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Abstract 
 
 
 
The main purpose of this research is to identify the uses and habits of the Millennials living in the 

north-west part of France, as a football supporter and in the context of this work as a supporter of FC 

Nantes. The second objective of this paper is to propose branding strategies that will enable FC 

Nantes to increase their fan base on the Millennials living in north-western France. 

 

The data of this research were collected by online questionnaires and group discussions and the 

research mixes quantitative as well as qualitative research methods.  

 

The main findings of this study established 3 major branding strategies to enable FC Nantes to reach 

the generation of Millennials living in north-western France and make them committed supporters for 

their club: to offer a multi-channel FC Nantes experience, to personalise the digital experience of the 

supporters and to continue the establishment of FC Nantes in the e-sport sector. In addition, this 

study makes it possible to identify the habits, behaviours and key uses of the Millennials with regard 

to technology, brands and in their lives as a supporter. This generation of Millennials is a generation 

full of paradoxes, which has grown with the rise of new technologies. The study shows that this 

generation is difficult to engage even though football is by definition an activity that unleashes 

passions just as much as religion or entertainment. However, this study shows that opportunities 

exist for a club like FC Nantes by communicating with the Millennials in a more authentic way and in 

accordance with the club's values. Social networks are ideal tools for FC Nantes to connect with 

members of this generation as well as the e-sport sector which is composed of a close-knit and 

committed community. 

 

Finally, recommendations on potential future studies are established in order to gain in-depth 

understanding of the e-sport sector and how brands can communicate effectively with gamers 

communities, as well as to identify digital strategies that will allow sport organisations to increase 

their merchandising revenues despite the Millennials' lack of commitment in their supporting lives.  
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1. Chap 1. Introduction 
 

 
1.1 The importance of a branding strategy for a sports organisation like FC 
Nantes to maintain its fan base 
 

Branding is considered as a powerful strategy for organisations, generating value for them from both 

a marketing and financial standpoint (Mizik & Jacobson, 2008). Sports teams use branding strategies 

in order to build a strong brand equity by capitalising on the emotional connection that fans have with 

their favourite clubs and players, creating “customer loyalty and long terms associations” (Richelieu, 

Pawlowski & Breuer, 2010). The previous research on this field have highlighted the importance of 

branding for sports and moreover have considered sports teams as brand (Mullin, Hardy & Sutton, 

2007).  

 

Nevertheless, a gap exists between top clubs like Real Madrid, Manchester United or Bayer Munich, 

that can take advantage of their “on-field performance” to enhance their brand, and middle/low-table 

clubs that aren’t strong enough to participate at International competitions. In fact, the UEFA 

Champions league or the Europa League are not reachable for every teams. Not every sports 

organisation can take advantage of winning that “pushes the success of the brand, especially when it 

comes to public relations: when you win, you are present in the media, you benefit from a positive 

image (Borussia Dortmund manager)” (Richelieu and Lessard, 2014). However, brand and branding 

are essentials for the “long term viability of sports teams” (Bauer, Sauher & Schmitt, 2005). 

 

Consequently, this paper will focus on the French football team FC Nantes. This club is an historical 

team in France that won 8 French championships during the 1960s and the end of the 1990s. The 

club is a member of the French first division, called the “Conforama Ligue 1”, one of the top 5 

leagues in Europe according to their revenue (Deloitte, 2015). But since the 2000s, FC Nantes have 

lost its lustre of it past. The club is dynamic and try to develop their infrastructures. In September 

2017, Waldemar Kita, the FC Nantes’ president, announced that in 2022 will be launched a new 

stadium called the “the Yellow Park” instead of the historical “La Beaujoire” stadium.  

 

Despite all this literature, only few research focus on the impact of branding strategy for small clubs. 

Some “catalysing factors” have been identify for team managers of previously successful European 

football clubs, in order to build or rebuild their brand identity (Richelieu and Lessard, 2014). Richelieu, 

Palowski and Cristophe Breur (2010) went a little further and use a case analysis method, analysing 

seven football teams (three in Germany, three in France and one in Spain) in order to understand and 

explain how football managers can build a brand at different levels of competition. 
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1.2 Millennials are a priority target for brands, especially sports 
organisations such as FC Nantes 
 
This dissertation will also focus on branding strategies tailored for the millennials living in the north-

west area of France. Millennials, also known as Generation Y or the Net Generation, corresponds to 

people born between 1982 and 2004 (Strauss & Howe, 1991). Targeted this population category is 

not an easy task for sports clubs’ marketing managers. Their attention is difficult to catch with so 

many options for them in the market place: they spend lot of time in different social media platforms 

(Facebook, Twitter, Instagram, Snapchat…), they play video games, go to festivals… Sports 

organisations have understood the brand-building benefits of social media and try to optimize “their 

online presence in several social media outlets” (Coyle, 2010; Ioakimidis, 2010).  

 

1.3 Research Aims and Objectives 
 

The fundamental aim of this research is to understand the uses and habits of the Millennials as a 

football supporter and in the context of this work as a supporter of FC Nantes. The second objective 

of this paper is to propose branding strategies that will enable FC Nantes to increase their fan base 

with the Millennials living in north-western France.  

 

The purpose of the present dissertation is to focus on a small club level, a case analysis about FC 

Nantes club. The interest of this work will be related to “the utility” and “the usefulness” as defined 

by Corley and Goia (2011). This paper hopefully could help organisational practitioners, in this 

marketers or managers in the sport industry to find branding strategies in order to become a strong 

local or national brand (Corley and Goia, 2011).  

 

Moreover, this dissertation will focus on how social media can help FC Nantes to turn into fan, 

millennials living in the north west of area of France. Only little research has looked at the impact of 

social media in the sports industry or “how such tools are used for branding reasons” (Parganas, 

Anagnostopoulos & Chadwick, 2015). They focused only on the use of Facebook and Twitter as 

communication tools for sports teams and players (Hambrick et al, 2010; Kassing and Sanderson, 

2010; Pegoraro, 2010; Pronschinske et al, 2012). The research mainly studied the impact of social 

media on the North American context of sport franchises (Filo et al, 2015). Consequently, this work 

will help to understand the importance of social media in branding strategy on a historical European 

club context (FC Nantes).  

 

 

6 research objectives have been set in order to structure this paper and provide a starting point for 

this study: 



10  

 

• To identify habits as a millennial football fan living in the north-west of France; 

• To measure the level of commitment as millennial FC Nantes fan the living in north-western 

part of France; 

• To determine the level of attractiveness of the FC Nantes brand by targeting the millennials 

living in north-western France; 

• To determine if the construction of a new stadium for FC Nantes is perceived positively by the 

millennials living in north-western part France;   

• To identify digital strategies to develop the FC Nantes brand among the millennials living in 

north-western part / region of France; 

• To identify potential opportunities for CF Nantes in the e-sport sector in order to interact 

more effectively with the millennials living in north-western part France. 

 

 
1.4 Research Question 
 

The research question examines at: How can FC Nantes establish itself as a strong 

local/national brand, thus attracting attention and building sustainable connections with the 

Millennials living in the north-west of France. This dissertation will especially look at how branding 

strategies on social media and with the launch of the new stadium in 2022, will create opportunities 

for FC Nantes in order to increase their millennials fan’ base.  

 

1.5 Scope and Limitations  

 

This dissertation is mainly focused on the proposition of branding strategies for FC Nantes brand in 

order to improve its attractiveness to the Millennials living in north-western France. This study also 

intends to identify key behaviours among the millennials that could provide opportunities for sport 

organizations in their development of activity. Lastly the research aims to evaluate the strategies 

already put in place by FC Nantes in order to improve the communication on this generation and the 

effectiveness of these initiatives. This study will not include any analysis on other generations of fans 

that the Millennials and will only concerns the club of FC Nantes and its brand. 

 

 

1.6 Dissertation Structure  

 

In order to make this report as clear and comprehensible as possible in order to present the results of 

this study as efficiently as possible, the dissertation will be organised as follows. Chapter Two will 

present the existing literature on the brand in sport, the behaviour of sports supporters and the 

specificities of the Millennials generation. Only a summary of the studies already carried out is 
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proposed and only those results relevant to this study are highlighted. Chapter Three will present the 

applied research methodology for this study and the choices made in terms of research philosophies, 

approaches, strategies, choices and time horizons that have been used. The target of this study and 

the sample size are also justified. Chapter Four will present all the findings of this research. Chapter 

five will discuss the findings, but also the limitations of this research. Chapter five will also establish 

some recommendations for future research and the conclusion of all this research. Finally, chapter six 

will review this thesis and my MSc in Marketing programme in terms of skills developed. 
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Chap 2. Literature Review  
 
 

2.1 Literature Introduction 
 

In this chapter, I will review the existing literature regarding branding (branding in sport, brand 

strategy in sport, team sport identity, brand image sport), fan behaviour in sport (social identity 

theory, sports consumer behaviour, sport experience design) and Millennials specific behaviour 

(Millennials consumer behaviour).  

 

2.2 Branding in sport 
  

 2.2.1 Branding  

 

First, a brand can be defined as “a name, a word, a sign, a symbol, a drawing, or a combination of 

these” (Kotler et al., 2000, p.478). A brand represents the goods and services of a company, and a 

brand is “a differentiating asset for a company (Kapferer, 2001). A brand is like the personality of a 

company through its brand attributes and brand associations. In order to be competitive a brand has 

to differentiate itself from competitors by creating its “Unique Selling Proposition” (USP), that can be 

defined as “the unique characteristics which make up the brand stand out in the marketplace and 

seduce customers” (Freling et al., 2011). A brand is also a promise that a company delivers to its 

customers (Bastos and Levy, 2012; Kapferer 2012). This promise is how customers experience the 

brand every time that they are in contact and mainly it’s about the coherence and continuity of 

brand’s products or services (Balmer et al., 2009; Viot, 2011).  

 

Having a good brand equity means to success in creating positive associations with a brand versus 

other brands. That’s why big and well-known brands have a competitive advantage because they can 

“generate more revenues, profits and market-share that brands less well known because of their 

tangible and intangible attributes, but mostly because of the trust consumers have in these more 

established brands” (Kapferer, 2012). These successful brand have succeeded in building a strong 

emotional and personal relationship with the customer, and consequently, provoking trust and loyalty 

toward the brand (De Chertony, 2001) (Figure 1). It also explains why companies that have a strong 

brand are always focusing the customer’s attention on their brand image (Richelieu, 2003). 
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Figure 1: What is brand? (Richelieu, 2003). 

 

Baek et al. (2010) have explained that credibility and prestige are important factors in customer’s 

brand choice. Consequently, the concept of customer-based brand equity has been introduced. It 

means that “brand knowledge has different effect on consumer response to the marketing of the 

brand. A brand has a positive (negative) customer-based brand equity when consumers react more 

(less) favourably to an element of the marketing mix for the brand than they do to the same 

marketing mix element when it is attributed to a fictitiously named or unnamed version of the product 

or service” (Aaker, 1997, p.1). So companies have to think about strategies in order to improve their 

brand equity but unfortunately they don’t really have tools to measure it. Indeed, there is no metric 

accepted to quantify brand equity especially because very an important gap between quantitative and 

qualitative equity values (Richelieu, 2003). Brand value is determined by “how well a company 

understands and recognizes the potential of a brand, as well as how well a firm capitalizes on that 

brand potential in the marketplace” (Richelieu, 2003).  

 

2.2.2: Brand strategy in sport 

 

In terms of sport and in this case, a brand is referred to a sport team (FC Nantes). The brand is 

Name, word, sign, symbol, drawing 

What is a brand?  

Define and differentiate 
Promise 

Coherence and continuity 

- Emotional and personal relationship 

- Trust and loyalty 
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considered as “the most important asset of a sport team” (Bauer, Sauer, & Schmitt, 2005). And as a 

Manchester United manager stated (France Télévision, 2002), “everything is in the brand […] We 

must think in terms of products in order to develop the company. The brand is a team, its logo, the 

red shirt, the players, the story; it is everything related to Manchester United. It is a precious asset in 

developing the business”. Creating a brand and developing it, is strategic for football teams in order 

to “position itself against other teams and entertainment offers in the market” (Richelieu, 2003). 

Clubs have to influence consumers in order that they prefer their time and money on their sport team 

rather than other possibilities such as festivals, movies, travelling, etc.  

 

By valorising fan loyalty and fan trust, sports teams can in return generates more revenues by sailing 

more variety of goods and services, within and beyond the sports arena (Gustafson, 2001). As a 

strong brand, sports team could be able to “make their customers live their brand at different 

moments of their daily life: they live their sports team and the respective brand, just like customers 

who wear Levi’s and not another brand of jeans, and others who drink Coca-Cola and not Pepsi” 

(Richelieu, 2003). And when fans support a sport team it improves sales of tickets in stadium, 

merchandising and purchases, among others (Richelieu, A., & Lessard, S., 2014). Sports team have 

the true characteristics of a product: intangible benefits like emotions fans experience at the stadium 

and the sense to belonging to the team, and tangible benefits such as the result of the game and 

team’s merchandising (Richelieu, Boulaire, 2005).  

 

2.2.3: Team brand identity  

 

Building a strong identity allows sports team to overcome losing records (Ross, 2006). It’s an 

important process for sport team to think about and create a good team’s brand identity because it 

“provides the club with direction and meaning” (Hill, Vincent, 2006). A strong team personality helps 

also clubs to “increase consumer preference and usage, arouse emotions and increase the level of 

trust and loyalty” (Aaker, 1997). By positioning a sport team in the market and thinking about 

marketing actions coherent with the identity and positioning of the team, can help them in the 

improvement of trust and loyalty of their fans. Positioning a sport team is made on two parts: by 

choosing a market segment and by differentiating the brand on the market (Richelieu, 2003). A 

strong brand identity develops “the perception of brand superiority, quality and preference among 

consumers (Steenkamp, Batra, & Alden, 2003).  
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Figure 2: The strategic construction of the brand (Richelieu, 2003) 

 

Most of the academic research on sport segmentation have used a combination of variables, which 

include “demographic (e.g. gender, age and life stage), geographic (e.g. city, country, state) 

behavioural (e.g. frequency of attendance) and psychographic (e.g. team commitment, attachment 

and brand associations, fan motives and attitudes and perceived benefits)” (Funk, Alexandris, & 

McDonald, 2016).  

 

2.2.4: Brand image in sport  

 

According to Aaker (1991, p.15) “brand equity is a set of brand assets and liabilities linked to a brand, 

its name and symbol, that add to or subtract from the value provided by a product or service to a 

firm and/or to that firm’s customers”. Consequently, a sport club can be consider as a brand. 

However, it is not an easy work “to manage this brand image process for a sport organisation in 

today’s environment” (Ferrand & Pages, 1999). According to Payne (1996), the marketing director of 

the international Olympic Committee, four keys to manage successfully a sport team: “total control, 

integration of all the different programs together, a positive relationship with the business community 

partners and professionalism”.  

