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Abstract

This thesis is part of a larger study that explores strategies to enhance fan engagement and loyalty
for CF “Os Belenenses” by focusing on three key areas: Club Identity, Digitalization and Social
Media, and Tourism Integration. This paper specifically examines Club Identity. Drawing on
existing literature, stakeholder interviews, a questionnaire, and benchmarking with comparable
clubs, the thesis analyzes the club’s internal and external landscape. The findings inform a set of
targeted recommendations across these strategic areas, prioritized using an Impact/Effort Matrix,
and accompanied by a detailed roadmap. This research provides a comprehensive framework
for Belenenses to strengthen its identity, expand its fan connections, and thrive in an increasingly
competitive football landscape.
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1. Introduction

In today’s competitive sports industry, fostering fan engagement and loyalty has become crucial
to a club’s long-term success. Fans are not only essential sources of revenue but also serve as
passionate brand advocates, embodying the club's values, history, and shared experiences (Bauer
et al. 2005, as cited in Pauwels Delassus and Mogos Descotes 2019). Therefore, sports
organizations are increasingly committed to cultivating strong and lasting bonds with their
supporters. This is especially relevant for Clube de Futebol “Os Belenenses” (henceforth
Belenenses), a historic Portuguese club with deep local roots and a rich legacy. Once celebrated
as one of Portugal’s “big four” (alongside Sporting, Benfica, and Porto) and one of the only five
Portuguese football champions, Belenenses earned the title of "clube consagrado e popular"
(established and popular club). However, recent years have seen turbulent changes, marked by
relegations, a split from its SAD (Sociedade Andénima Desportiva), which managed its
professional football branch, in 2018, and a subsequent re-entry into Portuguese football from
the lowest tier. This, alongside the rise in popularity of the so-called “big three” (Sporting,
Benfica, and Porto) led to a significant decline in the fan base, especially among younger fans,
contributing to an aging audience and a reduction in average match attendance from 16,600
spectators in the 1986/87 season to 1,799 in the 2023/24 season (EFS, n.d.; Tiesler n.d.).

Hence, this paper outlines part of a project developed in collaboration with Belenenses to devise
a strategic plan that the club can adopt to enhance fan engagement and loyalty, hoping to
revitalize its once-booming supporter base. While tailored specifically for Belenenses, this
scientific work offers insights and a potential model for other clubs facing similar challenges,

providing a blueprint to strengthen and involve their fan base.
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2. Methodology

This thesis employs a mixed-methods approach, combining both primary and secondary data
collection to comprehensively address the research objectives and develop strategic
recommendations for Belenenses.

The initial section of the thesis focuses on diagnosing the current status of Belenenses through a
detailed analysis using frameworks such as SWOT and PESTEL. This will highlight the three
key strategic areas to be addressed later and provide the foundations for deeper expansion. This
analysis draws on secondary research about the club, complemented by direct observations
conducted during visits to the stadium, as well as insights from semi-structured interviews
conducted during this semester (2024) with four target groups: fans, locals, tourists, and two
individuals from the club's organizational structure (a Board Member, elected through member
voting, and the club's Head of Marketing). These interviews were designed to deepen the
understanding of the club’s current situation and identify key areas for strategic focus. For
citation purposes in this thesis, interviewees are referred to as follows: Fan 1, Fan 2, and Fan 3
for fans; Local 1, Local 2, and Local 3 for locals; Tourist 1 through Tourist 5 for tourists; and
Board Member and Marketing Head for club representatives. A general interview guide was
developed for each target group and adapted as needed during the interviews. The interviews
were recorded, transcribed, and analyzed using Thematic Content Analysis to identify patterns
and themes. The different interview guides used, and the thematic analysis are included in
Appendix 1 and 2 respectively. The findings from these interviews informed the initial
diagnostic section and were integrated into the subsequent individual chapters. In addition to the
semi-structured interviews, less structured conversations were held with experts in the relevant
areas during the semester. These included discussions with a professional in fan experience at
the Federagdo Portuguesa de Futebol (FPF), Tiago Barra, and a representative from Turismo de

Lisboa, Rubens Antunes. While informal, they provided valuable insights and context for the
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topics discussed in this thesis, adding depth to the strategic analysis. For consistency, they will
be referenced as Barra and Antunes throughout this document.

Following the diagnostic analysis, the Literature Review examines relevant academic work on
fan loyalty and engagement, including their predictors, impacts, and the strategic areas chosen
for the club’s strategic plan: Digitalization and Social Media, Club Identity, and Tourism
Integration. The review explores the relationship between these three strategic areas and the main
research question, providing a conceptual foundation for the subsequent analyses and
recommendations. This secondary data was retrieved through keyword searches to identify
scholarly articles, with an emphasis on selecting works authored by highly cited researchers to
ensure the credibility and relevance of the sources used.

The subsequent chapters explore the identified areas, combining analysis from the diagnostic,
literature review, interviews, surveys, and benchmarking where appropriate. Each chapter
includes a detailed analysis and strategic recommendations tailored to its specific focus area.
This paper contains only the chapter concerning the area of Club Identity.

For the strategic areas of Club Identity and Digitalization and Social Media, quantitative data
was collected through an online questionnaire completed by a sample of 1025 respondents. This
research adopts a descriptive approach, aiming to measure and describe key variables, such as
engagement levels, perceptions, and preferences, with distinct target groups without
manipulating any variables. The questionnaire employs a multiple cross-sectional design, as data
was gathered from three distinct groups (members, non-member fans, and individuals familiar
with Belenenses) at a single point in time. Of the total respondents, 755 responses were deemed
valid, including 601 responses from members, 36 from non-member fans, and 118 from non-
fans familiar with the club. The questionnaire was distributed through social media platforms,
conducted in person with fans on matchdays, and sent via email to club members. This approach

enabled a comparative analysis across the groups, treating them as independent samples.
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In the case of Club Identity, the survey aimed to assess respondents’ engagement levels and
perceptions of the club. The survey questions were informed by findings from the interviews
and adopted from validated measures in existing research on fan engagement and fan loyalty,
using a 7-point Likert scale. For Digitalization and Social Media, the survey intended to
generalize insights derived from the interviews and literature review, providing additional
evidence to support the proposed recommendations. The questionnaire was reviewed by a loyal
and engaged Belenenses member who provided feedback based on personal experience. This
iterative process helped refine the design, ensuring that the final version was both practical and
effective in capturing relevant data.

For the strategic area of Tourism Integration, the decision not to proceed with quantitative data
collection was based on the anticipated challenges in obtaining valid responses from tourists
familiar with Belenenses. These challenges would have limited the ability to gather insightful
and impactful data. Instead, this area was addressed through benchmarking and an in-depth
analysis of the interviews conducted with tourists.

The final section of the thesis synthesizes key takeaways of the proposed recommendations,
highlighting their interconnections across Digitalization and Social Media, Club Identity, and
Tourism Integration. To support implementation, an Impact/Effort Matrix was developed as

a practical prioritization tool. A strategic roadmap for the next five years outlines a phased
approach, leveraging quick wins as immediate actions and guiding the club toward future
developments, including a comprehensive strategic plan by 2030. Together, these elements
provide a cohesive strategy for Belenenses to enhance engagement and loyalty, fostering

sustainable growth and competitiveness.
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3. Diagnosis
Introduction to Belenenses
Among all sports, football stands out as the most popular, with billions of fans globally. Its
appeal transcends all boundaries, overcoming conflicts and connecting people. As it couldn’t be
otherwise, the same has always happened with Portugal, where football has a particularly
significant role and is rooted in the nation’s history. During the dictatorship, the “three F’s” —
Fado, Futebol, and Fatima — helped reflect football’s cultural importance (R. M. Kumar 2014).
Today, it remains a major industry, contributing over 667M€ to the Portuguese GDP in the 2022-
23 season, an 8% increase from the previous season (EY and Liga Portugal 2022).
Belenenses, founded in 1919, emerged in the historic region of Belém, becoming an important
trademark of the region. Known as “Os Azuis do Restelo” (The Blues from Restelo), the club
embraces the values and maritime spirit of Belém, reflected in its colors and traditions. Over its
history, Belenenses has achieved various successes, being one of only five Portuguese
champions and one of the clubs with the most seasons in Portuguese football’s top tier.
It is recognized for having had an important role in the professionalization of Portuguese football
as its stadium was the first in the country with artificial lighting, cement stands, and a grass field.
Becoming the home of the Portuguese national team for several years (Leite 2016).
Despite its past, Belenenses has faced several challenges. The most notable occurred in 2018,
when a member vote led to the club's separation from its SAD, the entity managing its
professional football operations. This split resulted in a severe identity crisis, dividing the club
into two entities: Belenenses and B-SAD. Consequently, Belenenses was relegated to the lowest
tier of Lisbon's Football Association. Despite this setback, fans showed remarkable loyalty,
abandoning B-SAD (which remained in the first division) to support Belenenses in the lower
league (Gomes 2023). Following the deep restructuring that has been taking place in the last

years, the number of members of the club registered consecutive increases, with over 10,000 by
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November of 2023 (Peters 2023).

Being one of Portugal’s most historical footballing institutions, Belenenses story encompasses
many more key moments. For a more detailed exploration of Belenenses’ storied past, please
refer to Appendix 3.

PESTEL Analysis

Today’s environment is more competitive than ever, making it necessary for clubs and
organizations to have a clear foresight of the challenges and difficulties they may face. To better
understand the external environment influencing Belenenses, we conducted a PESTEL analysis,
a widely recognized tool for analyzing the external factors that impact an organization’s success
(Fosher 2018). This analysis provides valuable insights to identify the optimal strategic direction
in a rapidly evolving environment. In this sense, we went through six topics to evaluate the
referred environment, highlighting key conclusions below.

Political

Government support - local and national policies on
sports funding and tourism can impact club
operations since they can represent an important
form of financing.

Legal Sports governance - changes to the regulations in .
the competitions played by clubs, as well as the ones Economic
rts r lations - the club must comply with lab i i i
Sports regulations e club mu Py Wi or related to club ownership may impact their Economic conditions - periods of economic

laws and national and international regulations set by
governing bodies, like PFA and UEFA.

Intellectual property - protecting the brand, logo,
and merchandise rights, is crucial for the clubs to
maintain a competitive advantage against
competitors.

Broadcasting rights - the centralization of TV rights
could lead to an equitable revenue distribution,
benefiting smaller clubs.

Environmental

Sustainability - initiatives such as reducing waste,
promoting recycling, and reducing water
consumption are highly valued and align with growing
public interest in sustainability.

Local infrastructures - improvements to sustainable
transportation and facilities around Belém may
impact accessibility and get fans closer to the club.

Figure 1 - PESTEL Analysis | Source: Own elaboration

functioning.

Political

PESTEL

analysis

A

Technological

Technological

Digitalization of pr - clubs with dynamic
social media and an up-to-date club website tend to
enhance the fan experience and facilitate
communication between the parties.

E-commerce - upgraded platforms related to
ticketing and online stores can increase revenue
streams, especially with a global fanbase.
Data analytics - using data to understand fan
preferences may optimize the club’s performance,
providing insights for an improved strategy.

downturn directly impact ticket sales, merchandise,
and the partnerships the club may secure.

Tourism - Lisbon’s tourism scene may benefit the
club by having more visitors and expanding the club's
fanbase among visitors.

Financial health - the financial difficulties faced by
clubs may affect their capacity to invest and be
competitive.

Social

Fan culture and identity - clubs with a well-defined
identity that resonates with their fan base can deepen
emotional connections and create a strong sense of
belonging among supporters

Demographics - Lisbon has a growing international
population, which can help the club to expand its
fanbase, without losing its identity.

Social presence - being a present club in the local
community can foster identification with the
organization and promote a positive image
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Politically, aligning with national and local authorities supports the club’s development (Power
et al. 2020). Regarding the economic context, Lisbon’s thriving tourism provides opportunities
to grow its fan base and expand its revenues, despite challenges from possible upcoming
economic downturns and consequent financial difficulties the club may face (Luz 2024).
Socially, a deep and strong connection between the club and the fans is fundamental, with the
city’s growing international population offering an avenue for fan base growth. Regarding
technology, clubs should implement digitalization processes, to respond to their fans’ needs and
stay updated (Giorgio, Ohri, and Marzin 2018). Environmentally, sustainability should be one
of the clubs’ main focuses, given its importance to the world and the fans (UEFA 2021). Legally,
it is essential to adhere to sports regulations and labor laws while considering safeguarding
intellectual property. The upcoming centralized broadcasting rights in the Portuguese
Professional League may also lead to a more equitable revenue distribution, benefiting smaller
clubs like Belenenses (Satde, Almeida, and Batista 2024).

In conclusion, the PESTEL analysis highlights key opportunities and challenges for Belenenses,
emphasizing the importance of strategic alignment with external factors to ensure sustainable
growth and competitiveness.

SWOT Analysis

To comprehensively assess the current state of Belenenses and support the formulation of our
strategy, we will apply a SWOT analysis, a management tool that involves a basic analysis of
internal and external factors in the company (Kotler, Berger, and Bickhoff 2010, 26-28). For this
framework to be as valuable and specific as possible, we will analyze the club’s context with the
end goal of increasing fan engagement and loyalty in mind. The complete SWOT matrix can be

seen in Figure 2, as below we will cover only the most crucial points.
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STRENGTHS (S)

1. Historical and traditional club with a huge sporting legacy

2. The history and symbolism of the club are deeply connected with its
surrounding area’s history, community, and landmarks

3. It has a considerable number of sécios (members) and academy
athletes for the Portuguese reality, with a fan base distributed
throughout Portugal and not only in Lisbon

4. Beautiful stadium with a great view in a prime touristic location
(Restelo/Belém). It has been rented multiple times for concerts and
events besides football

5. Big sporting complex with many facilities concentrated in a single
place (various football pitches, stadium, indoor court, coffee shops,
restaurants, gymnasium, grocery store, club’s store, viewpoint,
museum, private school, etc.)

WEAKNESSES (W)

1. Stadium’s seating capacity is too big for the current club reality and
stadium attendance, making it look emptier

2. Lack of organized stadium and museum tours. While the club has a
museum, tours are not dynamic or well-promoted, missing an
opportunity to attractvisitors and engage fans

3. No targeted promotion for tourists, relying only on organic and
coincidental interactions

4. Fragmented brand and club identity, both in terms of historical
narrative, club values and culture (with opinions differing inside the club),
and its branding. Individual sports sections operate independently,
creating inconsistent messaging and branding

5. Majority of current supporters are older, and the club has struggled to
attract younger fans

digital loyalty programs, and online fan clubs, are being adopted in the
football industry to create additional revenue sources

8. Digital media allows clubs to bypass traditional media channels,
often dominated by larger organizations, giving smaller clubs an equal
platform to promote themselves

&‘ 6. Eclectic club with a strong presence beyond football (rugby, Handball, 6. Underdeveloped digital presence, hampering internal processes and
4 volleyball, futsal, basketball, etc.) limiting the ability to personalize or enhance fan interactions
5 7. Member ownership, fostering a deep sense of loyalty and involvement. 7. Limited use of social media. Focusing solely on informing fans rather
E 8. Fans are known for their deep passion, resilience, dedication, and than involving fans
- authenticity. 8. The club operates on very tight budgets, limiting its ability to hire
9. Consistent leadership over the last decade provides a stable qualified personnel or invest in initiatives. Financial stability has
foundation for long-term planning and execution improved, but resources remain scarce
10. Matches are characterized by a friendly, spontaneous, vibrant, and 9. The club relies heavily on a small, overstretched team, with many
passionate atmosphere, creating an authentic fan experience that volunteers helping. This lack of professionalized staffing hinders the
appeals to both locals and tourists club’s capacity to implement projects and strategic initiatives
11.Known for its strong academies and youth development. Being a 10.Certain areas of the stadium are poorly maintained with limited
reference nationwide signage and cleanliness issues
12. Partnerships and great relationships with big entities such as Repsol, 11. Lack of engaging pre-match and half-time activities
LIDL, Novoverde, The British School, .... 12. Poor comr ion with r bers. E-mail marketing is solely used to
13. Efforts to improve and p st bility p like the inform about critical situations and general assemblies.
sporting complex’s energy coming from solar panels or the partnership 13.Lack of strategic planning for almost every area of the club. Often
with Novoverde promoting electronic waste recycling resorting to short-term fixes and reactive behavior rather than structured
14. Strong support and connection with the local community plans
OPPORTUNITIES (O) THREATS (T)
1. The region of Belém is very touristic, with landmarks such as “Torre de 1. Intense local competition between clubs in Lisbon for media
Belém” and “Mosteiro dos Jerénimos” and local businesses such as coverage, sponsorships, municipality support, and fan recruitment. With
“Pastéis de Belém”, “Manteigaria” and “O Careca” attracting big crowds major clubs like Benfica and Sporting overshadowing smaller ones
2. Growing interest in sports tourism and groundhopping offers a 2. Portuguese fan culture geared heavily towards the “big 3” (Sporting,
chance to attract international fans seeking authentic football Benfica, and Porto), being the club of 94,5% of the Portuguese and
experiences in historical settings having almost exclusive coverage in traditional media
3. Lisbon’s immigration boom and urban growth brings new residents 3. The rising costs of running a professional football club make it
who may be seeking a local club to support, offering a chance to expand challenging for fan-owned clubs like Belenenses to compete with clubs
the fan base with big external investment
4. Lisbon is home to some of the best universities in Portugal and 4. Emergence of non-historical clubs in the professional divisions of
Europe, including the Ajuda campus near Belém, offering opportunities Portugal due to significant investments from third parties. This can
to connect with a young and dynamic academic community dilute attention and resources once available for traditional clubs like
5. Active and supportive Parish Council of Belém Belenenses.
E‘ 6. Advances in digital tools and increasing internet penetration in 5. The trend of investors acquiring clubs and prioritizing profitability
4 Portugal (already at 82,05%) provide opportunities to modernize fan over tradition, many times mischaracterizing the club, poses risks to
E engagement clubs maintaining their historical identities
; 7. New technologies and innovative strategies, such as crowdfunding, 6. Football faces growing competition from emerging forms of
w

entertainment, potentially diverting younger audiences
7. Economic downturns or changes in tourism trends could affect ticket
sales, sponsorship deals, and overall revenue

Figure 2 - SWOT Analysis | Source: Own elaboration

Strengths

Starting with strengths, Belenenses’ history is intrinsically connected with the history of Portugal
and its surrounding area (S2). Its crest features the infamous Cruz da Ordem de Cristo associated
with the Portuguese Maritime discoveries, which started their journeys precisely in Belém (Pinto
2018). The club's unique ties to Belém are further emphasized by its nickname, "Pastéis”,

inspired by the famous "Pastéis de Belém" pastry.

10
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Throughout the interviews we conducted, it was evident how much people appreciate the
stadium’s architecture and view, with many complementing it (S4). Also, as highlighted by the
Board Member, the sporting complex of Belenenses is huge with multiple spaces to practice
sports. But this space provides more than just sporting capabilities (S5). In the interviews, fans
mentioned the common rooms, which were previous spaces where fans could spend some
relaxing time and connect. While the restaurants and Lidl were also highlighted as contributors
to the multifunctionality of this complex.
During our visits to matchdays (Appendix 4), the vibrant, passionate, and authentic atmosphere
during the match stood out to us (S10). This was also corroborated by tourists in our interviews,
who told us that the passion demonstrated by the fans and the authentic community feeling left
in them a powerful impression.
Lastly, partnerships with entities have enabled the club to make crucial investments it would
never have been able to make alone (S12). The partnership with Lidl to requalify a part of the
stadium (Lidl 2020) and the one with the British School for the club to have a bus again are
examples of this (CF Os Belenenses n.d.-d).

