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SUMMARY 

 

As a result of the growth of mobile and Internet technologies, sports businesses today depend 

heavily on technology. These days, social media plays a big role in both the sports sector and our 

everyday lives. It is essential to use the available digital tools in order to achieve successful sports 

management strategies. Even though sports have always been connected to males, sports businesses 

have to understand the importance of female fans and adjust their strategies accordingly.  

The research problem of this master thesis is to understand how to increase female sports 

fan engagement through marketing communication in social media. The research object of the 

master paper is female sports fan engagement increasement through marketing communication in 

social media. The aim – based on theoretical and empirical research to provide practical 

recommendations for female sports fan engagement increasement through marketing communication 

in social media.  

Research methods: A case analysis was conducted utilizing  literature review, books and 

scholarly papers in the context of the dissertation writing. Also, a semi-structured questionnaire was 

created, in order to gather primary data efficiently and deeply analyze participant opinions.  

This paper is divided into 3 main parts. The first part is a theoretical overview of social 

media marketing communication in the sports industry for increasing sports fan engagement, the 

second part outlines the research methodology, case study analysis and the survey of female sports 

fans in order to enhance engagement. The third part analyzes the challenges faced by female sports 

fans and proposes marketing communication strategies for Greek A1 Basketball league to increase 

the female engagement.  

According to the research results, even though females are interested in the league and in 

sports, they face difficulties and challenges like a lack of female representation, issues with 

interacting with other female fans and also sexist behavior. This highlights the need for focused 

approaches that bring in and engage women, such as highlighting female athletes, producing 

interactive content, and organizing events with a female audience. 

This paper is a practical solutions oriented final master thesis.   

Keywords: female sports fan engagement, social media, marketing communication, 

basketball. 
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INTRODUCTION 
 

Relevance of the topic: One-third of the world's population is now connected and facilitated 

by social media, which has become known as a mainstream media platform, way of life, and popular 

communication platform (Nelson-Field & Taylor, 2012). These days, social media is also utilized as 

a marketing communication tool to achieve strategic goals including branding, publicity, marketing 

research and engagement (Thoring, 2011) and give customers access to important brand-related 

activities and are changing the way organizations operate (Lepkowska-White, 2019).  

Due to the rise of mobile and Internet technologies, technology is now essential to many 

sports (Ratten, 2019). Social media now is prominent in both our daily life and the sports industry 

(Hull and Abeza, 2021). In order to achieve effective techniques for sports management, it is essential 

to use the digital tools that are available (e.g. YouTube, X, Tik Tok). Sports managers profit 

significantly from these tools in a variety of areas, including fan engagement and sponsorship 

(Balliauw et al., 2021), branding (Beissel et al., 2022), stakeholder communication (Guzman et al., 

2021), and even entrepreneurship (Ratten, 2023).  

Sports have always been associated with males because of traditional ideas of femininity and 

masculinity, which hold that women should not participate in the sports world (Cleland et al., 2020). 

Although, there are studies that confirm there is an economic potential for female sports fans. 

According to Holland (2013), women control 80% of the money spent on sports wear and 60% of the 

money spent on men’s clothes. The Collective (2024), found that over the last three years, the number 

of female sports fans has increased by 10%, giving brands and rights holders a fast growing fan 

base.Businesses in the sport field have to understand the growing impact of female sports fans and 

create their marketing communication strategies accordingly. However, in order to create successful 

marketing strategies, it requires to know and understand the unique interests and behaviors of female 

sports fans. With a focus on the Greek A1 basketball league, this study examines what kind of 

marketing communication strategies  on social media might increase female participation with sports.  

Research problem addressed in this paper - how to increase female sports fan engagement 

through marketing communication in social media. 

The object of the paper is female sports fan engagement increasement through marketing 

communication in social media. 

The aim of this research is to investigate the impact of social media marketing 

communication strategies on female sports fan engagement. By a combination of theoretical 

frameworks and survey, this thesis aims to identify actionable recommendations for sports leagues, 
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especially the Greek A1 Basketball league, to enhance their social media presence and engage with 

female fans effectively. To reach the aim of the paper the following objectives were set: 

1. To conduct theoretical analysis of marketing communication in social media increasing sports 

fan engagement. 

2. Based on the prepared research methodology to conduct research on selected league’s 

marketing communication in social media increasing female sports fan engagement. 

3. To propose practical solutions for the selected league’s marketing communication in social 

media increasing female sports fan engagement. 

               This paper follows a logic approach. Firstly, existing studies based on female sports fan 

engagement are being examined, secondly, a survey of female sports fans in Greece is being 

conducted in order to gather empirical data and then, the findings from the case study and the survey 

are being analyzed to identify recommendations and areas for improvement. 

The paper is structured in 3 main parts.  

The first part is a theoretical analysis that delves into the existing research about female 

sports fan engagement. More specifically in the first part, challenges faced by female fans are being 

identified and tools that have been already used for increasing female sports fan engagement are being 

mentioned. The second part of this master paper provides research methodology, including the topic 

area, research design, context, and data collection procedures. By employing a mixed-methods 

approach like a literature review, case study analysis and the survey of female sports fans, this part 

seeks to identify the league's advantages, disadvantages, and areas for improvement in terms of 

female fan engagement. The third part of the master paper focuses on identifying the existing 

problems female sports fans are facing and developing practical strategies to improve the Greek A1 

Basketball League's social media marketing communication methods and boost female fan 

engagement. 

Research methods used for this master paper includes theoretical analysis used in order to 

understand how sports fan engagement works and to dive into the theories and concepts. Also, a 

comparison of literature used to analyze the findings of previous studies regarding female sports fan 

engagement and identify the possible gap between female and male sports fans. In order to gather 

comprehensive primary data for increasing female sports fan engagement through marketing 

communications on social media, case study and survey were used.  

Information sources. Data was gathered through analyzing scientific books, journals, and 

past research. The majority of secondary information from scientific journals was discovered by 

utilizing Google Scholar, Taylor & Francis Online, Springerlink, Emerald and ResearchGate. 
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1. THEORETICAL ANALYSIS OF MARKETING 

COMMUNICATION IN SOCIAL MEDIA INCREASING 

SPORT FAN ENGAGEMENT 

 

1.1 Definition of marketing communication 

 

The practice of sharing information, building connections, and establishing a network 

between the business and topics associated with the market environment is known as marketing 

communication (Adamska,  2020). Companies may connect their products to other individuals, 

places, events, brands, experiences, feelings, and objects by using marketing communication. By 

creating a lasting impression on consumers and influencing their perception of the brand, marketing 

communication may improve its value (Zatwarnicka-Madura, 2022).  

According to Saeed, Naeem, Bilal & Naz, (2013), business, market environment firms, and 

other market stakeholders can establish relationships and a network of connections through the 

process of marketing communication. 

Marketing communication is the strategic process of conveying information about a 

company, its products, or services to a target audience with the aim of influencing attitudes, beliefs, 

and behaviors. It involves a combination of channels and tactics to build brand awareness, foster 

customer relationships, and drive desired actions. Also, developing relationships with clients is the 

most important element of the company’s value in terms of achieving main goals (Neumann, 2007). 

          The purpose of marketing communications is to engage audiences. The dynamic exchange 

between a company and its target market is known as engagement in marketing communication. It 

involves the strategic use of communication channels and messages to foster meaningful connections, 

motivate interest, and inspire action. Significant improvements in technologyincluding new tools and 

channels for communication as well as methods for delivering content to the market (Varadarajan, 

2010), resulted, an increase of variety and dynamics in applied marketing strategies (Kotler & 

Armstrong, 2011).  

          According to Sznajder (2014), online marketing communication has become a main element 

of the whole marketing communication field, currently used by companies, combining traditional 

marketing activities (personal contacts, telephone calls, written and printed words: catalogs, offers, 

cards, etc.), as well as online and mobile virtual marketing (audio/video contacts: sms, chat, forum, 

word written and published online, social media, etc.) Online marketing has become a needful part 

of life in the new-day era, especially among young consumers (teenagers) known as Generation Z 
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(also referred to as iGeneration, Plurals and Generation Next) who have enthusiastically adopted this 

new online platform (James and Levin, 2015). 

Organizations with various levels of sophistication and success employ this complex 

activity. Global brands could create campaigns that are designed to be used in various languages and 

regions, while regional businesses might create a special radio spot that will be broadcast on a local 

radio station (Fill, 2013).  

              As previously mentioned, engagement describes the interactions that are happening in 

communications between users as well as between users and social media. The term engagement is 

used in a variety of settings and lacks a commonly accepted definition. According to Li et al. (2013), 

marketing communications is closely linked with an educational context and involves three forms of 

engagement that are considered from a learning perspective. They are behavioral, relational, and 

cognitive engagement. The term cognitive engagement describes how deeply people are engaged and 

engaged in the material they are learning (messages). The degree to which people feel linked to their 

environment is known as relational engagement, while the level to which people feel interested and 

participate in activities is known as behavioral engagement. Social behavior and the way consumers 

think, have typically been spread by the media such as tv, radio, newspapers and magazines, but in 

the 21st century, social media has begun to replace traditional media’s lasting and strong role on 

young consumers. This change in behavior represents both an opportunity and a challenge from an 

organization’s viewpoint (Nhlapo, 2015).  

The main goals of online marketing communication through social media, usually include 

creating brand awareness; generating consumer demand; providing information; stimulating traffic; 

building relationships; fostering two-way communication; giving customer service; establishing 

brand loyalty; creating WOM; generating leads and boosting sales (Stokes, 2013). 

In conclusion on this chapter, it could be stated that the structured, systematic methods 

through which businesses try to inform, attract, convince, and remind customers, directly or 

indirectly, about the goods and brands they sell are known as marketing communication. The 

environment for marketing communication has changed due to advances in technology and other 

reasons, giving marketers new possibilities and difficulties. Particularly digital media have a lot of 

potential because of their increased precision and adaptability, but they also present more integration 

difficulties. Marketers need new tools and methods of thinking that may give structure to an 

increasingly complicated communications environment if they are to take advantage of these new 

media opportunities. 
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1.2 Marketing communication tools 

 

Businesses and other organizations accomplish their marketing objectives through 

marketing communication. Marketing communication is an essential part of the great majority of 

commercial and non-commercial enterprises in today's highly competitive marketplaces (Armstrong 

and Kotler, 2019). 

Over the past dozen years, marketing communication has developed more quickly and 

intensely than it did decades earlier, which has had a visible impact on firms and customers equally. 

Major advances in the area of mobile technology development, new tools and communication 

channels, as well as their content and methods of market distribution, have been noted (Adamska, 

2020).  

               The core purpose of marketing communication is influencing consumer buying behavior 

via the tools of the marketing communication mix. Marketing communication tools can be divided  

into specific groups or categories. According to  Kotler and  Keller  (2015), Hanuláková (2021),   

Zatwarnicka and Madura (2022), Adamska (2020) and Kovanoviene (2021), marketing  

communication  tools  are  built  upon elements  of  six  fundamental  tools, which  include  the   

following: 

1. Advertising: a communication technique that allows for the effective distribution of 

marketing information to broad target audiences. It has the power to educate, convince, and 

successfully remind the intended audience of marketing messaging.  

2. Sales Promotion: a number of deals designed to encourage purchases. It includes a wide 

range of methods, tools, or tactics for persuading salespeople and retailers who constitute 

intermediaries in the process of sales and the buying of customers ( Kotler and  Keller  2015). 

3. Public relations: a discussion of ideas between businesses and important stakeholder 

groups that impacts a company's ability to succeed or fail. These important stakeholder groups have 

the power to support and impede a company's objectives. Companies often work with a variety of 

groups, such as government and legislative institutions, important opinion leaders, activists, local 

communities, investors, contributors, employees, future employees, partners, suppliers, and, of 

course, customers. Finally, because they have an impact on all of the previously stated categories, 

journalists also play a part. 

4. Direct Marketing: direct marketing involves employing direct communication 

techniques with specific individual consumers, as the name says. The objective is to make direct 

contact with the target demographic, obtain a response right away, and start forming a connection 

with them. 
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5. Personal Selling: the in-person interaction between a salesman and a customer with the 

goal of successfully completing a transaction. It is a direct communication tool. Product placement, 

information collection, customer communication, and prospecting are among the objectives of 

personal selling. One can engage in personal selling by having direct contact with the customer, doing 

phone calls, or providing specific services. 

6. Event marketing: the organizing, arranging, and producing of events related to business 

communication. The purpose of these experiences is to engage the senses and feelings by planning 

different activities that improve the company's reputation and its goods. (Cagala et al., 2023). 

A number of new marketing communication tools are popping up as a result of the growth 

and the rapid development of social media and the internet. According to Kovanoviene (2021) new 

marketing communication tools are content marketing, video marketing, interactive content and 

personalization and segmentation. 

The field of marketing communication is going through more change than ever before, and 

technology is primarily responsible for this change and transformation. While the traditional 

marketing tools are still relevant in some cases, the scene is shifting due to new online tools such as 

content, influencer and digital marketing. To truly connect and engage with their audience, 

businesses must change to these shifts, and they need to update and improve their communications 

strategies to continue to navigate in the marketing scene. By understanding and using these tools 

and techniques, businesses can improve their brand image, customer loyalty and of course 

accomplish their marketing goals. 

 

1.3 Social media landscape 

 

In the current world, social media is extremely pervasive and has been characterized in a 

variety of ways by several authors and scholars.  The term "social" describes a user's urge to connect 

with other people or groups in order to share knowledge, experiences, ideas, and opinions. Regarding 

"media," this term refers to technological advancements that facilitate user interaction and 

communication (Safko & Brake, 2009). It is important to note that social media first appeared in 

2005, and that no generally recognized definition of the term has yet been developed (Paine, 2011). 

According to Kelly, Kerr & Drennan (2011), social media refers to online information sources 

that internet users utilize to learn more about goods and services. While referring to social media, 

Kaplan & Haenlein (2010) emphasized that these are web programs that support the exchange of 

messages, photographs, videos, and comments among internet users. Additionally, this phrase has a 

direct connection to communication technology or how one online user might influence different 

internet users. 
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According to Mangold and Faulds (2009), in the age of mass media, social media has 

revolutionized communication patterns. Social media users may easily share their own thoughts and 

comments on other people's postings in addition to getting information from a single “official” source 

(such as news organizations or company owners). Therefore, many-to-one, one-to-many, many-to-

many, and one-to-one have replaced the one-to-many communication approach. People's 

requirements for sharing information across borders are met by social media (Chan and Guillet, 

2011).  

According to their functions, social media channels, or websites, can be further divided into 

numerous categories. These categories include content communities, blogs, micro-blogs, social 

networking sites (SNS), virtual worlds, collaborative projects, and websites devoted to receiving 

feedback (Chan and Guillet, 2011).  

In terms of businesses, social media has become an increasingly important tool to connect 

with customers and provide value for them (Scott, 2007). Social networks have become known as the 

primary venue for customer outreach and marketing initiatives in recent years (Linke, 2011). The 

emergence of Web 2.0, which promotes user and consumer interaction, has played a significant role 

in this evolution (Bonsón and Flores, 2010). In order to fully comprehend the market, social networks 

must be seen as tools and market participants. Generally speaking, social media has developed into a 

tool that helps businesses promote the development and maintenance of their brands by including 

consumers and social network users in the production and communication process inside online social 

networks (Neudecker, 2015). Also, it is important to note that social media's primary purposes are to 

advertise businesses and increase sales (Safko & Brake, 2009). 

               Social media platforms offer a wide range of tools that facilitate user engagement with both 

content and with each other. Through comments and likes, these tools let users to share their thoughts 

and opinions,aiding a che͏erful talk of ideas. Additionally, social media facilitates communication 

between users, strengthening connections and fostering positive interactions. In addition, people have 

the ability to create original content, exhibiting their creativity and offering the world an insight into 

their own viewpoints. Using hashtags and tagging people or pages improves content discoverability 

and connectedness even further. Information and ideas may spread more widely when shared with 

friends and followers. People can also add their voice and shape other’s ideas by voting, giving scores, 

and suggesting stuff  (Kumar, 2023). 

