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Basketball is one of the most played sports in France, producing elite players such as Tony
Parker or Victor Wembanyama recently. Despite the rising number of French players being
drafted to the NBA, competing at the highest level, the French professional league (LNB)
struggles to find its audience due to limited visibility in the sports industry and insufficient
financial sustainability. This paradox highlights the potential that French basketball could
have in its territory and the need for modern digital marketing strategies to drive fan
engagement. The research focuses on four dimensions: brand equity, fan engagement, and
consumer behaviour, all applied in the realm of digital marketing. Using sport marketing
literature and empirical observations, the study develops a theoretical framework to figure
out how digital marketing can positively impact these dimensions. To assess it, quantitative
research is used to test several hypotheses on the relationships advanced in the framework.
Findings show the lack of entertainment and interest of the LNB towards sports fans. The
brand equity seems to be a significant factor for success, often combined with greater fan
engagement. However, certain analyses were unsuccessful, considering the hypotheses made
there is a need for more research on that subject. The thesis contributes to recommendations
for the LNB and insights on how smaller leagues can compete with true sports brands.
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1 Introduction

1.1 Context

On the 22nd of June 2023, Victor Wembanyama became the first French player drafted in
the NBA (National Basketball League) at number 1. Born in the Paris region, Wembanyama
is a pure French product. He began his professional career in Nanterre at only 15 years old,
then joined the ASVEL Lyon-Villeurbanne, one of the major French clubs in the LNB (Ligue
Nationale de Basketball), the French basketball league. For his last year before the draft, he
joined the Metropolitans 92, dominating the French league, elected as the MVP (Most
Valuable Player) and DPOY (Defensive Player of the Year). On the same 2023 draft, another
French player, Bilal Coulibaly, was selected at the 7th place. But 2023 wasn’t an exception,
with the first, second, and sixth pick of the 2024 draft being French players, Zaccharie
Risacher, Alexandre Sarr, and Tidjane Salaiin, respectively. Out of these five players, four
only played professionally in France before being drafted, showing that the French

basketball league has become, over the years, the home of many talents.

France could be considered a country of basketball, being the 4th most popular sport (French
federation, 2022), behind football, tennis, and horse riding (Appendix 1). With now 14
French players in the NBA (Basketball Reference, 2025) and 50 historically who played in
the league, ranking 3rd in terms of country representation, that popularity has a repercussion
in the professional aspect. In France, the men’s professional leagues are handled by the LNB.
There are two, the Betclic Elite (previously called Pro A), the first division, and the Pro B,
the 2nd division. Unlike American sports functioning as a closed league, Betclic Elite and
Pro B have ups and downs at the end of the season, similar to football leagues, for example.
The women'’s professional league, as well as all other amateur leagues at a nationwide level,
is handled by the French Federation of Basketball. Composed of 16 teams, the Betclic Elite
is the summum of basketball in France, with 47% of the players being French (FIBA, 2023),
and the Pro B has 20 teams. Created in 1987, the LNB’s purpose is to ensure the organization
of any professional basketball competition defined by the convention with the French
Federation of Basketball. In itself, Betclic Elite is similar to the NBA in its functioning, with

aregular season where each team faces each other two times, followed by playoffs with best-



of-3 series until the semifinal, where it becomes best-of-five. With Wembanyama being in
the spotlight worldwide during the 2022-2023 season of the Betclic Elite, the operating profit
of the clubs reached €111 million (DNCCG, 2024). Some games of Wembanyama’s team
were even broadcast on the NBA app with an agreement between both parties. Nevertheless,
with his departure at the beginning of the 2023-2024 season, there were some doubts
regarding the impact on the league results. However, the revenues increased to €123 million

(DNCCG, 2024).

But there are severe issues dealing with the financial sustainability of the league. For the
past eleven seasons, the Betclic Elite only had a positive operating profit during the 2015-
2016 season (Appendix 2), reaching -€32 million for the last season. These important losses
are always covered by recapitalization, but this makes it unsustainable in the long term.
Moreover, this situation is not common in all of Europe. The ACB (Asociacion de Clubs de
Baloncesto), the Spanish League, had a positive operating profit for the seasons 2022-2023
and 2023-2024 (ACB Cuentas Anuales, 2024). When looking in detail at the result of the
LNB for the 2023-2024 season, three clubs actually accounted for more than €28 million
loss in their operating profit among the €32 million in total: AS Monaco Basket, Paris
Basketball, and LDLC Asvel. This is exactly the ranking obtained at the end of the 2023-
2024 season, where Monaco arrived first, followed by Paris Basketball and LDLC Asvel.
Therefore, trying to be competitive in the French basketball league and in the EuroLeague
tournament involves hiring good players, with huge salaries, making it unsustainable for the

league.

What we’ve seen so far is that despite a growing interest in basketball in the population,
huge stars known worldwide, such as Wembanyama or Tony Parker a few years ago, the
French basketball league is unable to grasp the interest in its country. Even the NBA is more
attractive in France. In January 2025, the NBA organized 2 games occurring in Paris between
the Indiana Pacers and the San Antonio Spurs (the team of Wembanyama). The result was
698,000 viewers on the channel that broadcast it (Mediamétrie, 2025) and an increase of
+41% viewers on the NBA League Pass in France compared to the Paris game organized
last year (NBA PR, 2025). Many arguments are brought explaining that lack of interest in
the LNB, teams located in smaller towns, lack of star power, lack of entertainment ... They
are struggling to sell the product, which can be observed with the broadcasting rights. For

the 2022-2023 season, the broadcasting rights for the Liga ACB represented 46% of their



total business revenue, only 4% for the LNB (DNCCG, 2024; ACB, 2024). DAZN, the giant
English broadcasting company, is the new broadcaster for the LNB for the next five years
(LNB, 2024). The price was not communicated yet. How can we improve the attractiveness
of the French basketball league? What leverage can be used to better understand the
consumers’ needs and answer them? For the past few years, competitiveness has increased
in the LNB with the arrival of star players such as Mike James (AS Monaco Basket), aiming
for a bigger objective, the EuroLeague, where all the best clubs in Europe are facing each
other, similar to the Champions League in football. But being competitive has a cost, as we
saw above, making it unsustainable financially in the long term. Marketing and branding of
the league also need to improve to make the French league one of the most influential and
strong ones in and outside Europe. The recent interest of the NBA in the European market
shows well the hidden potential behind it. What could be done then, to increase viewership,

fan loyalty, and fan engagement ...?

Even though this research is using a concrete example, a basketball league here, a theoretical
perspective can be brought to better understand how marketing, especially in sport, can bring
growing revenues to the organization. Different levers will be explored, such as brand equity,
fan engagement, digital marketing, consumer behaviour, and cultural identity. To conclude,
the purpose of this research is to understand the issues the LNB is facing and to improve its
efficiency on many marketing levers, by using real-life examples and comparisons as well
as theoretical perspectives on this matter and every field where it can have an impact on the
performances of the league. Hopefully, this research will allow us to bring a general
perspective on how a national league in any country can perform using a grounded

theoretical framework and an efficient organization on many levels.

1.2 Research questions

1. How can improving the brand equity of the LNB increase long-term fan engagement?
a. How can we define brand equity in professional sports?
b. What is the current LNB’s brand equity?

c. What strategies would be the most efficient to improve the brand equity of

the LNB and the teams?
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2. What are consumer behaviour concepts and theories that can help the LNB

understand its fan motivation and loyalty?

a.

What are the motivations for any fans towards professional basketball and

sports?
What are the motivations of LNB fans?

Are there optimal ages, genders, or other factors impacting the consumption

of basketball and LNB?

What would be the strategy for the LNB to build a bigger fanbase?

3. What digital marketing strategies could be useful to drive fan engagement for the

LNB?

What are the digital tools used by professional sports teams to drive fan

engagement?

How can you measure the impact of these digital strategies on fan

engagement?
Are there leagues practicing an efficient digital marketing strategy?

What would be the digital strategy for the LNB?

4. How do cultural and geographical factors impact the fanbase of a club and its brand

perception in France?

a.

b.

How did NBA teams develop their own identity?

Are there patterns explaining the implementation of basketball teams in

France?
How can the location of LNB teams impact its financial results?

How redefine the cultural approach of basketball for the LNB?
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1.3 Key concepts

Ligue Nationale de Basketball (LNB)

Commonly called LNB, it is a sports association regrouping all the professional clubs in
France. It is composed of two championships: the Betclic Elite and Pro B. Betclic Elite is
the highest division in professional basketball in France. There are 16 teams, each one
playing 30 games during the regular season. The first six teams are qualified for the playoffs,
while the teams ranked from 7th to 10th face each other in the play-in for the 7th and 8th
last spots. For the playoffs, determining the winner of the postseason, the quarter finals are
played as best-of-three, while the semi-finals and finals are played as best-of-five. The last
team is automatically relegated to the Pro B. Pro B is the second division of professional
basketball. There are 20 teams, here again facing each other twice. The winner of the regular
season is automatically promoted to the Betclic Elite. However, the winner of the playoffs
will also get the chance to be promoted, making it possible for two different teams to be

promoted into the Betclic Elite.

National Basketball Association (NBA)

The most famous and popular basketball championship. 30 teams are equally distributed
between two conferences, the Western Conference and the Eastern Conference. Every team
plays 82 games during the regular season, mainly facing teams in its division (3 divisions
per conference). The first six teams in each conference are automatically qualified for the
playoffs. The play-ins will allow teams ranked between 7th and 10th place to face each other
for the last two spots. Each round of the playoffs is a best-of-seven confrontation. The winner
of the Eastern Conference and the Western Conference finally face each other to determine
the winner of the championship. Unlike Betclic Elite, there are no relegations taking place
in the NBA. Being ranked in last place will only give you more chances to get a better slot
at the upcoming draft, where all the new players are being selected to enter the league (two

rounds, 30 picks per round).
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EuroLeague

Last league to be considered, the EuroLeague is the Champions League equivalent for
basketball. However, it mixes closed-league logic and open qualifications. Thirteen teams
are automatically given a spot, the last five are distributed among the Adriatic League, the
German League, and Betclic Elite. Each team faces one other team twice during the regular

season. The system of play-ins and playoffs is similar, with several small differences.

Brand equity

Brand equity refers to the market value that arises from how consumers perceive a brand or
its products and services, rather than from the actual features of the product or service itself.
Globally speaking, it refers to the added value that a name can add to the actual offer. This
is an essential point of the thesis, understanding why the brand equity of the French
basketball league is limited, whether it can be improved, and how it could be done.
Comprehending it will allow us to further detail other key points, such as digital marketing,
consumer behaviour, ... Regarding sports teams in particular, three main antecedents
influence the brand equity: product-related, organization-related, or market-related (Gladden
& Milne, 1999). Brand equity is influenced by four different dimensions, which are brand

awareness, brand associations, perceived quality, and brand loyalty.

Digital marketing

Marketing is a set of activities related to creating, communicating, delivering, and
exchanging offerings that have value for others (Lumen Learning, 2024). Identifying
customers is the first step in order to target customers that would be interested in what you
want to share, then you must satisfy them in order to get a win-win exchange. Finally,
retaining customers is essential to ensure that they will consume the product or service in
the future. However, that definition is evolving, marketing being also defined as fulfilling
the customer’s curiosity through transparency (Sawicki, 2016). Digital marketing originated
with the globalization of the internet and the access to users’ data. It is the exploitation of
digital technologies in order to achieve the enterprise’s goals, through more effective

fulfillment of the consumer needs. Even though the internet predominates, this is not the
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only way to reach a client. Digital marketing is the digital identity of the company (Sawicki,
2016). By delivering content, paid advertising, insights of the club, ... a sports league or club

can further entertain their product and thus generate positive outcomes for the brand equity.

Consumer behaviour

There have been numerous debates surrounding the definition of consumer behaviour
(Bindeoue, 2021). The concept concerns the reasons behind and the ways in which
individuals choose to consume particular products or services (Bergadaa & Faure, 1995),
this definition was completed by stating that it is an acquired attitude by individuals that
consume a given product (Diop, 2004). This is how we will define and consider consumer
behaviour for the rest of the study. This is also a key point, knowing the importance of the
consumer for sports leagues and clubs at many levels. Consumer behaviour in sport is
composed of three components (Funk, 2017): the sport context, the sport user, and the sport

organization, all interrelated.

1.4 Delimitations

Firstly, as mentioned directly in the title of the thesis, the point is to study the LNB, the
marketing activities related to it, to promote fan engagement and drive growth. Therefore, it
will focus mainly on the LNB, which is in fact the Betclic Elite, the 1st division. In that
instance, amateur leagues (below pro level) or women’s basketball leagues, which are not
supervised by the LNB but by the French Federation of Basketball, will not be studied. The
subject of study will be the league, but also the clubs. Obviously, better results bring better

objectives, which can also be part of the success and popularity of a club.

The main sport of study is basketball. There are plenty of leagues and clubs throughout the
world without necessarily having to look at other sports. However, a lot of studies in the
field of sports marketing were not made on basketball strictly, requiring the comparison of
different sports. Actually, this will also be debated in the thesis whether or not comparisons
can be made between different sports in different markets. Two different points could be
interesting: leagues and sports that are popular abroad, with a long-lasting success in terms

of results and viewership/popularity. The NBA, the Champions League, the Premier League,
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... have more past studies made on them, allowing us to understand what made them so
popular and what the conditions allow them to succeed financially. However, the second
point of study could be leagues and sports that are mostly popular in the country of origin,
but have an important popularity and fan engagement. The NFL would be the best example,
being in the USA, but others like the Top 14 in France or even the Australian Football League
(Footy) are also great examples. Despite a limited viewership outside their country, these

leagues can thrive.

In terms of temporality, there is no defined limit. The focus will be on the league today,
allowing us to roughly study it on a 5 to 10-year period. Even though the league seems to be
late in terms of visibility, modernity, ... which is why this thesis exists, improvements have
been made over the last years. New clubs have emerged, such as Paris Basketball, which
emphasized modernizing its approach on social media and the arena itself. However,
knowing that studying what could be improved requires changes, the future of the league

will also be considered, a medium to long-term evolution.

The scope of progress will strictly be marketing strategies generating fan engagement. The
practical aspect of basketball and everything that could be implemented to improve is not
relevant. New rules copying those in the NBA, for example, will not be studied. Even if
external aspects of marketing might result in more fan engagement, like the arrival of a star
player in the league, only the marketing aspect will be studied, not the increase in sports
performance. The objective is clear: study the current fields of study in brand equity, fan
engagement, consumer behaviour, and digital marketing. By doing so, we will be able to
draw what the key requirements are in each of these domains, enabling us to determine the
main focus points. Testing them in our research will then give us insights that will be
confronted with what the literature review has brought us, enabling us finally to look at the

most efficient strategies to drive fan engagement.

Finally, our main stakeholders will be the league and the clubs. As mentioned earlier, bigger
clubs with bigger market shares are to be studied more than others. Even though the league
has financial results, these results are directly impacted by the results of all the clubs. Other
stakeholders that need to be considered are the fans, who are obviously a factor for success,
especially considering fan engagement, and brands acting as sponsors, bringing visibility

and financial compensation to the league. These are the stakeholders to be considered.
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External factors that could bring awareness to basketball in France are irrelevant here:

building basketball courts, increasing the practice of basketball at school, ...

2 Literature review

This chapter will cover the major aspects found during the research process that are relevant
to the subject of the thesis. The brand equity, fan engagement, and consumer behaviour were
all identified as part of the bigger reflection dealing with the difficult task of having a positive
impact on the popularity of the league. Digital marketing, on the other hand, is the focus we

have to determine what impact it could have and how, towards these three dimensions.

2.1 Brand equity in the sport context

According to Doyle (2011), brand equity represents the additional value a brand contributes
to a company beyond its net book value. Keller (1993) described brand equity as the distinct
marketing outcomes that can be directly linked to a brand. It’s an essential aspect of today’s
economy and a major lever for economic growth. Branding a sports team is now essential to
capture and increase revenues with higher purchase of tickets, merchandising, fan loyalty,
... (Biscaia et al., 2016). When looking at a branded product and an unbranded one with a
similar level of marketing stimuli and product attributes, the difference in the consumer’s
response is how we can picture the brand equity of the brand, the long-term marketing
investment in the brand (Yoo & Donthu, 2001). Keller (2003) identified several marketing
advantages directly related to a strong brand equity, such as improved perception of
performance, loyalty, marketing communication effectiveness, etc. For these benefits to
happen, Keller (2003) considered four steps when building a brand, linked to the pyramid

identified by Keller that we will see later on.

How can we measure the brand equity and its effectiveness? There are two approaches to
measuring brand equity, an indirect one and a direct one (Keller, 2003). The indirect one is
capturing the different dimensions of brand equity, which are brand identity, brand meaning,

brand responses, and brand relationships, by looking at how people think and feel towards a
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brand. By looking into this, a marketer could understand this knowledge structure and predict
the future behaviour of consumers. On the other hand, a direct approach when measuring
brand equity is assessing the real impact of brand knowledge on consumer response. In other
words, the indirect approach measures what individuals are feeling towards a brand, the
direct approach measures what individuals do due to this brand, especially all these
advantages brought when having a strong brand equity, as mentioned by Keller (2003) early
on. On the financial side, Isberg & Pitta (2013) described two Key Performance Indicators
(KPIs) to assess brand equity quantitatively. Return on Equity (ROE) is the first measure
with a relatively simple idea: simply dividing net income by the total equity invested. By
decomposing the formula, you get a clear picture of what impacts the brand equity,

profitability, sales volume, and financial policy.

ROE NI  § TA
= — XX
S TA TE

NI = Net Income
TE = Average total Equity
S = Sales

TA = Average Total Assets

.S TA
% corresponds to the net profit margin, i to the total asset turnover, and Ethe leverage

multiplier. The leverage multiplier will simply increase the ROE when profits are increasing

and accelerate the reduction in ROE when there are negative profits.
For the Return on Assets (RAE), you simply consider the first two components.

Building a strong brand equity not only affects the perception of individuals towards a brand,
but it can also benefit a company during economic downturns (Simon & Sullivan, 1993) and
is a main asset for sustainability in the long term. There are not two distinct brand equities,
a financial one and a consumer-based one, knowing that the consumer brand equity will

positively impact the financial health of the brand.

The focus also changed recently for sports organizations, considering more relations rather

than transactions to create loyalty, build a strong brand equity, and generate more revenues
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at the end (Rosca, 2013). When transactional marketing only aims to improve the transaction
step (Li & Nicholls, 2000), relationship marketing aims to maintain a long-term relationship
with the client (Bhuvaneswari & Rau, 2010). Customers, by supporting specific brands, can
produce free advertising, making them part of this brand equity creation (Aaker, 1995). But
in order to do so, it requires a strong bilateral involvement where clubs need to be devoted
to their supporters (Rooney et al., 2007). What are the domains useful for building brand
equity?

Three main areas will impact the brand equity, named as “antecedents” (Gladden & Milne,

1999), which can be :

Product-related (success of the team or the league, star players, head coach, ...). Among
product-related attributes, four were identified: success, star player, head coach, and
management. What can also be considered for league like Betclic Elite and the LNB overall
is their reputation as a performant one. When a league like the NBA is on top, it is harder to
distinguish itself by the intrinsic level of its players, clubs, ... However, as mentioned in the
introduction, many players from the LNB in recent years have been drafted into the NBA.
Even if it might not affect the domestic fanbase and brand equity, being considered as a
talent incubator can positively impact the perception of the league. The Portuguese football
league, for example, is known as being a talent pipeline leading to huge sales and net balance
for Portuguese clubs (Mendes-Neves et al., 2025). According to Global Football Rankings
(2025), Liga Portugal is the 8th best league in football worldwide according to their data.
Therefore, the product of the league, even if the level is lower compared to others, can still

be useful and lead to a stronger brand equity for the LNB in our case.

Organization-related (management, marketing efforts, ...). As explained earlier, an efficient
brand equity is a bilateral involvement, the culture of the brand, resources, CSR, and many
other actions can set the foundation for a strong brand equity due to a better relationship

between the brand and its consumers.

Market-related (geographical location, competition, ...). This competition, however, is not
always fair. When a country is dominated by a certain sport, entering the sport market and
increasing its share can be tough. The MLS in the US is an interesting example with
difficulties in catching an audience while having a lot of exports from Europe. Indeed, four

sports are deeply anchored in the US, known as the “Big Four” (American Football,
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Baseball, Basketball, and Hockey), making the establishment of European football harder,
with some cultural dissonances (Blumberg & Markovits, 2020). For example, American
sports are tailored for advertising, with many breaks allowing broadcasters to gain more
revenue, especially for higher-audience games such as the Super Bowl. Even though
basketball is not a new sport in France, having such a dominant sport as Football in France
can also undermine the popularity of the sport, making the average individual and basketball

fan look out for other leagues outside of France, such as the NBA in the case of basketball.
Aaker in 1991 developed a brand equity theory, stating that it encompasses four components:

Brand awareness: Chandler and Munday (2020) define it as the degree to which consumers
recognize and are acquainted with a specific company, product, or service. It could also be
seen as the ability to differentiate one brand from another (Rossiter & Percy, 1987).
According to Keller (1993), there are two parts in brand awareness: brand recall, which is
remembering a specific brand when a type of product is being brought out (K-way for a
raincoat, for example), and brand recognition, the consumer being able to recognize the
product among many others. With an increase in the use of digital platforms, they are playing
a major role in raising awareness among non-necessary fans of the sport. You can find on
the NBA YouTube channel every day the best highlights, actions, spectacular moves ...
playing on the aesthetic part. But the NBA also uses its history to further engage its audience,
wishing happy birthday to retired players, celebrating historic events, ... making this
awareness phase as efficient as possible to grasp an interest from daily viewers and non-fans.
Facebook in the 2010s was an efficient tool that allowed teams and leagues to retain fans by
making their pages attractive and trustworthy by enhancing a two-way interaction
(Pronschinske et al. 2012). With the importance gained by TikTok or Instagram recently in
digital marketing, these platforms can be leveraged in order to gain significant impact in
reaching audiences not necessarily familiar with the sport and positively impact the brand

image (Maghfiroh & Mandasari, 2024).

