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Football
Interest

reflected
by the 2014

World Cup 

Levels of Football
Involvement

New Face
of Fandom

the final 
watched by 
3.146.000 
Romanians 
(1.947.000 
urban) 

Football
search

watched by
1.800.000 
Romanians
(1.171.000 
urban) 

watched by 
2.175.000 
Romanians 
(1.430.000 
urban)

Compared with World Cup 2010, the interest in football 
is similar during World Cup 2014, but the level of search 
determined by national competitions outside World Cup 
is lower.

World Cup inspired the creativity of Romanian online 
content creators: funny videos or jokes posted on 
Facebook or Youtube.

The highlight of the World Cup – the Germany – 
Brazil match, that ended 7-1, was also a good 
opportunity for making fun.

of the Romanians living 
in urban areas are 
interested in football 

Keeping up with the events from from the 2014 
World Cup has become a multiscreen experience – 
based on high media overlap. The TV action was 
brought in the online space in real time.
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The real fire and the richest opportunity 
is driven by the level of involvement that 
different groups nurture.

Informs about interesting football 
events and watches only those that 
seem most interesting.

By watching and supporting their 
favorite team, they manage to 
understand all aspects of the games 
and competitions. They have the 
most complex vision on football.

Play football at least quarterly, are 
interested in the actual game and 
are more focused on the technical 
part of football: strategies, 
techniques, equipment.

are men are women

Player
Raving
Fan

Observer

OBSERVER RAVING FAN PLAYER

77% 82%100%

100%
When the favorite team is playing 
an Observer or a Player can quickly 
transform into a Raving Fan!

The level
of involvement
is the measure
of a real fan

decrease of General Interest
in football 2013 vs 2011

Fans ENJOYING
THE Experience

Recognition Of Women Raving Fans

the Most Valuable Fan
(including ULTRAS)

RULES FOR THE BEST GAME EXPERIENCE

The stake
determines
the level
of involvement…

OBSERVER

RAVING FAN

PLAYER

23%

17%

21%

42% 100%

Raving
Fan

Observer

Player

Games played by their 
favorite team. It doesn’t 
matter if it’s local or not. 
Ravers will travel to see 
their team play.

For international games, 
like the 2014 World Cup or 
games when the favorite 
team is not playing.

For local teams, groups, 
organizations, for fun or 
semi-professional.

Men Interested in 
Football in Urban 
Romania

go on 
stadiums 
for football 
games

watch 
football 
games on 
TV

follow 
the sport 
news

place 
bets at 
least 
monthly

92% are Observers

31% are Raving Fans

24% are Players
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953.000 Women Interested in 
Football in Urban Romania 

go on 
stadiums 
for football 
games

I can’t control the outcome, but 
I can control how I prepare and 
experience the match.

AND AMPLIFYING IT IN 
SOCIAL MEDIA 

watch 
football 
games on 
TV

follow 
the sport 
news

place 
bets at 
least 
monthly

91% are Observers

14% are Raving Fans

5% are Players
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OBSERVER RAVING FAN PLAYER

+0,3% -10% -12%
men

OBSERVER RAVING FAN PLAYER

-3% -15% -22%
women

68% show interest 
in sports 

73%of them are 
particularly interested 
in football or 
Romanian football 
teams

WOMEN ON FACEBOOK

68% show interest
in sports 

72% of them are 
particularly 
interested in 
football or 
Romanian 
football teams

Watch it with 
persons who 
care about the 
game.

Female Fans are 
investing in 
teams

Female Fans are 
fuelling 
conversation

Doing my part to 
contribute to my team’s 
success.

All games imply a 
double competition 
which offers a 
doubled show:

Female Fans are 
creating content

Organize and 
coordinate the 
crowds of fans

Organize events for 
fans and players 
outside the stadium

Focus on Fans 
emotions during 
the game

Show real life stories 
with their efforts in 
preparing the game and 
in following their idols

Communicate the 
results of the emotional 
game and not just the 
official ones

Develop and 
implement routines for 
fans during the game

The emotional fans competition is 
very appealing and provides extra 
opportunities for brands to 

Get In The Game!

As long as the favorite team is on 
the lawn, whether it is local or 
international, football interest can 
be activated via:

Give fans a voice 
regarding team 
decisions. 
Find ways to identify most valuable 
fans and invite them to be part of 
and influence key team decisions.

Identify and reward 
MVF’s.
Select the most valuable fans, those 
that made a difference in the fan 
experience. Feature them in brand or 
team communication or give them 
access to the virtual content and tools 
to create their own content.

Celebrate Female 
Perspective.
Give experiences that recognize 
the legitimate fandom of women. 

Access to Idol 
Players

Access to Exclusive 
Content & Information

Access to fellow fans

Are always present 
at games and in 
the teams’ life

Donate money for the 
team, when the team 
has financial problems

Watch it in real 
time.

Watch it during 
the entire time.

They are TRUE fans first and 
foremost…just like everyone else.

Enjoy the game, 
even if your 
favorite team 
isn’t playing.

Watch it with 
someone who 
enjoys the game.

Watch it with 
someone who 
knows something 
about football.

1 2 3 4 5 6

The official 
one, on the 
field, 
between the 
players

The emotional 
one, in the 
stand, among 
the fans 

Football Interest
Activation

CURRENCY:
Celebrate Fan Contribution

Provide 
Access and 
Appreciation.
Provide access to 
exclusive information so 
that they can create their 
own content and share it 
to inspire others.

Invest in new 
tech 
enhanced 
experiences.
Provide new ‘games’ to 
play, flexible and liquid 
content; deliver across 
platforms and formats and 
do it on demand.

Gamify the 
game.
Find ways to gamify 
what’s happening within 
the game in real-time.  
Give fans an inside look 
into what a team’s next 
move might be.

Feature ‘real’ 
female fans.
Develop content that 
provide a uniquely female 
point of view on the 
team/sport/game.

CONTENT:
Unlock Fan Inspiration

Authentically join 
the conversation.
It’s important for brands to find 
ways to authentically and naturally 
join those existing conversations in 
ways that add value to the 
experience for fans and make 
sense for the brand. 

Bring a unique 
take to the 
conversation.
Most valuable fans don’t want 
another voice; rather they want one 
that can offer unique insight or 
perspective into what’s happening. 

Take time to 
understand 
female fandom.
Start by participating in the existing 
conversation among female sports 
fans and bloggers. Drive custom, 
female relevant sports activations.

CONVERSATION:
Discover the Personal in Mass

&
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Connect 
most 
valuable 
fans
Identify authentic and 
natural ways to join 
existing fan communities 
in a way that adds value to 
the overall fan experience. 
Foster further connections 
between most valuable 
fans and their 
teams/players.

Enable Fan 
Knowledge 
Sharing.
Foster advanced sports 
analytics meet ups where 
virtual sports analysts and 
enthusiasts can share tips 
and tricks of the trade to 
gain advantage.

Promote the 
Power of Fan 
Perspective.
Identify and promote 
those fans whose 
advanced analytics skills 
might be better than what 
the media and teams are 
using themselves. 

Provide 
Networking 
Opportunities 
for Female 
Fans.
Fuel and foster sense of 
female sport fans 
community. Gather female 
sports bloggers and 
“uberfans” together for 
special events. Involve 
them as equals to their 
male counterparts.

COMMUNITY:
Strengthen & Join Each Voice

?

Ask for details from consumer@ro.starcomworldwide.com