Weaknesses
One of the most evident club difficulties is the lack of targeted tourist promotion with both club
structure members mentioning in their respective interviews that there’s nothing actively being
done to attract tourists (W3).
The club’s disjoint brand and identity was another identified weakness. The Marketing Head
told us he believes the club’s history is fragmented and without a common narrative, resulting
in inconsistent messaging about its history and purpose. Interviews also revealed differing
perceptions of Belenenses' identity, culture, and values (W4). This fragmentation extends to the
club’s branding and communication, as the various sports sections operate independently,

creating a disjointed image across each sport’s platforms.

11
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The recent history of the club has been troublesome, and priorities were set, without
digitalization among them (Marketing Head). Currently, almost no data is collected and
managed, with many of the internal processes still needing to be digitalized (Marketing Head),
hampering the ability of the club to personalize and enhance fan interaction (W6). Related to
this is the club’s use of social media to inform, rather than engage. Something recurringly
mentioned in the interviews (W7).

Throughout our research, it was also evident the club lacks monetary resources and investment
capacity (W8). Even though its financial stability has improved over the last few years, the club
still works under tight budgets (CF Os Belenenses 2024), struggling to find the means to increase
its team size (W9). The club’s corporate functions personnel consist of basically six people
(Marketing Head), with the club resorting to volunteers to surpass this constraint, which hinders
the club’s capacity to implement projects and strategic initiatives.

Lastly, when questioning the club’s structure of their strategy on many topics, we understood
that there wasn’t any, and that the club often worked reactively with short-term fixes, rather than
according to a structured plan for long-term development (W13).

Opportunities

Belém is a very touristic region (O1), with some of the most visited monuments and attractions
in Portugal like “Mosteiro dos Jeronimos” and “Torre de Belém” (Museus ¢ Monumentos de
Portugal n.d.; Observatério Turismo de Lisboa n.d.). The area attracts millions of visitors
annually, presenting a significant potential audience for the club.

Not only is the metropolitan area of Lisbon receiving millions of tourists per year, but it is also
observing a boom in its population, attributed mainly to immigration (O3) (Observatorio de
Lisboa 2022; Statista 2024a). It grew from 2.728.000 residents in 2004 to 3.015.000 in 2024
(PopulationStat n.d.), with expected continuous growth over the next few years. This influx of

new residents offers a chance to expand Belenenses’ fan base.

12
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Lisbon is also the most important Portuguese university hub and home to some of the best
universities in Europe, providing an opportunity to connect with a young and dynamic academic
community and attract students to the club (04) (CML n.d.; Financial Times n.d.).
Additionally, we live in a digital era where digital tools are ever more present in our lives, with
the internet reaching higher levels of adoption, currently at 82,05% in Portugal (Statista 2024c)
and being present in the lives of almost all Portuguese citizens between 16 and 54 years old
(Statista 2024b). This provides many opportunities to modernize fan engagement (06). From
this digitalization, we are also witnessing new technologies and innovative strategies in the
sports industry, such as digital loyalty programs (Spiryn, n.d.) and exclusive platforms
(Manchester City FC, n.d.) to create additional sources of revenue and better monetize the fans
O7).

Threats
Being located in Lisbon also presents challenges, as Belenenses faces intense competition from
other clubs inside the city for resources (T1) (Belém TV 2024). In Portugal, 5 out of the 18 clubs
in the First Division and 4 out of the 18 in the Second Division are from the Lisbon area, showing
the big presence that clubs from this region have in the professional divisions (Liga Portugal
n.d.-a). Moreover, the giants Benfica, Sporting, and Porto, completely dominate the Portuguese
football landscape. This happens both in terms of sporting success as well as commercial, media
coverage, and fan allegiance, being the clubs of 94,5% of the Portuguese population (Observador
2019). This creates a fan culture heavily geared towards the “big three”, leaving limited space
for smaller clubs like Belenenses (T2).
With football observing the advent of more investors, rising operational costs exacerbate the
challenge, as well as salary demands from players and infrastructure investments from leagues
(T3) (TFS 2023). This challenges member-owned clubs like Belenenses, who lack big external

investment and rely solely on revenues and member contributions.

13



Group Part

This increasing trend of investor acquisitions in recent years also poses the threat of causing the

dilution of the clubs’ identity (TS). Sometimes, even resulting in new fan-founded clubs like

AFC Wimbledon (Dabbs 2024). Belenenses is also its own example, starting all over again from

the depths of Portuguese football, rather than sticking with the SAD and its administration,

whom the fans felt didn’t represent them or the club (Zerozero 2018).

TOWS Analysis

While the SWOT analysis provides a comprehensive overview of internal and external factors,

it primarily serves as a diagnostic tool. To transition from analysis to strategic planning, we will

employ a TOWS analysis, as this extends the SWOT by exploring the interrelationships between

these factors to generate actionable strategies (Szeliga-Duchnowska and Goranczewski 2017;

Weihrich 1982). Our approach will focus on the most relevant points from the SWOT and

generate logical connections between them, aligned with our objectives. Below are the key

conclusions, with the complete matrix in Figure 3.

OPPORTUNITIES (0)

THREATS (T)

STRENGTHS (S)

WEAKNESSES (W)

. 81,82, S4 + 01, 02: Use Belenenses’ deep historical roots and connection

to Lisbon’s landmarks to position the club as a key cultural attraction for
tourists visiting Belém, integrating it into the local tourism landscape.

. 88, S10 + O2: Market the unique and authentic matchday atmosphere to

attract sports tourists looking for historical and community-based football
experiences.

. 85, S6, S10 + O3: Promote the club’s youth academies as a way to attract

the new residents of Lisbon and their children, fostering a new generation of
supporters.

. 88, 87,88 + 06, 07: Make use of digital tools to engage their passionate fan-

base and monetize them through new sources of revenue coming from the
digital

. 812 + 06, 07, 08: Leverage existing partnerships to fund and implement

digital initiatives for engaging fans and increase Belenenses’ reach

. 85,814 + O5: Leverage the strong support of the local community and their

big complex to collaborate with the Parish Council of Belém on initiatives
that drive attendance and community engagement

. W6 + 06, O7: Invest in digitalization and make use of new cheaper

technologies to improve fan engagement and loyalty

. W12+ 06, 07, 08: In an era where almost every fan has access to internet, use

social media and other digital tools to personalize the communication with
the fans and offer a tailored experience

. W2, W3 + 01, 02: Create targeted promotions, such as guided stadium tours

or dedicated experiences, to attract tourists who are already visiting
Belém’s landmarks

. W3, W7 + 08: Make use of social media and digital platforms to reach

tourists and don’t be drown out by the presence of Benfica and Sporting

. W1, W5 + 03, O4: Develop youth-focused initiatives and school/university

programs to attract younger fans and diversify the audience.

. W4 + 08: Use social media and it’s reach capacity to promote a cohesive

branding and the identity, values and culture the club wants to transpire

. W8, W9 + O4: Partner with nearby universities to develop joint initiatives,

leveraging academic expertise to generate innovative solutions while
addressing human resource limitations, saving costs and engaging the young

. 81, S7, 814 + T1, T4, T5: Highlight the club’s member-owned structure and

legacy as a differentiator, promoting community-driven values to stand out
from larger, corporate-driven rivals.

. S6 + T2: Emphasize successes in other sports like rugby and volleyball to

diversify the fan base and offset the dominance of football-focused media
coverage on the “big 3.”

. 89, T3: Leverage stable and experienced management to design

comprehensive, long-term, financially sustainable strategic plans and
ensure they are implemented

. S$12 + T3: Make use of its strong partnerships to build upon synergies between

club and partners. Allowing Belenenses to do initiatives and offer
services/experiences that it would never be able to do alone

. S5, S8, S14 + T1, T3: Promote the facilities within the sporting complex to

increase non-matchday revenue, reducing reliance on rising operational
budgets while enhancing ties with the local community and inserting the
club into their daily lives

. W13 + T7: Establish a long-term strategy to safeguard the club’s stability

against future economic challenges.

. W9 + T3: Prioritize hiring key personnel for essential operations, ensuring

the club can remain competitive within its financial limits

. W10 + T6: Improve the stadium's condition and cleanliness to ensure it

remains an attractive venue for fans and potential event partnerships

. W1 + T4, T6: Develop initiatives to boost attendance. These initiatives can

attract younger audiences and families, counteracting the threat of newer
entertainment options and retain fans

. W4, W7 +T1, T4, T5: Enhance digital storytelling to communicate the club’s

unique history and member-owned identity as a differentiator from other
clubs and a counter-narrative to investor-driven transformations

. W5, W6, W7 + T6: Develop a dynamic digital engagement strategy focused

on attracting younger audiences. By modernizing the club’s digital presence,
Belenenses can compete with emerging entertainment options, fostering
deeper connections with a digitally-savvy audience while addressing the aging
fan base

Figure 3 - TOWS Analysis | Source: Own elaboration

From this analysis, it is evident that establishing long-term strategies for the club is necessary to

safeguard its future, reducing the dependence on external factors and fulfilling the club’s
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objectives. Moreover, digitalization emerges as a critical element across all quadrants,

underscoring its importance for future growth, particularly in fan engagement and loyalty.

Tourism is another recurring theme that represents an important opportunity for the club to

increase its appeal and internationalize its brand. The analysis also highlights opportunities to

strengthen ties with the local community and appeal to a younger audience. This can be achieved

through the club’s facilities, youth academy, school and university programs, and a more robust

digital strategy. Enhanced communication of the club’s community-driven values, member-

owned structure, and unique history further differentiates Belenenses from other clubs.

Additionally, partnerships play a significant role in the strategies derived from the TOWS,

emphasizing how the club should capitalize on synergies with partners.

Based on this analysis, we infer that the enhancement of fan engagement and loyalty could be

driven by Belenenses focusing on six strategic areas:

1.

Digital Transformation and Social Media Strategy: Develop a comprehensive digital
strategy designed to actively engage fans and enhance their loyalty.

Strategic partnerships: Establish and leverage partnerships to overcome operational
limitations and create new opportunities for growth and innovation.

Stadium Improvement and Utilization: Improve the stadium utilization to serve as a
multipurpose venue for tourism, community events, and matchday experiences.
Tourism-Centric Approach: Align the club’s offerings with Lisbon’s cultural and
historical appeal to attract both local and international tourists.

Cohesive Communication and Branding: Craft a branding and communication
strategy highlighting the club’s legacy, identity, and community-driven culture.
Community-Centered Initiatives: Integrate the club into the daily lives of the local

community, fostering a deeper connection and long-term support.
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Current Fan Engagement and Loyalty Strategies

We believe it is crucial to understand what the club is already doing to improve fan engagement
and loyalty. Using available information, we analyzed these initiatives to identify key practices
and areas for improvement. This assessment provides a general overview, having key findings
summarized below, with full details in Appendix 5.

Belenenses is actively working to enhance fan engagement and loyalty with a strong emphasis
on leveraging partnerships to improve facilities, promote community-oriented initiatives, and
attract a younger audience. Targeted initiatives, such as discounts for children in schools and
projects with young adults in universities, exemplify this focus. Work was also done to improve
matchdays with an increase in the amenities offered and the addition of a fan zone, even if
interviewees say it is far from perfect. When it comes to digital, though efforts are being made
to improve the level of digitization of the club, particularly regarding ticketing purchases,
member fee payments, and the state of social networks, the club’s structure recognizes it is still
far from ideal, particularly in data collection, which limits direct and effective engagement with
members and fans. Among the six key areas identified previously of huge importance for
Belenenses to pursue, we see that two remain underexplored. Few initiatives have been dedicated
to improving the branding and communication of the club’s identity, besides some dedicated
posts on X and initiatives on Instagram and Facebook that incorporate the club’s values. Even
less attention has been given to fostering tourism, with the museum (Appendix 6) being the sole
initiative catering to this segment.

Themes for In-Depth Individual Exploration

As seen in the previous section, while the club has made commendable progress in several of
the six key areas identified, opportunities remain to strengthen its digital capabilities, branding,
and tourism strategies to further enhance fan loyalty and engagement. Moreover, these themes
not only align with the club's existing strengths and opportunities but also address key

weaknesses and threats as highlighted in the SWOT and TOWS analyses. The latter repeatedly
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emphasized strategies rooted in these three themes while PESTEL mentioned them as some of
the factors affecting the organization.

Considering this, we believe these three interconnected topics: Digitalization and Social
Media, Club Identity, and Tourism Integration stand out as critical to achieving the club's
strategic objective of enhancing fan engagement and loyalty. After presenting our findings and
engaging in discussions with the club, we reached a consensus to focus on these three
interconnected areas. They will serve as the foundation for developing actionable strategies to
achieve Belenenses’ goals and position the club for long-term success. As mentioned previously,

this paper will only cover in-depth the topic of Club Identity.
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4. Literature Review
Fan Engagement

More and more C-Level executives recognize that long-term, sustainable competitive advantage
is tied to the firm’s ability to retain, sustain, and nurture its customer base. Therefore, customer
engagement (CE) must be considered when designing the company’s strategy (Brigida 2022,
49). Despite variations in definitions across the literature, van Doorn et al. (2010) describe CE
as “a customer’s behavioral manifestations that have a brand or firm focus, beyond purchase,
resulting from motivational drivers”. While Kumar et al. (2010) agree with this perspective, the
authors also argue that it “would be incomplete without the inclusion of customer purchases
from the firm”, since purchasing arises when considering interactions between customers and
firms. Customer engagement is widely associated with increased customer loyalty, satisfaction,
and willingness to participate in collaborative processes such as innovation and service co-
production (Prior 2023; van Doorn et al. 2010). Co-production or co-creation, where customers
spontaneously engage in the core offering development (van Doorn et al. 2010), aligns closely
with Service-Dominant Logic (SDL), highlighting consumers’ active role in value creation. It
conceptualizes them as resource integrators, applying operant resources (intangible elements like
knowledge and skills) and operand resources (tangible elements such as merchandise or
stadiums) to co-create value within service ecosystems (Hollebeek et al. 2019; Vargo & Lusch
2004 as cited in Yoshida et al. 2024). This perspective is particularly relevant for sports, as
customers (typically referred to as fans) actively shape the matchday experience and event
atmosphere (Hedlund 2014). Engaged customers contribute to the long-term reputation and
recognition of the brand and help attract and retain customers (van Doorn et al. 2010). However,
negative engagement behaviors such as public protests, negative word-of-mouth, or
disrespectful messages on social media, can be detrimental to the success of a business

(Huettermann, Uhrich, and Koenigstorfer 2022; V. Kumar et al. 2010; van Doorn et al. 2010).
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Even though sports consumption follows patterns typically seen in consumer markets (Fujak et
al. 2018), it does have its particularities as evidenced extensively by McDonald et al. (2022).
The emotional, social, and cultural dimensions of sports give rise to fan behaviors that extend
beyond simple consumer interactions, leading researchers to investigate customer engagement
within this distinct context — commonly referred to as fan engagement.

Fan engagement is a multifaceted concept that extends beyond the transactional elements of
purchasing and attending games. Wann et al. (2001, p. 2) define sports fans as “individuals who
are interested in and follow a sport, team and/or athlete”. These individuals engage with their
favorite teams through activities such as attending events, watching games on television,
purchasing team merchandise, reading sports-related content, and discussing the sport with
others (Bristow & Sebastian 2001; Funk & James 2001; Hunt et al. 1999, as cited in Yoshida et
al. 2014). Beyond self-focused activities, engaged fans often participate in actions that benefit
their favorite sports team (i.e., collaboration on sports events, supportive displays of fandom,
and positive word-of-mouth) or even other fans (i.e., sharing knowledge about a team with other
fans or cooperative communications in the stands) (Yoshida et al. 2014). Yoshida et al. (2024)
simplify this by defining fan engagement as “a consumer’s voluntary contribution to the success
and welfare of a sports team through value-adding behaviors, going beyond the mere
consumption of sports products such as ticket purchase and television viewing given”. This
conceptualization highlights fan engagement as an abstract construct encompassing diverse
activities. Although it overlaps with constructs such as satisfaction, commitment, and loyalty,
fan engagement remains distinct and must be analyzed independently (Huettermann, Uhrich,
and Koenigstorfer 2022).

Several factors influence fan engagement, with team identification—the psychological
connection an individual feels with a team (Wann et al. 2001)—playing a critical role.

Additionally, behaviors such as BIRGing (Basking in Reflected Glory), where individuals
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associate themselves with a successful entity to boost self-esteem, further enhance fan
engagement (Yoshida et al. 2014). Teams can also promote fan engagement by providing extra-
role opportunities such as enabling consumer-to-consumer interactions, involving fans in
marketing programs, encouraging co-creation of products, and supporting fan contribution to
service innovations. These activities foster a sense of community and ownership, increasing the
likelihood of repeated purchases and long-term loyalty (Yoshida et al. 2014).

McDonald et al. (2022) propose five interlocking strategies for organizations to strengthen fan
engagement: encouraging a supportive culture, building engagement platforms, enhancing
legitimacy, offering engaging content, and providing diverse pathways for fans to connect with
the team. They also note that fans driven by different motivations may engage in varying ways,
emphasizing the need for tailored engagement approaches.

Engaged fans play a vital role in a club’s success. They generate consistent revenue through
media and merchandise consumption, regardless of on-field performance (Yoshida et al. 2024),
while also having a positive influence on other fans (Huettermann, Uhrich, and Koenigstorfer
2022). Enhanced fan engagement leads to greater customer loyalty (Yoshida et al. 2024),
increased revenues and cost savings (Huettermann, Uhrich, and Koenigstorfer 2022), and
heightened sponsorship effectiveness. Research demonstrates that highly engaged fans exhibit
greater awareness of sponsors (Biscaia et al. 2014) and are more likely to develop positive
attitudes toward them (Pradhan, Malhotra, and Moharana 2020). This increased sponsor
visibility and favorability strengthens a team's ability to negotiate better partnership deals,
highlighting fan engagement as a crucial asset for sports organizations and partners.

Measuring Fan Engagement

Yoshida et al. (2014) argue that practitioners should begin “to monitor and benchmark the level
of engagement among their target fan base”. This is useful to assess the impact of operational

changes on fans’ engagement level, and ultimately the business profitability.
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As fan engagement encompasses a wide array of behaviors and attitudes, measuring it presents
a challenge. McDonald et al. (2022) suggest the CE scale developed by Hollebeck et al. (2014)
serves as a reliable tool for measuring engagement in sports contexts. It captures the emotional,
cognitive, and behavioral elements of fan interactions with their team. More recently, Yoshida
et al. (2024) identified some limitations in existing frameworks for measuring fan engagement
behavior. Many fail to incorporate recent advancements in customer engagement theory
(Hollebeek et al. 2019; Pansari & Kumar 2017 as cited in Yoshida et al. 2024), particularly those
related to service-dominant logic (SDL) — such as value co-creation, resource integration, and
the application of intangible resources such as knowledge and skills in customer interactions
(Vargo and Lusch, 2004) — has been largely overlooked. Yoshida et al. (2024) addressed this
gap by developing a multidimensional scale for measuring fan engagement that builds on SDL
principles and fans’ unique behavioral responses. Their framework proposes six dimensions of
fan engagement: fan resource integration, fan learning, fan knowledge feedback, ritualistic fan
behavior, management cooperation, and flow experience. The results demonstrate a strong
correlation between fan engagement behavior and team brand engagement, validating the use of
their multidimensional scale as an effective tool for assessing fan engagement behavior in sports.
Fan Loyalty

In the Berkshire Encyclopedia of World Sport, fan loyalty is defined as “a form of sports
spectatorship characterized by a strong sense of attachment to and affiliation with a particular
sport or team” (James 2016). Unlike fair-weather fans, whose support may depend heavily on
team success, loyal fans remain present regardless of performance (Merten et al. 2023; Yun,
Rosenberger, and Sweeney 2020). This form of loyalty is described as a persistent and resistant
to change attitude that guides behavior (Santana and Tocora 2022) and that develops over time
through fans' engagement with their teams (Ozgen and Argan 2017; Santana and Tocora 2022).