Brand associations: anything that makes a consumer think of a particular brand or product
(Cambridge Dictionary, 2025). To be more specific, all the feelings and experiences that are
stored in one consumer’s memory are what we call brand associations. According to

Krishnan (1996), brands with high brand equity are more likely to have a performant brand
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association by creating a bias for consumers more likely to choose their products over
another one. One big strength identified in France for basketball is the youth development,
as mentioned earlier, which could be an efficient association when considering the French
league. Frédéric Fauthoux, the basketball coach of France’s national team, described the
French brand of basketball as “very athletic,” making it easier to be translated into the NBA,
adding that there’s a faculty here to develop versatile players. Moreover, this talent pipeline
can be related to the INSEP’s (Paris-based National Institute of Sport, Expertise, and
Performance) creation in 1975, training elite athletes across all sports. These arguments
could be part of a strong association, making it attractive in France to start playing basketball,
but also outside of France by depicting this country as a producer of future NBA stars. The
cultural identity of certain teams is also a major focal point for associations. Rivalry in
basketball, but in sports in general, is something that generates interest, Magic against Bird
in the 1980s, Bulls against the Pistons in the late 1980s, Lebron James and Curry in the last
decade, .... All these rivalries were branded and helped the NBA usher in the sports business
as a maker of great stories, thrilling games, and endless entertainment. However, the
situation is different for the Betclic Elite and Pro B. Firstly, most of the pro teams are located
in medium-sized cities, making it harder to find rivalries between them; nevertheless, these
traditional rivalries can generate higher engagement compared to more recent rivalries
(Watanabe et al., 2019). Secondly, without much emphasis on promoting some rivalries that
could be created over the years, it would be impossible to find a true opposition between the
two teams in both championships. The Rivalry reference effect shows that mentioning an

opponent in public brand messages can actually generate more engagement (Kilduff et al.,

2024)

Perceived quality: the overall performance of the team, based on team results but also
facilities, the game experience, marketing efforts ...Generally speaking, perceived quality is
defined as the product superiority or excellence in the mind of the consumer (Zeithaml,
2000). There are two distinct attributes in the perceived quality, the intrinsic attributes which
are physical characteristics and the extrinsic attributes like price, design, ... By adapting to
our context, a basketball league, intrinsic attributes would be the level of competition, the
game atmosphere, match accessibility whereas extrinsic attributes would be the brand image,
media coverage, merchandising, ...Perceived quality is directly tied to the fan experience,
and improving the general comfort can greatly impact it. Providing courteous and

professional services, a clean and aesthetic venue, and high-quality concessions are all
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influencing the value spectators associate with the event. The bigger they are, the more they
will positively or negatively impact one individual (Jones & Byon, 2019). Nonetheless,
online experiences must also be considered with similar characteristics of comfort, aesthetic,
and many others, with fan expectation and perceived value positively affecting fan
satisfaction (Deng et al., 2024). Moreover, game satisfaction and service satisfaction don’t
necessarily have to be considered as two sides of a coin. Promoting game atmosphere in
combination with unique features that the team possesses (player performance, team history,
rivalry, etc.) can further help marketers to maintain a high-fidelity among their fans (Yoshida

& James, 2010).

Brand loyalty: the tendency of some consumers to buy the same brand of goods rather than
competing brands (Oxford English Dictionary, 2025), the attachment a consumer has to a
brand (Aaker, 1991). Brand loyalty can be behavioural or attitudinal (Odin & Valette-
Florence, 2001), behavioural corresponding to the consumer’s decisions, while the
attitudinal reflects the consumer’s intention to be loyal to the brand. Brand loyalty can also
be an emotional one or a rational one (WTWH Media LLC, 2022). An emotional loyalty is
one where a consumer is valued and understood, creating a deeper bond than simply a buyer-
seller one. This is not simply a transactional relationship, connecting on deeper motivational
factors. On the other hand, a rational loyalty is where consumers make purchases due to
logical considerations, there are no emotions in the buying decision. For example, selling a
LeBron James’ worn jersey will likely be way higher than a regular jersey. A rational loyalty
would not see any logical consideration to buy this jersey (unless the value increases over
time), but an emotional loyalty would see this as a valuable asset, making the buying decision
easier. Acting on these two types of loyalty can trigger different needs for different

consumers.

Using this theory, Gladden & Milne completed it, stating that these antecedents, which are
product-related, organization-related, or market-related, will impact the 4 components of
brand equity. Finally, these four dimensions will then explain the consequences and
outcomes resulting from their brand equity. Gladden & Milne identified 6 different

consequences the brand equity will have on a specific team or league :

National Media Exposure: An important media exposure can bring considerable revenues,
with many big leagues having broadcasting rights, earning them up to billions of dollars, like

the NBA, the NFL, the Premier League ... There’s a direct correlation between having an
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important media exposure and having high annual revenues (Del Barrio et al., 2025). Even
though high revenues surely mean that the team is popular, thus granting itself or the league

facilitated negotiations with media, this national exposure can increase that popularity.

Merchandise sales: O’Reilly et al. (2015) identified several key factors explaining the sales
for merchandising. The first factor is the overall strength of the brand, with the influence of
individual players (Michael Jordan for the Chicago Bulls, LeBron James for the Cleveland
Cavaliers). The second factor is the regular season attendance, linking loyal fans as direct
purchasers of merchandise. The third factor is the local market dynamic, where a team being
the only one in a city will have a greater chance to get a dominant position in terms of
merchandise sales (cities like New York with the Knicks and the Nets or Los Angeles with
the Lakers and Clippers). With an implementation in smaller cities and most of the time one
major club in bigger cities, LNB clubs won’t have this issue, avoiding underperformance in
that field. The fourth variable is postseason success, this study being based on the NHL in
the USA that aspect can’t always be explained in other sports, however it is the case for the
Betclic Elite and Pro B. Finally, the fan capacity to pay is the last factor, the more a team
can price its games at a higher one, the more they are in capacity to get fans that will be

eager to buy merchandise.

Corporate support. Can be understood as the ability for a brand to attract firms wanting to
be associated with them, knowing their fan engagement and large audience, enabling them
to reach high visibility (Gladden & Milne, 1999). Looking back at the four parts of brand
equity (quality, awareness, associations, loyalty), all are part of this attraction that will lead
to a greater deal in exchange for exposition in all sorts of manners and types (Gladden et al.,
2001). When a brand is looking to sponsor a team or a league, the main objective is to get a
strong return on investment, something that can be more guaranteed with a strong brand

equity (Cornwell, 2008).

Atmosphere: Defined as the excitement and level of entertainment procured when attending
an event (Brooks, 1994), the atmosphere can be increased by a strong brand equity, being
more electric, more energized, and the relation between the brand and the individuals being

stronger (Gladden & Milne, 1999).

Ticket sales: According to Cialdini et al. (1976), winning records are in direct correlation

with increasing attendance. However, some empirical observations can counter this
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argument, explaining the attendance also by where it takes place. The football club of
Monaco, the AS Monaco, is one of the clubs that have had the most success over the last two
decades in the Ligue 1, reaching the UEFA Champions League finals in 2004 and semi-
finals in 2017. Despite that, AS Monaco had the lowest attendance and attendance rate in
Ligue 1 with only 57% (LFP, 2025), another point showing the importance of broadcasting
rights over the years and also the necessity to keep loyal fans among the supporters.
Moreover, increased ticket sales are often followed by an increase in ticket prices (Gladden

& Milne, 1999).

Additional revenues: according to the authors, they are all other revenues that wouldn’t be
considered as one of the mentioned above. Brand equity is therefore one of the most

important factors explaining the success of a team and a league, too.

From the consumer’s perspective, brand equity can be observed as a pyramid with four levels
with 6 blocks inside, explaining how a consumer can go from a basic awareness to a strong
loyalty (Keller, 1993). The first level is the brand identity, in that case, build brand
awareness. The second level is the brand meaning, split between brand performance (product
characteristics) and brand imagery (personality, consumer’s profile ...). The third level is
the brand response, which is again split between judgments and feelings from the consumers
towards the brand or product. The fourth and last level is the brand resonance, the deeper
bond that can exist between a brand/product and the consumer. But how could these elements
be translated when looking at the LNB? For the brand identity, that would be the capacity of
people to recognize LNB clubs, logos, certain players, more generally, all the things that can
be associated with a basketball team or a league. For example, looking at the Chicago Bulls,
you might think of Michael Jordan first, but also maybe the six times they won the NBA,
you might also think of their stadium or even the city where they play. All these associations
are what make a club with a deep brand identity stand out from another. Brand meaning can
be specific features that are associated with a club, for example, being able to produce and
recruit top talents that will emerge thanks to it, or some traditions that are deeply rooted in
the existence of the club. Brand response is what the consumer thinks of the brand or product,
judgments or feelings associated with it, the level of competitiveness, and the judgments on
certain players inside and outside the context of sport performance. Finally, brand resonance

applied to our case study is what makes a brand resonate inside a fan, what pushes him to
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watch every game, or attend every game, buy merchandise, and promote the brand to its

close relatives.

Using that framework, brand associations contributing to a solid brand equity in professional
sports team were analyzed with 16 different dimensions distributed in three main categories:
Attributes, Benefits and Attitudes (Gladden & Funk, 2002), Attributes being either product-
related or non-product-related, Value the value in the fan’s eyes and Attitudes, the consumer
evaluation of the team or the league allowing us to better understand all the dimensions
positively impacting our brand associations, for a sports league and the LNB especially, this
value being not only derived from the sport in itself but also the sense of belonging in a
community and pride of supporting it daily by going to live events, watching on the
television all the games, buying merchandise from the club, etc. (Gordon, Yoshida et al.,

2021).

What we can observe in works dealing with brand equity in itself, but also applied to the
sports industry, is that brand equity is a set of assets or liabilities for a brand, a team, or a
league in our context. According to Aaker (1991), it encompasses four components, which
are Brand Awareness, Perceived Quality, Brand Associations, and Brand Loyalty. Among
Brand Associations, Gladden & Funk (2002) identified 16 dimensions impacting it through
three concepts: Attributes, Benefits, Attitudes. Moreover, Gladden & Milne (1999)
identified three categories of antecedents (Product, Organization, and Market) directly
impacting the four components of Brand equity. However, there are some limitations in these
studies that we will also find in other parts throughout the literature review. Most of the time,
these studies were made on bigger markets. Obviously, the USA comes first. Even though
American Football dominates, other major leagues remain massive. The cake is large enough
for everyone, with the NFL at $20.2 billion, the MLB at $12.1 billion, the NBA at $11.34
billion, and the NHL at $6.6 billion in 2025 (StatMuse, 2025). Even non-American sports
like soccer, for example, are reaching promising results with $2 billion in revenue. The only
non-American league that generated more revenue than the NHL was the Premier League,
the English league of football, the most played and famous sport in the world. Sometimes
the success at the beginning was not immediate, but the potential was still there, and the
sport was part of the culture of the country. In our study, basketball, even if it is a popular
sport in France, is not ingrained in the culture, with low audiences during broadcasting and

a lack of awareness towards the professional basketball league. Nevertheless, that’s where
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we find the paradox, despite a low popularity, France and its professional leagues can
produce players that can compete in the highest spheres of basketball, like the NBA. This is
one out of three antecedents identified by Gladden & Milne (1999), Product, meaning that
there’s more work that needs to be done on the other two antecedents, which is why sport
performance is not part of the study we will conduct in this paper. Therefore, we will focus
on linking these three theories according to the context of the LNB, understand what these
antecedents are composed of, and how they would positively impact the four components of
Brand equity. Nevertheless, there can be some limitations when looking at a sport that is so
deeply integrated in one specific culture, the USA for basketball, in another country where
other big sports are dominating. Only specific events are able to bring to lower-viewed sports
a second breath, like the Olympic Games, Track and Field championship, or the Tour de
France, for example (Hautbois & Desbordes, 2008). This feeling is even stronger when
there’s an upper league where player gets to reach the highest level, where they get paid the
most, playing in bigger arenas and being known internationally, even some considering
playing in Europe after playing in the NBA as the end of a career or at least the impossibility
to return to the NBA after this. Even though the parallel is not quite the same due to how
these leagues are, the Premier League in football can capture a large amount of talent
worldwide, by having huge revenues considering their broadcasting rights, enabling them to
spend hundreds of millions each summer during the mercato to get the best players in the
world. In one summer, Liverpool in 2025 spent nearly $500 million in signing new players
(Eurosport, 2025). Even though some elements can explain a part of the issues surrounding
the lack of attractiveness of the LNB, others are directly linked to the current situation of the

league on a financial and popularity level in France.

2.2 Fan engagement in sport

The economic model for sports clubs was drastically modified over the years. In the 80s, the
sales of tickets represented around 90% of the turnover for the sports club, now it accounts
for between 15 and 20% of the revenues generated (Previati, 2020). There’s a diversification
of revenues, sponsorship, broadcasting deals, and many others. Therefore, it is paramount
for clubs and leagues to better understand how to drive fan engagement and find new ways
to gain revenue. Driving fan engagement on traditional sectors but also new ones that

emerged over the past years, notably through digital transformations and all its outlets, such
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as mobile applications, video games, and even more “futuristic” concepts such as virtual
reality. NBA 2K is an example of a successful product that helps further grow fan
engagement. Since its creation, the NBA 2K series has earned $4.5 billion in lifetime revenue

with over 150 million copies sold worldwide (VGChartz, 2025).

Sports fans are individuals who are interested in and follow one or more sports teams,
reinforcing their identity by engaging in supportive consumption behaviours (Johnson et al.,
2021). Sports team revenues can be found in these primary sources: media rights, ticket sales,
sponsorships, and merchandising (O’Reilly & Nadeau, 2006). Out of these four, two are
directly linked to customers’ purchases, ticketing and merchandising, and the other two are
also indirectly bound with fans. Indeed, media rights are an agreement between a broadcaster
paying a league in order to broadcast the games, hoping for increased viewership and
revenues, something that consumers will directly impact. Fan engagement is “the emotional,
cognitive, and behavioural investment that fans make in a sports organization, team, or
athlete, often manifesting through activities such as consuming content, attending events,
interacting on social media, and forming a psychological connection with the team or brand”
(Yoshida et al., 2014). According to Vivek (2009), consumer engagement is a three-
dimensional construct, composed of enthusiasm, conscious participation, and social
interaction, developed by Brodie et al. (2011), seeing customer engagement as a mix of
cognitive, affective, and behavioural aspects. Cognitive engagement is the absorption, the
immersion with the engagement object, a club or a league, on our part. Affective engagement
is the emotional attachment a fan would feel towards a club or an athlete, directly linked to
their identity. Behavioural engagement is a mix of vigour, how much the fan will be
enthusiastic or energetic, and interaction, the communication with the specific club or athlete

(Patterson et al., 2006).

Understanding these different types of fan engagement is essential in order to conduct
marketing strategies that answer these needs. Fan engagement is not only about giving the
team ways to feel the support of their fans, it is also an economic lever for growth and
stability. In 2010, Lebron James, star of the Cleveland Cavaliers and arguably the best
basketball player in the world at the time, left his home state to join the Miami Heat. Not
only did the Cleveland Cavaliers lose a key player and success, going from the 1st place in
the Eastern Conference and 61 wins in the 2009-2010 season to last place with only 19 wins

in the following one, they also lost a major stakeholder in the revenues of the franchise, the
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city, and even the state of Ohio. The franchise value dropped from $476 million to $355
million in a single year. Cleveland’s leisure economy, like hotels, bars, restaurants, etc, lost
$48 million in annual revenue after its departure (Brooks, 2012). Results and star players are
the most effective way to guarantee fan engagement. However, there are other ways to
capture it and guarantee stable revenues for a team by enabling relationships between the
fans and the clubs. One of these ways is Corporate Social Responsibility and community
outreach, a way to solidify the brand equity and have a positive impact on fan engagement
(Walzel, Robertson & Anagnostopoulos, 2018). According to the FIFA activity report
(2004), 40% of FIFA’s income goes towards supporting the grassroots of the game,
development work, etc. These CSR activities for sports teams include actions like athlete
volunteerism, educational initiatives, community development, and many others included in
four different categories of CSR: philanthropy, community involvement, youth educational
initiatives, and youth health initiatives (Walker & Kent, 2009). These actions can either be

non-monetary or monetary, depending on the type of activities.

In order to better understand fan engagement, understanding how it impacts the social
identity of an individual is key. Tafjel & Turner (1979) developed the idea that people
enhance their self-esteem by identifying with certain groups, giving them a sense of
belonging, purpose, self-worth, and identity, something that many clubs were able to do. The
Phoenix Suns are a basketball franchise in the NBA located, as its name indicates, in
Phoenix, Arizona. This is the only club out of the 4 major leagues in the state to be named
after Phoenix, giving all the inhabitants a sense of belonging. By competing in the highest
form of basketball, the purpose for every fan is to support their local team, celebrate their
achievements, and improve their self-worth. By having specific features and a bond with its
city and state, the orange for the jersey reminds fans of the desert and large areas, the cactus
as the unofficial logo of the club, giving every fan a sense of identity, bonding them all
together. This is something that could be developed for almost every NBA team, and
observed in smaller football clubs in England, for example, where there is a pride and bond
with the local team, Sunderland, for example (Sunderland ‘Til I Die, 2018). Fan engagement
is a way for individual to construct their social identity by belonging to groups where they
share a similar passion with other members. We can link this with the CBBE model by Keller
(1993). There is a direct relation between brand equity and fan engagement, the identification
in a community increasing the team’s brand equity and the brand equity strengthening fan

behaviours and engagement towards the club (Yoshida et al., 2014). Fan engagement is also
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a source of revenue. Even though the share in revenues of ticketing decreased, there are also
new ways to consume sports like broadcast, streaming, betting, and experiences, still making
it a key point. Fan experience can increase revenues due to three reasons (Previati, 2020):
past experiences, fans will be more likely to watch or go to the stadium if they enjoyed their
past experiences, word-of-mouth, still one of the most efficient ways to drive revenues,
especially in the long-run (Villanueva et al., 2008) and sponsorships, giving brands more

ways to sponsor a content thus generating more revenues for the club.

But how can we accurately measure fan engagement? The Psychological Continuum Model
explains the relation between fans and a team through four stages, each one impacting the

next one and resulting in specific outcomes at each phase (Funk & James, 2001):

The first step is Awareness, an individual learns the existence of a certain sport or league,
but has not chosen a specific favourite one to support yet. This raises questions surrounding
the awareness and discovery, mostly due to the influence of close relatives such as parents
or friends, especially at a younger age, and more globally, the socialization at first

(Greendorfer & Lewko, 1977).

The second step is Attraction, when the individual picks a favourite team to support based
on several reasons, a desire for pleasurable experiences like entertainment, escape and
excitement, psychological features like acceptance and achievement, physical aspects, like
the stadium, technology or management and finally situational such as special events or

discounts. There is a connection but still low and not durable (Funk & James, 2001).

The third step is Attachment, characterized by the beginning of a psychological connection
and associations between the club and the individual. Firstly considered as a result of valence
alone, either positive or negative attitude (Mahony & Howard, 1998), other properties were
found explaining the various results inside of these attitudes such as strength (how strong
the attitude is), accessibility, persistence and confidence (Funk et al., 2000). Fan attitudes
are multidimensional with different factors explaining their attachment and connection to

the team.

The fourth and last step is Allegiance, when the individual is a loyal fan. It is characterized
by persistence, the frequency thinking about the team, resistance to change, biases in

cognitive processing and behaviour.



28

In order to better acknowledge what could be the levers in managing marketing along the
Psychological Continuum Model, Funk & James (2001) used four levels of relationship
marketing (Zeithaml & Bitner, 2000), financial bonding, social bonding, customization
bonding and structural bonding. Financial bonding consists of providing financial incentives,
lower prices, exclusive offers, discounts, helping individuals in the early stage of the PCM
to purchase. Social bonding can be pursued via connecting fans and the team, events during
the games, visits of the stadiums. Customization and Structural are an efficient way to move
along the PCM from Attachment to Allegiance (Funk & James, 2001) by tailoring services
or providing them for specific customers like loyalty programs or season-ticket. Other
services provided can be the allowance of fans in the decision-making for certain events.
Since 1975, fans in the NBA can vote and elect their best player to be selected as a starter at
the All Star Game (NBA, 2019), The Washington Commanders, when they decided to
change their controversial name Redskins went into a 18-month process including fan
submissions, surveys, focus groups and meetings (Al Jazeera, 2022). All these strategies
have a positive effect on several subjects such as fan engagement and satisfaction, growing

audience, and merchandise sales (Hyatt et al., 2013).

Trying to conceptualize and measure fan engagement in professional sports is something
that was also conducted by Yoshida et al. (2014), using data from Japanese football and
baseball fans. Knowing how hard it is to directly observe fan engagement, it can only be
done by looking on observable indicators. The study came up with three dimensions of fan

engagement :

Management cooperation describes a sport consumer’s active and positive involvement in
creating value and contributing to service delivery during sporting events . In other words,
it encompasses how much fans are aligned with decisions and direction of the team’s

management (Yoshida et al., 2014).

Prosocial behaviour is the interaction between fans of a same team, reflecting the bonding
and construction of social identity inside the group (Tafjel & Turner, 1978). It is the

reflection of network development on behalf of the team.

Performance tolerance is simply how committed and loyal are the fans of a specific team
despite poor performance for the team. A strong fan engagement would for example indicate

high attendance during the match even if the team is not performing well. The Chicago Bulls
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are ranked 22nd among 30 teams in terms of win percentage over the last 10 seasons,
nevertheless they were ranked 1st during the 2024-2025 season in overall attendance

(Statista, 2025)

Moreover, four types of engagement behaviour from spectators were identified (Yoshida et

al., 2014) :

o Impression-Management behaviour: Fans are adapting their public identity to team

performance
e Fan-Engagement behaviour: Bonding the team and the fan community
e Sport-Related behaviour: Consuming the product by any means
e Relationship-building behaviour: Deeper financial involvement with the team.