               Also, users can stay informed and engaged by having real-time access to events through 

live coverage and video news. At its core, social media functionalities offer multiple utilities for users 

to interact, create and display their identities, plus cultivating a lively and linked virtual community 

(Gaikhorst, 2013). 
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According to Betal (2017) social media makes it a technology platform that combines 

technology with information and online socialization. These platforms are divided into certain 

categories, one of which is social networking sites, which are social networking sites. In particular, 

they are platforms through which internet users can share a range of information with their online 

friends, with the main condition being the creation of a personal profile. Some popular social media 

are Facebook, Instagram and X.  

Facebook makes it an online social networking site, which is especially popular with 

internet users, helping them interact with each other. A relevant survey by Betal (2017) found that in 

2015 the number of users of this social network reached 1.96 billion users. It is important to mention 

that Facebook gives its members the opportunity to chat with their friends, upload photos or videos, 

share anything they wish and create a page or applications (Betal, 2017). Facebook is one of the most 

popular social media, promoting messaging between people around the world. Facebook.com was 

launched in February 2004 to facilitate social interaction exclusively between students and its creator 

is Mark Zuckerberg. 

Instagram is a relatively new means of communication where users can easily share their 

personal moments and inform their friends through photos. It is worth mentioning that before a photo 

is shared it can be processed using filters. Instagram has experienced rapid growth since 2010.While, 

in the year 2021, 500 million users used daily and about 95 million photos were shared daily stressed 

that Instagram deserves the attention of the research community, as Instagram plays a key role in 

gaining ideas for social, cultural, and environmental through the image rather than the written text 

(Statista, 2022). 

It is undeniable that Twitter (now X) as a communication platform has penetrated the daily 

lives of internet users, without any geographical restrictions. About 554.7 million people around the 

world were actively using the service in 2013. This Social Network was created by Jack Dorsey and 

his colleagues in San Francisco in 2006. Twitter is where its users can inform their friends about their 

activities and where they are (Bahnisch & Bruns, 2009). 

It is obvious that social media has grown as an undeniable power in today’s modern world. 

They have changed how people communicate, receive information, and of course how people do 

business. Social media platforms offer a large amount of tools that suit the various needs and interests 

of online users. As the environment is still changing a lot, it will be exciting to see how social media 

shapes the interactions of the users in the future. 
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1.4 Peculiarities of marketing communication on social media 

 

               Peculiarities of marketing communication on social media,  refers to the unique and 

different ways that businesses can use social media to promote their products or services. The launch 

of social media as an advertising tool has completely changed how businesses interact with their 

customers. Social media, which has a large global user base, may be a successful tool for strategic 

marketing communication (Kumar, 2023). 

               In order to better understand the peculiarities of marketing communication on social media, 

it's essential to compare it to traditional marketing methods. Traditional advertising focuses primarily 

on newspapers and television to reach a large audience through push messaging, which is one-way 

communication provided to the target audience. There aren't many chances for consumers and 

businesses to communicate or provide feedback. Traditional media is considered as the vehicle or 

transportation means of a communicated message to be transferred to the targeted audience. 

Academics have categorized media into four parts: print, broadcast, outdoor and the internet 

(Armstrong et al. 2017).  

In addition, traditional marketing communication is not interactive. This implies that 

companies are unable to interact with clients and obtain feedback (Lindos, 2020). Another significant 

distinction is that traditional marketing can be costly, whereas social media marketing is more 

affordable (Jarratt, 2009). This is due to the fact that social media marketing may reach a wide 

audience without spending a lot of money. And last, when it comes to building a connection with 

clients, social media marketing may be better than traditional marketing. This is due to the fact that 

social media marketing enables companies to communicate with clients and receive honest opinions. 

On the other hand, this kind of interaction is not possible with traditional marketing (Simona and 

Ramona, 2020). 

Traditional marketing communication and social media marketing communication differ 

significantly in a number of important ways. Another difference between social media and traditional 

media is that social media is interactive. Companies can engage with customers and receive direct 

feedback through social media marketing. This is beneficial as it might assist companies to improve 

their goods and services (Lindos, 2020). 

              The use of social media grows quickly. It is now a common way of communication in the 

twenty-first century. It has a significant impact on billions of people's social and professional life 

(Kilyeni, 2014). People may now communicate their beliefs and views in new ways thanks to social 

media. A strategy for advertising a company or a brand is social media marketing (SMM), which 

involves engaging with and capturing the attention of both present and future consumers on social 

media platforms (Saravanakumar and SuganthaLakshmi, 2012). 
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               There are certain advantages of marketing communication via social media, but there are 

also related disadvantages as well (Watson et al. 2002; Sheth & Sharma, 2005). The following are 

some advantages of social media: 

● Brand awareness: social media gives businesses the ability to connect with both current and 

potential customers. This raises the awareness of the brand and helps relate to businesses. 

Brand  awareness is  the  ability of  consumers  to be  able  to identify  and remember a brand 

(Firend & Alvandi, 2015). 

● Reachability: social networking platforms remove people's geographical and physical barriers 

to rapid accessibility. 

● Creates a fan base: social networking may help companies and organizations gain followers 

and reach a wider audience worldwide. 

● Business success: positive client feedback and remarks on social media sites can increase 

revenue for businesses. 

As it was mentioned above, there are some drawbacks on social media platforms as well: 

● Explosion and false information: social networking sites might have gaps in their information, 

which can lead to confusion and chaos among users. Rather of checking the sources, 

individuals frequently take anything posted on social networking sites at face value. 

● Negative remarks and evaluations: an established company may suffer from a single 

unfavorable review, particularly if it appears on a website with a sizable audience. A damaged 

company reputation frequently results in irreversible harm. 

● Privacy and data security issue: social networking platforms may accidentally expose user 

information. In the event of a data breach on a social networking site, for example, users of 

that platform are also immediately put on notice (Kamalzadeh, 2021). 

               Additionally, to make the most of social media, businesses need to put into place marketing 

strategies that work, fit their goals, and connect with their target audience. Varadarajan (2010) states 

that a marketing strategy is a combined set of choices that help the company in making important 

decisions about marketing activities in particular markets and segments, with the goal of creating, 

communicating, and providing value to customers in exchange for achieving its particular financial, 

market, and other objectives.  

               From the point of view of strategic marketing, social media interactions are like a two-way 

street where both businesses and customers share valuable things. Businesses and customers can 

exchange knowledge, skills, or even physical items. It's not just about businesses talking to 

customers; customers can also talk to each other and influence each other. This creates a network 

effect where everyone benefits (Hollebeek et al., 2019). 
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Companies can no longer wait for consumers to get involved; instead, they have to use social 

media marketing by driving consumers to engage with their brand. This customer engagement-based 

approach identifies engaging experiences as a key initiation tool and advocates that customers should 

have access to appropriate tools and incentives to engage (Harmeling et al. 2017). 

The development of effective social media marketing strategies involves four interconnected 

components: drivers, inputs, throughputs and outputs (Li et al., 2020). 

Drivers include the company's goals and objectives, as well as the reasons why customers 

use social media. Firms' social media marketing objectives: Even if they operate in similar settings, 

social media marketing tactics might differ according to the particular objectives of a business. The 

theory of resource dependence states that businesses utilize social media to get other resources to 

help in addressing market difficulties. In social media, clients are able to supply these materials. Felix 

et al. (2017) distinguish between proactive and reactive goals for social media marketing 

communication. The number one goal of dynamic marketing is to increase website traffic, sales, and 

brand awareness. The focus of response goals is to track and evaluate consumer behavior. Customers' 

social media marketing objectives: The theory of uses and benefits provides an explanation for the 

variety of reasons individuals use social media. These motives include social as well as economic 

and hedonistic purposes,such as entertainment, advantages, and brand connection. 

Inputs refer to the actions taken by both the company and customers on social media. 

Businesses frequently try to interact with clients on social media in order to convince them to make 

voluntary contributions. This supports the idea of resource trust, which holds that businesses cannot 

solve resource shortages without the assistance of their clients. According to Harmeling et al. (2017), 

there are two basic categories of company involvement programs: task-based and experience based. 

Task-based are frequently employed in the early phases of social media marketing and involve 

organized activities like writing reviews. The experiential approach includes creating amazing 

experiences that develop emotional connections and loyalty. 

Companies can combine these strategies  to communicate in a better way with the customers 

on social media. Consumers interact with social media in a variety of ways, going from passive 

observation to active engagement. These actions can be positive, like sharing content, or negative, 

such as creating negative content. Harmeling et al. (2017) describe customers with positive behaviors 

as "pseudo marketers" because they help promote brands using their own resources.  

Muntinga et al. (2011) categorize customers' brand-related behaviors into three groups: 

consuming (like reading brand posts), contributing (like rating products), and creating (like 

publishing brand-related content). 

Throughputs represent the interactions and exchanges between the company and 

customers. Interactions on social media show a collaboration that benefits both parties. Customers 
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and businesses exchange values such as income or knowledge. These variables are interconnected 

and interdependent with the intention of creating a long-term relationship. Effective communication 

benefits both parties and can improve the relationship between businesses and consumers. Social 

media interactions are complex and involve multiple interactions between individuals. Consumers 

are now equal participants in interactions with firms because they may share, play games, express 

themselves, and network. Customers can also affect one another's thoughts and actions (Cropanzano 

and Mitchell 2005). 

Two primary categories of social interactions exist. Word-of-mouth recommendations are 

examples of preference- or opinion-based communications, which involve the sharing of preferences 

or opinions. 

Interactions that are behavior- or action-based involve watching people in action and taking 

valuable insights from them. Positive connections and market influence are more effectively created 

through two-way interactions in which individuals may give and receive (Chahine and Malhotra, 

2018). 

Outputs: Customer engagement is the result of strong connections and interactions between 

customers and businesses on social media. It shows the degree to which a consumer becomes 

involved in a business's services. Customers are more engaged and add more value to the business 

the more they connect and interact. Although there are several definitions for customer engagement, 

most academics agree that it involves customers actively engaging with and participating in a 

company's services. This might involve exchanging material, offering recommendations, or working 

together to develop brand-new goods or services (Hollebeek et al., 2019). In Figure 1, an explanation 

of how social media marketing communication strategies are developed is presented. 

 

Figure 1  

The process of developing social media marketing communication strategies 

 
Source: Li et al. (2021) 

 

While customer engagement is crucial in social media marketing, there is no single agreed-

upon way to measure it. For example, Muntinga et al. (2011) suggest three stages of customer 
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engagement: consuming (like following or viewing content), contributing (like rating or 

commenting), and creating (like sharing user-generated content). Maslowska et al. (2016) propose 

three levels: observing (reading content), participating (commenting), and co-creating (helping 

develop products). Kumar et al. (2010) differentiate between transactional behaviors (like buying) 

and non-transactional behaviors (like sharing or influencing) derived from social media interactions. 

As it was mentioned before, an effective social media marketing strategy involves four 

interconnected components: drivers, inputs, throughputs and outputs (Li et al., 2020). Also, there are 

3 crucial criteria that help us differentiate social media marketing strategies from one another. The 

first one is the nature of the objectives of the business, the second one is the nature of interactions 

between customers and businesses and the third one is the level of customer engagement the firm has 

achieved (Li et al., 2020). 

According to these 3 criteria, we can identify 4 social media marketing strategies, each one 

representing a level of strategic maturity: social commerce strategy, social content strategy, social 

monitoring strategy, and social CRM strategy (Li et al., 2020). 

According to Yadav (2013) the first social media marketing strategy, the social commerce 

strategy, refers to the exchange-related activities that occur in, or are influenced by, an individual’s 

social network in computer-mediated so-cial environments. Rydenet (2015), claims that the goal of 

this type of social media marketing strategy, is to sell and not to create conversation or engagement. 

Similarly, Malthouse et al. (2013), agree with this statement, claiming that social media promotional 

activities do not engage the customers because they do not fully use the interactive role of social 

media. In addition, social media commerce strategy is characterized as the least developed because it 

is mostly transactional and focused on short-term oriented activities. In this strategy, social media is 

selling tools (Marshalletal, 2012) and helping the sellers to achieve an interaction with the customers 

in a more efficient way (Rodriguez et al. 2012). Guesalaga (2016) and Järvinen and Taiminen (2016), 

agree that in order to develop this strategy, it is a must to understand the drivers of using social media 

in the selling process.  

On the other hand, social content strategy focuses on educational content (Pulizzi and 

Barrett ,2009). The main goal of this type of social media strategy is to create and deliver content that 

is valuable and important to the customers, and not to promote and sell products (Järvinen and 

Taiminen, 2016). The thought behind this is to attract customers with nice content and then transform 

them to buyers and boost sales (Malthouse et al. 2013). The purpose in this strategy is the content. 

How it is designed, and presented. Designing engaging and meaningful content, turns passive social 

media users into active participants (Holliman and Rowley 2014).  

The process through which the marketers become engaged by listening and responding 

refers to social monitoring strategy. Social monitoring strategy requires the company’s active 
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participation in the whole communication process, unlike social content strategy which is a more 

push communication approach (Barger et al. 2016). Further, social monitoring strategy involves not 

only analyzing behaviors of customers in social media (Lamberton and Stephen 2016), but also active 

search to customer online needs (Van Noort and Willemsen, 2012) In addition, a two-way-

communication process is what characterizes a social monitoring strategy. Customers start the 

conversation by leaving comments,likes and engaging on social media, while the company takes 

advantage of this and reacts to customers. In order to build stronger customer relationships and 

connections, social monitoring strategies highlight the need of carefully listening to the customers’ 

needs and responding to them (Timoshenko and Hauser 2019). 

Social CRM strategy is made to combine the advantages of CRM and social media 

dimensions. For example, customer retention and customer engagement respectively (Malthouse et 

al. 2013). Also, social CRM strategy stands out among four social media marketing strategies for 

strategic maturity and highlights the active role of customers who are empowered by social media 

and can contribute many kinds of value, compared to the traditional CRM approach, which assumes 

that customers are passive (Kumar et al. 2010). 

In summary, social media marketing communication stands out because it is interactive, 

dynamic and affordable compared to traditional marketing communication channels, and can lead to 

deeper relationships with customers. Companies must implement strategies that align with their goals 

and target markets if they want to take full advantage of social media marketing. Companies can 

create successful campaigns that encourage customer engagement and increase revenue by 

understanding four relevant elements of social media marketing strategies: drivers, inputs, 

throughputs, and outputs. Moreover, companies need to adapt their social media marketing strategy 

according to their objectives, interactions and customer engagement levels. Each of four strategies, 

social CRM, social monitoring, social commerce, and social content offer unique ways of achieving 

specific marketing goals. To select the most effective approach for boosting their social media 

presence and achieving long-term success, businesses may evaluate these tactics and their 

characteristics. 

 

1.5 Tools for increasing sports fan engagement  

               Social media has a big impact for the sports industry. Through social media platforms, sports 

fans can communicate with each other and with teams, and even athletes. Social media is regarded 

as a helpful channel for sports businesses and fans to communicate with each other (Hopkins, 2013). 

Nowadays, it is difficult to manage sports effectively without making use of the wide range of digital 

tools that are available (e.g., YouTube, X, TikTok, LinkedIn). Sports executives benefit significantly 
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from such tools in a variety of areas, including stakeholder communication, branding, fan 

engagement, and sponsorship (Balliauw et al., 2021). Over the past 10 years, the use of social media 

in the sports industry,which is a field with big emotional influence, has become more and more vital 

due to its graphic, interactive and visual content (Hull and Abeza, 2021). Moreover, the reason why 

social media plays a fundamental role in the sports industries is due to the ability to reach many and 

big audiences faster (Doyle et al., 2022). 