Several scholars emphasize the importance of loyal fans for the development and longevity of
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sports clubs (Bauer, Stokburger-Sauer, and Exler 2008; Ozgen and Argan 2017; Santana and
Tocora 2022; Yoshida, Heere, and Gordon 2015) as their commitment drives the purchase and
repurchase of season tickets and merchandise, directly contributing to the clubs' financial
stability and growth (Raizada, Tripathi, and Bagchi 2020; Santana and Tocora 2022). In this
sense, fan loyalty plays a critical role in the sustainability and success of sports clubs, much like
customer loyalty is essential for the continuity of businesses in other industries (Ozgen and
Argan 2017). However, unlike in other sectors, sports cannot guarantee consistent performance,
yet fans often remain loyal and continue to attend matches even when disappointed by their
team’s results. This distinction underscores the unique nature of fan loyalty in sports, as it is less
reliant on predictable outcomes and more deeply rooted in emotional and psychological
connections (Ozgen and Argan 2017). This resilience of fan loyalty highlights its importance as
a stabilizing factor for sports organizations, distinguishing it from traditional customer loyalty
in other industries.

In literature, loyalty is often distinguished into two key dimensions: attitudinal and behavioral
loyalty (Merten et al. 2023; Rosenberger lii et al. 2019). Attitudinal loyalty refers to a fan's
psychological commitment and emotional attachment to a team (Bauer, Stokburger-Sauer, and
Exler 2008). Prior research identifies three core components of attitudinal loyalty: resistance,
inner attachment, and persistence (e.g., Gladden & Funk 2001; Mahony, and Madrigal, &
Howard 2000, as cited in Bauer, Stokburger-Sauer, and Exler 2008; Merten et al. 2023). Fans
“show a high level of psychological commitment if they feel a deep inner attachment to their
favorite team and if their commitment is persistent over time and resistant to criticism” (Bauer,
Stokburger-Sauer, and Exler 2008). Behavioral loyalty, in contrast, focuses on interactions with
the brand (Merten et al. 2023) and is demonstrated through repeated engagement with a product
or service over time (Yun, Rosenberger, and Sweeney 2020). Examples of behaviors include

attending matches, watching a club’s games on television, engaging with club-related media,
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purchasing merchandise, displaying its logo and colors, and persuading others to support the
club (Bauer, Stokburger-Sauer, and Exler 2008; Merten et al. 2023). Behavioral loyalty also
encompasses the concept of positive word-of-mouth—informal communications where
consumers share their evaluations of goods or services, often recommending them to others
(Bauer, Stokburger-Sauer, and Exler 2008).

Attitudinal loyalty is more commonly used in sports management literature compared to
behavioral loyalty, as it largely reflects fans' future participation intentions (Ozgen and Argan
2017). Attitudinal loyalty is considered an antecedent to behavioral loyalty, suggesting that fans
with strong attitudinal loyalty are more likely to purchase team merchandise and attend matches
(Yun, Rosenberger, and Sweeney 2020). In this regard, sports managers should prioritize
fostering attitudinal loyalty as a foundation for encouraging the behavioral loyalty they aim to
achieve (Ozgen and Argan 2017).

Numerous studies have highlighted the relationship between team identification and loyalty,
showing that a strong sense of identification with a team positively influences various loyalty
indicators, such as increased consumption, higher match attendance, and greater viewership of
games on television (Merten et al. 2023; Ozgen and Argan 2017; Raizada, Tripathi, and Bagchi
2020). While definitions of team identification vary across the literature, they consistently center
on the "psychological connection that fans establish with their teams" (Ozgen and Argan 2017).
Merten et al. (2023) identify a positive correlation between team identification and loyalty,
showing that fans who form strong emotional bonds with their favorite teams are more likely to
exhibit higher levels of loyalty. The authors emphasize that this finding has significant
implications for sports team management, as it suggests that fostering strong identification
among fans can enhance loyalty. Increased loyalty, in turn, leads to greater engagement, more
consistent support for the team, and potentially higher revenue generation. These underscore the

importance of developing targeted strategies to cultivate and reinforce fans’ emotional
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connections with their teams. By prioritizing fan identification, sports organizations can build a
more engaged and supportive fan base, reducing reliance on short-term sporting success and
sustaining growth (Merten et al. 2023).

Measuring Fan Lovalty

Consumer engagement within the sports context has been shown to have a positive impact on
media consumption, merchandise purchases, and customer loyalty (Yoshida et al. 2024). In their
most recent conceptualization of fan engagement, Yoshida et al. (2024) provide empirical
support for prior research suggesting that fan engagement behavior fully mediates the
relationship between brand identification and brand loyalty. This indicates that when consumers
strongly identify with their favorite teams and perceive the teams’ fan engagement initiatives
positively, their engagement behaviors increase. In turn, these lead to loyalty outcomes such as
higher stadium attendance and greater media consumption.

Team identification and positive affect — the pleasurable emotional state reflecting feelings such
as happiness, joy, and contentment experienced during sporting events (Mazodier & Merunka
2012; Wakefield et al. 1996 as cited in Yoshida et al. 2014) — have been identified as significant
cognitive and affective predictors of fan loyalty (Yoshida et al. 2014). However, in their study
on professional soccer, Yoshida et al. (2014) found that the influence of positive affect on fan
engagement and loyalty intentions was weak or nonsignificant. Instead, team identification
emerged as a stronger predictor, significantly influencing fan engagement behaviors and loyalty
outcomes.

Research on loyalty has traditionally focused on two main dimensions: behavioral and
attitudinal. Although the first conceptualization of loyalty combining behavioral and attitudinal
components was developed in 1969, subsequent research offered empirical validation for this
framework (Mahony, Madrigal, and Howard, 2000). This framework has been widely adapted

and applied in various studies (e.g., Bauer, Stokburger-Sauer, and Exler 2008; Merten et al.
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2023; Yun, Rosenberger, and Sweeney 2020; Ozgen and Argan 2017).

Club Identity

One of the primary reasons for football’s widespread importance and popularity is the unique
identity associated with each club, which fosters a profound sense of belonging among fans and
enables personal identification with the club (Gémez-Bantel 2016). Club identity (or brand
identity) can be described as the collection of characteristics that the club’s management seeks
to convey to its diverse stakeholders (Pauwels Delassus and Mogos Descotes 2019). In this work,
club identity may also be referred to as “brand image” defined as the brand associations held in
the minds of sports consumers (Gladden and Funk, 2001). These characteristics are multifaceted,
encompassing tangible elements such as “the shirt, emblem, name, colors, stadium, star players,
investors, results of the game, merchandising products”, alongside intangible ones like the club’s
“history, values, region, the atmosphere inside the stadium and the style of play” (Pauwels
Delassus and Mogos Descotes 2019). Other researchers divide these characteristics into product-
related, such as “coach, success, star players,” and non-product-related, such as “logo and colors,
club history and tradition, modern stadium, fans” (Yun, Rosenberger, and Sweeney 2020).

This identity not only differentiates the club from others but also allows football clubs to transmit
their own identity to the supporters, playing a crucial role for supporters in focusing fan emotions
and deepening their connection to the club (Gémez-Bantel 2016). Aksoy (2023) asserts that
every element within a club contributes to sustaining fan loyalty and commitment.

However, Gomez-Bantel (2016) emphasizes that a football club’s most significant identity
characteristic is its role as a “cultural representative of a community”. Clubs that derive their
unique identity from a historical connection with a specific region, community, or city and fully
embrace it, create a powerful sense of belonging among supporters, allowing supporters to feel
part of a broader community. Nonetheless, while regional affiliation remains a defining

characteristic for many smaller clubs, it becomes less pronounced in higher leagues, where
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media exposure and commercial interests overshadow identity.

The importance of brand identity in differentiating a company, improving its reputation, and
cultivating a loyal customer base is widely recognized (Blumrodt and Huang-Horowitz 2017).
In the sports industry particularly, substantial attention has been given by scholars and
practitioners to the management of sports brands, with brand identity regarded as one of the most
valuable assets (Kunkel and Biscaia 2020). According to Blumrodt and Huang-Horowitz (2017),
beyond building a distinctive message about its identity and communicating it effectively, the
identity conveyed by a club must align closely with that perceived by its stakeholders. A notable
example underscoring the importance of this alignment is the controversy surrounding Bayern
Munich’s sponsorship deal with Qatar, which revealed a disconnection between the club’s
projected identity and fan perceptions. This misalignment has had implications not only for fan
loyalty but also for the perceived legitimacy of commercial ventures within football (Herold,
Harrison, and Bukstein 2023).

Clubs must ensure that the image they intend to convey aligns with how fans perceive it, as shifts
in identity can often be met with resistance. When changes that alter a club's identity occur, fans
may react negatively, particularly if they feel excluded from the decision-making process.
Therefore, it is crucial to keep fans informed and foster a sense of inclusion by clearly
communicating the reasons and benefits behind this. This approach can help mitigate resistance
and reduce potential negative emotional reactions, reinforcing a stronger, unified relationship
between the club and supporters (Pauwels Delassus and Mogos Descotes 2019).

Digitalization and Social Media

The growing integration of technology and the widespread use of mobile devices allow users to
enjoy numerous benefits. This connectivity facilitates constant access to information,
entertainment, and social interaction anytime, anywhere (Leung and Zhang 2016). The impact

of these advancements extends beyond traditional fandom, shaping how fans interact with teams
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and players and improving their experience and engagement (FIFA 2021). In today’s digital
landscape, sports teams can enhance their capabilities by leveraging informative initiatives
through the Internet, social media platforms, and emerging technologies such as advanced
mobile applications and customer journey mapping tools. According to Yoshida et al. (2024),
sports teams should implement these informative fan engagement initiatives, such as delivering
news via mobile platforms, fostering social media conversations about star players and team
achievements, and utilizing online customer reviews and surveys, as these efforts strengthen
three core dimensions of fan engagement behavior (i.e., fan learning, fan resource integration,
and fan knowledge feedback) which are primarily information-driven (Hollebeek, Srivastava,
and Chen 2019). Weimar, Holthoff, and Biscaia (2022) corroborate this idea, placing particular
emphasis on posting about the upcoming games, the players, and key personnel of the club, as
product-related attributes of a club lead to more fan engagement in online platforms.

Social media plays a critical role in facilitating transactions and interactions between fans within
the sports context (Ahn et al., 2014; Carlson and O’Cass, 2012; Filo et al., 2015, as cited in
Santos et al. 2019). Moreover, it serves as an important entertainment tool, helping fans engage
more with the team, expand their knowledge and connection to it (Chan and Li, 2010, as cited
in Santos et al. 2019), and enabling a level of reciprocal communication that was previously
unattainable (Pegoraro 2010). As a result, social media is becoming an essential tool for
stakeholders in the sports industry, offering a focal point to communicate with sports consumers
and reinforce their brand (Mahan III 2011). From a club perspective, social media is a valuable
tool as it supports personalized communication with fans, enhancing identification with the team
(Meng, Stavros, and Westberg 2015) and consequently fan loyalty (Mahan II1 2011). Moreover,
in their study involving 60 brands, Schivinski and Dabrowski (2016) discovered that user-
generated content on social media, a form of Customer Brand Engagement (CBE) as defined by

Seri¢ and Prani¢evié (2018), positively impacts both brand equity and brand attitude.
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Consequently, enhancing CBE can deepen consumers' cognitive understanding of a product's
attributes and brand benefits (Brodie et al. 2011), fostering a stronger connection to the brand
(Ningtias et al. 2024).

According to Vale and Fernandes (2018), there are several key motivations driving fan
engagement behaviors on Social Networking Services (SNS): Information as a driver of
Consumption (i.e., fans consuming updates and content); Empowerment as a driver of
Contribution (i.e., sharing opinions and interacting); Brand love as a driver of Creation (i.e.,
creating original content related to their team); Integration and Social Interaction (fan-to-fan)
as secondary motivations, but still important. Given the importance of Empowerment,
Integration, and Social Interaction motivations, they suggest that sports clubs ensure that their
SNS pages actively promote fan-to-fan interaction, placing fans at the forefront and giving them
a sense of ownership and participation to boost engagement. This is further corroborated by
Yoshida et al. (2024) who recommend that sports teams facilitate fan-to-fan social interactions
addressing the other three dimensions of fan engagement behavior (i.e., ritualistic fan behavior,
flow experience, and management cooperation) which are experience-driven (Hollebeek,
Srivastava, and Chen 2019). Given the significance of Brand Love in driving the highest level
of fan engagement, Creation, sports marketers should foster the creation of content from their
fan base (Vale and Fernandes 2018) as well as engage customers through co-creation and
potentially improve customer value and organizational performance (Pandita and Vapiwala
2024). They also found that fan engagement substantially depends on the initiatives taken by
sports organizations to encourage active fan participation and involvement, stating this as the
core of fan engagement. Since Remuneration has been identified as an important driver of fan
engagement and loyalty (Vale and Fernandes 2018; Pandita and Vapiwala 2024), sports clubs
should consider offering incentives such as discounts or special offers tied to the fans'

contributions and content creation (Vale and Fernandes 2018). For this, digital tools can be a
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facilitator by easing the implementation of loyalty programs (Pandita and Vapiwala 2024).

All of this is extra important, considering that engaging fans through online channels also
contributes to positive offline behaviors (Santos et al. 2019). According to Carlson and O’Cass
(2012, as cited in Santos et al. 2019), this increased online interaction can promote fan loyalty
and lead to more frequent purchases, further emphasizing the value of a well-developed social
media strategy for sports teams.

But digitalization doesn’t constrain only to the online environment, in the physical environments,
sports teams should also actively look to integrate digital solutions like scoreboards, digital
signage, and other new technologies as tools tailored to real-time on-field performance,
enhancing fans’ flow experiences (Yoshida et al. 2024).

Tourism Integration

Sports tourism has become more significant due to globalization and the rapid dissemination of
information. As Zarotis (2019) refers, sports tourism has developed into a key sector within the
industry, as the accessibility of international travel and the awareness of global sporting events
increases. By integrating sports tourism with local traditions and attractions, destinations can
offer improved experiences to tourists. This topic intends to understand how tourism
development can benefit diverse stakeholders, contributing to the development of clubs and
tourist destinations.

The concept of sports tourism is widely discussed in the existing literature, offering various
definitions. Gibson (1998) defines it as “leisure-based travel that takes individuals temporarily
outside of their home communities to participate in physical activities, to watch physical
activities, or to venerate attractions associated with physical activities”. Weed and Bull (2004)
frame it as the interaction between activity, people, and place, more than just combining sport
and tourism. Other authors, like Standeven et al. (1999) focus both on active and passive

participation with Gammon and Robinson (2003) distinguishing between hard and soft sports
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tourism. The first involves participation and the second is about accidental participation.
Pawlikowska-Piechotka (n.d.) offers a distinction between other forms, such as mass tourism,
nostalgia tourism, and active tourism, for professionals, amateurs, and adventurers. They all
agree on the importance of sporting events in sports tourism.

Hinch and Higham (2001) developed a three-dimensional framework to study sports tourism,
addressing its activity, spatial, and temporal aspects. Sports are the core activity, with the
location and the duration of events having equal importance, helping regions to make the most
of their tourism potential by providing a comprehensive view.

Sports tourism has evolved into a strategic tool for economic development, relying on natural
resources and local traditions. As Radicchi (2013) refers, it is important to balance economic
growth through sports tourism with environmental responsibility and social cohesion. Schwark
(2007) argues that collaboration between sectors can create synergies, contributing to sustainable
growth. While mega-events often attract more attention but impose heavy burdens, small-scale
ones can deliver more sustainable benefits if aligned with local resources and needs (Gibson et
al. 2012). Gordon and Ramshaw (2023) note that sports heritage sites can benefit local
economies, particularly in areas where clubs are deeply rooted in the local culture.

Radicchi (2013) points out the potential of integrating local arts and crafts to preserve the cultural
heritage and develop local economies. Higham and Hinch (2006) emphasize the need for
collaboration in sports and tourism resources among multiple stakeholders to maximize benefits,
while Kiani et al. (2019) point out the importance of a cohesive strategy that aligns the goals of
tourism, sports, and local communities.

Fan engagement plays a pivotal role in the success of sports tourism by creating meaningful
experiences and fostering loyalty. McDonald et al. (2022a) argue that engaging fans involves
creating experiences that satisfy fans’ psychological needs for belonging, identity, and social

connection. This includes both transactional behaviors, such as attending games and purchasing
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merchandise, and non-transactional ones, like participating in fan rituals and promoting the club.
Newson, Buhrmester, and Whitehouse (2016) explore lifelong loyalty by examining the roles of
identity fusion and self-shaping group events. Certain group events, such as key victories and
defeats, can shape personal identity and the relationship between identities. Additionally, as
highlighted by Gao et al. (2024), the quality of tourist-to-tourist interaction (TTI) contributes to
fostering loyalty by fulfilling psychological needs for sociability and connection, turning
individual moments into collective memories.

The role of local fan interaction is especially relevant in sports tourism contexts. Cordina,
Gannon, and Croall (2019) highlight that interactions between sports tourists and local fans
improve the authenticity and memorability of the experience. Local fans offer tourists an insight
into the traditions and customs, making them feel a part of the club. Authentic matchday
experiences, with participation from local fans, develop a sense of inclusion and emotional
connection, which is crucial for driving engagement.

Finally, stadiums should be multifunctional venues to attract a diverse audience and generate
additional revenue. Proctor and Bordoloi (2023) suggest that offering varied options in and
around stadiums can attract people beyond sports fans, increasing interest in the clubs’ activities
and history. Clubs, especially smaller ones, have sought to diversify their offerings building on
their history and sometimes underutilized infrastructures. By making their stadiums more
fashionable and attractive, emphasizing hospitality and engagement with various stakeholders,
such as key sponsors and companies, clubs can market these venues as prime locations for

meetings, concerts, and other events (Radicchi 2013).
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5. Club Identity

Building a “strong, positive, and unique” brand image fosters fan loyalty in the sports context
and mitigates financial risks associated with poor on-field performance (Bauer, Stokburger-
Sauer, and Exler 2008; Yun, Rosenberger, and Sweeney 2020). A study by Santana and Tocora
(2022) on the Mexican football club Atlas provides valuable insights in this regard. Despite
underperformance, relegations, and outdated stadium facilities — challenges similar to those
faced by Belenenses — Atlas maintains high fan attendance due to its rich history, tradition, and
reputation for developing youth talent. Belenenses shares many of these characteristics, with a
rich history and a strong sense of authenticity. Loyal fans often overlook deterrents such as poor
infrastructure or disappointing results because of their strong emotional bond to the team
(Silveira, Cardoso, and Quevedo-Silva 2019). Furthermore, Santana and Tocora (2022)
emphasize fan engagement's role in strengthening brand image by enhancing fans’
understanding of a club’s attributes and benefits.