Going to live games and participating in the live support of the team reinforce fan identity
(Wakefield, 1995), and significantly increase the future attendance (Trail et al., 2017).
Emotional attachment can also be built by attending these events contributing even more to
fan engagement (Hall et al., 2012), thus still remain an effective lever to generate high loyalty
from fans despite less shares in the revenue (Previati, 2020). The SPEED scale is an efficient
way to measure the motivation behind attending sport events and the different strings to act
on (Funk et al., 2009). There are five dimensions. Socialization is the interaction with peers
and other fans during these shared experiences. Performance is the level of play displayed
in front of the fans. Excitement is how the game goes, which will vary depending on the
context, such as a high-pressure game like an elimination game or a classic regular-season
game. Esteem is the idea of being associated with a team that is winning a lot, thus improving
the self-esteem of the fans and positively impacting their support. Diversion, finally, is how
attending sports events is an escape from daily life. These five dimensions are the pinnacle
of what makes a fan attend a game of their favourite team. The Spectator Satisfaction Scale
(SSS) developed by Zhang et al. (2004), and studying NBA spectators’ behaviours, has four
dimensions. Ticket service corresponds to the degree of difficulty required to purchase a
ticket for a live game. Amenities of the game are the quality of the arenas and services
offered inside. The Dallas Cowboys’ franchise in the NFL famously built a new stadium
from 2005 to 2009, with never-before-seen features like the world’s largest HD video

display, making the experience more valuable for the fans, watching their team play in a
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technologically and environmentally advanced stadium (Aniol, Dowd & Platten). Despite a
cost of $1.15 billion, Jerry Jones, the owner of the franchise, deemed it essential to get a
competitive advantage over his rivals, while drastically increasing the price of tickets,
justified by these new amenities. Audiovisuals are all the in-game audio, scoreboard, and
other assets that can help the spectators improve their experience. Finally, accessibility
conditions are everything related to transportation to the stadium and out, but also mobility
inside the stadium. With an overall 93% attendance during the 2023-2024 season (LNB,
2024), the attendance results are performant. However, the size of the arenas is to be
considered, with only one exceeding a capacity of over 10,000, the LDLC arena where the

ASVEL plays (Aperdia, n.d).

In a sporting world dominated by the biggest leagues in the world using their massive
audience to capture most of the market shares, becoming multinational brands and resulting
in more viewership, meaning higher broadcasting rights and ways to consume the product
(Asante et al., 2025). These leagues are “glocalizing” (Giulianotti & Robertson, 2007),
maintaining a worldwide presence while keeping a loyalty from the fans towards their local
clubs. These aggressive strategies will result in smaller leagues struggling due to less
visibility, star power, and overall level of competition. According to S&P Global (2024),
65% of basketball viewers watch the NBA. During the 2022-2023 LNB season, around 8,900
individuals overall watched the games (LNB TV, 2023), boosted by the presence of Victor
Wembanyama, with 12,876 overall viewers for the Metropolitans 92’ games (LNB TV,
2023). However, in recent years, progress has been made. Last season was the 3rd
consecutive year of growth, with 2.1 million tickets sold in the different arenas (LNB, 2025).
Even though this will be covered at the end of the literature review, social media
communities being a virtual fan space can drive consumption, making it relevant for any
sports organization to understand and identify what audiences are utilizing these platforms
(Clavio & Walsh, 2014). That can be used to further increase the viewership of the league
by continuing to amplify and put in front voices that can promote your sport simply by
talking and debating about it. For example, one of the most debated topics in basketball is
the Greatest basketball player Of All Time, opposing Lebron James & Michael Jordan. This
subject is always coming back on social media, there are TV shows that will present it as
their subject of the day, many basketball players are asked this question ... Not only this is
a way to keep talking about basketball without necessarily talking about the game that took

place, it is also a way to celebrate the empowerment of two icons of basketball each in their
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time and pave the way for more research on these two athletes their achievements, each one

of them being made while being in the NBA.

Fan engagement has drawn major interest and increased attention from companies
(Hollebeek et al., 2013), especially in a market dominated by major leagues (Giulianotti &
Robertson, 2007). There are different levers to pull depending on the nature of the
engagement (Brodie et al., 2011). Understanding the social identity of the fans (Tafjel &
Turner, 1979) is a way to target users and potential ones with the appropriate strategy.
Models like the Psychological Continuum Model (Funk & James, 2001), the framework by
Yoshida et al. (2004), or the SPEED scale (Funk et al., 2009) are useful but are also anchored
in reality. Fan engagement is indeed hard to measure and understand (Yoshida et al., 2004),
and every work is more of an understanding of the different natures of fan engagement.
Regarding the LNB, the “glocalization” effect by major leagues (Giulianotti & Robertson,
2007) will affect their capacity to attract and develop the fan engagement towards the LNB
and basketball globally. Moreover, using digital platforms, data-driven personalization is an
efficient way to attract younger fans, as well as integrating customized fan journeys

(Deloitte, 2024).

2.3 Understanding consumer behaviour for sports organizations

Bergada & Faure (1995) defined consumer behaviour as the how and why consumers
consume some products or services. Mokhlis (2008) refers to this as the various factors
influencing a consumer’s decision-making process, decisions being made by consuming or
not consuming a given product. A common conception regarding consumer behaviour is that
it is the particular perception of habits, lifestyles, attitudes, and practices (Nasse, 2021).
Sport consumer behaviour is defined by Funk (2008) as “the process involved when
individuals select, purchase, use and dispose of sport-related products and services to satisfy
needs and receive benefits”. Funk (2017) linked it to the sport user experience defined as a
multitude of interactions that occur between the sport consumer and the experienced
environment produced by the sport organization. Funk (2017) also introduced a Sport
Experience Design Framework with three interrelated elements. The sports context
corresponds to the experienced environment in which a sports customer navigates and

encounters touchpoints. Touchpoints are direct and indirect two-way interactions during a
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sport experience. The sport user represents individuals characteristic of the sport consumer,
a process that has emotional and physical responses influencing satisfaction and future
behaviour (Funk & James, 2004). The sports organization is an entity structured to achieve
a purpose through a set of activities (Chelladurai, 2001). An efficient structure is one that
brings productivity, profit, growth, legitimacy, and stability. Fans have unique features, three
especially (Samra & Mos, 2014), which are a strong emotional attachment with the
consumption objects, a loyalty behaviour with repeated purchase and relationships with the
brand, and informal membership behaviour with things such as co-production and
investment. This feeling is even stronger for sports fans, with an added commitment and

response that non-fans have when viewing games of their favourite sports (Gantz & Wenner,

1995).

What are the motivations behind sports consumption? There are different motivations based
on the reasons or goals for a specific action (Deci & Ryan, 1985). Intrinsic motivation is the
doing of an activity for its inherent satisfactions, pushed by exploratory or curiosity beliefs
(White, 1959). This intrinsic motivation, therefore, is not pushed by any rewards or external
motivations, unless you consider the reward is in the activity itself (Skinner, 1953). Extrinsic
motivation represents a vast majority of the activities done by people (Ryan & Deci, 2000);
it is when an activity is done to reach separable outcomes. The Sport Fan Motivation Scale
(SFMS) assumption is that spectator motivation is intrinsic and multidimensional (Wann,

1995). There are eight core motives :
1. Eustress, which is a positive stress, is enjoying the stimulation provided by sports

2. Self-esteem, similarly to Tafjel & Turner (1979), is being a fan of a winning team,

enhancing self-worth
3. Escape with sport, how sports allow individuals to escape their daily life routine
4. Entertainment associated with the drama and uncertainty in sport
5. Economic, for those who associate sports with gambling and betting

6. Aesthetics, which is the beauty and grace that players will express by being top

athletes in their sports

7. Group affiliation gives a sense of belonging to every fan supporting the same team

as many other fans like him
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8. Family, when sports passions are transmitted through the family

Understanding the consumer behaviour is then also understanding the motives of the sports
consumer. According to Wann et al. (1999), there are different motives between men and
women watching sports, with men more attracted by eustress, group affiliation, and/or
economic reasons, while women are more attracted by family and aesthetic reasons. By age,
NBA basketball viewers are predominantly between 35 and 49 years old, followed by 50-64
years old and 25-34 years old (Statista, 2025). But there are also variations depending on the
type of fans. Casual fans, less likely to remain after a poor performance by the team, are
mainly attracted by entertainment, social interaction, and escape. On the other hand, true
fans are attracted by identity, pride, and emotional investment, making fans more involved
as shifting towards identity factors for motivations (Trail et al., 2000). Attracting younger
generations such as Gen Z fans is key to the development and understanding of the sport
consumer behaviour (PwC, 2020). These new generations are more attracted by authentic
and personalized experiences (Williams, 2010). Any sports team needs to adapt its offers by
being able to attract casual and true fans, keeping a true fanbase that will support the team
no matter what happens, and being at the same time able to be attractive for newcomers.
Consumer behaviour is bound to brand equity, knowing how a good brand equity can
positively impact fan engagement and behaviour. The Golden State Warriors, an NBA
franchise, with strong three antecedents as defined by Gladden & Milne (1999), have been
able to considerably increase their brand equity, which resulted in a valuation that went from
$1.9 billion in 2015 to $8.8 billion in 2024 (Forbes, 2024). A value attributed to sport,
superstar players like Stephen Curry and four championships won during this period, but
also their new stadium, which was introduced in 2019, the market where they evolve, near
San Francisco, and their brand. The antecedents affecting the brand equity are multiple and

diverse.

Five key stages were identified in the consumer decision-making process (Panwar et al.,
2019). Need recognition, when a problem or a need is identified, information search, when
the consumer will search for information, evaluation of alternatives, when comparing
options based on several chosen aspects. A purchase decision is when the individual chooses
a product. The decision-making process ends with the post-purchase evaluation, where the
consumer reflects on his purchase and satisfaction procured. The purpose of the LNB is to

be able to implement Betclic Elite and Pro B as viable options during the information search
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and even for the need recognition, as a boost of awareness is also a way to position a product
as a solution for a need not yet identified (Kotler & Keller, 2016). Sport organizations also
need to understand the variation in motives depending on the context. Wann et al. (2008)
studied motivational profiles of sport fans in different sports. Team sports were less watched
due to their aesthetics compared to individual ones, but more for the prevalence of other
characteristics (described earlier) such as eustress, self-esteem, group affiliation,
entertainment, and family motivations. Aggressive sports were not being watched due to the
aesthetic compared to non-aggressive ones, and the same for stylistic versus non-stylistic
sports. Identifying the motives inherent to a certain sport is a way to understand, thanks to

Wann et al. (2008), what makes individuals consume a sport.

Finally, consumer behaviour can be affected by geographical location, through cultural
values shaping the way consumers think (Hofstede, 2001). Some differences can be found
between globalized regions where global brands are more associated with quality, whereas
some regions will have a preference for local brands (Steenkamp et al., 2010). The
geographical location of a firm will give it unique characteristics to build its identity
(Williams, 2010). For a sports team, these will be found in many characteristics, such as the
logo, the identity of the team, the fans, the demographic audience, and so on. Moreover, city
sizes will have an impact on growth (He et al., 2024). Among the ten biggest cities in France,
only three have basketball teams in the Betclic Elite (Paris, Lyon, and Strasbourg). With
clubs mainly based in medium-sized towns (Le Monde, 2023), it is hard to generate passion
and enthusiasm on a wider scale. Not all sports have the capability of reaching global reach;
others remain locality-specific or spatially distributed (Storey, 2011). The NBA situation,
however, is quite different. Among the top ten cities in population (Britannica, 2022), eight
have at least one NBA franchise located in the city. Relocating a franchise following the
potential of the city is a frequent move in the NBA, with the most recent one occurring for
the Oklahoma City Thunder, previously located in Seattle until 2008 under the name
Supersonics. With a spatial distribution all over the USA and one in Canada (Appendix 3),
the coverage is global, using bigger markets as leaders for promoting the NBA (New York,
San Francisco, Los Angeles, Boston ...) and smaller markets but with established fanbase
and strong connection with the franchise (Salt Lake City, Indiana, Milwaukee ...). Similar
strategies started appearing, especially following the creation of Paris Basketball in 2018
(L’Equipe, 2024), trying to build a commercial brand similar to the NBA (Figaro, 2024).

With a modern arena located in the North of Paris and their first qualification in the
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EuroLeague for the 2024-2025 season, Paris Basketball is an example of a promising project
but far from being profitable (DNCCG, 2024). Therefore, there’s a duality between a small-
city business aimed at first for the LNB with fewer big cities that have a professional

basketball club and the ambition of driving more fan engagement by the numbers.

Consumer behaviour has multiple properties related to sport experiences (Funk, 2017) and
fan engagement (Samra & Mos, 2014). By having mostly intrinsic motivations when
considering watching a sport (Wann, 1995), the purpose of sport organizations is to identify
the motives and respond to them to enhance the experience of their users. For that,
considering the target age group as well as the gender is a good way to focus on the motives
that need to be prioritized, especially for the younger generations and the use of social media
(Williams, 2010), while a geographical perspective also needs to be considered, bringing
value to local brands. Understanding better the consumer needs to lead to driving more
effective strategies, especially considering digital marketing and its appeal with younger

generations (Paramio-Salcines et al., 2022).

2.4 Impact of digital marketing

According to Yannopoulos (2011), the internet is the most powerful tool for a business.
Neglecting this aspect would result in disadvantages in the competitive landscape (Bala &
Verma, 2018). Social media is a “group of internet-based applications that build on the
ideological and technological foundations of Web 2.0, and that allow the creation and
exchange of User Generated Content.” (Kaplan & Haenlein, 2009), further enabling the
possibility for brands to “talk with” rather than “talk at” and build meaningful relationships
with their customers. Social media can also be described as a hybrid element, with
advertising and word-of-mouth on a large scale (Mangold & Faulds, 2009). By transforming
the landscape of digital tools, social media offered marketers the possibility to convey more
engagement over their brands in different forms (Kaplan & Haenlein, 2009). Companies
now use social media to try to exploit new forms of interaction, collaboration, and
knowledge (Razmerita et al., 2014), and organizations with a defined social media strategy
report increased revenue (Rothschild, 2011), which shows the potential to develop a concise

strategy for the LNB. Digital marketing corresponds to the marketing of products or services
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using digital technologies, including mobile phones, display advertising, etc., encompassing
all marketing efforts that use an electronic device or the internet (Desai, 2019). Social media
enabled more interaction with fans, but digital marketing is larger than that. According to

Mocanu & Skazal (2023), there are three components for internet success:

Earned audience: all the audience a website receives for free, recommendations, customer

reviews, helping with brand recognition and visibility in search engines like Google

Paid audience: paid advertising, redirecting through ads to the website or the application,

for different objectives that could be awareness, clicks or buying conversion

Own audience: all the content that is controlled by the company, website, social media pages,

Moreover, there are nine different channels to be considered in digital marketing (Buhari

Saleem & Siddik, 2021).

Search Engine Optimization (SEO): Improving the visibility of the website on search
engines like Google or Bing via organic strategies. It could be optimizing the website, the
keywords, and the structure. The purpose at the end is to guarantee a much higher ranking

for the website in the search results (Chaffey & Ellis-Chadwick, 2019)

Pay-Per-Click Advertising: On platforms such as Google, Bing, or every other search engine,
businesses can bid on keywords to be displayed on top of the search results. Marketers will

pay a fee each time their ad is clicked (Kritzinger & Weideman, 2013).

Content marketing: Distributing content on the website or social media content that retains

an audience

Email marketing: Sending messages through email to a list of subscribers. The costs are very
low, which makes it one of the most efficient strategies in terms of Return On Investment

(ROI) (Chaffey & Ellis-Chadwick, 2019)

Social Media Marketing: Using social media platforms to engage with audiences through

organic content and paid advertising (Tuten & Solomon, 2017)

Affiliate marketing: Brands are partnering with third-party publishers or influencers to
promote their products; these third-party earning commissions for each product sold or are

paid directly (Chaffey & Ellis-Chadwick, 2019)
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Inbound marketing: Users are found using SEO, blogs, websites, ... enabling an easier

approach than outbound and a better conversion (Halligan & Shah, 2010)

Mobile marketing: Same content but with direct access through smartphones, sometimes to
promote products that are only available on phones, such as mobile applications (Leppaniemi

et al., 2006)

Video marketing: Using videos as a form of content to bring information or simply entertain

the audience. Most of them are using social media such as YouTube (Cheng et al., 2008)

In the sports context, digital marketing is also a valuable tool for sports organizations (Abeza
et al., 2013), playing a vital role and primarily reflected in sports clubs, event management,
and enhancing the fan experience. In a competitive market, clubs and stadiums must employ
innovative marketing strategies to stay competitive off the field, whether it is promoting the
league, players, or products (Yu, 2024). Unlike traditional marketing strategies, sports
marketing combines the conventional elements of marketing with the passion of sports by
promoting events and athletes to reach a large audience (Digita, 2023). There are three main
distinctions between sports marketing and other industries. Firstly, sports marketing aims to
create experiences for the fans and create connections instead of necessarily selling a product
or service. Secondly, the target is vast and diverse, potentially global for a league with
significant awareness, whereas other industries could focus on a narrow part of the audience.
Finally, sports marketing is seasonal; most of the activities take place during the season. For
example, the 2025-2026 LNB regular season will start in September 2025 and end in May
2026 (LNB, 2025). With 48 million followers on X, 23 million on YouTube, and 90 million
on Instagram, not counting the many alternative accounts by countries or related to a specific
channel or even fan accounts posting regularly, the NBA ensured a complete social media
strategy. For that, they made highlights accessible for many, even posting complete parts of
certain games once in a while. You can easily follow the NBA without having to pay the
broadcast of the games directly. Nonetheless, the product is so attractive that the NBA will
still make huge results with increasing broadcasting rights (Yu, 2024). In 2024, the diffusion
agreement between the NBA, Amazon Prime, NBC, and the Disney Group reached $76
billion from 2025-2036 (The Associated Press, 2024).

Are there any theoretical foundations based on the efficiency of digital marketing for sports

organizations? Introduced by McCarthy (1960), the 4P’s of marketing is a widely used
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marketing mix concept with the 4P’s including Product, Price, Place, and Promotion. Mullin

et al. (1993) applied it to the sports industry :

Product is the core of the game and the events taking place. Armstrong et al. (2014)
distinguished three different types of product. The core product is the fundamental benefit
or experience the customers are seeking when watching a sport, whether the thrill, the social
benefits, or possible accomplishments. The actual product is what the customer really
receives, mostly physical products like tickets, merchandising, ...The augmented product
includes the additional features or services that can be bought, all the extras making any
product or service more valuable for the designated consumers. Price is everything
associated with ticketing, memberships, in other words, the monetary value placed on certain
products or services. It is an important channel of revenue, especially for the smaller leagues
that won’t have a global audience (Howard & Crompton, 2014). Modern organizations tend
to offer diversified offers in terms of pricing (Drayer & Rascher, 2013). Place is either the
stadium or media distribution, and adding digital channels that did not yet exist at their full
extent back in 1993. Place is often overlooked in the marketing mix, significantly impacting
the consumer behaviour and experience (Westerbeek & Shilbury, 1999). Promotion is every
tool used to promote the sport product, such as advertising, Public Relations (PR), social
media, sponsorship, ... (Kotler & Keller, 2016; Fill & Turnbull, 2019; Tuten & Solomon,
2017; Cornwell, 2014). The Integrated Marketing Communications (IMC) Theory describes
the strategic coordination of every promotional tool as essential for delivering an efficient
brand message and marketing strategy to all potential customers (Kitchen et al., 2008). With
the development of the internet and social media, the number of tools available to companies,
and in our case, sports organizations, drastically increased (Filo et al., 2015), making it even
more relevant in a modern context. As developed in the Technology Acceptance Model
(TAM) (Davis, 1989), digital channels are integrated into the daily life of any fan, making
them a valuable tool for marketers to turn into. Not only is it an efficient tool, but engagement
by being a co-creative process (you need other fans to build a fanbase), digital marketing
allows more connection between fans, thus increasing the value of these channels for both
fans and brands. In order to drive efficient digital business strategies, five steps are critical
(Gaur & Sweta, 2021). The Ist step is the Problem, finding the fit between the product and
the user. The 2nd step is the Product in itself, by distinguishing the absolute necessities that
need to be included in the product and the rest. The 3rd step is the Voluntaries to pay,

meaning essentially that understanding if the consumer is willing to pay for such a product
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or service is key. The 4th step is the Value Delivery phase, organizing how the company will
deliver the product to the consumer. The 5th and last step is Scaling, which is how digital
marketing can be used to scale your business in the future. The digitalization of the business
is significant to increase growth and revenues. According to all the relevant literature
mentioned above, digital marketing is a great lever for sports organizations to capitalize on

and offer tailored products and experiences for their users.

Different platforms can be considered when launching digital marketing campaigns. The
main ones are Facebook, Instagram, YouTube, Twitter, and LinkedIn (Agrawal & Trivedi,
2021). Since 2021, TikTok has had a huge impact, especially on the influencer-led marketing
campaigns (Haenlein et al., 2020). On every platform, you can easily launch different
advertising campaigns based on what you’re looking for (awareness, purchase, ...) (Meta,
2025). In order to track the results and the efficiency of the campaigns, KPIs are a useful
way to comprehend the full picture in terms of efficiency, conversion, etc. (Singh & Kumari,
2019). When looking at the Search Engine Optimization (SEO) and Search Engine
Advertising (SEA) on Google for the LNB, the results are not good. If we type “LNB”, the
website of the LNB will come first. However, when using more general words, the results
are not as promising. When typing “ligue de basket” (meaning basketball league in French),
Betclic Elite only comes third, fifth when typing “basketball france”. What about the App
Search Optimization (ASO)? The LNB has two applications, the main one is “LNB”, a
global application that you can use mainly to find new information about any teams and the
schedule of the games, but no possibility for using an account to watch live games. On the
App Store page, there are no videos to display the product, even though it has a positive
impact on conversion on the landing page (StoreMaven, 2022; Google Play, 2025). The
grade for the application is 2.9/5, with the last new feature being introduced seven months
ago. The second application is “LNB TV”, where you can watch Pro B games for free. Here
again, the visuals are not updated with a grade of 2.4/5, and no new features were introduced
during the last six months. Even though the LNB is aiming to provide its users with a
complete offer, including applications, it is not popular and doesn’t seem to be a priority for

the league, with so few adjustments towards the applications.