Social media platforms like Facebook, Instagram and X are used by sports organizations, 

especially football clubs, in order to accomplish their communication goals (Anagnostopoulos et al., 

2018). Football has been the subject of the most research on social media’s use and potential  (Faria 

et al, 2022). Given this, major international leagues and athletic events like the FIFA World Cup and 

the Premier League in England, the Bundesliga in Germany, La Liga in Spain, Serie A in Italy, and 

Ligue 1 in France produce enormous amounts of viewer engagement and have a significant economic 

impact (Aguiar-Noury and Garcia-del-Barrio, 2022).  Also, famous football players such as Cristiano 

Ronaldo and Lionel Messi have millions of followers on their official accounts. The same applies to 

top football clubs such as Real Madrid CF, FC Barcelona, Manchester United FC, Paris St-Germain 

FC, and Juventus FC (CIES Football Observatory, 2023). Over the past 20 years, football leagues 

have mostly used Facebook, X and Instagram among social media platforms to encourage interaction 

(Machado et al., 2020). Researchers have focused a lot of emphasis on using these platforms to create 

relationships between sports teams and supporters, achieve brand positioning, economic success, and 

successful communication strategies (Anagnostopoulos et al., 2018).  

According to You and Liu (2022) and Zyoud et al. (2018), social media can, therefore, have 

a significant emotional impact on psychology, especially on human behavior. This relevance results 

from their incorporation into people's daily life (Lin et al., 2019) as well as their possible impact on 

people's and sports fans' well-being (Su et al., 2022). 

              Additionally, social media platforms are essential for quickly reaching and connecting a 

wide range of audiences and promoting fan engagement in the complex and emotionally charged 

sports industry (Su et al., 2022). This is evident in the increasingly worldwide football market, which 

includes multi-site sporting events like the 2026 FIFA World Cup, extensive international pre-season 

tours, and competitions like the Spanish or Italian Super Cup that are held outside of their home 

countries (McCarthy et al., 2022). 

               Therefore, an urgent demand exists for more investigation into these digital tools, 

specifically concerning how they interact with engagement and how social media help to bridge the 

gap between sports leagues, teams, athletes, and their fans more intimately than ever before (Einsle 

et al., 2023). 
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                In addition, teams’ websites affect fans. Websites make fans more intensified and 

passionate about the team and well structured websites turn into a larger possibility in fan 

engagement. According to Iokadimis (2012), media-related content and new opportunities for user 

engagement are two main factors of team website development. If the team posts videos, pictures, 

and highlights on its website, fans could visit the page more frequently.  It also affects the amount of 

fan interaction. This boosts financial opportunities as well as the engagement and involvement of the 

website and other platforms. Also, the development of a mobile application with unique material, 

customized notifications, ways to purchase tickets, and interactive elements can increase fan 

engagement.  

In conclusion, social media has a great influence on the sports industry by giving teams, fans 

and players with a better way to communicate and interact with each other. Sports companies can 

improve their brand image, foster stronger relationships with fans, and communicate with them more 

effectively. Furthermore, developing well structured websites and apps with exclusive material and 

personalized features., help in increasing fan engagement and loyalty. It is important for sports 

organizations to adapt these digital tools and look for creative ways to use social media to engage 

with their followers more deeply as the sports business develops. 

 

1.6 Female audience on sports world  

 

               Sports have always been associated with males because of traditional ideas of femininity 

and masculinity, which hold that women should not play or watch sports (Cleland et al., 2020). 

Socialization patterns and cultural expectations have led to the gender framing of sports (Bruce, 

2013). Men and women have not received the same equality in the context of sport, which has resulted 

in differences in their participation and involvement (Gantz and Wenner, 1995). This idea is further 

supported by Ware and Kowalski (2012) that are stating that women are more likely than males to be 

low-involvement fans. 

               Sport has long been seen as a domain dominated by men in many countries throughout the 

world. This comes from years of keeping women out from sports since it is assumed that they are 

kind and passive in nature. In the meanwhile, males are encouraged to participate in sports from an 

early age in order to develop their strength, activity, and leadership qualities that are more closely 

associated with men. Not only do women not participate in sports, but they are also not allowed to 

watch them. There has been a systematic exclusion of women from sports viewership. In England, 

the majority of football (soccer) fans are still men (Pope, 2013).  

Women's football quickly decreased since it was thought to be inappropriate for female 

players. If women were to be considered not able to play football, it would not be surprising if this 
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affected the number of female football viewers. Women were not allowed in the first nine rows of 

the stadium, according to fliers published by a group of ardent SS Lazio supporters in Italy as recently 

as 2018 (Bacchi, 2018). Wives and girlfriends are not allowed to sit in these rows, which are described 

as a "holy place." Women were only mentioned in connection to males while discussing sports, 

indicating that, even in the present day, sports arenas are still seen as safe havens for hegemonic 

masculinity. Nearly every continent is affected by similar problems of pervasive oppression and sex-

based discrimination in sports (Cleland et al., 2020).  

Not only does gender determine how women are publicly viewed as fans but gender also 

shapes how women perceive themselves as a fan (Esmonde et al., 2015). The most well-known and 

talked-about chants and songs from UK football matches are those that frequently contain 

inappropriate words. But there are also a lot of songs and chants during Zimbabwean football games 

that make fun of women (Chiweshe, 2014). These sexist remarks discourage female soccer fans from 

going to specific areas of the stadium or from going to games entirely. Another study on men's 

football in Denmark found that sexism and violence caused less female supporters (Pfister et al., 

2013).  

According to Kane (2013), there are three common stereotypes made about women’s sports 

that are continuously reinforced in society: 1) that men are better athletes than women, 2) that female 

athletes have an overly masculine or manly body, and 3) that women who play sports are lesbian. 

Although women are not treated equally in sports, things seem to change slowly. According 

to Berri (2017) research, 33% of sports fans are female. Also, according to Kane et al. (2013), female 

involvement in sports has increased significantly over the past 40 years. Gemba, a sport and 

entertainment data collection agency, evaluated the gender balance in fandom across 13 of the most 

popular sports in the world in ten different countries (Roberts, 2020). The percentage of female fans 

of sports ranged from 37% in Japan to 53% in China and India. The difference between men and 

women is closing quickly. According to the same survey, women made up 47% of highly engaged 

and passionate fans In the US, the gap is likewise getting smaller.  

Women make up about half of all fans of institutional center sports, which are the most 

commercialized sports and include baseball, ice hockey, basketball, and American football (Messner, 

2002). 47% of MLB fans and approximately 45% of NFL fans are female (Angi, 2014; Hampton, 

2017). Despite the fact that fan demographics are becoming gender equal, this does not imply that 

female sports fans are now completely accepted. Masculine presentations of fandom are still heavily 

favored, and most female fans experience sexism (Pfister et al., 2013). 

Women are rapidly growing as a valuable market segment for professional sports leagues. 

Not only is it ethically important to include women in the fanbase, but it also makes good business 

sense. Studies indicate that women have significant spending power, especially when it comes to 
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sports merchandise. For instance, Holland (2013) found that women control 60% of the money spent 

on men’s clothing and 80% of the money spent on all sports apparel. Additionally, Brennan (2012) 

discovered that women are responsible for 70% of the purchases of licensed goods. It is clear that 

perceptions of gender within the sports community are changing, but even in 2020, a subsection of 

male fans fully believe that “women have no place in football (Cleland et al., 2020).  

For female fans, striking a balance between gender performance and fan identification may 

be difficult. Many women find it difficult to fully express their fan identities since both males and 

other women aggressively police what constitutes appropriate and unacceptable fan behavior. 

Women often feel uncomfortable about the intensity of their passion and believe that in order to be 

taken seriously, they must prepare to show their expertise. Men do not feel the same insecurities about 

being seen as genuine fans (Crawford and Gosling, 2004). 

In order to be taken seriously by other passionate supporters, female fans frequently feel as 

though they are on trial, needing to show their sincerity to them (Crawford and Gosling, 2004; Jones, 

2008; Toffoletti, 2017). If they emphasize their femininity, other admirers will notice them and think 

worse about them. Most women believe that the best way to avoid being judged is to minimize 

feminine characteristics (Toffoletti, 2017).  

               About advertisements, one very apparent way to represent the modern sports fan - and 

particularly, the modern female sports fan - is through television commercials. Traditionally, women 

have portrayed themselves in sports-related advertisements in ways that downplayed their enthusiasm 

for the activity and instead highlighted their bond with a male fan (Toffoletti, 2015). They looked 

like the stereotypical football widows, taking care of all their husband's needs as he gave his whole 

attention to the game. 

These representations also highlighted women who disapproved of sports because their male 

partner was too focused on it. Among bigger groups of sports fans, women have also shown up as 

token fans (Toffoletti, 2015). Some common images of women as sports fans paint them as either 

new and naive fans or as just a male fan's admirer. There are no narrative structures in these 

representations of women in sports-related advertising (Wenner, 2012). 

Numerous advertisements promote the idea that women place greater value on being 

shoppers and consumers than on their fan identities (Wenner, 2012). Television commercials over 

the last ten years have started to highlight female fans as more real and passionate, 

although representations of women are still extremely rare (Gieseler, 2017). 

               Despite the growing acknowledgement of female fans in sports-related fields and the 

growing number of women identifying as sports fans, there is still resistance due to the traditionally 

strongly gendered nature of the industry. Traditional ideas of what it means to be a woman have 

historically linked sports to both masculinity and femininity. (Clelend et al., 2020). Gender always 
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has an impact on how women are integrated in sport culture. The way a woman presents her gender 

identity determines how other fans will see her. In sports, male dominance can limit female fans' 

enjoyment of the game by creating a hostile environment. 
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2. RESEARCH RESULTS ON GREEK A1 BASKETBALL 

LEAGUE’S MARKETING COMMUNICATION IN SOCIAL MEDIA 

INCREASING FEMALE SPORT FAN ENGAGEMENT  

 

2.1  Research methodology 

 

Fans play a crucial role in the sports industry, regarding the popularity of sports teams. Their 

huge impact can be shown in several ways like, purchasing tickets and spending money on 

merchandising (Chung, 2015). Although the influence of sports fans is known and important, there 

is not enough literature about increasing sports fan engagement, especially female sports fan 

engagement. So, the problem of this research is – how can the Greek A1 basketball league engage 

and attract female fans through marketing communications on social media.  

There is limited research in Greece about increasing female sports engagement on social 

media and this research aims - to investigate ways of marketing communication in social media in 

order to increase female fan engagement for the Greek A1 Basketball league.   

The object of this research – marketing communication in social media increasing female 

fan engagement for the Greek A1 Basketball league.  

The main objectives of this study are: (1) to develop a research methodology, including 

literature review to understand female sports fan engagement, (2) to conduct a case study analysis of 

the Greek A1 Basketball league in order to understand current social media marketing strategies, and 

(3) to conduct a survey to collect primary data of female sports fans to understand their preferences 

and challenges in the sports industry. 

By comprehending and identyfing the needs, tastes, and challenges faced by female sports 

fans, this research will offer practical and useful recommendations about this target audience. 

Additionally, the insights gained by this research, can be helpful for other sports organizations or 

sports leagues that are seeking to increase female fan engagement on social media. 

Before collecting data for this study, it's essential to determine the research methods that 

will be used. A combination of methods will be used, like 1) literature review in order to collect data 

from existing researches and understand what is already known and identifying existing gaps, 2) a 

case analysis study of the Greek A1 Basketball league’s instagram account, in order to collect data 

such as social media posts interactions, gender engagement, user’s interests etc., and 3) a semi-

structured questionnaire to collect primary data from participants. 

A questionnaire is a very important part of the survey and the questions are formed in a way 

that will help researchers answer their needs about the survey (Krosnick, 2018). According to 
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Malhotra (2006), questionnaires are the primary and most used tools of gathering primary and 

quantitative data and it can ensure that the data collection process will be conducted quicker and 

easier. Businesses of many fields and a range of academic researches use this type of tool to do a 

survey. Conducting a fan survey with a questionnaire may not be that simple as it appears, because 

the answers could differ significantly or even be unexpected and unplanned, causing several 

difficulties in the procedure (Taherdoost, 2022). In order to minimize the potential issues, questions 

were created as understandable to all respondents and used simple language. Also, to avoid 

misunderstandings, the questions do not contain definitions and words that might be unknown to 

some people.  

There are two main types of questionnaires. These types are known as structured 

questionnaires and unstructured questionnaires. Of course in a research you can use a combination of 

both, which is known as a semi structured questionnaire. The first type of questionnaire, the structured 

one, contains answers options like multiple choice or Likert scales answers. This type of format 

makes the collection of the data and the analysis easier. On the other hand, the unstructured 

questionnaires give the opportunity to the respondents to provide their own answers and opinions. In 

this scenario, the data is not pre coded easily, and there are vast possibilities of answers that can be 

provided by the respondents (Acharya, 2010). It is very common for researchers to use the semi 

structured type, because in this way they can gather basic information, but also have a deeper 

understanding about the thoughts and the experiences of the respondents for more exploration. 

As it was mentioned before, the survey's objective was to investigate the factors that affect 

female fans' engagement in the Greek A1 Basketball league, in order to fully understand the needs of 

this particular target audience and offer some potential recommendations. Sports, especially 

basketball, are becoming more and more popular in Greece, but not much has been discovered about 

how to get more female fans involved, particularly through social media marketing. Given this pre-

existing gap, research was needed. Following the development of a semi-structured questionnaire to 

collect comprehensive primary data to understand the Greek A1 Basketball League and to determine 

the preferences, attitudes and behaviors of female sports fans, the league's Instagram account was 

analyzed to analyze the level and engagement of its audience. This study was conducted using 

Modash, a social media analytics tool. The data showed a predominantly male following, with a large 

segment of the audience falling in the 18-34 age group. The majority of followers are based in Greece, 

particularly in major cities like Thessaloniki and Athens. 

The questionnaire was created using Google Forms, an online survey tool, in order to collect 

primary data. Google Forms makes it simple to distribute the survey on several social media 

networks, making it a handy approach to collect information from respondents. The questionnaire 
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was mostly distributed on Facebook and Instagram, but it was also privately delivered to responders 

through Email, Messenger, and WhatsApp.  

By combining the benefits of structured and unstructured questions, it allows the researcher 

to gather data efficiently and deeply analyze participant opinions. The questionnaire includes 

questions like “In which social media platforms do you follow the Greek A1 Basketball League? 

Please choose all applicable”, which is a structured multiple-choice question because respondents 

had a specific set of answers to choose. On the other hand, this questionnaire contained questions like 

“Which social media accounts do you follow? (Athletes, Leagues etc.)”, which required a short 

answer text. This question allowed respondents to write their own answer, rather than selecting from 

a specific set of options.  

Due to the fact that this research is about increasing female sports fan engagement through 

marketing communications, this questionnaire was specifically designed to understand and capture 

the thoughts, perspectives and experiences of females, not only for the sports world in general, but 

especially for the Greek A1 Basketball League. Also, the questions were structured in a way to gather 

information about females’ preferences, problems, issues, thoughts etc. Questions like “ What kind 

of sports content and marketing communication do you like most to see on social media? Please 

choose all applicable” and “In which social media platforms do you follow these accounts related to 

sports?” were designed to gather information about preferences, and behaviors related to sports 

content and social media. Moreover, the question about any specific challenges or barriers that 

females face as sports fans, aims to identify these challenges, in order for leagues  to create a more 

welcoming environment for female fans. In addition the last section of the questionnaire was 

exclusively designed to gather information about female sports fans’ preferences and behaviors 

related to the Greek A1 Basketball League. More specifically, to identify the social media platforms 

used by female fans to follow the league, to understand the specific types of content that encourage 

female engagement on social media, to understand the preferred method of watching games, to 

identify the key factors that motivate female fans to follow the league on social media, and last but 

not least to explore the consumer behavior among female fans. 

The target audience of the research are females living in Greece. There is always the 

possibility of the unexpected, so the first question was asking about the gender of the individual, and 

if it was male, the questionnaire ended. In addition, to ensure that the research will gather reliable 

data, it was tried to find females who already had an active role in sports. To achieve that, a 

questionnaire was shared with females that were or are active in the sports world.  As a basketball 

player in a young female team in my town, this advantage was used to share it with old teammates, 

in order to make sure that my research includes the opinions and views of females who are passionate 
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about the game and have the experience of attending or watching games. Αnother strategy that was 

used to gather valuable data was the following. A search on Facebook, to find groups that are 

specifically focused on female sports fans and on Greek teams’ fans was used. It was asked for 

permission to post in the group and then only female fans were invited to participate, highlighting the 

benefits of their participation and the confidentiality of their responses.  Also, this will help to collect 

useful information and thoughts about women who may have faced any challenge or difficulty in the 

league, because they are residents of Greece and active members and fans of sports.  

