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Abstract 

Facebook, and recently Instagram, are established marketing tools that allow 

brands to connect and engage with their consumers at a level far beyond the 

reach of traditional offline marketing. To fine tune their messages on social 

media, brands need to know their consumers’ motivations to engage. However, 

this information is especially difficult to assemble for sports brands, and, 

particularly, for football brands. Football consumers are extremely passionate 

and unpredictable, and, moreover, the core product is highly intangible. Hence, 

the goal of our research is to understand what are the motivations for FC Porto 

fans to engage with the brand on Facebook and Instagram. To reach that goal, 

an online survey was performed and 250 questionnaires were collected. Since 

the social media strategy followed by FC Porto is developed around the games, 

we performed a cluster analysis dividing fans into two groups: game-

enthusiastic and game-detached. We used Linear Regressions to measure the 

motivations before and after the clusters analysis. Prior to the clusters analysis, 

evidence shows the motivations that significantly trigger consumer engagement 

the most on Facebook are social influence, entertainment, search for 

information and reward. On Instagram, the most influential motivations are 

entertainment and reward. After the clusters analysis, evidence shows that 

consumer engagement on Facebook for cluster nº1 is triggered by entertainment 

and social influence, and for cluster nº2 is triggered by entertainment, social 

influence and reward. Regarding Instagram, cluster nº1 is triggered by 

entertainment, social influence and reward, and cluster nº2 is triggered by 

entertainment and reward. 
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1. Introduction 

Social media has changed communication landscape and online consumer 

behavior. With consumers spending more and more time on social media, 

brand-related interactions and exposure to brand communications are 

increasingly taking place within this sphere. Thus, social networking sites (SNS) 

become key players for branding activities (Kaplan & Haenlein, 2010). In fact, 

SNS have become the best channels to reach customers globally and receive 

their valuable feedback (Kaz & Karahan, 2011). 

The aim of this research is to understand what drives consumers to engage 

with football brands on SNS. Football, as a sector, has a particularity that few 

sectors can count on: their fans. In this sector, fans tend to be life-long 

supporters of the brand and display high levels of loyalty, meaning that is 

highly unlikely for them to change brands (Tapp, 2004). Having this type of 

customer base, social media provides several opportunities for football brands 

to develop and maintain relationships and, more important, to be another 

source of income (Kriemadis, Terzoudis, & Kartakoullis 2010). 

When brands approach this type of fans with the functionalities and tools 

offered by social media, they can take advantage of innumerous opportunities. 

Besides, as pointed out by García (2011), football supporters are no longer 

satisfied with just the promise of a good match at the weekends – in fact, they 

are seeking for constant engagement and affiliation (Williams & Chinn, 2010; 

Wallace, Wilson, & Miloch, 2011). Hence, social media can play a critical role in 

meeting these new needs. Even though their brand affiliation and loyalty may 

stay the same for their lifetime, fans have a constant need to consume brand-

related content – for example, content related to their favorite athlete, favorite 

coach, or to the transfer market (Wang & Zhou, 2015) – and the content related 
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to the weekly match is no longer enough. Moreover, as pointed out by Abosag, 

Roper, & Hund (2012), the more satisfied and fulfilled the consumer is, the 

more likely he/she is to consume brand extensions. However, it is worth to 

notice that football fans can have the same preference towards one club but 

may have different needs and expectations towards it. Football supporters may 

differ in their consumption of brand-related products, their level of 

commitment and loyalty, their match day activities, their behavior towards 

results, and their motivations for sports consumption (Trail et al., 2002; 2003; 

Tapp & Clowes, 2002; Tapp, 2004; Moutinho, 2008). Therefore, it is mandatory 

for football brands to pay attention, on a daily basis, to what their fans are 

looking for, so they can have the most pleased customer base possible and 

benefit from it. This can only be achieved through daily interaction, specifically, 

through social media.  

This research is going to focus on a specific football brand: FC Porto. The 

choice of FC Porto is related with the involvement of the author with this 

brand, as a long-time fan and supporter, and as a former employee during the 

period of one year. Moreover, FC Porto is one of the most relevant football 

brands in Portugal and a respected brand in the European football context. 

This MFA will try to answer the following research question: “What drives 

consumers to engage with FC Porto brand on SNS?”. This research will focus on 

the SNS Facebook and Instagram, since these are the most relevant SNS in 

Portugal (Marketeer, 2017). The purpose of this study is (1) to identify what are 

the major motivations for FC Porto fans to engage with the brand on Facebook 

and Instagram; and (2) to understand the relationship between specific 

consumer engagement motivations and the different type of FC Porto 

supporters – in order to provide value information for the FC Porto social 

media strategy. 
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We will use Muntinga, Moorman, & Smit (2011), Azar, Machado, Vacas-de-

Carvalho, & Mendes (2016), and Enginkaya & Yilmaz (2014) researches in order 

to measure the motivations for consumer engagement. Regarding our 

conceptualization of consumer engagement, it will be defined according to Tsai 

& Men's (2013) study. To segment the different type of football fans, we will 

follow the segmentation process proposed by Trail, Fink, & Anderson (2002, 

2003), together with the guidelines provided by Tiago Gouveia, the FC Porto 

Marketing Director (see Appendix I). 

This thesis will be composed by seven chapters. The first one is the 

introduction where the author’s motivations for this study are described 

alongside the purpose and goals. The second chapter regards the literature 

review that is going to be focused on the following critical concepts: social 

media and social networking sites; sports branding; consumer engagement; 

motivations for consumer engagement; and football fans. In the third chapter, 

we will explain the research model. In the fourth chapter, the research 

methodology will be described as well as the data collection process. The fifth 

chapter presents the main results of this research, which will be discussed in the 

sixth chapter. The seventh chapter presents the conclusion together with the 

limitations of this research and suggestions for further studies. 

  



 

2. Literature Review 

2.1. Social Media & Social Networking Sites 

Research shows that there are several definitions of social media. A very 

simple definition, provided by Kaplan & Haenlein (2010), regards social media 

as a group of internet-based applications that are built on the ideological and 

technological foundations of Web 2.0, which allow the creation and exchange of 

User Generated Content (UGC). Considering a more specific definition, 

Mangold & Faulds (2009, p. 358) say that social media incorporates a wide 

range of online, word-of-mouth forums including “blogs, company sponsored 

discussion boards and chat rooms, consumer-to-consumer e-mail, consumer 

product or service ratings websites and forums, internet discussion boards and 

forums, moblogs (sites containing digital audio, images, movies, or 

photographs), and social networking websites”. Thomas (2010), claims that 

social media is CRM for millennials, however, they are a more complex 

marketing tool and may assume a different from in the future. Even though 

definitions may vary from one author to another, research is unanimous 

regarding the fact that social media is now a fundamental part of everyone’s 

everyday life. Its capability for communicating and sharing information has 

transformed consumer behavior, and hence, companies must give a particular 

attention to social media (Kaplan & Haenlein, 2010). 

The main responsible for the tremendous proliferation of social media are the 

personal devices, such as smartphones and tablets that facilitated the access to 

social media. These vehicles facilitate communication without constraints of 

time and location (Hara, Bonk, & Angeli, 2000). According to Hennig-Thurau et 

al. (2010), this means that we are no longer just passive recipients of 
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information, as the flow of information through this new generation of media is 

multidirectional, interconnected and difficult to predict. As a result, Meng, 

Stavros & Westberg (2015) point out that managers should view social media as 

a more contemporary form of word-of-mouth communication within the 

conventional marketing mix. 

We intend to study in depth one particular form of social media, namely SNS 

(Mangold & Faulds 2009), once the research will focus on two specific SNS: 

Facebook and Instagram. 

According to Ellison & Boyd (2008), SNS are broadly defined as web-based 

services that allow individuals to create a public, or semi-public, profile within 

a encircled system, develop a list of other users with whom they share a 

connection, as well as view and access their list of connections and those made 

by others within the system. These personal profiles can include any type of 

information, including photos, video, audio files, and blogs (Kaplan & 

Haenlein, 2010), relationship status and brand preferences (Azar et al., 2016), 

meaning that SNS are not only networks of consumers, but also “network of 

consumers and brands and networks among brands” (Gensler, Völckner, Liu-

thompkins, & Wiertz, 2013; p.249). In fact, SNS allow the creation and 

strengthening of affective relations or links among members, and between 

members and the organization or the network brand manager (Dessart, 

Veloutsou, & Morgan-Thomas, 2015; Koh & Kim, 2004). Dwyer, Hiltz, & 

Passerini (2007) follow the same conceptualization by saying that the main 

motivation behind the usage of SNS is communication and maintaining 

relationships. 

Dwyer et al. (2007) present the following list of popular activities performed 

in SNS that we are going study in depth when we approach the consumer 

engagement topic: updating others on activities and whereabouts; sharing 

photos and archiving events; getting updates on activities by friends; 
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displaying a large social network; presenting an idealized persona; sending 

messages privately and posting public testimonials. 

Regarding Facebook, founded in 2004, this SNS, according to Facebook 

(2016), enables its users to stay connected with friends and family, to discover 

the ever-changing world, and to share and express what matters to them. There 

are a number of different ways to engage with people on Facebook, the most 

important of which is the news feed. The news feed displays an algorithmically-

ranked series of stores and advertisements individualized according to the 

profile and interests of each person. As of September 30th, 2017, Facebook is the 

world’s leading SNS with 2.07 billion active users monthly (Facebook, 2017). 

According to Statistic Brain (2017a), 1.126 billion were mobile Facebook users. 

Concerning Portugal, as of May 5th, 2017, there were 5.9 million users (aged 

13+), meaning that approximately half of the Portuguese population is on 

Facebook. Of the 5.9 millions of users, 51% are female and 49% are male, and 

the largest age group present in Facebook is in-between 35 and 44 years old 

(Napoleon Cat, 2017). 

Regarding Instagram, founded in 2010 as a free mobile application, it allows 

its users to edit and share pictures and videos from their mobile devices in a 

very user-friendly and fast way (Virtanen, Björk, & Sjöström, 2017). Specifically, 

it enables people to take photos or videos, customize them with filter effects, 

and share them with friends and followers in a photo feed or send them directly 

to friends (Facebook, 2016). According to Statistic Brain (2017b), on July 1st, 

2017, there were approximately 715 million users with 52 million photos shared 

each day. Regarding Portugal, there are 2.7 million users (aged+13). Of the 2.7 

million users, 52% are female and 48% are male, and the largest age group 

present in Instagram is in-between 18 and 24 years old (Napoleon Cat, 2017). 
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2.2. Brands on Social Media 

Social media allow firms to engage with their consumers in a timely and 

direct way at a relatively low cost with high levels of efficiency (Kaplan & 

Haenlein, 2010). Furthermore, social media platforms extend the spheres of 

marketing influence and reach (Hanna, Rohm, & Crittenden, 2011). 

 According to Thompson, Martin, & Eagleman (2014), new online marketing 

platforms, such as SNS, provide brands/organizations the possibility of 

connecting with their consumers/fans at a level far beyond the reach of 

traditional offline marketing. Whereas traditional media can only deliver one-

way messages to consumers, social media is more about building relations and 

creating a line of dialogue with consumers (Thompson et al. 2014). Social media 

allows brands to transparently and clearly transmit their identity to their 

supporters in a much powerful way than through offline interactions (Naylor, 

Lamberton, & West, 2012). 

According to Enginkaya & Yilmaz (2014), nowadays, companies are using 

social media not only for online and digital advertising, but also for handling 

customer services, extracting innovation and ideas from their consumers and 

creating engaged brand communities. 

Brands can deepen their connections with consumers through social media. 

By doing so, brands can reach a wider audience and encourage continuous 

interaction with their consumers and between consumers (Kaz & Karahan 

2011). As stated by Hodge (2010 apud Hensel & Deis, 2010), online groups that 

are connected with each other on social media are very beneficial for firms 
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because they provide cross-selling opportunities to distinct groups sharing the 

same platform. 

For brands, social media platforms are now key marketing tools. In fact, due 

to their particularly low cost and high effectiveness, they are increasingly used 

by companies (Kaz & Karahan 2011). Furthermore, as Steinman & Hawkins 

(2010) highlighted, the viral feature of social media makes them a critical 

marketing instrument, specifically in SNS, such as Facebook, where brand 

messages can easily reach millions of people. This stimulates brands to carry 

out their promotions through social media to achieve high levels of attention 

and participation by consumers, and ultimately, to maximize brand exposure. 

Indeed, word-of-mouth (WOM) occurs whenever a user likes, comments on, or 

shares a brand-related content (Kietzmann, Hermkens, Mccarthy, & Silvestre, 

2011; Swani, Milne, & Brown, 2013). Therefore, it is crucial for companies to 

identify the type of social media marketing content that appeals to the users’ 

common interests so that the message can reach high levels of likes, comments 

and shares (Kietzmann et al., 2011).  

The social media landscape is transforming consumer-brand interaction. In 

specific, SNS revolutionized how brand-related content is created, distributed 

and consumed (Tsai & Men, 2013). There are now an unprecedented number of 

opportunities for brands to reach their stakeholders, to build strong 

communities and to develop intimate relationships with their social media 

users (Tsai & Men, 2013). Indeed, SNS allows organizations to continuously 

monitor their audiences and to quickly respond to their demands (Yan, 2011). 

Besides, according to Yan (2011), the dialogue that SNS allow, helps refresh 

the organizational memory, and if the engagement is sincere and genuine, it 

allows organizations to break free from narrow-minded thinking and short 

organizational memory – which can open the organization’s horizons to a 

whole new level of ideas and positions.  
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Ultimately, as stated by Yan (2011), brands are strengthened when they are 

able to stimulate interactions which will allow external audiences and 

communities to identify with the brand, create positive associations and 

become more involved with the brand. It is also very important for brands to 

carefully choose their social media channels according to their audiences and 

ensure if they demand the level of interaction that the channel provides (Kaplan 

& Haenlein 2010; Yan 2011).  

Regarding Facebook, this SNS offers companies a variety of services for 

communicating and engaging with customers. Brand fan pages are a 

particularly interesting marketing tool for companies, where members of the 

brand page are also connected to their “friends”, regardless of if they endorse or 

do not endorse that particular brand (Ellison & Boyd, 2008). Ultimately, brand 

pages are used for explicit brand communication and as a privileged interaction 

channel (Azar et al., 2016). Brands’ communication on Facebook can be oriented 

towards: building relationships between the brand and its customers; between 

community members; between the customer and company; and between the 

customer and the product (Azar et al., 2016; McAlexander, Schouten, & Koenig, 

2002; Muñiz & O’Guinn, 2011). 

