass the ‘dark side’ of 
social media engagement, as noted by Payne and Frow (2017), as it falls outside our study’s scope.

While acknowledging the multifaceted nature of social media, this study focuses on its positive 
aspects, particularly in building and sustaining brand loyalty. The introduction of dark aspects of social 
media, while relevant, falls outside the scope of our current research. This study aims to investigate 
how social media engagement enhances fan loyalty and fan size, which in turn drives the business 
development of football clubs. We draw upon theoretical frameworks from previous research, such as 
Lim et  al. (2015), Santos et  al. (2019), and Yoshida et  al. (2018), to develop our conceptual model and 
hypotheses.

Literature review

The integration of social media in business strategies, particularly for sports organizations, has been a 
focal point of contemporary research. The initial conceptualization of social media as a business tool was 
broad, focusing mainly on its capacity to enhance customer interaction and brand exposure 
(Mohammadkazemi et  al., 2020; Prodanova & Van Looy, 2019; Todd & Javalgi, 2007). While the role of 
information technology and communication infrastructure in global market development has been 
widely recognized (Todd & Javalgi, 2007), the specific impact of social media on football clubs’ business 
growth demands a more nuanced examination. This review builds upon foundational studies (Lee et  al., 
2016; Prodanova & Van Looy, 2019) and explores three critical areas: the role of social media in business 
development, the influence of social media platforms on fan loyalty, and the influence of fan loyalty on 
business development.

Role of social media in business development

Social media has become a pivotal element in modern business strategies, driving customer engage-
ment, brand awareness, and ultimately business growth. Platforms, such as Facebook, Instagram, Twitter, 
and YouTube enable businesses to reach a broader audience, facilitate direct communication, and build 
stronger relationships with customers (Kaplan & Haenlein, 2010). Studies have shown that social media 
marketing significantly enhances brand loyalty, customer satisfaction, and business performance (Akar 
et  al., 2015; Casaló et  al., 2010).

In sports organizations, social media is used not only for marketing but also for fan engagement and 
community building. By leveraging social media, sports clubs can interact with fans in real-time, share 
exclusive content, and create a sense of belonging among supporters (Vale & Fernandes, 2018). This 
interaction is crucial for sustaining fan interest and participation, which are key drivers of business devel-
opment in sports clubs (Tsiotsou, 2013). Recent studies highlight the potential of social media from a 
multi-platform perspective, underscoring its role in connecting with fans in the digital age (Fried & 
Mumcu, 2017; Hull & Abeza, 2021; Romero-Jara et  al., 2023).
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Influence of social media platforms on fan loyalty

Fan loyalty is a critical metric for the success of sports organizations. Social media platforms play a sig-
nificant role in fostering this loyalty by providing fans with a direct line of communication with their 
favorite teams and players. Studies have highlighted the effectiveness of platforms like Facebook and 
Twitter in building a loyal fan base (Doyle et  al., 2020; Vale & Fernandes, 2018).

Social media engagement enhances fan loyalty by allowing fans to interact with content, participate 
in discussions, and feel a part of the team’s community. Research indicates that social media activities, 
such as liking, sharing, and commenting on posts, contribute to a fan’s emotional and psychological 
connection to the team, thus increasing attitudinal and behavioral loyalty (Gladden & Funk, 2001; Iwasaki 
& Havitz, 2004).

Influence of fan loyalty on business development

The relationship between fan loyalty and business development is well-documented in the literature. Loyal 
fans are more likely to attend games, purchase merchandise, and engage in other revenue-generating activ-
ities, which directly contribute to the financial success of sports clubs (Mahony et  al., 2000; Wu et  al., 2012).

Fan loyalty also leads to positive word-of-mouth and advocacy, attracting new fans and expanding 
the club’s reach. This expansion is crucial for business development, as a larger and more engaged fan 
base translates into higher ticket sales, sponsorship deals, and overall revenue (Oliver, 1999; Yun et  al., 
2020). Moreover, loyal fans provide valuable feedback and insights that can help clubs improve their 
offerings and better cater to their audience, further driving business growth.

Recognizing the potential endogeneity between social media engagement and fan loyalty, our con-
ceptual model delves into the relationship where both elements can influence each other. This approach 
allows us to investigate the possibility of reverse causality and how fan loyalty might in turn shape a 
club’s social media strategies.