According to country meters.info (https://countrymeters.info/en/Greece) the current 

population of females in Greece is 5,176,121. So, according to the sample calculator 

(http://www.raosoft.com/samplesize.html), with margin of error 5%, confidence level 95%, response 

distribution 50%, and sample size 5,176,121, the recommended sample size was 385 respondents.   

In the questionnaire, the first section consisted of 5 questions which were about demographic 

information. For any case scenario, the first question asks the respondent's gender. If the respondent 

answers "male," the questionnaire ends. The recommended sample was 385, although 205 responses 

were able to be collected. Out of the 205 individuals who started the questionnaire, 202 continued to 

the next question, while 3 did not, because of the gender limitation of this research. After calculations, 

the margin of error for 202, is 6.9%. 

Also, for this research secondary data was used.  Secondary data was gathered through 

consulting books, journals, and research papers from the past. By giving broad information, the 

literature aided in understanding the contemporary context for the study issue. The majority of 

secondary information from school journals was discovered by utilizing Google Scholar, Taylor & 

Francis Online, Springerlink, Emerald, and ResearchGate. All of the publications utilized in this 

research underwent peer review to ensure the accuracy of the data. Increasing the study's credibility 

as a result. 

 

2.2 Context and study area 

 

It is well-known that basketball is a highly popular sport in Greece, with many people 

passionately following the game. The Greeks' love and dedication to this sport are evident by the 

huge number of basketball courts that can be found in every schoolyard, park, or even the most distant 

spots in the mountains. The rise of the popularity of basketball in Greece started in 1987, when the 

Greek national basketball team won the Eurobasket in Athens. Until then, Greek basketball could be 

characterized as a mediocre sport in the country. Greece made it to the final of the 1987 FIBA 

European Championship and won the cup and this was the day of the birth of the first Greek basketball 

https://countrymeters.info/en/Greece
http://www.raosoft.com/samplesize.html
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legends, the players who would inspire future generations and establish Greece's reputation as an 

important force in the sport. After this success, many more followed. Greece also won the gold medal 

in Eurobasket of 2005 for the second time in history and the following year the team won the silver 

medal in FIBA World Cup. Now Greece still remains an important force in the basketball world, both 

at team and individual level. 

The Greek A1 Basketball League (GBL), which is also known as the Stoiximan Greek 

Basketball League is the Greek professional basketball league at the top tier, and it is managed by the 

Hellenic Basketball Association (ΕΣΑΚΕ in Greek). From the establishment of the First National 

League in the period 1963–64 until today (period 2024–25), only two teams continuously participated 

in all championships, Aris Thessaloniki and Panathinaikos. PAOK had one absence, in 1963-64 when 

they did not compete in the first tournament, while A.E.K. has three absences. and Olympiacos 

Piraeus five. At total, 65 teams have participated in the A' and A1 National League. 

Sports is viewed as an industry dominated by men (Connell and Messerschmidt, 2005). 

Female fans are becoming more present in the world of sports, and it seems that more female fans 

attend games, purchase branded items, and retain season tickets (Wann et al., 2001). Despite an 

increasing amount of research on female fans (e.g., Farrell, Fink & Fields, 2011; Jones, 2008; 

Osborne & Coombs, 2013; Pope, 2011; Sveinson & Hoeber, 2015), the experiences of female fans, 

especially those of highly identified and displaced female fans, have been underexplored and not 

received enough attention. Is a need to fully understand the complex problems and issues surrounding 

female fans, the viewpoints and the experiences.  

As it was mentioned before,  although there is a growing interest in sports for female fans, 

not only in basketball and football but in any sport, female engagement in men’s professional leagues 

remains low. Men are encouraged to participate in sports from an early age, in order to build their 

strength and leadership. On the other hand, women are excluded from sports not only in terms of 

participation but also in terms of viewership. Women have always been excluded from watching 

sports. For example the English Football Association banned women from playing football in 1921, 

because they were considered unsuitable. This had an impact on female viewership of football as well 

(Cleland, 2015). Also, just 7 years ago, in 2018, a group of passionate SS Lazio fans in Italy, put up 

posters stating that women were not allowed to sit in the first 9 rows in the stadium. These rows were 

characterized as a holy place, and females were not permitted to sit there (Bacchi, 2018). One more 

recent example, in 2020, several male sports fans firmly stated that “women have no place in football” 

(Cleland et al., 2020). 

According to Zorzou and Gdonteli (2022), the basketball fans in Greece were 75.1% males 

and 24.9% females, which shows that only 1 out of 4 basketball fans are females. Even though there 

is some research for female sports fan engagement conducted in Greece, they are about football. So, 
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there is limited existing research for female sports fan engagement in Basketball and specifically 

focusing on the A1 Greek Basketball League, so extra research is required.  

Taking into consideration all the above, it can be stated that increasing female sports fan 

engagement is a relevant topic due to several reasons. Among the most crucial social and cultural 

concerns is  gender  equity in sports. By increasing female fan engagement, the sports leagues can 

assist in the creation of a more friendly, welcoming and equal sports environment. Also, female sports 

fans represent an important consumer market, and engaging with them can lead to an increasing 

revenue, through tickets sales, merchandise and others. There are studies that confirm this economic 

potential by female sports fans. According to Holland (2013), women control 80% of the money spent 

on sports wear and 60% of the money spent on men’s clothes. Moreover, by focusing on a specific 

league, the research results can give and suggest recommendations about increasing the popularity of 

the league among females in Greece. Last but not least, the relevance and the importance of this topic 

is increased by the digital age we are living in. Sports fans can now, more than ever, interact with 

their favorite teams and athletes because of the plenty of advantages social media platforms are 

providing.  

According to Watfa et al, (2013), platforms such as Facebook, Instagram, Tik Tok, have 

become key sources for fans who are looking for real time updates and interactive content before, 

during or after sports events. Social media has changed the way fans interact and their experiences 

turned into dynamic and engaging ones. In addition, targeted marketing using social media is an 

effective strategy for engaging and connecting with specific audiences. In this case,  the unique 

advantages offered by social media marketing can be used to quickly and effectively target female 

athletic fans. This capability allows the Greek A1 basketball league to adapt its marketing and 

advertising campaigns, according to the unique and varied needs and preferences of this demographic, 

ensuring that messages connect with the target audience. 

 

2.3 Results from previous research 

 

This chapter provides an overview of previous research that is relevant to increasing female 

sports fan engagement through social media marketing will be analyzed, and a brief summary of other 

authors research methods, methodologies and approaches will be addressed. The main goal is to 

identify the current level of knowledge and find any possible gaps that this study could fill.  

The usage of social media  has been studied by sports management academics (Abeza, 2023), 

highlighting the shift of digital technologies from just tools, to strategic components for the sports 

field (Stegmann et al., 2023). The sport with the most research on social media use and potential is 

football (Faria et al., 2022). The highest level international leagues like the Premier League in 
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England, the LaLiga in Spain, the Bundesliga in Germany, Serie A in Italy and the Ligue 1 in France, 

provide a huge level of audience engagement (Aguiar-Noury and Garcıa-del-Barrio, 2022).  

Social media’s rise has made it possible for fans' communications to change in recent years. 

The huge number of 3.8 billion people used social media in 2020, and one of the most talked-about 

subjects on platforms like Facebook and Twitter was sports (Fenton and Helleu, 2019). According to 

Anagnostopoulos (2018), football clubs have adopted social media as means for interacting with fans 

globally.  

 A study conducted by Romero-Jara et al. (2024), in order to understand if posting more 

frequently on social media profiles for football clubs, and what kind of content they post, can increase 

sports fan engagement. In total, 10.712 social media posts were collected and investigated. To provide 

an accurate representation of social media activity, the study was conducted during a 45-day period 

of time, throughout the 2019 season. The researchers aimed to identify the types of content that sport 

fans react the most and the factors that affect the engagement levels by studying the content of these 

posts. Examining how football leagues use social media platforms to interact with fans and have a 

strong online presence was made possible by this strategy. Researchers examined the engagement of 

these 3 social media platforms, and found relationships between engagement and other variables by 

using statistical tests. The findings for this study provide valuable insights and conclusions for the 

sports organizations to improve their social media strategies, and will be analyzed below.  

First of all the study showed that Instagram is a more engagement platform than Facebook and 

Twitter, and sports managers should post on this platform more often. Also, the quality of content is 

more important than the quantity. Football fans care more about what is being posted rather than how 

often the accounts post. Another important conclusion is that football leagues are more likely to 

achieve higher engagement levels, when they align the  content of the message with the format. 

Another study, conducted in Greece, by Bakirtzoglou and Ioannou (2017), aimed to investigate 

the relationship between female sports fans satisfaction and sportcase variables in Greek Football 

Super League. Maybe this research is not directly connected to increasing female sports fan 

engagement on social media, but it still has high importance because it analyzes the female fan’s 

satisfaction during a football game. A sample of 142 female spectators attended two Super League 

Football games in Greece, during the football period 2016-2017 and participated in this study. They 

completed a questionnaire including demographic questions and questions related to factors that may 

influence females from attending football games live and participating in sports activities. All 

questionnaires were gathered before the beginning of the football games, by a team of four 

experienced interviewees and one supervisor.   

The study showed that the three main reasons that have a significant positive relationship with 

female fans’ satisfaction are cleanliness, facility aesthetics, and security safety. These factors were 
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found to have the most influence on their decision to go to games in the future. According to all these, 

the Greek Football Federation and the Greek sports facilities in general, regardless of the sport, should 

take into consideration issues like cleanliness, facility and security, in order to improve and strengthen 

the motivation and satisfaction of female sports fans and create a pleasant football environment for 

everyone (Bakirtzoglou and Ioannou, 2017). 

Another study by Fenton et al. (2021), explored the challenges that female sports fans face on 

social media accounts of sports teams and athletes. This study has high importance for increasing 

female sports fan engagement. A qualitative research was designed and conducted using semi-

structured interviews with 15 female fans of European professional football clubs. A set of questions 

were used as the basis of the interviews, which first examined participants’ fandom generally in order 

to get an idea of how important football is to them before focusing on their experiences with the 

football community in social media. Among the 15 female participants in this survey, Twitter was 

the most used social media network, with Facebook and Instagram coming next with 11 and 9 users, 

respectively. Moreover, these social platforms made it easier for the fans to interact with other fans 

through group conversations and experiences related to their team. Also, two thirds of female football 

fans reported having seen or experienced sexist and misogynistic behaviors on social media according 

to the survey. According to the interviewees, they have experienced and received sexist, stereotypical 

and offensive comments. These experiences illustrate how male-dominated views are common in 

some sports fans forums and social media accounts, and how difficult it is for female fans to interact 

in these online spaces. The study also found that sexist comments and threats of violence were among  

the most common issues women encountered in messages and online forums. 

Another respondent noted that some male fans hold stereotypical attitudes and views about 

female fans, believing that they act like fans for attention. Such stereotypes can lead to acts of 

discrimination. Another important thing that study found was about the posting behaviors of the fans. 

Instead of participating in public conversations, female fans prefer to send private messages, because 

in this way they will not receive sexist comments. Also, micro-communities with carefully selected 

members is a solution that female fans find, to express their thoughts and comments without the fear 

of being judged by a man. By limiting their online discussions to known contacts, female fans 

emphasize how important is the value of familiarity and trust in their connections. These micro-

communities can replace the public, unpleasant and discriminating internet forums. One participant 

added that “In my experience, a lot of women are searching for a secure place, and they frequently 

don't find it on social media.”. Therefore, micro-communities help its members develop a sense of 

camaraderie and social capital (Putnam, 2000). On the other hand, some participants of the interviews 

expressed their desire to break out of these micro-communities and engage with the wider online fan 

groups. These participants think that it is very important for women to show that they can be accepted 
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and active members of these broader groups and overcome the obstacles caused by male fans. As 

some key findings of this study, we can say that it is very important for social media managers to 

address and understand the challenges female fans face every day, and develop strategies to protect 

them and improve female engagement. Also, sports clubs by creating a more accepting online 

environment for women, may benefit themselves by increasing the visibility of female fans. 

Regarding this, sports clubs, through their own behavior and messages, may help to promote 

acceptance and unity in online fan groups. Last but not least, sports organizations should promote 

digital policies that support diversity, such as guidelines for social media messaging. 

Another Greek study by Amalia and Krinanthi (2022), had the purpose to identify who the 

Greek spectator is, in order to create marketing strategies especially for these target audiences. 

Spectators are recognized by professional teams as consumers, who are the foundation for the revenue 

stream. It is estimated that approximately 1.5 million individuals watch the Greek Football League 

each year, and Greek teams make an average of 8.9 million euros. This study employed a random 

sample method. Males and females, 2.500 in total, answered the questionnaire, and the participation 

was anonymous and entirely optional. From 2.500, only 2.322 were considered as suitable for the 

survey since some of them were missing information. Males completed 2,160 (93.02%) of the valid 

replies, while females completed 162 (6.98%). These findings about the gender of the spectators, 

disagree with previous studies by Appelbaum et al. (2011), which reported that 61% of sports 

spectators were females. In addition, the current study’s results disagree with earlier research by 

Savrum et al. (2017), where from 201 basketball fans, 75 were males and 25% were females. We 

could also come to the conclusion that many people, regardless of their marital situation, level of 

education, money, or work, make it a habit to attend matches. Nevertheless, not all individuals attend 

a football match for the same reasons. 

Theodorakis and Wann (2008), conducted a study in order to investigate the sports fandom in 

Greece regarding the influence, the interests and the behaviors of the fans. A simple representative 

group of 351 students from a Greek University's Department of Physical Education and Sport 

Sciences participated in the study. Male students formed the majority of the sample (69.5%), while 

female students made up just 30.2%. The average age of the group was almost 22 years old. The 

questionnaire was divided into five sections: team identification, socialization agents, sports fandom 

identification, sports consuming habits, and demographic data. Some key findings of the study are 

about attendance to the games and television viewing. 82% of the females who answered the 

questionnaire attended a sports event less than twice a year, in contrast to males (56.4%). In addition, 

almost 86% of males watched a sports related program on television at once a week, while only 34.3% 

of females did that. Last but not least, both males and females seemed to enjoy having conversations 

about sports related subjects with friends and relatives at least one time per week, but again, the 
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percentage of male engagement is higher than the female (76% and 62.8% respectively). Also, 

another important finding is that females are more likely to be influenced by friends when it comes 

to sports fandom, while males are more likely to be influenced by parents. This results, says that 

social relationships play a very crucial role for females about sports fandom. Previous studies have 

found significant gender differences in other countries like North America (Wann et al., 2001) and 

Norway (Melnick and Wann, 2004), with males having far higher levels of fandom related behaviors 

than females. Gender differences among Greek fans in sports fandom behaviors compared to 

Norwegian fans are obvious. There was a 51% difference in television viewing between males and 

females, which was the most significant difference. In conclusion, this study aimed to help sports 

managers to boost fan engagement by analyzing fans’ watching habits.  

A study in Denmark by Pfister et al. (2013) investigated the participation of women in football 

and the possible reason of why they are interested in football, through analyzing audience insights, 

and conducting semi-structured interviews. Both men and women like football, but the survey found 

that males are more likely to attend sporting activities, especially football games. Several factors may 

cause this gender gap, like the environment which is violent and full of testosterone. Also, another 

finding was that the more violence and misogyny exist in a fan group, the fewer women are involved. 

Women often face bias and gender stereotypes, which can affect how they feel in fan groups and may 

often in an attempt to be accepted and respected, female fans sometimes imitate the habits and 

behaviors of male fans. Moreover as Theodorakis and Wann (2008) claimed, socialization factors 

like family members, friends, and school environments play an important role in the influence of 

football fandom. Although these influences can affect both men and women, males are more likely 

to get support and encouragement for their football pursuits, which strengthens their bond with the 

game. Last but not least another finding about gender difference is the fact that compared to men, 

female fans may have different experiences and goals and may get interested in football for a variety 

of reasons, including individual experiences, parental influence, and player admiration. 

