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Introduction:-

It is possible to claim that new technologies brought with them many opportunities to realize efficient sports
marketing activities and to present the information on sports (McCoy 2010).The new developments in the
technological market strengthened people and institutions; however, this situation also gave rise to an important
change in the world of sports. The studies conducted so far revealed that sportsmen do not consider it sufficient to
establish communication with the target audience only by traditional means of communication like newspapers
(Shockley 2010).

With the Internet becoming widespread, sports clubs firstly opened their official websites; and with the ongoing
innovations and developments, they were directed towards the new media. The clubs prepare their new webpages
with various techniques and contents in the new media. In social networks, the sharing being the basis, presenting
various applications together, and the feedback being fast are some of the characteristics of the new webpages of the
sports clubs. Social networks are similar to each other in general terms; however, their contents are different. Recent
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studies show that sports clubs and wvarious institutions use Facebook, Twitter, LinkedIin, Google+
andYouTubemostly in the social networks, which form the new media (Goksel and Serarslan 2015).

Corporate communication is a give-and-take cycle which is realized through mutual symbols, signs, actions and
relations between the ideas,which provide opportunities for constant information flow and mutual thoughts either
around the organization or within the organization between the sub-departments or groups, which constitute the
corporate structure in order to continue its existence (Canpolat et al. 2013). It may also be defined as the
communication and relation management process which covers the fields that are intended to convert the
organization into such a structure that is appreciated by the society with an increased performance (Huang and
Kleiner 2005; Kucuk 2005; Ozdemirci 2006; Kadibesegil 2009).In other words, corporate communication is the one
established with the customers, suppliers and all the other internal and external stakeholders of an organization.
Corporate communication meansundertaking an important role in creating a corporate image (Johan and Noor 2013;
Ozel 2014).

Strategic corporate communication is providing the details of the steps of the corporate communication works in an
integrated structure, and also providing feedback for the possible problems that may appear during the processes
(Peltekoglu 2001).1t is not possible that the strategically management applications, which are not considered and
planned as a continuous process,will achieve success (Ulgen and Mirze 2013).

When the new media concept is examined in the literature, it is observed that the general understanding is in the
direction of communication technologies and their practices (Tami et al. 2010). The new mediaconcept expresses the
websites and other digital communication and information channels, which have the properties of being
received/consumed by others -no matter what the localizations of the active users are (Thorsten et al. 2010).
According to Tami et al. (2010),the new media concept expresses the emergence of the communication technologies
and their applications. In this study, which is planned to be conducted, the new media concept is handled as the
Internet and digital technology applications (websites, social media, social networks, file sharing programs, etc.).

Today, sports clubs develop a network of relations, which cover the internal and external elements as a basic
requirement of their corporate management, and thus face the structure, which is called as the corporate
communication in the management of their established relations (Yetim and Cengiz 2012). Organizational
communication is observed as the establishment of communication in the direction of the purposes with all the
available elements in the organization. Generally, organizational communication covers the areas of public relations,
corporate communication, advertisements, communicationwith the employees, communication with the supporters,
and communication with the media processes for a sports institutions.It is considered that speeding this process up is
only possible by not staying behind the contemporary developments and benefiting more from the virtual world
(Goksel and Serarslan 2015).

Material and method:-

The Purpose and the Importance of the Study:-

The purpose of the study is evaluating the use of the new media by sports clubs as a means of corporate
communication under the umbrella of public relation activities of these clubs, which are always the topic of the
visual and written media every day, and which create commercial values with their income sources and
supporters/customers. Our study is important in that it will reveal the evaluation of the social media, which is both
an opportunity for sports clubs and a risk factor, and which is used actively more and more day by day in managerial
field, and it will contribute to the literature in this field since there are few studies on this topic.

The Method of the Study:-

The method of the study is the Content Analysis Method, which is one of the Quantitative Research Methods.
Content Analysis is the one which is conducted to measure the variables in a text in a systematic, unbiased and
digital manner. In other words, content analysis means converting a verbal or written text into numbers by analyzing
and making evaluations based on these numbers,i.e. converting the numbers into words.