This section will explore how Belenenses can enhance engagement and loyalty by leveraging
and refining the club’s identity. It begins with an analysis of semi-structured interviews, which
offer valuable insights into the perceptions of fans, locals, and club representatives. These
findings inform the development of hypotheses addressing fan perceptions, engagement, and
loyalty. The methodology outlines the design and implementation of the questionnaire, detailing
how it was used to test these hypotheses. The results provide a comprehensive analysis,
examining differences between members and non-members and identifying key drivers of
engagement and loyalty. Finally, the discussion synthesizes these findings into actionable
recommendations tailored to strengthen Belenenses’ identity and its connection with supporters.

Interview Analysis

Semi-structured interviews with locals, fans, and club representatives provided essential insights

into perceptions of Belenenses’ identity. Among fans, there was a unanimous emphasis on the
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foundational role of the club’s history and resilience in shaping and maintaining its identity. For
instance, one respondent highlighted Belenenses’ broad appeal, noting that even non-supporters,
like his girlfriend and friends, are drawn to the stadium due to the club’s rich history (Fan 3).
Another suggested that honoring the club’s legacy, such as its Portuguese Cup victories, could
deepen the fan base’s connection, especially among older supporters who value Belenenses’
heritage (Fan 2). While two interviewees expressed that the club has lost its historical local
presence and strong community ties, one argued that Belenenses still plays a significant role
within the Belém and Restelo community (Fan 3 — a member). An additional theme in these
interviews was the perception of Belenenses as an underdog, with its struggles and resilience
resonating with fans who identify with overcoming adversity.

The perception of Belenenses as a historical club is shared by locals, who described it as a “big
club” (Local 1), a “national force” (Local 2), and a “well-known, historical club” (Local 3).
However, these respondents also noted a perceived lack of connection between the club and its
community. One interviewee remarked, “The community engages with the club, but I think there
could be greater reciprocity from the club” (Local 2), while another emphasized “I don’t feel
like Belenenses is the center of Restelo at all” (Local 3). Despite these challenges, the passion
of the club’s supporters remains evident (Local 3).

Club representatives offered nuanced perspectives. The Board Member sees Belenenses as
deeply intertwined with Portuguese sports history, referencing its standing as Portugal’s fourth-
largest club in terms of past national reach and fan base. In his view, Belenenses is an institution
that serves the community, being a reference in terms of the football academy. However, he
acknowledged that the club has lost competitive ground to newer, successful teams like Braga.
This respondent framed Belenenses as an underdog with a proven ability to perform
unexpectedly well, appealing to those seeking a resilient and authentic alternative to the

dominant “big three” clubs. Additionally, he described Belenenses as a “highly innovative club,”
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referencing milestones such as being the first club to have a grass field and covered stands, a
perspective unique to this respondent.

The club's Marketing Head critiqued the general perception of Belenenses as an elitist institution,
seeing this as a misrepresentation of its origins as a "popular club" with grassroots roots. He
argued that the club’s identity has largely been shaped and sustained by its loyal members, who
preserved its culture through challenging periods in lower leagues. This member-driven identity,
while fostering loyalty, has also led to varied and sometimes misaligned expressions of the club’s
image. The respondent advocated for formalizing the club’s brand around inclusivity, social
responsibility, education, and community engagement, positioning it as a club that develops
well-rounded citizens rather than solely champions. In his view, Belenenses should embrace a
socially conscious, sustainable image that could attract a broader fan base beyond traditional
football supporters.

Both respondents emphasized the club’s unique identity, rooted in its historic standing and
community-based values. They agreed on the importance of solidifying Belenenses' identity to
appeal to traditional and younger audiences. They envision the club as an alternative rooted in
tradition, authenticity, and resilience, with the potential to grow its fan base by emphasizing its
historical significance, community values, and ability to challenge larger clubs.

Overall, the interviews reveal Belenenses as a historical and authentic club built on resilience.
The perception of Belenenses as an underdog and its reputation for player development were
frequently mentioned, reflecting its struggles and resilience. Opinions on the club’s connection
to the community were more divided. While some noted a decline in the club's prominence as a
neighborhood institution, one member emphasized the importance of its role in the surrounding
environment. These insights suggest that members and fans may hold distinct perceptions of
Belenenses, possibly influenced by differing levels of loyalty and engagement. Additionally, the

idea of Belenenses as an innovative club was less widely recognized, indicating possible
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misalignment between fans and the club’s leadership. To build a strong and consistent brand,
clubs must ensure coherence between the image they aim to convey and the perceptions of their
fans (Blumrodt and Huang-Horowitz 2017). In this sense, these insights informed the
development of a questionnaire to quantify perceptions across a wider audience and assess their
impact on engagement and loyalty.

Questionnaire and Hypotheses Development

This study aimed to evaluate whether perceptions identified in interviews align with broader
supporter views and explore how these perceptions differ from members to non-member fans
(hereafter referred to as fans). It also assessed the alignment between the club’s intended image
and supporter perceptions. To address these goals, this section of the questionnaire focused on
six key perceptions derived from the interviews: community involvement, history and
authenticity, underdog status, innovativeness, player development, and resilience. Respondents
rated their level of agreement with statements reflecting these perceptions on a 7-point Likert
scale (1 = strongly disagree, 7 = strongly agree) (see Question 4, Appendix 7). Additional items
captured nuanced perceptions not covered by these core dimensions (see Question 6, Appendix
7). These statements were derived from ideas and insights obtained during the interviews and
informal conversations conducted throughout this project.

Understanding how members and fans differ in their perceptions is essential for tailoring
engagement strategies and strengthening loyalty. To explore these differences, the following
hypothesis was developed:

- H1: Members show higher levels of agreement with perceptions of Belenenses (in terms
of community involvement, history and authenticity, underdog status, innovativeness,
player development, and resilience) than fans.

During the interviews, it became evident that innovativeness was not widely emphasized, a trend

we sought to verify quantitatively. To address this, we hypothesized:
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- H2: Fan perceptions of Belenenses’ innovativeness will be the lowest compared to other
aspects of the club’s identity.

The questionnaire also sought to identify which perceptions were most strongly associated with
high levels of loyalty and engagement. Questions measuring fan engagement were adapted from
the validated scale developed by Yoshida et al. (2024). To ensure a concise and accessible
format, two items were selected from each of the six dimensions of fan engagement and tailored
to suit Belenenses’ specific context (see Appendix 8). For attitudinal loyalty, three items
measuring team identification and one item reflecting positive affect were adopted from Yoshida
et al. (2014) (see Appendix 9.1). Behavioral loyalty was measured by adapting three questions
of fan engagement that align with prior research in fan loyalty literature (see Appendix 9.2). This
approach allowed for a more concise questionnaire without compromising its
comprehensiveness. These items were similarly rated on a 7-point Likert scale, ensuring
consistency in measurement across dimensions. To explore the broader relationship between
perceptions and levels of engagement and loyalty, the following hypotheses were developed:

- H3a: Positive perceptions of Belenenses (in terms of community involvement, history
and authenticity, underdog status, innovativeness, player development, and resilience)
will be positively associated with fan engagement.

- H3b: Positive perceptions of Belenenses (in terms of community involvement, history
and authenticity, underdog status, innovativeness, player development, and resilience)
will be positively associated with fan loyalty.

Considering the unique importance of community involvement in fostering a strong sense of
belonging, as highlighted by Goémez-Bantel (2016), specific hypotheses were introduced to
examine this factor in greater detail:

- H4a: A strong perception of the club's involvement with the community is positively

associated with high levels of engagement.
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- H4b: A strong perception of the club's involvement with the community is positively
associated with high levels of loyalty.

Finally, differences in engagement and loyalty between members and fans were hypothesized:

- HS5a: Members show higher levels of engagement than fans.

- HSb: Members show higher levels of loyalty than fans.
This questionnaire segment was only available to supporters of the club as they represent the
most significant target audience for team sports clubs (Bauer, Stokburger-Sauer, and Exler
2008). These groups were particularly relevant for assessing engagement and loyalty. As such,
of the survey’s respondents, only 637 answers were analyzed, with 601 (94,35%) being members
and 36 (5,65%) being fans (see Appendix 10). The data collected via Qualtrics was analyzed
using SPSS statistics, ensuring a robust examination of perceptions, engagement, and loyalty.

Results

Perceptions of Belenenses

The analysis of supporters’ perceptions reveals that Belenenses is most strongly associated with
being historical and authentic, with a mean agreement score of 6.87, followed by resilience
(6.35), player development (5.40), community involvement (5.08), and underdog status (5.00)
(see Appendix 11.1). Conversely, perceptions of Belenenses as an innovative club received the
lowest average agreement score (3.51), indicating that fans generally do not associate this
characteristic with the club as much. Members’ and fans’ ratings largely aligned, with history
and resilience consistently ranking highest (see Appendix 11.2). Further analysis revealed
significant differences in perceptions across age groups for innovativeness, player development,
and community involvement. To facilitate analysis, age groups were consolidated into three
categories: 34 or less, 35-54, and 55 or above. Younger supporters (aged 34 or less) rated
innovativeness significantly lower (mean = 3.01) than older supporters (aged 55 and above,

mean = 4.04), and older supporters also showed significantly higher agreement with perceptions
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of player development and community involvement (means = 5.72 and 5.34, respectively) (see
Appendix 11.3).

Miscellaneous insights

Additional questions provided deeper insights into Belenenses’ identity and supporter
perceptions. Respondents viewed the club’s identity as shaped more by members’ resilience than
its structure (mean = 5.28) and agreed that Belenenses stands against modern football trends,
maintaining a traditional approach (mean = 5.15). Interest in participating in club initiatives was
high (5.76) (see Appendix 12.1). While no significant differences were observed between
members and fans in these aspects, perceptions regarding the club’s identity improvement
following the separation from the SAD showed a notable divergence. Members expressed
significantly stronger agreement that the club’s identity has improved since the separation (mean
= 6.01) compared to fans (mean = 5.33), a difference that was statistically significant (p =0.012)
(see Appendix 12.2). These findings suggest that members hold stronger convictions about the
positive impact of this separation, potentially reflecting a deeper sense of attachment to the club’s
current structure. This insight may also signal resistance among members toward any potential
reintroduction of a SAD model.

Member vs Fan Perceptions (H1)

Independent samples t-tests examined whether members had higher agreement with perceptions
of Belenenses compared to fans. While members reported higher mean scores across all
perceptions, significant differences were found only for player development (p = 0.004) and
innovativeness (one-sided p = 0.056; borderline significance) (see Appendix 13). These results
partially support H1, indicating that members perceive Belenenses as more innovative and as a
stronger reference in player development than fans.

Innovativeness Compared to Other Perceptions (H2)

Paired t-tests assessed whether perceptions of innovativeness were significantly lower than the
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other perceptions. The results showed significant differences (p < 0.001) for all five comparisons
(see Appendix 14.1), confirming H2 and establishing innovativeness as the least recognized
aspect of Belenenses’ identity. Further analysis of the ranking perceptions question supports this
conclusion, with innovativeness consistently ranking last, while history and authenticity
emerged as the most descriptive, followed by resilience (see Appendix 14.2). These findings
highlight a disconnect between fans and the club’s leadership regarding perceptions of
innovativeness.

Reliability and Factor Structure Analysis

Before conducting hypothesis testing with regression analysis, the reliability and structure of the
engagement and loyalty scales were evaluated to ensure the robustness of the measures. The
engagement scale demonstrated high internal consistency (Cronbach’s Alpha = 0.881), with
factor analysis revealing a three-factor structure. Despite multidimensionality, the dominant
factor explained 39.811% of the variance, supporting the use of a composite engagement score
(see Appendix 15.1 and 15.2). The loyalty scale also exhibited acceptable reliability (Cronbach’s
Alpha = 0.789), and factor analysis confirmed a unidimensional structure, with one factor
explaining 44.863% of the variance (see Appendix 15.3 and 15.4). Removing items did not
improve reliability for either scale, validating their use in subsequent regression analyses (see
Appendix 16.1 and 16.2).

Perceptions, Engagement, and Lovyalty (H3a, H3b. H4a, H4b)

Linear regression analysis explored how perceptions influenced engagement and loyalty. The
engagement regression model was significant (ANOVA p <0.001), with history and authenticity
(B =0.296, p = 0.014), resilience (p = 0.189, p < 0.001), and innovativeness (p = 0.083, p =
0.029) showing positive associations with engagement. Community involvement, however, was
not significant (B = -0.064, p = 0.146), partially rejecting H3a and rejecting H4a (see Appendix

17.1). Similarly, for loyalty, the regression model was significant (ANOVA p < 0.001). History
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and authenticity (B = 0.395, p < 0.001) and resilience (f = 0.191, p < 0.001) were positively
associated with loyalty, while community involvement was not (§ = -0.074, p = 0.074), partially
rejecting H3b and rejecting H4b (see Appendix 17.4).

These results suggest that perceptions of history, authenticity, and resilience are key drivers of
engagement and loyalty, while community involvement, though valued qualitatively, lacks a
significant quantitative impact. This finding is unexpected given the literature's emphasis on the
role of community involvement in fostering engagement.

Due to the small sample size of fans (n = 36), separate regressions were not feasible, as low
statistical power would limit interpretability (see Appendix 17.3 and 17.6). Therefore,
hypotheses H3a, H3b, H4a, and H4b were tested using combined data.

Membership and Engagement/Lovyalty (H5a, H5b)

Independent-sample t-tests examined differences in engagement and loyalty between members
and fans. Members showed significantly higher engagement (mean = 4.39) than fans (mean =
3.81; p=0.01), and higher loyalty (mean = 5.08) compared to fans (mean =4.52; p = 0.008) (see
Appendix 18.1). Regression analysis incorporating a dummy variable for membership status (1
= member, 0 = fan) confirmed these results, with membership status significantly associated
with higher engagement (coefficient = 0.472, p = 0.032) and loyalty (coefficient = 0.448, p =
0.029) (see Appendix 18.2 and 18.3). These findings support H5a and H5b, indicating that
members are significantly more engaged and loyal compared to fans. Age differences were also
examined, revealing that younger supporters (aged 34 or less) reported significantly higher
engagement (mean = 5.00) and loyalty (mean = 5.67) compared to supporters aged 35-54
(engagement = 4.30; loyalty = 4.98) and those aged 55 or above (engagement = 4.11; loyalty =
4.83). These findings indicate stronger emotional and behavioral ties to the club among younger
supporters (see Appendix 19). However, it is important to note that among younger supporters,

96 out of 116 are members (see Appendix 20). This overlap makes it difficult to isolate the
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independent effect of age on engagement and loyalty, as membership itself has already been
shown to significantly influence these variables.

These findings collectively highlight key drivers of engagement and loyalty, differences in
perceptions between members and fans, and areas for strategic focus, such as fostering
innovation and leveraging resilience and authenticity. These insights guide the recommendations
in the following section.

Discussion and Recommendations

This study highlights history, authenticity, and resilience as central to Belenenses’ identity and
key drivers of engagement and loyalty, emphasizing the need to preserve and celebrate the club’s
legacy, consistent with prior studies (Santana and Tocora 2022). However, the significantly
lower perception of innovativeness suggests a disconnect between supporters and the club’s
leadership aspirations. Nonetheless, regression analysis revealed its strong association with
engagement, presenting a valuable opportunity for the club to modernize and innovate while
maintaining its authentic identity. Additionally, members and fans share a common appreciation
for the club’s traditions but differ in their perceptions of player development, innovativeness,
and the impact of the SAD separation. Members exhibit higher levels of engagement and loyalty,
and their strong support for the club’s post-SAD identity improvement suggests they hold
stronger convictions about the positive impact of this separation, potentially reflecting a deeper
sense of attachment to the club’s current structure.

These differences highlight opportunities for the club to address misalignments and engage more
meaningfully with both groups. The following recommendations build on these findings,
encompassing strategies to leverage Belenenses’ strengths and enhance engagement and loyalty
across its supporter base.

1. Capitalize on History and Authenticity

History and authenticity are Belenenses’ strongest perceived attributes, serving as key drivers of
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engagement and loyalty. Interviews emphasized these attributes as core strengths of the club
(S2), with fan experience specialist Barra noting Belenenses’ unique connection to historic
landmarks of national significance. Leveraging these traits can strengthen ties with the local
community and foster emotional bonds that enhance engagement. Furthermore, Santana and
Tocora (2022) highlight that traditions, history, and players are central to inspiring fan
allegiance, particularly for established clubs, as these elements are challenging for newer teams
to replicate.

The club could create content highlighting history and tradition to foster team-fan relationships,
as suggested by Yun, Rosenberger, and Sweeney (2020). For instance, Belenenses could
introduce a campaign where new players are welcomed with video content featuring veteran
players or long-time club workers sharing historical insights and "preaching" the club’s legacy
(Barra). This would underscore the club’s commitment to its roots while educating fans and
others about its rich history. These videos could appeal to younger audiences through short-form
content for reels and TikTok and to older audiences through documentary-style content for
platforms like YouTube. While documentary-style storytelling can be resource-intensive,
collaborating with YouTube creators or football-focused TV channels could make this approach
more feasible and cost-effective, allowing Belenenses to share its rich history and build deeper
connections with fans. Larger clubs, such as Manchester City, have successfully partnered with
streaming platforms like Amazon to produce narrative-driven content, enhancing brand
marketing and generating additional revenue streams (Miller 2024).

2. Leverage Resilience as a Branding Pillar

Resilience is a key perception driving loyalty and engagement, closely tied to its identity as an
underdog. Framing the club as an underdog offers a strategic advantage in addressing the
challenge of competing with Portugal’s "big three" clubs, which dominate commercially, in

media coverage, and in fan allegiance (T2). This positioning appeals to individuals seeking a
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resilient and authentic alternative, as noted during the interview with the Board Member. The
appeal is further supported by the underdog effect, which explains why fans gravitate toward
competitors perceived as unlikely to win, deriving satisfaction from their effort and greater joy
from unexpected victories (Wann 2024). Branding campaigns that celebrate the club’s struggles
and successes could reinforce this narrative, sharing stories of overcoming challenges and
celebrating past glories achieved against the odds. Integrating resilience messaging into the
club’s website, stadium, and merchandise has the potential to create emotional resonance with
fans, strengthen their pride, and deepen their loyalty.

3. Foster Innovation without Compromising Authenticity

Although innovativeness is perceived as a weaker attribute of Belenenses, its significant positive
association with engagement highlights a strategic opportunity for the club to enhance this
perception. To achieve this, Belenenses must implement innovative initiatives that resonate with
fans, particularly younger audiences, while preserving the authentic and traditional identity that
supporters value. By striking this balance, the club can modernize its approach and strengthen
its connection with supporters across generations. Innovation can take many forms, such as
enhancing matchday experiences or promoting sustainability practices, both of which align with
fans’ preferences and broader industry trends (see Appendix 21). For instance, the club could
address feedback about the lack of entertainment during games (Fan 1; Fan 2) by organizing
interactive events with former players and creating engaging social media content tied to these
experiences. Additionally, sustainability-focused initiatives—such as a robust recycling
program or eliminating single-use plastics with reusable cups—can demonstrate innovation in a
way that aligns with community values and resonates with younger audiences. These efforts also
align with the Marketing Head’s vision of Belenenses as a socially responsible and inclusive
institution. While the specific initiatives may vary, the priority for Belenenses should be to

integrate innovation as a core component of its strategy, ensuring that new practices reinforce
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the club’s commitment to its authentic identity. By doing so, Belenenses can position itself as a
forward-thinking club that remains deeply rooted in tradition.