Therefore, digital marketing, as seen above, is a great way for sports organizations to build
an even stronger relationship with their fans, driving fan engagement, event promotion, and

competition (Abeza et al., 2013). The NBA’s social media strategy is a great way to picture
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what could be done, with a huge presence on social media, free content offered with
highlights or excerpts of games directly on YouTube (Yu, 2024). Adapting the 4P’s
marketing mix by McCarthy (1960) to the concept of sport allows us to understand what is
at stake for a sports organization in terms of their marketing strategy (Mullin et al., 1993).
The strategy of the LNB is poor, with a presence on social media that promotes their services

more than the content delivered by the league.

3 Theoretical framework & Research hypotheses

3.1 Theoretical framework

Now that we have studied the literature covering major aspects in the field of sports
marketing, this chapter will cover how we will use these theories to create a theoretical
framework in which our research will evolve, allowing this framework to be validated or

not, depending on the results we will obtain later on.

Our purpose with this theoretical framework is to better understand and assess the
frameworks we will use throughout our research. With the literature review, four concepts
emerged as the core of success for sports organizations, which are digital marketing, fan
engagement, consumer behaviour, and brand equity. By acting on all these parameters, an
organization should be able to raise the popularity of the sport due to the efficiency of these
four levels, as well as the connection between them. Connecting them will allow us to link
several theories and explain how the LNB could act on its marketing strategies to further
popularize the sport. This framework is composed of three main areas, which are digital
marketing, fan engagement and brand equity (Figure 1). Nine channels were identified in
digital marketing, with each of them having a different impact on the business and the
outcome required for it (Saleem & Siddik, 2021). Using these channels, a sports
organization’s purpose is to transmit something to the audience, acting on two types of

motivation identified by Funk et al. (2011) :

The autonomy-oriented motivation, which is composed of aesthetic value, novelty, and

challenge. Aesthetics is the will of attending a sport with athletic performance, excellence,
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beauty, and creativity. Novelty is the desire for excitement, the emotions procured during an
event increasing the novelty of the experience (Madrigal, 2006). Finally, challenge is the
reflection of people’s will to follow sports due to the excitement procured by challenges and

outcomes when watching a sport.

The control-oriented motivation, which is composed of socialization and escape.
Socialization is the motivation due to seeking a sport consumption where individuals can
enhance relationships due to external interactions with sport. Escape is how individuals will

seek out sport consumption activities to “escape” their routine of everyday life.

Digital marketing affecting Fan Engagement and Brand Equity in the context of sports leagues and clubs
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Figure 1: Theoretical framework used in the research

Therefore, these motives can be found in digital marketing activities and allow individuals
to feel the need to take an interest in this sport’s league, the LNB, in that case. They will be
different for each individual, but they will have an impact on their engagement as a potential
or already fan. What could be interesting to study is also how different channels can be used
to capture different motives, where a social media campaign can act on socialization, new
and innovative experiences on novelty, highlights of a game or a specific player on aesthetic,
etc. The Psychological Continuum Model by Funk & James (2001) and its representation of
fan engagement as four steps can be useful to describe the feelings procured by being deeply

attached to a team. Four arrows connect motives to the four steps. Indeed, digital marketing
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can be spread widely and be used for different reasons, and attract individuals who are at
different levels of engagement towards the league. This fan engagement will result in a
consumption of the sport, whether it’s just pure curiosity and awareness for lower levels of
fan engagement, but can go to attending sports events, buying merchandise... However, this
scale is not static, moving up also implies that an individual can move down. Novelty and
excitement being key aspects when looking at motives in sport consumption, it is paramount

to maintain these aspects to avoid fans regressing on the engagement scale (Madrigal, 2006).

Attachment outcomes Biased Cognition
Value Congruence 4. Allegiance Durability
Identification Attitudinal & Behavioral Loyalty
Attraction Outcomes Attitude Strengthening
Personal Meaning & Importance | 3. Attachment | Assigning Emotional, Functional &
Self-concept Symbolic Meaning
Hedonic Needs Participation Behavior
Dispositional Needs 2. Attraction Affective Association
Self Efficacy & Perceived Barriers Attitude Formation
Socializing agents Knowledge and realization of
Cultural Influences 1. Awareness participation opportunities

Built Environment

Figure 2: The Psychological Continuum Model by Funk & James (2001)

The sport experience framework used by Funk (2017) is composed of three correlated
elements which are the sport context, the experienced environment of the customer, the sport
user, with emotional and physical response (Funk et al., 2015) and the sport organization, an
entity structured to achieve a purpose through a set of activities (Chelladurai, 2001). Finally
the sport experience will have an impact on brand equity, defined as the commercial value
that derives from consumer perception of the brand name or a specific product or service,

rather than the product or service itself.
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As we saw earlier, three main antecedents will impact the brand equity that can be either

product related, organization related or market related (Gladden & Milne, 1999).

Antecedent Brand Equity Consequences

Product Related

Success
> Head coach
Star player National
Media
Organization Related Exposure
Reputation and Merchandise
tradition Perceived Quality Sales
Conference and Brand Awarenass Marketplace
schedule — Corporate B perception
’ Brand Associations
Entcrtainment Support
package/product Brand Loyalty
delivery Atmosphere
Market Related Ticknt Sakee
Local-media coverage Additional
Geographic location Revenues
’ Competitive forces
Support

Figure 3: The Brand Equity Model by Gladden & Milne (1999)

The brand equity itself is composed of main areas, which are perceived quality, brand
awareness, brand association, and brand loyalty (Aaker, 1991). The purpose here is to find
if there are other ways to grasp and understand how brand equity can be built, in that case,
using digital marketing strategies as an initiator. By acting on motives from the consumer,
which can either be autonomy-oriented or control-oriented, it can spark or fuel fan
engagement, leading them to a sport experience that can ultimately boost the brand equity
of the league. Last but not least, the arrow from brand equity to the four steps of fan
engagement corresponds to the added effect brand equity has. By adding more and more

fans, ultimately increasing the brand equity, it will then impact the fan engagement on
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different levels, gain awareness, and ultimately reach new future fans that will gravitate
towards the fan engagement scale, but also reinforce the bond between current fans and the
league. Ultimately, the purpose here is to find whether or not by launching digital marketing
activities, you can create a virtuous cycle that will generate more fan engagement on all
levels, just by targeting the right motives at first. But how can brand equity impact fan
engagement? Firstly, in the model of Gladden & Milne (1999), it is mentioned that brand
equity will have consequences, each impacting positively or negatively the marketplace
perception. Moreover, by going through the consumer’s perspective, brand equity is a
pyramid with four levels, going from brand identity, brand meaning, brand response, and
brand resonance, which is the highest level of bond between a brand and a consumer (Keller,
1993). Here again, the notion of different levels of brand equity shows improvement in that
area. Finally, brand equity will not just be accumulated passively but will improve the
league’s credibility, thus actively impacting the fan engagement (Gladden & Funk, 2002).
This will allow us to better assess under what events or circumstances brand equity, through
digital marketing, can not only positively impact fan engagement the first time by reaching
out to individuals through their motives, but also a second time by improving the brand

equity.

Therefore, the research that will be introduced later on will use this framework and verify if
this representation can accurately describe the complex world of fan engagement and its
bounds at the level of one individual, their own personality and motives, as well as their own
way of consuming sport. However, this framework will not look at every factor that could
explain the sports consumption. While focusing on internal factors that would explain it,
external factors can also influence the sport consumption through sociocultural or economic
factors, tradition, pricing, and the income of each individual ... Even though some are
already addressed, this framework will not encompass certain ones, especially those around
economic. While commercial growth was not mentioned yet here, we assume that increasing
the brand equity of a sports league will positively affect the commercial growth, allowing

the league to get better broadcast deals, sell more merchandise, etc.
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3.2 Hypotheses for the research

Due to the specific organization of the survey, with one part being addressed to basketball
fans and the other to non-basketball fans, some hypotheses might only be addressed to one
part, others to the second part, and even sometimes to both of them. As for the basketball

part, we will take into account four hypotheses covering the needs of our subject.

HI: A greater exposure to digital media is positively correlated with the engagement level

when being fan of a basketball club

There are several questions dealing with that aspect, covering the type of digital tools they
are using, the ones they look at the most, giving us a precise idea of the best digital tools
available in the basketball realm. Moreover, the point is to test whether or not this exposure
to digital media is associated with a greater engagement, in other words, to solidify and
validate the idea of fan engagement and its four levels as described by Funk & James in
2001. Therefore, the more people who actively engage with basketball and their favourite
teams, attending games, buying merchandise, jerseys, ... the more people are supposedly

exposed to digital media in their everyday follow of the league.

H?2: Basketball fans are more likely to use social media to follow their sport compared to

sports fans who rely on more traditional media

This hypothesis, deemed true, would be an efficient way to recognize how much basketball
is bound in digital media and marketing strategies due to the position of the NBA, as the
most popular league of basketball, with advanced marketing strategies. Individuals are more
subject to social media use in basketball, thus enabling digital marketing strategies to have
a notable impact on these individuals and their related communities in their everyday lives
as fans. Similar to the previous hypothesis, several questions deal with digital marketing,
however, the purpose is not the same. By comparing basketball and non-basketball fans,
finding that some are more subject to using social media can not only increase the efficiency,

but also the impact on fan engagement, regarding the validity of the primary hypothesis.
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H3: The brand equity of the NBA is greater for any fans of basketball, including LNB fans

Unanimously considered as the greatest basketball league in the world, with the winner of
the NBA being the so-called “ world champions”, the NBA has a preponderant place in the
field of basketball. A domination at an extent where the NBA is envisaging launching their
own league in Europe and use their massive brand equity built over the years and the players
that went through: Magic Johnson, Larry Bird, Michael Jordan, Shaquille O’Neal, Kobe
Bryant, Lebron James, ... each carrying the legacy of the league and its rising popularity
since the first struggles of the leagues back in the 60’ and 70’s. The NBA is, without a doubt,
a perfect product in terms of basketball content. Nonetheless, the level of competition can
still have an impact on the performances, and bringing better players can also contribute to
the brand equity and the popularity of the league. The point is to show that other factors can
already be implemented and thought about to build a stronger brand identity, enabling more

engagement from existing and new fans.

H4: Basketball fans are more capable of being attached to a team that is not located near

their residency area, especially for younger generations

In every sport, you can find fans who might live thousands of kilometres away from their
favourite team, in a country where that sport might not even have a professional team.
However, this phenomenon might be higher for basketball fans, knowing the prevalence of
the NBA, discussed just before, with different schedules, and, unless on rare occasions, 82
games for every team being played only in the United States. Even though it is always
important for a team to have a certain ground in its locality, expose that basketball fans are
less reluctant to follow a team not present in their residency area can allow digital marketing
strategies that are not based on a small portion of territory but in the entire territory of France
and even go outside the borders and showcase the existence of fans outside France. There
are two specific questions covering that idea in both surveys, making the comparison
accessible once the results are there. Moreover, with the appetence younger generations have
for technology, in the second part of this hypothesis, we advance that younger generations
might be more capable of supporting a team or following a league outside of their living

arca.
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The last two hypotheses are more direct towards fans of sport globally. The purpose here is
to witness the perspective from a broader point of view and discuss the potential attraction

of the LNB and its associated championships for non-basketball fans.

H5: A greater exposure to basketball content can increase the probability of developing an

interest in that sport

This hypothesis’s purpose is to translate two things: how much non-basketball fans are
exposed to basketball content, and if this exposure has an impact on the attraction towards
basketball. Going back to the theoretical framework, this is a way to test whether or not
digital marketing can help an individual go through the different layers of fan engagement,
in other words, whether or not implementing a solidified digital marketing strategy can

influence or not the perception of non-followers of another sport.

H6: Greater media coverage and broadcasting accessibility can positively influence fan

engagement

Several factors can lead to a sport having a predominant place in the sports context, such as
the number of licensed players, the level of competition, its place in the culture, and how
much it is being watched. The more people watch a sport, the more a competition will take
place, making it possible to broadcast and retransmit it. That’s what allowed the NBA to
sign an eleven-year $76 billion deal with several streaming and TV representatives. By
showing that greater media coverage and accessibility can positively influence fan
engagement, we could explain the modest success of basketball until now, with very few
games being broadcast on main channels. However, there are some limitations, especially
considering that the broadcast and TV system is different in the United States, with channels
being considered as “main” but mostly broadcasting sports, such as ESPN, for example. In
France, no major TV channels are focused on sport but are more broadcasters for special

events such as international competitions, mostly involving the national team rather than a

club.
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4 Research methodology

In this chapter, we will cover how this research was designed, how the data were collected,
analyzed, and interpreted. This part allows us to justify the choices taken by this research,

explaining the purpose behind it, ensuring the study’s pertinence and validity.

4.1 Research design

4.1.1 Quantitative research

In order to conduct our analysis and find out the motives behind fan engagement, quantitative
research will be conducted. This will allow us to reach a greater number than could be the
case with a qualitative one. This quantitative research will be a survey of approximately 20
to 25 questions. Due to the specific research aiming to reach fans on different levels of
engagement towards basketball, there are two distinctive parts to it. The first part is
addressed to the basketball fans, who explicitly chose basketball as their favourite sport to
watch and follow in the second question of the survey. These individuals are likely to be
considered in the third or fourth last step of the fan engagement when considering basketball
globally, and could also likely be in these last steps for specific leagues. By reaching
basketball fans globally in France, there’s a high chance we mostly encounter viewers of the
NBA, who could be at different levels of awareness towards the LNB, giving us precious
insights on the elements outside of the level of playing only that can explain the attraction
the NBA exercises in basketball. Nevertheless, a second part of the survey is dedicated to
non-basketball fans. This part here deals with understanding the attraction of basketball from
an outside perspective, and how smaller leagues like the LNB could attract new fans into
basketball without them necessarily going to the biggest and popular league, the NBA. Even
though some questions are similar, most of the questions are unique, only in one part, but
they cover all the aspects described earlier in the theoretical framework. For the basketball
part, the funnel is the same as the framework, going from digital marketing to motives, also
dealing with consumer aspects, fan engagement, and brand equity. For the non-basketball

part, the survey and its logic are different. Firstly, it covers what makes them a fan of another
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sport, the last questions are all addressing basketball and push them to express their feeling

towards basketball and what could make them more likely to become interested in that sport.

4.1.2 A mixed approach

This research can be identified as explanatory but also descriptive. The descriptive part
comes from all the work already established in this field, especially considering the motives
towards sport consumption. The framework used is, by nature, a combination of several
theories linked together to corner the fan engagement process in the sports context. However,
the explanatory perspective is central here, to go beyond the simple understanding of it and
try to apply it in the context of a sports league in France. By testing the hypotheses developed
later on, we will get an understanding of the relationships between all these constructs. This
dual nature of the study can enable us to support the claims made by previous research,
validating them or not, following the results obtained, and trying to prove whether or not this
theoretical framework is relevant to surface-level observations. This design of research is
appropriate for this subject. Firstly, as mentioned before, quantitative analysis is the best
way to get statistical evidence to test the causality between each component of the
framework, how they interact and gravitate towards the others, and capture patterns of
behaviour in a broad fan population, regrouping basketball and non-basketball fans.
Secondly, this quantitative research will be the best way to capture the results and address
them to other theories developed earlier, as for the descriptive part of this research, and
confront these same results with the explanatory part, within our own theoretical framework,
deeply rooted in the subject of the research, which is the LNB as well as the fans gravitating
towards it. In other words, the “what” and the “why” of fan engagement can be dealt with in

this research.

4.1.3 Delimitations

To get the broader idea in our research, there are not many restrictions on the unit of analysis.
The primary unit of analysis in that case is basketball fans in France; the second unit of
analysis is non-basketball fans in France. Overall, we could describe our unit of analysis as

sports fans in France, without any restriction on age, who are actively following a
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professional and collective sport, which can either be present in France or abroad. For each
of these individuals, we will capture the variations in their thinking in different aspects, from
consumer motives to the brand equity and its appreciation at every individual level. The data
will all be collected at once, and the survey will be available for three weeks, aiming to reach
at least a hundred responses during this time. There are no other considerations regarding
the contextual aspect, no specific geographical focus, for example, apart from the fact that
all participants will be located in France. In order to simplify and avoid any mistakes from a
fan audience, the survey is entirely in French, guaranteeing that our results won’t be biased
by errors during the survey. We will not consider gender in our research, because it was
never considered in our research as a factor of differentiation, knowing that differences in
the motivations to watch a sport are personal and not due to specific differences between
women and men. One last delimitation could be that a better brand equity for sports league
does not automatically positively impact. Even though this causation is based on logical
assumptions that can be observed empirically, it doesn’t mean that this effect will likely be
true. We consider it to be true but additional researches could be made on proving this causal

relationship between brand equity and commercial growth

4.2 Data collection methods

As mentioned earlier, our primary data will be collected through the survey. In order to get
the most responses possible, different channels will be used. Firstly, it will be shared using
several social media in different ways, platforms like Facebook or Instagram will be used to
try to get the answers of relatives who are fans of a specific collective sport, mainly football,
but others might be considered. For the basketball part, a social media platform like X
(Twitter) will be useful to get in touch with basketball communities. Indeed, X is known as
a popular media for basketball fans, especially in France, with a huge community, several
media like Trashtalk, First Team, ... as well as plenty of accounts dedicated to specific
teams, journalists, casual fans, data analysis, and many others. Several accounts were
contacted and agreed to answer the survey, making this future analysis diverse and
interesting, focusing on individuals who openly describe themselves as basketball fans. The
survey will stay live for at least two weeks, enough time to gather as many answers as
possible. On the other hand, a few key personas, individuals working for the league,

journalists, and other relevant basketball personalities were contacted to get relevant insights
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from their perspective towards the LNB and its two professional leagues. Unfortunately,
none answered positively, making the survey the primary focus for this research design,

which should give us plenty of insights to work with in the following parts of this paper.

Data extracted from the survey will be analyzed and studied under various statistical tools,
including Numiqo (an online data analysis website) and Excel for the most part. Numiqo,
with no cloud storage, is the perfect way to be sure that our respondents’ data will be
protected. Most of it will be under a basic statistical approach, to discuss all the hypotheses
mentioned before the findings and raise recurring insights and patterns in the data. As for
ethical considerations, all participants will be informed about the purpose of this research,
which will be clearly mentioned in the introduction of the survey. All the responses will be
anonymous and treated with confidentiality at every step. Only their category of age will be
asked at the beginning of the survey; the rest will be strictly focused on their favourite sport
to watch as a fan. All the data will be used only for academic purposes and stored securely,

in compliance with ethical standards from previous research.

4.3 Possible limitations

Before going on with the hypotheses, certain limitations that we might face during this
research must be enumerated. Dealing with that research, the first limitation that could be
encountered is the availability of participants and their willingness to answer the survey.
Knowing that most of the participants should be individuals who are outside our inner circle,
there are no motivations to participate in that research unless the subject keeps them
interested. However, knowing the number of communities that will be contacted in that
regard, the number of responses should be enough to guarantee the validity of the data
collected and the relevance overall. One last data limitation would be the age category of
participants. By going through social medias, which are proportionally more used by
younger generations, these age categories might be overrepresented in the research having
biased results with a majority of respondents growing with social medias, thus being most
of the time more aware of these digital tools than older age categories. One last limitation
could be the time, as the research needs to be completed before a specific date, making the
data collection faster than what should be done to get a good and overall idea of it. Moreover,

the survey being in French for practical reasons, an additional time will be dedicated to
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translating it back into English, which must be considered, knowing that the translation must

convey the exact idea that was at first understood by an individual in French.

The methodological framework can also have certain limitations. Quantitative data allows
the research to be solidified with quantitative arguments by generating a large sample of
responses, with solid and relevant data. However, a survey can’t quite grasp the thinking of
an individual on a specific subject. Here again, if qualitative data is not available for that
research, it might lack more specific subjects and feelings being brought to light. Another
limitation on the same theme is the absence of relevant opinions from individuals working
in that specific area. Some realities might not be observable from an outsider perspective on
that field, but could nonetheless impact positively or negatively a thought on revitalizing the
popularity of basketball in France via marketing strategies. In light of these limitations,
methodological decisions will be described in complete transparency throughout this paper,
enabling critics to evaluate the type of approach and the results obtained in that instance.
Overall, even though these strategies can’t guarantee to face some of the limitations
introduced early on, or others that might resurface later on, this strategy should allow us to
present results and develop recommendations based on them that will be accompanied by a

certain level of validity.

5 Findings

In this part, we will cover the quantitative results we obtained using our survey. Results will
be presented in five different parts: descriptive statistics of all our respondents, a focus on
the basketball sample, a focus on the other sports sample, a comparison between the two,

and finally, a validity test for each hypothesis introduced earlier.

5.1 Overview

This part will cover the results we obtained with the survey. This part, as well as the
discussion part and recommendations, has three objectives: answering the research questions

not yet addressed in the literature review, testing whether or not our theoretical framework
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is relevant, and verifying or not the hypotheses introduced earlier. This survey, written in
French, was addressed to French sports fans classified into two parts: basketball fans and
other sports fans. In order to have relevant answers in these cases, this survey was made into
two distinctive parts: one where only basketball fans answered, and another where all other
sports fans answered. This allowed us to put questions evolving around basketball for those
who mainly follow this sport. For the others, a part of their questions was about their
favourite sport, and the other part was about basketball. This questionnaire, written in
French, will be translated for this study (Appendix 4). Respondents are from two main
sources, personal networks and online communities found on X (Twitter) for different sports,

basketball, of course, but also other popular sports such as football.

The basketball survey is composed of twenty-five questions. The first question is strictly
about demographics to better understand and classify all the participants by asking their age
category with five possible options: “Under 18 years old”, “Between 18 and 24 years old”,
“Between 25 and 39 years old”, “Between 40 and 59 years old”, and “Over 60 years old”.
The second question was used to further classify and dispatch all respondents in their
respective survey by asking “Which one of these professional sports do you follow the
most”, having to choose between “Basketball”, “Football”, “Rugby”, and “Others”. Football
and Rugby were added to give more context about the other sports that could be a part of
this broad list in “Others”, conveniently choosing two of the most popular sports in terms of
viewership and likeness in France. The rest of the survey is strictly reserved for basketball
fans only. It is organized in six different sections covering different aspects: the use of digital
tools, the things they watch or follow in basketball, their knowledge regarding the Betclic
Elite and the NBA, their quantitative consumption of basketball, qualitative consumption of

basketball, and finally, how they view their consumption and its impact on their lives.