Conceptual framework and hypotheses development

Based on the literature review, we developed a conceptual model to examine the relationships between 
social media engagement, fan loyalty, fan size, and business development. The model hypothesizes the 
following relationships:

H1: Social media engagement on Facebook positively impacts the business development of football clubs.

H2: Social media engagement on Facebook positively impacts fan loyalty.

H3: Social media engagement on Facebook positively impacts fan size.

H4: Social media engagement on Instagram positively impacts the business development of football clubs.

H5: Social media engagement on Instagram positively impacts fan loyalty.

H6: Social media engagement on Instagram positively impacts fan size.

H7: Social media engagement on Twitter positively impacts the business development of football clubs.

H8: Social media engagement on Twitter positively impacts fan loyalty.

H9: Social media engagement on Twitter positively impacts fan size.

H10: Social media engagement on YouTube positively impacts the business development of football clubs.

H11: Social media engagement on YouTube positively impacts fan loyalty.

H12: Social media engagement on YouTube positively impacts fan size.

H13: Fan loyalty positively impacts the business development of football clubs.

H14: Fan size positively impacts the business development of football clubs.
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These hypotheses build upon the existing literature, aiming to fill gaps in understanding the specific 
mechanisms through which social media impacts the business development of football clubs (refer to 
Figure 1).

Research method

The purpose of this research is to investigate the impact of social media on the business development 
of football clubs. This will be achieved by analyzing the loyalty of fans and the number of fans who 
engage with the teams on various social media platforms including Facebook, Twitter, Instagram, and 
YouTube. Given the practical applications of this study in the context of football club business develop-
ment, it is considered applied research. The research methodology is quantitative and descriptive, using 
a correlational approach with variance-covariance matrix analysis. The study’s statistical population 
focuses on football club fans and directors in Denmark, with a statistical sample selected using the 
Cochran Formula.

Data collection

Data for this study was collected through an online questionnaire targeting football fans in Denmark. 
The use of an online survey allowed us to reach a diverse and geographically dispersed sample, ensuring 
a wide representation of the fan base. The questionnaire was distributed through various channels, 
including social media platforms (Facebook, Twitter, Instagram), email newsletters, and official club web-
sites. This multi-channel approach helped maximize participation and ensure a representative sample.

The questionnaire, adapted from Akar et  al. (2015) and Gargone (2011), assesses fan motives and club 
engagement across a broad age range and educational levels. A total sample of 127 responses were 
received, aged between 10 and 70, with educational levels ranging from high school to advanced 
degrees. The age range was intentionally broad to capture the diverse demographic of football fans and 
ensure that the study reflects the engagement patterns across different age groups. Including a wide age 
range helps us understand how social media engagement may vary among different age cohorts and its 
impact on fan loyalty and business development.

Inclusion and exclusion criteria
Inclusion criteria for the study were as follows: (1) participants must be active fans of the football clubs 
included in the study, (2) participants must have an active social media account and follow the club on 
at least one platform, and (3) participants must be aged between 10 and 70 years to ensure a broad 
representation of the fan base.

Figure 1.  Conceptual model.
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Representativeness of the sample
The representativeness of the sample was ensured by comparing the demographic characteristics of the 
respondents with the general fan base of the clubs considered in the study. Demographic data, such as 
age, gender, and educational background, were collected and analyzed to ensure they matched the 
demographic profile of the clubs’ fan base. This comparison confirmed that the sample was representa-
tive of the broader fan population, providing confidence that the findings can be generalized to the 
entire fan base.

Measurement scales

Business development
The scale for measuring business development was designed to capture various aspects of how social 
media influences the growth and commercial success of football clubs. This scale includes items that 
assess factors, such as increased ticket sales, merchandise revenue, sponsorship deals, and overall finan-
cial performance. The items were measured on a Likert scale ranging from 1 (strongly disagree) to 7 
(strongly agree).

Fan loyalty
Fan loyalty was measured using a scale that captures both attitudinal loyalty (psychological commitment 
to a team) and behavioral loyalty (actions related to consumption and brand loyalty). This scale was 
adapted from Gladden and Funk (2001) and Iwasaki and Havitz (2004). The items were also measured on 
a Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree).

Fan size
Fan size was measured by assessing the number of fans who actively engage with the team on social 
media platforms. This scale includes items, such as the number of followers on the club’s social media 
pages, the level of interaction (likes, comments, shares) on the club’s posts, and the growth rate of the 
club’s social media followers over time.