 

Image can differentiate and position a sport team. Image can influence for example when a teenager 

decides which sport to practice between football, basketball or volley ball. Image can influential in this 

decision and create positive feeling for a sport or a club. This image can be used by sport’s team on 

several aspects and for example offers partnership opportunities. Very big clubs like Manchester 

United, Juventus or FC Barcelona use their image to support their merchandising activities, reinforcing 
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their communication and are also extremely profitable for them. 

 

2.3 Sports fan behaviour  
 

 

2.3.1: Social identity theory 

 

“Identities are cognitive schemas that reflect internally stored information and meanings that serve 

as frameworks for interpreting experience” (Trail & James, 2011). Stets and Burke (2000) said that 

individuals with a particular role identity have the tendency to adapt a role and by this they mean to 

act a role in order to match with expectations of the role: managing interaction with role partners, 

and controlling the environment to control the resources for which the role has responsibility. This 

definition corresponds with the role that an individual can play as a fan of a football club during a 

match. Indeed, the individual has a role identity of the fan, supporting his team for example by 

improving crowd ambiance to manipulate the environment. “the individual employs the role identity of 

a soccer fan through the responsibility of negotiating when it is appropriate to cheer or when it is 

appropriate to remain silent (e.g., when a player sustains an injury)” (Uhlman and Trail, 2012). This 

concept of Identity Theory can explain the identification of an individual to a particular team and his 

attachment to the sport (Figure 3). But to explain “the role of the external environment on the 

individual’s definition of role requires an analysis of Social Identity Theory.” (Uhlman and Trail, 2012). 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3: Theoretical model of variables predicting fan superiority (Uhlman & Trail, 2012) 

 

Social Identity Theory can explain vicarious achievement, community attachment and fan superiority. 

Social Identity Theory is defined by Stets and Burke (2000) “as a person’s knowledge that he or she 

belongs to a social category or group”.  During the establishment of social identity on an individual, 

similarities between the self and other in-group members and differences between the self and other 

Need for Vicarious 

Achievement 

Attachment to the 

community 

Sport attachment 

Team Identification 

Fan Superiority 
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out-group members are accentuated (Stets & Burke, 2000). In sport, this statement is particularly 

true with a strong in-group favouritism. For example, Jones (2000) observed that fans of an English 

Football club express a strong feeling of belonging to the group and also express favouritism within 

the group. Consequently, vicarious achievement that is “the need for social prestige, self-esteem, and 

sense of empowerment that an individual can receive from their association with a successful team” 

(Fink, Trail & Anderson, 2002), attachment to community and fan superiority are all derived from the 

concept of Social Identity Theory. They all involved in-group/out-group comparison, in-group 

favouritism and accentuation of differences with out-group members.  

 

2.3.2: sport consumer behaviour 

 

 

 

Figure 4: The sport consumer (Funk, Alexandris, & McDonald, 2016) 

 

In this paper we will focus on the passive sport consumer one that correspond to people who are 

spectators of sport contests. But in these big category Funk, Alexandris and McDonald (2016), makes 

the disctiontion between “those who attend live sport games (spectators in the stadium) and those 

who watch them on TV or online”. Another distinction can be made also between a “sport spectator” 

and a “sport fan”. A sport fan is “someone who expresses positive emotion toward a specific sport 

team (e.g. a Manchester United fan)” (Funk, Alexandris, & McDonald, 2016). The sport fan will always 

follow his team during their games, be aware of their actuality and he will purchase team 

merchandise. On the other hand, a sport spectator “may not have a preference for a specific sport 

team; they may simply enjoy watching the sporting contest” (Funk, Alexandris, & McDonald, 2016). 
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Consequently, in this part we will focus on the main aspects that characterize this passive sports 

consumer: his involvement, his psychological commitment, his loyalty, his identification to a particular 

team, and his feeling to be part of a community.  

 

Involvement is currently conceptualized as “perceived personal relevance on inherent needs, values, 

and interests” (Zaichkowsky, 1985, p.342). It has also been defined as “an interest or drive and is 

considered a motivational state” (Bloch, 1982; Johnson & Eagly, 1990). Involvement can be used in 

different areas such as “purchase decision, product category, brand, or marketing communication” 

(Gordon, Mckeage and Fox, 1998). In other words, involvement can be defined as “the level that a 

person is really into something” (Bennet et al., 2009). Leisure involvement, that is more linked with 

sport fans involvement, has been defined as “an unobservable state of motivation, arousal or interest 

toward a recreational activity or associated product that is evoked by a particular or stimulus that 

possesses drive properties” (Havitz & Howard, 1995; Iwasaki & Havitz, 1998). Most of researchers 

have used and adapted one model of three dimensions about involvement: “attraction, centrality and 

self-expression” (Kyle, Graefe, Manning & Bacon, 2004).  

 

 

 

Figure 5: Sport consumer involvement (Assael, 1987) 

 

 

Loyalty in the football sector, is a “highly meaningful concept within its customer base” (Tapp, 2004). 

Parker and Stuart highlighted how important football can be in some people’s lists of life’s priorities. 

But importantly they highlighted that football fans “are very unlikely to change their allegiance, with 

exclusive brand loyalty being the norm” (Parker & Stuart,). Loyalty regarding football is very typical 

and original. Indeed, loyalty for a football fan is very important and that’s a different aspect from 

other most consumer sectors 

 

2.3.3: Sport Experience Design  

 



19  

“The concept of sport experience design represents the process of enhancing customer engagement 

by improving the use and pleasure provided in interactions between the customer and the delivery of 

the sport product or service” (Funk, Alexandris and McDonald, 2016). Sport Experience Design is 

composed by 3 components: the sport user, the sport context and the sport management system 

(Funk, Alexandris and McDonald, 2016). Sport consumer are very engaged people in their passion. In 

fact, no other activities except entertainment, religion or politics have as much emotional responses. 

“fans derive strength and a sense of pride from their affiliation with a team. Fans often see the team 

as an extension of themselves: team success is personal success and team failure is personal failure” 

(Richelieu, Pawlowski and Breuer, 2010). Sport context is the environment where the sport consumer 

evolves. It can be a physical environment like watching a game in a stadium or a virtual environment 

like using a club website to buy a ticket or a jersey. The sport management system is how a sport 

company can sell its product or service to the football customer. Indeed, sports teams “have become 

quasi-brands, driving retail sales of product associated with their names and images” (Carlson, 

Donavan and Cumiskey, 2009). These three components are essential to design a perfect Sport 

Experience Design. 

 

Turnali (2014) explains that sport organization in order to design a SX Design can act on some 

variable elements during a fan’s journey. But they are to be careful because the fan experience is 

unique to each organization or for one particular sport. He underlines that with new technologies can 

have access to a large range of data in order to have feedbacks and insights from consumer and how 

they perceive their experience. The formula of fan experience is very simple because it means FAN + 

EXPERIENCE (Turnali, 2014) and a smart SX Design combine data from technology but also other 

considerations. Every data collected from each interaction between a fan and a sport club, can be 

analysed and give opportunities to improve the fan experience and help sport manager in their 

process of making-decision. However, Turnali insists on the fact that sport managers have to include 

consumer when they are designing the fan experience. In fact, they have to adopt the perspective of 

a fan typical customer’s journey when he is interacting with the club physically or digitally. Sports 

managers have to use an “empathy principle” (Turnali, 2014).  

 

`  

2.4 Millennials behaviour  
 
 

2.4.1: Millennials definition 

 

Generation Y (1980-1995) is also referred as “millennials” or “echo boomers”, whose number is 

estimated at 1.7 billion worldwide, or 1/3 of the world's population (Burnstein, 2013). The millennials 

generation is a generation that has been greatly impacted by international events, more so than 

previous generations: the terrorist attacks in New York on September 11,2001, the Gulf War in the 
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1980s, the war in Iraq and Kuwait in 1991, the war in Afghanistan in 2001, the war in Iraq between 

2003 and 2011 (in response to the attacks of 2001), the civil war in Libya from 2011 and the war in 

Syria from 2011. In addition to these times of war, we must add a context of economic uncertainty 

with the global financial crisis of 2008-2012, which had a huge impact on the lives of families, the job 

market and the financial health of businesses (Burnstein, 2013).  

 

On a cultural level, the millennials generation has also experienced a series of international 

phenomena such as young teenagers becoming global stars from the Youtube platform or the 

opportunity for this generation to participate and influence political debate through social networks. 

(Burnstein, 2013). Burnstein (2013) therefore emphasizes that this context has taught the millennials 

to remain positive even in a difficult and uncertain climate. Indeed, the millennials remained more 

positive overall than other generations during the financial crisis. Finally, the millennials perceive the 

world as constantly changing and this mode of functioning, called the “fast-forward”, is something 

that characterizes this generation. 

 

According to a study conducted by the Pew Research Center (2014), the millennials are more 

politically independent, less involved in religion, less married, and use much more technology, 

including social networks. This generation is less trusting than the others and many of these 

members believe that they are not earning enough in terms of wages now but will do so in the 

future.  Nielsen (2014) also defines this generation as sociable, connected to social circles via online 

and mobile phones, valuing authenticity and creativity, buying local products, caring about family and 

friends, judging social networks to be even more important in this difficult economic context. 

 

There is therefore a gap between the way the Millennials live and the concerns about privacy 

(Tolstrup, Idongesit, Samant and Knud Erik, 2017). The millennials are conscious of the privacy 

challenges, however, they are not ready to give up the “one clicks”, and the benefits of being 

permanently connected, and therefore in general they remain inactive on this subject (Burnstein, 

2013).  

 

The Millennials are for most of them well-educated, and better travellers than their parents. Wallop 

(2014), has also characterised this generation as being individualistic, technologically savvy and 

sophisticated (as cited in Funk, Alexandris, & McDonald, 2016). They valorised distinctive brands as a 

tool to express themselves. When they go shopping they also expect a specific experience as an 

entertainment.  

 

2.4.2 Use of new technologies by the millennials 
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Millennials are very influenced by technology and the internet. They are materialistic people but 

probably due to the big influence of technology on them. That’s why for example traditional media 

are not very used by millennials (they watch less TV for example). Online advertising is more efficient 

on them. That’s why most of companies that target them use social and digital media to reach them. 

They are a key target for sport team like for example for football club in the Major Soccer League in 

USA. Indeed, Millennials are now the main target for MLS (with an estimated 70 million fans in USA), 

“because most of them grew up with soccer and understand the game” (Birkner, 2014). Dan 

Courtemanche (Bickner, 2014) has gived an interview about how MLS has reached the millennials 

target by using technology for marketing purposes. In fact, they launched a Youtube channel 

“KickTV” which talk about soccer in USA but with a message tailored to Gen Y audience. They also 

created short shows and movies that features MLS players and show the personalities of these 

players of the field, in a funny way. This was very strategic because it has created an emotional linker 

with millennials fans (Birkner, 2014). 

 

The millennials appreciate the ability to be permanently connected. Indeed, they are more likely to go 

to a restaurant that has, for example, a good Wi-Fi connection and has an application that offers 

them a unique experience (for example, an app that allows them to order from their table or give 

them discounts and rewards) (Nielsen, 2014). This does not mean that millennials are buying more 

online than previous generations. Only 6% of them buy online (Nielsen, 2014), preferring to go to 

shops and shopping centres. However, it is indisputable that millennials are more comfortable with 

technology than previous generations. For the most part they have grown up using technologies such 

as cable TC, Internet and cell phones. The millennials have a positive view of the impact that new 

technologies can have on their lives. More than 74% think that new technologies make their lives 

easier, and 54% think that these technologies help them to be closer to their friends and family 

(Nielsen, 2014).  

 

In terms of communication media, the millennials watch much less television than previous 

generations. Indeed 50% of Millennials households do not own tv but watch content on their 

smartphones and laptops. They watch TV and video content on Youtube (Nielsen, 2014). Millennials 

are at the forefront in terms of using social networks. They are the most advanced in terms of 

internet usage, mobile technologies, social media... and they use all these technologies to build a 

personalized network of friends, professional relationships and affinity groups. 81% of the millennials 

have a Facebook account and 55% of them have already posted a "selfie" on a social network (from 

PewResearch, 2014).  

 

2.4.3 Development of e-sport communities among the millennials 

 



22  

The generation of millennials grew up with the rise of video games. For them owning a console was 

as common as owning a television. Moreover, this generation in addition to growing up playing video 

games, she passed her majority in the Youtube era (Google, 2014). “the community surrounding 

eSports is familiar with the Internet and various social networks, such as Facebook, Twitter, Twitch 

TV and other web platforms similar to YouTube» (Kaytoue et al., 2012). Youtube platform has 

become for many of them the best platform to explore their passions. “This convergence has resulted 

in an abundance of gaming content, and brands interested in connecting with this interested and 

engaged audience should take note. » (Google, 2014). In fact, «the social and interactive atmosphere 

surrounding live online broadcasting has led to a community based content-generating community, 

which dominates traditional broadcasting methods for young males aged 18-34 » (Scholz, 2011).  

 

E-sports can be defined as a form of sports where the primary aspects of the sport are facilitated by 

electronic systems; the input of players and teams as well as the output of the eSports system are 

mediated by human-computer interfaces (Hamari & Sjöblom 2017). In other words, e-sports is 

defined as competitions (amateur or pro) of video games organised by different leagues and 

tournaments, where players belong to teams or sports organisations sponsored by different types of 

organisation. In recent years, the e-sport sector has exploded and has become one of the new media 

with one of the fastest growth rates driven by the increase in the number of online video games and 

technologies for online broadcasting.  

 

It has been estimated that more than 70 million people watched eSports during 2013 (Warr, 2014). 

The launch of a video game can sometimes record higher sales than the biggest Hollywood 

blockbuster audiences. For example, in 2014, the blockbuster with the most successful audience, 

Transformers: Age of Extinction, during its 15 weeks at the box office, the film recorded a revenue of 

more than one billion dollars in the world. In comparison, Grand Theft Auto V reached this figure in 

2013 in 1 week, becoming the fastest selling game and recording 5 other sales records along the way 

according to Guinness World Records. The interest for video games is also visible on Youtube. In 

2014, the second most popular search was for a game: Minecraft (Youtube Search Trends, 2014). 

Beyond the impressive views statistics that are impressive on streaming platforms like Youtube, it is 

the level of commitment and time spent by video game community members that is interesting for 

brands. Indeed, video game streaming platforms often include chat solutions “that allowed for 

constant interaction between viewers and streamers with an audience made up of young males aged 

18-34 who are technologically literate” (Scholz, 2011).  

 

 
2.5 Literature Conclusion 
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This literature review highlights that marketing concepts as branding are very specific when they 

apply to sport and especially for the football field. Indeed, the consumer in this sector (fans), has a 

very specific behaviour. He is proud to be loyal to just one team and is likely to stay loyal during all 

his life. It goes even more further, with sports fans that build their social identity around their fan 

community and the values of their favourite teams. That’s why it is crucial for football teams like FC 

Nantes to capitalize on it and build a strong local and national brand. Finally, this literature review 

highlights how specific can be Millennials behaviour and how difficult it can be to target them.  
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Chap 3. Research Methodology 

 

3.1 Introduction  
 
 
This chapter will concern about the way in which the data will be collected and answer the research 

question. Firstly, I will explain what philosophy and approach will justify the choice that I have made 

for my research. Then I’ll explain what methodology I chose to follow to conduct the study, the 

research strategy and the time horizon. I will introduce what sample I have selected for the research 

that will enable to reduce the amount of data collected, the techniques that I will use to collect the 

data and how I will analyze it. Finally, I will talk about ethical issues that can come across this 

dissertation and how I want to fix them. I will as well, talk about the limit of my research 

methodology.  

