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ABSTRACT

In today's sport industry, the proper use of social media can be used as a strategy
to create a distinction for a sports team brand in a highly competitive market. In
this regard, the purpose of this study is to analyze the response of fans to the
brand attributes of sports teams in the social network Instagram. The research
method was descriptive-analytical. 577 Instagram posts were analyzed from two
football sports teams, in which the photos were based on related attributes (team
success, star players and head coach) and unrelated (brand, management, club
history and tradition, club values and culture, Event image, sponsor, fans and
stadium) were categorized by product. Statistical analysis included analyzing
the content of Instagram posts related to teams and examining the number of
likes and comments related to posts. The findings showed; The most posts
shared by both teams were about the team's success, the star players and the
team coach. Also, the highest number of likes and comments were related to
posts with the content of team success, star players, head coach, fans for
Esteghlal team and the highest nhumber of likes and comments for Persepolis
team were related to posts with event image, success, star player and head coach
content. This study highlights the importance of each of the brand characteristics
of sports teams in the midst of online interaction and engagement of fans. it is
suggested that marketing and sports managers of teams should have a better
understanding of the semiotics of images for Instagram posts to increase the
number of comments and likes and ultimately increase interaction with them.
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Introduction

In today's sports industry, the proper use of social
media can help as a strategy to differentiate the brand
of professional sports teams in a highly competitive
market. In the field of social media, Instagram is a tool
that uses photos as the main mechanism of
communication. So sports teams can share certain
aspects of their team's brand image to increase
engagement and fan participation. In the field of social
media, likes and comments about posts indicate two
common ways in which users engage with the content
of brand features. Both types of interactions provide
good feedback for the brand and improve brand
accessibility. However, little information is available
about the brand features that attract fan engagement on
Instagram. In this regard, the purpose of this article is
to analyze the response of fans to the brand
characteristics of sports teams on the social network
Instagram.

Method

The research method was descriptive-analytical. Two
of the authors of the official Instagram page of the
Esteghlal Tehran team collected photos of a total of
577 shared photos from August 26, 2017 to May 27,
2017. Authors reviewed and recorded shared posts.
The photos were categorized based on the
characteristics of the team brand association model.
The basis for the classification of Instagram posts for
team brand characteristics in the present study was the
use of the team brand association model. To facilitate
comparisons between product-related and non-
product-related features, the photos were intended for
one type of brand feature only. In cases where the
photos clearly did not relate to any of the athlete's
brand features, the photo was assigned to another
category. Two authors coded and recorded the number
of likes and comments for each photo after one month
of sharing the posts. The percentage of Kappa Cohen
agreement was 0.78, which is higher than the threshold
of 0.7. Thus, it indicates a high degree of confidence.
Also, the difference between the two codings was
resolved by discussing the posts. Statistical analysis
was performed using SPSS software version 23 and
Chi-square and ANOVA tests.

Findings

The sample included 577 posts from both teams,
529,769 comments and 30,547,594 likes. The results
of the analysis of Esteghlal team's Instagram page
showed that Esteghlal team has focused most of its
attention on the success attribute of the team (27.59%),
followed by the star player (16.38%) and the head
coach (9.48 2), management (8.19%) and fans
(7.33%). Overall, the Esteghlal team placed more
emphasis on product-related posts (124 posts, 53.45%)
than non-product-related posts (108 posts, 46.55%).
On the other hand, Persepolis team emphasized on its

Instagram page the attributes of the team's success
(28.11%), star player (15.65%), management
(11.88%) and event image (10.43%), respectively. In
general, the Persepolis team placed more emphasis on
product-related posts (192 posts (55.65%)) than non-
product-related posts (153 posts, 35.44%). The
content analysis of the posts of both teams together is
as follows. Persepolis team has been almost more
active on Instagram during the tournament season than
Esteghlal team (Esteghlal with 232 posts and
Persepolis with 345 posts). Fan engagement and
participation was measured using the number of
comments and likes per photo (team brand feature).

Conclusion

On the other hand, the social network Instagram gives
fans and followers the opportunity to comment on
their favorite team and to encourage and talk to
others.Therefore, careful selection of visual content,
especially on the social network Instagram, is
important for branding decisions of sports teams.
Finally, it can be said that developing a plan and
strategy for producing content on the Instagram social
network is essential, because it increases the intensity
and depth of fans' dependence on their favorite teams
and athletes. As a result, it is recommended that sports
teams adopt policies and strategies to maximize the
use of social media, especially Instagram. In general,
the present study highlights the importance of each of
the brand characteristics of sports teams (in the form
of content production) in the level of engagement and
interaction of fans on the social network
Instagram.Therefore, the present study provides a
much-needed new insight and milestone in improving
brand management through the Instagram social
network in the field of sports team branding.
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Table 4- Comparison of Fans' Responses (Comments and Likes) for Each Attrubute of the Team Brand
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