The Universe and the Sampling of the Study:-

The universe of the study consist of all the sports clubs in Turkey. The starting point of the study consists of the
report released by the website socialbakers.com, which conducts statistical analyses in the field of new media, and
which is frequently referred to in scientific studies. Their report gives the number of the followers of the sports clubs
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in Turkey on Facebook. The data in this website are prepared as based on the interest of the followers in the brands
or institutions. In this context, there are three sports clubs in the first ten place in Facebook followers report. In this
context, the sampling of the study consists of the corporate media accounts of the three sports clubs in Turkey,
which have the most followers and supporters in the new media, Galatasaray Sports Club, Fenerbahce Sports Club
and Besiktag Gymnastics Club.

The Problem of the Study:-

The problem of the study is determining the strategic corporate communication activities,and the management of
these activities, which are applied in official social media accounts of these clubs in the new media, which is the
new means of corporate communication by the sports clubs, especially the public relations departments or the
corporate communication practitioners of these clubs.

Data Collection Tool:-

In examining the social networks,the grading system, which was used by Gibsonet al. (2003) in their study “Election
Campaigning on the WWW in the US and the UK: A Comparative Analysis”,was used as the basis. The study
consists of two parts, the first part has the title Functions with the subtitles; The Method,Information Flow,
Collecting the Sources, Communication Network, Participation, and the Campaign; and the second part has the title
Presentation with the subtitles; Visuality, Accessibility, Strolling, Actuality, and Visibility. By considering the
specific technical structure and the contents of the social networks,small changes were made in the index and
grading system, which was used by Gibson et al. In terms of the efficiency of the study, the data obtained via the
abovementioned social networks were graded, and the other communication messages which were spread via other
means of communication were not considered.

Collection of the Study Data:-

The data collection was performed by the researcher himself. The social media networks of the three sports clubs,
which were included in the study, i.e. the Facebook, Twitter, LinkedIn, Google+ andYouTubeaccounts were
examined by the researcher for 3 months and the necessary data were collected.

The Limitations of the Study:-

The limitations of the study are being conducted with three sports clubs and the social network accounts of these
sports clubs,Facebook, Twitter, Linkedln, Google+ andYouTube; and the study date being between October and
December.

The Assumption of the Study:-

It has been assumed that the sports clubs, which constitute the sampling of the study, represent the universe of the
study. In addition, it has also been assumed that the data collection tool used in the study is the best and accurate
data collection tool in achieving the purpose of the study and the desired results.

Findings:-

When Table-1is examined carefully it is observed that the Galatasaray, Fenerbah¢e and Besiktas sports clubs have
Facebook, Twitter, YouTubeand Google+ pages. On the other hand, only Galatasaray and Fenerbahge sports clubs
have LinkedIn; and Besiktas does not have an official LinkedIn account. The new means of media -except for the
Instagram- of the sports clubs, Galatasaray, Fenerbahge and Besiktas, were evaluated in terms of function and
presentation, and the results are given in the further parts of the study. Since Instagram allows only the sharing of
photographs, it was not analyzed thinking that it would not lead to any extra awareness.

Tablel:-The New Means of Media of the Sports Clubs.

Social Networks / Sports Clubs Galatasaray Fenerbahce Besiktas
Facebook + + +
Twitter + + +
LinkedIn + + -
Google+ + + +
YouTube + + +

When Table 2, which shows the Functions, is examined, it is observed that GS represents Galatasaray, FB represents
Fenerbahge and BJK represents Begiktas sports clubs. It is observed in the Information Flow sub-title in the table
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that the highest points of the clubs are collected from the Facebook accounts. Again,the “Who is Who”, and the
“Investment Info of the Club” sub-titles are not included in any social media account of the three sports clubs. In the
Collecting the Resources sub-title, it is observed that there is Membership Index in all social media accounts of the
clubs except for the Google+ andYouTubeaccounts.The links on the communicationnetwork vary between 0-5
points. It was determined that the most points were obtained in the Twitter accounts by the clubs from the external
communication links in which the national and international partners were included, and from the internal
communication links in which the other institutions were included. In the sub-title where the conveyance method of
the campaigns are examined, it is interesting that the three clubs received full points in the Facebook and Twitter