Facebook pages contain “Like” buttons, which allow other network members 

to express preferences about the brand page. When a member of the Facebook 

social network “likes” a brand, that brand appears on their personal profile 

page, with a link back to the brand’s page (Facebook Developers, 2012). This 

way, the consumer and brand form a connection and this connection is visible 

to other members of the consumer’s network, not only through the brand page 

but also through the other members news feed (Chernatony, Buil, & Wallace, 

2012). 

Godes & Mayzlin (2009) provide several reasons why brands benefit when 

users “like” their content: it encourages consumer-consumer and consumer-
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brand interaction; indicates the popularity of the brand posts by displaying the 

number of people ”friends” who like the message; and allows users to provide 

personal endorsements. 

Swani, Milne & Brown (2013) go a little further regarding the relevance of 

“liking” by claiming that is the equivalent to WOM – the flow of communication 

among consumers about products or services. Indeed, due to the particularities 

of the Facebook platform, when a user “likes” a message, that communication is 

automatically posted on his/her personal page and is likely to appear in his/her 

“friends” news feed (as previously explained). The positive connotation of the 

word “like” already implies positive WOM and, according to Azar et al. (2016), 

Facebook users do not want to be associated with brands they do not like. 

Some firms even go one step further and use Facebook as a distribution 

channel (Kaplan & Haenlein, 2010). As stated previously, costs can be reduced 

through social media when compared to the distribution part necessary in mass 

media. As pointed out by Dong-Hun (2010), nowadays, social media platforms 

function as outlets that are accessed free of charge. Moreover, the adaptation of 

the messages according to the target groups or individuals are available at a 

much lower cost for the brand. 

Regarding Instagram, the use of this SNS as social media tool is a recent 

phenomenon. As stated by Virtanen et al. (2017), Instagram has only been 

available to companies for a few years. Therefore, there is a lack of research on 

this SNS as a marketing tool. Through Instagram, companies are able to interact 

with their consumers, whenever they endorse the brand, i.e. following, liking 

and commenting posts, while the brand may also respond by endorsing its 

followers in return (Miles, 2014; Neher, 2013; Virtanen et al., 2017). 

According to Virtanen et al. (2017), when a company is unfamiliar and 

unknown to consumers, endorsing potential consumers on Instagram may be 
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very important for creating and building awareness of the company and, 

desirably, for gaining followers. 

Instagram has become a tremendously popular marketing platform among 

brands due to the growing number of users, but more importantly, because of 

its characteristics that underscore the trend of visual content in social media 

marketing – through these characteristics, Instagram enhances companies’ 

visual storytelling rather than just presenting textual information (Neher, 2013; 

Stelzner, 2016; Virtanen et al., 2017). This trend is related to consumer’s 

increasing preference for images and online visual content – especially because 

our brains can consume, process and understand information faster through 

images than plain text (Neher, 2013). This change towards visual storytelling is 

a major shift that companies must also respond to (Virtanen et al., 2017). This 

shift occurred due to the following reasons: emergence of smartphone 

photography; adoption of dedicated smartphone applications; easiness in 

sharing images with friends, family and the world at large (McNely, 2012; 

Rainie, Brenner, & Purcell, 2012; Vong, 2012; Ibrahim, 2015; Stuart, Stuart, & 

Thelwall, 2017;). 

2.3 . Consumer Engagement 

There are several studies on consumer engagement, and we find different 

conceptualizations regarding it. Ilic, Brodie, Hollebeek, & Juric (2011) define 

consumer engagement as a psychological state that occurs by virtue of 

interactive, co-creative experiences with a focal agent/object (i.e., a brand) in a 

service relationship. According to Bowden (2009), consumer engagement is also 

a psychological process but it models the underlying mechanisms of brand 

loyalty for repeat purchase. In Doorn et al.'s (2010) research, consumer 
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engagement is not a psychological process, as it is related to behaviors that go 

beyond simple transactions, and is defined as customer’s behavioral 

manifestations that have a brand focus, beyond purchase, resulting from 

motivational drivers. 

Muntinga et al. (2011) present a typology of consumer online brand-related 

activities (COBRA), which reflect consumer engagement with brands on SNS on 

three continuous levels. Consumption of brand-related content on SNS, such as 

viewing videos and pictures on a brand’s fan page, reading product reviews, 

and downloading brand widgets, is regarded as the minimal level of consumer 

online brand-related activity. User contribution to brand-related content, by 

responding to content provided by brands’ fan pages on SNS, contributing to 

brand forums or commenting on blogs, pictures or videos that others have 

created, is regarded as a moderate level of consumer online brand-related 

activity. User creation of UGC, such as when users post their own product 

reviews, publish and share videos and pictures on the brand SNS pages that 

others can consume and contribute to – is regarded as the ultimate level of 

consumer online brand-related activity. 

Tsai & Men (2013) contribute to this topic by providing a classification of 

consumer-brand engagement on Facebook, according to two levels of 

engagement. Consuming, which involves watching videos on companies’ 

Facebook pages, viewing pictures on companies’ Facebook pages, reading 

companies’ posts, user comments, or product reviews, and liking/joining a 

companies’ Facebook pages, is regarded as the first level of consumer 

engagement. Contributing, which involves engaging on conversations on 

companies’ Facebook pages, sharing companies’ Facebook posts on their 

personal page, recommending companies’ Facebook pages to their personal 

Facebook contacts, and uploading product-related video, audio, pictures or 

images, is regarded as the second level of consumer engagement. 
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Nowadays it is critical for brands to stimulate consumer engagement. As 

stated by Kabadayi & Price (2014), this new era of engagement created by social 

media opens up many prospects for brands to extract value from existing and 

potential customers. Engagement involves consumers’ interactive experiences 

with brands that, eventually, will enrich the overall brand value that consumers 

receive (Ilic et al., 2011). Brands can now receive feedback and suggestions more 

easily, allowing them to respond to their consumers, enhance their offerings, 

handle problems and provide a better service (Kabadayi & Price, 2014). Hence, 

having an engaged consumer base is quickly becoming one of the key objectives 

of many marketing professionals (Dessart et al., 2015), and has become an 

integral part of brands’ marketing and public relations campaigns (Kabadayi & 

Price, 2014). 

Regarding UGC, previously introduced by Muntinga et al. (2011), it is 

understood as the various forms of content made publicly available and created 

by end users (Kaplan & Haenlein, 2010). According to the Organisation for 

Economic Co-Operation and Development (OECD, 2007), UGC is defined as: 

content that is made publicly available over the internet; content that reflects a 

certain amount of creative effort; and content created outside professional 

routines and practices. Through UGC, individuals can become vigorous content 

producers instead of simple passive recipients of information from mainstream 

media. Moreover, through the Internet, UGC can reach consumers anywhere in 

the world free of charge and is not limited by subscriptions, unlike newspapers 

or magazines (Kwak, Kim, & Zimmerman, 2010). UGC is also equivalent to 

WOM, specifically, to eWOM, that is the flow of online communication among 

consumers about products or services (Thorson & Rodgers, 2006). According to 

Sashi (2012), UGC allows consumers to contribute to their favorite brands by 

helping companies understand their needs, to participate in product 
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development and delivery, to provide feedback on products and to become 

product advocates. 

For the purpose of this research, we will address consumer engagement 

based on the Tsai & Men's (2013) research findings. 

 

 

2.4. Sports Brands on Social Media 

As a sector, sports exhibit a number of unique characteristics, as Mullin, 

Hardy, & Sutton (2000) point out: sports consumer has a remarkably high 

involvement with the product; consumer demand tends to fluctuate widely; 

sport is an example of a highly intangible and personalized service (each 

participant/spectator takes his/her unique set of benefits); sport is generally 

publicly consumed; customer satisfaction is related to social facilitation; there is 

little or no control over the product; and sport has almost universal 

demographic appeal worldwide. 

Concerning this subject, there is also a critical factor that should be 

considered that regards particular characteristics of the sports brands’ 

consumers. Business, in general, desires high levels of loyalty as a result of 

consumer engagement. However, in sports, loyalty is a very powerful concept 

within its customers base, since sports fans are very unlikely to change their 

commitment and lifelong brand loyalty is the norm (Tapp, 2004; Abosag, Roper 

& Hund, 2012).  

Because of the level of commitment of sports fans and supporters, sports 

brands are in a great position to build a strong brand and enduring 
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relationships with their consumers (Abosag et al., 2012). Indeed, strong and 

powerful brands are built on a basis of the trust that arises from the consumer 

experience (Biscaia, Correia, Ross, Rosado & Maroco, 2013). This is especially 

true in professional sports such as football, given that the core product (i.e., 

games) is often intangible, unpredictable and subjective in nature (Gladden, 

Sutton, & Milne, 1998). Regarding the core product, Mullin et al. (2000) argue 

that the core product consists of the following: players and coaches; the venue; 

the equipment used; and the rules of that game – everything else, such as 

branded merchandise, food, beverage, match day programs, hospitality are 

considered extensions. 

However, as stated in García's (2011) research, to preserve a dedicated mass 

of fans, the guarantee of a good match by the sports brand is no longer enough. 

Nowadays, it is critical to develop a more continuous and sustainable 

relationship, less dependent on sport success and where fans are permanently 

engaged. According to Wallace, Wilson, & Miloch (2011), social media can play 

a crucial role in this relationship. Moreover, Williams & Chinn (2010) 

highlighted that social media is essential for the building of a favorable 

relationship that encourages repeat consumption of the sport product. This is 

especially significant due to sport entities’ reliance on ticket and merchandising 

sales for revenue generation. 

Furthermore, research is unanimous regarding the fact that, given the 

existence of this type of fan bases in sports, sports brands are perfectly 

positioned to use social media and to encourage consumer interaction with the 

sport product, athletes and team personnel through their social media 

platforms (Wallace et al., 2011). Social media have also changed the traditional 

way athletes interact with their fans, and this could be a key role in maintaining 

relationships with the brands’ supporters since it can help athlete fans to fulfill 

their needs for entertainment, diversion, and information gathering (Wang & 
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Zhou, 2015). Consequently, social media help in disseminating information 

about a sports team, and countless fans have come together on blogs, forums 

and SNS to discuss official and unofficial news concerning the teams they 

support, and established strong online brand communities (Waters, Burke, 

Jackson & Buning, 2010). 

Furthermore, Rein, Kotler & Ryan (2006) state that the growing 

commercialization of football has led supporters to see the benefits of their 

club’s branding activities, especially if they wish their club to grow and 

compete at a higher level. In addition, the more favorable the supporters’ 

perceptions about the brand, the more likely they would be to support brand 

extensions and other brand strategies, as suggested by Abosag et al. (2012). 

Thus, social media can play a crucial role for a sports brand, not only in helping 

it to obtain a secondary income, but also providing a competitive advantage 

over rivals.  

As stated by Kriemadis, Terzoudis & Kartakoullis (2010), clubs can use social 

media for several purposes: to provide on-line catalogues for their 

merchandising products; to provide ticket booking; to provide information 

about ticket availability for matches and offer tickets through online 

promotions; and to provide information about additional products and services 

such as corporate hospitality or travel services – Facebook is a SNS that can 

fulfill these intentions very well. Kriemadis et al. (2010) go further and claim 

that this experience could be enhanced by the use of graphics and images, and 

that these services would add an entirely new dimension to the sales process – 

Instagram is a SNS that could fit perfectly in this strategy. 

Thus, by combining the sports consumers’ commitment, loyalty and desire 

for engagement with the services and capabilities of social media, sports brands 

can obtain significant valuable opportunities. 
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2.5. Sports Fans 

Nonetheless, there are differences between a mere sport’s spectator and a 

sport’s fan that are important to notice, even when they share the same 

preference towards a sports club. Besides, it is important to also understand 

that for some fans, the motive for sports consumption may not be related to 

winning (Tapp & Clowes 2002). Spectators will observe a sport’s match and 

then forget about it, while fans will feel high levels of intensity by doing it and 

will dedicate part of every day to the team or the sport itself (Jones, 1997). 

According to Moutinho (2008), this high level of fan intensity is described as 

fandom. To Moutinho (2008), fandom is defined as a relationship or affiliation 

in which a great deal of emotional connotation and value are originated from 

group membership. Instead of fandom, Tapp & Clowes (2002) identify these 

type of fans as “fanatics”, an example of highly involved football consumers, 

and, additionally, Bee & Kahle (2006) suggest that such fans display their 

commitment through repeat ticket purchase and want to demonstrate 

involvement through exhibiting certain behaviors. Therefore, it is essential for 

this research’s purpose to segment sports fans, in order to clearly understand 

the motivations of different type of fans to engage with sports brands on social 

media. Indeed, engagement may vary according to the different levels of 

involvement, loyalty and commitment of sports’ supporters. 

Tapp & Clowes (2002) identified five major variables for segmenting the 

different type of fans. Tapp & Clowes's (2002) research segments fans according 

to geodemographic and psychographic variables, and, specifically, according to 

loyalty, supporter’s usage levels (value) and supporter needs. Tapp & Clowes's 

(2002) research uses Stewart & Smith (1997) typology, developed for Australian 

Rules Football supporters, to segment fans according to their needs: the 

“aficionado” (a fan who seeks quality performance – not team loyal); the “theatre 
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goer” (a fan who seeks entertainment and wants a close contest); the 

“passionate partisan” (a fan who wants his/her team to win and identifies with 

team success and losses); the “champ follower” (brand switcher based on 

winning); the “reclusive partisan” (a fan who identifies strongly with the team, 

but does not often attend games). Regarding other criteria, Tapp & Clowes 

(2002) conceptualize three types of fans according to their supporter’s usage 

level, which, according to Mullin et al. (2000), is the type of segmentation that is 

more valuable for sports organizations. Through this segmentation, managers 

can identify occasional supporters and target them to stimulate more regular 

support, while more regular supporters can be targeted with loyalty programs 

(Mullin et al., 2000). Tapp & Clowes's (2002) segmentation according to 

supporters’ value led to the identification of the following segments: the fanatic 

(attends on average 18 home games plus some or all away games; spends on 

average £350 per year on tickets and £75 per year on merchandising); the 

regular supporter (attends between 10 to 18 games; spends on average £350 per 

year on tickets and £35 per year on merchandising); and the casual supporter 

(attends 5 games; spends on average £100 per year on tickets and £30 per year 

on merchandising). However, Tapp & Clowes' (2002) research was made before 

the social media era. Nowadays, a fan can follow enthusiastically his/her 

preferred sports brand on social media, engage in every post, watch every 

match through social media and may not attend any game during the whole 

season for financial reasons, for example. Hence, he/she may not provide any 

financial value to the brand, but be a great brand advocate and still provide 

brand value. 