 

The “Research Onion Framework” presented by Saunders, Lewis and Thornhill (2009), provides the 

basis for the presentation of all stages of the research process. The methodology of this study will be 

presented starting from the 6 layers of this framework: 

 

• Research philosophy;  

• Research approach;  

• Research strategy;  

• Research choices;  

• Time horizon; and  

• Data collection and data analysis 
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Figure 6: Research Onion (Saunders et al., 2009)  

  

 

Figure 7: Research method structure of this study 

 

3.2 Research Design 

 

3.2.1 Research Philosophy: pragmatism  

 

This research will be done through a pragmatic philosophy that seems to be the best way to achieve 

a business and management research. The most important for this dissertation it’s to look at concepts 

relevant, meaning that they support action (Kelemen and Rumens 2008). This paper will focus on 

practical consequences of branding and fan consumer behavior concepts and how a branding strategy 
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can be successfully carry out for FC Nantes. Indeed, the purpose of this study is to answer to 

practical problem for FC Nantes football club and to give practical solutions that can be used as future 

practice.  

 

3.2.2 Research Approach: Induction 

 
 

An inductive approach has been chosen for this research because “theory follow data rather than vice 

versa, as with deduction” (Saunders et al. 2016). The main argument for justifying this choice is that, 

it is more realistic to treat football and more generally sport fans as humans whose fan behaviour is a 

consequence of how they feel about sports experience, rather than as if they were “unthinking 

research objects who respond in a mechanistic way to certain circumstances” (Saunders et al 2016). 

The second argument that justify the decision to follow an inductive approach is that deduction does 

not allow the elaboration of alternative explanations about one particular problem due to its streak to 

construct a stiff methodology. That’s why a less rigid approach will be used in order to allow 

alternative explanations of the reasons that influence a millennial to be fan for a specific sport team.  

 
 

3.3 Research Strategy 
 
 

3.3.1 Research strategy: FC Nantes case study 

 

 
The research strategy of this research will be a Case Study as defined as “an in-depth inquiry into a 

topic or phenomenon within its real-life setting” (Yin 2014). In the context of this study, “case” is 

referencing to a specific business organisation, the FC Nantes. The case study has been chosen 

because the boundaries between branding strategies and their effectiveness on Millennials for sports 

teams like FC Nantes are not apparent (Yin 2014). Understanding the context will then fundamental 

to this case study research. As Dubois and Gadde (2002: 554) highlighted “the interaction between a 

phenomenon and its context is best understood through in depth case studies”.   

 

To achieve good insights, in depth inquiry will be needed in order to understand fan consumer 

behavior and implications for action in terms of branding strategies effectives for FC Nantes’ team. 

The mix methods research is justified by the case study research strategy “to understand fully the 

dynamics of the case” (Saunders et al, 2016). A single case study has been purposively chosen 

because analysing branding strategies for clubs like FC Nantes is a phenomenon that few have 

considered before. Moreover, as a student, the single case is much more manageable.  
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3.3.2 Methodological choice: Mixed methods research design  

 
Mixed research strategy has been selected for this research and combines quantitative and qualitative 

data collection strategies and analytical procedures. As a pragmatic research, the use of a mixed 

methods research design seems to be more logical because the exclusive adoption of one 

philosophical approach is unhelpful. This research method seems to be the best to answer to the 

specific problematic combining a mixture of positions that will “help to undertake the research” 

(Tashakkori and Teddie 2010). Both, quantitative and qualitative research have their advantages and 

weaknesses. Consequently, their combination, will give more solutions.  

 

A Mixed research strategy is better for my study for several reasons: 

● For facilitation reason (Saunders et al 2016). In fact, during the research one method can 

provide some very interesting insights for the research question and then it can be decided to 

go further by using another method.  

● Methods are complementary and the using of both can give access to better results. 

● One method can help to interpret and explain relationships between elements emerging from 

from the other. 

● One method can focus on one particular attribute and the other to focus on another attribute. 

● And finally the use of mixed methods will provide a greater confidence in findings by mutually 

corroborate them.  

 

A concurrent mixed methods research will be used meaning that “the separate use of quantitative 

and qualitative methods within a single phase of data collection and analysis (a single-phase of 

research design)” (Saunders et al, 2016). This method will allow to compare together the results of 

both methods and have a better and more comprehensive response to the research question 

compared to a mono method design. The other advantage of a concurrent mixed method, in addition 

to have access to richer data than a mono method design, is that it will be shorter in time scale and 

more practical to conduct than a sequential methods design.  

 

As an inductive approach suggests it, the quantitative research will be conducted with data used to 

develop theory and propositions regarding the dissertation title. A mono method quantitative study 

will be used with a single data collection technique and corresponding to a quantitative analytical 

procedure, which will be a questionnaire.  

 

The qualitative research will commence with an inductive approach and consequently a naturalistic 

and emergent design will be used to build branding strategy propositions for FC Nantes. A multi-

method qualitative study will be used with two data collection techniques and corresponding 

analytical procedure, focus groups interviews and depth interviews. The purpose for the focus groups 
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interviews will be to collect some insights and justification about their behaviour regarding sport and 

football. 

 

 

3.3.3 Purpose of the research design: Combined studies 

 

 

An exploratory study has been conducted in order to ask open questions to understand factors 

influencing millennials in their choice for supporting one club and have some insights from them. An 

exploratory study allows to be flexible on how the research is conducted and have the possibility to 

change of direction if a new interesting result appears or new insights occurs.  

 

This decision also influenced the formulation of the research question and it was decided to begin it 

with the word “How”. And the questions that will be asked during focus group and in questionnaires 

are also likely to begin with “How” or “What”. The purpose of the research design has also an impact 

on the decision to conduct focus groups interviews unstructured in order to have a quality 

contribution from the participants.  

 

An Evaluative study was also conducted, to find out how well branding strategies can help FC Nantes 

to increase their Fan’ base focusing on Millennials. Indeed, the purpose of this study will be to 

evaluate the effectiveness of branding strategies on a small first division 1 club as FC Nantes. Ideally, 

this evaluative study will produce a theoretical contribution by focusing not only on the “how 

effective” but also on the “why” branding strategies are effective for clubs like FC Nantes.  

 
 

3.3.4 Time Horizon: Cross sectional study 

 

 
This research will be cross-sectional, meaning that it will involve “the study of a particular 

phenomenon at a particular time” (Saunders et al, 2016). The study will be like a snapshot made at a 

particular time, between September and December 2017. The reason why this particular time is that 

this research project has been undertaken for academic course and consequently it is “time 

constrained”. This time horizon is adapted to a mixed methods research strategy and, as a case 

study, the research will be based on interviews conducted over a short period of time.  

 

 
3.4 Data collection 
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Data can be collected by using primary and secondary sources. Primary research can be defined as 

data observed or collected directly from first-hand experience. Secondary research is “analyses of 

data that were collected initially for some other purpose” (Saunders; Lewis and Thornhill, 2016). The 

data obtained through the secondary research has been analysed to provide additional or different 

knowledge, interpretations or conclusions (Bulmer et al. 2009). 

 

3.4.1 Secondary data  

 
Secondary data was collected mainly from online resources such as online studies carried out by 

scientific institutes, scientific and professional magazines, companies, researchers, etc. The duration 

of this research being limited in time, the data collection was limited and had to be carried out early 

in the research process in order to be able to analyze and discuss the collected data.  

 

3.4.2 Primary data  

 

In order to be able to respond to the research question and research objectives, statistics, habits and 

opinions of the target population were needed. Two primary research methods were used during this 

study: online questionnaires and focus group discussion. Data collection began on October 15,2017 

and was completed on November 30,2017. 

 

3.4.3 Questionnaires (quantitative and qualitative data) 

 

According to Saunders et al., (2016), questionnaires are the most widely used primary data collection 

technique for the survey strategy, but it is also a technique widely used for case study research, as it 

is the case for this study.  
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Figure 8: Types of questionnaires (Saunders et al., 2016) 

 

Given the limited time allocated to data collection, limited financial resources, and the target of this 

study scattered geographically in the north-western region of France, self-administered 

questionnaires distributed via the Internet (web) were chosen to carry both qualitative and 

quantitative questions.  

  
Self-administered questionnaires via Internet 
 
 

This self-completed questionnaires were sent via Facebook and Twitter to a selected target audience 

by using a hyperlink (Web questionnaire). This kind of delivery for the questionnaire, will assure that 

the person that respond to it, is the person wanted. Moreover, the respondents to the self-completed 

questionnaire are relatively unlikely to answer to please me or because they believe certain responses 

are more socially desirable (Dillman al. 2014).  

 

The data collected will analyzed by computer, and the online tool Google Forms, will be used to 

design the questionnaire, but also to save automatically the data and either analyse the data thanks a 

survey tool available within Google Forms. Several types of variable will be collected in the 

questionnaire: 

 

• Demographic variables: age, gender, education, occupation… They will be used to explain the 

difference of attitudes and behaviours regarding sport 

• Attitude variables: how respondents feel about the brand FC Nantes for example 

• Behaviour variables: data about what people did regarding their football fan behaviour 

 

In order to test the reliability of the questionnaire a test of the questionnaire will be set up with 

participants similar to those that are actually targeted. To collect enough feedback from this test, 10 

participants will be needed (Dillman et al. 2014). The purpose of this test will be to check that 

participants had well understanding the questions and answer to them but also to check if they have 

followed the instructions correctly (Fink 2013). It will also help me to find out: how long the 

questionnaire took to complete, if the layout was clear and attractive…  

 

 
Sample technique: non-probability 
 
Sample frame: difficult to establish/non-available 
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Figure 9: Sampling techniques (Saunders et al. 2016) 

 

 

As described by Saunders, et al., (2016), in the case of probability sample, chance of each case being 

selected from the target population is known and is usually equal for all cases. As an opposition a 

non-probability sample "the probability of each case being selected from the target population is not 

known” (Saunders, et al., 2016).  

 

In the case of this study, non-probability sampling techniques was chosen, as the sampling 

framework is complex to get. A single, complete list of all the Millennials living in the northwest of 

France and interested a minimum by football is not available. As a result, as part of this project, list of 

members of FC Nantes fan Facebook groups or individuals with a corresponding profile on Facebook 

as needed for this study were combined and a suitable sample was selected from the following 

sources: 

 

• “FC Nantes” (public group): 8332 members 

• “Groupe de supporter FC Nantes” (closed group): 2630 members 

• “Students from Nantes” (public group): 15 561 members 

 

Purposive sampling: homogeneous  
 
This method makes it possible to use a judgemental choice to select cases who seemed to be able to 

best answer the research question and achieve the objectives of the study (Saunders, et al., 2016). 
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Moreover, purposive sampling is very often used within case-study research and in order to select 

cases that are particularly informative (Neuman, 2005).  

 

Homogeneous sampling has been chosen in order to select only aged between 18 and 35 years old 

and who are a minimum interested in football. In fact, this kind of sampling that focuses on one 

particular subgroup in which all the cases have a similar profile or occupation, makes it possible to 

explore in greater depth and minor differences to be more apparent (Saunders, et al., 2016).  

 
Snowball sampling 
 

This method was also selected in order to obtain more answers via Twitter. This technique uses some 

volunteer’s participants to be part of the research rather than being chosen and is used when it 

appears complicated to identify members of the desired population (Saunders, et al., 2016).  

 

For the purpose of this research, I had identified specifics target audience to approach on Facebook. 

Nevertheless, the low answer rates made it necessary to use a snowball sampling in order to receive 

more responses to the survey.  

 

Saunders et al. (2016) states that the objective of snowball sampling is to make contact with one or 

two cases in the population and ask these cases to identify further cases. For the purpose of this 

research, existing contact on Twitter were approached, in order to get more responses on the survey. 

Targeted group of people were also targeted with specific hashtags in order to reach potential 

respondents or people who could pass the questionnaire on to the right people.  

 

Population 
 
Survey respondents were Millennials living in north-western France (Nantes for the most of them) or 

Millennials who lived in north-western France. 

 

Target audience and sample size 
 

Respondents to this survey were Millennials living in north-western France and who were interested in 

a minimum by football and the club of FC Nantes. Targeting appropriate persons to reach was 

important in order to minimise bias (for example, to eliminate the possibility of having surveys 

completed by people who are not members of the Millennials generation or not at all interested in 

football). From Facebook 100 answers were collected and thanks to Twitter and the snowball 

sampling method 42 other answers were obtained in addition. In total, some 142 respondents 

returned the survey.  
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This results in a low response rate relative to the size of the target population groups. The response 

rate was previously viewed as an indicator of the quality of the study conducted, with the assumption 

that a high response rate allows for the collection of more relevant data (Aday, 1996; Rea and Parker, 

1997). However, according to the Journal of Mixed Methods Research (2007), purposive sampling is 

done to get a sample that answers to the research question. This journal even adds that a small 

sample (of 30 cases or less) is enough. In view of this finding, the sample size with 142 responses is 

considered satisfactory. 

 

 

3.3.3 Focus groups discussions (qualitative data) 

 

 

Focus groups has been selected, as sometimes called “a group interview”. This technique focuses 

upon a particular issue, product, service or topic by encouraging discussion among participants and 

the sharing of perceptions in an open and tolerant environment” (Krueger and Casey 2009). This 

method seems better than others because it allows to have a better interaction between participants 

and interactive discussion. In fact, the discussion will focus on the participant's fan behaviour and 

their perception about branding strategies. The focus for these focus groups will be to analyze how 

participant interactions and group dynamics lead to the construction of shared meanings (Belzile and 

Olberg, 2012) and to complete the findings from the questionnaires.  

 

Sample technique: non-probability 
 
Sample frame: volunteer sampling frame 
 
I decided to interview student from business schools, because they have a certain knowledge about 

branding strategies and it will be easier for me to conduct this interviews by using technical terms 

that the participants can understand. Students targeted were students aged between 18 and 35 years 

old and interest by football and the concept of branding in sport.  

 

The qualitative research will be based on a non-probability/volunteer sampling frame. As researcher, I 

can have access to several students’ member from business school from Nantes through their intranet 

network or their administration.  

 

• Audencia business School Nantes: 2688 students  

• Iseg Marketing & Communication School Nantes: 250 students 

 

For these schools an announce will be made in intern to recruit volunteers (self-selection sampling. 

The objective of these focus group interviews is to have insights from people from different 
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background and different personal experience with football. A series of 3 interviews with group of 4 

peoples will be conducted in total given the limited time available to conduct these focus groups.  