accounts.
Table2:- The Functional Characteristics of the Social Media Accounts of the Sports Clubs.
FACEBOOK TWITTER LINKEDIN GOOGLE+ YOUTUBE
FUNCTIONS PART 8 E § 8 E § 8 E § 8 E § 8 E §
Information Flow
Conveying the Corporate + + + + + + + - + + + n n ¥
Visual ldentity
Corporate History + + + - - + + - - - + - - -
Corporate Philosophy / + - - - - - - - - - N N _ ¥
Mission/Vision
Corporate Slogan Used + - - + + - - - R - R R N T
Who is Who in the Club - - - - - - - - - - R R _ _
Leader of the Club and his/her - - - - - - - - - - + _ R T
Message
Product/Service Info + + + + + + - - + - n ¥ ¥ ¥
Investment Info of the Club - - - - - - - - - - R R _ _
Advertisements of the Club + + + + + + - - + R + + I I
Relations with the Media / + + + + + + - - + + n n ¥ ¥
Press Room
Activities / Notifications + + + + + + - - + + + + - T
Ticket Price Info + + - + + + - - B B + - N N
Contact Info + + + - - - + + + - + R - N
0/13 10 | 8 7 7 7 7 3 1 6 3 9 5 4 8
Collecting Resources
Help Index - - - - - - - - R R R R - -
Archives index - - - - - - - - _ i ¥ ¥ PR
Membership Index + [+ [+ [+ + 17+ 1+ 1+ y |+ | ¥ | + | + |+
Volunteering Index - - - - - - - - i B _ _ _ _
0/4 1 1 1 1 1 1 1 1 1 2 2 2 2 2
Communication Network
Internal Communication 14 7 5 21 | 17 | 16 1 1 11 8 4 5 8 8
External Communication 5 3 5 52 | 52 | 42 0 0 1 0 7 0 0 1
0/5 2/1 |11 | 11| 3/4]24])2/3]10]10 2/1 10|11 ]10] 10|11
Participation
E-Mail + + + - - - - - + - + - _ _
Visitors’ Book + + + + + + - - + + + - + -
E-Magazine + - - - - - - - R R R N - _
0/3 3 2 2 1 1 1 0 0 2 1 2 0 1 0
Campaigns
Negative Campaigns being + + + + + + + + + + + + + +
Non-existent
Conveying Social + + + + + + - - + - + + - ¥
Responsibility Campaigns
Conveying Product/Service + + + + + + - - + - + n + ¥
Campaigns
Download (Logo / Screensaver + + + + + + - - + + + - - -
etc.)
0/4 4 4 4 4 4 4 1 1 4 2 4 3 2 3
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When we consider Table 3, which shows the detailed data on the Presentation Part, it is observed that the sports
clubs share “Animated Images”, “Pictures” and “Videos” provided that they are allowed by the social media under
the Visuality sub-title. It is also observed that they do not have any contents in Linkedlnaccounts. When the
accounts are examined in terms of being updated, it is observed that the clubs share the most up-to-date information
in Facebook and Twitter accounts; and Galatasaray and Fenerbahge Sports clubs do not share any up-to-date data in
their LinkedIn accounts. In addition, it is also observed that Fenerbahce uploads new content in the YouTube
account once in every two weeks.
Table3:-Presentation Characteristics of the Social Media Accounts of the Sports Clubs.