FC Porto Marketing Director, Tiago Gouveia, suggests a segmentation 

centered on supporters’ response to the football brand’s core product, which is 

the match, as one potential criteria. According to Tiago Gouveia, the social 

media strategy of FC Porto is built around the core product. Every content that 
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is posted online through Facebook and Instagram aims to create and develop an 

enthusiastic atmosphere around the next game. Consequently, the 

segmentation of the supporters that interact with the brand on social media 

should be done according to the match itself and how supporters act towards it. 

Therefore, Tiago Gouveia suggested that, in order to segment supporters 

according to the way they follow the game, the criteria should be the ensuing: 

by seeing the match in the stadium; by seeing the match on television; by seeing 

the match through the internet; or not following the match at all. With this type 

of segmentation, it is possible to consider all different type of fans in respect to 

one core dimension of the brand’s product – the match. 

The traditional typology found in past literature segments supporters 

according to criteria such as being a fan or a spectator. This segmentation may 

not be the most appropriate any longer due to the different ways consumers 

can consume sports events currently (live, through television, social media or 

radio). Besides, it is not possible to find a unanimous segmentation of sports 

fans because there are a multitude of interdependent values, attitudes, and 

behaviors to consider (Stewart, Smith & Nicholson, 2003). 

Hence, we are going to use Trail et al.'s (2002; 2003) research for the basis of 

our segmentation, as in this study, supporters are segmented according to the 

way they consume the sports’ match, which is aligned with Tiago Gouveia’s 

segmentation suggestion. According to the findings of Trail et al. (2002; 2003), 

sports’ fans possess several different motives for consuming sports (i.e., 

attending a match, buying merchandising, watching the match on the 

television, etc.), and these motives are mainly based on social and psychological 

needs. The motives proposed (see Figure 1) are the following: achievement, 

which is related to the way the supporter feels when his/her team wins; 

aesthetics, which is related to the way the supporter feels towards the 

attractiveness of the game; drama, which is related to the supporter’s need for 
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close contests; escape, which is related to the supporter’s need to get away from 

his/her day-to-day routine; knowledge, which is related to the supporter’s need 

to learn more about the game; physical skills, which is related to the supporter’s 

satisfaction when seeing his/her team or favorite athlete performing well; social, 

which is related to the supporter’s need to interact with other people during the 

match; and family, which is related to the supporter’s need to spend more time 

with his/her family. 

We considered that the segmentation criteria suggested by FC Porto 

Marketing Director should be complemented by other criteria to provide a 

more in-depth knowledge on FC Porto's supporters. However, we do consider 

that the focus on supporters' attitude towards the core product, i.e. the match, 

for the segmentation of fans, is, in fact, relevant and can enrich the findings of 

this study. After carefully reviewing the literature on this topic, study, we 

considered that the motivations for fans to consume sports proposed by Trail et 

al. (2002; 2003) complement well the segmentation criteria proposed by Tiago 

Gouveia. By adding this variable to our research, we will be able to provide 

new insights regarding the content published by FC Porto. For instance, if we 

find that the family motive has a strong connection with a specific motivation 

for consumer engagement, say reward, then, if FC Porto aims to offer 

promotions to win tickets, it could publish a picture of a father and a son 

watching a game on Facebook or Instagram, next to the ticket’s promotion, and 

this may lead to higher levels of consumer engagement. 
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Figure 1 - Trail et al.' s (2002) definition of motives for sports consumption 
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2.6. Motivations for Consumer Engagement 

The consumption of media is a deliberate behavior in which consumers seek 

content according to their motivations to meet specific needs (Daugherty, 

Eastin, & Bright, 2008). 

In this research, we aim to specifically study the motivations for consumers 

to engage with a specific football brand on SNS, and, in particular, on Facebook 

and Instagram. As stated by Muntinga et al. (2011), it is important to 

understand the motivations behind the use of social media, however, the 

authors do not specifically address the motivations for engaging with the 

brand’s content. To achieve the purpose of this research, we will use Azar et 

al.'s (2016) study as the basis for the motivations for engaging with brands on 

social media. Even though Azar et al.'s (2016) research focus only on the 

motivations for consumer engagement with brands on Facebook, we will also 

address the measures that were suggested for Instagram, since both are 

considered to be SNS and, more important, they can fit the Instagram’s features. 

Furthermore, the definition of consumer engagement on Facebook provided by 

Tsai & Men (2013) is also going to be adapted to Instagram. Their 

conceptualization of consumer engagement also works for Instagram, because 

all the items they propose to measure engagement through Facebook can also 

be applied to Instagram. 

The literature recognizes five main motivations for consumer engagement: 

social influence, search for information, rewards, conversation and 

entertainment. 
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Social Influence 

People use brands to create their self-identity (Azar et al., 2016). Indeed, 

according to Azar et al.'s (2016) research, people engage with a brand not only 

to interact directly to the brand, but also to make an impression on their friends, 

to be approved by others and to feel part of a community. This phenomenon is 

based on approving or disapproving attitudes of others, in respect to our usage 

and adoption of services or products (Curran & Lennon 2011). 

People not only feel the need to be affiliated with the brands which are 

consistent with their personality, but also to feel integrated and connected with 

the community built around that brand. Moreover, their engagement is related 

to the need for meeting like-minded others and interacting with them about the 

brand (Muntinga et al., 2011; Enginkaya & Yilmaz, 2014). 

In the football sector, being part of the community that is built around the 

football club/brand is absolutely crucial for some fans (Moutinho, 2008). 

 

Search for Information 

This motivation reflects consumers’ search for reliable and trustworthy 

information regarding the brand or the brand’s product. According to 

Muntinga et al. (2011), search for information covers sub-motivations such as: 

asking for relevant events and conditions that are going to take place (for 

example, searching for ticket prices); seeking opinions or instructions (for 

example, about football players that were recently purchased); and risk 

reduction. The sub-motivation risk reduction is conceptualized by Azar et al. 

(2016) as trust, and the authors point out that consumers often rely in 

information that is transmitted through the official brand channel instead of 

other marketer-generated content (sports newspapers, for example). Moreover, 

trust in the brand or in other members of the brand community can influence 

consumers’ involvement with the brand. We did not consider trust to be a 
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motivation for engaging with the brand on social media in this research since it 

works more as a validation factor than as a motivation itself. This is especially 

true in the football sector, where the passion for the brand is so high that sports 

fans do not consider the brand’s official channel untrustworthy.  

Furthermore, consuming brand-related content allows consumers to perceive 

the environment and involvement that is built around the brand and ultimately, 

to keep posted of new developments regarding the brand (Muntinga et al., 

2011;Azar et al., 2016). 

 

Reward 

Opportunity seeking reflects the motivation for engaging with a brand in 

order to gain benefits from it. This motivation is related to Muntinga et al.'s 

(2011) concept of remuneration, which highlights that fans may be driven by 

the prospects of gaining utilitarian rewards (Azar et al., 2016), like money, 

prizes or other rewards. Enginkaya & Yilmaz's (2014) research highlighted that 

this motivation is critical to create involvement with the brand. This is 

especially true for football brands, as the opportunity to obtain tickets or to gain 

the chance of meeting an athlete may be extremely valuable for consumers. Tsai 

& Men (2013) also claim that opportunity seeking is the primary reason for 

using Facebook brand pages. 

 

Conversation 

Conversation should be regarded as the need for communicating directly 

with a brand (Enginkaya & Yilmaz, 2014). The interaction with other members, 

that are part of the brand community, is included previously in the social 

influence motivation. This motivation may also significantly explain consumer 

engagement of football fans. Often fans transmit their dissatisfaction to football 

brands when the sports’ result do not match their expectations. This can be 
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done through a comment on a specific brand, or brand-related, post or through 

private messages. Football fans may believe that, through social media, they are 

able transmit their opinion or disappointment directly to the brand without any 

space or time boundaries. 

 

Entertainment 

Many people use the Internet to be entertained and relaxed (Azar et al., 

2016). According to Enginkaya & Yilmaz's (2014) research, entertainment may 

explain consumer engagement with brand, or brand-related content, as 

consumers often interact with content in order to have fun. According to  

Muntinga et al.'s (2011) research, entertainment covers items such as enjoyment 

and relaxation. Entertainment is regarded as enjoyment in Curran & Lennon's 

(2011) research, which showed that this is the motivation with the most relevant 

influence on users’ intention to continue using and recommending SNS. On the 

other hand, Jahn & Kunz's (2012) research links entertainment with the content 

itself, stating that this motivation implies that the content is fun and amusing 

for consumers. 
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3. Research Model 

3.1. Framework 

In this research, we aim to understand what drives consumers to engage 

with FC Porto brand on social media. Even though it is possible to find relevant 

literature regarding the motivations behind consumer engagement with brands 

on social media, there still is a lack of research regarding engagement with 

sports brands. As previously explained, sports fans are passionate, 

unpredictable and do not have the same needs when consuming sports. We 

should not assume that every supporter of a specific football club has the same 

commitment and the same type of relationship with the brand (even though 

they share the preference for that club), as demonstrated in the literature 

review. Football supporters may differ in their consumption of brand-related 

products, their level of commitment and loyalty, their match day activities, their 

behavior towards results, and their motivations for sports consumption (Trail et 

al., 2002; 2003; Tapp & Clowes, 2002; Tapp, 2004; Moutinho, 2008). 

Therefore, by combining sports brands and their different type of supporters, 

the goal is not only to just explore what are the motivations for fans to interact 

with a sports brand through social media, but also to understand in depth what 

kind of content different type of fans are more likely to engage with. Moreover, 

this research aims to provide new insights regarding the motivations for 

engaging with brands on Instagram, which is still a recent marketing tool for 

companies. 

To achieve these purposes, we are going to a study a particular football 

brand, FC Porto. FC Porto is a multisport club – however, for the purpose of 

this research, we will study FC Porto exclusively as a football club – founded in 
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1893. It is a Portuguese football club based in the city of Porto, in the north of 

Portugal. It is one of the most well-succeeded Portuguese clubs and is greatly 

respected internationally – it’s the 9th best club in Europe according the UEFA 

ranking (UEFA, 2017). Jorge Nuno Pinto da Costa is the president since August 

17th of 1982 and the football team plays its home games in Estádio do Dragão. 

In order to fulfill the aims of this research, we will follow the research 

framework presented bellow (see Figure 2). The first goal of this research is to 

understand the motivations for consumers to engage with FC Porto brand on 

social media. Moreover, we also aim to understand how these motivations 

differ between different types of fans. Therefore, we added the segmentation of 

fans according to their motivations for sports consumption as a moderator, to 

gain insights on the motivations for consumer engagement of fans that 

consume sports in different ways. To achieve the purposes of this research, we 

will do an exploratory study. 

 

 

 

 

 

 

 

 

 

3.2. Constructs 

Motivations Consumer Engagement 

Sports 

Consumption 

Figure 2 – Research Framework 
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The motivations that will be addressed in this research were already 

described in the literature review. Based on Azar et al. (2016) and Enginkaya & 

Yilmaz's (2014) researches, the motivations that are going to be studied are 

presented in the following table (see Table 1). 

 

Motivations for Consumer Engagement 

Social Influence Azar et al. (2016) 

Search for Information Azar et al. (2016) 

Entertainment Azar et al. (2016) 

Conversation Enginkaya & Yilmaz (2014) 

Reward Azar et al. (2016) 

Table 1 – Motivations For Consumer Engagement 

 

Regarding consumer engagement, the conceptualization adapted will be 

based on Tsai & Men's (2013) research, which was already detailed in the 

literature review. The two dimensions of consumer engagement are presented 

in the following table (see Table 2). 

 

 

 

 

 

Consumer Engagement 
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Consuming Tsai & Men (2013) 

Contributing Tsai & Men (2013) 

Table 2 - Consumer Engagement 

 

Regarding the type of fans, which will be considered as a moderating 

variable, we will segment fans according to their motivations for sports 

consumption, based on the findings of Trail et al.'s (2002; 2003) research. As 

explained in the literature review, Trail et al. (2002; 2003) suggest the 

segmentation approach presented in the following the table (see Table 3). 

 

Motivations for Sports Consumption 

Achievement Trail et al. (2002; 2003) 

Aesthetics Trail et al. (2002; 2003) 

Drama Trail et al. (2002; 2003) 

Escape Trail et al. (2002; 2003) 

Knowledge Trail et al. (2002; 2003) 

Physical Skills Trail et al. (2002; 2003) 

Social Trail et al. (2002; 2003) 

Family Trail et al. (2002; 2003) 

Table 3 - Sports Consumption 

4. Methods 
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There are several studies regarding what drives consumers to engage with 

brands on Facebook. However, there is still a lack of research regarding the 

motivations to engage with brands on Instagram, since the relevance of this 

SNS as a marketing tool is more recent. Moreover, there is still a lack of 

research, as well, regarding the motivations for engaging with a football brand 

on SNS. As pointed out in the literature review, football fans have specific 

characteristics regarding their football brand consumption that make them very 

special consumers. Hence, it is important for brands to understand exactly how 

to reach out to them and how to take advantage of those particular 

characteristics. 

Thus, it is extremely difficult to develop hypotheses or propositions 

regarding their motivations and, especially, how they act towards Instagram. 

Therefore, we have decided to develop an exploratory study in order to find 

new insights that could lead to more specific studies. 

Nevertheless, we are going to perform a quantitative analysis, which will be 

used to infer evidences for theory through the measurement of variables that 

produce numeric outcomes (Field, 2009). To perform this study, a self-

administrated online survey (see Appendix II) was developed through Google 

Forms. Through online surveys we are able to access groups and individuals 

that otherwise it would be extremely difficult to reach in a short amount of time 

and with no costs (Wright, 2005). 

The survey was sent to specific people in order to guarantee that only FC 

Porto supporters answered the survey. This way, we were able to reach the 

sample required for the purpose of this research, not compromising the survey 

with respondents that were not FC Porto supporters. 

When people entered the survey’s site, there was an introductory text where 

we described the research goals. 
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The survey consisted of fourteen questions, and was divided in four main 

parts. The first part of the questionnaire was related with respondents’ sports 

consumption. We started by asking respondents if they are FC Porto members. 

Then, we asked them how they, usually, watch a FC Porto match (by going to 

the stadium; by watching it on television or on the internet through streams or 

Sport TV multiscreen; by following the result through social media; or if they 

do not see the match at all). We finished this part by asking respondents what 

their motives to consume sports are. The seven motivations for sports 

consumption (achievement, aesthetics, drama, escape, knowledge, physical 

skills, social, family) were all measured through multiple item scales using a 

seven-point Likert structure, with the endpoints being “strongly disagree” to 

“strongly agree”. 