These scales were validated through a pilot test, ensuring both reliability and validity. The Cronbach’s 
alpha for all scales was above the 0.7 threshold, indicating good internal consistency. Additionally, fac-
tor analysis confirmed the constructs’ validity, with all items loading significantly on their respective 
factors.

Demographic information

The sample consisted of 127 participants, with the majority being male (82%) and aged between 20 and 
30 years (75%). Most participants were single (46%) and held an undergraduate degree (32%).

Analysis and findings

Our analysis unfolded in two phases. Initially, we examined demographic data from participants summa-
rized in Table 1. This demographic breakdown, including gender, age, marital status, and educational 
level, provided a foundational understanding of our sample population.

In the second phase, we employed the Partial Least Squares Method (PLS), adhering to Hair et  al. 
(2012)’s recommendations for both internal and external model assessments. Table 2 outlines the reliabil-
ity and validity indexes, showing that each item’s factor loading surpasses the 0.4 threshold, indicating 
strong item reliability. Constructs’ Cronbach’s alpha values exceed the 0.6 minimum (Moss et  al., 1998), 
and composite reliability for all constructs is above 0.707, affirming construct reliability.

We evaluated convergent validity using the Average Variance Extracted (AVE) index, with all constructs 
meeting Chin (1998)’s minimum threshold of 0.5. Discriminant validity, assessed by comparing the square 
root of AVE for each construct against its correlation with other variables, is confirmed in Table 3.
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Our structural model analysis and hypothesis testing results are presented in Table 4. A significant 
finding was the considerable impact of Facebook club fan pages on business development and fan num-
bers. Instagram emerged as influential for both business development and team loyalty, as well as fan 
numbers. Twitter notably affected team loyalty, while YouTube had a substantial impact on business 
development, team loyalty, and fan numbers.

Table 1.  Demographic information.
Frequency Percent

Gender Male 104 81.9
Female 23 18.1
Total 127 100

Age 10–20 4 3.1
20–30 95 74.8
30–40 16 12.6
40–50 11 8.7
60–70 1 0.8
Total 127 100

Marital status Married 26 20.5
Single 58 45.7
Other 43 33.9
Total 127 100

Education level High school 18 14.2
Some college 10 7.9
Under graduate degree 41 32.3
Master’s degree 36 28.3
Advanced degree (M.D. or Ph.D.) 22 17.3

Total 127 100

Table 2.  Factor loadings, reliability, and validity indexes of items and constructs.
Construct Item Factor loading Cronbach’s alpha Composite reliability AVE

Facebook FB1 0.859 0.863 0.902 0.649
FB2 0.797
FB3 0.808
FB4 0.858
FB5 0.695

Twitter Tw1 0.933 0.958 0.967 0.856
Tw2 0.960
Tw3 0.910
Tw4 0.918
Tw5 0.905

Instagram Ins1 0.918 0.964 0.972 0.874
Ins2 0.912
Ins3 0.933
Ins4 0.938
Ins5 0.973

YouTube Yt1 0.779 0.929 0.947 0.783
Yt2 0.825
Yt3 0.940
Yt4 0.942
Yt5 0.926

Loyalty of fans LYLT1 0.937 0.928 0.946 0.748
LYLT2 0.923
LYLT3 0.944
LYLT4 0.929
LYLT5 0.744
LYLT6 0.670

Number of fans NumGr1 0.818 0.927 0.949 0.824
NumGr2 0.951
NumGr3 0.929
NumGr4 0.927

Business development of 
club

Dev1 0.799 0.962 0.967 0.746
Dev10 0.920
Dev2 0.836
Dev3 0.899
Dev4 0.855
Dev5 0.922
Dev6 0.890
Dev7 0.882
Dev8 0.861
Dev9 0.762
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The demographic analysis revealed that 82% of respondents were male and 75% were aged 20–30 years. 
Additionally, 46% were single, and 32% had undergraduate education. These demographics provide con-
text for understanding the social media engagement patterns observed in our study.

Discussion

The emergence of social media has brought about a significant transformation in the sports industry. 
Platforms, such as Facebook, Twitter, Instagram, and YouTube have enabled sports businesses to commu-
nicate with millions of users and promote their brands effectively. The research presented in this paper 
aimed to investigate the impact of social media on the business development of football clubs.