 

Population 
 
Focus group participants were business school students between the ages of 20 and 25 with an 

interest in a minimum of football and FC Nantes. 

 

 
3.5 Data Analysis Procedures 
 

 

3.5.1 Analysing quantitative data 

 

As already mentioned, Google Forms has been selected to analyze the quantitative data. Indeed, the 

data are entered and saved automatically using predefined codes thanks to this software. 

Consequently, the data will be automatically recorded using numerical codes that will facilitate the 

analysis. Once the data will be checked for errors, the initial analysis will start. Graphs and tables will 

be mostly used to explore and understand the data and to emphasize certain aspects of the data. For 

example, tables can be used to show specific amounts, bar graphs to show highest and lowest 

amounts, line graphs to show trends… (Saunders et al. 2016).  

 

The subsequent analysis will consist to describe the data and analyzing links and relationships by 

using statistics. Different statistics will be used according the purpose of the analysis: the mean, 

median and mode to describe the central tendency, correlation and regression to assess the strength 

of relationships between variables… (Saunders et al. 2016).  

 

3.4.2 Analysing qualitative data 

 

Due to the qualitative research nature, focus groups will be audio-recorder and consequently, will 

need to be transcribed meaning that verbatim should be reproduced as a word-processed account. In 

order to reduce the vast amount of time needed to transcribe interviews verbatim, only the sections 

from each audio recording that seems to be pertinent and relevant, will be transcribed.  

 

Then the data will be coded, in order to categorise data with similar meanings. By doing that each 

piece of data that will interest me, will be accessible for a further analysis. It will make possible to 

explore all the meanings possible in the data to guide the direction of the research. The code will 

come from the actual terms used by the participants that can be defined as “in vivo” (Saunders et al. 

2016).  
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3.6 Research Ethics 
 
Research Ethics are a critical part of all the research design process and on this section will be 

presented what ethical issues are expected to come across and the solution to handle them.  

 

As a business research, this study involves human participants. Consequently, Ethical concerns are 

more important when the research involves human participants. Therefore, this research will be 

conduct in line with the ethical principle of not causing harm for the participants and “by adapting the 

research strategy or choice of methods where appropriate” (Saunders et al. 2016). Consent can an 

ethical issue when gaining access with for example people that give their agreement to complete the 

questionnaire, but does not necessarily are agreed “about the way in which the data provided may be 

used” (Saunder et al. 2016). To handle this potential ethical issue, a participant information sheet will 

be created. This sheet will be given or emailed depending the data collection methods for the 

questionnaire and will include information about the nature of the research, participant's rights, how 

their data will be analyzed. For the focus groups, a consent form will be created which will be a 

detailed written agreement and signed by both parties. During these interviews, an audio record data 

will be used. Consequently, participant’s consent to use this audio record data will ask before the 

event. During focus groups any pressure on the participants for an answer will not be allowed. It will 

be clear that they have the right to not answer to any question. Moreover, these focus groups will be 

scheduled at reasonable time of the day. 

 

 

3.7 Limitations of Methodology  
 
 
Firstly, it is important to defined what kind of access this research will include. This study will combine 

traditional and Internet-mediated approaches. Consequently, the type of access can be described as 

an hybrid access (Saunders et al. 2016). It means that the research will involve in one hand, face-to-

face interactions (focus groups) and on the other hand, the use of different computing technologies 

(instant messaging) to deliver virtually questionnaires. 

In addition, this study is vulnerable to bias in the method used to obtain the sample. This type of 

sampling is not representative of the entire population, so it is difficult to generalize findings 

especially for qualitative analysis. However, this method makes it possible to collect basic data and 

observe key trends in the topic studied, which can be used for future studies. 

 

3.8 Suitability of Researcher   
 
 
Being a marketing student, I am specialized in brand management for 2 years. I therefore have a 

great deal of interest in the processes and possible strategies for an organization to build or develop 
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its brand in accordance with its business environment. I worked for a young French start-up with the 

mission of developing the reputation of this young brand through an effective digital marketing 

strategy. In addition, I have been passionate about football since I was a child, having played the 

sport for 3 years. I'm not a fan of FC Nantes personally but I live in the north west of France and the 

culture of this club seemed interesting to me to analyse. 

 

3.9 Research Plan  
 

Given that the time available to carry out this study was limited; the completion of the online 

questionnaire became the first priority in order to be able to complete the analysis resulting from this 

technique by focus groups in a second stage.    

 

The following table has been created to organize the realization of all the stages of this research in 

order to lead them on time 

 

Activity Start Date Finish Date 

Search for secondary data 1st May 2017 10th June 2017 

Reading and analysing 

secondary data 
12th June 2017 1st July 2017 

List of survey respondent 15th August 2017 25th August 2017 

Survey design 30th June 2017 15th August 2017 

Distribution of surveys 15th October 2017 15th November 2017 

Analysing survey responses 1st November 2017 30th November 2017 

Realisation of focus groups 5th November 2017 30th November 2017 

Analysing of focus groups 1st December 2017 15th December 2017 

Writing a draft of survey finding 5th December 20th December 2017 

Revision of draft and final 

corrections 
20th December 2017 1st January 2018 

Dissertation submission 8th January 2018 8th January 2018 

 

Figure 10: Timetable of this research 
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Chap. 4 Data Analysis/Findings  

 
 

4.1 introduction 
 
This chapter discusses the data analysis and findings of the study. The overall aim of this study was 

to elaborate recommendations of branding strategies intended to initiate growth for the FC Nantes’ 

fan base by focusing on Millennials living in the North-West of France. The actual FC Nantes’ digital 

strategy was also analysed and the launch of the new stadium in 2022 has been evaluated. 

 

This chapter comprises the analysis, presentation and interpretation of the findings resulting from this 

study. The analysis and interpretation of data is carried out in two phases. The first part, which is 

based on the results of the questionnaire, deals with a quantitative and a qualitative analysis of data. 

The second, which is based on focus group discussions, is a qualitative interpretation.  

 

4.2 phase one: analysis of the questionnaire 
 
The questionnaire used in this retrospective study was carefully analysed to ensure that the data 

gathered was presented clearly with the aid of tables, percentages and graphs, where possible. A 

retrospective chart analysis was conducted to capture the data essential to accomplish the research 

objectives.  

 

The questionnaire comprised three sections with a total of 38 structured closed and opened questions 

that were developed to ensure rigour and objectivity of data.  

 

SECTION 1 

 

This section contained 5 questions and comprised the following questions:  

 

1 - Demographic data 

2 - Engagement about FC Nantes and football 

 

SECTION 2 

 

This section contained 19 questions and comprised the following questions: 

 

1 - Actions the respondent was involved as FC Nantes followers 

2 - Why this passion about football and this club  
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3 - Perception and Influence of football in their life 

 

SECTION 3 

 

This section contained 14 question and comprised the following questions:  

 

1 - How the respondent perceives the FC Nantes’ digital communication 

2 - Respondent social networking usage  

3 - Perception of e-sport and involvement  

 
Data collection  
 

The questionnaire has been shared as a sharable link on Facebook, Twitter and Snapchat. 160 

surveys have been completed but only 142 were considered to be legitimate for this research. In fact, 

8 surveys were completed by people over 35 years of age. In addition, 5 questionnaires were 

incorrectly completed with unlinked or private joke responses. These responses distorted the analysis 

and were excluded from valid responses.  

 

The data collected was then entered into the Excel spreadsheet to perform a statistical analysis.  

 
Data analysis  
 
The data captured from all 142 surveys was converted into percentages and collated in the form of 

tables, graphs and figures to make the data presentation meaningful. The data was analysed 

according to the research questions posed earlier in the study.  

 

4.2.1 Section A: Demographic data 

 
In this section, the gender distribution, age distribution, nationality and occupation of the research 

population is discussed.  

 

Gender distribution  
 
The gender distribution of the subjects is depicted in figure 11.  
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Figure 11: Gender distribution (N= 142) 

 
According to the findings, more than 79,00% of the subjects under investigation were males, 

indicating that males are a higher susceptible gender to be interested by football and be a fan than 

females, who accounted for only 21,1% of the sample.  

 
Age distribution  
 

Figure 12 shows the age distribution of those who completed the questionnaire.  

 
 

Figure 12: Age distributions (N=142) 
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The majority of the cases presented 71,06% were in the age group under 25 years, followed by 

28,04% in the 25-35 age group. 

 
Occupation 
 

 
It was found that the majority of respondents are students (47,9%) and employees (25,4%). It was 

also found that 7,7% are workers and 5,6% are executives. Then other socio-professional categories 

are less represented with only 2,8% of intermediate occupation, 1,4% are farmers and the rest, 

which represents a very small minority of respondents, are craftsmans, merchants, businessmans, 

entrepreneurs, unemployed.  

 
Relationship with FC Nantes 
 

 
Figure 13: Relationship with FC Nantes 

 
The majority of the participants are attentive followers of FC Nantes and support this club. In fact, 

89,4% of respondents are supporters of FC Nantes while 10,6% are not. Moreover, it can be seen 

that the participants are even for the most part passionate about this club (71,1% of them in total 

rate their passion as high). Indeed, the graph below shows the participants' passion for FC Nantes on 

a scale of 1 to 10 (1: not passionate, 10: extremely passionate).  
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Figure 14: Participants' level of passion for FC Nantes 

 
 

4.2.2 Section B  

 
This section contained information on the uses and habits of the millennials with respect to football 

and the Football Club of Nantes.  

 

FC Nantes’ values according to the participants  
 
The participants were asked for this question to give the 3 words that best characterize and represent 

the values of CF Nantes. This question was open-ended but some words have been quoted several 

times. For example, the word "formation" was used by 20% of respondents ; the word “passion” was 

used by 27,4% of respondents ; the notion of a "historical" club was mentioned by 16% of 

participants ; for 15% of the participants "the game" referring to what is called "the beautiful Nantes 

game", represents one of the main values of FC Nantes ; the word “family” was quoted by 14% of 

participants ; the "ambiance" of the stadium was cited by 14% of those interviewed ; "fervour" was 

cited by almost 10% of respondents ; the words “Jaune & Vert” that means in english “Yellow and 

green”, the colours of the club's jersey, were quoted by 8,4% of respondents ; finally “respect” was 

used by 7,7% of respondents as a FC Nantes’ value.  
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Figure 15: Most quoted words that represent FC Nantes’ values 

 
 
Frequency with which participants go to the Beaujoire stadium (Nantes FC stadium) 
 
The vast majority of participants rarely or never make it to the stadium. Indeed, 41.5% will see less 

than 5 matches in the year. In contrast, the other large proportion of respondents very often visit the 

stadium during the year. Indeed, 33% attend more than 10 matches per year. Finally, a minority go 

from time to time to see a game in the year. In fact, 24% report moving to the stadium between 5 

and 10 times a year.  
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Figure 16: Frequency of participants visiting the FC Nantes stadium 

 
 
Request for an opinion on the construction of a new stadium in 2022 
 
Participants' opinions are very divided on the construction of a new stadium planned for 2022. 35.2% 

of participants think it's a bad decision for club development, while 38.02% think it's a good idea. 

26.7% of respondents had no opinion on this subject. 

 

 
Figure 17: Opinion on the construction of a new stadium in Nantes 
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It is interesting to correlate these data with data from the previous question. We can see that those 

who go to the stadium most often are rather against the construction of a stadium, while those who 

go little or not at all are rather against the construction of a stadium. In fact, 52.17% of those 

questioned who go to the current FC Nantes stadium more than 10 times a year say they are against 

building a new stadium, compared to 24% in favour and 24% with no opinion. In contrast, 51.7% of 

people who attend less than 5 games a year at the Beaujoire stadium validate the construction of a 

new stadium, 16.7% are against and 31.7% have no opinion. Those who go from time to time to the 

stadium are more divided. 47.05% of people going between 5 and 10 times a year say they are 

against building a new stadium, 35.39% are in favour and 17.65% have no opinion. 

 

For many, the construction of a new stadium would be unnecessary as the capacity of the current 

stadium is largely sufficient and there is no need to build a larger stadium: “The construction of a 

new stadium is not necessary considering that FC Nantes already have one of the best pitch in France 

as the stadium is rarely sold out and that the places are already expensive enough.” ; “The beaujoire 

is never full and remains an emblem of the club in addition the position of the club in Ligue 1 is not 

yet stable enough as in Lyon for example, who plays the European Cup every year”.  

As this last quote illustrates, for those opposed to the construction of a new stadium, FC Nantes does 

not have a team competitive enough to fill a larger stadium in capacity. For them, recruiting better 

players is even a priority in order to be better placed in France and Europe before thinking of having 

a bigger and more modern stadium. 

 

Many are emotionally attached to the Beaujoire, having lived through historical maths from the 

Nantes FC in this stadium. For them, building a new stadium would mean erasing part of the club's 

identity: “Beaujoire is a mythical stadium, it's my childhood. destroying it would also destroy a part of 

my childhood and why make a new stadium not to fill it with places that will be even more 

expensive.”.   

 

Those who are in favour of building a new club believe that this decision will improve the club's image 

and modernize it: “The Beaujoire is considered as a beautiful stadium but recently with all the clubs 

equipping themselves with new infrastructures, the construction of a new stadium will allow Nantes to 

position itself among these clubs because the FC Nantes is not intended to be a small country club 

with its old stadium in the future.“; “This could give a boost to the image of the club, its universe, its 

life and give a new start to this club while keeping the notoriety already established so far.”.  

 

For many, the construction of a more modern stadium will make it possible to improve the 

attractiveness of the club and the city of Nantes by hosting European and international competitions: 

“We will be able to host cup matches, play Europe in a good stadium and maybe have a larger kop 
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with a bigger stand. It's going to create jobs, and we'll be able to put on shows in the new stadium.”; 

“To be able to host European and international competitions such as the Olympic Games or World 

Cup.”. 

 

Finally, for many, it is essential for FC Nantes to modernize by building a structure that will allow the 

club to diversify its income and attract more people to the stadium: “A modern stadium, respecting 

the security of all, a meeting place for the fans and the people of the club in an enclosure that could 

belong to the club, which would allow a gain to the investment.” ; “The new modern facilities are not 

only stadiums but also cultural complexes that guarantee income, quality of reception, improved 

services and above all allow us to continue to move forward and not remain stuck, anchored in the 

past.”.  

 
 
Evaluation of the participants' involvement in the life of FC Nantes 
 
The majority of the participants are finally very little involved in the club life of FC Nantes. In fact, 

74.6% of them do not have a subscription and 84.5% of them have never been part of a group 

supporting FC Nantes. However, among those who subscribe (25,4% of the participants) 45.7% are 

also part of a support group, mainly the "Loire brigade" which is the most important support 

association at FC Nantes.  

 

 
 

Figure 18: Participants’ involvement in the FC Nantes’ life 

 
The vast majority of those who responded to this survey have little or no budget as a supporter. 