The second part of the questionnaire included questions related with 

respondents’ general use of SNS and of FC Porto SNS pages. We asked 

respondents how much time they spent, on average, on Facebook and on 

Instagram. Following, we asked them if they followed the Facebook and 

Instagram pages of FC Porto. In this case, respondents that did not follow any 

of FC Porto SNS pages, were directed to the final part of the questionnaire. 

Finally, we asked respondents about their level of engagement with FC Porto 

page on Facebook and on Instagram. The two dimensions of consumer-brand 

engagement (consuming and contributing) were measured through multiple 

item scales using a seven-point Likert scale, with the endpoints being “never” 

to “always”.  

The third part of the questionnaire included questions related to 

respondents’ motivations for engaging with FC Porto on Facebook and on 

Instagram. The five constructs (social influence, search for information, reward, 

conversation and entertainment) were also measured by multiple item scales 
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through a seven-point Likert scale, with the endpoints being “strongly 

disagree” to “strongly disagree”. 

In the last part of the questionnaire, respondents were asked about their sex, 

age, occupation and place of residence, in order to allow a sociodemographic 

characterization of our sample. 

4.1. Scales 

Several of the scales used in this study were already used in studies 

regarding consumer engagement on Facebook. However, because this research 

will be focused on a specific football brand and also on Instagram, some 

changes were required. Following we will present the items that were used to 

measure each of the constructs studied. 

4.1.1. Consumer Engagement 

Regarding the measures of consumer engagement that were based on Tsai & 

Men's (2013) research, we had to do some minor changes in the items used to 

capture both dimensions of engagement with brands’ SNS pages, as in this 

research we are also studying Instagram, and not only Facebook. We also 

changed “companies” to “FC Porto” so that we could specifically address FC 

Porto’s SNS pages. Moreover, we decided not to include the item 

“liking/joining” FC Porto’s SNS page (one of the items considered by Tsai & 

Men (2013) to measure the consuming dimension of consumer engagement), 

because this question will be asked at the beginning of the questionnaire. If the 

respondent does not like or follow the FC Porto brand on Facebook or 

Instagram, then he/she will be directed to the final part of the questionnaire. 
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The items considered to measure both dimensions of consumer-brand 

engagement are presented in the tables below (see Table 4 and 5). 

 

Consumer Engagement - Consuming 

Watching videos on FC Porto Facebook’s/Instagram’s page; 
Tsai & Men 

(2013) 

Viewing pictures on FC Porto Facebook’s/Instagram’s page; 
Tsai & Men 

(2013) 

Reading FC Porto Facebook’s/Instagram’s posts, user 

comments, or products reviews. 

Tsai & Men 

(2013) 

Table 4 - Consumer Engagement – Consuming 

 

Consumer Engagement - Contributing 

Engaging in conversations on FC Porto Facebook’s/Instagram’s 

page (e.g., commenting, asking, and answering questions); 

Tsai & Men 

(2013) 

Sharing FC Porto Facebook’s/Instagram’s page posts on my own 

Facebook page (e.g., video, audio, pictures, texts); 

Tsai & Men 

(2013) 

Recommending FC Porto Facebook’s/Instagram’s page to my 

Facebook or Instagram connections; 

Tsai & Men 

(2013) 

Uploading FC Porto-related video, audio, pictures or images on 

my Facebook’s/Instagram’s page. 

Tsai & Men 

(2013) 

Table 5 - Consumer Engagement - Contributing 
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4.1.2. Motivations for Consumer Engagement 

The items used to measure the motivations for consumer engagement 

needed to be adapted to meet the specific goals of this research. One of the main 

goals is to understand the motivations for consumers to engage with FC Porto 

brand on its SNS pages. Therefore, we needed to change the word “SNS” to 

“Facebook” and to “Instagram” in the several items used to measure the 

different motivations. Moreover, we also needed to address specifically FC 

Porto brand, and, therefore, we changed “brands” for “FC Porto brand. 

Nearly all the scales used to measure the motivations for consumer 

engagement were adapted from Azar et al.'s (2016) research, except for the 

conversation motivation that was not considered in their research. Regarding 

the conversation motivation, we adapted the scale from Enginkaya & Yilmaz's 

(2014) research. The authors included this motivation in their research, as some 

consumers may feel the need to speak directly to the brand, and this might 

influence their engagement with FC Porto brand on its SNS. We also considered 

Shu & Chuang's (2011) study in order to complement the items that measure 

the social influence motivation, as it was crucial to address, in this study, 

supporters’ need for chatting and sharing their opinion with other supporters. 

Regarding the entertainment motivation, in order to have a more complete 

perspective on this motivation, we felt the need to address the content 

published by FC Porto, and not only items linked with the need of escaping 

daily life problems. For that propose, we used two items that can be found in 

Jahn & Kunz's (2012) research, which measure the hedonic value social media 

users give to their interaction with a brand’s Facebook page. The items are 

presented in the following tables (see Table 6, 7, 8, 9, and 10). 
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Social Influence 

By interacting with FC Porto on its Facebook/Instagram page, 

I feel I am part of a community; 

Azar et al. 

(2016) 

I interact with FC Porto on its Facebook/Instagram page to 

state my interests and preferences to my friends; 

Azar et al. 

(2016) 

My interaction with FC Porto on its Facebook/Instagram page 

allows me to increase my social involvement. 

Azar et al. 

(2016) 

I interact with FC Porto on its Facebook/Instagram page to 

share my thoughts online with other users. 

Shu & Chuang 

(2011) 

Table 6- Motivations for Consumer Engagement: Social Influence 

 

Search for Information 

My interaction with FC Porto on its Facebook/Instagram 

page allows me to better understand the brand; 

Azar et al. 

(2016) 

I like to interact with FC Porto on its Facebook/Instagram 

page because it allows me to find out the opinions of other 

consumers about the brand; 

Azar et al. 

(2016) 

My interaction with FC Porto on its Facebook/Instagram 

page gives me convenient access to information about 

brands, as the brand’s posts appear directly on my news 

feed. 

Azar et al. 

(2016) 

Table 7- Motivations for Consumer Engagement: Search for Information 
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Entertainment 

I like to interact with FC Porto on its Facebook/Instagram 

page to occupy my spare time; 

Azar et al. 

(2016) 

It is interesting to interact with FC Porto on its 

Facebook’s/Instagram’s page. 

Azar et al. 

(2016) 

The content on FC Porto’s Facebook/Instagram page is fun; 
Jahn & Kunz 

(2012) 

The content on FC Porto’s Facebook/Instagram page is 

entertaining; 

Jahn & Kunz 

(2012) 

Table 8- Motivations for Consumer Engagement: Entertainment 

 

Conversation 

To me, FC Porto’s Facebook/Instagram page is a very 

convenient tool for customers to transmit their complaints 

and suggestions to the brands; 

Enginkaya & 

Yilmaz (2014) 

I think it is possible to communicate instantly with FC Porto 

on its Facebook/Instagram page without any time and space 

boundaries; 

Enginkaya & 

Yilmaz (2014) 

Getting in contact with FC Porto company is easy through 

their Facebook/Instagram page because it is simple and free 

Enginkaya & 

Yilmaz (2014) 

Table 9- Motivations for Consumer Engagement: Conversation 
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Reward 

I interact with FC Porto on its Facebook/Instagram page in 

order to access discounts and promotions; 

Azar et al. 

(2016) 

I like to interact with FC Porto on its Facebook/Instagram 

page as they offer contests and game from which I can 

access free products or other special offers.  

Azar et al. 

(2016) 

Table 10- Motivations for Consumer Engagement: Reward 

 

4.1.3. Motivations for Sports Consumption 

Regarding the different motivations for sports consumption, we adapted the 

scales used in Trail et al.'s (2002; 2003) research. However, some changes were 

required. First, Trail et al.'s (2002; 2003) research focuses on basketball and, 

therefore, we needed to change the items from “basketball” to “football”. 

Because we are specifically addressing FC Porto, we also had to change “the 

team” for “FC Porto team”. This way we can segment specifically FC Porto fans 

according to their football game consumption. 

The items are presented in the following tables (see Table 11, 12, 13, 14, 15, 

16, 17, and 18). 
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Achievement 

I feel a personal sense of achievement when FC Porto does 

well; 

Trail et al. 

(2002; 2003) 

I feel like I have won when the FC Porto team wins; 
Trail et al. 

(2002; 2003) 

I feel proud when the FC Porto team plays well. 
Trail et al. 

(2002; 2003) 

Table 11- Motivations for Sports Consumption: Achievement 

Aesthetics 
 

I appreciate the beauty inherent in a game of football played 

by FC Porto; 

Trail et al. 

(2002; 2003) 

I enjoy the natural beauty of a football game; 
Trail et al. 

(2002; 2003) 

I enjoy the gracefulness associated with a FC Porto game. 
Trail et al. 

(2002; 2003) 

Table 12- Motivations for Sports Consumption: Aesthetics 

Drama 

I enjoy the drama of a FC Porto close game; 
Trail et al. 

(2002; 2003) 

I prefer watching a close game rather than a FC Porto-sided 

game; 

Trail et al. 

(2002; 2003) 

I enjoy it when the outcome of a FC Porto game is not 

decided until the very end. 

Trail et al. 

(2002; 2003) 

Table 13- Motivations for Sports Consumption: Drama 
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Escape 

A FC Porto game provides an escape for me from my day-to-

day routine; 

Trail et al. 

(2002; 2003) 

Going to FC Porto games is a change of pace from what I 

regularly do; 

Trail et al. 

(2002; 2003) 

A FC Porto game provides a diversion from “life’s little 

problems” for me. 

Trail et al. 

(2002; 2003) 

Table 14- Motivations for Sports Consumption: Escape 

Knowledge 

I increase my knowledge about football at FC Porto games; 
Trail et al. 

(2002; 2003) 

I increase my understanding of football strategy by watching 

a FC Porto game; 

Trail et al. 

(2002; 2003) 

I can learn about the technical aspects of football by watching 

a FC Porto game. 

Trail et al. 

(2002; 2003) 

Table 15- Motivations for Sports Consumption: Knowledge 

Physical Skills 

The athletic skills of the FC Porto players are something I 

appreciate; 

Trail et al. 

(2002; 2003) 

I enjoy watching a well-executed athletic performance by a 

FC Porto player; 

Trail et al. 

(2002; 2003) 

I enjoy a skillful performance by the FC Porto team. 
Trail et al. 

(2002; 2003) 

Table 16- Motivations for Sports Consumption: Physical Skills 
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Social 

I enjoy interacting with other spectators at the FC Porto game; 
Trail et al. 

(2002; 2003) 

I enjoy talking with others at FC Porto games; 
Trail et al. 

(2002; 2003) 

I enjoy socializing with people sitting near me at FC Porto 

games. 

Trail et al. 

(2002; 2003) 

Table 17- Motivations for Sports Consumption: Social 

Family 
 

FC Porto games provide me an opportunity for me to spend 

time with my family; 

Trail et al. 

(2002; 2003) 

FC Porto games provide me an opportunity for me to spend 

time with my spouse; 

Trail et al. 

(2002; 2003) 

FC Porto games provide me an opportunity for me to spend 

time with my children; 

Trail et al. 

(2002; 2003) 

Table 18- Motivations for Sports Consumption: Family 

4.2. Statistic Procedures  

In order to explore the data collected through the survey, several statistic 

procedures were performed. The statistic procedures were performed through 

the use of SPSS (IBM SPSS). 

Initially, we characterized the sample, dividing respondents according to 

gender, age, occupation, residence, the time they spent online (on Facebook and 

Instagram), and their level of connection with the FC Porto brand. Afterwards, 

we proceeded by performing a descriptive analysis of the dependent and 



 60 

independent variables. A descriptive analysis of the moderating variables was 

also performed. Next, we performed a reliability analysis in order to test the 

internal consistency of the scales that were used in this study. To evaluate the 

scales' reliability, Cronbach's α was employed.  

Following, we performed a multiple linear regression on the four 

relationships studied in this research, prior to the introduction of the 

moderating effect. This procedure was divided in two analysis: the first one 

regards the relationship between the motivations and consumer engagement on 

Facebook, which was further divided  into the two types of engagement 

(consuming and contributing), and the second one regards the relationship 

between the motivations and consumer engagement on Instagram, again 

divided into the two types of engagement (consuming and engagement). 

Then, we performed a K-Means cluster analysis in order to divide FC Porto 

fans in two clusters: the ones that are more enthusiastic towards the match, and 

the ones that are not. Having that information assembled, we again performed 

the multiple linear regressions in order to find the differences between the 

motivations for consumer engagement on Facebook and Instagram for each 

cluster. 
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5. Results 

5.1. Sample 

A convenience sample of 250 questionnaires was collected. 

Regarding the population of this study, 54 respondents (21.6%) were female 

and 196 respondents (78.4%) were male. The age gap predominant in this study 

is in-between the ages of 15 and 24 with 111 respondents (44.4%) – see Table 19 

and 20. 

 

Gender 
Female 21.6% 

Male 78.4% 
Table 19 - Social Demographic Characteristics: Gender. Source: Output from SPSS 

Age 

Less than 15 0.4% 

15-24 44.4% 

25-34 22.8% 

35-44 13.2% 

45-54 15.6% 

55-65 3.2% 

More than 65 0.4% 
Table 20 - Social Demographic Characteristics: Age. Source: Output from SPSS. 

 

Regarding the occupations of the sample, there is a predominance of 

students (29.6%), professionals of marketing, communication and sales (10.8%), 

as well as layers, jurists and judges (10.8%), and managers or entrepreneurs 

(10.0%). 11.6% of the respondents had other occupations that were not regarded 

in the questionnaire (see Table 21). 
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Occupation 

Architect/Designer 1.2% 

Administrative 2.0% 

Lawyer/Jurist/Judge 10.8% 

Consultant/Certified 3.2% 

Economist 4.4% 

Healthcare Professional 2.4% 

Student 29.6% 

Engineer 4.4% 

Manager/Entrepreneur 10.0% 

IT Professional 1.6% 

Marketing/Communication/Sales 10.8% 

Professor/Researcher 4.4% 

Phycologist 0.8% 

Retired 0.8% 

Unemployed 2.0% 

Others 11.6% 
Table 21 - Social Demographic Characteristics: Occupation. Source: Output from SPSS. 

 

The district with more respondents was Porto with 87.2%, followed by 

Lisboa with 5.2%. There are also respondents from Aveiro (2.4%), Braga (2.8%), 

Santarém (0.4%), Setúbal (0.4%), Vila Real (0.4%), and outside from Portugal 

(0.4%) (see Table 22). 