4. Align Leadership Vision and Fan Perceptions

Findings reveal a misalignment between how fans perceive Belenenses and the identity that the
club’s leadership aspires to convey. Bridging this gap (W4) is essential for fostering deeper
connections with supporters and building a unified vision of the club’s identity (Barra; Blumrodt
and Huang-Horowitz 2017). The club should focus on enhancing its brand messaging and
communication strategies. Investing in content that emphasizes core themes such as history,
resilience, and community involvement can reinforce the club’s values and build coherence
across platforms. Engaging fans in meaningful dialogue is another critical step. Annual focus
groups with diverse supporters could provide valuable insights into their perceptions and
expectations. Additionally, Belenenses could adopt the innovative “adepto mistério” (“mystery
fan”) strategy suggested by Barra, where a club representative attends games undercover to
observe and gather feedback on supporter sentiments and experiences. Finally, transparency and
inclusion should underpin these efforts. The club must maintain open communication with fans
about its long-term plans, ensuring that supporters feel informed and included in decision-
making processes. Highlighting examples of how fan input is valued and implemented can
further strengthen the perception that Belenenses is deeply connected to its community.

5. Enhance Community Involvement

Although community involvement did not emerge as a significant quantitative predictor of
engagement and loyalty in this study, its importance as a defining characteristic of football club
identity —especially for smaller clubs with limited media exposure and commercial reach— is
well-documented in the literature (Gémez-Bantel 2016). Community-focused initiatives are
crucial for strengthening ties with local populations and fostering long-term support. For

example, AFC Wimbledon’s 2024 strategy plan demonstrates how prioritizing community
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impact can be a powerful tool for club growth (Dons Trust and AFC PLC 2024). While
interviews and survey results suggest that Belenenses is already perceived to have some level of
community involvement, younger supporters (aged 34 or less) expressed weaker agreement with
this perception compared to older groups. Additionally, several interviewees noted gaps in the
club’s local presence. This highlights an opportunity for Belenenses to enhance its community
visibility and impact among younger audiences. Partnerships with local businesses could help
bridge this gap. For example, the club could collaborate with local bakeries like “O Careca” or
“Pastéis de Belém” to offer their products at matchdays, or partner with retailers like Lidl to
provide discounts on club merchandise or match tickets for customers meeting a certain spending
threshold. These initiatives could create a tangible connection between the club and local life,
increasing awareness among less-engaged younger fans. Expanding this concept, Belenenses
could implement a broader loyalty program incentivizing fans to shop locally—offering rewards
such as discounted tickets through a loyalty card system. While such programs may require
upfront investment and planning, phased rollouts or pilot collaborations with a few businesses
already associated with Belenenses could streamline implementation and keep costs
manageable. Another avenue for community engagement lies in deepening ties with local
schools. Offering discounted match tickets to students and promoting attendance at regular
games can introduce young fans to the club’s atmosphere and values, addressing the challenge
of an aging supporter base (W5). These efforts not only attract new generations of fans but also
foster lasting loyalty and enthusiasm, ensuring a vibrant and engaged fan base.

6. Boost Membership Engagement and Broaden Non-Member Appeal

The survey revealed that members exhibit significantly higher engagement and loyalty compared
to non-members, suggesting an opportunity for enhancing the membership experience.
Simultaneously, the lower engagement and loyalty among non-members indicate the need for

targeted strategies to increase their involvement with the club. Interviews with fans highlighted
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dissatisfaction with the lack of incentives and recognition for loyalty, as well as concerns about
limited perks, expensive tickets, and insufficient personalized communication (Fan 1; Fan 2).
Rewarding members for their loyalty and engagement could strengthen their connection to the
club. For example, members who attend more than a set number of games during a season could
receive discounts on season tickets for the following year or gain the ability to bring additional
guests to matches. Improving communication with members through regular newsletters, Q&A
sessions with players, and feedback surveys could further enhance their sense of involvement
(S7). To address non-members’ lower engagement and loyalty, targeted campaigns could
emphasize the benefits of becoming a member while promoting broader participation. Initiatives
like exclusive trial offers, special matchday discounts, or access to unique events such as Q&A
sessions with players could demonstrate the value of membership and help counter perceptions
of limited advantages.

7. Encourage Fan Participation

The high interest in participating in initiatives to help the club (mean = 5.76) represents an
untapped resource for Belenenses. Organizing volunteer days, community projects, or
fundraising events could deepen fans’ emotional investment, fostering a sense of ownership and
pride in the club's success. By strategically selecting events that align with the club’s identity —
such as resilience-themed projects like collaborating with organizations supporting people with
disabilities, or community-focused activities that enhance local ties — Belenenses can strengthen
fans’ engagement and loyalty while reinforcing its core identity and values.

Further recommendations were provided on Digitalization and Social Media, and Tourism
Integration. These are summarized in the Impact/Effort matrix in the conclusion of this paper
and detailed in Appendix 22. For a comprehensive analysis of these topics, please refer to the

respective papers.
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6. Conclusion

This thesis provides strategic recommendations across three key areas — Digitalization and Social
Media, Club Identity, and Tourism Integration — to enhance fan engagement and loyalty at
Belenenses. Each individual section offers targeted strategies aligned with the club’s current
situation. In the Digitalization and Social Media section, the recommendations focus on
modernizing the club’s digital approach by producing innovative content, increasing focus on
platforms like TikTok, YouTube, and the club’s website, fostering fan participation and
contribution, and leveraging digital tools to strengthen loyalty, sense of community, and
outreach. Regarding Club Identity, the emphasis lies on leveraging Belenenses’ unique attributes
— history, authenticity, and resilience — while fostering innovation and community involvement
to close the gap between the club’s leadership vision and supporter perceptions. For Tourism
Integration, the recommendations include opening a flagship store in Belém, revitalizing the
club’s museum and stadium, improving the use of the complex, and forming strategic
partnerships with tourism entities and similar football institutions to capitalize on Lisbon’s
vibrant tourism industry. This aims to amplify the club’s visibility among tourists, engaging a
diverse audience.

While these recommendations are specific to the respective areas, their interconnection allows
synergistic implementation, maximizing the club’s impact on engagement and loyalty. For
example, creating dynamic video content for digital platforms can simultaneously highlight the
club’s historical and cultural attributes, appeal to both fans and tourists, and reinforce the club’s
identity. Similarly, improving matchday experiences can be done through innovative digital
initiatives, resonating with supporters and enhancing the appeal for sports tourists.

Though examples are provided, the exact implementation details of each strategic initiative will
require testing and refinement. In this respect, the club can be creative and should try different

possibilities, not constraining itself only to the examples presented in this paper. Additionally,

47



Group Part

effective strategies also require continuous evaluation. Therefore, it is strongly recommended
that the club implement regular assessments to track and analyze fan engagement and loyalty
metrics. Analytical tools that monitor ticket sales, merchandise purchases, and social media
interactions can help identify which strategies have the most meaningful impact on fan
behaviors. Additionally, follow-up surveys — particularly relevant given fans’ willingness to
participate in such initiatives — can capture changes in fan perceptions, engagement, and loyalty
over time, fostering deeper involvement and a sense of ownership (Yoshida et al. 2024). This
aligns with the club's fan-owned governance structure and supports adaptation to evolving trends
and opportunities (Pandita and Vapiwala 2024).

To aid the club in prioritizing these recommendations, we have organized them into an
Impact/Effort Matrix, categorizing them based on their potential impact on engagement and
loyalty and the resources required for implementation. This can guide Belenenses through
strategies that balance feasibility and effectiveness. By prioritizing quick wins alongside long-

term investments, the club can build a sustainable roadmap for the future.
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Produce more dynamic content, mainly through video J > & 2

Club Identity

00006

- Enhance community involvement
Involve more players in digital efforts y

Revise the social media mix, improving focus on YouTube and TikTok Eccstimembetshiplengacsmentancbicatenponnen berappesl

Encourage fan participation

Actively promote fan participation and fan creation
Develop a digital remuneration program
Promote fan discussion and fan-to-fan interaction

Partner with Turismo de Lisboa

Improve the website and have it as a focus . . p
Create a flagship store in Belém

Offer exclusive content o .
Revitalize the stadium and the museum

o
o
@
=
]
:
°
c
@
c
2
=)
©
Rt
2
4=
o

Collect data and use it to personalize communication with fans Improve the use of the club's complex

0000000000

Develop the club application Revitalize historical content series

c
5}
=]
[
fid
o
[
3
=
=
4l
=
=
o
=

Improve matchday experiences

Collaborate with similar institutions
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Figure 4 - Impact/Effort matrix applied to our recommendations | Source: Own elaboration

Ultimately, this thesis offers a comprehensive and adaptable framework to help Belenenses
deepen engagement and loyalty across its fan base while strengthening its position as a cherished
institution in Portuguese football, in what can be the start of a new paradigm in the club. Clubs
in a similar situation can capitalize on these recommendations, tailoring them to their reality.

Future developments

Moving forward, Belenenses should not only focus on implementing the recommendations
outlined in this paper but also conduct further research to expand on the presented themes and
develop new ones. As highlighted in the diagnosis, six themes were identified as potentially
critical for enhancing fan engagement and loyalty. Of these, three — Strategic Partnerships,
Stadium Improvement and Ultilization, and Community-Centered Initiatives — were not

extensively explored in this study. While these are interconnected with those addressed in our

49



Group Part

work, additional research is necessary to assess their full potential and strategic impact.

For the three key themes analyzed in this thesis, Belenenses should deepen its research efforts
to identify specific initiatives, estimate investment costs, and assess pricing strategies and
willingness to pay where applicable. Additionally, given the club's limited staffing, identifying
strategies to secure the necessary manpower for implementing these initiatives is crucial. To
manage costs, the club can continue leveraging its fan base, engaging volunteers, and forming
partnerships with universities (WQO7). However, the professionalization and enhancement of the
club’s organizational structure should be prioritized to ensure consistent results. Considering the
club only has one person working on social media and another in communication (Marketing
Head), we recommend hiring a videographer to produce and edit video content and a digital
specialist to manage the website's engagement features, database, remuneration systems, and
exclusive content platform. Additionally, a professional dedicated to partnerships and
sponsorship development is essential for executing several of the recommendations in this thesis.
Within each key theme, there is room for further research and innovation. For Digitalization and
Social Media, while the analysis provided some insights, it was not possible to build significant
recommendations in leveraging digital tools for stadium environments and developing engaging
digital sponsorship content. The possible use of augmented and virtual reality for fan
engagement also warrants exploration. Concerning Club Identity, further research and strategic
negotiation will be essential for Belenenses to identify and establish the most effective
partnerships for implementing the proposed recommendations. Additionally, while examples of
initiatives to encourage fan participation are provided, further exploration and planning are
required to ensure these events effectively convey the club’s identity and values. In Tourism
Integration, Belenenses should study the most effective ways to attract tourists and promote
itself. A comprehensive study of the club’s history and heritage could also make its story more

appealing and accessible to a wider audience.
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Lastly, the development of this paper made us realize the lack of strategic planning at Belenenses
(W13) and how this highly affects its operation, being the source of many of its problems and
inefficiencies. Therefore, we believe a paradigm change at Belenenses is necessary and
recommend the development of a strategic plan for the whole club. We believe this will be key
for the club to work more efficiently towards a desired common goal and a powerful tool to
acquire funding and support. To aggregate this information and guide these future developments,

we have created a roadmap for Belenenses, detailed in the Figure below.

Progress evaluation and reassessment of priorities

2025 2026 2027 2028 2029 2030

Implement some of
thequickwin (D

recommendations

Conduct further

research on major )
project

recommendations

Implement some of
the major project
recommendations

Conduct further
research on
additional themes

Develop the club’s
strategic plan for
2030-35

1
i i
Feedback from initial implementations reviewed Long-term objectives defined Launch of strategic plan

Develop a continuous
pipeline of projects

Figure 5 - Future Developments roadmap | Source: Own elaboration

Research limitations

One significant limitation of this thesis was the imbalance in survey responses between members
and fans. Specifically, the small sample size of fans (n = 36) compared to members (n = 601)
constrained the statistical power of separate regression analyses for the fan subgroup. This
limitation reduced the interpretability and generalizability of findings derived from fans'
responses, potentially impacting the scope and specificity of the recommendations and
conclusions. Future research could benefit from a more balanced sample to ensure a

comprehensive understanding of both subgroups' perspectives.
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A further consideration relates to the analysis of age and its association with engagement and
loyalty. Although younger supporters demonstrated higher levels of engagement and loyalty, the
fact that a large majority of these respondents (96 out of 116) are also club members complicates
the ability to isolate the influence of age. This overlap limits the conclusions drawn about the
independent effects of age, as the higher engagement and loyalty levels may largely be attributed
to their membership status rather than age alone. Further research with a more balanced sample
would be necessary to provide greater clarity on how to tailor strategies to different age groups.
Another notable limitation was the exclusion of tourists from the survey. While they represent a
potentially significant audience for Belenenses, their perspectives were not captured in this way.
This omission was primarily due to the practical challenge of obtaining a sufficient sample of
tourists familiar with Belenenses within the short timeframe available. Including tourists in
future quantitative research could provide valuable insights, uncovering opportunities to enhance

Belenenses’ appeal to this target and better integrate the club into Lisbon’s tourism circuit.
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8. Appendices
Appendix 1 — Interview scripts | Source: Own elaboration
Appendix 1.1 — Introduction to the Interviews
Good morning/good afternoon/good evening,
My name is , and I am a student at Nova SBE. I am currently working on a thesis
project related to Sports Management. My research, along with my colleagues, focuses on
understanding how Belenenses can revitalize its fan culture and more effectively engage both its
supporters and the local community, particularly in the context of current challenges regarding
fan engagement and loyalty.
For this purpose, I would like to conduct an interview with you, lasting approximately 30 to 45
minutes, using a semi-structured format. This means I will ask a few open-ended questions about
your perceptions, experiences, and suggestions for Belenenses. There are no right or wrong
answers — what matters to us is your honest opinion.
To facilitate the analysis of the data later, I would like to record this conversation with your
permission. | assure you that your responses will remain entirely anonymous and confidential,
and your identity will not be associated with the results.
Thank you very much for your time and availability—shall we begin?
Note: All the interviews, except for the ones with tourists, were conducted in Portuguese and

later translated to English, for purposes of consistency throughout our analysis.

Appendix 1.2 — Fans’ script

e Club Identification
o What makes you support Belenenses? How did you become a fan?
o Are you a member? If so, why?

o How would you describe your connection with the club? Any remarkable moment or
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symbol?

Fan Culture

O

How would you describe the culture of Belenenses fans today? What differentiates
it from other clubs?
Have you noticed any changes in the way fans interact with the club or each other in

recent years?

Community and Local Involvement

O

How do you see the relationship between the club and the community of
Belém/Restelo? When you are in the area do you feel that you are in Belenenses'
"territory"? Or is the club quite disconnected from the city?

Do you think there is anything else the club could do to connect with the local

community?

Fan Engagement

O

How do you get involved with the club? (Examples: going to games, social events,
online, etc.)

How do you feel the club relates to the fans? Do you think the club can do something
to make the fans feel more involved with Belenenses?

Do you think that the members/fans could be more involved in the decisions made
by the club? Do you feel ownership over Belenenses?

Do you usually talk about Belenenses with someone? If so, in what context?

Do you (try to) follow Belenenses’ current situation and (try to) learn more about the
club? Do you feel that it is easy to be in contact with the club? If not, how do you

think you could have more contact?

Stadium Experience

O

How often do you watch the games at the stadium?

68



O

If little/none: What are the factors that discourage you from attending more games?
Do you think that ticket prices are fair for the experience that is offered?

When you go to the stadium, how would you describe that experience?

What are the aspects of the current stadium experience that you value the most?
How would you describe the atmosphere in the stadium? What could be done to make
it more exciting/appealing?

What changes would you like to see in the stadium to improve your experience?

e Ideas and Suggestions

O

O

Do you have complaints, bad experiences, or aspects that you think can be improved
at Belenenses? (develop if what they say is relevant)

Do you have ideas or suggestions that you would like to see implemented?

e Extra part for a fan who lives far away and cannot come to the stadium:

O

Do you feel that the distance affects your relationship with the club?

How do you maintain the connection with the club when you can't attend the games
in person?

Does the club's digital content keep you connected and engaged as a distant fan?

How do you think the club could get closer to the most distant fans?

Appendix 1.3 — Locals’ script

e Club Perception

O

What do you know about Belenenses? Is there any connection?

How would you describe the club?

Do you believe that the club represents well the identity and values of Belém and
Restelo? Why?

How do you think Belenenses could better represent local residents and their culture?
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O

Do you consider that the club's presence is positive for the area? If so, in what way?

If not, why?

e Community Engagement and Local Actions

O

o

Do you feel that the club is actively involved with the local community? What are
the events or initiatives you know about?

Do you think the club should organize more events outside of match days? If so, what
kind of events would be most interesting to you?

How could Belenenses strengthen its links with schools and other community
groups?

What changes or initiatives could increase the club's positive impact on the

community?

e Club’s Impact in the Belém/Restelo Area

O

O

O

O

Do you think that the presence of Belenenses contributes to the local economy? To
what extent?

Do you feel that the club is part of the local ecosystem? Can you identify benefits
from partnerships with other businesses and initiatives? Do you suggest any?

Do you look at the Belenenses venue as a multi-sport hub in the region? Have you
ever practiced or thought about practicing sports in it?

What do you think can lead more locals to practice sports in Belenenses?

e Gamedays

O

Have you ever watched a Belenenses game? If not, what's stopping you from going
to the stadium?

What are the main factors that affect your decision to go to the stadium? (e.g. ticket
prices, match times, accessibility)

If you've watched games, what did you like the most and what would make you come
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back more often?

Can you tell when it's match day? Do you feel a different hustle/bustle in the area?
Do you consider that match days are beneficial or disruptive for the area? Why do
you have this perception?

What would make going to a Belenenses game more appealing to you and your

family?

e Communication and Marketing

O

Do you feel well informed about the club's events and initiatives? By what means do
you usually find out about Belenenses’ news?

If you follow social networks, what do you think of the way Belenenses presents
itself on them?

Does the club communicate regularly with the local community? If not, what kind of
communication would you like to receive?

What kind of promotions or campaigns targeting residents (e.g., ticket discounts,

exclusive events) would make you consider going to the stadium more often?

e Suggestions for Improvement and Future Involvement

O

What new initiatives would you like to see implemented by the club to create a
stronger connection with the community?
Would you consider becoming more involved in the club (e.g., volunteering,

member, or participating in public consultation events)?

Appendix 1.4 — Tourists’ script

e Awareness and Inclusion in Tourist Routes

O

Do you follow football? Are you aware of the Portuguese Football landscape?

o Are you aware of Estadio do Restelo and the Belenenses Football Club?
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If so, how did you learn about the club/stadium (e.g., travel guides, friends, social
media)?
If not, what would make you more interested?