52.1% of participants have a budget of less than €100 per year, 33,8% have a budget between €100 

and €300 per year, 11,3% have a budget between €300 and €500 per year, and only 2,8% have a 
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budget of more than €500 per year. Unsurprisingly, the ones who spend the most are usually those 

who go to the stadium the most. Indeed 72.2% of the people spending between 300 and 500€ and 

more than 500€ per year, are people who go to the Beaujoire stadium between 5 and 10 times a year 

and more than 10 times a year.  

 

49.3% of respondents have never bought or own a football jersey. 42.25% of participants buy a 

football jersey from time to time but not all seasons. Finally, only 8.45% of them buy a football jersey 

every season. Once again, a correlation can be established between those who often go to the 

stadium and those who regularly buy a football jersey. Indeed, 75% of those who buy a jersey from 

time to time or every season go to the stadium between 5 and 10 times a year or more than 10 times 

a year.  

 

45.07% of respondents reported playing football as a sport compared to 54.23% who reported not 

playing football.  

 

When it comes assessing their level of involvement in the Nantes FC fan community by assigning a 

score of 1 to 10 (1= not at all involved, 10 = very involved), the majority of participants declare that 

they are not involved at all or not very involved. Indeed, 45.7% of the participants noted their 

involvement between 1 and 3,42.3% between 4 and 7 and 12% between 8 and 10.  

 

 
Figure 19: Level of involvement of participants in the Nantes FC fan community  

 
The majority of participants use social networks (83.8% of participants) and the club's website 

(57.7% of participants) to keep track of their favourite football club's news. Other media used are 

television (48.6% of participants) and the written press (47.2% of participants).  

 
 

Evaluation of the attractiveness of the FC Nantes brand by participants  
 
On this question, participants were asked to rate the strength of the FC Nantes brand by giving a 

score of 1 to 5 (1 = not strong; 5 = very strong). 54.92% of respondents consider the FC Nantes 
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brand to be weak or moderately attractive (people who gave a score between 1 and 3), while 45.08% 

consider it to be strong (people who gave a score between 4 and 5).  

 

 
Figure 20: Strength of the FC Nantes brand 

 
In order to justify a low rating when assessing the FC Nantes brand, many refer to a glorious past but 

nowadays disappointing sporting results that negatively impact the brand's national influence: “FC 

Nantes remain FC Nantes thanks to their glorious past, but PSG and Monaco are currently 

outperforming almost all other clubs.” ; “If the brand FCN was strong, the media would talk about it 

as PSG, OM, OL or Monaco” ; “No sports results and very bad in transfers, buys strangers and sells 

very poorly his good players.”.  

 

Indeed, the FC Nantes brand is for many very strong regionally but at the national level loses its 

attractiveness: “The FC Nantes brand is known nationally but in my opinion has a real impact only at 

the local (regional) level.”; “It seems to me that at the moment the sports media are no longer 

interested in small clubs or in the average. We are not interested in the media, which reduces our 

national footprint.”.  

 

those who judge the FC Nantes brand as strong believe that the club's record of success (8 times 

French champion) still has a positive influence on the club's reputation: “FC Nantes is known for its 

glorious past, its beautiful game, its fans and few people in France have a negative image of our 

club.”; “Nantes has left its mark on the history of league 1 with a great European course and by 

dominating French football for a few years.”. 

 

The good results of this season start (mid-season the club is ranked 5th) and the recruitment of a 

renowned coach (Claude Ranieri, winner in 2016 of the English Premier League with the modest 
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Leicester club), have helped to improve the image of the club this year: “One of the best results, a 

reputable coach and "correct" results at the moment, improve our brand” ; “Historical club back in the 

spotlight. The choice of the new coach helped a lot.” 

 

Finally, the notoriety of FC Nantes' training centre, which has trained some very great players, is an 

undeniable asset for the club's brand: “Historic club with an important list of achievements and many 

good players trained at the club.” ; “Very good training center, recognized throughout France.” ; 

“Training Centre in the best of France and in the top 10 every year”.  

 

Passion transmission process for a football club 

 

Family seems to have the greatest influence on a person's decision to support a team. 61.3% of 

respondents believe that it was their family who gave them their passion for a particular club. On the 

other hand, 22.5% of respondents explained that it was their friends who influenced them the most 

in their choice to support this or that team. 

 

 
Figure 21: People influencing the Choice of supporting a club  

 
Very often linked to the family and friend factors, these people explain that it is their geographical 

location that has influenced them. Indeed for many, the fact of living or having lived in the same 

region as FC Nantes has inevitably led them to support this club: “My father and my whole family 

support FC Nantes “; “I've been cradled in Nantes since I was a kid.” ; “I live in Nantes, my family is a 

big fan of Nantes, I play football.” ; “Club in my town that I've always loved” ; “That’s difficult to 

explain, that's the way it is.”. 
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Participants' perception of the football world  

 

Participants were asked to assess whether the concept of "football-business" is justified or not. For 

48.6% of them this term is justified, 26.01% consider it inappropriate and 25.3% had no opinion on 

the subject.  

 

Participants were realistic about the concept of "football-business" and believe that there are 

opportunities even for clubs like FC Nantes: “As I said, the world of football has changed and we have 

to deal with it. Today, we are economically ridiculous in front of the big teams, which discredit any 

performance from us at the National level. Today we are 5th but we cannot hope to be better ranked 

in terms of our financial means. We will therefore have to go through a transition phase for the FCN, 

which I believe is being carried out with the major project of the future stadium.” 

 

Some participants considers that this notion of "football-business" is not appropriate, calls into 

question the association of sport with money: “It's something inevitable but I consider myself as a 

true football fan and supporter of Nantes without falling to my level in business football to pay all the 

TV subscriptions. Then at the club level everyone does what they want with the money they have.” ; 

“Against modern football. Football is a popular sport and must remain so: against rising ticket prices, 

football on Saturdays for lively stadiums.”.  

 

 

4.2.3 Section C 

 
This section contained information on the usage of participants in terms of digital communication.  

 

The social networks most used by participants to follow FC Nantes 

 

The overwhelming majority of participants use Facebook to follow FC Nantes (this is the case for 

85.2% of participants). They then use Twitter (for 39.4% of the participants), Snapchat (for 39.4% of 

the participants) and Instagram (for 37.3% of the participants). 9.2% of respondents do not use any 

of these social networks.  
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Figure 22: Social networks most used by participants to follow FC Nantes 

 

 
Type of most engaging content on social networks for participants 

 

For this question, it was asked to rate the content shared by FC Nantes on social networks and the 

level of interaction they elicit (rating on a scale of 1 to 5;1 = not engaging, 5 = very engaging).  

 

For 40.1% of respondents, the content shared by FC Nantes on social networks is not very engaging. 

28.1% of participants rated the content as moderately interesting, while 31.7% rated the content as 

interesting or very interesting and engaging. 

 

 
Figure 23: Assessment of the level of interaction caused by the content shared by FC Nantes on social 

networks  
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For 64.1% of those questioned, the most interesting content on the facebook page of FC Nantes is 

the news of the club and all its teams: first team, youth team (Under 19 years old for example). For 

53.5% the Live match is also a content that interests them: announcement of the launch of the 

matches, half-time score, scorers and score at the end of the game. 41.5% find interesting posts on 

the history of the club: highlights or milestones in the history of the club. 41.5% of those surveyed 

appreciated the consultations and asked fans for their opinions: questionnaire allowing fans to 

express themselves on specific topics. 24.6% like to participate in the contests put in place on the 

facebook page of FC Nantes. Finally, 18.3% of people find the prediction request interactive before 

each match.  

 

 
Figure 24: Contents of most interest to the participants on the Facebook page of FC Nantes 

 
 
The participants were then asked to judge the latest initiatives implemented by the club in terms of 

communication on social networks. It was cited as an example the creation of a simulation on the 

video game Fifa 17 of the arrival of a new goalkeeper in order to announce the real arrival of the 

goalkeeper Ciprian Tatarusanu. 62% of the respondents have a positive opinion on these initiatives 

and believe that they contribute to more interaction between supporters and the club on social 

networks. 26.1% of respondents had a neutral opinion on these initiatives and 11.9% considered 

them negative.  
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Figure 25: Opinions on FC Nantes initiatives in terms of social networking communications  

 

 
Use of messenger chatbot by the participants  
 
A very small proportion of the participants had already used messenger chatbot with a brand (the 

chatbot is a conversational robot that allows to "simulate" a conversation with one or more humans 

by voice or text exchange). Indeed, only 18.3% of respondents said that they already used this 

solution compared to 81.7% who said they had never used it.  

 

 
Figure 26: Parcitipants who have already used messenger chatbot  

 

People that claimed to have already used the messenger chatbot have used it with the following 

brands: Liddle (2), Jam, Groupon, Nike, SCNF, Orange Bank, top purchasing, Amazon, Trambot, 

Sephora, Tapage, Air France, Konbini, Bizbee, Ea Sports.  

 



53  

The majority of those who have already had a conversation with a messenger brand consider this 

experience to be rather positive. Indeed 81% of these people give a score between 4 and 5 out of 5 

to evaluate this experience, 11.3% give a score of 3 out of 5 and 7.7% give a score between 1 and 2 

out of 5.  

 

Buying on Facebook  

 

Even fewer people say they have already bought a product from Facebook (4.2% of respondents 

compared to 95.8% of people who never bought a product on Facebook). The few people who 

bought on Facebook bought football jerseys, clothes and accessories. 

 

Participants' perception of e-sport  

 

73.2% of participants say they play sports video games (e. g. Fifa); 25.4% play platform games (e. g. 

Mario); 33.8% play FPS games, acronym for "First-Person Shooter" (e. g. Counter Strike); 18.3% play 

RPG, acronym for "Role-Playing Game" (e. g. Final Fantasy); 12.7% play Survival Horror games (e. g. 

Fantasy); 14.8% play infiltration/Espionnage games (e. g. Metal Gear); 9.9% play 

Reflex/Puzzle/Detective games, 16.9% play simulation and strategy games (e. g. Minecraft), 16.9% 

of participants do not play any video games, and 4.2% play other games not mentioned.  

 

 
Figure 27: Types of video games played by participants  
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80.3% of those questioned believe that the launch of FC Nantes in the area of e-sport is a good 

strategy for the club to modernise its image, compared to 7% of those who think it is a bad strategy 

and 12.7% of those who do not have an opinion.  

 

38% of those surveyed believe that the club could develop its activity on games other than sports 

games (32.4% have no opinion on the subject and 29.6% of participants think it is a bad idea). The 

games mentioned as interesting and on which FC Nantes could develop its activity are: League Of 

Legend, Overwatch, Call Of Duty, Counter Strike. For some of the gamers' communities, it would be a 

good target to raise the international profile of FC Nantes with the younger generations: “Games 

attracting international communities to deploy. Nantes was very well known internationally, you just 

have to bring back these memories to recreate a passion and who knows, maybe an investor.”;”In 

the very short term it seems too complicated to me, the marketing image of the FCN is not strong 

enough, but then the games with high visibility (League of Legends, Counter Strike, or even mobile 

game like Clash Royal”.  

 

 

4.3 Phase two: Analysis of Focus Group Discussions 
 
To supplement the results and to fill the gaps left in the questionnaire, the qualitative approach was 

used. This technique makes it possible to collect more interesting and advanced data. Qualitative 

research aims to achieve clearer and more complex results by obtaining information about how 

participants think, feel and act, and what they know. The research was conducted in 3 focus group 

discussions consisting of 4 people at each workshop. The information collected was presented in a 

narrative form that includes the description and analysis of the data.  

 

This section summarizes the results of these focus groups by presenting the analysis of verbal 

responses during these sessions.  

 

 

4.3.1 Topics discussed during focus group discussions  

 

 
“Think about FC Nantes and the values associated with the club. Note the first 3 words 

that come to mind when you think about it?” 

 

Most of the participants associated FC Nantes with the values of family, team/collective spirit, 

historical club (thanks to its historic victories in France in the past). Some have also associated FC 
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Nantes with the club's current stadium, the Beaujoire Stadium, which witnessed the team's historic 

victories. 

 

“How would you describe the positioning of the club and the FC Nantes brand in relation 

to other clubs in the first French football division?” 

 

The participants unanimously concluded that the positioning of FC Nantes is different from the main 

French clubs such as Paris Saint Germain, AS Monaco or Olympique Lyonnais and Olympique de 

Marseille. The positioning of FC Nantes is seen as more centred on family values and cohesive with a 

very loyal fan base while the other clubs mentioned and especially the PSG is seen as a more "bling 

bling" club. The FC Nantes brand is seen by the participants as a more “popular” and strong brand at 

local level and to a lesser extent at national level. Indeed, despite a very successful sports track 

record, the disappointing results of recent years have weakened the brand's influence according to 

the participants. 

 

“What do you think of the current stadium of FC Nantes, the Beaujoire stadium? What do 

you like about it and what do you dislike about it?” 

 

First, participants report that they rarely go to the stadium (most often less than 5 times a year). For 

them, the current stadium of the Nantes FC is a beautiful stadium thanks to "its atmosphere", "the 

songs of the fans" and the proximity of the stands to the "playground". 

 

In the negative points cited by the participants, several participants referred to the "state of 

infrastructures", sometimes judged as "dilapidated". Moreover, "difficult access conditions" at the 

stadium are also often cited as negative for the stadium. Finally, beyond the quality of the stadium, it 

is above all "the quality of the show offered on the pitch" that does not make you want to go to the 

Beaujoire.  

 

“What improvements at the stadium level and around the stadium could encourage you 

to attend a Nantes FC match more often?” 

 

First of all, several infrastructures have been cited as examples such as the "new Lyon Olympics 

stadium" or the "American-style" stadiums. The inspiration for these stadiums lies in the diversity of 

activities offered in the stadium, such as "gaming areas (Fifa), cafés or a museum of the Fc Nantes. 

or "the creation of a show at half-time with for example the cross bar challenge allowing a supporter 

to earn money".  

 

“What is your opinion on the construction of a new stadium, the Yellow Park?” 
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Participants were divided and most did not have a clear view on this issue. Some people think that 

the construction of the stadium is "a good idea that can revitalise Nantes' football" while questioning 

the timing of this investment, which for them "is not a priority". Others do not think that building a 

new stadium is a good idea because they feel emotionally attached to the current stadium which 

represents "the symbol of this team, building a new one would be like building a new story to a team 

that already has a very beautiful life". 

 

However, many agree that building a new stadium is still a good decision for the club and its image. 

This would allow the club to "modernize its image", "host major international competitions" and 

"launch a new dynamic". Indeed, "The legacy of Fc Nantes is sometimes heavy for young players and 

the new stadium will mark the beginning of another story. 

 

“Which social networks do you use regularly?” 

 

Facebook, Instagram and Snapchat were cited by all participants but also by the vast majority Twitter 

and LinkedIn. 

 

“What use do you make of social networks and what type of content do you regularly 

consult?” 

 

All participants reported intensive use of social networks (several times a day) with a variety of uses: 

getting informed, exchanging with friends, professional use. Among the most frequently consulted 

content were "short videos", "news articles" and "photos or videos that spark buzz".  

 

“After consulting the FC Nantes’ Facebook page, what do you think of the content posted 

by the club on this page and the level of interaction?” 