Digital tools are there to understand how each respondent is using them in their consumption
of the sport, which platform do they use (Streaming, Social Media, Phone Application, ...),
how much do they use them, but also what would be their choice when looking for
information and learning more about their sport. This part was made in order to give us
precious insights on which digital marketing levers marketers, for basketball sports leagues
and those from the Betclic Elite, could use to deliver in the most adapted way for a receptive
audience. What do they watch gives us more context on their consumption of basketball.

Firstly, for how long they watched basketball and which league precisely. This is an essential
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part for us in order to determine the current trends in basketball and the supposed dominance
of the NBA in the realm of professional basketball, especially regarding viewership.
Knowledge of Betclic Elite and the NBA is the next point of the previous section. Depending
on what they watch and for how long, how much do they know the current NBA and Betclic
Elite, by asking them to recognize famous and performant players in each of these leagues?
The point here is to understand how much a Betclic Elite fan knows its own league of
interest, but mostly how much NBA fans know the Betclic Elite and its related players. By
asking them what their thoughts are on each of these leagues, this will allow us to recognize
the most determining aspect, in other words, the brand equity power difference between
them, to recognize them, and find those that might be missing, looking at the Betclic Elite.
The last question is oriented to better understand the motives that will push a basketball fan
to be engaged by pointing out and give a grade to four different aspects of an imaginary
league they would start to follow: “the level of competition”, “the presence of star players”,
“the atmosphere of the games” and “the identity of the league and its clubs”. Quantitative
consumption of basketball is there to picture how much a basketball fan consumes two types
of content, official games and another product, in that case, highlights of games. Qualitative
consumption of basketball is there to complete the quantitative part by asking questions
related to their preferences, whether they have a favourite team they like to follow, whether
they may also have a favourite player they like to follow, and whether they participate in a
lot of online discussions in basketball communities. How do they view their consumption
and its impact? Finally, it’s more about their personal thoughts and how that impacts their
lives, asking them if they’ve been able to meet new people in basketball communities, if they
need close relatives to be fans of basketball, and if their place of living has any impact on

their basketball consumption.

The other sports survey is addressed to sports fans who are invested in any other collective
sport than basketball, with football being by far the most represented sport. It is composed
of 23 questions. The first two questions are the same in the basketball one, being used to
distinguish basketball fans from non-basketball fans. The structure of the survey is quite
different, with two major sections: the first about their favourite sport and the second about
what they feel towards basketball. Their favourite sport is a reduced version of the basketball

survey, going back into their digital consumption, how they consume their sport, and since
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when, and finally, the accessibility of their sport. With 13 questions in total, this part is
supposed to give us insights into how each watches and views their favourite sport, regarding
certain criteria. What are they feeling towards basketball aims at understanding their position
towards basketball, and how we could consider them looking at a fan engagement scale. As
mentioned before, if, for example, you are a fan of football first, then basketball, you have
to choose only one of those two. Therefore, their relationship with basketball might be totally
different between two individuals. Here again, it starts by interrogating them on their digital
consumption of basketball, if there is one, followed by their current knowledge of the NBA
and the Betclic Elite, and finally, what could help them to further get into basketball.

For both surveys, questions are either Likert scale or multiple-choice questions that can have
multiple answers or only a single one. There are no open-ended questions in these surveys.
The survey was live for three weeks, allowing us to receive 143 responses, 6 basketball fans,
and 75 non-basketball fans. The following part will deal with all the results we obtained. We
will firstly go back into all the relevant statistics we obtained for both surveys, starting with
basketball, then non-basketball. A small third part will be dedicated to comparing questions
that have been asked in the same way to basketball and non-basketball fans, giving us room
to compare both results directly. After that, we will look back at our hypotheses made before
obtaining the results, to validate them or not, which will give us, once we’re done, the
possibility to validate or not the theoretical framework we obtained by comparing our results
with the literature review on which our framework was based. Without any answers from
relevant individuals, there was no qualitative research in this study, so we will only base our

results on our quantitative research.

5.2 Quantitative results

5.2.1 Descriptive statistics of all respondents

143 answers were recorded in total during three weeks. As mentioned already,
approximately half of the answers were recorded in the relatives, the other half in sports
communities. Out of these 143 answers, 2 were discarded. Neither one followed any

collective sport, ultimately not allowing them to give us relevant answers.
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Age classification of all the respondants

Frequency

25-39 yearsold 18-24 yearsold 40-59 years old Over 60 years old Under 18 years old

Figure 4: Age classification of all the respondents

As expected, the vast majority of our respondents (Figure 4) are between 18 and 39 years
old, with 62% of our total answers. However, we obtained more 40-50-year-olds’ answers
than expected. In terms of frequency, we can identify two groups: people aged between 18
and 59 years old, representing 85.8% of our sample, and people over 60 years old and under
18 years old, representing 14.2% of the sample. Regarding the favourite sport to watch, 68
respondents indicated basketball as their favourite sport to watch, making up 48% of our
total answers (Figure 5). Football is by a large margin the second most popular sport to
watch, with almost 30% of our answers. Rugby is our third most popular collective sport.
With too few answers for the rest, they were all regrouped under the label “Other”. A vast
majority of the answers obtained in basketball were obtained thanks to a vast participation
of several basketball communities that were contacted on X (Twitter), explaining some
differences in the results obtained that we will see later on during this part. Football fans
represent almost 58% of non-basketball fans, making sense regarding the overall popularity

of football in France. Overall, we have similar number of respondents for sports combined,
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"Which professional sports do you follow the most" ?
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Figure 5: The sport each individual follows the most

with some mentioned in a number allowing them to be studied entirely, basketball and

football.

5.2.2 Basketball sample

Let’s go deeper into our basketball survey. Knowing our sample of basketball fans is more
related to the use of social media, the age classification is overall younger (Figure 6). More
than 85% of respondents are between 18 and 39 years old. If we add those under 18 years
old, 95.6% are individuals below the age of 39. As explained earlier, this result is non-
surprising, knowing the importance of basketball communities on social media compared to
other communities that might be sometimes bigger, especially for football, but are less

reluctant to participate in this survey. What about their consumption of digital tools? The
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Age classification for basketball respondants
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Figure 6: Age classification for basketball respondents

third question’s purpose was to find the usage of digital tools. Streaming is by far the most
used tool, appearing in 56 answers (Table 1), making up for 82% of the answers. Indeed,

streaming is now a popular way to watch sports, especially when this sport is not

Table 1: Platforms used by fans to watch and follow basketball

Question 3 : “Which platform do you use to follow basketball” Frequency

Social media, Streaming 20
Social media, Official websites, Official application of the league, Streaming 12

Social media, Official websites, Streaming 8
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Question 3 : “Which platform do you use to follow basketball” Frequency
Social media, Application, Streaming, 5
Official websites, Official application of the league 4
Official application of the league, Streaming 4
Social media, Official application of the league, Streaming 3
Social media, Official websites, Official application of the league 2
Social media, Official application of the league 2
Official application of the league 2
Official websites, Streaming 2
Streaming 1
Official websites, Official application of the league, Streaming 1
Social media, Official application of the league, Streaming, Module Google 1
Total 68

broadcast on television channels. Even football, for example, has now various streaming

solutions depending on the league that you want to follow. Ligue 1 is now available on Ligue

1+, a new streaming service dedicated to Ligue 1, the Premier League is broadcast on

Canal+, and the Bundesliga and La Liga are on BeIN Sports. Even if these last two are also

channels that broadcast on television, they both have a streaming service that can be used on

any phone or computer to further get access to the content. It makes sense that the service

allowing individuals to directly watch their favourite sport is the most used, meaning that

the other 12 fans (18% of basketball fans) might not even directly watch games, but rather
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be interested in other content. Nevertheless, social media is a close second with 53 mentions
of their use in following basketball. For any basketball fan, social media and especially X
(Twitter) is one of the best tools to use to follow it, knowing how the NBA and other leagues
are using it to promote their product. You can find countless journalism-oriented accounts,
scouts or analysts digging more and providing analysis, fans sharing their passion ... One
last interesting point is that 18% of fans are using many different platforms to follow
basketball, namely streaming, social media, but also the official website and application of
the league. Following up, 52.9% of respondents indicated using these platforms several times
every day (Table 2). Only one respondent used these platforms only few times per month,

98.5% of individuals used them at least several times per week. What we can already see

Table 2 : Frequency of using digital platforms to follow basketball

Question 4 : How much do you consult these platforms Frequency %
Several times per day 36 52.94%
Several times a week 31 45.59%
Several times a month 1 1.47%
Total 68 100%

is the predominance of fast-paced information by using every platform available several
times in the day or the weak, to get it as quickly as possible. Moreover, 44 respondents (65%)
indicated in the following question that they primarily use social media in order to get
information, validating our first assessment. Respondents were asked in question 7 to grade
their response and their influence level towards digital content produced by official
organizations on a scale from one to seven, one being not impacted at all and seven, greatly
impacted. The point here was to understand whether or not content produced by a league can
have an impact on the overall interest for a team or a player, meaning that an organization

could promote its own clubs using its personal digital marketing tools. With a mean of 4.34
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and a median at 5, basketball fans are overall receptive to content published by an official

actor of basketball. Our histogram is skewed to the left with a similar frequency from 1 to 4

Influence of digital contents by official organizations

20

15

Frequency
=)

Figure 7: Would you say that digital content produced by a club or an organization can

influence your interest in a player or a team

but with the major part of respondents being at 5 or 6 on the scale (Figure 7). In order to
understand what the contents are that are interesting in the eyes of fans, they were asked to
choose their favourite type of content outside of games. With 29% of the answers wanting
highlights of games, plus 22% best actions of the day, it shows that there’s a need for quick
information here again, with highlights, but also an attraction for aesthetics. Good to know,
29% of respondents also consider podcast or basketball shows as attractive and relevant in
their consumption of the sport. One thing we didn’t discuss yet is what exactly these

basketball fans are following daily.



62

When comparing the NBA with other basketball leagues’ results, the NBA is by far the most

represented one.

Table 3: Basketball leagues the fans follow

Question 11 : The league you follow the most Frequency %
NBA 53 77.94%
Betclic Elite (France) 9 13.24%

European competitions (EuroLeague, Basketball champions 8820/
. (V]
league)

(Table 3). Betclic Elite, with only 9 respondents indicating their preference for this league,
comes second, but only 13%. European competition comes in last, maybe explained by their
schedule only happening during a part of the season, with most of the games being played
in the local championship. One interesting point to mention, though, is the relation between
the NBA and the other leagues. All the respondents who indicated following basketball for
less than three years (either less than a year or between 1 and 3 years) were NBA fans. Even
though NBA fans following it for less than 3 years only represent 17% of total NBA fans, it
shows that this league is mostly seen as a first option when considering a league to follow.
Moreover, NBA fans seem to be more attracted by digital content, especially on social
media. NBA fans seem to be more attracted by digital content from official leagues and clubs
compared to other fans (Table 4), combined with the fact that only one Betclic Elite or
European competition fan declared social media as their favourite digital platform to get

information on basketball, compared to the NBA, where 81% of respondents indicated social

Table 4: Digital content influencing the interest of basketball fans, per league
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Question 7 : Does digital content influence your interest Mean Median Mode

NBA 4.47 5 6

Betclic Elite (France) 3.78 4 2

European competitions (EuroLeague, Basketball 45 5
champions league) '

media as their favourite one. Another interesting result when looking at the differences
between leagues is their relation to having a favourite club or a favourite player. For having
a favourite club, the majority (80% for the Betclic Elite plus European Competition fan and
73% for the NBA) indicated having a favourite club to follow. However, the main difference
is with the favourite players. While 62% of NBA fans declared having a clearly identified
favourite player, when combining Betclic Elite fans and European competitions’ one, only
7% clearly identified having a favourite one. Finally, the last major comparison between
NBA fans and others is the attachment to local clubs (Table 5). Respondents had to rank
from 1 to 7 their likelihood of supporting a club that is located near their living place, with
1 being absolutely not. NBA fans seem to be less attached to this geographical bound. What
we can notice however, is basketball fans in general seems to not be much attracted by local
clubs. Obviously the predominance of the NBA has an impact on this statistic, but
nonetheless it shows that basketball fans can easily become invested in a franchise or a team
that is not located in their living area with a global mean and median at respectively 3.49

and 3.5. This is confirmed by the last question of the survey where 84% of respondents

Table 5: Likelihood of supporting a club located near the residency area

Question 11 % Mean Median Mode

Question 24 NBA 77.94% 3.26 3 3
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Question 11 % Mean Median Mode
Betclic Elite (France) 13.24% 4.44 5 6
European competitions 8.82% 4 4 4

indicated that they could support a team not located in their area. Even for the Betclic Elite,

most of the respondents indicated “I don’t know” (67%) rather than “No”.

5.2.3 Non-basketball sample

Our representation in terms of age category is indeed different from the basketball sample,
with more older people participating in this survey. This will raise possible limitations that
we will go back on later. With 73 answers in total, the age category 40-59 years old makes
up about 42.5% of the sample (Figure 8). Combining all respondents under 24 years old only
gives us 19% of respondents. However, by also taking into account the 25-30 years old
category, we obtain 41% of all respondents. As briefly mentioned before, 59% of all answers
are from football fans, followed by rugby at only 16%. Other sports account for 25%, still a
significant amount, showing that, despite the dominance of football, many different sports
are mentioned over the sample. Looking at their digital consumption, social media remains
the most used tool to follow their sport with 56% usage (Table 6). Nevertheless, it is only
mentioned by itself making it for other sports’ fan a much valuable asset in their consumption
of their sport. Television is the second most mentioned, with 22 respondents using it to watch
their sport, 31% of all respondents. However, when looking at news or information, 53% of
respondents are privileging the internet over social media, at only 20%, even though this
result is mainly influenced by the fact that none of the respondents with a sport included in
“Other” chose social media, probably linked to the different age categories compared to the

basketball sample. Out of 44 respondents above 40 years old, only 3 chose social media as
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Age classification for other sports' respondants

0 40-59 yearsold  25-39 yearsold Over 60 years old 18-24 years old Under 18 years old

Figure 8 : Age classification for other sports’ respondents

Table 6 : Platforms fans use to watch and follow their sport

Question 3 : Which platforms you use to watch

your sport Frequency %
Social media 42 56%
Television 14 18.67%
Streaming, Television 5 6.67%
Official application 5 6.67%
Streaming 4 5.33%

Television, Other 2 2.67%
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Question 3 : Which platforms you use to watch

your sport Frequency %

Official website, Television 2 2.67%
Official website, Streaming, Other 1 1.33%
Total 75 100%

one of their digital tool for following their sport. By only looking at respondents below 39
years old, social media makes up 39% of the answers. More on their consumption of their
sports, 96% of respondents have already gone to live games of their sport, showing that these
fans are committed enough to support their team or sport. Another interesting question is the
accessibility of their sport overall on a scale from 1 to 7, with 7 being very accessible.
Overall, the mean and median are 6, meaning a high number of 7, being the mode in this

sample. By looking and comparing between sports, “Other” sports are those with the lower

Table 7: Accessibility of a sport graded from one to seven

Question 2 Frequency % Mean Median Mode
Question 11 Football 44 58.67% 6.18 7 7

Other 19 25.33% 5.58 6 7

Rugby 12 16% 6 6 7

mean at 5.58 (Table 7). However, with a mode of 7, some sports might undermine the results,
explaining a lower mean compared to the other sports. The rest of the survey is more centered
around discovering a new sport, basketball in our case. The first question was about the

importance of having good accessibility when discovering a new sport. With a mean of 5.59
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and a median at 6, respondents consider the accessibility of a sport as an important factor.

Our distribution is greatly skewed to the left (Figure 9), with the vast majority of answers

Importance of the accessibility of a sport

25

20

15

Frequency

10

From 1- Not important to 7- Very important

Figure 9: Distribution of the importance of accessibility in a sport discovered

being between 5 and 7. Dealing with their exposure to basketball content, the distribution is
quite well distributed (Figure 10). However, it tends more towards 7 than 1; there’s still an
exposure to basketball content in France. In the same category of question, when asked if
digital contents could incite them to start following basketball, respondents rated overall 3.6
(out of 7, with 7 being absolutely) with a median of 3. Going more into details, we see that
35 respondents answered between 4 and 7, making up for 47% of the answers. When asked
what content they would use to follow their sport, there’s a clear dominance of game
highlights (Table 8). 65 respondents would use game highlights as one of their content or
the only way to follow basketball, making up for 87% of total answers. The next four
questions are focused on their knowledge of Betclic Elite and the NBA. They were asked to
recognize players from these two leagues. While only 27% didn’t know any players, 71%
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Figure 10: Distribution of the exposure to basketball content’
Table 8: Types of content used to follow basketball
Question 16 : What type of content would you use Frequency %
Game highlights 26 34.67%
Game highlights, Podcasts or TV shows on basketball 10 13.33%
Game highlights, Social media accounts of teams or players 9 12%

Game highlights, Podcasts or TV shows on basketball, Social
8 10.67%

media accounts of teams or players

Press articles or specialized magazines, Game highlights,
8 10.67%

Podcasts or TV shows on basketball
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Question 16 : What type of content would you use Frequency %

Press articles or specialized magazines 4 5.33%
Press articles or specialized magazines, Game highlights 4 5.33%
Podcasts or TV shows on basketball 2 2.67%
Total 75 100%

didn’t know any Betclic Elite players; not one person knew all five players (who were each
elected as the best player at their position for the 2024-2025 season). Finally, according to
this sample, the level of competition is the most important aspect when choosing a basketball
league to follow, followed by the media coverage at 23%. But why do these sports fans not
follow basketball? When asked why basketball is not their favourite sport, 57% declared that
they were interested in this sport but without any will to get more involved, 35% were just
not interested in that sport, and 8% were interested but without knowing where to find
information about that sport. These different reactions can trigger different motives that
appear on the fan engagement scale, easily shown in another question. Respondents were
asked if the broadcast of basketball on major French TV channels could influence their
interest in this sport by rating out of 7 (with 7 being absolutely). Respondents who had no
interest in basketball rated it at 4.04 overall, respondents who were interested but not looking
to get more involved rated it at 4.74, and those who were interested without knowing where

to find information rated it at 5.83.

5.2.4 Comparison between the samples

Let’s now look at the questions we had in common between both surveys and study their
results. For more clarity, every sport other than basketball was indicated as “Other” to
facilitate the comparison between our basketball sample and our other sport sample.

Participants were asked this question: if they were to discover a new league of their favourite



70

sport, how would they rank out of 7 the importance of four different aspects, the level of
competition, the presence of star players, the atmosphere, and the identity of this league or
clubs. As exposed in Table 9, the results are much different. Firstly, basketball fans ranked
them higher than other fans. Knowing that, looking at the standard deviation also reveals a
dispersion of answers more important for other fans here again on all aspects. Therefore,
comparing the results of basketball fans with those of other fans seems tricky, knowing that
these two populations might not have the same scale in mind. For both samples, the level of
competition is the most important factor. However, when basketball fans consider the
presence of star players as an important factor for their interest, others only rank it as the

third factor in

Table 9: Factors raising interest when watching a new league/competition graded from one

to seven

Std.

Frequency Mean Median Deviation

Question 15 - Level of

. Basketball 68 591 6 1.06
competition
Other 75 5.15 5 1.5
Question 15 - Star Players Basketball 68 5.5 5 1.37
Other 75 3.8 4 1.75
Question 15 - Atmosphere Basketball 68 4.9 5 1.43
Other 75 4.53 4 1.73

Question 15 - Identity Basketball 68 4.81 5 1.43
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Std.

Frequency Mean Median Deviation

Other 75 3.44 3 1.8

explaining their interest in the league. Finally, in both samples, the identity of the league is
seen as the least important factor. Unsurprisingly, the level of competition remains the most
important aspect, but this analysis gives us few insights: star players is an aspect far more
present in basketball than other sports and could be used to advertise a league, whereas the
identity is more considered as a secondary asset, that can further extend the brand equity of
a league but never explain in the first place the interest for it. Each sample was asked some
quick questions to understand more about their behaviour and their feelings as sports
consumers. When asked if they had already purchased merchandise from their favourite
team/league, the majority of basketball fans, 82.3% had already done it. On the other hand,
even though the majority is still here, 61.3% of non-basketball fans. Finally, regarding their
geographical attachment, other sports fans seem to be more attached to supporting clubs in
their area (Table 10). When asked if they are more likely to support a team located where

they live, other fans on average rated it a 4.57, with more diverse results considering the

Table 10: Likelihood of supporting a club located near the residency area graded from one

to seven
Question 2 Mean Std. Deviation Minimum Maximum
Question 24 Other 4.57 2.46 1 7
Basketball 3.49 1.63 1 7

standard deviation. On the other hand, with a much lower average and standard deviation,
basketball fans seem to be more convinced by their capability to support a club abroad or at

least not in their living area. This is confirmed by the following question asking them if they
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could support a team without any proximity. 83% of basketball fans voted yes, meanwhile

only 60% of non-basketball fans agreed with that statement.

5.3 Hypothesis testing

5.3.1 Hypothesis 1

HI: A greater exposure to digital media is positively correlated with the engagement level

when being fan of a basketball club

To test this hypothesis, two scores were built using questions from the survey. We only
considered basketball respondents who declared supporting one or more clubs in their

favourite leagues.
Engagement level
Four questions were used to build the engagement level score.

“How often do you watch full basketball games?” and “How often do you watch game
highlights and/or summaries? These two questions had the same possible answer choices
(every day, every week, a few times a month, less than once a month, never). We transformed

every choice into a numerical value, from 1 “Every day” to 0 “Never”.

“Would you continue to follow this sport if no one around you was interested in it?”” Four
possible answers: “Yes”, “Yes and it’s already the case”, “I don’t know”, and “No”. These
results were transformed into numeric values, but using only 3, indeed, both yes answers

were considered, 0.5 for all “I don’t know” answers, and 0 for “No”.