= (If they have been there already) How would you describe your experience

visiting or passing by Estadio do Restelo? Was there anything that stood out?

Do you see Estadio do Restelo as a potential tourist attraction in Belém? Why?
Did you include the stadium as part of your itinerary while planning your visit to
Belém? If not, what would have made you consider it? (e.g., guided tours, historical
significance, panoramic views)
Have you participated in any other sporting events while traveling? How would a
football match fit into your travel plans?
When visiting Lisbon, would you consider visiting a football match?

How likely are you to purchase club merchandise or attend events related to local

football clubs?

e Experience and Tourism Value

O

What additional elements (e.g., visitor center, historical tours, souvenir shops) would
make Estadio do Restelo and Belenenses more appealing to tourists?
In your opinion, what would make a visit to the stadium more unique and

memorable?

e Integration into the Belém Tourist Scene

O

Do you believe a visit to the stadium complements other attractions in Belém, such
as the Jeronimos Monastery or the Belém Tower?

Would you consider recommending it to other tourists visiting Lisbon? If yes, why?
If not, what would need to change for you to recommend it?

What do you think could be done to turn Estadio do Restelo into a must-see stop on
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a tour of Belém?

e Communication and Promotion

o During your visit to Belém, did you come across any information about Belenenses

or Estadio do Restelo in brochures, tourism websites, or other communication

channels?

o What type of information or promotion would be most effective in attracting tourists

to visit the stadium? (e.g., tour packages, campaigns at visitor centers, partnerships

with travel agencies, stronger online presence)

o What kind of content would you like to see covered? (Would you be interested in a

guided tour of the stadium that includes the history of Belenenses and the

surrounding area?)

o What would make you more likely to follow Belenenses on social media or keep up

with its matches after your visit?

e Suggestions and Improvements

o What improvements do you think could be made to make Estadio do Restelo a more

attractive tourist destination?

Appendix 1.5 — Club’s representatives’ script

e Club’s Vision and Strategy

O

What is the current board's vision for Belenenses?

What are the priority themes?

How is Belenenses organized in terms of areas/divisions/units?
How would you define the identity of Belenenses?

What are your outstanding and differentiating points?

What is Belenenses' marketing strategy? Do you have an idea of the annual
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O

budget for these initiatives?
Are there any clubs or organizations that Belenenses uses as a reference to apply

good practices in fan engagement?

e Insight into Fan Culture

O

The literature around fan engagement states that one of the crucial points for the
concept is the identification of fans with the club. How do you see this
identification today? What do you think of Belenenses' fan culture?

Do you think that this culture has changed in recent years? If so, in what way?
What do you think that differentiates Belenenses fans from other clubs in

Portugal?

e Relationship between the Club and the Fans

O

O

How do you assess the level of fan involvement with the club at the moment?
Are there any significant challenges that the club faces in terms of fan
engagement?

Is it a challenge for you to retain the fans? And to be able to conquer new ones?
What is the club's current strategy to increase fan engagement? How does the
club gather feedback on these strategies to understand their success?

Is there a loyalty program aimed at strengthening the relationship with current

fans and attracting new supporters?

e Stadium Experience

O

What are the biggest challenges that Belenenses faces to increase the presence of
the public in the stadium?

What initiatives are currently in place to attract more fans to the stadium?

How does the club balance the need to generate ticket revenue with creating an

accessible and attractive experience for fans?
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Community and Local Involvement

o How do you see the relationship between the club and the community of
Belém/Restelo?

o What actions have been developed to involve the local community of Belém and
Restelo?

o What are, in your opinion, the main challenges that the club faces when trying to
mobilize the local community?

Tourism
o Are tourists a target audience for the club?
o Is there an active strategy to attract them? If so, how is it being implemented?

Digital Strategy and Innovation

O

What is the role of digital channels in the strategy of engagement with fans and
the community?
Is there any plan to explore new technologies or platforms that can bring the club

closer to fans, especially younger ones?

Collaboration and Partnerships

O

We know that Belenenses' resources are limited, and as such, they have
capitalized on some partnerships. How do you think partnerships with other local
entities or companies can be used to reinforce Belenenses' value proposition for
fans?

Do you have any ideas for partnerships/partners in mind who you would like to
collaborate with?

In your view, how can the club collaborate more with fans in building a more

vibrant and engaging culture?
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Appendix 2 — Thematic analysis | Source: Own elaboration

Thematic analysis was used to identify recurring themes and ideas from the interviews,
allowing us to analyze them in a structured way. This method guaranteed that our primary
research qualitative data was systematically reviewed, categorized, and interpreted to support
the development of our study.

The approach provided a comprehensive understanding of the perspectives of various
stakeholders, including fans, locals, tourists, and the club’s management structure, enabling us
to acquire a general understanding of the club context and reality, while underscoring issues and

factors influencing fan engagement and loyalty at Belenenses.

Appendix 2.1 — Interviews with fans

76



tion and Identity
Interpretation

Interpretation

most

related to family, |
It's a bit ke that, my

mother's side, was a d most o
side are Belenenses fans too. My grandfather is stilla member, my uncle is also.
a member, 5o | used to go to the stadium with them since | waslittle. When |

I think what sets Belenenses fans apart s that most of them | know
are truly passionate, fanatical about the club. Usually,they support
only
both the local team and a bigger one,like Académica and another, or

“Oh, you're 2 Belenenses fan, but which one of the Big Three do you

support?” The answer is obviously none of them. | think thats what

makes us diferent—we're openly against the Big Three, and we are

vesifent...) We've been through countless crises, lost ourstadium,
e h

doorste an end, yet we ah
1f you look at the club's history, it al

like, ever since we won the championship in 1945/46, we've been
constantly in crisis, graduallylosing our competitiveness. Yet, we've

‘managed to keep going. I  being.
different—despite everything, we hold on and continue to fight."

e
dedication to the club, often rejecting dual support for larger teams, which is
smaller clubs. Thi

: " shass s o e i e and
o o theyimmectately made me  memr. Nest e, e been . ™
s borh ey ey mate e member Nex € FNNE 0041 |1, s oty o pelnre s rorsi iy radtn s sy | g vt o of e
e e il ey aratualegatonot . it
. et o deerrae many et i
going. fostered a lifelong commitment, with the fan even becoming a member | from the football sports. | d
fant ! think & My " football o ! he \ whichoften | sports or o 0. At the bei
- Of course, | Jorge orin person. If ‘younge Later,
s (" : oy e '
i hadended,and fotsallwas doing pory beng st heterom of e | L onirammdtain| . et oppedveing st i e of eenecs e o, : e
ors of a packed Akl Rt an ety el stachwhi, elneres denty oma0is o) Jieeass heamiitors of igeu?
people today. So, ighting the SAD. ‘organization. there.
s "
other . whenever| justa team - ol of resilience.
o and sometimes e e 10 s y
G capcly e o e Fare e
er it views of e c 5 you 35k 10 suporersyou g 10
et prsectves. Oder o illld o 1o e o of 2
competion,nt undestanding hat nbandhal, o tance, we e
ottt s of ht et and 1 et e ot
g
st ans who
o ossil . We hav dbats s whether ot 1o
rete 3w SAD. | fenay that e 3 it 10 i an oo sl
e o . We e s s o » By bt o sy
ore o » o, s s some o, Bkt e
evofthe oy, wee o Bleenie, ndics b with rae try. |
“Nowadays i epends anprspectivs ik here re o pes f
i, Many are o cemanin v wher h i o They
o252 g ik ot g ht g it wron .
irace. o vamplr ere s  rndy
e, .
p e X -
I eprstand e, e léeones e st amd i
sy gt e et s e St e e o3t | paror g o stk vt e
e ret st e e | et e |
. e people together. | see more young fans coming now, with a more | inspired by ta
e o ot 15 games r s, 31 hen e e e ot ke e, “we wring o come bkt are | e s o s T your
oyt e s | soporer. ey o et ofovercoming e workingtocor " «
Fan2 is empty, so it Then | adversit e,
theres the Liga 3— Not thistime, instances o the | hen the top dvision; s hgher 5
! the two more people wanting to join the team. But n terms of fans, youlose | deal,
o' playe ot ko o have g momen, st a ot f ot orepeoge v o o e e, 8 e s | del 5 Wi the s moves
experiences like injuries. When you're part of a team,i's more about the ) . i o s e i
rk than the emotions. You don't feel as connected to what you're doing] L
vork b emolons You dor el 26 coneced o wftyu' o deng s Fapent el e auarasof s for e | Toee” e e Restlo v e cows o e appotion. et
a new coach, so you usually lose some of that emotional connection.” other team. If the stadium has 10,000 people, Despite th
o 1000 Bknenses o an o e v o oot .
. when atendanc seeninth st
ke e deland
e wee fewer han 0D peape a3 game, i it rorma
ik thre r o sids o elarrses s, O e, ave
o Weare,
fac toams he Oltanerseard Portimonerse Vi
bacthenar th ane ¢ w3t el Thy v v vl
el e saretin any ofus oy~ bcaus fcrgarets. My
favrar o : Wims thefant kept comig o gaes, Wit thei support,h b
| ot have b bl t ik up e dias. el
lenenses. emember b vry Youn ndvatchig  Potuuese Cu e P er e b i
ot Poro, i went o penalis, We ot and s he e i behave wel For examp, st yer, et st B 3¢
over fotsal math | o ulyundrstandi et et mment, el our eamayed oor, s some an sriedbarng .
Foe b siportin th b, thank oy Fters furce N : - Bttt s o | ST e s e
es, definitely. One of the most memorable moments was in the last years of | from a young age. This familial bond set a foundation of loyalty before the fan well. In those cases, " wihich he
pl even i 3 i
' wobertal | sontean b facebotacompln, Ths year.
Ve ek it iy o o g, s e | YA bovermsoma. " |1e b Howerr e o coweds  ore protkemai i 0some
meant | 201713 o e Momentof uces such 35 sl o the urop Lesgue,stand st uations” ol those who et rect el o < Home o
an 083/ seson, somethinghe s
evements depte s o st e s e, it g o everygae s it ot .| ™Y of el s bouhers e esponden.who e
ot s bt hen s,
o e eengag ol | weton
going on. About three I hi feel that's i s Some fans: gat N
orfouryears g, a1  mytather o i, However, ks fons e above s embacng  more ro andcofdert apprach Hels
na e s oot
ot o revardng et
gnion, wete ket gog Threwas A mantianed e, boaoris something ik o
i s there. inprove e e e 503 i rt sl ety
Where e bame evrythngn the i b eferecs. I e war o
Couki o, Geng  anf 3 cblie Beernses whch sy h i Beenense Hstory andlegcy,wa e 103t a more
s enserto o et st O ot e
2k e rwrin - " i :
e backia watos
ot
ergasement. Tere's sl rom o 1wt e ciis n anupward
e, and s howing o the e s wel
s o
2/30f that Bel 3 with
clubs. sense of the club. 2/3 ol the fan base: older
F— o, fans oftenldanoth i b g, e young
In additi i s 8 part of the club’ 1 Y ud As they.
s 3 S toloe e

contribute to a distinctive, enduring dentiy.

77



interpetation Quote interpretation
This area ofBelém, Auda,and even Algés,used o be
knownas . w©
reac e 20 years s far back or
exampie, a1 leftschool
some e when
there's
wellwhen | was involved. | would g0 ut, distribute fiers,isic shops, and g to schoals, but there s so
much more potental o explore.
Nowwe have a
localshops, mayie bl but think
termsof ard, which
shops
When P :
E had i ignored them or did't s stong acal pesence. He feels that commurity engagement has been rgely
represent the nighborhood of Belém. Eversnce then, peope said, Ok, this fulil promises. There’ Now,with L inthe ctive,only sparkingaround mportant matches, ather tan being
cubis oy 10years ol it wor't st But o, hre we are, 103 years atr, sl ¢ unque fs | stoa
sanding. We' enicked game it you spend 20 ewos at L out the goal the .
S another stadium, had ndnearly | Sporting with desire 0 o .
" fyoulook et over 105 years, Belém parish counci
2 . cver atroph " = n
in 194546, . arips This history of Jersrimos
fan1 . oo
o
Many times, we'v achieved more than expected. Justyesterday, | saw a ost | lager Univrsi a5 there are atire to enter games for fee, as successul stategies and rogosere-
from th 1000010 eving “more with .. these areas O
20000, Belenensesnever had s manyfans s Befica or porting but for | maintained 2 that beneft th cub.
decaces, League
Evenualy, It a reat ntiative regular
i i an far away. the communiy
city dominated by two gant,and we continu to fght for t today. o storl : game pichin i b
ticket”
s Tocal veyond
: . Onmateh days we could theoccasional match ay t 3 year-round communty asst.
have s I
“What' this?* gecause f You're 500
e, on match ticketfor the aticketfor
Restelo. Recerth
; ! "
explins why i )
We need o encourage people to come t the complex, o the stadium ares, because thing ae startig to
theilives, ot
happers every 15 days for 0 minutes and then € ovr.”
e it
intiatives
i downthere
0t schools,which helps. | . me o my burtratwas. |91
wasn't much interst anyay which s ahvays ifcuh. ficen The respondart
E . i the club think :
of ariented & which tinkis a ®
it actvties o nfluence
" e thanits activiesor
Wwho are the,right? Bt | tinkitwould ear th respect o ot of peope, v
e fyouwere moments, ke slaye theclibcoulg | 'L VeUS cTease he frea or xampl fical engaging
fan2 earnfans respectand add iterest tothestacum experince. Orawingon | " P21 P somes, : faciiies
o d ol Gemoraten Y | ke moniciplpoots, whih ould sev s vl opprtunties o amiles to
ones, e bigger clu, » Itwouldako
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> : o
r i : : sl ety it icoaro e et
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adoptng  more entral e withinthe commurity, akinto ther club deeply
“For events, bitmore
reatingthis connection.
} e e eating this connecto
Generaly, fee theres )
thisarea. s hee, 2
e i think it could .
stadium enenses a3
notfromere. .
Selenenses’area,”evenf ' o a promminent s t used t be onal o s Schoo eve
“Belenenses' o, a senimen that may besomewhat prsonal but reflects a
e cormletey Mate s forme e rooecometionae ey
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Historicalclu, frends and thecub. e ¥ maht i thoughtia
now. ‘ . , nprovere s detais ke
fan3 Status make it a inique experience for them.* ‘ e born, ading a mearinglu tovch for fans
it This : e They However, h fels that more couid bedone to emphasize Belenenses hitorical
dwe talk - . i For exampls
about it aswel.
supporters,because 53 historic team. Belenenses heritage R o ther
wised. 1€ usta beneh to them
tatesthatBelenenes was born there]
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Belenenses o
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i o .
Pt
"The positives are that, at the end of the day, it's my club, so | love being there, even if | always complain. The o 24 audience.
3 Despite beinga . . por the I
o oemeniers P05 et
Unfortunately it was seen nenses ¥
pirii
But last there was no when the
lay poorly, and disengaged.
ol ; e e
clubhas, to change that habit. ‘because of its location. But yes, | think you can't capitalize on the viewpoint,
iy ko ;
food, ink. There's a d that's it. People . "Bele
| think, The Pl victory. Today as in the past...” That sort of thing. It's okay, but there’s not
' group. P
.
e o {games or anythi Nowad:
-
usually, the game drives the fans, not the other way around. ‘these habits. The fan zone appears targeted more at potential new fans, which the team ineup. Then,
i S e | sometning or it they. dthat' . Sometimes,
e pibion pti-
‘more color and. Nowad: Even if the team wins, the. ‘years, with tead of M
e s e, | ewopu i o ol
, R s v e
‘calmly. In other words, if s difficult
: s, g fr Pt s
: s o
JE——
berenay || BT s |
pialine e attendees.
. lorer clube he notes that the calm atmosphere risks Aminshing | .y oot pors, something that could atract more fans. m not saying it
P ———
game. “In terms of facilities, maintenance is important, but that's OK. In terms of
:f‘ 1 don't id b
" ‘ It feels let's be he Few people
esrom o ) ;
"
- ger if time.
Fan3 granted, accordingly. " chaaner seating rgs
: i eyt plri
o ¥ .
o ) i o
2outof /» while 1 » "
conchmions wiemeet :
e
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In Belém, you might not notice it but there is a plaque where Benfica was