Another study conducted by Hussain et al. (2022), was focused on increasing sports fan 

engagement in sports by using social media platforms. The main goal of the study was to evaluate 

how social media platforms can affect fan engagement and in which ways. 384 participants answered 

the questionnaire which was spreaded to them via social media platforms in order to gather data. By 

using this practical sampling technique, researchers were able to collect data from a large number of 

people. According to the study, a sizable majority of participants (85.9%) regularly use social media 

during important live athletic events. Just a little percentage (13.8%) don't. This means that live sports 

events can increase social media interaction, as people use social media to share their thoughts and 

ideas with friends and family. Moreover, the survey found that most participants (87.7%) think that 

videos related to sports on social media platforms like Facebook and Instagram may offer useful 
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details about games and athletes. This gives the sports managers the kind of content to use in order 

to grow and build a strong fan engagement.  

This chapter has explored the previous studies in the field. Key findings highlight the social 

media's value in creating fan communities, enabling interaction between fans and their favorite teams, 

and encouraging fan loyalty but issues such as online bullying , gender inequality and the need for an 

inclusive online environment remain. Sport organisations must implement methods to solve these 

difficulties in order to maximise the engagement of female fans. This involves using specialized 

material that interests female audiences, encouraging diversity and inclusion, and creating friendly 

and safe online communities. Sports organizations may utilize social media to build stronger 

relationships and increase fan loyalty by knowing the particular requirements and preferences of 

female fans. 

 

2.4 Results from the case analysis  

 

This chapter delves into a comprehensive case analysis of Greek A1 Basketball league’s social 

media accounts, to examine the content shared, the level of engagement etc., focusing on the 

interaction with the female fans, - if there is any - in order to define the existing strategies, and 

discover any gaps. By understanding the market and their preferences, the Greek A1 Basketball 

league can take advantage and be profitable for female sports fans. 

The social media analyzed will be Instagram. The reason why it was chosen to analyze the 

Instagram account, was because within the other league’s social media accounts (Facebook, Tik Tok 

and YouTube), Instagram was the one with the biggest engagement and the female fans who 

answered the questionnaire of this research stated that they follow the league, primarily on Instagram 

with 93.9%.  

Figure no. 2 shows Greece's A1 Basketball league official instagram account. The Greek 

Basketball League's official Instagram account, @greek_basketball_league, (account type: Business 

Account), is a hub of basketball activity related to the league and Greek basketball in general. With 

a significant following of 36.2k, the league often receives a lot of interaction, with an average of 746 

likes per post and an engagement rate of 2.06%.  

Next figures (see Figure 3 and Figure 4), display audience data for the Greek Basketball 

league instagram followers. The majority of followers (84.48%) are based in Greece and Thessaloniki 

leads with 8.43% of followers, followed by Athens (7.78%) and Patras (2.62%). The platform used, 

estimates an audience credibility score of 79.26%, which means that the majority of the followers are 

likely real individuals rather than bots or face accounts. 
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Also, Figure 4 shows the gender and age distribution of the Greek A1 Basketball league’s 

Instagram followers. The majority of the followers (90.67%) are males and only 9.33% of the 

followers are females. Regarding the age groups, males dominate each age group. The age group that 

females have the biggest engagement is 25-34 with 4.03%, followed by 18-24 with 2.6%. 

This shows a gap and an opportunity for the league to extend its reach to female audiences. 

Creating content that is interesting to women, such as featuring female athletes, discussing women's 

basketball, or highlighting the social and cultural aspects of the game. Understanding the age and 

gender breakdown can help the league create content that resonates with specific segments of the 

audience.  

In continuation of the previous data, the next 2 figures (see Figure 5 and Figure 6) show 

audience data by likes. The provided data shows the audience demographics for the Greek A1 

Basketball league’s instagram account, based on likes. The majority of likes (90.19%) are from 

individuals from Greece, and Thessaloniki leads with 9.62% of likes, followed by Athens (7.53%) 

and Patras (3.65%). The platform estimates a likers credibility score of 87.25%, suggesting that most 

of the likes are from real accounts and not bots or fake profiles. 

In addition, in the figure 6, the gender and age distribution of people who have liked the 

Greek Basketball League's Instagram posts provided. The majority of people who like the posts 

(89.65%) are male and only 10.35% are females. As on the previous figures, so on this one, the age 

groups that hold the most female fan engagement are 25-34 and 18-24. 

According to the analysis of follower interests, relationships, travel, photography, and food are 

the next most popular hobbies, after a significant passion for sports. Figure 7, shows these interests. 

By creating sports content, developing fan bases, exploring travel partnerships, providing visually 

appealing content, and working with food companies, the league can take advantage of these insights 

in order to increase engagement. 

The other 2 figures (figure 8 and figure 9) provide the most commented posts and the most 

liked posts on Greek A1 Basketball league instagram page respectively. The most liked and most 

commented posts are similar. This indicates that the audience is interacting more with content related 

to highlights of players performance, league updates and interviews. The format of the majority of 

the most popular posts are reels.  

 

2.5. Results from female sports fan survey 

 

The purpose of this survey was to examine the factors that influence the female fan 

engagement in the Greek A1 Basketball league, in order to understand the needs of this specific target 

audience and provide some possible suggestions. For this reason a questionnaire was specifically 
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designed to explore the preferences, views and behaviors of female respondents as sports fans. The 

collected data aim to provide useful and insightful information about those factors that influence 

female fan engagement.  

A comprehensive semi-structured questionnaire was shared to a female audience based in 

Greece, because the goal of the study was to increase female fan engagement in the Greek A1 

Basketball league.  

 The questionnaire, except for demographic questions, included general sports questions in 

order to examine the preferences of the individuals. The first question, figure 10, was about how 

much time the respondents spend on social media every day. More than half of them, 52% answered 

that they spend around 1-3 hours on social media, 29.7% spend 3-5 hours, 9.4% of them spend more 

than 5 hours, and 8.9% spend less than 1 hour. 

 

Figure 15 

Time spent on social media daily  

 

The next question provided in figure 11, was about if they follow any account on social 

media related to sports. Like leagues, athletes, sports news etc. From 202 females, 163 or 80.7%, of 

them answered yes, that they follow accounts related to sports, and 39 or 19.3% of them answered 

no. In this part of the questionnaire, the individuals who answered no, did not continue to the next 

section of the questionnaire because they are not an objective sample for helping understand how to 

increase sports fan engagement on social media, if they do not follow any sports accounts. So, only 

163 out of 202 females continued answering in the next questions.  

 

Figure 16  

Percentage of following social media accounts related to sports 
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Continuation of Figure 16 

 

The next question was asking individuals to write some of the sports accounts they follow 

on social media. The results showed a strong interest in professional basketball and in top tier leagues 

including NBA and Euroleague and basketball players like Lebron James and Giannis 

Antetokounmpo. Regarding Greek athletes and Greek leagues, most of them answered that they 

follow teams like Olympiacos, Panathinaikos, Aris, PAOK and AEK. About Greek athletes, most of 

them answered they follow Giannis Antetokounmpo, Kostas Sloukas, Kostas Papanikolaou, Vasilis 

Spanoulis, and other basketball players. 

Ιn continuation of the previous question, in figure 12  the individuals were asked in which 

social media account they follow those athletes, or leagues. In this question they could choose more 

than 1 social media platform. Out of 163 females, 157 of them follow sports accounts on Instagram, 

96.3%, 57 of them or 35% follow accounts on Facebook, 31 or 19% on Tik Tok, 3 or 1.8% on Twitter 

and none of them on Snapchat. According to the study, Instagram is the primary platform that 

respondents use to consume sports content, so the league can use this platform as the main channel 

for creating marketing campaigns.  

 

Figure 17 

Most followed Social media platforms related to sports 

 
Next figure 13 shows what kind of sport content female fans most enjoy seeing on social 

media. Respondents select multiple answers, with “news and highlights of the games”, emerging as 

the most popular choices gathering 60.7% and 50.3% respectively. Live streams, interviews and 

behind-the-scenes content were the next most selected answers. In order for sports organisations to 
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effectively engage their audience and develop a deeper connection with the sport, these findings 

emphasise the importance of offering a range of content to engage female fans, including news, 

highlights, live streams, interviews, and behind-the-scenes footage. 

 

Figure 18 

Most liked sports content and marketing communication 

 
Additionally, in figure 14, the number of sports accounts respondents follow is provided. 

Most female respondents (60.7%) follow 3-5 sports accounts, while 29.4% follow 1-2. A smaller 

percentage, 6.1%, follows more than 5 accounts, and only 2.6% follow 0 or more than 10 and this is  

highlighting the overall interest in sports among the surveyed population. 

 

Figure 19 

Number of sports accounts respondents follow  

 
 

Next 2 questions, (figure 15 and figure 16), aimed to understand the respondent's personal 

involvement in sports, either as a player or in some other capacity and the level of importance 

basketball holds for them. This helps to understand their connection to sports and their potential as a 

sport consumer. Most of them 77.9% were not involved in any sport activity. Although, 17.8% stated 

they are playing sports and only 2.5% work in the sports field. For those who are not very involved 

in sports, focus on creating interesting and informative content to keep them engaged. On the other 

hand, for those who are involved in sports, the league can offer opportunities to interact with other 

fans, like online forums or special events, to build a stronger connection to the sport. 
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Figure 20 

Involvement of respondents to sport activities 

 

Moreover, the majority of respondents find basketball to be somewhat important and they 

likely have a moderate interest in the sport. On the other hand, 24.5% of the respondents consider 

basketball to be very important to them and they may have a strong passion for the sport. A smaller 

group consider basketball not very important, 12.3%, and only 1.2% think basketball as not at all 

important. 

 

Figure 21 

Importance of basketball as a fan 

 
 

In the last figure 17 of the second section, the challenges and barriers faced by female 

sports fans are provided. The most common challenge for females, with 55.2% of respondents 

indicating they face this issue, was the difficulty connecting with other female fans. This means that 

many female athletes feel isolated. 42.9% highlighted the lack of female role models and 

representation in sports as a major barrier. This can discourage young women from pursuing sports 

and limit their engagement with the industry. A significant percentage of 34.4%, reported  

encountering sexist comments or actions, and 26.4% feel marginalized or overlooked as female 

athletes. Only 1.2% of respondents did not identify any specific challenges. These results highlight 

the need to make a more welcoming and friendly environment for female fans. 

 

Figure 22 

Challenges or barriers that females face as sports fans 
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Continuation of Figure 22 

 
The third section of the questionnaire contained questions about the Greek A1 Basketball 

league. The first question was aimed to identify how many of the respondents follow the Greek A1 

Basketball League. Form 163 responses, only 114 were positive. The majority of females (69.9%) 

follow the Greek A1 Basketball League on social media but 30.1% don’t follow the league. From 

163 participants, only the ones who answered positively continued to the next questions of the 

questionnaire. In the following figure, 23, the number of respondents following the league is 

provided. 

 

Figure 23 

Number of individuals that follow the Greek A1 Basketball League on social media 

 

The Greek A1 Basketball league has a strong social media following, primarily on Instagram 

and Facebook, with 93.9% and 39.5% respectively. In figure 19 and in table 1, these statistics are 

provided. Given that Instagram is the dominant platform for the Greek A1 Basketball League's social 

media following, it should be the primary focus for implementing effective strategies. A table was 

created for a better visualization of the results. The “N” represents the number of respondents. 

 

Figure 24 

Social media platforms respondents follow the Greek A1 Basketball League 
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Continuation of Figure 24 

 

In the following table 1, the social media platforms that the respondents of the questionnaire prefer 

to follow Greek A1 Basketball league are provided. 

 

Table 1 

Social Media Platforms that the sample prefers to follow the Greek A1 Basketball League 

 

 

 

 

 

 

 

 

 

 

The following chart (figure 20) and table 2 reveals the preferences of female fans, 

regarding the types of content they enjoy to see on social media. A significant majority of 

respondents prefer news updates and live streams, 57% and 45.6% respectively.Highlights of games 

are also highly popular (38.6%), like interviews with players and coaches (37.7%). Also, 21.1% of 

respondents expressed interest in behind-the-scenes content. By understanding these preferences, 

the Greek A1 Basketball League can tailor its content strategy to maximize engagement and fan 

satisfaction. 

 

Figure 25 

Kind of Sports content and marketing communication respondents like most to see on the social 

media platforms of Greek A1 Basketball League 

 

 

 N % 

Instagram 
No 7 6,14% 

Yes 107 93,86% 

Facebook 
No 69 60,53% 

Yes 45 39,47% 

Tik Tok 
No 103 90,35% 

Yes 11 9,65% 

Twitter 
No 113 99,12% 

Yes 1 0,88% 
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Continuation of Figure 25 

 

In the table below it can be seen more clearly the number of fans who answered which type of  

content they prefer to interact with on social media platforms. N, represents the number of   

individuals. 

 

Table 2 

Kind of sports content and marketing communication respondents like most to see on social media 

platforms of Greek A1 Basketball League  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The following two figures (figure 21 and figure 22), provide insights into the viewing 

habits and engagement of Greek A1 Basketball league fans. 46.5% of fans prefer watching games 

on live streaming, 33.3% on television, and only 20.2% attending games. Live streaming has 

become the preferred method for watching Greek A1 Basketball League games. This trend can be 

attributed to the convenience and flexibility it offers, allowing fans to watch games at their own 

convenience and from any device. 

 

Figure 26 

Ways respondents watch Greek A1 Basketball League games 

 

 N % 

Highlights of the games 
No 70 61,40% 

Yes 44 38,60% 

News 
No 49 42,98% 

Yes 65 57,02% 

Live Streams 
No 81 71,05% 

Yes 33 28,95% 

Players & Coaches Interviews 
No 81 71,05% 

Yes 33 28,95% 

Behind-the-scenes 
No 90 78,95% 

Yes 24 21,05% 
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Continuation of Figure 26 

 

 

In addition, 71.1% of fans follow their favorite Greek A1 team on social media, while 

29.8% don’t. 

 

Figure 27 

Number of respondents that they follow their favorite Greek A1 Basketball team on social media 

 
 

The chart below (figure 23), illustrates the primary factors that influence individuals’ 

decisions to follow the Greek A1 Basketball league on social media. Team performances and news 

and player personalities seems to be equally important with 63.2% of respondents highlighting it. 

While less influential compared to the first two factors, marketing campaigns still play a role in 

attracting followers (14%). This implies that the players' personality and their actions on the court 

are what primarily motivate spectators. 

 

Figure 28 

Factors that influence females’s decisions to follow the Greek A1 Basketball League on social 

media 
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Continuation of Figure 28 

 
The following chart (figure 24) and table 3, highlight the preferred marketing 

communication techniques that female fans would like to see from the Greek A1 Basketball League. 

Partnerships with female athletes is the most preferred technique, with 57.9% of respondents 

indicating their interest. Highlighting the contributions of female fans is also highly valued, with 

44.7% of respondents expressing interest. 38.6% of those asked said they were interested in kinds of 

material such as interactive content (polls, quizzes etc.). Moreover, providing educational content, 

such as articles and tutorials, can help to increase fans' knowledge and understanding of the sport. 

34.2% of respondents indicated interest in this type of content. While less popular than the other 

options, 22.8% of respondents expressed interest in virtual meetups or watch parties exclusively for 

female fans. 

 

Figure 29 

Kind of marketing communication techniques females like to see the Greek A1 Basketball League 

organize  

 
The table below is an easier way of presenting the results. Ν, represents the number of individuals 

 

 

Table 3 

Κind of marketing communication techniques females like to see the Greek A1 Basketball League 

organize to engage 
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Continuation of Table 3 

 

 

 

 

 

 

 

 

 

 

 

 

This chart (figure 25) and table 4, identify the key challenges faced by female sports fans 

in the Greek A1 Basketball League. 51.8% of respondents cited a lack of female role models and 

representation in the league. A common challenge, with 44.7% of respondents indicating that, is the 

struggle to find other female fans to connect with. 39.5% of respondents reported facing sexist 

comments or behavior, and 29.8% of respondents feel marginalized or overlooked. Addressing this 

issue requires strict implementation of anti-discrimination laws, education, and awareness attempts. 