 

Residence 

Aveiro 2.4% 

Braga 2.8% 

Lisboa 5.2% 

Porto 87.2% 

Santarém 0.4% 

Setúbal 0.4% 

Vila Real 0.4% 

Outside Portugal 1.2% 
Table 22 - Social Demographic Characteristics: Residence. Source: Output from SPSS. 
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In order to verify the level of the commitment and enthusiasm towards FC 

Porto by the respondents, we asked them about their membership and how 

they usually watched the FC Porto games. 

59.6% were members and 40.4% were not (see Table 23). Regarding the way 

they watch the FC Porto games, the majority of the respondents go to the 

stadium or watch them on television (46.8% and 43.2%, respectively). A 

minority watches them on the internet (7.2%), follows the result through social 

media (1.2%), or does not see the games at all (1.6%) – see Table 24. 

 

FC Porto Member 
Yes 59.6% 

No 40.4% 
Table 23 - Sample Characteristics: FC Porto Members. Source: Output from SPSS 

 

  

In which way do you usually watch the FC Porto 

games? 

Frequency Percentage 

On the stadium 117 46.8% 

On television 108 43.2% 

On the internet 18 7.2% 

Following through SM 3 1.2% 

I don't see them. 4 1.6% 
Table 24 - Sample Characteristics: FC Porto games. Source: Output from SPSS. 

 

Next, respondents were asked how much time they spend, on average, on 

Facebook and on Instagram (see Table 25). Regarding Facebook, 64.0% of the 

respondents did not spend more than one hour on it, while 23.4% of the 

respondents spent more than one or two hours per day on Facebook. Regarding 

Instagram, the answers were more equivalent. The higher percentages of time 
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spent on Instagram can be found in “Less than 30m” with 25.2% of answers, 

followed by “Between 1h and 2h” with 24.4%. 

In addition, we considered the item “Don’t use” in order to exclude 

questionnaires that were not usable for this study. At this point, we excluded 9 

answers regarding Facebook and 36 regarding Instagram because respondents 

did not use that SNS and, therefore, they cannot be considered in the 

relationships that we aim to find. 

 

Time 
Time Spent on Facebook Time Spent on Instagram 

Frequency Percent Frequency Percent 

Less than 30m 84 33.6% 63 25.2% 

Between 30m and 1h 76 30.4% 45 18.0% 

Between 1h and 2h 51 20.4% 61 24.4% 

More than 2h 30 12.0% 45 18.0% 

Don't use 9 3.6% 36 14.4% 

Table 25 - Sample Characteristics: Time Spent on Facebook and Instagram. Source: Output from 

SPSS. 

 

In order to completely exclude every answer that would not be usable for 

our study, we asked respondents if they followed the FC Porto’s Facebook and 

Instagram pages. Regarding the FC Porto’s Facebook page, 201 of the 241 

(80.4% of the 250 questionnaires) respondents did follow it, as for the 

Instagram’s page, 161 of 214 (64.4% of the 250 questionnaires) respondents did 

follow it as well. 

Thus, for the purposes of this research, we had 201 usable questionnaires to 

measure the motivations for consumer engagement on Facebook, and 161 

questionnaires to measure the motivations for consumer engagement on 

Instagram (see Table 26). 
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Follow FC Porto Facebook's 

Page 

Follow FC Porto Instagram's 

Page 

Frequency Percentage Frequency Percentage 

Don't 

Use 
9 3.6% 36 14.4% 

Yes 201 80.4% 161 64.4% 

No 40 16.0% 53 21.2% 
Table 26 - Sample Characteristics: Follow FC Porto's SNS. Source: Output from SPSS. 

5.2. Descriptive Analysis 

Prior to the analysis of the relationships previously proposed, a brief 

descriptive analysis of the answers was performed.  

Regarding the sports consumption variable, only one motivation for sports 

consumption had an average value below the average of the scale ( aggregated=4), 

namely “family” (μaggregated=3.82) – see Table 26. However, it is important to 

notice that μ=4 is considered the neutral value of the Likert-scale used, which 

means that this result may be explained by the fact that most respondents are 

between 15 and 24 years, and, hence, may not have children or be married yet. On 

the other hand, “achievement” and “physical skills” are the only motivations with 

an average value above 6 (μaggregated=6.06 and μaggregated=6.05, respectively) – see 

Table 27. 

 

 Sports Consumption N Minimum Maximum Mean 

Std. 

Deviation 

Achievement 250 1 7 6,06 1,30 

Aesthetics 250 1 7 5,86 1,31 

Drama 250 1 7 4,48 1,46 

Escape 250 1 7 5,12 1,75 

Knowledge 250 1 7 4,75 1,69 

Physical Skills 250 1 7 6,05 1,19 



 66 

Social 250 1 7 5,16 1,68 

Family 250 1 7 3,82 1,87 
Table 27 - Sports Consumption (Descriptive). Source: Output from SPSS. 

 

Regarding consumer engagement with FC Porto’s Facebook page, it is 

interesting to see that fans are much more consumers of content than 

contributors (μaggregated=4.90 > μaggregated=3.16) – see Table 28. 

 

 Consumer Engagement 

(FB1) N Minimum Maximum Mean 

Std. 

Deviation 

Consuming 201 1 7 4,90 1,59 

Contributing 201 1 7 3,16 1,69 
Table 28 - Consumer Engagement on Facebook (Descriptive). Source: Output from SPSS. 

 

Concerning the motivations for consumer engagement with the FC Porto’s 

Facebook page, the “entertainment” motivation performed the higher average 

(μaggregated=4.41). On the other hand, there are two motivations that performed 

below average, which are “social Influence” (μaggregated=3.88) and “reward” 

(μaggregated=2.83) – see Table 29. 

 

 Motivations (FB) N Minimum Maximum Mean 

Std. 

Deviation 

Social Influence 201 1 7 3,88 1,78 

Search For Information 201 1 7 4,01 1,78 

Entertainment 201 1 7 4,41 1,62 

Conversation 201 1 7 4,28 1,69 

Reward 201 1 7 2,83 1,83 
Table 29 - Motivations For Consumer Engagement on Facebook (Descriptive). Source: Output from 

SPSS. 

 

                                                 
1 Facebook 



 67 

Regarding consumer engagement with FC Porto’s Instagram page, the 

difference between consuming and contributing is even higher in respect to 

Facebook (μaggregated=5.61 > μaggregated=3.59) – see Table 30. 

 

Consumer Engagement 

(IG2) N Minimum Maximum Mean 

Std. 

Deviation 

Consuming 161 1 7 5,61 1,50 

Contributing 161 1 7 3,59 2,00 
Table 30 - Consumer Engagement on Instagram (Descriptive). Source: Output from SPSS. 

 

Considering the motivations to engage with FC Porto’s Instagram page, 

every motivation, except for “reward” (μaggregated=3.32), performed above average, 

being “entertainment” the motivation that had the highest average value 

(μaggregated=4.89) – see Table 31. 

 

Motivations (IG) N Minimum Maximum Mean 

Std. 

Deviation 

Social Influence 161 1 7 4,13 1,88 

Search For Information 161 1 7 4,47 1,85 

Entertainment 161 1 7 4,89 1,65 

Conversation 161 1 7 4,23 1,85 

Reward 161 1 7 3,32 2,07 
Table 31 – Motivations For Consumer Engagement on Instagram (Descriptive). Source: Output from 

SPSS. 

 

Nonetheless, each item’s mean can be found in the Appendix III. 

5.3. Reliability Analysis 

                                                 
2 Instagram 
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Having assembled all the data required for this research, the analysis of the 

scales were performed in order to evaluate and ensure their quality and 

reliability. 

Therefore, to evaluate the scales' reliability, Cronbach's α was employed, 

through the use of SPSS. According to Field (2009), values above 0.70 are 

considered acceptable. Moreover, if the Cronbach's α is higher than 0.9 the scale 

is excellent; if between 0.8 and 0.9 the scale is good; if between 0.7 and 0.8 the 

scale is reasonable; if between 0.6 and 0.7 the scale is weak; and if lower than 0.6 

the scale is unacceptable (Hill & Hill, 2012). The results obtained after 

performing this evaluation were positive and proved the reliability of the 

previous constructs. The Cronbach's α evaluation was performed for every 

scale. The results ranged between 0.762 and 0.959, which confirms the 

consistency and reliability of the scales. 

Regarding the scales used for measuring the motivations for sports 

consumption (N=250), Table 32, below, shows that the items “aesthetics” 

(α=.901), “escape” (α=.917), “knowledge” (α=.958), “physical skills” (α=.913), 

and “social” (.α=958) have an excellent level of internal consistency. Concerning 

the other items, “achievement” (α=.889) has a good level of internal consistency, 

as for “drama” (α=.762) and “family” (α=.797), they have a moderate level of 

consistency. 

 

Items Nº of Items Cronbach's Alpha 

Achievement 3 ,889 

Aesthetics 3 ,901 

Drama 3 ,762 

Escape 3 ,917 

Knowledge 3 ,958 

Physical Skills 3 ,913 
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Social 3 ,958 

Family 3 ,797 
Table 32 - Sports Consumption (Items’ Reliability). Source: Output from SPSS. 

 

Considering consumer engagement on Facebook (N=201), “consuming” 

(α=.903) has an excellent level of internal consistency, and “contributing” 

(α=.882) has a good level of consistency, as shown in the Table 33. 

 

Items Nº of Items Cronbach's Alpha 

Consuming (FB) 3 ,903 

Contributing (FB) 4 ,882 

Table 33 - Consumer Engagement on Facebook (Items' Reliability). Source: Output from SPSS. 

 

In what regards the items used to measure the motivations for consumer 

engagement on Facebook (N=201), the “social influence” motivation (α=.910), 

the “entertainment” motivation (α=.907) and the “reward” motivation (α=.902) 

have an excellent level of internal consistency, while the “conversation” 

motivation (α=.892) and the “search for information” motivation (α=.889) have a 

good level of internal consistency – see Table 34. 

 

Items Nº of Items Cronbach's Alpha 

Social Influence (FB) 4 ,910 

Search For Information (FB) 3 ,889 

Entertainment (FB) 4 ,907 

Conversation (FB) 3 ,892 

Reward (FB) 2 ,902 
Table 34 - Motivations for Consumer Engagement on Facebook (Items' Reliability). Source: Output 

from SPSS. 
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Considering consumer engagement on Instagram (N=161), “contributing” 

(α=.920) has an excellent level of internal consistency, and “consuming” 

(α=.898) has a good level of consistency, as shown, below, in Table 35. 

 

Items Nº of Items Cronbach's Alpha 

Consuming (IG) 3 ,898 

Contributing (IG) 4 ,920 
Table 35 - Consumer Engagement on Instagram (Items' Reliability). Source: Output from SPSS. 

 

In what regards the items used to measure the motivations for consumer 

engagement on Instagram (N=161), all the motivations have an excellent level of 

internal consistency (α>.900), as displayed in Table 36. 

 

Items Nº of Items Cronbach's Alpha 

Social Influence (IG) 4 ,970 

Search For Information (IG) 3 ,911 

Entertainment (IG) 4 ,937 

Conversation (IG) 3 ,914 

Reward (IG) 2 ,959 
Table 36 - Motivations for Consumer Engagement on Instagram (Items' Reliability). Source: Output 

from SPSS. 

5.4. Relationships between Motivations and Consumer 

Engagement on Facebook 

In order to understand the relationship between the motivations and 

consumer engagement on Facebook, a multiple linear regression was 

performed. 
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In Table 37, we present the relationship between the independent variables 

(motivations) and the dependent variable (consumption of content on FC 

Porto’s Facebook page). According to the results, the model is statistically 

significant (F(5;195)=41.892; p=.000) and explains 51.8% of the variance in the 

consumption of content on FC Porto’s Facebook page. The analysis of the 

regression coefficients shows that the “social influence” motivation and the 

“entertainment” motivation are the only variables that have a significant impact 

on the dependent variable (because p<.05). Regarding the “social influence” 

motivation (t=2.123; p=.035), even though it has a positive influence on the 

consumption of content on the FC Porto’s Facebook page, that impact is fairly 

low ( =.199). Concerning the “entertainment” motivation (t=5.980; p=.000), 

evidence shows it has a positive and moderate impact on the consumption of 

content on FC Porto’s Facebook page ( =.587). 

The other three motivations do not have a significant impact on the 

consumption of content (p>.05). 

 

Independent Variables B Std. Error Beta t Sig. R² 

Social Influence ,178 ,084 ,199 2,123 ,035 

,518 

Search For Information  -,014 ,092 -,015 -,148 ,882 

Entertainment ,576 ,096 ,587 5,980 ,000 

Conversation  -,022 ,076 -,023 -,286 ,775 

Reward -,003 ,059 -,004 -,059 ,953 

Dependent Variable: Consuming (FB) 

Table 37 - Multiple Linear Regression between motivations and consumer engagement (consuming) 

on Facebook. Source: Output from SPSS. 

 

In Table 38, we present the relationship between the independent variables 

(motivations) and the dependent variable (contributing to FC Porto’s Facebook 

page). According to the results, the model is statistically significant 
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(F(5;195)=37.818; p=.000) and explains 49.2% of the variance in the contribution 

to FC Porto’s Facebook page. Evidence shows that the “social influence” 

motivation, the “reward” motivation, and the “search for information” 

motivation are the variables that have a significant impact on the dependent 

variable (because p<.05). The “social influence” motivation (t=4.756; p=.000) has 

a positive and moderate impact on contributing to FC Porto’s Facebook page 

( =.458). On the other hand, the “reward” motivation (t=2.373; p=.019) has a 

positive but low impact on fans’ contribution to FC Porto’s Facebook page 

( =.165). The “search for information” motivation (t=2.077; p=.042) also has a 

positive but low impact on the dependent variable ( =.217). 

The other two motivations do not have a significant impact on fans’ 

contribution to FC Porto’s Facebook page (p>.05). 

 

Independent Variables B Std. Error Beta t Sig. R² 

Social Influence ,435 ,092 ,458 4,756 ,000 

,492 

Search For Information ,206 ,101 ,217 2,044 ,042 

Entertainment -,015 ,105 -,014 -,142 ,887 

Conversation -,067 ,083 -,067 -,811 ,418 

Reward ,153 ,064 ,165 2,373 ,019 

Dependent Variable: Contributing (FB) 

Table 38 - Multiple Linear Regression between motivations and consumer engagement (contribution) 

on Facebook. Source: Output from SPSS. 