founded, the Franca Pharmacy,
Vougoto
founded i Praca Afonso de Albuqueraue, across from the palace, the bench
only says, “Aqui nasceu o Belenerses” ) buta o
plague brie history of Jing t Aplaque witha
Belenenses, witha d . .
¢ woud make
 way their experence n the rea "
G because forget . When! - thestadum, | M y o00: o
avision fields, g0 saving " “Atthe | notingthat,unk those ¢ | ate instil ¢
s o . 121780 | ot slenenses vaues nthse ailtsceaing a deeper serse of
fan1 : onmatch who mightbe footballgame, Y
P There. stadium s just a short walk uphil by showcasing Belenenses' breadith, given that we have 10 or 12 youth football | &2™ AR,
wavsi i ) Addtionaly, enhance the | shools, 2t nform rore
2 For exampk alo bringing those athetes closr o the club.” progr .
veryclear sde, | members’ a wgement and|
, which could foster  tronger
is dead. our members stand the tore s | connecton, e "
ight there. ascar, and for theydbe .
¥ promoted, with the o
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i : o broad
We couid aiso ook for partnershis with companie that organie rips to
Lishon o see
t00."
" s ttatso
gonize . But yes,
even know what the clubis about.
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e,
englh,you'l always have a reputation tha' seen as negative by your fans Th
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balance the two, hink."
The
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ave the Jers I think getthere. Very | sparkints : thefew
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ol o yopen s ol ingran i e, s O oun' B, o
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isisdifficut. - ot gt
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. e tend
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- Butanyway, | appelto
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d gain, but th thats just my p fmaisol
the Kindof person who'sinclne o look at smalle clubs, 50| cor'tknow.
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; y History
ofts stuggle, ke, "They lftus i this stuaton.”I's easy to sel i that wa.
ow we're tryingtorebuld,We need everyone."
st inPraga Afonso d
‘Albuauerque,across from the palace,the bench only says,“Aquinasceu o
Belenenses (
the witingon the bench, There dlocation near pop )
should be a plaque next to I explaining  bie history ofBelenenses, witha map| ies y " e ans o
showing thatthe stadium i 500 meters away.” ded, dubhistoryin |
" "rve seenafe Canal 1. Younger
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games. Ifitwere etter ol be oran. Selen ; localschools.
. much more. ) tes that group: i e :
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ety ame o e sk s e eyt QU e ————
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; A importance. fully nto Belnenses, as they
230t " offans.
i wayfindingto the stadium. These elements, they belleve, would make 2 .
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s, o them—not
o oot "Yes, 1 do init. At
games as well and try to be present at the General Assemblies. I'm usually one “':S“’ W""""" ! started Wa('“”;‘“"" "‘T "‘::"’Ed w": T':;E':S:SL“TW‘M "‘: ‘The respondent reflects positively on the welcoming nature of Belenenses,
of the youngest there, which is a bit sad, but | think it's at those meetings where. at people were receptive to showing me °‘Wk tngs worked. | do thint E"“"" become more
ther than on Facebook. OF Imalsointhe Bel tivel « P now o resente ved. He h
but I' I feel that f club life be d Suf ing h be
that PPOTNg | "6t overall, to though
I ot home and n i braced s much This suggestsa !
OB ol st i . || s, e 4 0k s gl s o He s A e st
! e athetcs footlorwhatever—to undersand the realty o . Ofte, the ety | 1
" " n tough, lusion that me, even thoug ©
hich I viewing | el e s v housh by providing a the clubs
ot by persomal an 152 e proudof isaite . and the problems | L evond Y e fts,
superficial ina negative way." y i
healtierenvironmen for reasoned fan discourse isues Beenenses faces.
Fan1 " | tumed it nt " " "Older members used to talk about a social room at the Restelo stadium, where However, he B
ol pe This moment | PeOPIe would gather, ""V‘S"""k"':a: "‘f ‘”ew’”m” etc. Today, if you go to improved. Currently, outreach relies heavily on social media, with minimal
Restlo 50 o spek. i Toegon| of e, | there sindeed o of ot ; "
wanting to know helping with hips, and basketball rt “:Z ! e oot © outdated and p He sees the website as a
Various things. | got a hit involved with the basketball section and later on with during the Campeonato de Portugal and Liga 3 periods. Though work re or office, It's not a peopl oo for fans and feels that neglecting it harms the club's image.
in the C: h i d hi h 2 weeken: to
Portugal and Liga 3. | ived it from the inside, not just as a fan. I've always topr ng| gacy. For the thing, not something that happens every day. weekends, with the Restelo stadium lacking a daily gathering space for
Wanted to hlp, 2 much as | could, my club Then | sarted worng,and it | respondert, dembodi g || members Whiespots activte ar prevlen thoughout the week the
. But | still keep up. Y their skil to o e respondent sees the absence of a social space - once a staple for older
possible, I'm available to uphold and strengthen the club’s future. now, : ere members - as a missed opportunity for fostering continuous connection. As it
ool Il o bl e outesch The wete o rtance, st v beenptd i e s U | T
| thinkall members e 0 d ame days,ather than a everycay presence inmembers ves
their N ” fans go It's the face of ‘abandoned, which & Vs, rather d 2y
really involves using our contacts and capabilties to help." doesn't make sense
“Maioy Twitter
bestway]. B w0
reples which The posts
are mosty Twittr,due
o thecharactr i the decriptons aren' complete o you have to check the post
on nstagram orFacebook, although Facebook s best avoide because ofthe
comments. But es,thoseare the mainthee. f you asked f th cub had a Tk i
would't b for me.: | a 2
alienate some people. That'sthe problem. For a newer club or depending on th area,
it might work. I think strla da Amadora gained some fansthis wa, bt thlr
Here, 1 Iremember
v w e startof h ;
with the layer i sihouette and peaplecomplined, saying, At other clus,they st | | ol e ety on Tt s
ayer”So, beleve i el Tk, twould red e
Justget those indsof fthe time, s01
¢ o | inkie for s minmal nteracti e
g d that, 'm not sure children would even find it ineresting. Maybe, but | think the i to
whenever—it's always fun. Usually, | go with friends who aren't even fans, but | ) problem s that it would alienate some of the older fans. It's ashift. Sporting does i
always enjoy watching the games. Generay, | dortbuy ot a 2 portng doing ;
s, ocal media e TKTol, whichtheyfeel may aliente Belenenses'older fan
but it depends on the product. | remember last year a friend and 1 bought | & things to me, P , which might k Y Y e
thi Mostly, i ., and following appeal more to me or older people. But if Belenenses started a TikTok, people would "
pat ” prabablysay, “Tnisseems weld; this ' Belenenses” regardles of the content. I'm o
dia and those thi i , you hear P v par now,as | A ¢
sbowwhat’s ot that’ fic nformation. But chanel being poorly managed, mostly by olunteers”
an feringt Interms of engagemen, the respondent suggest offering more member perks,
Fan2 ‘mainly, t's about going to the games. If you ask me whether | comment on - e o Interms of engagement, the respondent suggests offering ber perks
social media, no. Likes? No, not really. | mostly just follow passively without observe without much interaction. E more. 0P "
v The respondent oceasionlly encourages fiends and family o atend games, )
much interaction. perk, for example. Last year, n the Second League, ” about ticketing by including information for general fans, not just members, to
“Family, friends, usually. It depends. Sometimes it depends on the interest level, v . buses or anything, I up to the fans to travel on their own for away games. | think
ot goneral tocome gome.1 ¢ aub's
don't talk about it too much because if the person isn't a fan, they aren't as through online or social media interactions. anniversary, but beyond that, | feel like there's a lack of connection in terms of “’;"i"‘”” low-key ”D":‘" ':(‘:" "““‘;"3" “":3‘”'”“" > ";’:"“:"‘f
hepe 2 el e thres | ok youmesites or mdeck i hots. e s 0 e for oy
posts
p onyfor | . st he sugests ot stghtiorard g fosed uptates
. 3
members. They only ket prices, ik
that's a bit lacking too. Online ticket prices could be more specific." engagement effort.
“Theyl post a photo of the training, and tha' because there st that much
ineres. 1 speak formyse, o 1 think i terms o fans,you doithave many people
n The levelof o
topushit Know they're ai
Outsid of game days, postinga icure o
n have  “Happy
week.Aftera game,a me
Something midwec ke “we had a good taining sesion” o menon o a sponsor,
orjust a photo of a player, It were ust game.related posts, t would'be grea. The
way tings are now scems fine o me, and | woud' change much i terms of content
unless 1 nlved usingdifferentsocial i plaforms,which | dortuse mysel
"I've been to Varanda Azul (restaurant) a few times, especially for family il S, The
‘occasions like my father's birthday, and Il occasionally buy something from ) » ke they've e "
Lo Al ais0 have riends who ren te ild next o the stadium 0 lay g ot abso
Incudes various foms of engagement tat ot iesens p
ot 655 bere v srdincles rious orns of evsgeent vt convre o e semeof | U TR (OB L
footbal s 3 ice experienc o play here even €St nside e 10U | 11 e ceebratestamiy occasions at th ' resturant,Varanda A, fusah and o varlous sports—not us footsal—which reinorces
s L3 h A2, 4 " | Belenenses' identity as a multi-sport club. He feels this approach helps diversify
wll T alkabout defeats, things are beter.
- e ) el | e fan base’ :
has fiends L which Sochl srom, ool
furthr connectsthem to the lub envirrment. announce
“es, 1 talk e Twitter ot Fmpartofa
up, espe . regular topic A couple of 't there and |
s . y : s, wro s e LA — sty e e
inerestinthe b, even amang nom-supporters,because s a hstoric team”
e e ved nthe Alarve e respondentmaliained s comectonby [, o 1| Wit he uses Twittr occasionally, the respondentprefrs nstagram due to s
f
e o n Tt heps nandbal, and oth
because | had SportTV back then, which | don't have now. When Belenenses | 412ne: He P v Sports. to football, e e i
was inthefirst divsion, or even the second,al thir matches were broadcasted, | 227" #1116 1 eor Theyve terms frst- veral e et " Hal media pr s well-execu
50 it was easy to follow the team. | butt | P 9 b g 1 believe social ‘maintain a connection N
| gtoLisbona few with
Belenenses play Sporting or Atlético. It wasnt as often as | would have liked, which collectively sustain his loyalty to Belenenses. Recently, they had a comedian visit the club, and they gave hima jrsey. That kind of o
but the broadcasts kept me in touch with the club." initiative shows the club is open to new fans and visitors." Vistoility-
though the ddepth i : f media, ith
3 high level of o range There Facebook,as they feel
sponsorships and communication. and Twiter,
Incontras, o Belenenses withfrends fefons, This | The Jenenses
g actve b | contributes
Concusions it contentious dscusionson Facebook
in his personal lives. 2/3
to the club. ki Pe d
purchases from Loja Az, orhim, el g members and the general puble
which loyay. from Lisbon,a he stayed | Lasty,cne  whichhe
views asoutdated and poory maintaned.
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“Yes, | think so. From what | can tell Patrick has been holding a lot of
assemblies;
spaces, and

There's
. 2 whil
what's on their minds, leading to some interesting discussions. | think t's much
more valuable to attend the AGs than to discuss the club on Facebook.

time for|

o Fouryems o, Vs inkh ikt re oarricedbcaus Beleneses as ey oy
i COUD, Pk it s o : . 2
Zoom call o sk avestins. ik somerhngl o b0 - bythe e rting fee s ateund 5.5 EUR o, sudtand . reforme pay vl it and s 1.
. paps vy e | oo for mesringl dsusions 1 e marts i o o th | for those unor 16011, " "
” s Ak e " enfcn ey i o
et b dscours thn anin o ke Facebook, hts o conofe (s 10132 U150 i it B
qwston | 61 | tceone o Sateran " oo
ocsoncuestons ke wiywe o, ot o ikt ot oo, e st
o conchuo b waked mPorugl o yoar Bt o s | enr el | xpeve ke bei y
bout ool ot b, | thse st ore ey, s ey rces. T oo i 3.1 e
‘ hetvr | aarer, . rortne e ek cont.
- ol ornperson, uhte e resian o board s andespod o i mencltyseam: o e "Wo row e 2000wl heterth | i P —
: 030.01505uR" s s
i 1 [ tareis room oramre e ; Tistwant i ot i h repander
a rembers whh s ice it p bevond e e, i
oot " 2000, s il e e e o
| v et e ke e e, s d
o ke bvons w K houn by h oot sprs. e same e e e
ssmbie. Howevs, e 2o ecogae e itatons of i power, s e ‘inainti 3nctenof e 2 018 s, e gt 2 more Gt esonlaed s
et e s Ly pove Threaloteisie of how ich o 1o
Sl tere Pt " o paenialy boot e
commarcte, bt b gt ot i qwsion, fo marce ot mesages e o drect 06
s o remerber canng o e e watings o y
andpusies”
Ve o ettt he i in, bt 0 ome et ettt wared o
mov th baat tomottw: couiranay o . e e dection
ki nower b vting e b, of s, 1 g o e
. ey
o They s th ones o th ;e K ow g 1 .o v
oo :
" ik wher th citggls e st is ey th s ofrs o
emberSecau e pay mor 1 ¢ thr c of h e v,
Pty ense 1
League, o Torene ad o expenhs ket formembers, and hen ey
e
n st wic | 50 dor ik akes e, 1 youwan o i pople
10 e stadum, you shoud It that. s 0o 12 on st wheh 't
o
So ke ckf ncente. Th oty of pecpl 0t e footll
matchs and! sen s o
discounts t with
raven', O, | e mermber at other clubs
) ey o thng it ey ifret. Th memberann re 3 g00d
well, 1 do have ot o sa. substantial influence, with every proposal subject to member voting. n: i addition, things still requrs gl to the club office, whichis limiting fans' abilty to bring others and expand the supporter base. N
voted on.But bonestyfor the bigger the majority, but e sees tis as part of withthe | e He describes a
mmbers s sl th e st domt i ie- .
; e it g e , . where o and
Fan2 members. Oby i doesn't o ke hiring cheap tickets. | think it was 5 EUR for non-members, while Belenenses was “member-first” "
who is a good coach or a good sports director. It doesn't make sense to fire ictated by They also , like discounts the club more N
cmear i ncase e o wat . thruis, it e suporers we e et of Acrar, hich e nergages s supperers
onches woudb frd s svrygme. Bt ki | s Pi—— )
think it’ worse a g
e e Wl e e e ol MO TR 0| sedontcome oyt o o
e ol o e e et e | oW el e g e,
et looking at 1012 EUR pr ke Tha's o o2 g of s
a t,and yet tickets. previous g
I saw a Second League game in Portimo for 5 EUR as a non-member. I'm not g
saying that’s normal, but charging 10 EUR for a game in a non-professional pricing would be necessary to grow the fan base and foster a supportive
league won't attract people. It's very dificul. Ifits bad for members, then for community atmosphere.
o member g
[ —
et years o, ekt o T esgu e vt e were
15508, s " \
e i e 1 s 10 cxpeiv, andtht wort gt Yo avaere. Wi
(s e i v re o o g b you wors e, 15
mposie:
My ather anc et members for o e  adneer b e, e
i1,k s, W decedta et vears 3. 42 vt
BBt he i which has lway g Tnncil, Eent 5 ot mich,
it
Fcer e, s ih rlgation e was  epbckto ket s
crhas bt mors vlvmen o the s e clb's decsons woukd e v | forward The s X
st # etan | Rleveitsupto menbas o
: Samine. anih
Coches,and members were cllg or changes i, | hnk some f e pear e el T8 |y my ember, i Thyse thef contrsions s e, e 1 strmprvemens
o s sk ke v, - -
o wers it g ko i condraton.Ons ecampe s o Costa, | P e domtwarc . - -
> e p
Fan3 where he P division, and starting However, prevented such oversight. 1o |"Yes of course [feels that there are personal benefits to being a member] . Asa enables Belenenses to male the necessary progres, even if incremental
' o g b, 2 oy ez ket whih oy Fter and v, W kot
the club should be more attentive to their opinions. This year, | think the club memberinput this season, and he views tisshift positively, noting tht it discounts at the Loja Azul, which is nice for gifts or buying shirts. But beyond the member. The practical benefits, ke discountsat Loja Azul and reduced ticket
has done better in that regard, and the results reflect it. " correlates with improved team performance. practical benefits, it's a matter of pride. | love having my Belenenses prices, are appreciated, but h sees their membership card as a symbo of pride
ity e vty oo cumet ke rces .
o mercattome | T4
Vs defintl lelng serseof ownrsioof th bl dr el e s | (790 srse ofouners q ersona
fenawiin h b, oy bcawie ot ch ot vcalo ks | ot by e
fo, b5 o b, and et e 1 e No,1do por oy
around G et row, which et bG8 o €. kit a i rce, and
ety tn b o char mare, bt the gl ol h s, whkh
ke sesa
"C ' situation, yes.” [Ce
for the experience offered]
w win n
ke igh. Tt 4 high ticke to a core group of
2000 egir s
o : i note 3kl oot he the 1919,
member 7301 ' for members
Conclusions deeper engage  2/3 of ffi mercl
e i ; .
13 flecti pas Pl opinions may have don't limitations of
impa Howove, e el s, Ovrl, [ toaih or provies
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o S e you o thr s, v |ne
; o Pl o el e e o S5 o v o e, i
s e sdpen o nmed sperere. v s e ;
e n o
Fan1 Additionally, the respondent suggests implementing rewards for loyal fans, such
T 155 s ol i rrd the st e For sl e
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TR A——ewo [ L e
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there’s no money, to invest more in the different sports. It's kind of sad to see A N
Fan2 how much the level has declined nowadays, but other than that, | don’t think improvements would requir signficant investment.
s b S e o ot o o b s " ;
mereon P interests of long-time
v
. imgto foter
i e e sppr o B spr vk oo oo
e asam ) ; st repio ot e
AN
e oo, i .
e e i e o o e s s e
s s st compard oot eams.
.
s
ok :
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Appendix 2.2 — Interviews with locals

Club Perception

Inniouce auoe erreaton Quoe erpeaton
" | e
s oy Noe). g sport ter i o  meer. S, e st
club joined was Belenenses. Also, because my grandfather is a Belenenses
Supporte s Sporingsupprter 5t wheneve here was s gme between
Nowaons,
hose matahes o aner hppen, bt when!cn et weteholereres
because | like their story of rising again. The issues with the SAD (Sociedade
Anénima Desportiva), the separation, and then how Belenenses managed to
[ ————
g e sy s e The : .
e y ctnerses
e AN o | e s v s iy | ST I S | e ; et e
" sandtar, i e
ot e e o 252 £0% required er o be a member), and because sheis a fanof the recent | 7 " itea g0 T 0 0% | on, the reats n Portugal much because
Sessonfor e e Thd e ‘ s nihe 2000 Porugese o o
elneres Moy 2 hl courge ol o e $ADa rowes o e ot haingbeen 3 natarl harion e gt
ot it e ow e  Sportngsupprtrbecase my iy ¢t courge o i o e enica
doesn't really follow football, and those who do are either Benfica or which today is occupied by clubs like Vitéria or Braga."
% B
e texdof i o make me .
Dl sccompanied me whe wen o Avalace. o, s
it more 35 b espcte,
apacily et of 5 sory andbig b cf a3 wher o,
At the very least, | got to know great players from Belenenses and heard my
o
and win the Portuguese Cup.”
rairgisa ‘ Joutn
g o e seior vl 1 h it s, @
/" Thereisa lot
e cly e o UM g s o a2 ard
"(...)I'm not a Bele it least not as a become high-performance athletes very young. Rugby, for example, was quite
o e 0 he game. Bt e ecorin e atched o Bl d st for scess nthe o
(o 2y v o ofsffecionfor o ) e et 03 oo games s e senirs. " i s
‘with people from the area who are supporters of the club. I'm a supporter of good in Basketball, and excellent in Handball. | know they're a national force. development of players from a young age to a senior level. Its main
o ecouse  was prtof e rthton and plaed tere, Wy et 3 tase e e ot sce 352 sl fom o ool 15
teacher there, my father was a coach, my brother also went there,and my | % (8 EEE L Belenenses.” / "The youngest end up joining the club at a very early age and o
s ' o e 1 rowing pvitin e c”
ocaiz o oo 0| g |
But that doesn't mean | don't feel connected to Belenenses, because that’s Bel discrepancy. | came from Casa Pia, so | didn't have the same roots as many of many sports.
takensine sl rom e 40 Howeve, for i, Rugy s 3 ferent management and e, Sing 3 o
Where | strted oy gty e ey 8000 st o end o he therpyers, who came o it comectan o seh v ard 1" erere mansgemert o
he i T creted  mor e emonment, where et 3 it ot of : .
after the split from the SAD, there’s a satisfaction in seeing that. However, | e {in terms of lifestyle, attitude segregation of others who don't belong to that environment.
't e supporter, clothing, etc.). Rugby s a sport characterized by families with a medium-high
i v, Potpartof y
marginalized, even if the training and dynamics are great (which they were).
Therewas alacka
Fartof sports g do' ko s i o, B hn i gy, s
ey because f i
tow ey bt vt . o the curent
| koo hre for o yeas, i ik acowondo et was onditionsthe gadum e he et oow theyve ulta new gy
part of the Belenenses club. They rented a space, so | don't know if there’s any stadium, which is somewhere in Monsanto, near CIF. 'm notsure how to |y 1o o nent s aware that Belenenses s a historical club, well-known in
skl comection:o th b, Bt ke st e he gy ssce.” ‘ ! et | lson .
"I know a lot of people, really a lot, who [The respondent's !  which | sometimes g0 to. | haven't , but she ki it h bigge before. She
o3 engn beeninaong e, er ws e when! o goaten. 0 kow
iy st Benrs e et o peale ramy oo 2EKnd0 e s here s atimewhens wsedto often asoknew | (o
et el shars : ey o 580, ol by o ey P ey 4m0us 1110 1. e e et oo st e o rer
studied in the area, | y Belenenses " the best, but it has restaurants and hosts events and concerts.
s cocens e stadm
ndn conered 1 ht e . pessdun:
Jes—"
penssiea \ e oneotve
A ofh espondents prcted st inBlenerses o s Ony L f he 3 spon s auar e spors ot mentoned
contons e [i——— anine ndrecion o e o  venthough s pce concerts st ober
ofthecus Fespondent e Beleneres 22 n scorsincton’

by one individual),

However, a common theme among respondents was that the clubis a national reference, with Local 1 saying it was a "big club', Local 2 mentioning it as a
d