The findings of this study demonstrate that Facebook, Instagram, and YouTube have a significant 
positive impact on the business development of football clubs, while Facebook, Instagram, and Twitter 
significantly impact fan loyalty. The results also revealed that the number of fans has a significant 
positive relationship with the business development of football clubs. These findings are consistent 
with earlier studies that established the crucial role of social media in the football industry and how 
it positively influences brand loyalty and business development (Casaló et  al., 2010; De Vries et  al., 
2012; Filo et  al., 2015; Kardaras et  al., 2003; McCarthy et  al., 2014; MohammadKazemi, 2015; 
Wysocki, 2012).

Our research is a valuable contribution to the existing literature on sports club business development 
through social media activities. The study’s theoretical implications are significant, as we developed a 
new model that demonstrates the positive impact of various social media platforms on fan loyalty, the 
number of fans, and the overall business development of football clubs. By testing our model on some 
of the top social media sports club fan pages within the context of football clubs in Denmark, we were 
able to demonstrate that social media activities can significantly enhance business performance and 
business development.

Table 3.  Discriminant validity of constructs.
Business 

development Facebook Instagram
Loyalty of 

fans
Number of 

fans Twitter YouTube

Business development 
of club

0.864

Facebook 0.568 0.806
Instagram 0.441 0.759 0.935
Loyalty of fans 0.632 0.731 0.861 0.865
Number of fans 0.884 0.577 0.484 0.712 0.900
Twitter 0.387 0.787 0.877 0.804 0.503 0.900
YouTube 0.594 0.769 0.747 0.774 0.612 0.677 0.885

Table 4. S tructural model analysis.
Hypothesis Descriptions γ t-Value Decision

1 Facebook = > Business 
development of club

0.199 2.289 Supported

2 Facebook = > Fans loyalty −0.011 0.099 Not supported
3 Facebook = > Fans size 0.226 2.280 Supported
4 Instagram = > Business 

development of club
−0.157 2.107 Supported

5 Instagram = > Fans loyalty 0.484 6.624 Supported
6 Instagram = > Fans size −0.181 2.048 Supported
7 X(Twitter) = > Business 

development of club
0.155 1.794 Not supported

8 X(Twitter) = > Fans loyalty 0.191 3.116 Supported
9 X(Twitter) = > Fans size 0.175 1.815 Not supported
10 YouTube = > Business 

development of club
0.402 3.732 Supported

11 YouTube = > Fans loyalty 0.292 3.880 Supported
12 YouTube = > Fans size 0.455 3.887 Supported
13 Fans loyalty = > Business 

development of club
0.004 0.108 Not supported

14 Fans size = > Business 
development of club

0.881 25.022 Supported
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Our research also extends the concept of brand loyalty and business development to social media, 
emphasizing the unique characteristics of these platforms as highlighted by researchers, such as Hu and 
Kettinger (2008) and Soliman and Beaudry (2010). The study’s practical implications are also significant, 
as it provides sports-related business practitioners with more insights into sports club business develop-
ment activities within social media contexts. The findings of this research will aid sports businesses in 
creating and improving fan pages on social media platforms to increase the number of fans and enhance 
their loyalty, thereby positively impacting business performance and development.

Managerial implications

The findings of this study have several important implications for the management of football clubs, 
particularly in the context of leveraging social media for business development. The integration of social 
media strategies can significantly influence both fan loyalty and fan size, which are critical drivers of 
business growth. Below, we outline key managerial implications based on our research:

Football clubs should invest in robust social media strategies to engage with fans. Platforms like 
Facebook, Instagram, Twitter, and YouTube offer unique opportunities to connect with fans in real-time, 
share exclusive content, and foster a sense of community. Engaging content, regular interactions, and 
exclusive insights can significantly enhance fan loyalty.

Our findings suggest that active engagement on social media platforms can lead to increased ticket 
sales, merchandise revenue, and new sponsorship deals. Clubs should harness the power of social media 
analytics to track engagement metrics, understand fan preferences, and tailor their marketing efforts 
accordingly.

By focusing on increasing fan size through targeted social media campaigns, clubs can attract new fans 
while retaining existing ones. Strategies, such as interactive posts, fan polls, and virtual events can help 
grow the fan base and maintain high levels of engagement. A larger fan base not only boosts match 
attendance but also expands the market for club merchandise and other revenue-generating activities.

Collaborating with influencers and brand ambassadors who have a significant following on social 
media can amplify the club’s reach. These collaborations can introduce the club to new audiences, 
enhancing brand visibility and attracting potential fans. Influencers can also drive engagement through 
giveaways, live sessions, and behind-the-scenes content, which can foster a deeper connection with fans.