 

 

Figure 30 

Challenges or barriers that female sports fans face in the Greek A1 Basketball League 

 
The table below presents the data in a way that is more understandable.  

 

Table 4 

Challenges or barriers that female sports fans face in the Greek A1 Basketball League 

 

 

 

 

 

 

 

 N % 

Partnerships with female athletes 
No 48 42,11% 

Yes 66 57,89% 

Interactive content (Quizzes, polls) 
No 70 61,40% 

Yes 44 38,60% 

Educational content (Articles, tutorials) 
No 91 79,82% 

Yes 23 20,18% 

Fan Recognition content (Highlight female fans' 

contributions) 

No 71 62,28% 

Yes 43 37,72% 

Host virtual meetups or watch parties (Only for 

Female Fans) 

No 88 77,19% 

Yes 26 22,81% 
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Continuation of Table 4 

 

 

 

 

 

 

 

 

 

 

A 

significant majority (77.2%) of female fans feel that the league is not doing enough to promote female 

sports fandom and this is provided in figure 26. This suggests a need for the league to implement 

more targeted strategies to engage female fans. Also, the league should give priority to tactics that 

directly target the needs and desires of female fans in order to change this attitude. 

 

Figure 31 

Feeling that the league is doing enough to promote female sports fandom 

 

 
 

 

Also, the vast majority (93.9%) of female fans have a positive perception of using female 

athletes as role models in marketing campaigns. This is provided in the next chart, figure 27. By 

featuring female athletes as role models, the league can inspire young girls, attract new female fans, 

and promote gender equality in sports. 

Figure 32 

Female athletes as role models in marketing campaigns 

 

 N % 

Feeling marginalised or overlooked 
No 80 70,18% 

Yes 34 29,82% 

Dealing with sexist comments or behaviour 
No 69 60,53% 

Yes 45 39,47% 

Lack of female role models or representation 
No 55 48,25% 

Yes 59 51,75% 

Difficulty finding other female fans to connect with 
No 63 55,26% 

Yes 51 44,74% 
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In figure 28, a significant majority (81.6%) of female fans consider it very important to see 

female athletes represented in marketing campaigns and promotional materials. 

 

Figure 33 

Importance of representation of females athletes in marketing campaigns and promotional 

materials 

 
 

Last figure 29, indicates that female fans are most interested in seeing the Greek A1 

Basketball League organize female-focused fan events or meet and greets, partnerships with women's 

organizations, and social media campaigns highlighting female fans. 22.8% of respondents support 

this idea of partnering with local schools or sports clubs, suggesting a desire to promote the sport 

among young girls, 25.4% of respondents expressed interest in educational events and 18.4% in 

collaborating with local businesses. 

 

Figure 34 

Kind of community events females like to see the Greek A1 Basketball League or any other league 

organize to engage female fans 

 
 

After analyzing the data of the questionnaire, an SPSS analysis was conducted to further 

explore the quantitative aspects of the survey. This quantitative analysis allowed for a better 

understanding of the demographic characteristics of the respondents, their preferences, and their 

perceptions of the Greek A1 Basketball league. The analysis aims to identify relationships between 

different variables and demographic factors like age. 
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The following figure (figure 30), shows the percentage of respondents who follow sports-

related social media accounts related to age. The 25-34 age group has the highest percentage of 

respondents who follow sports-related social media accounts (90.20%). The 18-24 age group has 

(86.36%) and the 35-44 age group has (76.92%).The 45-54 and 55-64 age groups show a decrease in 

the percentage of followers, with 58.82% and 25.00%, respectively. The data shows that younger 

demographics (18-34) are more active in social media and more likely to follow sports accounts. This 

can help the league to create campaigns for this specific demographic. 

  

Figure 35 

Differentiation of following social media accounts related to sports, depending on age 

 

 

 
  

The following bar chart (figure 31), illustrates the percentage of respondents who 

experience difficulty connecting with other female fans, based on their involvement in sports 

activities. It seems that females that are involved in sports activities, like playing sports or working 

in the sports industry, are less likely to experience difficulty finding other female fans to connect 

with. On the other hand, respondents who are not involved in sports activities, have the highest 

percentage of experiencing difficulty finding other female fans (62.70%). To change this, sports 

organizations have to create opportunities for female fans to interact with others, in order to build a 

sense of community.  

 

Figure 36 

Differentiation of difficulty finding other fans to connect with, depending on involving in any sports 

activities 
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Continuation of Figure 36 

 
 

The survey investigated the factors affecting the engagement of female fans in the Greek 

A1 Basketball league. The study's analysis of 202 female respondents' data produced important 

findings. The most popular app for following sports content is Instagram. Most favorite formats of 

content are news and highlights from games. On the other hand, there are a lot of challenges that need 

to be investigated. Many fans addressed the lack of role models and having trouble connecting with 

other female fans. The league can increase participation if it partners with female athletes, features 

female fans, and runs events and social media campaigns specifically targeted at women. The study's 

overall findings emphasize the necessity for the Greek A1 Basketball League to employ focused 

strategies in order to bring in and keep female fans. 

 

2.6. Concluding notes on research results 

 

Using a mixed-approaches strategy, the study combined quantitative and qualitative 

research methods, while the primary method of data collection for this study was case analysis and 

also another method for collecting primary data was a questionnaire. This design allowed for a 

holistic understanding of female sports fan engagement. A theoretical review of the body of research 

on sports fan engagement, with an emphasis on female fans, is part of the first phase. By pointing out 

gaps in the existing research and emphasizing the particular difficulties experienced by female sports 

fans, this literature review provides a solid framework for the study.  

First of all, a case analysis was conducted which focused on the Greek A1 Basketball 

league’s instagram account. This happened in order to understand the already existing female 

engagement of the league, if any. The results showed that only 1 out 10 users who follow the 

instagram account of the league’s are females, more specifically the 9.33%. This results shows the 

lack of female fan engagement regarding the league and also indicates the lack of effort of the league 

to engage the female fans. Τhis result shows the existing gap that needs to be filled by creating 
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marketing strategies and engaging content that resonates with female fans. Referring to engaging 

content, the results of the survey can help the league create more engaging content, as they showed 

what female fans enjoy more to see and interact on social media regarding sports. 

The results of the survey conducted, revealed some very important key points that if the 

league will use them correctly, it is very likely to increase in a very important level its female sports 

fan engagement. Identifying the audience is the first important factor in order to create effective social 

media strategies. In this case, the female age group that is more likely to engage belongs at the age 

of 18 to 34, and the primary social media platform for engaging tends to be Instagram, regarding the 

results of the survey. About the content the female sports fans prefer, the results of the study indicated 

that sports news about the games of the teams and highlights of the games are the primary preferred 

content for them, following live streams of the games which is also a type of content they like. 

Furthermore, regarding the marketing communications they prefer, most female fans stated they 

prefer marketing communications strategies that include partnerships with female athletes and 

educational content. Moreover, female fans are interested in attending fan events and at watching 

parties. Of course, through this survey some challenges female fans are facing are identified and need 

to be addressed to improve the overall female fan experience. More specifically, female fans face 

challenges like the difficulty of finding other female fans to connect and interact with, they experience 

sexist comments against them from males just because of their gender and also they face the challenge 

of lack of female role models which results in the discouragement of young girls to interact with 

sports. 

Regarding all the above, the Greek A1 Basketball league needs to find a more inclusive 

approach to interact and engage with female sports fans. By understanding the needs and the 

preferences of this target audience, such as what type of content they prefer to see on social media 

platforms, the preferred social media platforms and what marketing strategies they want to see more, 

the league can focus on specific campaigns to increase female sports fan engagement. Also, 

identifying the challenges female sports fans are facing, such as sexist comments and lack of female 

representation, is very important for creating an accepting and inclusive environment for them. The 

Greek A1 Basketball league can significantly grow its female engagement and create a community 

that both males and females feel equally welcome and appreciated, by putting these suggestions into 

practice.  
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3. PROPOSED SOLUTIONS FOR GREEK A1 BASKETBALL 

LEAGUE’S MARKETING COMMUNICATION IN SOCIAL 

MEDIA INCREASING FEMALE SPORT FAN ENGAGEMENT  

 

3.1 Identifying problems  

 

           Sport is understood as a male dominated area (Davis and Duncan, 2006), but females are a 

growing proportion of sports fans (Varley, 2018). In order to increase female sports fan engagement 

for Greek A1 Basketball league and create effective strategies, it is essential to understand the current 

situation and possible mistakes and challenges female fans are facing. Based on the research, several 

findings, such as problems and challenges have been identified and need to be analyzed and 

discussed. By addressing these challenges, the Greek A1 Basketball League can provide an inclusive 

and welcoming environment for female fans. Recognizing the value of female fans and taking 

proactive steps to ensure their voices are heard and their experiences valued is essential. Along with 

increasing the league’s fan base, this inclusivity fosters a brighter and broader sports community. 

Additionally, emphasizing on female fan engagement may result in new sources of income and long-

term league sustainability. 

           The first major challenge identified by the study is the lack of female role models involved in 

marketing communications and promotions. More specifically, almost 52% of female sports fans 

stated this issue. Young girls’ ambitions, aspirations, and goals may be limited by this lack of 

visibility. Without seeing women in prominent positions, it is possible for young girls to never follow 

careers in sports or related fields even though they want to. Several studies have highlighted this 

issue. For instance, according to Burton (2014), the social view of sports as a male domain is one of 

the primary reasons for the under-representation of women in leadership roles in sports. Sports often 

teach boys and men to act in ways that are considered traditionally masculine, like being tough, 

competitive, and not showing emotion. This can limit how boys and men express themselves and can 

lead to harmful stereotypes. The media have played a dominant role in marginalizing the under-

representation of women in sports (Walker and Bopp, 2010). An example of how the media portrays 

females is the portrayal of  tennis star Serena Williams. Even though Serena Williams is one of the 

best tennis players ever, people often talk about how muscular she is or the clothes she wears, instead 

of how well she plays. This shows that society often judges female athletes based on their looks, not 

their skills. 

Also, a significant majority of female fans, specifically 77.2%, feel that the Greek A1 is not 

doing enough to promote female sports fandom. Women who want to work in basketball as players, 
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coaches or even enjoy the sport as fans, may also face difficulties due to the league's lack of female 

role models. Using female athletes as role models in marketing advertising campaigns was positively 

viewed by almost all of the respondents. (93.9%) This implies that female fans have a significant 

desire for women to be more visible and represented in the sport.  

            In addition, almost 40% of the participants who answered the questionnaire, stated that they 

have dealt with sexist comments or behavior at least once in their life, regarding sports. This hostile 

environment discourages female fans from participating in the sport or engaging with social media 

accounts. This is an issue for the league to consider in order to create a safe and inclusive environment 

for all fans. Sexism makes female fans feel isolated and alienated. Women may feel uncomfortable 

voicing their opinions or participating in online discussions. The finding of this survey aligns with 

previous research, such as that of Fenton et al. (2021). The study also showed that on social media, 

female fans frequently come across unpleasant, stereotyped, and sexist comments. This highlights 

how common sexism is in sports fandom and how difficult it is for women to function in online 

environments. 

            One more significant challenge highlighted by the research is the difficulty female fans face 

in connecting with other female fans. Nearly 45% of respondents said that they have difficulty 

connecting with other female fans. The development of a strong feeling of belonging and community 

among female fans may be affected by this isolation. One major problem that may affect female fans' 

general experience of the sport is the difficulty they have connecting with one another. From this 

isolation can come feelings of marginalization, loneliness and vulnerability. 

Furthermore, there may be limited opportunities for female fans to interact, encourage each 

other and exchange experiences. 29.8% of female fans reported feeling marginalized or overlooked 

within the sport community. The marginalization of female fans is not a new finding (Pope, 2011). 

A study by Sveinson & Hoeber (2015), highlighted this issue and the need to empower women in 

sports. The women in this study stated that they are feeling marginalized and undervalued as sports 

fans because of their gender. They often felt that they had to prove their knowledge and passion to 

male sports fans to gain legitimacy. They also admitted that in order to fit in, they sometimes 

downplayed their gender and identity. In addition, the participants perpetuated the gender hierarchy 

by marginalizing other female fans. More studies also agree with this issue, like Gosling (2007) and 

Wedgwood (2008), who stated that women are marginalized because they are viewed as inauthentic 

fans who lack sport-specific knowledge and attend sport events for inappropriate reasons. Their 

reasons for going to games, such as heterosexual attraction to the team's players, are also interpreted 

as being inauthentic.  

Although not every female is motivated by heterosexual attraction to male athletes, it gives 

men reason to believe that women are not as deeply involved in the sport. The majority of the female 
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fans were perceived by these males as "groupies" or "puck bunnies," implying that these supporters 

are 'inauthentic,' not 'dedicated' in their support, and are more interested in the sexual attractiveness 

of the players rather than the sport itself (Wedgwood, 2008). This impression may result from a 

number of things, like lack of being recognized for their contributions or exclusion from decision-

making processes. These kinds of situations might make individuals feel excluded and make the fan 

experience less satisfying in general.  

            Another problem identified is the low attendance rate of female fans at live games (20.2%). 

Only 1 out of 5 females prefer to go to watch games live in the stadiums, while 46.5% prefer live 

streaming and 33.3% prefer watching games on television. This can be further understood in the 

context of existing research by Bakirtzoglou and Ioannou (2017). According to this research, female 

fan satisfaction was significantly influenced by elements including facility aesthetics, cleanliness, 

and security safety. These elements imply that the physical environment and the perceived safety of 

the stadium as a whole, as well as other aspects, are important in attracting and keeping female 

spectators. In addition, attending games in person may make female fans feel less secure, particularly 

if they're faced with bias or sexism. Also, women may feel isolated, especially if they have no family 

or friends to go with at the games. Last but not least, female fans may feel uncomfortable in places 

where male fans dominate, especially if they are exposed to gender bias or verbal abuse. 

It is clear that female fans face daily challenges. Under-represented female role models and 

a hostile online environment are some of them, and the current situation discourages women from 

participating and engaging. From the other point of view, a strong and active audience is just waiting 

to be reached, and this can be understood by the high need for female role models (93.9%) and the 

high percentage of female fans (46.5%) choosing live streaming. The Greek A1 Basketball League 

can establish a more welcoming and inclusive environment by addressing the issues that have been 

highlighted, such as promoting female role models, ensuring that there is a safe online environment, 

and giving female fans chances to interact. In addition to benefiting female fans, this will advance 

the league's general growth and success. Viewership, item sales, and league revenue can all increase 

with more female participation. Furthermore, the league may establish itself as a leader in the sports 

sector and encourage other leagues to do the same by emphasising gender equality. 

 

3.2 Propositions for the Greek A1 basketball league’s marketing communication 

in social media increasing female sport fan engagement 

 

After analyzing the data collected from the questionnaire and identifying the existing gaps 

and problems faced by female sports fans, this final chapter presents propositions for the Greek A1 

basketball league for increasing female fan engagement on social media. The questionnaire that was 
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created and shared in the female audience, helped to understand important things about females as 

sports fans. Social media offers teams and organisations in the sports sector with new and unique 

chances for exploring fan engagement. More easily and simply than ever before, sports teams and 

organizations can now engage, grow, and maintain their fanbase. Online platforms is the only place 

that information and entertainment can be combined and that is the reason why social media platforms 

are so important for businesses.  (Swarm, 2018). 

             By understanding the preferences of females regarding social media, the Greek A1 Basketball 

league can create strategies to foster fan satisfaction. Achieving this requires effort and consistency 

from the Greek A1 Basketball league. The league has to take into consideration many things that are 

important in order to achieve its goal.  