“Have you ever purchased merchandise related to your favourite team/league? Two possible

answers, “Yes” or “No”, with numerical values, gave us 1 or 0.

“How long have you been watching your favourite league?”. Five possible answers all

transformed into numerical values from 0.2 “Less than a year” to 1 “More than ten years”

We will nevertheless ponder all the values depending on their importance. This ponderation
is not based on any clear literature but a reflection of all the consultations made during the

literature review.
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Engagement level = wl X Q1+ w2 X Q2+ w3 X Q3+ w4 X Q4+ w5 X Q5

With :

Q1 = Full games watched
Q2 = Highlights watched
Q3 = Psychological loyalty
Q4 = Financial loyalty

Q5 = Time loyalty

And :

wl=0.4

Watching games regularly is maybe the most important factor that a league will search for.
w2 =0.1

Watching highlights is sometimes a first step, an easy way to start following a league without
taking too much time, a factor but not a determining one that could justify an important

engagement level.
w3=0.1

Psychological loyalty is an important factor, showing how much individuals are able to

follow their passions despite a potential lack of interest from their closed relatives.
w4=0.2

Having a financial support is strictly by numbers only one of the most efficient ways to show

engagement towards a league.
w5=0.2

Time loyalty means that a consumption for a specific amount of time directly impacts the
sum of engagement throughout the years. To not penalize younger generations that might be

really engaged without time to support it, we chose to ponder it by 0.2
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Digital engagement
Again, four questions from the survey were used.

“Do you participate in online discussions or communities about the league or championship
you follow? If yes, how often?” Likert scale from 1 “Never” to 7 “Very often”. Here again,

the results were divided by 7.

“Would you say that the digital content from clubs or leagues influences your interest in a
player or a team?” Likert scale from 1 “Not at all” to 7 “Absolutely”. We divided the results

by 7 to get on the same scale as the other questions.

“On which numeric platform do you follow basketball?” Four answers are possible; we did

a sum of the results and then divided it by four to get on a zero-to-one scale.

“How much do you consult these platforms?” Four answers are possible, we put it on a 0 to

1 scale from 0 “Never” to 1 “More than one time every day”.

Digital engagement = wl X Q1+ w2 X Q2+ w3 X Q3+ w4 X Q4

With :

Q1 = Participation in online discussions
Q2 = Digital influence

Q3 = Digital platforms used

Q4 = Usage of digital platforms

And :
wl=0.3

Participation in online discussions is a good indicator to show whether or not the fan is
engaged in his sport, by not only watching it but debating it with other fans on many

occasions.
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w2=0.2

Even though digital influence is interesting to be considered, Q1 and Q4 seems to be more
impactful because we know more about their current consumption of digital platforms to

follow their sports.
w3=0.2

The number of digital platforms used was only put at 0.2 because using a lot of different
platforms doesn’t necessarily translate the fact that you use them a lot. However, it still

remains a good indicator.
w4=03

Unlike w3, w4 directly shows the number of times an individual is using digital platforms.

Similarly to w1, it is a better indicator of their actual consumption.

Table 11: Correlation analysis coefficient and p-value

Fan engagement and Digital engagement 0,13 ,299

We then looked at the correlation between these two scores: fan engagement and digital
engagement. The Shapiro-Wilk test was used to determine their distribution. With a p-value
< 0.05 for both variables, we considered our distributions as deviating from normality,
making us use the Spearman test with a significance level of 0.05. The coefficient of
correlation is at 0.13 (Table 11), suggesting a low and positive correlation. P-value = 0.299
> 0.05; therefore, we cannot reject the null hypothesis stating there are no correlations
between these two variables. The graphic result (Figure 11) shows indeed a low correlation
between digital engagement and fan engagement. However, looking at our results, we cannot

conclude that there are any correlations between digital and fan engagement.
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Figure 11: Correlation analysis between digital and fan engagement

By doing a regression analysis, we do not observe a relevant positive relationship between
digital engagement and fan engagement. For that we used the two scores used in the
correlation analysis. With a R-value at 0.13 (Table 12), the results is quite clear and confirm

the results

Table 12 : Linear regression analysis

R R? Adjusted R? Standard error of the estimate

0,13 0,02 0,00 0,11
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obtained in the correlation analysis. Moreover, R? at 0.02 indicates that only 2% of the
variance in our dependent variable (fan engagement) can be explained by our independent

variable (digital engagement).

5.3.2 Hypothesis 2

H?2: Basketball fans are more likely to use social media to follow their sport compared to

sports fans who rely on more traditional media

Analysing this hypothesis was done using our results obtained from the different digital
platforms used. According to the results obtained in Question 4, “Which platform will you
prioritize when looking for information about your favourite sport”, and what was already
addressed earlier, there’s a major difference between the consumption of social media and
traditional media between these two populations. Basketball fans are more eager to use more
modern platforms compared to other fans, using the internet and the official website of the
league, whereas social media is by far the most used tool for basketball. We can therefore
validate our hypothesis: basketball fans are indeed more subject to the use of social media

when following their passion.

Table 13: First platform used when looking for information

Basketball Other Total
Streaming 4 0 4
Official application 9 0 9
Social media 44 15 59
Official website 5 11 16

Internet 6 40 46
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Basketball Other Total
Other 0 2 2
Media 0 7 7
Total 68 75

In order to complete our answer let’s look at the type of accounts respondents, that indicated
choosing social media as their first platform used when looking for information, follow.
Answers were transformed into numeric values. We firstly performed a Levene test and
Brown-Forsythe test of variance equality. Our null hypothesis state there is no difference
between the basketball group and the the other one. For both tests, we obtain a p-value =
0.113 > 0.05 (Table 14). We consider our two samples to have similar variances. The t-test
showed us significant differences between our samples. With a test statistic at 2.62 and a p-
value < 0.05, confirmed by Cohen’s d at 0.83 (Table 15), the difference between our samples
is statistically proved and meaningful in practice. Not only more basketball fans follow
social media in priority when checking news and get information, these same basketball fans

follow more types of accounts compared to other fans.

Table 14: Variance equality test

Test F dfl df2 p

Levene's Test (Mean) 2.60 1 55 113

Levene's Test (Median) 2.56 1 55 A15
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Table 15: T-test for independent samples

Cohen's
t df p d
Number of types of followed  Equal 2.62 55 011 0.83

accounts on social media variances

5.3.3 Hypothesis 3

H3: The brand equity of the NBA is greater for any fans of basketball, including LNB fans

The four components of brand equity identified by Gladden & Milne (1999), Brand

awareness, Perceived quality, Brand associations, and Brand loyalty, were used.
Brand awareness

Answers from the non-basketball fans’ survey were used to get opinions that wouldn’t be
biased by their preferences, even knowing the number of NBA fans compared to Betclic
Elite fans in the basketball survey. In questions 17 and 19, each respondent was asked to
recognize five players elected as the best five in the NBA and in the Betclic Elite. We first
transformed the results into numerical values by counting the number of players found for
each respondent. Then this result was divided by five to give us the grade out of 1 (2 players
found equals to 0.4). Each number gave us the average grade for each league and the brand
awareness. Even though there are many other factors explaining the brand awareness, we

considered only a small number of factors for each component of the brand equity.
Perceived quality

In the basketball survey, questions 13 and 14 asked to give qualities to the Betclic Elite and
to the NBA with a maximum of five choices (Modern, Spectacular, Competitive, Easy-
access, Famous). The last choice was “None of the proposed choices”. Each of these answers
was rated with a zero. By counting the number of qualities divided by five, we obtained for
each respondent a grade out of one for each league. However, knowing that the relative

weight of NBA fans is far greater than Betclic Elite’s, using the average of every basketball
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fan would be detrimental to the less popular ones. To erase that difference, each league was
calculated separately (in the case of Betclic Elite, for example, a grade by NBA fans and a
grade by Betclic Elite fans, with the same process for the NBA). Then an average was done
for the Betclic Elite and the NBA, giving us two values not impacted by the different sizes

of each fanbase in the survey.
Brand associations

Instead of looking at a typical association, we decided to go with the approach of looking at
what the impact of a brand association is through buying merchandising, in other words, to
what extent does having a strong brand association for each league give them the power to
make their fans purchase assets from their brand. Question 23 from the basketball survey
was used, asking each individual if they had already bought merchandise from their favourite
team/league. “Yes” or “No” were transformed as numerical values, with “Yes” being 1 and

“No” being zero.
Brand loyalty

In order to determine the brand loyalty, three different parameters were used, namely how
long a respondent watched their respective league (question 10), the frequency of watching
a game of basketball (question 16), and the frequency of watching highlights. By
transforming all these values into numeric ones and then putting them on a zero-to-one scale

we can now use them.

We introduce the names of these three values :

Q1: For how long has an individual watched his favourite league
Q2: The frequency of watching basketball games

Q3: The frequency of watching highlights

We obtain this formula :

Brand loyalty = wl X Q1+ w2 X Q2+ w3 X Q3
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ol: We fixed it at 0.30. Even though seniority is a good way to measure brand loyalty, it

doesn’t give us enough details on the daily consumption of the sport.

®2: We fixed it at 0.60, being the most accurate way to describe a fan loyalty on a short-

term basis.

®3: We fixed it at 0.10. Watching highlights regularly is a good way to support the sport,
but it doesn’t hold the same weight as watching a full game or viewing a league for a long

time.

Even though arguments could be made for other fixed ponderation, this one seems to
highlight the consensus established in the survey, with easier access to highlights compared
to games, for example, but also a way to erase a bit the age difference between all
participants. A 25-year-old individual has more chances than an 18-year-old one to be a fan

of a sport for more than ten years.
Results

Following our previous calculations, we obtain these results (Table 16 ). We observe indeed
a stronger brand equity coming from the NBA at 2.66 compared to 1.97 for Betclic Elite.
Our hypothesis stating that the NBA has a stronger brand equity than the Betclic Elite is
confirmed, even though, as mentioned before, this is a simplified study of brand equity. What
we can mention also is that on average, Betclic Elite fans gave on average more qualities to

the NBA compared to the Betclic Elite, especially in terms of “popularity” and

Table 16: Scores results for each aspect of Brand Equity

NBA Betclic Elite
Brand awareness 0.38 0.10
Perceived quality 0.70 0.37
Brand associations 0.85 0.78

Brand loyalty 0.73 0.72
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NBA Betclic Elite

Brand equity grade 2.66 1.97

“spectacular”, a good demonstration of the power and brand equity the NBA has in the field

of professional leagues of basketball in France and globally worldwide.

5.3.4 Hypothesis 4

H4: Basketball fans are more capable of being attached to a team that is not located near

their residency area, especially for younger generations

For the first part of the hypothesis, let’s look at two different questions that were common

in each survey.

“ Are you more likely to support and be a fan of a club located in your living area ?”.
Respondents had to grade their likelihood from one to seven. As already done before, we

transformed it by dividing all the results to get a grade out of 1.

“Could you become a fan of a team without any geographical proximity to you ?”. Three
choices were available: “Yes”, “No”, and “I don’t know”. In order to use these results, we
transformed them into numerical values. Because in the previous question, people who could
become fans of remote clubs put their answer around 1 to 3, every “Yes” was transformed
into 0, “I don’t know” into 0.5, and “No” into 1. This should clearly define which individual

won’t support a remote team, no matter if their previous answer didn’t define it properly.

We obtained these results (Table 17). Indeed, we observe a much smaller mean for basketball

fans compared to others (0.59 vs 0.97). However, we can see that the standard deviation is
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Table 17: Scores for fandom despite distance

Std.

Frequency Mean Median Deviation Minimum Maximum

Score Other 75 0,97 0,86 0,68 0,14 2

Basketball 68 0,59 0,57 0,36 0,14 1,71

higher for other fans, meaning more diverse values. This difference is even more obvious
when looking at it graphically (Figure 12). We directly see more diverse values for “Other”
and a much smaller range for basketball. This can be explained by the diversity in sports,
despite an important part of football fans, who explain that diversity inside this sample.
According to the result, basketball fans seem indeed more capable of supporting teams
outside of their living area, but do we have a pattern of this attachment to remote teams

depending on the age category?

For the second part of this hypothesis, we will use the same score but adapt it to the age
category without taking into account the favourite sport. With five different age categories
“Under 18 years old”, 18-24 years old”, “25-39 years old”, “40-59 years old”, “Over 60
years old”, we transform all these into numerical between 0 “Under 18 years old” to 1 “Over
60 years old”, the rest being respectively at 0.25, 0.50 and 0.75. We obtained a p-value
<0.001 for both variables, meaning our distribution does deviate from normality. We will

use the Spearman test to study the correlation between these two variables, with a



84

Score

Basketball Other

Figure 12: Boxplot for basketball fans and other fans’ scores

significance level at 0.05. We state our null hypothesis as there is no correlation between

these two variables. We obtain these results (Table 18) :

Table 18: Correlation analysis coefficient and p-value

Correlation analysis -0,03 ,697

With a correlation coefficient of -0.03, it suggests a negligible negative correlation, meaning
that as the age increases, the score of not supporting a remote team decreases, but in a
meaningful way. With a p-value = 0.697 > 0.05, this negligible correlation is still considered
to be due to chance; the null hypothesis, therefore, is not rejected. These results showed that

there was no correlation between age and the ability to support a remote team. By looking
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at it graphically, we indeed don’t see any clear pattern or correlation between these two
variables (Figure 13). Finally, while basketball fans are showing more potential to support
teams not located in their living area, we cannot conclude that age has an impact on the

ability to support this type of team.
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Figure 13: Correlation analysis

Our regression analysis confirms the non-existing correlation. With a R-value and R?

Table 19: Linear regression analysis

R R? Adjusted R Standard error of the estimate

0,01 0,00 -0,01 0,58

below 0.01, age categories do not explain at all the variation observed in being able to

support a team located far away from the residency area of the fan.
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5.3.5 Hypothesis 5

H5: A greater exposure to basketball content can increase the probability of developing an

interest in that sport

In order to test this hypothesis, we decided to construct two composite indices using
questions in the survey for non-basketball fans. Before starting to develop on that matter
some methodological justifications need to be addressed first. Firstly, all variables used in
this study were transformed into numerical values if not already the case, then put on a
common zero-to-one scale. These indices were not clearly validated during the literature
review, but a way to explore a methodological approach and base the exposition to basketball
content, as well as the probability of developing an interest in that sport, the two main
dimensions, on several questions addressing different aspects of these two. Building the

exposure and interest in basketball required combining five questions :

“ Have you ever been exposed to basketball content (games, highlights, shows)?” Originally
a Likert scale asking respondents to rank their exposure from 1 (Not at all) to 7 (Absolutely),

every value was divided by 7.

“The AII-NBA First Team (the best players at each position) of the 2024-2025 season is
composed of the players listed below. Check those you recognize or have already heard of.”
Respondents had to pick the players from the first team All-NBA whom they recognized
with a maximum of 5. Results were transformed as the number of players found, then divided
by 5 to get on a zero-to-one scale (for example, finding three players is equal to 0.6. For

question 19, the same process was used, but with five Betclic Elite players this time.

“How did you come to know or hear about these players?”. Respondents could select a
maximum of eight reasons for how they learnt about a player’s existence. To simplify this
method, every reason was given the same weight. Once divided by eight, each result was on

a zero-to-one scale again.

Finally, values from questions 17 and 19 were averaged, how many players on average, a
respondent found, the same thing for questions 18 and 20, in average, through how many
factors they heard of these players. The sum of the exposure to basketball content, the

average of players recognized, and the average of give us our first factor.
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Building the perceived engagement criteria required three different questions :

“Could digital content (websites, articles, advertisements, etc.) encourage you to take an
interest in basketball?”. This question was originally a Likert scale out of seven. Here again,

the result was divided by 7 to be put on the same scale.

“Why is basketball not your favourite sport?”. Originally with three different answers (non-
numerical values), all answers were transformed into numeric values (0, 0.5, and 1), with

one being an individual having more interest in basketball.

“Could the broadcasting of basketball games on major television channels (TF1, France 2,
etc.) influence your interest in this sport?”. This question was a Likert scale out of 7. Same

as previous questions, the result was divided by seven to get the same scale.

By doing the sum of these three answers, we obtained our second factor, the perceived
engagement criteria. Let’s now conduct normality tests, using the Shapiro-Wilk one. We

obtained these results for both factors :

Table 20: Shapiro-Wilk normality test for both variables

Statistics p
Exposure and interest in basketball 0,09 ,557
Perceived engagement criteria 0,97 ,123

According to the Shapiro-Wilk normality, with a p-value > 0.05, we don’t reject the null
hypothesis (HO) for both factors, making us deal with two distributions that we can consider
as normal. We then use the Pearson correlation, used for two normally distributed variables,

with a level of significance at 0.05.

Table 21: Correlation analysis coefficient and p-value

Exposure and interest in basketball and Perceived engagement criteria 0,29 ,012
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With a p-value at 0.012 < 0.05, we reject the null hypothesis stating that the correlation is
zero. The correlation coefficient is at 0.29, indicating a low, positive correlation. When
looking at it (Figure 14), we can’t observe a correlation visually, confirming our correlation
coefficient of 0.29. We conclude that even though there is a low correlation observed,
statistically significant, it seems unlikely that these two factors are correlated or having any

causation.
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Perceived engagement criteria
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Exposure and interest in basketball

Figure 14: Correlation analysis between exposure in basketball and engagement

Our linear regression analysis give us more context on this relation between those scores.

Table 22 : Linear regression analysis

R R? Adjusted R? Standard error of the estimate
0,29 0,08 0,07 0,58
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With R? at 0.08, 8% of the change in the interest for basketball score can be attributed to the
exposure of basketball content, thus, validating our first conclusion stating that even though
a low correlation is observed, we cannot confirm that the exposure to basketball content can

positively impact the interest for that sport.

5.3.6 Hypothesis 6

H6: Greater media coverage and broadcasting accessibility can positively influence fan

engagement
We will look at our non-basketball sample for this hypothesis and build two scores.
Fan engagement

In order to test different patterns of fan engagement, we will not exactly use the same metrics

as used in H1, for example. Three questions were used :

“Have you already watched live games of your favourite sport ?”” Two answers, originally
“Yes” or “No”, were converted into numerical values 1 and 0 to further accentuate

differences in fan engagement.

“Have you already bought merchandising from your favourite league or club ?”” Same pattern

as last question, with 1 and 0 as numeric values.

“How long have you been following your favourite sport?”” A similar question to what was
already used in previous hypothesis tests. No ponderation was done here to avoid having too
many stacked values, and as mentioned already, accentuate the differences to easily test a

possible correlation.
Broadcasting accessibility
Two questions were used here :

“How accessible is your favourite sport in terms of watching games, highlights, interviews,

etc.?” Originally a Likert scale from 1 “Not at all” to 7 “Very accessible”.

“If you wanted to discover a new sport, how important would it be for you that the content

is easily accessible?” Originally a Likert scale from 1 “Not at all” to 7 “Very important”.
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By using these two scores and averaging, both got us a way to transcribe the accessibility of
their current sport, but also how they would rate the importance of accessibility if they had
to watch another sport. Both variables were tested with the Shapiro-Wilk test. Both had a p-
value <0.05, legitimating that both variables didn’t follow a normal distribution. Using a

Spearman’s correlation analysis with a significance level of 0.05 gave us these results :

Table 23: Correlation analysis coefficient and p-value

Fan engagement and Accessibility -0,07 ,534

With a correlation coefficient at -0.07 and a p-value > 0.05, we can conclude there is no
correlation between those variables, and even if it were the case, this would be likely due to
hazard, knowing the p-value we obtained for this Spearman correlation analysis. Fan

engagement and accessibility don’t seem to be correlated; we reject our initial hypothesis.

6 Discussion

In this chapter, we will go back and elaborate more on the results we obtained in the previous
part. Interpreting these results will give us the occasion to compare them with findings in
our literature review, consider all the implications, and recognize the potential limitations of

this research.

6.1 Interpretation

With 143 answers in total and only two discarded, a quite similar sample size for both

basketball and non-basketball fans, the diffusion of the survey using several sources was
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efficient. Reaching out to younger generations was one of the objectives of this survey, and

with 62% of respondents younger than 39 years old, it shows it.

Looking at our basketball results, what stands out directly is that we mostly had answers
from young individuals, 85% being younger than 39 years old. Indeed, reaching out to online
communities on social media, X (Twitter), especially, impacted our age categories’
distribution. From the digital marketing perspective, streaming and social media came out
as the platforms with the biggest usage by far, with 20% only using these two together, and
an overall low usage of mobile applications. Not only are they by far the most used platform,
but they are also used daily for 53% of respondents, 98.5% at least several times per week.
Social media is one of the most used platforms, but it is also considered useful. 65% indicated
social media as the first platform they use when looking for specific information, and
organizations have their place on it, having a medium influence on respondents’ behavior
and interest. Without much surprise, our basketball sample was mainly composed of NBA
fans, only 9 answers by Betclic Elite is indeed lower than what was expected, potentially
affecting the results of our research. Nonetheless, this disparity was addressed throughout
the results, and overall shows the lack of Betclic Elite fans’ implementation on social media.
The consumption of basketball games is also important, with 74% at least watching one per
week, but the consumption of highlights was also massive, with 74% watching it at least
once per week. There were not many differences between NBA fans and other basketball
fans, except for the likelihood of supporting a player. While 62% of NBA fans had a favorite
player, only 7% of the other fans declared having one. Here again, it shows that the NBA is
gifted at making basketball players more than just athletes, sometimes elevated to an “icon”
status, something that is not the case in Betclic Elite. One last interesting insight we had was
that the attachment to local clubs was greater for non-NBA fans. Overall, the basketball
sample had positive results regarding our initial comments, whether that can be on the usage

of digital platforms, the powerful brand equity of the NBA, the fandom of certain players ...

The sample of non-basketball fans was quite different and complicated some aspects of the
research. The age categories’ disparity was not the same at all, with 42.5% of respondents
being between 40 and 59 years old, a liability that was addressed nonetheless on the previous
part on several aspects. Social media remained the top-used platform, but streaming only
collected 10 answers, meaning that other than other sports fans, who used different services

to watch games live or didn’t fully understand the notion of streaming. The first option is
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more relevant considering television as the second most mentioned digital tool used to watch
and follow their sport. Might be due to the age difference but unlike what was observed in
the basketball sample, internet search was the primary tool used to get access to information.
The accessibility of their sport was a very interesting insight, firstly most respondents
considered their sport as easy to follow and watch, secondly the accessibility of a sport was
considered as important, rated at 5.59 out of seven. Similarly to what was found in the
basketball survey, game highlights are also considered as great content and useful ones by
87% of respondents. That NBA Brand Equity power and massive awareness compared to
the Betclic Elite was also demonstrated in this part of the survey, with more NBA players

recognized by more different channels.