5.5. Relationships between Motivations and Consumer 

Engagement on Instagram 

In order to understand the relationship between the motivations and 

consumer engagement on Instagram, a multiple linear regression was 

performed. 
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In Table 39, we present the results regarding the relationship between the 

independent variables (motivations) and the dependent variable (consumption 

of content on FC Porto’s Instagram page). According to the results, the model is 

statistically significant (F(5;155)=33.663; p=.000) and explains 52.1% of the 

variance in the consumption of content on FC Porto’s Instagram page. The 

analysis of the regression coefficients shows that the “entertainment” 

motivation is the only variable that has a significant impact on the dependent 

variable (because p<.05). Evidence shows that the “entertainment” motivation 

(t=5.553; p=.000) has a positive and moderate impact on the dependent variable 

( =.543). 

No other motivation has a significant influence on the consumption of 

content on the FC Porto’s Instagram page (because p>.05). 

 

Independent Variables B Std. Error Beta t Sig. R² 

Social Influence ,016 ,083 ,020 ,195 ,845 

,521 

Search For Information ,113 ,108 ,140 1,043 ,299 

Entertainment ,493 ,089 ,543 5,553 ,000 

Conversation ,021 ,080 ,026 ,260 ,795 

Reward ,029 ,061 ,040 ,481 ,631 

Dependent Variable: Consuming (IG) 

Table 39 - Multiple Linear Regression between motivations and consumer engagement (consuming) 

on Instagram. Source: Output from SPSS. 

 

Table 40 shows the results in respect to the relationship between the 

independent variables (motivations) and the dependent variable (contributing 

to FC Porto’s Instagram page). According to the results of this test, the model is 

statistically significant (F(5;155)=38.820; p=.000) and explains 55.6% of the 

variance in the contribution to the FC Porto’s Instagram page. Evidence shows 

that the “social influence” and the “reward” motivations are the only variables 
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that have a significant impact on the dependent variable (because p<.05). The 

“social influence” motivation (t=2.111; p=.036) has a positive but relatively low 

impact on fan’s contribution to FC Porto’s Instagram page ( =.212). On the 

other hand, the “reward” motivation (t=5.024; p=.000) has a positive and 

moderate impact on their contribution to FC Porto’s Instagram page ( =.406). 

The other three variables are not statistically relevant (because p>.05). 

 

Independent Variables (IG) B Std. Error Beta t Sig. R² 

Social Influence ,226 ,107 ,212 2,111 ,036 

,556 

Search For Information ,051 ,139 ,047 ,366 ,715 

Entertainment ,046 ,114 ,038 ,405 ,686 

Conversation ,147 ,103 ,136 1,431 ,155 

Reward ,392 ,078 ,406 5,024 ,000 

Dependent Variable: Contributing (IG) 

Table 40 - Multiple Linear Regression between motivations and consumer engagement (contributing) 

on Instagram. Source: Output from SPSS. 

5.6. Cluster Analysis – Sports Consumption 

One of the goals of this study was to find if the way that FC Porto fans 

consume sports had impact on their motivation for consumer engagement. This 

way, we would be able to relate the content that is published in FC Porto’s SNS 

with one (or more) of the motives for sports consumption, which would allow 

FC Porto to be able to communicate differently to different fans and, therefore, 

maximize consumer engagement.  

However, with the results obtained in the survey, we were not able to 

categorize fans according to the eight types of motives for sports consumption, 

due to the lack of differences between the different groups. Nevertheless, we 
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did find that consumers that presented higher values in one category were 

more likely to present, as well, higher values in the other seven categories. This 

means that respondents that answered above the average (μ=4) in one category, 

were more likely to answer above the average in the other categories. 

Consequently, we were not able to observe differences between each category. 

The size of the sample was also another reason that did not enable us to identify 

the differences expected. 

Hence, we decided to perform a K-Means cluster analysis in order to divide 

FC Porto fans into two clusters covering all sports’ consumption motivations, 

instead of dividing fans in eight categories – see Table 41. For this cluster 

analysis, we only considered the fans that follow FC Porto on Facebook, on 

Instagram, or on both SNS. 

Cluster nº1 groups fans that are more involved, passionate and committed to 

the core product, i.e. the game. They were enthusiastic in respect to all motives 

for sports consumption and presented higher averages regarding the items that 

were used to measure the way they consumed sports. We will designate them 

as game-enthusiastic. 

Cluster nº2 groups fans that are less involved and committed to the core 

product. Even though they presented values above average for of the motives 

for sports consumption and may have a solid connection with FC Porto, they 

show less enthusiasm towards the game, when compared to the fans that 

belong to cluster nº1. We will designate them as game-detached. 

 

Sports Consumption 
Cluster 

1 (game-enthusiastic) 2 (game-detached) 

μAchievement 6,61 4,95 

μAesthetics 6,42 4,69 

μDrama 4,86 3,61 

μEscape 5,92 3,22 
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μKnowledge 5,45 3,21 

μPhysical Skills 6,53 5,27 

μSocial 5,81 3,72 

μFamily 4,31 2,55 

μaggregated 5,74 3,90 

N 166 48 

Table 41 - Sports Consumption: K-Means Cluster Analysis. Source: Output from SPSS. 

5.7. Relationships between Motivations and Consumer 

Engagement on Facebook for the different Clusters 

In order to understand the relationship between the motivations and 

consumer engagement on Facebook, after the clusters analysis, a multiple linear 

regression was performed. 

In Table 42, we present the relationship between the independent variables 

(motivations) and the dependent variable (consumption of content on the FC 

Porto’s Facebook page) for cluster nº1 and nº2. According to the results, both 

models are statistically significant (F1(5;149)=23.079, p1=.000; F2(5;40)=8.558 

p2=.000), and they explain 42.4% and 54.8%, respectively, of the variance in the 

consumption of content on FC Porto’s Facebook page. 

The analysis of the regression coefficients shows that, for cluster nº1 and 

cluster nº2, the “entertainment” motivation is the only variable that has a 

significant impact on the dependent variable (t1=5.018, p1=.000; t2=2.328, p2=.025). 

Moreover, evidence shows that the “entertainment” motivation has a positive 

and moderate effect on the consumption of content on FC Porto’s Facebook 

Page for cluster nº1 and for cluster nº2 ( 1=.556; 2=.479). 

No other motivation has a significant impact on the consumption of content, 

for the two clusters (p>.05). 

 



 77 

 

 

 

 

 

 

N Cluster Independent Variables B Std. Error Beta t Sig. R2 

155 

1 

(game- 

enthusiastic) 

Social Influence 0,173 0,090 0,208 1,934 0,055 

0,424 

Search For Information -0,064 0,102 -0,074 -0,625 0,533 

Entertainment 0,530 0,106 0,556 5,018 0,000 

Conversation -0,032 0,082 -0,038 -0,391 0,696 

Reward 0,019 0,061 0,025 0,315 0,753 

46 
2 (game- 

detached) 

Social Influence 0,373 0,245 0,258 1,523 0,136 

0,548 

Search For Information 0,167 0,218 0,143 0,768 0,447 

Entertainment 0,570 0,245 0,479 2,328 0,025 

Conversation 0,017 0,205 0,014 0,085 0,933 

Reward -0,234 0,245 -0,136 -0,956 0,345 

Dependent Variable: Consuming (FB) 

Table 42 - Multiple Linear Regression between motivations and consumer engagement (consuming) 

on Instagram with Clusters. Source: Output from SPSS. 

 

Table 43 presents the findings regarding the relationship between the 

independent variables (motivations) and the dependent variable (contributing 

to the FC Porto’s Facebook page) for cluster nº1 and nº2. According to the 

results, both models are statistically significant (F1(5;149)=21.936, p1=.000; 

F2(5;40)=9.691 p2=.000), and they explain 43.6% and 51.7%, respectively, of the 

variance in the contribution to FC Porto’s Facebook page.  

The analysis of the regression coefficients shows that, for cluster nº1, “social 

influence” motivation triggers the contribution to FC Porto’s Facebook page 

(p<.05). Evidence shows that the impact of the “social influence” motivation 

(t=4.027; p=.000) is positive and moderate ( =.429). No other motivation has a 

significant impact on the contribution FC Porto’s Facebook page of cluster nº1 

(p>.05). 
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As for cluster nº2, “reward” and “social influence” are the motivations that 

significantly influence contribution (p<.05). Evidence shows that the “reward” 

motivation (t=3.203; p=.003) has a positive and moderate influence on the 

dependent variable ( =.469), and that the “social influence” motivation (t=2.128; 

p=.040) has a positive but relatively low impact on it ( =.372). No other 

motivations has a significant impact on cluster nº2’s contribution to FC Porto’s 

Facebook page (p>.05). 

 

N Cluster Independent Variables B Std. Error Beta t Sig. R2 

155 

1 

(game- 

enthusiastic) 

Social Influence 0,428 0,106 0,429 4,027 0,000 

0,436 

Search For Information 0,237 0,121 0,231 1,955 0,052 

Entertainment 0,017 0,125 0,015 0,139 0,890 

Conversation -0,105 0,097 -0,103 -1,077 0,283 

Reward 0,134 0,073 0,148 1,850 0,066 

46 
2 (game- 

detached) 

Social Influence 0,411 0,193 0,372 2,128 0,040 

0,517 

Search For Information -0,007 0,172 -0,008 -0,039 0,969 

Entertainment -0,250 0,193 -0,276 -1,297 0,202 

Conversation 0,250 0,162 0,270 1,545 0,130 

Reward 0,618 0,193 0,469 3,203 0,003 

Dependent Variable: Contributing (FB) 

Table 43 - Multiple Linear Regression between motivations and consumer engagement (contributing) 

on Facebook with Clusters. Source: Output from SPSS. 

5.8. Relationships between Motivations and Consumer 

Engagement on Instagram for the different Clusters 

In order to understand the relationship between the motivations and 

consumer engagement on Instagram, after the clusters analysis, a multiple 

linear regression was performed. 

Table 44 shows the results in regard to the relationship between the 

independent variables (motivations) and the dependent variable (consumption 

of content on the FC Porto’s Instagram page) for cluster nº1 and nº2. According 
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to the results, both models are statistically significant (F1(5;125)=19.797, p1=.000; 

F2(5;24)=9.328, p2=.000), and they explain 44.2% and 66.0%, respectively, of the 

variance in the consumption of content on FC Porto’s Instagram page. 

The analysis of the regression coefficients shows that, both for cluster nº1 and 

cluster nº2, the “entertainment” motivation is the only variable that has a 

significant impact on the dependent variable (t1=4.412, p1=.000; t2=3.033, p2=.006). 

In both cases, evidence shows that the “entertainment” motivation has a 

positive and moderate effect on the consumption of content on FC Porto’s 

Instagram page ( 1=.501; 2=.581). The other four motivations do not have a 

significant impact on the consumption of content for any cluster (p>.05). 

 

N Cluster Independent Variables B Std. Error Beta t Sig. R2 

131 

1 

(game- 

enthusiastic) 

Social Influence -0,009 0,089 -0,013 -0,106 0,916 

0,442 

Search For Information 0,082 0,119 0,113 0,690 0,491 

Entertainment 0,418 0,095 0,501 4,412 0,000 

Conversation 0,003 0,086 0,004 0,035 0,972 

Reward 0,079 0,062 0,127 1,269 0,207 

30 
2 (game- 

detached) 

Social Influence 0,120 0,213 0,098 0,563 0,579 

0,660 

Search For Information 0,362 0,236 0,357 1,532 0,139 

Entertainment 0,640 0,211 0,581 3,033 0,006 

Conversation 0,065 0,178 0,084 0,475 0,639 

Reward -0,353 -0,176 -0,352 -2,013 0,056 

Dependent Variable: Consuming (IG) 

Table 44 - Multiple Linear Regression between motivations and consumer engagement (consuming) 

on Instagram with Clusters. Source: Output from SPSS. 

 

In Table 45, we present the relationship between the independent variables 

(motivations) and the dependent variable (contributing to the FC Porto’s 

Instagram page) for cluster nº1 and nº2. According to the results, both models 

are statistically significant (F1(5;125)=28.073, p1=.000; F2(5;24)=5.263, p2=.002), and 

they explain 52.9% and 52.3%, respectively, of the variance in the contribution 

to FC Porto’s Instagram page. 
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The analysis of the regression coefficients shows that, for cluster nº1, the 

“reward” and the “social influence” motivations are the triggers for the 

contribution to FC Porto’s Instagram page (p<.05). Evidence shows that the 

impact of the “reward” motivation (t=4.099; p=.000) is positive and fairly low 

( =.377), and that the “social influence” motivation (t=1.975; p=.050) has a 

positive but smaller impact on the dependent variable ( =.230). No other 

motivation has a significant impact on cluster nº1’s contribution to FC Porto’s 

Instagram page (p>.05).  

Regarding cluster nº2, evidence shows that the “reward” motivation triggers 

the contribution to FC Porto’s Instagram page. Results show that the “reward” 

motivation (t=2.286; p=.031) has a positive and moderate impact on the 

dependent variable ( =.473). No other motivation has a significant impact on 

the contribution to FC Porto’s Instagram page of cluster nº2 (p>.05). 

 

N Cluster Independent Variables B Std. Error Beta t Sig. R2 

131 

1 

(game- 

enthusiastic) 

Social Influence 0,245 0,124 0,230 1,975 0,050 

0,529 

Search For Information -0,044 0,167 -0,039 -0,262 0,794 

Entertainment 0,064 0,132 0,050 0,481 0,631 

Conversation 0,222 0,120 0,205 1,844 0,068 

Reward 0,357 0,087 0,377 4,099 0,000 

30 
2 (game- 

detached) 

Social Influence 0,168 0,251 0,138 0,668 0,510 

0,523 

Search For Information 0,254 0,277 0,253 0,916 0,369 

Entertainment -0,051 0,248 -0,047 -0,206 0,839 

Conversation -0,028 0,209 -0,028 -0,133 0,895 

Reward 0,471 0,206 0,473 2,286 0,031 

Dependent Variable: Contributing (IG) 

Table 45 - Multiple Linear Regression between motivations and consumer engagement (contributing) 

on Instagram with Clusters. Source: Output from SPSS.  
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6. Discussion 

Social media, in particular SNS, are critical marketing tools for marketeers 

and managers to involve consumers with their brands. Moreover, brands can 

communicate directly with their consumers through SNS and obtain their 

feedback immediately, without any time and space boundaries (Kaplan & 

Haenlein, 2010). 