The first thing the league could do is to identify in which social media platforms must these 

strategies be employed, in other words which social media platforms are the most suitable to target 

female fans. Based on the survey results, Instagram is the most popular social media platform among 

female fans of the Greek A1 Basketball League, with a significant number of 93.9%. So, this finding 

highlights the importance of using and prioritizing Instagram as the main channel for engaging with 

female fans and creating content. It is obvious that the league can also use the other social media 

platforms to promote its stuff and content, but should focus on instagram because according to the 

answers of the questionnaire it is the most used from the interested target audience. 

 

3.2.1 Types of content preferred by female fans 

 

After identifying the most suitable social media platform, the next step in creating valuable 

and targeted content is figuring out the type of content the audience is more interested to see and 

interact with online. According to survey results the types of content that resonate more the female 

fans are news updates (57%) and live streams (45.6%).  That means that female fans are more likely 

to stay updated and engage more in the league’s account if the league creates and shares this type of 

content. Real-time updates, news in a storytelling format, high quality live streams and interactive 

live streams are some of the content the league can create. Moreover, female fans expressed interest 

in highlights of the games, interviews with players and coaches and behind-the-scenes stories. So, 

the league could create reels and stories of the game’s exciting moments, offering exclusive 

interviews with coaches and players and sharing behind-the-scenes such as practice sessions, team 

meetings, hotel photos, travel experiences and player game day photos, in order to capture follower’s 

attention and increase female engagement. 

Οne more significant insight the study revealed, is that only 20.2% of female fans actually 

attend the games. In other words only 1 out of 5 females chose to attend arenas in order to watch 
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basketball games. This is something that can be happening for many major reasons, including ticket 

prices, distance, and scheduling conflicts. The survey revealed that a major number of females, almost 

1 out of 3, feel marginalised and overlooked. Also, almost half of the females who completed the 

questionnaire stated that they find difficulties to connect with other female fans. All these reasons 

could be responsible for the low rate of attendance mentioned before. It is obvious that the Greek A1 

Basketball league must complete strategies in order to decrease and later eliminate this phenomenon. 

A good start could be implementing several strategies to attract more physical attendance such as 

offering discounted tickets for families or children, organizing game-day events, and meet and greets 

with players to create a stronger connection and of course the league has to make sure that the 

environment is welcoming and safe for all fans, especially for the women. League can achieve this 

by increasing security, by providing facilities such as child play areas, changing stations, and nursing 

rooms and by offering gender-neutral restrooms to enhance comfort and convenience.  

 

3.2.2 Marketing communications techniques for female fans 

 

In addition, the survey results revealed one more major insight about the preferences of female 

fans regarding marketing communication strategies. There are many strategies the league can 

implement for increasing female engagement. Female representation was the most popular strategy 

stated by the female fans. For example, promoting female athletes, coaches, referees and any woman 

involved in the sports field as role models can inspire females in general and not only young girls. 

Also, by creating marketing campaigns especially for women, creating content about females that 

showcases the stories and experiences of women in basketball, partnering with women's businesses 

and female sports influencers to promote gender equality, can help the process of increasing female 

fan engagement. In addition, highlighting sports achievements and accomplishments of female 

athletes can increase engagement as well. To keep female fans engaged, the league could use 

interactive educational content strategies, such as social media polls, basketball history quizzes, and 

quizzes in general to create a funny and happy environment. By prioritizing female representation in 

marketing campaigns, the Greek A1 Basketball league can attract and retain female fans. 

An equally important insight from the survey results, apart from partnerships with women's 

organizations, and social media campaigns highlighting female athletes, was the strong need for 

female-focused fan events. So, the league can organize a variety of fan events with a female focus to 

increase female fan connection. These include special "Women's Night" gatherings with 

entertainment, gifts, special deals, and of course the present of female athletes. Additionally, the 

designing of special packages for mothers and daughters, that include activities for "Mother-Daughter 
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Game Days" and merchandise. Lastly, networking events for female fans can help them connect with 

each other and share their love of the game, creating a strong sense of community. 

 

3.2.3 Challenges faced by female fans  

 

The survey results also revealed several key challenges that female fans face in the Greek A1 

Basketball League. More than half of those who answered the questionnaire cited the lack of female 

role models and representation as a major concern, making it the most important challenge. Young 

girls can be inspired and more women can participate in the sports world if female athletes and 

professionals are more visible. Also, a lot of female fans find it difficult to interact with other female 

fans and feel alone. Providing women with communication channels including social media groups, 

online forums and live events can create a sense of community and belonging. Last but not least, 

many respondents said they experienced comments that were sexist or felt marginalised. Addressing 

this issue requires strict implementation of anti-discrimination laws, education, and awareness efforts. 

 

3.2.4 Marketing plan for increasing female engagement 

 

It would be easier if the Greek A1 Basketball league would create some specific goals for 

increasing female sports fan engagement. Below is a proposed marketing plan designed to assist the 

league in setting and achieving its goals of increasing female fan engagement. First of all the league 

has to create some goals. Doran (1981) first introduced the specific, measurable, assignable, realistic, 

and time-related (SMART) method for writing effective management goals. Nowadays, the SMART 

method in management is commonly stated as the standard for developing effective, measurable goals 

and objectives (Piskurich, 2015). The Greek A1 Basketball League has set a set of SMART (specific, 

measurable, achievable, relevant, and time-bound) goals in order to effectively promote female fan 

engagement and guarantee sustainable growth. Here are some potential SMART goals for the Greek 

A1 Basketball League to increase female sport fan engagement:  

1. Increase female social media followers to 20% by the end of 2025. (now is 9.33%) This goal 

aims to grow more than double the current number of female followers on social media 

platforms. The Greek A1 Basketball league can try to achieve this with content targeted to 

females, collaborations with female influencers and more. Also, during this year, the league 

can measurement the results in order to understand which strategies are more effective and, 

in this way, to optimize successful strategies and adjust or discard those that are less effective. 

2. Increase female social media engagement regarding likes, to 25% by the end of 2025. (now 

is 10.35%) This objective, is to build up relationships with female fans who are already active 
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on social media. This suggests that in addition to get more followers, there is a need to 

significally increase their engagement with the content. Running contests and giveaways, 

actively engaging with comments on posts and messages, can foster the sense of community 

and show that the league values female fans. In addition, live questions, and answers (Q&As) 

with athletes and important personalities can increase engagement.  

3. Boost female attendance at games by 15% by the end of 2025. This goal aims to bring more 

fans to the physical games. Even know the exact number of female attendees is unknown, still 

some suggestions can be made. Creating a more welcoming environment, promoting family-

friendly events, and offering some discounts or promotions for female fans or family packages 

are some suggestions. 

4. Increase female merchandise sales by 20% by the end of 2025. This goal aims to increase the 

revenue from female fans regarding merchandising. By offering a wide range of merchandise 

like different sizes and styles, by creating merchandise lines that are exclusively for female 

fans and promoting this in ways that resonate with female audience, can help increase the 

annual revenue. Moreover, offering deals or discounts for female fans is a tactic to increase 

the revenue.  

All these goals mentioned above, are a commitment to increase the female sports fan 

engagement in the Greek A1 Basketball league. By implementing a strategic marketing plan focused 

on these goals, the league can tap into the potential of the female fanbase and elevate the overall fan 

experience. Once the strategies are implemented, the league can measure the success of the strategies 

by tracking some key performance indicators (KPI’s), like social media metrics including 

engagement rates (likes, shares, comments), and website traffic referred from social media platforms. 

Also, the league in order to understand how effective were the strategies that were described above, 

have to monitor game attendance, analyze merchandise sales, conduct fan surveys to gauge 

satisfaction and preferences, and measure brand awareness among female target audiences through 

surveys and social media analytics. Establishing a long lasting and welcoming environment for 

female fans would require an in-depth plan that considers all four goals. 

 

3.2.5 More ways for increasing female engagement 

 

Except for increasing the engagement on social media, the Greek A1 Basketball League 

could further boost female fan engagement by creating a comprehensive promotional plan. The 

league can provide an engaging and inclusive experience for female fans by leveraging important 
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sports events, developing rising talent, and working with top athletes. The tactics listed below provide 

a road map in order to achieve these goals. 

The Greek A1 Basketball League has a great opportunity to significantly increase female 

fan participation with the future EuroBasket 2025 Women's Championship. The league can showcase 

talented female athletes on a worldwide scale by focussing on the fun and visibility of the event. 

Highlight reels, player interviews, and behind-the-scenes videos can all be shared on social media 

platforms to reach a larger audience. Partnerships with media organisations can also help women's 

basketball gain greater popularity and make its female players role models. The Greek A1 Basketball 

League can use the momentum generated by EuroBasket 2025 to develop a strong and committed 

female fan base. 

In addition, the Greek A1 Basketball League could organize youth basketball tournaments 

in major cities such as Athens, Thessaloniki, and Larissa in order to create a youth fan base and build 

the base of future female basketball stars. Also, by giving young girls an arena where they can 

showcase their potential, these tournaments could foster fan connection. The league can attract young 

fans and their families to games by promoting these activities on social media and through local 

businesses. Additionally, a greater audience can be reached and excitement can be generated by live 

streaming the tournaments through social media channels, like instagram. 

Collaborating with famous Greek women basketball players can increase the league's fan 

base as well. The league can use the social media following of sports influencers to collaborate for 

promoting. These partnerships could include fan meet-and-greets, live streaming, and cooperative 

social media campaigns. In addition, female athletes can inspire young girls and develop a closer 

bond with the league by participating in mentorship programs and youth basketball clinics. The Greek 

A1 Basketball League can build a devoted and powerful female fan following by focussing on the 

fame and influence of this group of people.  

Although increasing fan engagement is the main aim of the proposed strategies, there may 

also be financial and economic advantages. First of all, increasing engagement means attracting new 

fans. By doing this, the league can increase ticket sales, especially for female fans. Also, by targeting 

female fans, the league can sell merchandise that appeals to their tastes and increase sales again. Last 

but not least, the attraction of female fans can help the league create deals with new sponsors, 

particularly those targeting women’s demographic, leading to additional sponsorship revenue. 

The league’s benefits are not only about revenue. Putting female fans first and promoting 

gender equality can improve the league’s brand reputation. The league can reach a wider audience 

and build better brand connections through showing a commitment to diversity. By supporting local 

initiatives (supporting local businesses, sponsoring youth or female sports programs), the league can 

develop a strong reputation as a community-oriented organization.  
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The strategies which were suggested above, can be considered as realistic and efficient.Using 

data-driven decision-making and monitoring key performance indicators (KPIs) like social media 

engagement, ticket sales, and merchandise revenue, the league may optimize its marketing efforts. 

The league is able to evaluate the success of its activities and make the required modifications by 

establishing specific goals and monitoring important metrics. The recommended strategies are 

realistic and simple to use using current tools and methods. They can be adjusted to meet the league's 

particular needs and change according to changes in the market. 

These strategies can be used by other sports leagues and organizations, big or small. The 

important thing is to adjust them to fit the specific needs of each group of fans. For instance, a smaller 

league could focus on building strong local relationships and using simple marketing methods, while 

a larger league might invest in advanced digital marketing and partnerships with big brands. 

In conclusion, by implementing the suggested tactics into practice, the Greek A1 Basketball 

League has a big chance to strengthen its relationship with female fans. The league can build a 

dedicated and loyal fan base in along with attracting new female fans by emphasising female 

representation, producing interesting material that suits their tastes, and creating a friendly 

atmosphere. By using social media platforms effectively, the league can reach a wider audience, 

particularly young women, and bring in the next generation of basketball fans. By addressing 

problems that female fans face, including sexism and a lack of role models, the league may also help 

promote the development of a more varied and equal sports environment. In the end, by supporting 

such efforts, the Greek A1 Basketball League could improve its image, increase income, and 

positively impact the sport for a long time. 

3.2.6 Attracting new female fans 

              Except for the already existing female fans, an important strategy for the future would be for 

the league to attract new fans. In order to gain new female supporters, the Greek A1 Basketball 

League may consider extending their game experience beyond just the dedicated court place. These 

experiences can facilitate a more active and vibrant culture, which would in turn promote the 

popularity of basketball among females. This can be achieved with many strategies. The Greek A1 

Basketball League may partner with gyms and fitness centres to provide league members with special 

discounts and exercise courses in an effort to encourage an active and healthy lifestyle. In order to 

give fans an easy and accessible method to stay in shape, the league can also host yoga and Pilates 

classes at arenas. The league can collaborate with nutritionists and wellness specialists to encourage 

nutritious food and lifestyle choices in order to further improve the entire wellness experience. Also, 

family friendly events it would be a good idea to attract new female fans. In order to foster a family-

friendly environment, the Greek A1 Basketball League can host family-friendly events. To entertain 
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young fans, these events may feature face painting, mascot appearances, and kid-friendly play areas. 

To boost attendance, the league might also provide families with exclusive deals and promotions. 

Additionally, planning basketball workshops and games between mothers and daughters can help 

families develop a love for the game. 

 

3.2.7 Creating a movement  

 

               It is important for the Greek A1 Basketball league to consider the future of the sport and its 

impact on the next generation of females and not only. The Greek A1 Basketball League could start 

a campaign based on a slogan for example, that will increase basketball's image and bring in new 

female fans. By promoting basketball as a lifestyle choice, slogans such as "Her Game, Her Future" 

could encourage and motivate female fans. The Greek A1 Basketball League may create mentoring 

programs, host leadership and sports management workshops, and showcase the accomplishments of 

female coaches and players to motivate upcoming generations. A passion for the game can also be 

developed by planning community events and collaborating with local organisations and schools to 

promote girls' basketball. The league's reach can be increased and benefits can be created by working 

with other sports organisations. These programs develop important life skills like leadership, 

discipline, and teamwork in addition to a passion for basketball. The league assists in building a more 

equal and empowered society by supporting the growth of young female athletes. 

 

3.2.8 Leveraging technology for fan engagement 

 

                  The Greek A1 Basketball League has the potential to develop interactive applications with 

games, tests and virtual experiences in order to enhance the fan engagement. A vibrant online 

community can also be developed via social networking sites by posting player interviews, fans’ 

polls, and other related content. Simple purchasing options for tickets and goods through an online 

platform may widen the fan base but the streaming of the matches and other league events can get to 

even more people. Also, AI-based algorithms can be used to suggest unique content items to specific 

users which may include player highlights, behind the scenes, interviews, and much more. By 

providing targeting promos these AI algorithms might also be used to personalise the game-day 

experience for fans who are physically there. The league may be able to better understand fan 

preferences and adjust future marketing and engagement tactics by analyzing fan data. Chatbots 

might be used to answer often asked issues and offer quick customer service on the league's website 

or social media accounts.  
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CONCLUSIONS 

 
The purpose of this study was to find ways to increase female sports engagement on social 

media, through marketing communication strategies, for the case of the Greek A1 Basketball League. 

By identifying the gaps and the current situation, this study aimed to enhance female sports fan 

engagement. In order to achieve this the following objectives were set: 

1. To conduct theoretical analysis of marketing communication in social media increasing sports 

fan engagement. 

2. Based on the prepared research methodology to conduct research on selected league’s 

marketing communication in social media increasing female sports fan engagement. 

3. To propose practical solutions for the selected league’s marketing communication in social 

media increasing female sports fan engagement.  

In the first part of the master thesis which was the theoretical analysis, existing research was 

analyzed in order to understand the current situation of female sports fan engagement and identify 

existing gaps, if any. Marketing communication tools were analyzed and the current social media 

landscape was identified, in order to have a better understanding of how businesses can use these 

tools to increase engagement and their brand image. Also, the peculiarities of marketing 

communication were studied compared to traditional media, because by understanding every aspect 

businesses could take full advantage of social media marketing strategies. In addition, it was 

important to understand if there were any tools for increasing sports fan engagement that were already 

used by other businesses and last but not least, it was vital to comprehend the current place and role 

of the female audience in the sports world, and to identify any possible challenges they are facing. 

While there’s been research on female sports fan engagement in some other countries in Europe and 

in America, this study delves into the unique needs and preferences of female fans in Greece, and 

particularly in Greek A1 Basketball league.  