The last part of our quantitative results addressed questions that were in common in both
surveys. With much higher grades gave by basketball fans overall, when asked what would
they rate different factors of interest for a new league/new sport, level of competition was in
both cases the higher rated aspect but the main difference was Star players, rated overall at
5.5 out of seven by basketball and 3.8 by other fans. Until now the answers obtained made
sense on what was advanced before, especially on the basketball part but also highlighting
the differences that exist between individuals consuming an American sport like basketball

and other sports that are more European for most of them.

While the overall statistics results allowed us to describe and understand the context of our
samples, the hypotheses testing was there partially validate or not the theoretical framework

exposed just before.

The first hypothesis we tested was the exposition to digital media being positively correlated
with the engagement level. Using scores regrouping different questions, something that was
done in almost every hypothesis testing, was a way to uncover various different elements
that might be encapsulated in one context or term like the fan engagement for example.
Nevertheless, we didn’t find any correlation, at least moderate, confirmed with our p-value
results indicating a possible correlation mostly due to hazard or chance. Therefore digital
media doesn’t seem to be by itself a factor that could be related with a certain engagement
level. It doesn’t erase the fact however that the exposition was more important for basketball

fans especially when considering the amount of social media answers.



93

The second hypothesis was that basketball fans are more subject to the use of social media
in their daily following of their sport. Our quantitative results determined that aspect and

validated it with a much higher consumption and preference for social media.

The third hypothesis dealt with the Brand Equity of the Betclic Elite and the NBA. In order
to link our results with the literature review especially Gladden & Milne (1999), a score was
built using partial aspects of every components identified : brand awareness, perceived
quality, brand associations and brand loyalty. In order to erase the differences in the size of
NBA fans and Betclic Elite fans that could be an issue on the interpretation for certain
answers, using average results in each sample separately and then assess the differences was
done. The results obtained are clear: the Brand Equity is stronger for the NBA compared to
Betclic Elite. Moreover, even Betclic Elite fans rated the NBA, giving more qualities, for
example. Overall this hypothesis was validated, firstly by the insights covered in our

quantitative analysis and our scores built using the four components of brand equity.

The fourth hypothesis, initially planned as two different hypothesis was merged knowing the
similar subject they were dealing with. In order to study if basketball fans are more subject
to supporting a team remotely located, a score was built using several questions between
basketball fans and other fans. Results were clear on that side, with an easier propensity from
basketball fans to support these kind of teams. Obviously the presence of many NBA fans
explain these results but they are consolidated when looking at Betclic Elite fans and
European’s one, also showing an easier access and support for teams located outside their
living area. The second part of the hypothesis dealt with the same aspect but translated to
the age categories. However, no signs of correlation between age and the capacity to support

teams not located in their area, thus making this hypothesis partially validated.

The fifth hypothesis dealt with displaying a correlation between exposure to basketball
content and the probability of developing an interest in that sport. Both variables were built
as a score. The correlation analysis indicated a medium positive correlation between these
two variables, with a correlation coefficient of 0.29. Therefore, that hypothesis was partially

validated; we indeed observe a correlation, but not strong enough to validate it completely.

Finally, the last hypothesis aimed at proving the correlation between media coverage and
fan engagement. Nevertheless, results were clear, with no visible correlation, mostly due to

random factors in any case.
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Out of six hypotheses made, two were validated, two partially validated, one aspect out of
two for one, and a not high-enough correlation for the second one, and two were not
validated. Nevertheless, this survey not only brought valuable insights but enabled us to
better understand the process of being a fan and all its implications on the choices made by

each individual to follow their passion for the sport they love.

6.2 Comparison with the literature review

6.2.1 Brand equity

As a quick reminder, brand equity was the first aspect we covered during our literature
review. Keller (2003) mentioned two different measures of brand equity, a direct and an
indirect one. With this survey, the purpose was to use both of these measures and study
Brand Equity over different angles to better capture it. By doing so, we’ve been able to
partially measure, for example, the Brand equity of the Betclic Elite and the NBA separately,
but also looking at the impact it had on consumers’ decisions and what resulted from it, being
a remote fan, looking out for specific features in a new competition, buying merchandise,
etc. However, we didn’t use in our quantitative analysis the more financial aspect of the
brand equity developed by Isberg & Pitta (2013). The main work used in this part was the
brand equity model developed by Gladden & Milne (1999). The main differences between
this model and the one we tested during our research were that the usage of digital marketing
could trigger motives and create fan engagement. One point uncovered was the efficiency of
digital strategies from official organizations being seen as impactful by basketball fans,
especially for those in the NBA. Nevertheless, the model done by Gladden & Milne took
into account more parameters to explain each factor of Brand Equity, using the so-called
antecedents as a vector that would impact them. The point here was not to confront and
stipulate that these antecedents would not result in higher brand equity, but more to assess
the presence of another factor, digital marketing, that could bring more fans to take interest
in a league, ultimately generating sport experiences that would positively affect brand equity.
The six different consequences identified by Gladden & Milne were partially looked at in

our analysis. We indirectly saw, thanks to the non-basketball survey, that there are various
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levels of media exposure, which is not the case for basketball in France. Some respondents
even highlighted a lack of accessibility. With a national media exposure being a consequence
of a strong brand equity, a low media exposure can be interpreted as having a low brand
equity. For merchandising, our results highlighted a propensity to buy items at a higher rate
for NBA fans compared to Betclic Elite fans and European competitions’ fans. Only one
factor from the three identified by O’Reilly et al. (2015) was used in our analysis, being the
overall strength of the brand. The other consequences were not covered but will be discussed

later on.

The aspects we covered and the analysis we made, confirming the domination of the NBA
compared to the Betclic Elite support Keller’s pyramid and Gladden and Milne’s model,
confirming the importance of brand equity theorized in the CBBE model for the NBA with
a progression through different stages of brand equity, a better recognition of these players,
clubs, a clear association with positive values, “spectacular”, “competitive”, “accessible”,
positive responses to narratives pushed by the league making basketball fans achieving
resonance, the highest level of brand equity from a consumer’s perspective. Every aspect
was demonstrated in the course of the survey and its analysis, displaying even more the
difference between the Betclic Elite and the NBA. It also reinforces the brand equity viewed
as a cumulative result of branding, storytelling, and other factors, as Biscaia et al. (2016)
pictured it. Overall, the results of our analysis corresponds to the depiction of the brand
equity, its main antecedents, its components but also the impact it has on financial outcomes
for a league regarding the attendance, the merchandising, the national media exposure, ...
One aspect not much covered in our analysis is the role of the organization, only showing
the impact and the strategies enabled by it allowing a positive impact on the league. The
Betclic Elite and the LNB overall need to build a strategic branding, reinforcing narratives
for the players and the clubs. Gladden & Milne identified 3 types of antecedents: market-
related, organization-related, and product-related. The product-related and organization-
related aspects were covered, but not all aspects; moreover, product-related aspects were
covered, but only as a consequence for basketball leagues, digital marketing can’t bring
direct success to that aspect only. That’s also why the LNB encountered major financial
losses these past three years, investing in short-term to recruit top players to compete in the
EuroLeague. But that cannot help the LNB to reach a higher standard than today, and

emphasis needs to be placed on the popularity of the league.
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6.2.2 Fan engagement

As mentioned by Previati (2020), the economic model of sports clubs radically changed
compared to the 80s, for example, with less emphasis made on ticket sales and a
diversification of revenues. Even though we observed in our analysis that a good proportion
of basketball fans attended live games, they massively bought merchandise. It is also worth
mentioning all the different platforms used to watch basketball, whether on television,
official websites, or mainly streaming. We find that three out of four sources of revenues for
sports organizations, according to O’Reilly & Nadeau (2006), are media rights, ticket sales,
and merchandising; however, sponsorships were not studied, but also result from other
sources. Indeed, sponsorships arise from acquired success and popularity with an impact on
the branding, but also a return on investment. The different dimensions in consumer
engagement by Brodie et al. (2011), cognitive, affective, and behavioral, are something we
found in our research. However, the Tafjel and Turner idea that people enhance their self-
esteem by identifying that wasn’t much present in our analysis, with, for example, only a
few individuals who could stop watching basketball if none of their relatives would watch.
The main model that we discussed in the literature review, and one of the pillars in our
theoretical framework, was the Psychological Continuum Model. At the stage of Awareness,
we found a medium positive correlation between exposure to basketball content and the
interest gained. However, findings suggest limitations on the impact of digital marketing,
with no correlation between digital engagement and fan engagement. The attachment phase
is where there’s a major difference between the NBA and the LNB, outperforming in every
aspect of the Brand equity, making a strong brand and emotional resonance adamant. A
digital presence can have a great impact on the Awareness phase, but seems to be less
impactful when fans are already in a higher phase of fan engagement. The last stage,
Allegiance, is observed in the capacity of fans to follow a club without any bounds in their
geographical area, more impacted by the cultural aspect. To conclude, digital marketing is a
great tool for Awareness, bringing interested individuals who still need to be pushed along

the continuum model by building a clear identity for the league.
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6.2.3 Consumer behaviour

The three interrelated elements brought by Funk (2017), sport context, sport user, and sport
organization, were all looked at in the analysis, without any other stakeholder emerging from
the results. The three features described by Samra & Mos (2014), emotional attachment,
loyalty behaviour, and informal membership, were not all addressed in the findings. While
emotional attachment and loyalty behaviour are something we observed throughout both
surveys’ results, informal membership behaviour, and co-creation is not something we
focused on earlier. In our case, the lack of emotional attachment in Betclic Elite compared
to the NBA can explain how the behaviour of LNB’s fans is less turned towards an emotional
attachment rather than solely an enjoyment procured by watching a sport, something that
could be seen, for example, in fewer Betclic Elite viewers having a favorite player compared
to the NBA. Our findings validate that exposure to basketball can shape consumer behaviour.
Moreover, the eight core motives provided by Wann (1995) are an idea we found in our
findings. Even though we didn’t went back on all the motives, showing that several motives
with different weights can impact the behaviour of one individual, choosing to watch a
league for different reasons compared to another individual. However, the level of
competition seems to be the most considered aspect by fans, which we could associate with
the eustress and the aesthetic in the Sport Fan Motivation Scale. Last point is the
demographics affecting, like age or proximity, affecting the motivations. Unlike what we
saw in the literature review, where cultural values could shape the way consumers think
(Hofstede, 2001) and the preference for local brands in certain regions (Steenkamp et al.,
2010), there seems to be less importance for proximity. Age didn’t bring any correlation
with the ability to support a team outside of its geographical presence. While we’ve been
able to witness how exposure and motives will build consumer behaviour, our results

challenge the demographic aspect.

6.2.4 Digital marketing

According to Mocanu & Skazal (2023), three components enabled success on the internet:
earned audience, paid audience, and own audience. Earned audience is maybe the most

interesting aspect here. As we saw in our findings, there are a lot of different media that can
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be used as a tool for brand recognition, with, for example, many non-basketball fans talking
about podcasts or traditional media when starting to get interested in a new sport. Paid
audience was not much used, in our analysis, but still showed an impact on basketball
audiences to raise interest. Finally, own audience doesn’t seem to be the best tool, with many
basketball fans not necessarily using official websites or applications. Nonetheless, with a
massive usage of social media, it remains paramount to get a digital presence, especially on
trendy social media platforms such as X (Twitter), Instagram, or TikTok more recently.
While official websites or applications can be used in digital marketing to promote their
brand, it doesn’t seem to be effective for basketball fans. Something we have already seen
in the literature reviews with outdated applications for both Betclic Elite and Pro B leagues.
Even if digital platforms are widely used, we don’t find any correlation with engagement,
supporting the fact that a digital presence by itself is insufficient and needs to be backed up

with true quality and creativity brought to it to grasp the interest from fans and potential ones

6.2.5 Theoretical contributions

Overall, this study brought insights into different subjects. The main idea behind this study
was to convey an analysis using global frameworks mostly used in an American context but
adapted to the particularities of the French market. Firstly, what were the digital marketing
activities that could be efficient to grasp interest from individuals who might or might not
be interested in basketball. Content directly associated with the organization as a
stakeholder, website, application, streaming of games, and social media, but also uncovering
the importance of external stakeholders, mostly fans, but also other brands that could
participate in promoting a specific sport. Our two main levers, fan engagement and brand
equity, were also studied. This study enabled a better understanding on which levers digital
marketing can act on to improve fan engagement, mostly at the beginning phase of
Awareness and Attraction, but with a limited impact by itself on higher forms of
engagement. By comparing two leagues, while showing that fundamental principles for
levers such as fan engagement or brand equity can be transferred and exist in various ways
and contexts, we also demonstrated the importance of building brand equity outside of digital
platforms so that digital marketing can become a pillar of an already well-developed

branding. Individuals do not necessarily move along the continuum model by themselves,
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but need to be pushed and given opportunities to be more involved in the sport and the league

in question.

What about the theoretical framework in itself ? Our research and hypothesis testing overall
covered our existing framework to test it. While our first hypothesis covered the fan
engagement ladder and how digital marketing can impact the movement along the
continuum model, the third hypothesis was useful to determine what made such a difference
in the brand equity of the NBA and the Betclic Elite. The NBA is not more popular only
because players are better here, but because the NBA can sell its product through many
levers, star players, organizations, and cities that are all participating in building the NBA's
strong brand equity. With the fifth hypothesis covering a specific aspect of the fan
engagement ladder and the sixth hypothesis dealing with the media coverage and the
accessibility’s impact on fan engagement, several aspects of the theoretical framework were
thoroughly studied. Using known theories such as Gladden & Milne’s Brand Equity Model,
PCM by Funk ... also validates each block’s existence by itself, where the real challenge
was to test whether or not we could establish relationships between each one. However, there

are limits to our analysis. Firstly, not all our hypotheses were validated :

We didn’t find any correlation between exposure to digital media and the engagement level
in a club, showing us that digital marketing activities are not effective for higher forms of
engagement. Basketball fans are indeed more subject to the usage of social media compared
to their sport, showing the validity of studying digital marketing as a way to bring awareness
to basketball. We confirmed and validated using a proven framework of Gladden & Milne
to test the brand equity and assess the differences between basketball leagues. Even though
we didn’t cover every aspect of brand equity for each of its components, the difference is
great enough to validate it. Basketball fans can easily support a team not in their area, for
NBA fans obviously, but also Betclic Elite fans, showing us that motives do not necessarily
need to be geographically related, enabling clubs to build their fanbase by broad digital
marketing campaigns and strategies. Our main discovery remains the correlation between a
greater exposure to basketball content and the interest developed for the sport. Using digital
marketing channels to convey an exposition to the sport is a way to generate interest.
However, our next hypothesis highlights the fact that this digital presence is not enough to
move fans along the PCM; it is efficient to bring awareness, but not to transform individuals

into lifelong fans.
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The second limitation of this model is the absence of certain aspects, such as social
identification, which is not well-developed. While we know what could work to grasp
awareness, there’s a lack of understanding of what could be an efficient strategy to build a
strong allegiance from fans. Moreover, it doesn’t seem like there’s a specific order in the
different blocks, but they are more interrelated. Digital marketing activities will not
necessarily have an impact only on fan engagement but can also be used to build a stronger
brand equity. The third limitation is that this framework doesn’t give us the possibility to
prove causations, only correlations. This framework might be plausible but can’t justify a
specific approach. Finally, according to the results we obtained, and the different approaches
seen in the literature review, we can’t validate this framework as depicting the link between
digital marketing activities, fan engagement and brand equity. On the other hand, some
insights can be brought to add more context to the overall tools that could be used to gather

interest and awareness in the French basketball market.

6.3 Implications

One of the main levers for sports organizations is their brand equity. As studied during the
analysis and observed throughout this paper, the NBA has constantly been able to make the
best of its brand equity. And the fact that all basketball fans in the survey who were watching
for less than three years were all watching the NBA and not the Betclic Elite, where games
start around 1 am in the Eastern conference and around 4 am in the Western conference,
really speaks to their capability to always be considered as the basketball league to watch.
To do so, the brand equity gap must be reduced. Obviously, the NBA has a range and
financial support that the LNB will never be able to reach. While the league always tried to
copy what was done overseas, such as the All-Star Game, the dunk contest, the 3-point
contest, playoffs at the end of the season, the LNB, and especially Betclic Elite, need to
prioritize their brand identity, to be able to move their fans from attraction to attachment and
later on allegiance. But before that, the awareness phase can also be way more developed.
To do so, the LNB should work on creating more content correlated positively with interest,
especially on social media, the most used platform by basketball fans. Every NBA team has
social media accounts that they use daily to create content, not necessarily always with
thousands of likes or replies, but always giving the opportunity to give news, updates, and

external content such as mini-games, discussions between retired players, and many more.
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The case of Formula 1 is interesting. Once seen as a popular but still niche sport, following
the Netflix show “Drive to Survive” and a new ownership in 2017, it went from a sports
company to a global media entertainment (Wood & Burkhalter, 2023). In 2016, they started
on their YouTube channel a new concept called “Grill The Grid” where all Formula 1 drivers
were competing in games, mostly quizzes on Formula 1, its history, current drivers, and
many more. Over the years, the concepts became more developed, interesting, and fun to
watch, gaining in popularity and enabling the fans to see their favourite drivers in a more
“intimate” context. With a Formula 1 movie in 2025, Formula 1 remains a major actor in the
sports industry. Here again, the step is too high for the LNB, but the first measure could be
letting fans and basketball enthusiasts in general get access to casual content such as game
highlights, the best dunks of the day, and best defensive plays. These first steps won’t need
a whole team to make them, with all the footage being available. A second step would be to
keep creating content, not only bringing awareness but a real brand identity, behind the
scenes, short documentaries during the playoffs or high-intensity games. By bringing more
content across platforms, the LNB can create more entry points at the early stage of the
Psychological Continuum model and, with the help of additional content, create a true brand

identity and stop being seen only as a sports company.

Overall, respondents in the survey associated the NBA with a higher quality compared to
the LNB in pretty much all aspects. The LNB could use its inner qualities, one of the best
leagues in Europe, historic clubs, and a great pool of talent. The first part of the paper was
done before the 2025 NBA Draft. Six French players were selected, a new record, meaning
that 10% of the players selected this year are French. Even though they didn’t all play in
France last year, most of them became professionals in France, and some moved to other
European championships to get more playing time, some went to the United States to pursue
their studies with scholarships, but they all started in France. The Wembanyama effect
allowed for one year putting the LNB on the map, especially his club, the Metropolitans 92.
During this year, major celebrities went to see him play live, scouts were constantly watching
his games, and his team went on a trip to the United States to face the team of the second-
ranked player in his year, Scoot Henderson. Moreover, the NBA also broadcast the games
from the Metropolitans on its platform, something that was never done before. According to
the AFP (2022), the NBA only paid $137,000 to acquire it, a ridiculous amount compared
to the excitement and hype surrounding Wembanyama during this period. During the lottery

draft, the ceremony where the first 15 picks are randomly chosen, American journalists were
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present in France, already knowing he would be picked first. According to Adrian
Wojnarowski, the most well-known insider of the NBA, one president of an NBA club
declared that drafting Wembanyama might increase the value of his franchise by $500
million. Looking back at this deal negotiated by the LNB, the value was way too low,
knowing the need the NBA had to start branding its future players. Even though
Wembanyama is one of a kind and such excitement about a French player will probably
never be seen again, the LNB should pay more attention to branding its future NBA
prospects. Born in 2009, Nathan Soliman is the most scrutinized prospect since
Wembanyama and is promised a bright future in the NBA, where he will be eligible to enter
the draft in 2028. Performing in Nationale 1, the 3rd level of basketball in France, Soliman
will probably continue playing in France in Betclic Elite or Pro B clubs. Even though efforts
have been made to promote its younger talents, the LNB can do more and complete the
branding of the league on its scouting potential. Obviously, efforts need to be made on
players that are currently playing in the French championship, and can be done as mentioned
earlier by providing more content outside of the games only, complete a digital
transformation and modernization, following the example of the Paris Basketball, the most
recent pro club in France with a modern arena, and a focus on providing contents on a

regular-basis.

As we saw in the findings, we obtained similar loyalty scores for both leagues. With a 93%
record attendance last season, basketball in France seems to still be using the Wembanyama
effect years after. One practical implication where clubs could get inspiration from what is
done in the NBA is community engagement initiatives, furthermore, triggering motives
pushing individuals to come watch live games. Not only would long-term fans be able to
feel more connected, considering themselves as direct stakeholders, but it would also capture
and move individuals along towards a closer relationship with the club and the league. An
informal membership behaviour, as developed by Samra & Mos (2014), is what the LNB
could turn into, with a co-production aspect by letting fans participate in creating their own
experience, surveys for minor changes, participation in votes for the All-Star game, or
designating a player of the week, only chosen by the fans. To boost the community motives,
an emphasis should be made on bringing a league culture where the fan is at the middle and
can feel like an insider, with as listed before, documentaries each year dedicated to the
winner of the league, interviews and fun concepts with notorious players, in other words,

bringing continuous content to go from a sport league to a concept, a basketball game with
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its own universe gravitating around it and making every fans. However, advertising doesn’t
look like a suitable option for the LNB in their current situation, with many different
strategies that can be brought using the organic side. However, by creating fan engagement
and gaining more followers on and offside the arena, other industries like betting apps could

help them promote their product.

If all these implications are proposed, the goal at the end is to bring more fans while avoiding
the churn of the existing ones, to generate more revenue. More fans means more ticket sales,
at higher prices, it also means more viewers in the arenas, but also on digital platforms,
enabling more lucrative sponsors as well as broadcasting deals, thus improving even more
its viewership and potentially bringing even more fans. Finally, moving fans from
Awareness to Allegiance is a way to generate more revenues from merchandising, balls,

jerseys, socks, shoes, and many others.