 

Most of the participants find the content posted on the page interesting "with regular diversity and 

content", the page allows "a quick overview of the season" and "the club seeks to involve supporters 

and interact with them by involving them in games". The level of interaction is judged to be good "in 

correlation with the family image of the club" and " of a club close to its supporters". 

 

“What content (s) on the Facebook page of FC Nantes do you find interesting?” 

 

The most frequently cited contents concern the results of FC Nantes with "video summaries of the 

goals and the match", "videos where players answer questions (we feel close to them)","publications 

that ask to interact according to the emoticon". 



57  

 

“Do you have any content ideas that could generate maximum interaction between FC 

Nantes and their supporters?” 

 

Two types of ideas were submitted concerning the content to be shared by FC Nantes on its 

Facebook page: live Facebook during matches (not necessarily the match itself, as it is difficult to 

apply because of TV rights, but more a live commentary or live between fans), and the creation of 

competitions to win tickets for a match. One participant also suggested the idea of hiring a strong 

local personality, known to the millennials as the ambassador of FC Nantes. This celebrity "could 

communicate with everyone, make jokes, get into the locker room, chat with the fans! He would act 

as a human mascot for FC Nantes. 

 

“Would you be willing to buy your tickets for a game or club merchandise directly from 

the Nantes FC Facebook page?” 

 

To this question the participants were divided into 2 clans. On the one hand some (a minority) said 

they were ready to make this kind of purchase on the Facebook page of FC Nantes having 

"confidence in the official club page" and on the other hand (the majority) said they were not ready 

to make this kind of purchase. For them, Facebook is first and foremost a "platform for sharing more 

than buying" and they preferred to go to the club's physical points of sale to buy tickets for a match 

or the team's jersey ("Even if I have to transmit my data, I might give it to FC Nantes rather than 

Google”). 

 

“Does the introduction of FC Nantes on the e-sport sector sound like a good idea to you 

and does this strategy seem effective in communicating with 18-34 year olds? Why?”  

 

All the participants agreed to endorse this initiative of FC Nantes which will allow the club to "reach 

the youngest! The sport of tomorrow is e-sport!". It will also enable us to position ourselves for the 

future, because "e-sport is being studied for the 2024 Olympic Games, so we must continue and 

above all push these initiatives in order to be rapidly competitive for a club like FC Nantes". This 

initiative is "important for club development".  

 

This initiative was considered to be very effective in communicating with the millennials because this 

generation "no longer watches TV and is more connected than previous generations". Indeed "a lot of 

teenagers watch live streams. To touch them, it is necessary to use existing channels but with means 

that can combine digital and physical as e-sport which mixes the two. Just look at the communities 

that travel for the biggest e-sport events, it's huge!" This initiative allows FC Nantes to improve its 

reputation with a gamer target group because "it allows the brand to go straight back to consumers 
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via consoles and games". and "it's reaching a new audience because many Fifa players aren't football 

fans either." 

 

“Recently FC Nantes recently opened an account on Snapchat. How can the club interact 

with 15-25 year olds on this type of platform?” 

 

For the participants the key on this type of platform is to offer entertaining, engaging and original 

content for example by "taking videos of the players training, making challenges and asking Snapshat 

users to succeed in the challenge they offer" or "by presenting the players in another light, a little 

more offbeat and humorous via short scenes, the use of filters.... and why not use to other icons of 

the club such as Loko, Da Rocha, Ziani and even Didier Deschamps." 

 

“More generally, what drives you to become a fan of a club, the advocate of a brand, the 

ambassador of such a product?” 

 

The most cited factor motivating participants to become a club fan or product ambassador is the 

common values shared between them and the brand in question. "The geographical anchoring" of a 

brand also influences the participants as well as "its history, its storytelling, what it represents, its 

actions". Finally, some of the participants highlighted the need to feel "originality" in a brand in order 

to feel the ambassador of that brand. The brand must represent "a cause, a difference and an envy 

above all."  



59  

 

CHAP 5. Discussion, Limitations and Suggestions for Future 

Research 

 
 

5.1 Introduction  
 

In this section, the findings of the study are correlated with each of the six research objectives 

presented in chapter one. The purpose of this chapter is also to answer the research question set out 

at the beginning of this paper. After a brief review of the objectives, results are discussed, including 

interpretations that attempt to provide logical explanations. The findings are also related to the trends 

and developments outlined in the literature review in the first chapter. Furthermore, limitations of this 

study will be discussed and suggestions for future research will be presented.  

 
5.2 Conclusion based on research objectives  
 

5.2.1 To identify habits as a millennial football fan living in the north-

west of France 

 

The idea of this first research objective was to understand the attitude of the millennials as football 

fans and to compare with the habits of previous generations.  

 

Firstly, it can be seen that among the millennials surveyed, the passion for a club is transmitted 

mainly by family and/or friends. The geographical factor was also mentioned as very important 

because a person most often supports the club in their area of residence or the club where they were 

born. This therefore confirms Social Identity Theories regarding sports supporters as defined by Stets 

and Burke (2000): “a person’s knowledge that he or she belongs to a social category or group”. The 

interviewees therefore confirm the theory that when constructing a person's social identity, the whole 

similarities between the self and other in-group members and differences between the self and other 

out-group members are accentuated (Stets & Burke, 2000). In this case, having a family or friends 

who support FC Nantes encourages a person to reproduce this attitude of their environment in order 

to conform to the group and feel integrated. 

 

The second aspect that seems to characterize the millennials questioned during this study is their low 

attendance rate at the stadium. Indeed, only 33% of the interviewees go the FC Nantes stadium "La 

Beaujoire" more than 10 times a year to watch their team's match. Moreover, participants spent a 

small amount of money on their way of supporting FC Nantes. The majority of them have an annual 

budget between €100 and €300 and only 2.8% have a budget of more than €500 per year. However, 
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a good brand equity should make it possible to improves sales of tickets in stadium, merchandising 

and purchases, among others (Richelieu, A., & Lessard, S., 2014). This aspect, which should be a 

strong element for FC Nantes in order to differentiate itself from its competitors on the French market 

in order to encourage the millennials to spend their time and money in the club rather than in other 

sports or entertainment activities (Richelieu, 2003), does not seem to be the case.  

 

The aspects that seem to differentiate the millennials from previous generations in their attitude as 

football fans are the way they follow their club's news and their vision of football. Study participants 

indicated that they prefer to follow their club's news through social networks and the club's official 

website rather than television and print media. This confirms the definition given by Wallop (2014) of 

the millennials as a generation as being individualistic, technologically savvy and sophisticated (as 

cited in Funk, Alexandris, & McDonald, 2016). Finally, the millennials seem to have a realistic vision of 

modern football as a sector regulated by money. They do not see this as a negative aspect, but they 

regret the predominance of very large clubs with colossal financial means such as Paris Saint Germain 

in France or Real Madrid in Spain. And this can have an impact on their level of passion and 

commitment to a club like FC Nantes. Indeed, a person also supports a club to realize a need for 

indirect realization which can be defined has been defined as “the need for social prestige, self-

esteem, and sense of empowerment that an individual can receive from their association with a 

successful team” (Fink, Trail & Anderson, 2002). However, the millennials' awareness that modern 

football favours mainly financially powerful clubs may explain their lack of involvement in supporting 

FC Nantes. This observation is explained in the following section. 

 

 

5.2.2 To measure the level of commitment as millennial FC Nantes fan 

the living in north-western part of France 

 

The idea of this research objective was to assess whether the involvement of the millennials in the life 

of a football club is important or not and whether it differs from the involvement of previous 

generations. 

 

First of all, it can be seen that the millennials surveyed consider their level of passion regarding FC 

Nantes to be high (71.1% of the participants rated their level of passion concerning FC Nantes as 

high). But in spite of this, the millennials interviewed during this study declare that they go to the 

stadium infrequently, but also that they are not subscribed to the stadium and that they are not part 

of a support group. Only 8% of participants say they buy once a year the jersey of the Nantes FC 

team, while the majority of respondents rarely or not at all buy one. This is a major observation for 

FC Nantes and its brand because as Olsen (1987) said that “the level of involvement “is an important 

determinant of behaviour with respect to a product, brand, or purchase decisions”. FC Nantes 
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Millennials supporters seem to be little involved in the sense that their consumption of club-related 

products or services is low in some respects: they do not go to the stadium, do not buy jerseys but 

actively follow the club through social networks. 

 

Participants are lucid about their relatively low level of commitment to FC Nantes: 56% of participants 

rated their level of commitment between 1 and 4 out of 10, while only 12% of respondents rated 

their commitment between 7 and 10 out of 10. However, as the nature of the football fan is very 

special compared to other types of consumers, it is unlikely that despite a low level of commitment, 

the millennials who support FC Nantes will no longer be loyal to their club (Parker & Stuart,). The 

proof being the high scores given by the participants to assess their level of passion for CF Nantes. 

 

5.2.3 To determine the level of attractiveness of the FC Nantes brand by 

targeting the millennials living in north-western France 

 

The idea of this research objective was to evaluate whether the FC Nantes brand is an attractive 

brand for the millennials living in north-western France compared to other clubs in the region and 

nationally. 

 

First of all, among the words quoted by the millennials as representative of FC Nantes values, a 

majority are finally centred on aspects of tradition, history and family (the term "historical" being the 

3rd most quoted term and the term "family" being the 5th most quoted term). The other words 

quoted are terms describing the identity of FC Nantes as its "training centre" and its traditional 

colours "yellow and green".  The positioning of FC Nantes as a "family" and "historical" club in the 

French league therefore seems to be well perceived by the millennials and even very much 

appreciated. Consequently, FC Nantes seem to have succeeded in establishing a good brand equity as 

defined by Kotler (2002, p. 470): “the extent to which it has a high brand loyalty, name awareness, 

perceived quality, strong brand associations and others assets such as trademarks”.  

 

The interviewees were divided when it came to assessing the strength of the FC Nantes brand. The 

participants believe that the FC Nantes brand is currently not very well represented in the national 

media compared to the major clubs of the French championship: Paris Saint Germain, AS Monaco, 

Olympique Lyonnais and Olympique de Marseille. But the participants also think that the club's 

glorious past and its recent good sporting results have always made the club's brand stand out at the 

national level. This confirms what Ferrand and Pages (1999) stated, “it is not an easy work “to 

manage this brand image process for a sport organisation in today’s environment”. FC Nantes 

therefore have a strategic advantage here to develop their brand because "the story telling based on 

the club's myths and legends and the club's ability to create a story around these elements is 
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extremely effective in creating an emotional connection with the fans and allowing these stories to be 

passed on from generation to generation (Koll et al. , 2010; Megehee and Spake, 2012). 

 

Finally, the quality of FC Nantes' training centre was once again deemed vital by the participants in 

the brand's influence. This shows that one of the most relevant levers for strengthening a team's or 

club's brand is still the sports part. The more quality players on the pitch, the more attention the club 

attracts at the national and international level. It is therefore a dilemma for FC Nantes, who can rely 

on its training centre to build a competitive team in order to circumvent not very high financial 

means. Indeed, for all clubs, the number one goal remains to win in order to arouse the interest of 

the media: «The quality of the core product remains essential in order to crystallize the emotional 

bond with their fans, especially when the club’s brand is not yet strong or established” (Richelieu et 

al. , 2011).  

 

5.2.4. To determine if the construction of a new stadium for FC Nantes is 

perceived positively by the millennials living in north-western part 

France 

 

The idea behind this objective was to determine whether the decision to build a new stadium for FC 

Nantes is a good idea in order to grow the brand of FC Nantes.  

 

The millennials who participated in the study were again divided on this issue. The conclusion is that 

those who regularly go to the stadium are more likely to oppose the construction of a new stadium 

and those who rarely go to the stadium are mostly in favour of this decision. Even if everyone agreed 

that the current experience offered to spectators at the Beaujoire match is not optimal and needs to 

be improved. This is a key element for FC Nantes and the development of their brand. Indeed, the 

experience proposed at the stadium for fans is one of the 3 components to build a good sports 

experience design strategy: the sport user, the sport context and the sport management system 

(Funk, Alexandris and McDonald, 2016).  

 

The dilemma on this part of the game is to make a decision that will allow FC Nantes to improve its 

image and increase the influence of its brand while retaining the passion of loyal supporters in the 

future. Faithful supporters being attached to the current Beaujoire stadium for what it represents in 

terms of memories and history. But it appears that even this base of faithful support recognizes the 

need to improve the experience proposed at the stadium by modernizing it. The Beaujoire stadium, 

which appears to be outdated and sometimes considered obsolete, offers no interaction with fans, 

particularly at the digital level. Study participants often cite as an example the construction of a new 

stadium in Lyon where spectators can order food or drink from their seats, participate in surveys and 
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bets on the current match, organize their return trip... All this from an application created for this 

purpose and by the installation of a very solid 4G network allowing spectators to use their mobile 

terminals as they wish.  

 

The construction of a new stadium or the modernisation of the current stadium would therefore allow 

FC Nantes to take advantage of these new technologies and gain access to more data and an 

understanding of how the spectators view the experience. As Turnali (2014) put it “The formula of 

fan experience is very simple because it means FAN + EXPERIENCE and a smart SX Design combine 

data from technology but also other considerations». It is therefore vital for FC Nantes to build its 

strategy around the consumer/fan/spectator, to understand his habits and expectations. Sports 

managers have to use an “empathy principle” (Turnali, 2014).  

 

5.2.5 To identify digital strategies to develop the FC Nantes brand among 

the millennials living in north-western part / region of France 

 

The idea of this research objective was to understand the habits and customs of the millennials on 

the digital side as a club supporter and to identify the most relevant strategies on this type of 

medium. 

 

First of all, the millennials interviewed during this study declare that they make extensive use of the 

social networks and the site's website to keep abreast of FC Nantes news. The most used social 

networks are Facebook, Twitter, Snapchat and Instagram. Indeed, digital communications are more 

effective on people belonging to the Millennials generation. That’s why most of companies that target 

them use social and digital media to reach them (Birkner, 2014).  

 

FC Nantes have already put in place an editorial strategy, particularly on the club's facebook page, to 

encourage more interaction with the club's millennials supporters. However, this strategy is not 

currently considered to be very effective by the study participants. The content that was perceived by 

these participants as the most interesting was the content: news of the club and all its teams (first 

team, youth team), Live match, posts on the history of the club and fan’s opinion consultation. It 

appears then that these shared contents are not very original and targeted for the millennials. 

Indeed, this generation expects brands to consume a unique and entertaining experience. The brand 

is a means of expressing its identity and values to the members of this generation (Funk, Alexandris, 

& McDonald, 2016).  

 

The communication of FC Nantes to be effective with the Millennials must be adapted to the 

specificities of the different social networks. For example, on Facebook, focus group participants 

indicated that they preferred live content during the matches as a live commentary on the progress of 
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the current match and the publication of short videos summarising the most important game facts 

(marked goals, opportunities, video beginning / end of the match...). They would also like to benefit 

from exclusive advantages through contests with the possibility of winning tickets to a Nantes FC 

match. On another platform such as Snapchat, the roundtable participants said they were waiting for 

another type of content, this time with short videos in a humorous tone that presented FC Nantes and 

the Nantes team from a different angle.  