Before analyzing the motivations that trigger consumer engagement with FC 

Porto’s SNS, it is important to highlight that FC Porto fans are much more 

consumers of content than contributors, in respect to FC Porto’s Facebook and 

Instagram page. Even though it is relevant that FC Porto fans regularly 

consume the messages communicated by FC Porto, the lack of contribution may 

lead to less feedback and suggestions, which may result in a lower level of 

interaction between consumers and brand. Consequently, it may be more 

difficult for FC Porto to adjust and enhance their offerings, to handle problems 

and, ultimately, to provide a better service, which should be one of the 

advantages of a higher level consumer engagement, as stated by Kabadayi & 

Price (2014). 

According to Yan (2011), brands are strengthened when they are able to 

stimulate interactions which will allow external audiences and communities to 

identify with the brand, create positive associations and become more involved 

with the brand. Therefore, to fine tune their messages and increase their reach, 

it is important for brands to precisely understand consumers’ needs/wants, 

motivations and habits. This knowledge should allow brands to stimulate a 

greater consumer-brand interaction. Indeed, as shown by the results, there are 

some motivations that significantly trigger consumer engagement and others 

that do not. Furthermore, within the motivations that influence consumer 
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engagement, some are more relevant than others. By understanding these 

motivations, FC Porto should be in a much better position to adapt its 

publications, both on Facebook and Instagram, in order to obtain high levels of 

consumer engagement.  

FC Porto fans consume the content published on the FC Porto’s Facebook 

page for two main reasons: social influence and entertainment. However, the 

social influence motivation has a low impact on consumption, as previously 

explained. Nevertheless, we can say that FC Porto fans consume the brand’s 

content in order to stay involved with the brand and the brand’s community. 

Though, the major motivation that triggers consumption is clearly 

entertainment. Additionally, after analyzing the means of the different items, 

we can conclude that FC Porto fans consume content, mainly because they feel 

it is interesting to interact with the brand, that the content is fun and is 

entertaining. Hence, in order to achieve high levels of this type of consumer 

engagement, FC Porto’s content should be entertaining and amusing, because, 

for fans, it may no longer be enough to feel they are involved in the FC Porto 

community. 

Regarding fans’ contribution to FC Porto’s Facebook page, there are three 

motivations that trigger this dimension of engagement: social influence, reward 

and search for information. FC Porto fans feel that by interacting with the 

brand, they are part of a community and are able to state their interests and 

preference to their friends, to increase their social involvement, and, more 

important, to share their thoughts online with other users. This is especially 

true among sport fans due to their passion regarding their preferred club/brand 

(Mullin, Hardy, & Sutton, 2000; Tapp, 2004; Abosag, Roper & Hund, 2012; 

Moutinho, 2008; Tapp & Clowes, 2002). That passion may lead FC Porto fans to 

actively express their opinion to others inside the brand’s community, since 

their own identity is closely related to the club they support, as shown in the 
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literature. The reward motivation also has a positive impact on the fans’ 

contribution to the FC Porto’s Facebook page, even though its influence is not 

so strong, as previously explained. This could mean that FC Porto fans 

appreciate contests or promotions, however, they may consider that they are 

not sufficiently appealing for them to devote a significant effort contributing to 

the related content. Regarding search for information, even though it has a low 

impact it still triggers the contribution to the FC Porto’s Facebook page. This 

means that FC Porto fans find FC Porto’s Facebook page a good place to have 

access to convenient information about the brand. The reason for the impact not 

being considerably higher may be linked with the intangibility of the product, 

meaning that, finding opinions of other consumers about the brand or about the 

brand’s products may not be that relevant, because, as stated by Mullin et al. 

(2000), each participant/spectator takes his/her unique set of benefits. 

Regarding Instagram, since it is a recently established marketing tool, it is 

also critical for managers to understand if the type of communication should be 

similar to the one used for Facebook, as these two SNS have different 

characteristics and different publics, as the literature shows. It is very important 

for brands to carefully choose their social media channels according to their 

audiences and ensure if they demand the level of interaction that the channel 

provides (Kaplan & Haenlein, 2010; Yan, 2011). In this line of thought, different 

communication channels may require different levels and forms of interaction. 

Our results also point on that direction since the relationships between the 

motivations to interact and the different types of consumer-brand engagement 

are different for Facebook and Instagram. These findings were within our 

expectations because of Instagram’s characteristics. Instagram underscores the 

trend of visual content in social media marketing, which enhances companies’ 

visual storytelling rather than just presenting textual information (Neher, 2013; 

Stelzner, 2016; Virtanen et al., 2017). Hence, it is possible to say that both SNS 
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serve different purposes and it is important for FC Porto to understand that the 

content published in Facebook may not be suitable for Instagram, if the brand 

aims to stimulate high levels of consumer engagement, as the results point out. 

Regarding the consumption of content on FC Porto’s Instagram page, it is 

clear that FC Porto fans are driven by only one motivation, namely, 

entertainment. They feel that the content published in FC Porto’s Instagram 

page is entertaining, fun and interesting. The entertainment motivation was 

also a relevant determinant of the consumption of content on the brand’s 

Facebook page, however, for Instagram, social influence does not have any 

significant effect on this type of consumer engagement. This means that, on 

Instagram, FC Porto fans are much more focused on finding interesting and 

exciting content to consume than on feeling they are part of a community or on 

increasing their brand’s social involvement. 

Concerning the contribution to FC Porto’s Instagram page, the results are 

similar to the ones found for Facebook, however, the motivations have different 

levels of impact. Both social influence and reward trigger the contribution to the 

Instagram’s page, but the level of impact found for the reward motivation is 

much higher than the one found for the social influence. This means that the 

contribution to the FC Porto’s Instagram may be connected to the need to feel 

part of a community or to express the fans’ thoughts online, though the level of 

consumer engagement will be much higher if the content is related to a 

promotion or a contest. 

The cluster analysis should allow the adaption of FC Porto’s SNS messages 

to two relevant groups of fans. Indeed, as evidence shows, the consumer 

engagement of the two different groups is triggered by different motivations. 

The cluster analysis divided the fans according to their level of enthusiasm and 

involvement towards FC Porto games, and allowed us to study the motivations 

of the different clusters to engage with FC Porto brand on its SNS. According to 
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the findings, fans were divided into game-enthusiastic and game-detached. The 

analysis of the relationships between motivations and consumer-brand 

engagement for these two type of fans was particularly important since it 

provides relevant insights for the development of a social media strategy that 

aims to create an effervescent atmosphere around the games.  

Regarding Facebook, the consumption of content, for cluster nº1 and for 

cluster nº2, is linked with the level of entertainment that the content provides. 

The results are pointing out that, even if the two groups have different attitudes 

towards the game, their share the same need for content that is funny, 

interesting and provide them a pleasurable way of occupying the spare time. 

This is especially important since fans are much more consumers than 

contributors, as evidence shows. Hence, in order to stimulate fans to 

consistently consume the content that is published on Facebook, it is important 

that this content is exciting.  

Regarding the contribution to FC Porto’s Facebook page, game-enthusiastic 

fans are motivated by social influence, whereas, game-detached fans are 

motivated by social influence and reward. Even though results obtained before 

the cluster analyses shows that the search for information significantly 

influences contribution, none of the clusters appears to be motivated by it. 

These results are aligned with the clusters analysis, since the group that is 

game-detached is more prone to engage only when they have something to 

win, because their natural enthusiasm towards the brand and involvement with 

the atmosphere around the games may be limited. Moreover, the impact that 

social influence has for this cluster may indicate that, even though their 

commitment towards the club is reduced, when compared to game-enthusiastic 

fans, they still feel the need to be a part of the brand community. This occurs 

probably because they do not want to feel left out, given the relevance that 

football has for the Portuguese culture and society. On the other hand, the 
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group that is game-enthusiastic shows a higher need to be a part of FC Porto’s 

community, and to be involved in the environment created around FC Porto, 

and to share their thoughts within that community – which was within our 

expectations. 

Concerning Instagram, the results found for the consumption of content on 

FC Porto’s Instagram page are similar to those found prior to the cluster 

analysis and are also aligned with Instagram’s characteristics. Both groups 

consume content because they consider it funny, amusing and entertaining. 

Since Instagram is a much more visual SNS that Facebook, these results are 

within our expectations. Moreover, results are pointing out that, when it comes 

to consuming content instead of contributing, entertainment factor is very 

important for fans, not only on Instagram but also on Facebook.  

Regarding the contribution to FC Porto’s Instagram page, evidence shows 

that the fans that are game-enthusiastic also feel the need to be a part of the 

brand community and the environment around the club that is built on the 

Instagram page. The impact of social influence on Instagram is considerably 

smaller than on Facebook, meaning that the brand’s community may be 

concentrated on that SNS. However, because this group appears to be 

extremely passionate towards FC Porto, they may want to be involved in every 

channel that is club-related. Evidence also shows this group appreciates 

contests and promotions published on Instagram. Regarding game-detached 

fans, the results are similar to the ones found on Facebook. This group only 

tends to engage with FC Porto’s Instagram when they have something to win in 

return, which was within our expectations. 

Nevertheless, it is also very important to point out that the conversation 

motivation does not significantly influence any consumer-brand engagement, 

before and after the cluster analysis. This fact should be taken in consideration 

by FC Porto’s marketeers, since the brand’s consumers may feel they are not 
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able to communicate directly with the brand. This could lead to the creation of a 

detachment between consumers and the brand that may be extremely harmful 

for the brand’s relationship with its customers. As stated by Tsai & Men (2013), 

there are now an unprecedented number of opportunities for brands to reach 

their stakeholders, build strong communities and develop intimate 

relationships with their social media users, through SNS. This distance between 

consumers and the brand may limit the range of opportunities that FC Porto 

should and could have on social media. 

To conclude, evidence shows that, if the brand’s purpose is to approach the 

fans as a whole, to maximize the levels of consumer-brand engagement on 

Facebook, the content should serve the purpose of entertaining fans, creating 

opportunities for their social influence and offer rewards and incentives. 

Nevertheless, social influence plays an even more critical role in the 

engagement of the fans that are game-enthusiastic. However, to increase the 

engagement and involvement of the fans that are game-detached, FC Porto 

should publish content related to promotions or contents. On the other hand, to 

ensure high levels of consumer engagement on Instagram, the content 

published should always be entertaining, as this motivation plays a key role for 

both groups of fans. Moreover, as evidence shows, Instagram should be FC 

Porto’s primary channel for performing contests and promotions, which should 

also generate maximum levels of consumer engagement in this platform. 
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7. Conclusion 

7.1. Managerial Implications 

After reviewing the literature and analyzing the results of this study, it is 

clear that Facebook and Instagram should serve different purposes and 

strategies. This means that the content published in both channels should not be 

exactly (or always) the same. 

The sense of brand community and the need for sharing thoughts online 

with other users are much more present in Facebook than Instagram. Facebook 

should serve as the FC Porto institutional channel where the brand community 

should be much more concentrated. Moreover, FC Porto fans turn to the 

Facebook page when searching for information, meaning, that the 

communication should be more formal. Therefore, the content published in FC 

Porto’s Facebook page should be aligned with those characteristics: it should 

encourage fans to share their opinions and thoughts and reinforce their sense of 

community. It is also important that FC Porto centers its communications that 

are related to information about the core product or other brand products on 

Facebook, since this is the channel that fans are more likely to use when they 

need to search for information. This way, not only the levels of engagement 

should increase, but also the levels of contribution. 

On the other hand, Instagram requires different types of content. First of all, 

because the fans that are present in this channel are younger than the ones on 

Facebook, the level of formality should not be the same. It is extremely 

important that the content published on Instagram is funny, amusing and 

entertaining, because that is, according to our results, what fans desire the most 

in FC Porto’s Instagram page. Given the characteristics of Instagram, this SNS 
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fits perfectly with content that is related to promotions, discounts or contents. 

Instagram’s content should be informal and adjusted to a younger age 

audience, if the brands aims to trigger high levels of consumer engagement. In 

order to achieve that, FC Porto needs to acknowledge the type of content that 

younger generations are consuming online and adjust the content published to 

those trends.   

Moreover, the levels of contribution to brand-related content on both 

channels should also be higher when fans feel that they are able to 

communicate and interact directly with the brand, which does not happen, 

according to our results. Evidence points out that fans may feel that there are 

barriers that difficult their direct communication with FC Porto. Nevertheless, it 

is important to point out that FC Porto fans are much more consumers than 

contributors by nature. 

In order to develop a more effective social media strategy, FC Porto should 

not look at their consumers as a whole, because this is will not allow the brand 

to extract the maximum value of their fan/customer base. Mullin et al. (2000) 

claimed that, sports organizations should segment their fans according to their 

value (how much they would spend per season), because this would allow 

managers to identify occasional supporters and target them to stimulate more 

regular support, while more regular supporters can be targeted with loyalty 

programs. Dividing fans into two groups, according to their enthusiasm 

towards the game, should allow FC Porto to adapt a more effective strategy. 

Even though the segmentation method used in this study is different, the 

guidelines suggested by Mullin et al. (2000) could fit FC Porto’s social media 

strategy. By targeting different groups with different proposals, FC Porto 

should be able to extract the maximum value of each group. In addition, by 

stimulating the fans that are game-detached to be more involved with the 

game, the brand should be able to increase their level of enthusiasm, and to 
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turn them into more committed supporters. This could be extremely beneficial 

for FC Porto’s social media strategy, because, this way, both groups would be 

able to experience the atmosphere created around the game. As a result, the 

value that could be extracted from FC Porto fans should be much more 

significant if the brand uses two approaches instead of a single one. 

Hence, our major managerial suggestion is for FC Porto to consider 

developing two different value proposals for two different groups of fans to 

achieve maximum levels of consumer engagement, instead of contemplating 

their online consumers as a whole. According to our findings, if FC Porto 

decides to take that path, the best way to maximize the levels of consumer 

engagement with those who are game-detached (since FC Porto’s social media 

strategy is built around the match day, as explained in the literature review), 

should be through contests and promotions providing fun and amusing 

content. These fans appear to be much more social media-disconnected than the 

others, meaning, that the best way to stimulate their engagement may be to 

make them feel they can have something to win in return. 

Nevertheless, even if the natural commitment of the group that is game-

enthusiastic towards the club may result in regular levels of consumer 

engagement, this group still has a strong need to feel they are part of the 

brand’s community and that they are involved in the club’s environment. 

Therefore, it is important for FC Porto to consider these findings when 

developing a valuable proposal for this group of fans which maintains and 

increases their enthusiasm with the game. 