The second part of the master thesis, which included the case analysis and the survey, aimed 

to investigate the current situation of female sports fan engagement in the Greek A1 Basketball 

league, through mixed-methods. The case analysis conducted showed the gender gap that exists in 

the league’s instagram account by revealing that only 1 out 10 followers were females, and the survey 

findings highlighted the preferences of females regarding marketing communications techniques and 

the challenges they are facing.  

More specifically, the research identifies specific content types that female fans want to 

interact with on social media. In addition, specific challenges have been highlighted, such as  

underrepresentation of female role models, a hostile online environment, and difficulties in 

connecting with other female fans. 
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In the third and last part of the master thesis, after investigating the current situation of female 

sports fan engagement in the Greek A1 Basketball league, strategies were proposed in order to help 

the league enhance the levels of engagement. First of all, it is very important to emphasize the targeted 

content that resonates with female sports fans. Secondly, creating an environment where females 

could feel safe and inclusive, is crucial. In addition, taking into consideration the preferences of 

females regarding the marketing communication strategies they would like to see the league create, 

is important in order to keep them engaged. Prioritizing partnerships with female athletes, creating 

female focused events and creating on social media platforms specific types of content they would 

like to interact with, are the first steps for creating a vital base for increasing the engagement and 

creating a sense of community.  

In addition, this research offers several elements of novelty to the field of sports marketing. 

More specifically, this research focuses on female sports fan engagement in the Greek A1 Basketball 

league. While there’s been research on female sports fan engagement in some other countries in 

Europe and in America, this study delves into the unique needs and preferences of female fans in 

Greece, and particularly in the Greek A1 Basketball league. 

Is also important to consider the limitations when applying them in practice. Taking into 

consideration the cultural and social distinctions, the results may only apply to the Greek A1 

Basketball League and not to other leagues or sports. Additionally, significant human and financial 

resources may be required to implement the recommended concepts. Furthermore, measuring these 

tactics' success can be challenging and requires extensive tracking and analysis. Lastly, because there 

were only 202 respondents in the sample, the results might not be as significantly applicable as they 

might appear.  A larger sample size might increase the findings' statistical significance and provide a 

more comprehensive understanding of the target audience. 

In order to further comprehend female fan involvement in sports, future research could look 

at the long-term effects of social media on fan engagement. In addition, examining the ways in which 

social factors impact the preferences and behaviours of female fans could offer valuable insights. 

Furthermore, investigating how new technologies, like virtual and augmented reality, might improve 

the fan experience for women is an interesting subject for further research. By addressing these issues, 

future studies can contribute to the development of more innovative and effective strategies for 

communicating with female fans. 

To sum up, this research provided significant understanding on the variables affecting female 

fans' involvement in the Greek A1 Basketball League. The league can make the fan experience more 

inclusive and interesting by comprehending the difficulties female fans face and coming up with 

practical solutions. The findings of the research are used as explanations for the engagement of female 

fans in the Greek A1 Basketball League and have greater implications for the sports industry as a 
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whole. As the sports industry continues to evolve, it is clear that attracting female fans needs a more 

comprehensive, planned approach that considers both their distinctive needs and the underlying 

difficulties they face.  
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Annex 1 

Glossary of terms 

Brand awareness: A term that describes how well the consumers can recognize a particular brand. 

(logo, name, products, etc.) (Pizam and Godovykh, 2022) 

 

Brand loyalty: Wthe consumers remain loyal to a specific brand, despite what the competitors are 

offering is called brand loyalty. (Russell‐Bennett and Parkinson, 2015) 

 

Content marketing: Content marketing is a strategy used in marketing in order to attract and retain 

an audience by creating any type of content like videos, posts, blogs and any other type of media. 

(Darvidou, 2024) 

 

Customer journey: The term customer journey refers to the interactions the customer has with the 

specific brand. (Harris et al., 2020) 

 

Data collection: The procedure for collecting and analysing data. (Gill et al., 2008) 

 

Diversity: A range of individual characteristics, including those related to gender, age, colour, and 

experiences. (Chui et al., 2015) 

 

Fan behavior: The actions of someone who supports a specific team or athletes or celebrities. 

(Gao, 2022) 

 

Fan community: Areas where fans who support the same team may express their common 

interests and views. (Gao, 2022) 

 

Fan demographics: Fan demographics describe specific features of a group. For example, age, 

gender, income, education, occupation etc. (Gao, 2022) 

 

Fan engagement: It's about making them feel connected to the team or sport they love, whether it's 

through social media, events, or special offers. (Yoshida et al., 2014) 
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Annex 1 Continued  

Female sports fans: Female sports fans are women who enjoy watching, following, and supporting 

sports teams or athletes. (Sveinson and Hoeber, 2015) 

 

Gender stereotypes: Gender stereotypes are fixed ideas about how men and women should act or 

behave. (Nadal, 2017) 

 

Greek A1 Basketball League: The Greek A1 Basketball League is the top professional basketball 

league in Greece.  

 

Marketing communications: Marketing communications are specific strategies that marketers use 

in order to communicate with market audiences.  (Kallier and Cant, 2016) 

 

Questionnaire: A questionnaire is a set of questions designed to gather information from a group 

of people. (Roopa and Rani, 2012) 

 

Sexism: Sexism is unfair treatment of people based on their gender. It's when people think that one 

gender is better than the other and treat them differently because of it. (Lorenzi-Cioldi and Kulich, 

2015) 

 

SMART Goals: SMART goals are objectives that are  specific, measurable, achievable, relevant, 

and time-bound and they offer a clear road map for success for businesses. The term was first 

proposed by George T. Doran in November 1981. 

 

Social media marketing: Social media marketing is using websites like Facebook, Instagram, and 

Twitter to promote a product or service. (Arsath, 2018) 

 

Social media platforms: Social media platforms are websites and apps where people can connect 

with each other, share ideas, and create content. (Arsath, 2018) 

 

Sports marketing: Sports marketing is a branch of marketing which is focusing on sports. More 

specifically is related to sports events, teams and athletes. (Sedky et al., 2020) 

 

  



76 

 

 

Annex 2 

Survey Questionnaire 

1.What’s your gender?* 

Male 

Female 

Demographics 

2.How old are you?* 

Under 18 

18-24 years old 

25-34 years old 

35-44 years old 

45-54 years old 

55-64 years old 

65+ years old 

3.What is your level of education?* 

Less than High School 

High school 

Bachelor’s degree 

Master’s degree 

Doctoral degree 

4.What is your marital status?* 

Married 

Widowed 

Divorced 

Separated 

Single 

In a Relationship 
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Annex 2 Continued 

5.What is your employment status?* 

Full-time 

Part-time 

Contract or temporary 

Retired 

Unemployed 

Unable to work 

General Sports Questions 

6.How much time do you spend on social media daily?* 

Less than 1 hour 

1-3 hours 

3-5 hours 

More than 5 hours 

7.Do you follow any social media accounts related to sports? (Leagues. Athletes etc.)* 

Yes 

No 

General Sports Questions 2 

8.Which social media accounts do you follow? (Athletes, Leagues etc.) 

9.In which social media platforms do you follow these accounts related to sports? Please choose 

all applicable.* 

Instagram 

Facebook 

Tik Tok 

Twitter 

Snapchat 

Other: 

 



78 

 

 

Annex 2 Continued 

10.What kind of sports content and marketing communication do you like most to see on social 

media? Please choose all applicable.* 

Highlights of the games 

News 

Live Streams 

Players & Coaches Interviews 

Behind-the-scenes 

Other: 

11.How many different sports leagues or teams or athletes do you follow?* 

0 

1-2 

3-5 

6-10 

More than 10 

12.Are you involved in any sports activities?* 

Playing sports 

Coaching 

Working in sports field 

No, I am not involved in any sports activities 

Other: 

13.Are there any specific challenges or barriers that you face as a female sports fan in general?  

Please choose all applicable.* 

Feeling marginalized or overlooked 

Dealing with sexist comments or behavior 

Lack of female role models or representation 

Difficulty finding other female fans to connect with 

Other: 
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Annex 2 Continued 

14.How important is basketball to you as a sports fan?* 

Very important 

Somewhat important 

Not very important 

Not at all important 

Greek A1 Basketball League Questions 

15.Do you follow the Greek A1 Basketball League on social media? * 

Yes 

No 

16.In which social media platforms do you follow the Greek A1 Basketball League? Please 

choose all applicable.* 

Instagram 

Facebook 

Tik Tok 

Twitter 

Other: 

17.What kind of sports content and marketing communication do you like most to see on the   

social media platforms of Greek A1 Basketball League? Please choose all applicable* 

Highlights of the games 

News 

Live Streams 

Players & Coaches Interviews 

Behind-the-scenes 

Other: 

18.How often do you watch Greek A1 Basketball League games?* 

Weekly 

Monthly 
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Occasionally 

Never 

19.How do you typically watch Greek A1 Basketball League games?* 

On Television 

Live Streaming 

Attending games 

Other: 

20.Do you follow your favourite Greek A1 Basketball team on social media?* 

Yes 

No 

21.What factors influence your decision to follow the Greek A1 Basketball League on social 

media? Please choose all applicable.* 

Team performances and news 

Player personalities 

Marketing campaigns (social media content etc.) 

Other: 

22.How often do you listen to sports podcasts or radio shows related to the Greek A1 Basketball 

league?* 

Weekly 

Monthly 

Occasionally 

Never 

23.Have you ever purchased sports merchandise of your favourite Greek A1 Basketball team?* 

Yes 

No 

24.What kind of marketing communication techniques would you like to see the Greek A1 

Basketball League organise to engage female fans? Please choose all applicable.* 

Partnerships with female athletes 
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Interactive content (Quizzes, polls) 

Educational content (Articles, tutorials) 

Fan Recognition content (Highlight female fans' contributions) 

Host virtual meetups or watch parties (Only for Female Fans) 

Other: 

25.Are there any specific challenges or barriers that you face as a female sports fan in the Greek 

A1 Basketball League? Please choose all applicable* 

Feeling marginalised or overlooked 

Dealing with sexist comments or behaviour 

Lack of female role models or representation 

Difficulty finding other female fans to connect with 

Other: 

26.Do you feel that the league is doing enough to promote female sports fandom?* 

Yes 

No 

I have no opinion 

27.How do you feel about the use of female athletes as role models in marketing campaigns?* 

Positive 

Neutral 

Negative 

28.How important is it to you to see female athletes represented in marketing campaigns and 

promotional materials?* 

Very important 

Somewhat important 

Not very important 

Not at all important 

29.What kind of community events would you like to see the Greek A1 Basketball League or any 

other league organise to engage female fans? Please choose all applicable.* 
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Annex 2 Continued 

 

Female-focused fan events or meet-and-greets 

Partnerships with women's organizations or charities 

Social media campaigns highlighting female fans 

Partner with local schools or sports clubs to organize girls' basketball leagues or tournaments 

Educational Events - Provide valuable information and resources for female fans and athletes. 

Collaboration with Local Businesses (for discounts or promotions to female fans) 

Other: 
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Annex 3 

Figures and Tables 

Figure 1  

The process of developing social media marketing communication strategies 

 
Source: Li et al. (2021) 

 

 

Figure 2 

Greek A1 Basketball league Instagram account 

 
Source: Modash.io - marketing tool for analyzing engagement  
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Annex 3 Continued 

Figure 3 

Audience data by followers - Location  

 

 

Source: Modash.io - marketing tool for analyzing engagement 

 

Figure 4 

Audience data by followers - Gender 

 

 

Source: Modash.io - marketing tool for analyzing engagement 

 

Figure 5 

 Audience data by likes - Location 

 

Source: Modash.io - marketing tool for analyzing engagement 

 

 

 

 

 



85 
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Figure 6 

Audience data by likes - Gender 

 

Source: Modash.io - marketing tool for analyzing engagement 

 

Figure 7 

Follower interests  

 

Source: Modash.io - marketing tool for analyzing engagement 

 

Figure 8 

Most commented posts 

 

Source: Modash.io - marketing tool for analyzing engagement 
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Figure 9 

Most liked posts 

 

Source: Modash.io - marketing tool for analyzing engagement 

 

 

Figure 10 

What’s your gender? 
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Figure 11 

How old are you? 

 
Figure 12 

What is your level of education? 

 
Figure 13 

What is your marital status? 

 
Figure 14 

What is your employment status? 
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Figure 15 

How much time do you spend on social media daily? 

 
Figure 16 

Percentage of following social media accounts related to sports 

 

Figure 17 

Most followed Social media platforms related to sports 

 
Figure 18 

Most liked sports content and marketing communication 
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Figure 19 

Number of sports accounts respondents follow  

 
Figure 20 

Involvement of respondents to sport activities 

 
Figure 21 

Importance of basketball as a fan 

 
 

Figure 22 

Challenges or barriers that females face as sports fans 
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Figure 23 

Number of individuals that follow the Greek A1 Basketball League on social media 

 

Figure 24 

Social media platforms respondents follow the Greek A1 Basketball League 

 

 

Figure 25 

Kind of Sports content and marketing communication respondents like most to see on the social 

media platforms of Greek A1 Basketball League 
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Figure 26 

Ways respondents watch Greek A1 Basketball League games 

 

Figure 27 

Number of respondents that they follow their favorite Greek A1 Basketball team on social media 

 
Figure 28 

Factors that influence females’s decisions to follow the Greek A1 Basketball League on social 

media 
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Figure 29 

Kind of marketing communication techniques females like to see the Greek A1 Basketball League 

organize  

 
Figure 30 

Challenges or barriers that female sports fans face in the Greek A1 Basketball League 

 
 

Figure 31 

Feeling that the league is doing enough to promote female sports fandom 

 
Figure 32 

Female athletes as role models in marketing campaigns 
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Figure 33 

Importance of representation of females athletes in marketing campaigns and promotional 

materials 

 

Figure 34 

Kind of community events females like to see the Greek A1 Basketball League or any other league 

organize to engage female fans 

 
 

 

 

Figure 35 

Differentiation of following social media accounts related to sports, depending on age 
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Figure 36 

Differentiation of difficulty finding other fans to connect with, depending on involving in any sports 

activities 

 
 

Table 1 

Social Media Platforms that the sample prefers to follow the Greek A1 Basketball League 

 

 

 

 

 

 

 

 

 

Table 2 

Kind of sports content and marketing communication respondents like most to see on social media 

platforms of Greek A1 Basketball League  

 

 

 

 

 

 

 

 

 

 N % 

Instagram 
No 7 6,14% 

Yes 107 93,86% 

Facebook 
No 69 60,53% 

Yes 45 39,47% 

Tik Tok 
No 103 90,35% 

Yes 11 9,65% 

Twitter 
No 113 99,12% 

Yes 1 0,88% 

 N % 

Highlights of the games 
No 70 61,40% 

Yes 44 38,60% 

News 
No 49 42,98% 

Yes 65 57,02% 

Live Streams 
No 81 71,05% 

Yes 33 28,95% 

Players & Coaches Interviews 
No 81 71,05% 

Yes 33 28,95% 

Behind-the-scenes 
No 90 78,95% 

Yes 24 21,05% 
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Table 3 

Κind of marketing communication techniques females like to see the Greek A1 Basketball League 

organize to engage 

 

 

 

 

 

 

 

 

 

 

 

 

Table 4 

Challenges or barriers that female sports fans face in the Greek A1 Basketball League 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 N % 

Partnerships with female athletes 
No 48 42,11% 

Yes 66 57,89% 

Interactive content (Quizzes, polls) 
No 70 61,40% 

Yes 44 38,60% 

Educational content (Articles, tutorials) 
No 91 79,82% 

Yes 23 20,18% 

Fan Recognition content (Highlight female fans' 

contributions) 

No 71 62,28% 

Yes 43 37,72% 

Host virtual meetups or watch parties (Only for 

Female Fans) 

No 88 77,19% 

Yes 26 22,81% 

 N % 

Feeling marginalised or overlooked 
No 80 70,18% 

Yes 34 29,82% 

Dealing with sexist comments or behaviour 
No 69 60,53% 

Yes 45 39,47% 

Lack of female role models or representation 
No 55 48,25% 

Yes 59 51,75% 

Difficulty finding other female fans to connect with 
No 63 55,26% 

Yes 51 44,74% 
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