 

FC Nantes must therefore innovate in its digital communication, offer real added value and target 

content for the generation of the millennials. The idea is to increase the interaction between the 

brand and its supporters/consumers. However, this communication must be consistent with the club's 

values and identity. A first initiative has been set up in this direction. During the last summer transfer 

period, FC Nantes announced the arrival of a new goalkeeper on Facebook by creating a simulation of 

the goalkeeper's transfer in the football simulation game Fifa 17 by Ea Sport, a game popular with 

millennials. This initiative was very much appreciated by the study participants who, for 62%, 

considered this idea to be innovative and encouraging interaction between the brand and supporters. 

It is inspired by strategies implemented in the United States by North American football league clubs 

(Major League Soccer). Indeed, these clubs have succeeded in creating a very solid fan base among 

the new generations by employing an innovative digital strategy: a Youtube channel with content 

adapted to the millennials, especially with shows featuring the players in a fun and entertaining way. 

This initiative has created a very strong emotional connection with the millennials (Birkner, 2014).  

 

Another initiative proposed to the participants was the use of chatbot messenger. While for the 

moment a small part of them had already experienced it (18.3% of the participants) those who had 

already done so considered the experience as very positive (81% of the participants who had already 

used messenger chatbot). Even fewer participants say they have already bought a product on 

facebook (only 4.2% of participants). This confirms that the Millennials generation does not buy more 

online than previous generations (Nielsen, 2014). Facebook must remain an exchange space and not 

become a commercial space according to the participants in the discussion groups. Therefore, the 

Chabtot technology as with any technological innovation, it encounters some obstacles to the 

development of its use, as shown by the small percentage of participants who have already used the 

messenger chatbot. The main brakes being the limited use permitted for the moment by this 

technology: simple tasks and commands and they are much more of a tool than artificially intelligent 

(Hollister, 2016).  

 

5.2.6 To identify potential opportunities for CF Nantes in the e-sport 

sector in order to interact more effectively with the millennials living in 

north-western part France 
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The idea of this research objective was evaluate whether the introduction of FC Nantes in the e-sport 

sector was a source of opportunity for the club to develop its brand by developing an active 

community of millennials who support this activity. 

 

Firstly, the overwhelming majority of participants consider that the introduction of FC Nantes on the 

e-sport sector as a very good initiative (80% of the participants have a positive opinion on this 

initiative). FC Nantes also hit the nail on the head by creating their first section around Ea Sport's Fifa 

game. First of all, it is the video game closest to the activity of FC Nantes, football. Moreover, more 

than 73% of the participants claim to regularly play this game. A strong community therefore exists 

around this video game and can serve as a basis for FC Nantes to develop the interaction between 

the club's brand and the millennials. In fact, «the social and interactive atmosphere surrounding live 

online broadcasting has led to a community based content-generating community, which dominates 

traditional broadcasting methods for young males aged 18-34 » (Scholz, 2011). Moreover, this 

community is easier to reach in terms of communication on social networks, “the community 

surrounding eSports is familiar with the Internet and various social networks, such as Facebook, 

Twitter, Twitch TV and other web platforms similar to YouTube» (Kaytoue et al., 2012).  

 

Finally, FC Nantes can diversify their presence in the sports sector by creating sessions around other 

games besides Fifa such as League Of Legend, Overwatch, Call Of Duty, Counter Strike. These games 

have highly developed international gaming communities and for 33% of the participants these 

communities would be interesting targets for the development of the FC Nantes brand. Indeed, the 

platforms used to broadcast games and competitions of this type of video games are platforms 

integrating a chat solution “that allowed for constant interaction between viewers and streamers with 

an audience made up of young males aged 18-34 who are technologically literate” (Scholz, 2011). 

 
5.3 Research question – “Proposition of branding strategies intended to 
initiate growth for the FC Nantes’ fan base by focusing on Millennials in 
the North-West of France” 

 

For a purpose of this research, based on the literature review and the finding of the questionnaires 

and the group discussions, three main branding strategies that can help FC Nantes to increase its fan 

base by focusing on Millennials in the North-West of France have been found: to offer a multi-channel 

"Nantes FC experience", to personalise the digital experience of the supporters and to continue the 

establishment of FC Nantes in the e-sport sector. 

 

5.3.1 To offer a multi-channel FC Nantes experience 
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Finding of this research highlights that the Millennials are attached to values and storytelling by 

brands. They attach themselves to entities that are close to their own values and philosophy of life. 

Finding also shows that the majority of the participants are attached to the family values of FC 

Nantes and its positioning of a club "close to its supporters". The first recommendation of this report 

therefore concerns the implementation of a strategy where the values of the FC Nantes brand and 

what they represent for supporters are visible in all the spaces where the club is in direct contact with 

its supporters: the stadium, the club's stores, its website, social networks... The idea is to create an 

experience marked by the FC Nantes seal and allow the club to assert its unique position in France 

and become an attractive brand locally and nationally. This strategy proposal is based on the theories 

of Sport Experience Design which, as a reminder, represents the consumer engagement process by 

“improving use and pleasure provided in interactions between the customer and the delivery of the 

sport product or service” (Funk, Alexandris and McDonald, 2016).  

 

As seen in the literature review the improvement of Sport Experience design goes through 3 

components: the sport user, the sport context and the sport management system (Funk, Alexandris 

and McDonald, 2016). FC Nantes need to develop methods to get to know their supporters better, 

especially the Millennials fans who, thanks to their massive use of social networks, offer brands the 

opportunity to know their taste and desires like never before. This data exploitation must allow the 

customization of the experience delivered to the fans (this idea is the subject of the next part).   

 

Secondly, FC Nantes must improve the context sport, i. e. the environment in which the 

supporter/consumer evolves. This environment is by definition broad in a sporting context, from the 

stadium to see a match at the club's website to buy a jersey. Regarding the stadium, the study shows 

that FC Nantes must change the experience proposed there. However, this study also highlights 

mixed opinions on the construction of a new stadium. As this decision has been confirmed, it is 

recommended that attention be paid to the inclusion of historical elements in this new stadium. It is a 

good decision to build the new stadium next to the current FC Nantes stadium. Another idea would be 

to create a museum dedicated to the Beaujoire (the current stadium of FC Nantes) in memory of the 

club's past victories in this stadium in order to maintain the strong emotional bond between the fans 

and these memories. It might also be a good idea to name one of the stands of the new stadium with 

the name Beaujoire. Indeed, these efforts to celebrate the club's history are important because no 

other activities except entertainment, religion or politics have as much emotional responses than 

football (Richelieu, Pawlowski and Breuer, 2010).  

 

Finally, to improve the sport management system which corresponds to how a sport company can sell 

its product or service to the football customer, FC Nantes have to think about their mark and what 

they represent in the eyes of their supporters. For example, the study shows that the brand FC 

Nantes is associated by the participants to the colors of its jersey, yellow and green. A good decision, 
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for example, was to name the new stadium the "Yellow Park stadium project", although there is still 

some question as to whether it is appropriate to name in English a project that wants to anchor itself 

in the local territory. All aspects that characterise the FC Nantes brand and set it apart from other 

brands must be present on all channels. One of the negative points raised by focus group participants 

is that the Facebook page does not really reflect the club's family values. The content being proposed 

is sometimes too much oriented towards commercial objectives such as the purchase of tickets or 

derivative products. Moreover, Facebook is not the legitimate platform for this type of objectives, as 

pointed out by study participants, for whom Facebook represents a space for exchange and not sales. 

To sum up, FC Nantes must improve its branding platform, in order to use this strong and distinctive 

image to develop their merchandising and sponsoring revenues because “sponsors seek to align itself 

or one of its products with the image dimensions of the sport organisation” (Ferrand & Pages, 1999). 

 

5.3.2 To personalise the digital experience of the supporters 

 

As demonstrated in the literature review, with the rise of new technologies allowing brands to access 

a significant amount of data on their consumers and prospects, FC Nantes now has the means to 

personalise the experience offered to its supporters, particularly on the digital side. Indeed, as 

described by Turnali (2014), sports organisations must use all the data collected from each 

interaction between the fans and the club, allowing them to improve the experience offered to the 

fans. But as Turnali (2014) points out, this analysis of the data must be complementary to an 

approach based on empathy in order to understand a typical fan's day when interacting with the club, 

especially at the digital level. 

 

For example, the study demonstrated atypical behaviours related to the Millennials that were not well 

used by FC Nantes in their digital strategy. First this study shows that the Millennials although digital 

natives are not yet ready to buy from their social networks like Facebook or from a Chabtot 

messenger. In addition, the Millennials like to visit physical sales outlets and local shops (Nielsen, 

2014).  

 

The first recommendation is therefore a digital strategy that complements a physical strategy. One 

idea proposed during the focus groups was to "set up mobile points of sale for match tickets. The 

idea was that the club would travel to meet its supporters by communicating via its Facebook page 

the locations where FC Nantes would go. Of course promotional benefits would be put in place for 

those who have used the club's facebook page to get to the indicated location with a promotional 

code dedicated to its supporters". This idea emphasizes that the Millennials like brands to show 

consideration for their consumers. Moreover, this approach would be in line with one of the values of 

FC Nantes, a club close to its supporters. Finally, this idea highlights the desire of the Millennials to 
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feel privileged by a brand by, in this case, having access to an exclusive promotional advantage 

(Wallop, 2014).  

 

The second recommendation concerns the implementation of an editorial strategy on social networks 

that is more tailored to each social networks. Indeed, the focus groups made it possible to point out 

that the millennials, being experts in social networks, were expecting brands to produce content 

specific to the specific uses of each social network. For example, FC Nantes made a good decision by 

opening a Snapchat account, which is one of the most used networks by this generation. However, 

the focus groups highlighted the need for FC Nantes to offer content centred on short videos with a 

fun and humorous tone that would allow them to discover the players and the management of the 

team from a less formal point of view. This idea would once again be consistent with the positioning 

of FC Nantes as a club close to its supporters and a collective team. 

 

5.3.3 To continue the establishment of FC Nantes in the e-sport sector. 

 

In this respect, FC Nantes is one of the pioneers in the French football world with the Paris Saint 

Germain, AS Monaco and Olympique Lyonnais by launching an e-sport division for the football 

simulation game Fifa produced by Ea Sports. As the study has shown, the vast majority of 

participants are enthusiastic about this initiative. It is a good way to communicate differently and 

more effectively with the millennials and even younger generations. As seen in the literature review 

this sector of e-sport is booming with higher sales figures than the biggest Hollywood blockbuster 

audience (Warr, 2014). But the most interesting thing is the level of commitment of these events that 

include chat solutions “that allowed for constant interaction between viewers and streamers with an 

audience made up of young males aged 18-34 who are technologically literate” (Scholz, 2011).  

Indeed, gamers' communities are already very close-knit and committed. FC Nantes will have to listen 

to their supporters in order to build a strong community.  

 

First of all, FC Nantes could organise world video game tournaments like Fifa in their stadium, which 

would put the spotlight on the Nantes club. One of the key elements for FC Nantes in the future is 

proximity to the gamers. Indeed, this community are committed to transparency and dialogue. But 

the opportunity here is very important for FC Nantes to put forward once again its positioning as a 

club close to its supporters and family. Finally, participants in the focus groups think that it is in the 

interest of FC Nantes to develop its implementation in e-sport by creating sections for games other 

than football simulations. The idea is to reach a different and broader target. However, the difficulty 

in this area will be for FC Nantes to maintain consistency in all its activities and communication. 

 

The e-sport sector uses popular platforms such as Youtube to broadcast the meetings. One 

recommendation is therefore to create a Nantes FC channel on this platform with exclusive content 
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that allows fans to discover the atmosphere of the dressing room after matches, for example, or with 

the realization of fun challenges by Nantes FC players with the fans. The idea is once again to show a 

close relationship with the fans on this platform in accordance with the expectations of the Millennials 

and in accordance with the values of FC Nantes. One of the models on Youtube is the American 

Football League (the Major League Soccer) which has created a Youtube channel very much 

appreciated by the Millennials with short shows and movies that features MLS players and show the 

personalities of these players of the field, in a funny way (Birkner, 2014).  

 
5.4 Limitations 
 

During the course of this study several limitations were encountered. First, this research is limited 

with respect to the number of participants in questionnaires and focus groups. The non-probability 

sample is not representative of the entire population and conclusions are difficult to draw from the 

small sample used in this study. The findings drawn up from this study form the basis of a study on 

the Millennials and their attitude as football supporters. Trends have been observed, reinforced by the 

existing literature in this field, and could therefore be the starting point for a more complete study.  

 

The second limitation of this study relates to the lack of response from professionals in this sector in 

order to conduct interviews to deepen the findings and discuss the strategies put in place for the 

future. Only the community manager of FC Nantes responded positively to an interview by e-mail but 

too late in the timing of the study to be included in this report.  

 

Finally, the last limit encountered relates to the time allocated to carry out this study, which does not 

allow for the collection of many answers and to go more in-depth analysis and results.  

 

5.5 Suggestion for future research  
 

In order to obtain more results and draw more meaningful conclusions, further research should be 

conducted, including a larger sample and more specific questions in certain areas. Here are some 

specific areas that could be explored:  

 

• A study on the opportunities for sports organisations by setting up in the e-sport sector. 

Financially, can these activities enable a club to support these sports activities? Will gaming 

communities be open to the idea of being part of traditional sports teams that have 

sometimes laughed at their passion? 

• A study on the construction of new modern stadiums for sports organisations. Are the new 

generations willing to pay more than 100 euros for a match? How can connected stadiums 

2.0 with a unique match and sensory experience convince the Millennials to return to the 

stadium? 
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• A study on possible digital strategies to enable sports organizations to increase their 

merchandising revenues. In fact, the generation of the Millennials spends less money in its 

support activity, goes to the stadium less or not at all, buys very few jerseys. What digital 

strategies tailored to Millennials are possible to trigger their desire to buy again? 

 

5.6 Conclusion 
 
Developing a brand is a complex process, especially for a sports organisation. Sport unleashes 

passions like any other activity except religion and entertainment. Literature shows that to build a 

strong brand around a club, several elements must be taken into account: the image, the values, the 

club's positioning, the history of the club, the team aligned on the field, the stadium, the club's 

website, the social networks... To this must also be added non-tangible elements specific to each 

person, as this study showed with for most participants a passion passed on by family and not 

friends. Football clubs also have a strong local roots and are therefore a representative of the region 

in which they are located and the culture of the city. 