In order to grasp more context on the issues that a sports league might face a smaller market,
there are a few different aspects that would be interesting to cover in future research. Overall,
the main interest can be expressed as the need to go further into details to grasp what is really
effective for a sports organization. The first point worth mentioning would be the weak
correlation we observed between digital engagement and fan engagement. Even though there
might be limitations due to the nature of the score built, for example, extensive research on
the digital activity would be interesting to go into more details about the types of digital
interactions that would generate fan engagement on every platform mentioned. Product-
oriented interviews, for example, ask basketball fans what they would like to find on an
official website, an application, or even a social media. Studying it would allow us to go
beyond the absence of correlation we found and identify the key point in the digital
strategies, allowing movement along the continuum model of fan engagement. A second
aspect worth covering would be the positive correlation between exposure to a sport and the
level of interest. By understanding clearly how different platforms vary in bringing interest,
maybe influencing specific types of individuals, and adapting the wording and content
depending on the audiences targeted. The third aspect is an interesting one, adapted to sports
that are dominant in one specific country but still have a large fanbase worldwide. American
sports are obviously an obvious choice, but other sports like cricket for example or
Australian football (in Oceania only). Our findings demonstrated that the geographical

proximity had little to do with explaining the engagement of fans. But what exactly are the
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elements causing it? It would be interesting to uncover all psychographic or cultural aspects
having a positive causation on fan engagement. Fourth, while we witnessed a positive
correlation between exposure and interest, we didn’t find any relationships between
accessibility and engagement. Here again, even though this might be due to issues in the
construction of the hypothesis testing or sampling randomness, more developed research
could be done in order to analyze and explain the role of the quality content, but also the
brand image, and all other aspects that could trigger more engagement. Fifth, while most of
the comparison was made with the NBA for obvious reasons, little do we know about other
basketball leagues in Europe. Not much research was found on this subject and it could be
interesting to understand more about the European context and situation for major leagues,
for countries with historic clubs and powerful infrastructures like the Spanish League, the
ACB but also leagues that are known for having “ultras” and an important identity in many
cultural aspects in the country, such as Serbia or Slovenia. Finally, what was raised from the
NBA is the importance their fans give to the star players. But what are their impacts, and do
we see similar reproduction for athletes outside of the United States and soccer? Moreover,
do basketball differ in its approach towards branding one specific player when compared

with other massively popular sports like football?

6.4 Limitations

6.4.1 Methodological limitations

The first limitation comes from the very nature of our research. Although designed as a
mixed-methods study incorporating both quantitative and qualitative approaches, we faced
challenges in obtaining responses from individuals with diverse backgrounds (such as
journalists, C-level executives in the LNB, basketball influencers with large audiences, etc.).
Most did not respond positively, mainly due to a lack of responses to our solicitations. For
those who did reply, scheduling conflicts and the timing of summer holidays made
participation difficult. As a result, we conducted only quantitative research, but still gathered
a significant number of responses despite the holiday period. Although qualitative research

is less generalizable, it offers a deeper exploration of the content. Numbers alone only
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capture the “what” but do not explain the “why”, which makes it harder to understand the
motivation or context behind certain behaviors. The rigid structure of a survey limits the
ability to develop detailed answers and capture insights or nuances that could better explain
results. To maximize response rates, we avoided open-ended questions that would require

more time to answer.

Our sampling method also presents limitations. Using social media as a platform to find
respondents led to notable differences in age distribution between our basketball fans’
sample and the other group, particularly an overrepresentation of young individuals who are
active on social media. Asking respondents to choose their favorite platform was intended
to reduce its influence on questions related to digital platform usage, but it was not sufficient
to eliminate its impact on our results. Additionally, reaching fans of other sports via social
media proved more difficult, so many responses were obtained through personal networks,
resulting in an overrepresentation of older adults who may not be frequent social media

users.

To capture different aspects within a single concept, we primarily used composite scores that
combined various pieces of information. While this approach provided a more
comprehensive assessment of our results, the logic behind their composition was based on
assumptions rather than empirical data, with assumptions drawn from our prior literature
review. In some cases, hypotheses were tested using purely logical assumptions to avoid bias
introduced by unequal weighting. For example, assigning a weight to watching a full game
versus highlights ensured that an individual who only watches highlights daily but rarely
watches entire games wouldn’t score higher than someone who watches highlights and full

games weekly.

Finally, self-reported data has its own limitations. Although it allows us to gather a larger
number of responses, individuals might overestimate or underestimate their answers
depending on the questions. This issue is particularly relevant for Likert scale questions,
where contextualizing responses numerically can be challenging, potentially leading

individuals to rate themselves closer to the average.
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6.4.2 Contextual limitations

There are also contextual limitations in this research. First, to reassure respondents about the
use of their data, no questions were asked about their geographical location. Even their age
was asked using age categories; however, gender was not included in our analysis, based on
the logical assumption that most participants in social media communities around basketball
and sports are men. While the lack of context regarding their living area was intended to
obtain as many answers as possible, we could not determine if the answers were influenced

by where respondents live.

The second limitation involves the timing of the study. The survey was conducted in August,
during summer holidays. Many individuals were on vacation, making them less responsive
to the survey. More importantly, summer is typically a period with almost no sports
competitions. For example, the NBA playoff season ended on June 23, 2025, and during the
summer, the key events included the 2025 NBA draft on June 25-26, the start of free agency
on June 30, and the Summer League in Las Vegas from July 10-20, where rookies and non-
NBA players compete to showcase their skills. The 2025-2026 NBA season resumes only
on October 21, so the summer months after July are generally considered a quiet period,
unless there are major news, transfers, or signings. Similarly, the Betclic Elite season ended
on June 24, with no major events scheduled until the season begins on September 26.
Regarding football, which is the most represented sport in the other sample, most
competitions start in mid-August; however, despite this, the context remains less than ideal

for ensuring fans have all the necessary information to answer every question.

The final contextual limitation relates to differences between the United States and other
countries. Although other countries are quite different in terms of sports culture, basketball
was invented in 1891 by James Naismith and remains mainly an American sport, ranking
among the top four alongside American football, baseball, and ice hockey. While basketball
played in Europe and France is similar to that played overseas, there are still notable
differences in the game itself (such as 12-minute quarters in the NBA versus 10-minute
quarters in Europe, and the 3-second violation in the NBA) as well as in the surrounding
context. With stricter rules on advertising, players’ rights, competitions, and many other
factors, comparing the NBA with European leagues might present limitations—especially

when applying similar contexts or assumptions. Lastly, some research conducted in an
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American context, like the Brand Equity Model by Gladden & Milne, may not be directly

applicable in other settings.

6.4.3 Data limitations

About our data limitation, the main one is having such a small sample of Betclic Elite fans.
Even though this number makes sense with our overall description and the domination of
the NBA, we still didn’t find enough fans to guarantee that our results could be backed up
by a relevant number of answers. This was mostly due to the sampling method and the
absence of large social media communities for the Betclic Elite, but it still remains a major
limitation. Having some fans of European competition, such as the EuroLeague, allowed us
to get a slightly higher number of respondents from Europe, but still far from matching the

number of respondents classified as NBA fans.

A second data limitation throughout our research was the lack of secondary data for the
Betclic Elite. DNCGG reports made for each NBA season are interesting and give many
details about the financial situation of the league, but are not relevant when dealing with the
marketability aspect of it. With an overall low amount of news articles, detailed reports, and
other qualitative secondary data, backing our results with real-life observations and

documentations is insufficient.

The third limitation with our data is the absence of consideration for fans who are following
many different sports. To facilitate the analysis of the results, respondents were asked to
choose their favourite sport to watch not allowing them to better describe their fandom. Even
though it remained legitimate to ask their favourite sport, a basketball fan might answer

differently than another basketball fan who is deeply involved in football, for example.

Our last limitation consisted of a static analysis. No temporality was added to our survey,
here again, to simplify it, guaranteeing us as many answers as possible. Feelings and
emotions can change over the years, and asking a ten-year fan of the NBA to answer
questions will give us answers he has after ten years, but might be different the year before.
This limitation is hard to avoid, especially when using quantitative research, where it is

harder to dig deeper into every subject, but is still worth mentioning. These results could
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have been used in order to study a possible priorization when watching sports or maybe

better explain certain behaviours from one basketball fan to another.

6.4.4 Mitigation measures

In order to mitigate these limitations, several measures were taken. All composite scores
made in this analysis were clearly enounced and discussed, the justification for their zero-
to-one scale transfer ... Even ponderations used in some cases were justified using logical
assumptions based on previous research and behaviours. Even if the number of Betclic Elite
fans was way too low, in justified cases, the average for each type of fan (NBA, European
competition, Betclic Elite) was calculated on its own, then compared, erasing the number
difference and the possible impact the NBA would have on certain scores. However, this
measure was only taken when needed to compare leagues directly. The survey was
simplified to the maximum. Instead of using a lot of Likert scales, which is efficient to
conduct analysis but sometimes overwhelming for the respondent, the panel of questions
was mixed to keep each respondent intrigued and avoid redundancy in the question order.
With written propositions, it’s easier for a respondent to avoid under- or overestimating their
behaviour. All written questions were thought of as future numeric values once the results
are needed for the analysis. Even though we mentioned limitations such as a low amount of
secondary data and a possible difficulty in comparing the results in other contexts, the
research was introduced as a case study of the LNB but requires comparisons with more
established leagues in basketball and also in other relevant sports. Finally, the point here is
not necessarily to establish what will enable the LNB to scale up and become a league with
success in a few years. Obviously, it remains hard for any minor league to gain success,
especially with such mastodons like the NBA. But there’s still room for improvement, even
more knowing the current state and known issues with watching basketball overseas,

nighttime games, a lot of advertising, breaks, ...
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7 Conclusions

This thesis was done in order to explore how marketing strategies can drive fan engagement
and commercial growth for basketball, taking the LNB, the French league, as a case study
for this research. The purpose at the end was to give relevant digital marketing strategies that
could be applied in the case of minor leagues struggling to find success in markets dominated
by bigger leagues. By studying three main literature concepts, brand equity, fan engagement,
and consumer behaviour, we were able to extract research made on these concepts and
conceptual models relevant to defining them. The digital marketing literature review also
provided key insights into the current state of digital marketing and the various strategies
that can be applied in a general case. Confronting them enabled us, by combining models
and their application, to propose a theoretical framework explaining how digital marketing
could initiate a virtuous cycle in order to gain fan engagement. This framework was then

tested in the research part.

The findings demonstrate the paramount importance brand equity has, not only as proof of
their popularity but also as a way to gain market shares from their competitors. In order to
do so, the awareness phase is essential for a sports league, needing to bring out more content
to generate interest, especially on social media. The most mentioned were game highlights
or compilations, but many other types can be tried and remain relevant, behind the scenes,
interviews, fun content like games, challenges, ... In the case of sport, four stakeholders
could participate in this: the league, the clubs, the players and the viewers. And that is the
main point of our research, when comparing what we saw during the literature review and
the survey. A successful league is a league where fans can have a sense of belonging and
positively impact it. However, some hypotheses we made were found not to be conclusive.
A greater exposure to digital media does not allow for moving fans along the continuum
model, requiring the differentiation of digital marketing strategies able to initiate the first
contact point, but other forms of marketing strategies are needed when individuals are in
their attachment phase. A better media coverage is not correlated with an increase in fan
engagement, here again showing that even though the Betclic Elite would reach a popularity
point where games are broadcast on various platforms and television channels, it doesn’t

necessarily mean that fans will move along the continuum model. Nevertheless, a diffusion
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on these platforms might generate a similar effect to digital marketing strategies, an increase

in the awareness of the league.

This research is contributing to two aspects. The academic aspect is the enrichment of sport
marketing literature by focusing on a minor league of popular sports. This situation is quite
unknown in the field, and an American league dominating it adds even more to the context.
From a practical point of view, this research gives elements useful to different stakeholders
in the field, but especially the league and LNB’s clubs, by adapting their current marketing
strategies to be focused on bringing more awareness while continuously developing their
brand identity through their players and their fans above everything else. However, these
contributions don’t erase the fact that an important part of this will also be caused by the

level of competition displayed and their ability to compete with the best European clubs.

With new prospects coming out of France every year to compete in the NBA, the Betclic
Elite has the opportunity to not only be seen as a league capable of producing high talents
but guaranteeing for every star player the ability to thrive in a competitive environment while
simultaneously attracting and inspiring a growing fanbase, thus positioning the Betclic Elite
as both a talent incubator and a commercially significant league within European basketball.
While football may dominate the French sporting market, basketball can still hold a second
place but requires marketing innovation and strategies to combine talent and creativity

within its borders.
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TOP 10 DES FEDERATIONS SPORTIVES EN FRANCE
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Appendix 2 - Operating profit of the Betclic Elite for the last 11 seasons (DNCCG)
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Appendix 3 - All NBA franchises on a map (Google Maps)
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Appendix 4 — Questionnaire
Attractiveness of Sports and Fan Engagement in France

I am conducting a survey as part of my master's thesis to better understand how the French
follow their favorite team sports and analyze their level of engagement. Whether you are
passionate about basketball, football, rugby, handball, or another sport, your opinion is
valuable and will help me compare basketball fans with fans of other sports. The idea here

is to focus on the sports we consume, not those we practice.

My goal is to analyze how sports communication and marketing strategies influence the
popularity of disciplines, attract new fans, and strengthen supporters' attachment, with a
specific focus on basketball and the lack of attraction of the French league and its associated

championships.

Your responses are completely anonymous and will be used solely for academic purposes.

The questionnaire takes about 5 minutes and does not require any specific knowledge.

Thank you in advance for your participation!
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Question 1

Which age group do you belong to? Only one answer possible.
0 Under 18

O 18-24 years old

0 25-39 years old

0 40-59 years old

0 60 years and older

Question 2

Which of these professional sports do you follow the most? Only one answer possible.
0 Basketball

0 Football

o0 Rugby

o Other:

Basketball part
Question 3

On which digital platform do you follow basketball (games and related content)? Multiple

answers possible.
o Social media
o Official websites

o Official league/championship app
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O Streaming

o Other:

Question 4

How often do you consult these platforms? Only one answer possible.
O Several times a day

O Several times a week

0 Several times a month

o Less than once a month

Question 5

If you are looking for information about a match, player, or event, which platform do you

prioritize? Only one answer possible.
0 Social media

o Official websites

0 Official league/championship app
O Streaming

O Internet search

0 Media

o Other:

Question 6

If you use social media to follow basketball, what type of accounts do you follow? (Answer

only if you checked "Social media" in the previous question) Multiple answers possible.
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0 Official account of the championship you follow
oOfficial account of a team

0 News accounts reporting results, transfers, etc.

0 Accounts of journalists, scouts, etc.

0 Fan account focused on a single team

0 Fan account focused on the sport as a whole

0 None of the above

o Other:

Question 7

Would you say that digital content (articles, websites, ads) from clubs or leagues influences

your interest in a player or team?
From 1- Not at all

To 7- Totally

Question 8

What type of content do you consume the most outside of matches? Only one answer

possible.
o Highlights
oCompilations of the best actions of the day

o Podcasts or basketball-focused shows
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o Articles

o Other:

Question 9

Do you pay attention to the "business" aspect of basketball (roster management, player

transfers, etc.)?
1- Not at all

7- Totally

Question 10

How long have you been following basketball? Only one answer possible.
0 Less than a year

o 1-3 years

o 3-5 years

O 5-10 years

0 More than 10 years

Question 11

Which league or competition do you follow the most? Only one answer possible.
o NBA

0 Betclic Elite (France)

0 Other European championships (Spain, Germany, etc.)

0 NBL (Australia)

0 European-scale competitions (Euroleague, Basketball Champions League)



138

o Other:

Question 12

The starting five of Betclic Elite (the best players at each position) for the 2024-2025 season
consists of the players below (picture of each player shown). Check those you recognize or

have heard of. Multiple answers possible.
o T.J Shorts

0 Mike James

0 Théo Maledon

0 Alpha Diallo

o0 Shevon Thompson

o I don't know any

Question 13

Which image(s) do you associate with Betclic Elite? Multiple answers possible.
0 Modern

O Spectacular

oCompetitive

O Accessible

o0 Popular

0 None of the above

o Other:



139

Question 14

Which image(s) do you associate with the NBA? Multiple answers possible.
0 Modern

O Spectacular

oCompetitive

O Accessible

o0 Popular

o None of the above

o Other:

Question 15

Imagine you are starting to follow a basketball competition you don't know. What would be
your main criterias for appreciation? (1 = Not important, 7 = Very important) Only one

answer possible per line.
o Level of play

O Star players

O Match atmosphere

O League or club identity

Question 16
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How often do you watch full basketball games? Only one answer possible.
O Every day

o0 Every week

O Several times a month

0 Less than once a month

o I never watch

o Other:

Question 17

How often do you watch match highlights and/or highlights ? Only one answer possible.
O Every day

o0 Every week

O Several times a month

0 Less than once a month

o I never watch

o Other:

Question 18

Do you consider yourself a fan of a particular club? Only one answer possible.
O Yes

0 No, I am not a fan of a particular club

0 No, [ am a fan of several clubs equally

o Other:



141

Question 19

Do you consider yourself a fan of a particular player? Only one answer possible.
O Yes

o No

0 Not really, I appreciate several players without considering myself a fan

o Other:

Question 20

Do you participate in online discussions or communities about the league or championship

you follow? If so, how often?
1 — Less than one time per month

7 — Several times per week

Question 21

Has basketball allowed you to meet other fans? Only one answer possible.
O Yes

o No

o I don't know

Question 22

Could you continue to follow this sport if no one in your circle was interested in it? Only

one answer possible.
O Yes

o No
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O Yes, and that's already the case

o I don't know

Question 23

Have you ever bought merchandising related to your favorite team/league? Only one answer

possible.
O Yes

o No

Question 24
Are you more likely to be a fan of a club located near your place of residence?
1 —Not at all

7 — Absolutely

Question 25

Could you become a fan of a team with no geographical proximity to you? Only one answer

possible.
O Yes
o No

o I don't know

Other Sports
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Question 3

On which platforms do you follow your sport (games and related content)? Multiple answers

possible.

O Social media

o Official website

0 Official league/championship app
O Streaming

O Television

o Other:

Question 4

If you want to find information about a match, player, event, or other, which platform do

you prioritize? Only one answer possible.
0 Social media

o Official websites

o Official league/championship app

O Streaming

O Internet search

0 Media

o Other:

Question 5

If you use social media, what type of accounts do you follow? (Answer only if you checked

"Social media" in the previous question) Multiple answers possible.

0 Official account of the championship you follow
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o Official account of a particular team

0 News accounts reporting results, transfers, etc.
0 Fan account focused on a single team

OFan account focused on the sport as a whole

o Other:

Question 6

Have you ever bought merchandising related to your favorite team/league? Only one answer

possible.
O Yes

o No

Question 7
Are you more likely to be a fan of a club located near your place of residence?
1 —Not at all

7 — Absolutely

Question 8
Are you more likely to be a fan of a club located near your place of residence?
1 —Not at all

7 — Absolutely

Question 9
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Could you become a fan of a team with no geographical proximity to you? Only one answer

possible.
O Yes
o No

o I don't know

Question 10

Have you ever attended professional games of your favorite sport ?
O Yes

o No

o I don't know

Question 11
How accessible is your favorite sport for watching matches, highlights, interviews, etc.?
1 — Not accessible at all

7 — Very accessible

Question 12

Imagine you are starting to follow a competition in your favorite sport that you don't know.
What would be your main criteria for appreciation? (1 = Not important, 7 = Very important)

Only one answer possible per line.
o Level of play

O Star players

0 Match atmosphere

0 League or club identity
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Question 13

If you wanted to discover a new sport, how important would it be for you that the content is

easily accessible?
1 — Not important at all

7 — Very important

Question 14

Have you ever been exposed to basketball content (games, highlights, shows)? Only one

answer possible.
1 - Never

7 — On a regular basis

Question 15

Could digital content (websites, articles, ads, etc.) encourage you to become interested in

basketball? Only one answer possible.
1 —Not at all

7 — Absolutely

Question 16

If you wanted to become interested in basketball, what type of content would you consult?

Multiple answers possible.
OSpecialized articles or magazines
0 Match videos or highlights

o Podcasts or shows about basketball
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0 Social media accounts of players or teams

o Other:

Question 17

The All-NBA First Team (the best player at each position) for the 2024-2025 season consists
of the players below. Check those you recognize or have heard of (picture of each player

shown). Multiple answers possible.
0 Shai Gilgeous-Alexander

0 Nikola Joki¢

oGiannis Antetokounmpo

O Jayson Tatum

0 Donovan Mitchell

0 I don't know any

Question 18

How did you hear about these players? (Do not answer if you did not check any name in the

previous question) Multiple answers possible.
0 Social media

0 Television, sports channels

O Articles

0 Friends, family, or acquaintances

0 Video games

O Advertisements

O Events

o Podcasts, audio shows
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o Other:

Question 19

The starting five of Betclic Elite (the best players at each position) for the 2024-2025 season
consists of the players below. Check those you recognize or have heard of (picture of each

player shown). Multiple answers possible.
o T.J Shorts

0 Mike James

0 Théo Maledon

0 Alpha Diallo

o0 Shevon Thompson

o I don't know any

Question 20

How did you hear about these players? (Do not answer if you did not check any name in the

previous question) Multiple answers possible.
0 Social media

0 Television, sports channels

O Articles

0 Friends, family, or acquaintances

0 Video games

O Advertisements

O Events

o Podcasts, audio shows

o Other:
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Question 21

Why is basketball not your favorite sport? Only one answer possible.
0 This sport does not interest me

0 This sport interests me, but I do not want to invest more

0 This sport interests me, but I do not know where to find information about it

o Other:

Question 22

Imagine you are starting to become interested in basketball. What would be your main

criteria for choosing the league or championship to follow? Only one answer possible.
o Level of play

O Presence of star players

0 Geographical proximity (a championship in the country where I live)

0 Media coverage of the championship

o Other:

Question 23

Would broadcasting basketball matches on major television channels (TF1, France 2, etc.)

influence your interest in this sport? Only one answer possible.
1 — Not at all

7 - Absolutely