7.2. Limitations and Future Research 
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Football fans are extremely passionate and, even though their level of loyalty 

towards one football club is most likely to never change, their relation with the 

club is subject to changes throughout time based on the football results. This 

means their motivations for consumer engagement or enthusiasm towards the 

game is likely to change according to the way the season unrolls. Even though 

FC Porto football season is going considerably well (at this period of time), the 

survey was shared during a time where the club suffered a lost against Paços de 

Ferreira. Due to their passion, football fans’ disposition towards FC Porto can 

immediately change for worst after a loss, and, therefore, that defeat may (or 

may not) have had impact in the survey’s results. It is also important to notice 

that FC Porto’s social media strategy is strongly conditioned by the sports’ 

results. For example, if some funny and entertaining content is planned to be 

published after a specific game, if the football team fails to win the game, that 

content is no longer appropriate to be distributed through Facebook or 

Instagram because the fans’ mood would lead to a negative engagement. One of 

the hints for further researches is to study the impact of a loss on a sports 

brand’s social media strategy and to discover ways to get around that negative 

consumer engagement generated by poor results. Moreover, the levels of 

engagement change considerably according to the game that FC Porto may 

have ahead. For example, the level of engagement reaches its peaks in 

Champions League’s games or in games against SL Benfica or SC Sporting, and 

reaches lower levels in weeks where no games are played. That kind of 

fluctuation and variations were not considered in this study. 

Regarding sports consumption, the variables that could fit the segmentation 

purposes are countless. There is, in particular, one important segmentation 

criteria that was not considered in this study, and that may have a strong 

impact on FC Porto’s social media strategy, which is related to the people that 

are fans of specific players. This kind of fans are not so passionate towards the 
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club as they are towards an athlete, but they are still very important for FC 

Porto’s brand because they allow the club to have exposure on other cities and 

countries. For example, the second biggest community on FC Porto Facebook’s 

page is Algeria because of the athlete Yacine Brahimi. Spanish fans are also a 

relevant community for FC Porto because of Iker Casillas. A cluster analysis 

considering these different variables should impact the results obtained in this 

study. Hence, this could be an important suggestion for future researches that 

regards football fans. Other suggestion for future researches could also be to 

study the impact that athletes may have on a sports brand’s social media 

strategy. 

As detailed in the literature review, Instagram is a recent established 

marketing tool and, because of that, there is still a lack of guidance and 

direction regarding it. Therefore, the scales that were used to measure the 

motivations and consumer engagement were all adapted from previous studies 

that measured those two variables on Facebook. Even though all the scales used 

were carefully analyzed and adapted to fit Instagram’s characteristics and 

features, these scales may not be the most appropriate, since Instagram can 

serve different purposes and strategies when compared to Facebook. 

Additionally, the scales used for consumer engagement, that were also adapted 

from Facebook studies, did not contemplate the Instagram’s feature 

“Instastories”, which is also a relevant tool that brands can use and take 

advantage of another style of communication and engage audience within the 

brand’s Instagram. Furthermore, after the cluster analysis, the number of 

respondents considered to analyze the relationships between the motivations 

and consumer engagement on Instagram was small, which weaknesses the 

results (even though the models were statistically significant). Hence, it would 

be relevant to replicate this study with a bigger sample of Instagram users, 

because measuring the main motivations for consumer engagement on 
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Instagram with a bigger sample should lead to more relevant and significant 

results. Because of its increasing importance as a marketing tool, it is very 

important to develop and validate scales that are appropriate according to 

Instagram’s characteristics and audiences.  
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Appendices 

Appendix I – Interview Structure 

Question 1 Would you agree that the core product of a football team is the 

match day? 

Question 2 How would you describe your social media strategy? 

Question 3 Can you recognize that FC Porto has a diverse type of 

supporters/consumers? 

Question 4 Is it possible for you to identify different type of 

supporters/consumers through social media? If so, how? 

Question 5 Is it possible to segment FC Porto fans/consumers according to 

their spending in brand-related content? If so, how? 

Question 6 How would you segment FC Porto fans/consumers? 

Question 7 Which criteria would you use? 

Question 8 Do you communicate to the different segments of fans/consumers 

or do you transmit the same message to all of them? 
Table 46 - Tiago Gouveia (FC Porto Marketing Director)  Interview Structure 

Appendix II – Online Survey 

The survey was performed in Portuguese. 
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Figure 3 - Online Survey (1) 
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Figure 4 - Online Survey (2) 
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Figure 5 - Online Survey (3) 



 107 

 

Figure 6 - Online Survey (4) 
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Figure 7 - Online Survey (5) 
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Figure 8 - Online Survey (6) 
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Figure 9 - Online Survey (7) 
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Figure 10 - Online Survey (8) 
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Figure 11 - Online Survey (9) 



 113 

 

Figure 12 - Online Survey (10) 
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Figure 13 - Online Survey (11) 

 

Figure 14 - Online Survey (12) 
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Figure 15 - Online Survey (13) 
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Figure 16 - Online Survey (14) 
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Figure 17 - Online Survey (15) 
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Figure 18 - Online Survey 16 
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Figure 19 - Online Survey (17) 
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Figure 20 - Online Survey (18) 

Appendix III – Statistical Procedures 
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Items Means 

Consuming (FB) Items’ Mean 

Consuming 1 5,11 

Consuming 2 4,67 

Consuming 3 4,91 
Table 47 - Facebook Consuming (Items’ Means). Source: Output from SPSS. 

Contributing (FB) Items’ Mean 

Contributing 1 2,65 

Contributing 2 3,20 

Contributing 3 3,23 

Contributing 4 3,55 
Table 48 - Facebook Contributing (Items’ Means). Source: Output from SPSS. 

Social Influence (FB) Items’ Mean 

Social Influence 1 4,62 

Social Influence 2 3,89 

Social Influence 3 3,62 

Social Influence 4 3,39 
Table 49 - Motivation for Consumer Engagement on Facebook: Social Influence (Items' Means). 

Source: Output from SPSS. 

Search For Information (FB) Items’ Mean 

Search For Information 1 3,89 

Search For Information 2 3,84 

Search For Information 3 4,32 
Table 50 - Motivation for Consumer Engagement on Facebook: Search For Information (Items' 

Means). Source: Output from SPSS. 
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Entertainment (FB) Items’ Mean 

Entertainment 1 3,65 

Entertainment 2 4,33 

Entertainment 3 4,80 

Entertainment 4 4,87 
Table 51 - Motivation for Consumer Engagement on Facebook: Entertainment (Items' Means). 

Source: Output from SPSS. 

Conversation (FB) Items’ Mean 

Conversation 1 4,37 

Conversation 2 4,10 

Conversation 3 4,38 
Table 52 - Motivation for Consumer Engagement on Facebook: Conversation (Items' Means). Source: 

Output from SPSS. 

Reward (FB) Items’ Mean 

Reward 1 2,78 

Reward 2 2,90 
Table 53 - Motivation for Consumer Engagement on Facebook: Reward (Items' Means). Source: 

Output from SPSS. 

Consuming (IG) Items’ Mean 

Consuming 1 5,94 

Consuming 2 5,26 

Consuming 3 5,64 
Table 54 - Instagram Consuming (Items’ Means). Source: Output from SPSS. 

Contributing (IG) Items’ Mean 

Contributing 1 3,28 

Contributing 2 3,37 

Contributing 3 3,75 

Contributing 4 3,96 
Table 55 - Instagram Contributing (Items’ Means). Source: Output from SPSS. 

 



 123 

Social Influence (IG) Items’ Mean 

Social Influence 1 4,58 

Social Influence 2 4,24 

Social Influence 3 3,96 

Social Influence 4 3,74 
Table 56 - Motivation for Consumer Engagement on Instagram: Social Influence (Items' Means). 

Source: Output from SPSS. 

Search For Information (IG) Items’ Mean 

Search For Information 1 4,53 

Search For Information 2 4,20 

Search For Information 3 4,7 
Table 57 - Motivation for Consumer Engagement on Instagram: Search For Information (Items' 

Means). Source: Output from SPSS. 

Entertainment (IG) Items’ Mean 

Entertainment 1 4,41 

Entertainment 2 4,83 

Entertainment 3 5,13 

Entertainment 4 5,17 
Table 58 - Motivation for Consumer Engagement on Instagram: Entertainment (Items' Means). 

Source: Output from SPSS. 

Conversation (IG) Items’ Mean 

Conversation 1 4,20 

Conversation 2 4,15 

Conversation 3 4,34 
Table 59 - Motivation for Consumer Engagement on Instagram: Conversation (Items' Means). 

Source: Output from SPSS. 

Reward (IG) Items’ Mean 

Reward 1 3,22 

Reward 2 3,42 
Table 60 - Motivation for Consumer Engagement on Instagram: Reward (Items' Means). Source: 

Output from SPSS. 
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Achievement Items’ Mean 

Achievement 1 5,74 

Achievement 2 6,02 

Achievement 3 6,41 
Table 61 – Sports Consumption: Achievement (Items' Means). Source: Output from SPSS. 

Aesthetics Items’ Mean 

Aesthetics 1 5,90 

Aesthetics 2 5,89 

Aesthetics 3 5,78 
Table 62 - Sports Consumption: Aesthetics (Items' Means). Source: Output from SPSS. 

Drama Items’ Mean 

Drama 1 5,70 

Drama 2 4,10 

Drama 3 3,63 
Table 63 - Sports Consumption: Drama (Items' Means). Source: Output from SPSS. 

Escape Items’ Mean 

Escape 1 5,17 

Escape 2 5,25 

Escape 3 4,94 
Table 64 - Sports Consumption: Escape (Items' Means). Source: Output from SPSS. 

Knowledge Items’ Mean 

Knowledge 1 4,66 

Knowledge 2 4,71 

Knowledge 3 4,88 
Table 65 - Sports Consumption: Knowledge (Items' Means). Source: Output from SPSS. 

 

 

 

 



 125 

Physical Skills Items’ Mean 

Physical Skills 1 5,70 

Physical Skills 2 6,15 

Physical Skills 3 6,30 
Table 66 - Sports Consumption: Physical Skills (Items' Means). Source: Output from SPSS. 

Social Items’ Mean 

Social 1 5,22 

Social 2 5,14 

Social 3 5,11 
Table 67 - Sports Consumption: Social (Items' Means). Source: Output from SPSS. 

Family Items’ Mean 

Family 1 4,40 

Family 2 3,36 

Family 3 3,71 
Table 68 - Sports Consumption: Family (Items' Means). Source: Output from SPSS. 

 

ANOVAs 

ANOVAa 

 Model Sum of Squares df Mean Square F Sig. 

Regression 261,771 5 52,354 41,892 ,000b 

Residual 243,702 195 1,250     

Total 505,473 200       

a. Dependent Variable: Consuming (Facebook) 

b. Predictors: (Constant), Reward, Search For Information, Conversation, 

Social Influence, Entertainment 
Table 69 - Motivations for Consumer Engagement (Consuming) on Facebook: ANOVA. Source: 

Output from SPSS. 
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ANOVAa 

 Model Sum of Squares df Mean Square F Sig. 

Regression 281,376 5 56,275 37,818 ,000b 

Residual 290,171 195 1,488     

Total 571,547 200       

a. Dependent Variable: Contributing (Facebook) 

b. Predictors: (Constant), Reward, Search For Information, Conversation, 

Social Influence, Entertainment 
Table 70 - Motivations for Consumer Engagement (Contributing) on Facebook: ANOVA. Source: 

Output from SPSS. 

ANOVAa 

 Model Sum of Squares df Mean Square F Sig. 

Regression 186,552 5 37,310 33,663 ,000b 

Residual 171,795 155 1,108     

Total 358,346 160       

a. Dependent Variable: Consuming (Instagram) 

b. Predictors: (Constant), Reward, Entertainment, Social Influence, 

Conversation, Search For Information 
Table 71 - Motivations for Consumer Engagement (Consuming) on Instagram: ANOVA. Source: 

Output from SPSS. 

ANOVAa 

 Model Sum of Squares df Mean Square F Sig. 

Regression 355,610 5 71,122 38,820 ,000b 

Residual 283,976 155 1,832     

Total 639,586 160       

a. Dependent Variable: Contributing (Instagram) 

b. Predictors: (Constant), Reward, Entertainment, Social Influence, 

Conversation, Search For Information 

Table 72 - Motivations for Consumer Engagement (Contributing) on Instagram: ANOVA. Source: 

Output from SPSS. 
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ANOVAa 

Cluster Model Sum of Squares df Mean Square F Sig. 

1 

Regression 190,500 5 38,100 23,079 ,000b 

Residual 245,978 149 1,651     

Total 436,477 154       

2 

Regression 38,284 5 7,657 8,558 ,000b 

Residual 35,788 40 0,895     

Total 74,072 45       

a. Dependent Variable: Consuming (Facebook) 

b. Predictors: (Constant), Reward, Search For Information, Conversation, 

Social Influence, Entertainment 

Table 73 - Motivations for Consumer Engagement (Consuming) on Facebook with Clusters: 

ANOVA. Source: Output from SPSS. 

ANOVAa 

Cluster Model Sum of Squares df Mean Square F Sig. 

1 

Regression 128,984 5 25,797 21,936 ,000b 

Residual 175,224 149 1,176     

Total 304,208 154       

2 

Regression 69,778 5 13,956 9,691 ,000b 

Residual 57,604 40 1,440     

Total 127,382 45       

a. Dependent Variable: Contributing (Facebook) 

b. Predictors: (Constant), Reward, Search For Information, Conversation, 

Social Influence, Entertainment 

Table 74 - Motivations for Consumer Engagement (Contributing) on Facebook with Clusters: 

ANOVA. Source: Output from SPSS. 
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ANOVAa 

Cluster Model Sum of Squares df Mean Square F Sig. 

1 

Regression 95,757 5 19,151 19,797 ,000b 

Residual 120,925 125 0,967     

Total 216,682 130       

2 

Regression 60,813 5 12,163 9,328 ,000b 

Residual 31,294 24 1,304     

Total 92,107 29       

a. Dependent Variable: Consuming (Instagram) 

b. Predictors: (Constant), Reward, Search For Information, Conversation, 

Social Influence, Entertainment 

Table 75 - Motivations for Consumer Engagement (Consuming) on Instagram with Clusters: 

ANOVA. Source: Output from SPSS. 

ANOVAa 

Cluster Model Sum of Squares df Mean Square F Sig. 

1 

Regression 264,735 5 52,947 28,073 ,000b 

Residual 235,759 125 1,886     

Total 500,494 130       

2 

Regression 47,248 5 9,450 5,263 ,002b 

Residual 43,088 24 1,795     

Total 90,335 29       

a. Dependent Variable: Contributing (Instagram) 

b. Predictors: (Constant), Reward, Search For Information, Conversation, 

Social Influence, Entertainment 

Table 76 - Motivations for Consumer Engagement (Contributing) on Instagram with Clusters: 

ANOVA. Source: Output from SPSS. 