 

Literature has also shown that the Millennials are a generation full of paradoxes that have become a 

priority for brands in their marketing strategy. Indeed, this generation has grown up with the rise of 

new technologies, so they are what we call digital natives. Millennials spend a lot of time on the 

Internet and social networks, while they watch very little television. But it doesn’t mean that 

Millennials buy more on the Internet and instead this generation likes to frequent the physical stores 

and local stores. Millennials like to use digital tools to connect with their friends, acquaintances or 

passion groups. This is the case of e-sport, which represents the streaming broadcasting of video 

games in competition. The world of video games leads to the creation of a community of fans and 

players very close together and with a very strong commitment. This study rightly showed that 

commitment is what this generation lacks in their lives to support football: they don't buy jerseys, 

they don't go to the stadium… The objective of this study was therefore to establish branding 

strategies enabling FC Nantes to convert the millennials living in the north-western region of France 

into fans. 

 

This study allowed to establish 3 major recommendations in terms of branding strategy with the 

Millennials generation as a target. The first concerns the creation of a multi-channel brand universe 

enabling FC Nantes to assert its values, including on digital platforms, in order to reinforce the 

reputation of its brand over the generation of the Millennials. This brand universe must be 

representative of FC Nantes and its positioning at the stadium, as the study has shown the current 

experience at the Beaujoire stadium is not optimal, in the club's stores or on the digital side. The 

second recommendation concerns the personalization of the experience for supporters on social 

networks with each type of network, the implementation of a unique experience specific to the uses 

on these platforms. Like Snapchat, for example, with the creation of short and fun videos that put the 
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Nantes FC team and the management in a different angle. This digital strategy must be 

complementary to a physical marketing strategy. Finally, the last recommendation concerns the 

development of FC Nantes's activity in the e-sport sector. The environment in this sector allows CF 

Nantes to communicate differently and more effectively to the millennials and younger generations. 

FC Nantes have the opportunity to reach a different target group than their traditional fans who are 

ready to invest in their passion for video games. 

 

The entire findings of this research offer the opportunity for future research that could reveal more 

interesting insights into the Millennials generation and even younger generation. This future research 

could also focus on improving the experience of native digital fans at the stadium and on the 

opportunities to be taken in the e-sport sector for sports organisations such as FC Nantes. 
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Chap 6. Self-reflection on own learning and skills developed 
 
 

6.1 The learning process 
 
 
The learning process can be described as a "constant change in behaviour based on an individual's 

interaction with his or her environment "(Ray, Belden and Eckerman, 2005).  Several forms of 

learning can take shape during the learning process; there are several learning styles that can be 

applied during the learning process. David Kolb (1984) first distinguished 4 styles of learning: 

concrete experience, reflective observation, abstract conceptualization and active experimentation. 

Honey and Mumford (1986) observed the same forms globally: activist (prefers doing and 

experiencing), reflector (observes and reflects), theorists (wants to understand) and pragmatists 

(likes to have a go).  

 

My own learning style, can be defined as activist and theorist. This study indeed asked me to be in 

the concrete with a case study on a real sports organisation, FC Nantes. I had to experiment with 

theories and ideas to develop relevant recommendations. Finally, this research project asked me to 

analyze social behaviours and gather information to understand the attitudes of the Millennials in 

order to answer my research question. 

 

6.2 Reflection on Dissertation writing 
 

 
As an activist, I was looking for an essay topic that would be interesting and relevant in the 

immediate future for an organization in an area that I am passionate about. As a marketing student 

specializing in brand management, I wanted to choose a topic that would be related to my future 

career, so I chose to study branding strategies for a football club in order to maintain its reputation 

and fan base. Furthermore, understanding the habits and behaviour of a generation like the 

Millennials in terms of consumption is of particular value to my future professional life as a marketing 

manager. Indeed, this generation is becoming a priority target for all brands, as most of its members 

are now young workers who represent a significant purchasing power in the population.  

 

Regarding the realisation of this study, I have quite easily obtained data based on secondary article 

research in order to obtain data and statistics from existing and recent studies in the field under 

study. With regard to primary data collection (online questionnaire and focus group discussions), I 

encountered a number of difficulties in obtaining a sufficiently large number of participants to be 
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relevant. Moreover, I did not manage to carry out interviews with professionals from the sector 

because no professionals answered me in time. This part of the research has been the most 

challenging as I have learned that as a researcher I have to adapt to the constraints of primary data 

collection during the research process. 

 
6.3 Discussion of skills development  
 
 

6.3.1 Critical thinking skills  

 
This skill is key in a complex marketing environment by being able to analyze information and 

behaviour with the necessary depth to distinguish between actual trends from unfounded 

observations. During my MSc in Marketing, I realized that in order to become a good marketer, I 

must avoid relying on biases and obvious observations but rather develop critical thinking. 

 
 

6.3.2 Branding management skills 

 

This study allowed me to analyze the different theories of brand development for a sports 

organization. It allowed me to understand the importance of the sociological dimension in this field 

with factors relating to human behaviour and social attitudes. These analyses have enabled me to 

develop key skills for my future professional career because I want to work in the brand management 

, ideally for a football club. 

 

 

6.3.3 Time management skills  

 

Organization and good time management is essential as a student and professional. I am aware of 

my shortcomings in this area, but this study has allowed me to improve on this point by being able to 

plan my tasks in advance and avoid a heavy workload before the deadline. Nevertheless, my personal 

situation forced me to work during part of the realization of this study. Working long hours and at the 

same time moving forward with this study was very difficult and stressful, forcing me to not go 

deeper into certain tasks as I had hoped. 

 

6.4 Reflection on MSc in Marketing programme  
 
 

The pursuit of this master's degree enabled me to evolve with professionals and experts in the field of 

marketing and brand management.  By studying alongside them, I learned how important it is for a 
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marketer to be always curious about the environment around him in order to grasp and anticipate the 

key trends of each era. Discussions with some of the DBS professors have enabled me to identify 

what skills I need to develop and strengthen in order to become an expert in my field and achieve my 

professional career goals. However, this program and the completion of this study have already 

enabled me to develop essential marketing skills: good organization and time management, brand 

management knowledge development and critical thinking skills.  
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Appendices 
 
 

Appendix 1: Cover Letter for Survey  
 

COVER LETTER FOR SURVEY 
 

 

FC Nantes’ image perception research 
 

Dear …..,  
 
I would like to invite you to participate in this study because you are aged between 18 and 
35 year’s old and a football fan. Your participation in this study is voluntary. You may choose 
not to participate. You may withdraw any time during the survey. 
 
This research is being conducted by Pascal Lavacry. I am a student at the Dublin Business 
School.  
 
I’m working on a research looking at the strategies available for the Football Club of Nantes 
in order to improve the image of its brand with Millennials living in the North-West part of 
France. My supervisor on this research is Chantal Ladias. I’m talking to a number of people 
aged between 18 and 35 years old living in the north west of France about the way they 
perceive FC Nantes’ image and how they live as a football fan. You have been chosen 
because you match with this profile.  
 
WHAT WILL HAPPEN 
 
If you agree to take part, we will ask you to answer some questions. There aren’t any right 
or wrong answers – I just want to hear about your opinions. Please note that some of the 
questions will relate to your personal background and your personal behaviour about social 
network.  
 
This research aims to identify the uses and habits of the Millennials living in the north-west 
part of France, as a football supporter and in the context of this work as a supporter of FC 
Nantes. The second objective of this research is to propose branding strategies that will 
enable FC Nantes to increase their fan base on the Millennials living in north-western 
France. 
 
In order to fully understand the questions during this survey, you can find below all topics to 
be covered:  
 
1 - Demographic data 
2 - Engagement about FC Nantes and football 
3 - Your actions as FC Nantes followers 
4 - Why this passion about football and this club  
5 - Perception and Influence of football in your life 
6 - How do you perceives the FC Nantes’ digital communication 
7 - Your social networking usage  
8 – Your perception about e-sport and involvement  
 
TIME COMMITMENT 
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The online questionnaire should take about approximately 10 minutes. 
 
PARTICIPANTS’ RIGHTS 
 

You may decide to stop being a part of the research study at any time without 
explanation required from you. You have the right to ask that any data you have 
supplied to that point be withdrawn / destroyed. 
 

You have the right to omit or refuse to answer or respond to any question that is 
asked of you. 
 

You have the right to have your questions about the procedures answered (unless 
answering these questions would interfere with the study’s outcome. A full de-briefing 
will be given after the study). If you have any questions as a result of reading this 
information sheet, you should ask the researcher before the study begins. 
 

CONFIDENTIALITY/ANONYMITY 
 

The data I collect does not contain any personal information about you. The data I have 
collected does not mention any personal information about you. However please note that 
a synthesis of your answer will be made to facilitate the analysis of your statements. These 
file  will not be shared with any other person or organization. The content of your survey 
will be anonymized so that you cannot be identified, and I will personally verify after writing 
the summary of this study that no personally identifiable information is mentioned. 
This study is likely to be published by the Dublin Business School. 
 
FOR FURTHER INFORMATION 
 

I or / and Chantal Ladias will be glad to answer your questions about this study at any time. 
You can contact me via email: pascal.lavacry@gmail.com or connect with on LinkedIn. You 
may contact my supervisor at chantal.ladias@dbs.ie 

mailto:pascal.lavacry@gmail.com
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Appendix 2: Information sheet for group discussion’s participants 
 

INFORMATION SHEET FOR GROUP DISCUSSION’S PARTICIPANTS 
 

 

FC Nantes’ image perception research 
 

Dear …..,  
 
I would like to invite you to participate in this group discussion because you are a student in 
business school and aged between 18 and 35 year’s old. Your participation in this group 
discussion is voluntary. You may choose not to participate. 
 
This research is being conducted by Pascal Lavacry. I am a student at the Dublin Business 
School.  
 
I’m working on a research looking at the strategies available for the Football Club of Nantes 
in order to improve the image of its brand with Millennials living in the North-West part of 
France. My supervisor on this research is Chantal Ladias. I’m talking to a number of people 
aged between 18 and 35 years old living in the north west of France about the way they 
perceive FC Nantes’ image and how they live as a football fan. You have been chosen 
because you match with this profile.  
 
WHAT WILL HAPPEN 
 
If you agree to take part, we will ask you to answer some questions. There aren’t any right 
or wrong answers – I just want to hear about your opinions. Please note that some of the 
questions will relate to your personal background and your personal behaviour about social 
network.  
 
This research aims to identify the uses and habits of the Millennials living in the north-west 
part of France, as a football supporter and in the context of this work as a supporter of FC 
Nantes. The second objective of this research is to propose branding strategies that will 
enable FC Nantes to increase their fan base on the Millennials living in north-western 
France. 
 
In order to fully understand the questions during this group discussion, you can find below 
all topics to be covered:  
 
1 - Demographic data 
2 - Engagement about FC Nantes and football 
3 - Your actions as FC Nantes followers 
4 - Why this passion about football and this club  
5 - Perception and Influence of football in your life 
6 - How do you perceives the FC Nantes’ digital communication 
7 - Your social networking usage  
8 – Your perception about e-sport and involvement  
 
TIME COMMITMENT 
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The discussion should take about an hour at the longest. 
 
PARTICIPANTS’ RIGHTS 
 

You may decide to stop being a part of the research study at any time without 
explanation required from you. You have the right to ask that any data you have 
supplied to that point be withdrawn / destroyed. 
 

You have the right to omit or refuse to answer or respond to any question that is 
asked of you. 
 

You have the right to have your questions about the procedures answered (unless 
answering these questions would interfere with the study’s outcome. A full de-briefing 
will be given after the study). If you have any questions as a result of reading this 
information sheet, you should ask the researcher before the study begins. 
 

CONFIDENTIALITY/ANONYMITY 
 

The data I collect does not contain any personal information about you. The data I have 
collected does not mention any personal information about you. However please note that 
an audio recording of our discussion will be made to facilitate the analysis of your 
statements. These audio recordings will not be shared with any other person or 
organization. The content of our discussions will be anonymized so that you cannot be 
identified, and I will personally verify after writing the summary of this discussion that no 
personally identifiable information is mentioned. 
This study is likely to be published by the Dublin Business School. 
 
FOR FURTHER INFORMATION 
 

I or / and Chantal Ladias will be glad to answer your questions about this study at any time. 
You can contact me via email: pascal.lavacry@gmail.com or connect with on LinkedIn. You 
may contact my supervisor at chantal.ladias@dbs.ie.  

mailto:pascal.lavacry@gmail.com
mailto:chantal.ladias@dbs.ie
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Appendix 3: Informed Consent Form 
 

 

 

PROJECT TITLE:  

 

FC Nantes’ image perception study 

 

PROJECT SUMMARY: 
 

My name is Pascal Lavacry. I am a student at the Dublin Business School. I’m working on a research 
looking at the strategies available for the Football Club of Nantes in order to improve the image of its 
brand with Millennials living in the North-West part of France. My supervisor on this research is 
Chantal Ladias. We are talking to a number of people aged between 18 and 35 years old living in the 
north west of France about the way they perceive FC Nantes’ image and how they live as a football 
fan. You have been chosen because you match with this profile. 
 
This research aims to identify the uses and habits of the Millennials living in the north-west 
part of France, as a football supporter and in the context of this work as a supporter of FC 
Nantes. The second objective of this research is to propose branding strategies that will 
enable FC Nantes to increase their fan base on the Millennials living in north-western France. 
 
 
 
 
By signing below, you are agreeing that: (1) you have read and understood the Participant Information 
Sheet, (2) questions about your participation in this study have been answered satisfactorily, (3) you are 
aware of the potential risks (if any), and (4) you are taking part in this research study voluntarily (without 
coercion). 
 
 
 
 
 

Participant’s signature Participant’s Name (Printed) 
 
 
 

Student Name (Printed) Student Name signature 
 
 
 
 
 

Date 
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Appendix 4: Online Questionnaire 
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Appendix 5: Focus Groups Discussions’ questions  
 
 

1) Think about FC Nantes and the values associated with the club. Note the first 3 words that come 

to mind when you think about it? 

 

 

2) How would you describe the positioning of the club and the FC Nantes brand in relation to other 

clubs in the first French football division? 

 

 

3) What do you think of the current stadium of FC Nantes, the Beaujoire stadium? What do you like 

about it and what do you dislike about it? 

 

 

4) What improvements at the stadium level and around the stadium could encourage you to attend a 

Nantes FC match more often? 

 

 

5) What is your opinion on the construction of a new stadium, the Yellow Park? 

 

 

6) Which social networks do you use regularly? 

 

 

7) What use do you make of social networks and what type of content do you regularly consult? 

 

 

8) After consulting the FC Nantes’ Facebook page, what do you think of the content posted by the 

club on this page and the level of interaction? 

 

 

9) What content (s) on the Facebook page of FC Nantes do you find interesting? 

 

 

10) Do you have any content ideas that could generate maximum interaction between FC Nantes and 

their supporters? 
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11) Would you be willing to buy your tickets for a game or club merchandise directly from the Nantes 

FC Facebook page?” 

 

 

12) Does the introduction of FC Nantes on the e-sport sector sound like a good idea to you and does 

this strategy seem effective in communicating with 18-34 year olds? Why?  

 

 

13) Recently FC Nantes recently opened an account on Snapchat. How can the club interact with 15-

25 year olds on this type of platform? 

 

14) More generally, what drives you to become a fan of a club, the advocate of a brand, the 

ambassador of such a product? 
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