FACEBOOK | TWITTER | LINKEDIN | GOOGLE+ | YOUTUBE
PRESENTATION PART Q| @ § 2| @ § @ | @ é @ | o é 2| o é
Visuality
Graphics - - - - -1 -01-71- - -] - - -] -
Frames - - - o L R L - - - - - |-
Mobility/Images + |+ |+ |+ |+ |+ - - + |+ |+ ] - - -
Sound + |+ |+ |+ |+ ]+ ] -] - | + | + |+ | + | +
Video + |+ |+ |+ |+ ]+ -] - |+ |+ ]+ +1+
Animation - - - - - - - - - - - - - -
0/6 313333 ]3]0]0 31332 ]2]2
Accessibility
All Website being Presented as clel s lelsl sl +1s el e ]
Text
_IE_);\(/;/nloadmg the Documents as A N I I I R i el ] ]
Wireless Access via WAP/PDA + | + + |+ |+ |+ |+ |+ + |+ |+ |+ | + |+
Software for the Visually
impaired People T [ Y I R I A A
0/4 3131333 []3]2]2 313 ]3|1]1]1
Strolling
Strolling Clues + |+ |+ |+ |+ ]+ -] - Fl+ |+ +]+7T+
Number of the Search Engine - - - - - - - - |+ |+ |+ |+ |+
The Main Page Icon being Below
- - - - - - - - - - - + | + |+
the Page
The Fixed Menu Bars being i i R o,
Below the Page
Site Map - - - - - -] - - - - - - - -
0/5 1]1]1]1]1]1]0]0 2 |2 |24 4|4
Update
Everyday + |+ |+ |+ |+ ]|+ ] -] - + | - [+ T - -
Once in 1-2 Days - - - - - - - - -+ |- - -
Once in 3-7 Days - - - - -1 -1 -1 - - R I IRTI B
Once in Two Weeks - - - N I R R - N I T
Once a Month - - - - -1 -1 -1 - - . - - -
Once in 1-6 Months - - - -1 -1-71-17- R I I B HU B
More than 6 Months - - - - - -+ |+ - - - - -
0/6 6 |6 | 6| 6|66 ]0]0 6 | 5|6 |4]3]5

Discussion:-

The sports clubs included in the study are interested more in Facebook, Twitter, LinkedIn, Google+ andYouTube,
since their contents are not complex, it is easy to create an account without too much effort and it is free of charge.
LinkedIn,which is a means of social media, show differences in terms of its function when compared with the other
social media accounts. Again, videos about the clubs are shared with the members by creating an account in
YouTube. The mostdistinctivedifference of the YouTube account is that the sports clubs do not consider it as an
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interactive means of communication. All of the clubs except one of them do not prepare the contents to allow the
members write comments.

It is also another interesting point that football is considered as having the most important role in the development of
the media services in our country, which is the case in many other countries in the world. Here, the justification of
this is presented as the means of information and communication technologies being prepared and presented
according to a certain demographic structure or according to fanatic groups. Men, who are in their mid-twenties or
thirties, constitute the highest customer group in football and in the new media technologies, and the target market
that has emerged as a result of these new technologies, is important for the sports media industry. In this context, it
is important that the new media products and services from the digital TV broadcasting to 3G mobile phones must
be prepared according to the benefits of this target group. This situation is obvious in the advertisement and
sponsorship of some brands like NTL, Telewest, BSkyB, Granada Media,BT, Vodafone, Orenge, O2, T-Mobile,
Nokia and Siemens spend the majority of their financial assets to gain the British football supporters (Beech and
Chadwick 2007).

When conducted a study in which the relation between football and the new media was examined and reported that
there were struggles to establish a connection between the football fans and the new communication technologies. In
this context, it was also observed that the demands of the supporters were covered by the football industry
(Cavusogluet al.2011). Sports clubs have to conductexplorations and make decisions before they show up in the
means of new media, and define their new media strategies. The clubs which do not have any new media strategies
may face great problems in accompanying the new media dynamics. In general terms, the new media strategy
defines the targets, aims, identity, the language and the style in the webpage, the properties of the target audience,
the characteristics of the internal and external resources, and the scope of the reports of the club for the accounts in
the new media. The new media strategies are very important for sports clubs since there are always institutions,
people or groups that may be influenced by these strategies either in a positive or in a negative manner.

Figurel:- Institutions and People who are Directly Related with the New Media in Sports Clubs.

Sports Clubs

Club
Employees

Place of
Competition

Supporters

and
the New Media

Goksel and Serarslan (2015):-

One of the most importantmanagerial activities is, without doubt, the feedback showing the results of the work that
has been done so far. In the grading of the new media accounts, the tactics such as being open and clear to the virtual
world, active usage rate in order to ensure participation, the distribution of the sharing being spread like in the viral
marketing. All that aside, it is known that the number of the followers of the sports clubs in official social media
accounts, and the duration spent on these pages, likes, sharing, comments and other interaction activities are also
important. In addition, social marketing is important in forming a sports culture for the sports clubs. Kargin et al.
(2015) conducted a study and reported that social marketing had a specific importance in increasing the sports
conscience. It was reported that the NBA teams had interactiveand informative sharing on their accounts in order to
make use of the new media platforms (Wysocki 2012).