The dynamic nature of social media requires continuous monitoring and adaptation of strategies. Clubs 
should regularly assess the effectiveness of their social media campaigns and be agile in making adjust-
ments based on fan feedback and engagement data. For instance, analyzing the types of posts that gen-
erate the most engagement can help clubs refine their content strategy to better meet fan expectations.

Personalized interactions and addressing fan concerns promptly can strengthen the emotional bond 
between the club and its supporters. A strong connection with fans can lead to increased loyalty and 
advocacy, which are vital for long-term business success. Clubs can use social media to highlight fan 
stories, celebrate fan milestones, and create exclusive fan experiences, further deepening fan loyalty.

Clubs should provide comprehensive training for their social media teams to ensure they are 
well-versed in the latest trends, tools, and best practices. A well-trained team can effectively manage the 
club’s online presence and engage with fans in a meaningful way. Training should cover content creation, 
community management, crisis communication, and data analytics to ensure a holistic approach to social 
media management.

The type of content shared on social media significantly impacts fan loyalty and engagement. Clubs 
should focus on creating a mix of content types, including live updates, player interviews, behind-the-
scenes footage, and interactive content like polls and quizzes. High-quality visuals and videos can cap-
ture fan attention and encourage sharing, thereby increasing the club’s reach.

Encouraging fans to create and share their own content related to the club can foster a sense of 
ownership and community. Clubs can feature fan-generated content on their official pages, hold con-
tests, and create hashtags for fans to use. This not only increases engagement but also provides valuable 
social proof, showcasing the club’s active and enthusiastic fan base.

Implementing loyalty programs that reward fans for their engagement can further enhance fan loy-
alty. These programs can offer exclusive access to events, discounts on merchandise, and special 
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recognition for top fans. By rewarding loyal fans, clubs can maintain high levels of engagement and 
ensure sustained support.

By implementing these strategies, football clubs can maximize the benefits of social media engage-
ment, leading to enhanced fan loyalty, expanded fan size, and overall business growth. The strategic use 
of social media not only drives immediate business outcomes but also builds a strong foundation for 
long-term success in the competitive sports industry.

Limitations and suggestions for future research

In this paper, our focus was on investigating the relationships between social media, business develop-
ment, fan loyalty, and the number of football clubs. Our research was carried out within a limited con-
text, and future studies could include other moderating and mediating variables that may affect the 
relationships between social media, business development, fan loyalty, and the number of supporters. 
Factors, such as brand type, culture, characteristics, and facilities of fan pages on social media could be 
explored to generate deeper insights into how these relationships hold up in different situations.

Furthermore, other research may explore how different social media platforms, beyond the four only 
investigated in our study (Facebook, Twitter, Instagram, and YouTube), impact sports business develop-
ment in different ways. Finally, further research could investigate how social media affects new forms of 
sports media consumption, such as e-sports or virtual sports events.

Our research is a valuable contribution to the existing literature on sports club business development 
through social media activities. The study’s theoretical implications are significant, as we developed a new 
model that demonstrates the positive impact of various social media platforms on fan loyalty, the number 
of fans, and the overall business development of football clubs. By testing our model on some of the top 
social media sports club fan pages within the context of football clubs in Denmark, we were able to demon-
strate that social media activities can significantly enhance business performance and business development.

In addition, it is relevant to consider the resources and makeup of the league in relation to social 
media engagement. Given the resources and characteristics specific to the football clubs in Denmark, it 
is important to assess if they have the personnel and capacity to support the added activity of social 
media engagement. This aspect can provide further insights into the practical implications of our research 
and offer guidance for sports-related business practitioners in effectively utilizing social media platforms 
to enhance fan loyalty, increase the number of fans, and drive overall business development.

Conclusion

This study aimed to elucidate the intricate relationship between social media engagement and business 
development in football clubs, with a specific focus on the Danish football league. Our findings indicate 
that social media platforms play a crucial role in enhancing fan loyalty and fan size, which in turn drive 
the business development of football clubs.

The study contributes to the existing body of knowledge by providing a comprehensive model that 
demonstrates the positive impact of social media on both fan-related outcomes and business perfor-
mance. The theoretical and practical implications outlined in this paper offer valuable insights for football 
club managers and stakeholders, emphasizing the importance of strategic social media use.

Future research could explore additional factors influencing social media effectiveness and compare 
the impacts across different sports and regions. Additionally, examining the long-term effects of social 
media engagement on business development could provide deeper insights into sustainable growth 
strategies for sports organizations.
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