Opponents
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Kietzmann et al.(2011) conducted a study and determined that most NBA teams had various accounts in social
media and these accounts were managed from one single center. It was also reported that the most-preferred new
media tools were Twitter, Facebook, YouTube, Google+, Instagram, Pinterest, Tumblr and LinkedIn. In this context,
when we consider the popularity of the social media accounts in Turkey, which is the main subject of our study, it is
possible to claim that our findings overlap with the results reported by Kietzmann et al. and that we have reached
our goals in this study.

Conclusion:-

It has been determined with the research on the new media tools that Galatasaray, Fenerbahg¢e and Besiktas sports

clubs have official Facebook, Twitter, Google+ andYouTubeaccounts. It has also been determined that except for

Besiktas Sports Club, the other clubs have official LinkedIn pages. In the research, the following results have been

reached in the detailed analyses of the new media accounts:

+«+ It has been determined that the number of the followers of the sports clubs, which are included in the scope of
the study, increased with each passing day.

¢+ Sports clubs are in constant communication with their supporters via the new media tools.

% The supporters/customers and the sports clubs mostly prefer Facebook in the new media, and Twitter is in the
second row after Facebook.

¢+ It has also been observed that the sports clubs and their followers are not interested much in LinkedIn. Besiktas
sports club does not even have a LinkedIn account.

¢+ It has been determined that Besiktas sports club uses Google+ account in the most active manner. Galatasaray
and then Fenerbahge follow Besiktas in this context.

It has been determined that the sports clubs care much for conveying the visual identity in their official new
media accounts.

¢+ It has been observed that the most informative account on the corporate history is Besiktas sports club in social
media accounts.

¢+ The corporate philosophy, missions, and the visions of the three sports clubs, which were included in the study,
are not given in a sufficient manner for the followers in their accounts.

+«»+ The managers or the professional employees of the sports clubs are not mentioned clearly.

It has also been determined that, except for the compulsory notifications made to the Enlightening the Public
Platform, sports clubs do not share their investment profiles in social networks.

« The ticket prices of the clubs in various sports branches are not available on social media accounts except for
Facebook and Twitter.Only Besiktas sports club mentions this information on its Google+ account.

+« Sports clubs mention the contact information and provide the links to their other new media links on their
Facebook, LinkedIn and Google+ accounts.

«» The e-mail addresses are not shared except for Facebook and Google+ instead, the official websites ofthe
clubsarementioned in all networks.

It has been determined that only Galatasaray sports club has an e-magazine on its official Facebook account.

«+ The clubs included in the study upload videos on their new media tools and these videos are easily watched by
their followers.

«» The accounts of the clubs on social media areupdated every day except for LinkedIn andYouTubeaccounts.

Recommendations:-

In the light of the conclusions obtained in the study, the recommendations to the sports clubs, to the corporate

communicationexecutives and to the scientists, who are planning new studies, are as follows:

<+ The targets, corporate philosophy, mission, vision and considerations of the sports clubs, which must be known
by the followers, must be given more place on the new media accounts.

¢ It has been determined that the main slogan, which provides information on the corporate identity and which
shows the targets of these ports club at that time by reflecting the corporate culture, are not given sufficient
place on the majority of the social networks.

¢ In the evaluation made in terms of the communicationnetwork functions, it has been observed that sports clubs
share the required contact information on social networks. However, there is no information on the sub-
branches, which exist in the club in managerial terms (marketing, accountancy, etc.), and this prevents reaching
the right person at the right time in a quick manner.

% When the new media accounts are evaluated in terms of accessibility it has been observed that one of the most
important issues is the contents being provided in foreign language. It is considered that especially the sports
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clubs that compete in international area in different sports branches must have new media accounts in various
foreign languages, mainly English;and determine the countries in which they have the most followers. By doing
so, they will not fall back from the far-eastern market.

The researchers who are planning to conduct studies on public relations in sports and social media as a means of
corporate communicationmust also include small-scale sports clubs to reveal the differences.
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