‘national force"

ind Local 3 s a "well-knowr

istorical club'

84



Community Ident

ngagement and Local Actions

Quote

erpretation

“The Restelo area is a place of people who have a certain status and some. that's true, it's a gastronomic promotion of the area, and | think those initiatives|
oney, et etea ar e, venior . Tt wer o oy it e e
ot b ienie o it b res o s o L) st
e b, t st rough o, s e s e ] f—
pasinde i e e s ot whenty o eren
e roun e o, T ol e e ore o gty | |17 Sponert e e s negrbortontsveryntormand | L L L T s e i, S
he clubs conditions. For e | rihink el my school, and two years ago, they also  [always big lines to buy them, selling them in the stadium would attract people to|
For e e v e k" o s s i o el of o .
I here' o1 are easier football restrict itself only to high-income individuals. This diversity belv:eerllhe “I don't think " the club. | her school and the free tickets stayed in her mind
club than with the area itelf, 5o to speak.” / “The typical person who lives in ! " iy " think people day, and it affects until today.
that area and a pe 'sa i the area. Furthermore, the can't park or there is a lot of noise. | feel like | ! good enough job of informing|
ot more ity e f fret ot s o h el .| PCEP1T 1t Selnerses marrs s o e sl caes b b Vinktvey | andrening o comrntyin wht 1 dovswin e fomatn ot
ot R, | Pyt themfrty o tepodtionof sl s, Uit |2 L sty ot cceabe, Eninto s ot sacha, h formatio vy e
‘which doesn't represent the diversity within Belenenses." realites. 3 Overall, peopl
*(..) Ive also " o it through an algorithr be actively look for it.
‘even Lisbon. the algorithm. (Around the stadium) The most there was would be a flyer
e e yodd
supporters, which " 8s by fans. & Bele e
Py
ikt 5AD hda o anfcttlandwarted gt more edinth
ot hepeon
re ehered ol ance o e ot don, | b  mveran
‘the Parish Cc the club,
na
o :
s rser por o
g, ot "
v i Counclof e ey v cunciits e prirers
eiers n o
o ubis s miorofthe communtysrundi sl g e, o i v o penes s
with a lot of development and people with high capital, close to embassies. This Forhim, Belémis | 1S o bt g eopleto it the | (7 area the Parish Councillso took acion to encourage people to support
o o . el f iahcapta wich b rfcted B I o e
, while football, being broader, also attracts. , while football can attract a bigger stadium (1 think the Restelo Stadium is one of the stadiums with the most the Parish Council of Belém to be very active.
rrtors s [t ofponleven o i e i ek 0 gy eing 2 e S Vet h st bl Wor e s T esponden bl commuriy s wi e o, e s
. ek, whi ool g sy 5 el 2 ot g o oottt
é v Lastly, it . present themselves (giving the example of open days). Moreover, he feels there
et
air s p e ol commnty o gty it o o, | codie o o
. ouwnstor, el o campsirs o ncoung ol o bcore merrs e b oo of
number (1 v ¥ 80, more eam-
contact)."
"I studied at Restelo Secondary School, and | didn't feel much of the club's
s, Wht| el cams ro ot ht st of o studert ere
e, hctcl i v  rsrc oo, Bt i
sty s i s 1 e Thy v Rt Scondy
et or i o erarge. ,
s for ol e
o a1 ok v o B whrS ey Yo th s
" ém, well) |
o P~
it Lonnht s s, becss avryon, spcaly s e
e sl o ang e wi ol et s grmarets oo
i
Belenenses because many of them end up playing or having played rugby,
football, or another sport at Belenenses. '(When asked if involved with )
“This area, Restelo, s very “posh.” Everyone knows each other, everyones | She believes Belenenses values of dBelém. For | because o d then one thing | he
oot et Evon o end o e, an s i bl e, ¥ remerinr .
s iy : nghere. cen 1 relnwint . Voot
g e i v 53 otatinf paole. S o s el Slneses e oot pose G o Bt e h o i e et o o o
ierarce f e, s ek gt vt e, fre, [ et €1 g s s, owevr,for o, el . okt aer
: o for i . et e oo iy o i o b e .10 it i o | G ok 2
here provides and because they've always lived here. For example, Telheiras is effort to find out)."
bt sarment gt har ther . o ofpuse I it
feds ke s e Tt ko vy e a b, T3
Tl e sl s e it 2 i h B T,
Moratay, ot S,k hr' iy compred o o st of
ty."
Mo, ot el ke B e cnter f Rl a1
w . otz
it iroredvery| et sein o e Loca st sh sy ol o
e, rher i e ot ster an, ot e oot e Loc s it tarmed
p— oansols nraredty s ol s ot
culture is very present in Belenenses' Rugby, 2 of the hasa fan bz Local 3 the club I t, while L ffi that after the spl ),

the Parish Council. Two of

and engages the community.

lasting impact
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jond Football and Activtes

Belenenses Stadium as a Multisport Hub of the.
Quote Interpretation Quote

Interpretation

P  h
required being a member. So, the first club | joined was Belenenses."
Bel i

o et jayed el il didea. But | think Restelo
prac P ! think " residence. become a member. Fo Stadiom s stl ke in
. . fhe area, However, d Luz. But draw people inand
ootionet e e st closed st winen | Belenenses faces ! to dasitis an easy)
Local 1 , was forced to . dfferent sports. "
xpensivel 15, ands ash el handled it And she club, |up from th 2euros for field ticket to watch
lcontinue with that. “Hey,
we've arrange this soution.” Eve collaborating with the municipal paols, | | 22 P<0P'® Selenenses.| toplay footbal
g But, she does lke that attending a game. And now, with Lid nearby, parking is easy, which also encourages
- oo ot possibilty to practice sports cheaply peopleto go."
there, . 50 Bel Tosta lot of money too.
Those who arert Belenenses fans and are just there for the sports wor't keep
paying thelr membership fees without that ncentive,
I studied at Restelo Secondary School, and | dic't feel much of the club's
presence. What | feft came from the fact that most of thestudents were
y hletes. Their youth acarl allof
them attended the games, the stacium would be packed. | thnk they cauid
h athlet "I think the club could better promote the youth games. Many people watch those
around here end up being Belenenses athletes. games,but i there was better publicity, more people would atend. | think there’s
“ which was a " o & handball
o el N gy its from other sp (for example, 2
tocal? goodin Basketball and excellent in Handball | know theyre a natonalforce. | o.c.er, e feels theclub s a reference in training and athlete development, %! {17k they should capialize more. For example, by placing the game schedules | .p.er) 1 he thinks there is interest inthem. He would also promote apen
The training mentalityis something | see as a strong and differentiating point of e inthe parish counci's newspaper.” et e s
Belenenses, PRy "What | would do is open days o peopl to visit the stadiur (1 tink the Restelo v i
srowing up within the club. Trainingis a big differentiator. Belenenses , 1 not the most
athiete beautifu).”
he
competitve. There i a lot of competitveness within the club, which forces
athletes very young."
“lknow s , h
. . stadium. 12ls0
ot veors " N haven't been in  long time, but there was a time when | used to go often.”/ "Hosting
e " : cancerts there brings people .| know the e coinga few concerts, but el ke
i ot e el ot e ool o e thes osng somet he Pssio arimo n Ags. el moreaventsare
Jayed f 2 b, i
some other actiity at Belenenses.” LsIng the space they P! outmy
"I that sense, s (the community identifes with Belenenses), because parents have been,o | ) never went
everyone, especially those who have lived n Restelo for a long time, with their . feel ke i "
o interest me." /"Bt | there s key."
o “Iknow that at least Belenenses Rugby has a big community, especially that part.
e ; sportinthe her one, but I the stadiumis key.
Teawmany |l However, she e 2 because | think Rut an
e o impactat 3 “posh area, and | Algés. She also beleves the restaurants can be a good way to attract people to
Local3 e . she 2 g I went to C the facilt " The Fork.
A alotofsports | grade. z Rugb
e . o o tce, and oin they buid | Alfrgide, Miraflores, Uind-a-Velh, and et a b, ndl feelsths area of Lisbon i the one with the biggest Rugby culture.
think they renovated that part of the stacum, which s great. But maybe when | went to high school at Restelo, there were maybe one or two boys who played
improving the faciltes a bt woud help motivate more peopl, new o [y .
generations, to keep going. To g0 there instead of swiching to bigger clubs. ool o i
o o ; sger here in the area than Rugby 3 3
alreadya second option to Alge: anditsthe Bl ik theres more
! think ) be sports I think Lid was 2 great adeition and brings a ot of people to the area. The
inthe reglon. | el like many people do sports at Belenenses (1 did oo, So, | cstoutons | e o 2 o e, o ot v e oy topped i, |
thinkmaybe dmaybe A ey
° important. Partnering with The Fork, for example. Speaking for myself,when | plan a
dinner, use The Fork to see where there are discounts.”
Al o v Twoofthe | 2 to One of
cheaper cost, be rented, while
Conclusions members). | One of 2 respond

With two of the respondents talking about Algés as a competitir.
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Interviewee

Local 1

Quote

Interpretation

Tourism Integration

Quote

Interpretation

"I know that Belenenses has partnerships with nearby schools. But | think the
main targets should be Pastéis de Belém and Careca with their croissants. These
are two well-known attractions, or if people don't know them, they become

be

aware of Iso visit

Belenenses' e

- | went (to Belenenses' games) with friends

Yihing s very close, s good."
“There are several schools nearby, including the Ajuda University Campus. |

pastéis
and universities are nearby (Ajuda Univerity Campus),
like

many schools

't

kit would be cool for Belenenses to
For example, offering tickets, ke the first 10 people to show up at the stadium

who area (but are from

Pastel de
Belém after the game. So, if Belenenses can facilitate access to the Pastéis de

tract people to the games

points.

these

name

getafree ticket. Making it easier to buy tickets at these points as wel, because:
people see there’s a game nearby and think ts nteresting and go."
did

"lalso
¥ po
add a certain prestige to their list."

that adds prestige.

‘and also provide access to the culture of the area.”

from the zone, they typically wanted to eat a Pastel de Belém after the game.
Therefore,

the culture of the area to outsiders.

Local2

area hada a, for deit

“Thel
excellent and useful zone. It also boosts the area a lot on game and concert

Belém and other local shops. Personally, whenever | went to see a Belenenses
game, I go eat a Pastel de Belém.

The respondent feels that Belenenses s integrated into the local business.
I sh " é d

if

in the Portuguese League,
economically advantageous for the community."
I feel that Belenenses i quite integrated into the local ecosystem. But there

concerts, with that impact tending to increase as Belenenses continues to grow

inthe
rtnership, h

he believes r o

are possibiltes for more. For example, here near there's a car dealership called
Auto Restelo, and | would try to integrate them with the club, for instance,

the players,

people who go
on car rentals."

partnership with a local car dealership.

it doesn't

K  despite h b many
recent achievements, | think t's complicated. However, there are many travel
agencies nearby, and | think it could be interesting to have a package where

For

However, it s one of the most important landmarks of Belém and has potential.
e

To fulflth "

someone viits Belém, eats a Pastel de Nata, and watches a

to watch 3 Belenenses' game and eat a Pastel de Nata

everything to be even better."

P
K é (same as Pastel de Belém, but from different bakeries) as wellas liven up Belém

Park with activities aimed at tourists

Local3

swering whether dsay
o, but 'm not very knowledgeable on the subject, so | can't say for sure. But
o, | don't think so. Peaple only go to Belenenses (besides the games) for the
restaurants or to play sports. Especially considering Belér s such a touristy
area, | think most of the economy comes from that, ke the Monastery, the

Belenenses is part of the

touristy area, | think most of the economy comes.

Belém T o 1t invol its part of
Belém, but not a big part of it. But | think adding Lidl was a great improvement

“Ithink Lidl was a great addition and brings a lot of peaple to the area. The
restaurants, | haven't been in a long time, and | don't even know why | stopped
going. | know the 50

The Fork, for example. Speaking. 2
when| plan a dinner, | use The Fork to see where there are discounts."
think hosting more events there (in the stadium) is key"

because it refreshes the area.” regi

H

big economic because the

from that,like the Monastery, the Belém Tower, and Careca."
finances of

jon

Lidland also

. bigge
Belenenses)

Bel with
economy coming from that. Therefore, making the stadium a bigger tourist
attraction would be beneficial for Belenenses.

Conclusions.

Of the 3 participants, 2 said that

However

the

Arespondent identifies Belé

Belém. H

| saying the Belenenses' stadium is one of

the area is much

2of them &

e ips: Pastéis de Belém, Careca, local

can be a barrier to attracting tourists.

Oneof

pastel
for people to attend a Belenenses' game and eat a Pastel de Belém. It

schools and universities, and a car dealership. The bakery "Careca

by2

2respondents.

the de Belém'

appeal to tourists a

tourists in Belém Park.
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and Stadium Atendanc
Quote nterpretation Quote interpretation
complaiing. - 10ewros
at most. There'sa ot il
. top dision. For exampie,
When o
tsellsalot 3 [ already s g
out by August.
e Z }
; " o, | Furthermore, theprocessof buyin tickets st vry appealing s the physicl
think,” € g
3 e also seen ouar . sales. sporting3sa
« ffordabl ‘s
I terms of mark 1o eures Because of
8 ot |
that, ®
The it game ecanves Yous always go0d, and s a way to il the stacium.” Indidual.
e e g ifferent with them. 10, il
but what she i or those.
Lot TV because hat s forthose going ! nearby. She beliees, when going tothe stadium, people value socialzing n the
Vousee a ot more people with Belenenses merchandise.” M e )
: ; "eve! | mtches. For hr, stidio do Restelo could b more actiity aroundit, s she
yto me. S, i1 " e
|
ke Twiter Twiter, which b Touneverfecl ke
is good. rfermator. T S more expensive because of the lack o choice
. el ik pecple where you fee safe, even when rvals are therg rorn
lotof "
loser o the stadu, Recenth
noise. I feel i | othe stod P when
) but the - o there the
P ) but she
Estadio da L
ppe I
the area,
orthe supporters’group related o Belenenses, often against the SAD." i
 whereas
since there are more options.”
They coud, for eampl; Pl
wouldattract more people.” . .
. bt 1 b
K e ntal
sl Yousee
the presence ofthe polie, e trffic.. Speaking of 1 think
these games o s s
more. For exampl, The ppo though
oo ifferen age groups. . hevionot Heato
Jand activites. nd ' .
level,
the game. o . s
: ’ Beleneneses' ity
websit ora dedicated app."
digtal h e game,
Local2 K Throughsparts 48 Preser thes
be | rm| Deleves are parsof the ream OF For hir ince the club.
ot supporter.But I eel ke what they post on social e s never ll the news; it st andare par o e tean. Of cours has so inis
For him,Bel  for example, inlash
exeand it interviews, fans,
ke v fonss N (st ke i done in merchandising]. .
Lasth how close the
. b morerargarrt e openhedors more. e AR L
posts. Very: s it P 3
clonw o cas o schedule on the website or a dedicated app. .
room . the stad
content).Casa P o aten
that as well.Today, dighal s s0 Important, o | think they should nvest . :
or erample mneon s — schoolsaround here end up being Belenenses athletes.
for
senlor players, i
Way, but think it could be shared with the whole commnty."
" Even
Beniica, we' because | dort
hinkihey e a vl .50 goingt0
: 1l
couldntgo, 3
have a Red Pass, | enoy going, e clu,
ey e even had
forever. | the support -
2 i nher
aspect.
g ! i 3 enjoy. And the
ive "/ Thereare " i
Local3 0 bilboards or . anyihing | the or |"Forme, 1 dort spend
! ages. 1 a ! pages. H a crowded, yes. Ho
check Belenenses social media. aneffort o look for it want to go more because they haven't been na while.” ,asshe
once
ftthink I'm passionate of matches.
teams -  even that,onlyin
g 1 fee ke with important games
genti dthat el it people,
itmust e good.”
2 "
onlythen, when s a realy important game, not on regular game days.”
i vared, thinst s of dpolice. One of
Anoter supp
e | strengths of nd the saety
alitie factor e rat the
Conclusons few information around the stadium.
Forone of Fortha, he Forh aivsion's  big
. one o Forhe
own app.
il take  guest with him
the trend of producing more o and authertic apparel,

88



Appendix 2.3 — Interviews with tourists

Quote Inerpretaion Quote Inerpretaion
" cadum, biitwasor bow ; o
o e oy
modern o how professioa the o was | st e here w3 sadom . , ol rathrbe B o Spring, becaus e heardof hm i e ——
ot bl sl P : imos evry . On e
e cxplaind tht sty Bl was ke  ood . Teced du o telackof awarenes around Belenerss
Tourist 1 P P v o & ; other hand, the history and location of Belenenses may leverage it to new
. e ot Yoah ikttt . o
e e e s e .t o Tt s advantages
o becase | e st ey i o n Portvgs
“Butforme i el worth 3 it st gogeditup s st i |
o xpcting
“But ave to st ha v ging sl taciums nd sl clbs a5
el it Gt anage o o s And b hanest, | it ety o what :
ot witinth Usbonares bces” | s o avesi? partof o s Dnisin o st o Gyt
e, However,th ckof e i s kindo e
. " " P o attract visitors and fans curious about it, Belenenses could also bet on an
‘But | was j 3 and togetas ka not a museum, but it's kind of a history storytelling about the club. | think that
Tours2 ; peroschsimlro th. Toswold alow ter o ot o ave arsfans
e 5o Pt i, spacaly o s cute et aproad
" online, highlighting a need for targeted promotion, particularly toward tourists 826 depth,
interested in local sports experiences. "I think be really ot
o much chror st To e,
"t e e e aea o son. ok h wordgroundhrein i account Thats e 2 hgebas of ookl
. i S0
y S
fromere o, voups
a1
ew f tho b
“Not ey, bu 1 s som ans wening it e the sadm. My ot
dounthere s ot «
st beens et [ - | e conie | o fanewho may ant o comine o
i gt .S, el aware of Poruguese fotsl, iy h biger forme
st s, S am well owar ofPortguese ool mainy e et | it g i ot iy hrhc. o save the wi
Tourist 3 " . e problem, historical and traditional stadium.
, . . ' ool | lotofthe appanens | Neverthlss,th ack oframotion sround e games anh ower s
" wandonly culture, which can leverage their heritage. on the third division | haven't even heard their name so | don't know what to few years
deccat fans wer there, Bt was 3 i tmspere. ’
et anendace
efintely th oder,ciasic tachas bl e 60,50 s the o rom
e
" e staums
tosee ottt it For s
bt 52 complment o s gamo -
A then we hd o ook s and w el ha thy Kindf wers some
Wt tolook p what eams do we ke i son? knew Benenesrom s ithh i and ey i . Toi s ind of o supparir s of
before but I'm not sure what Swedish play was there. Maybe Felix, but maybe the friends topte the club, right? So, we thought, yeah, this s good. They started all over agaln | o\ o
someone else. So that's why we knew them. And ok, this is kind of a big team, This | withall I love this. So, we
arting o kowmar sout h i They et very erstingand e
Touista w playing the third division? guys in the top flight?" in| needto go to that game. | mean, we could have chosen Porto as well, which 8 v i 8 a
both oot and s e Waslaying s cter s eam, Bt méan s o mre e o |
" app, you know, I med P " find 1d we would " topic among the local fans, it may attract the interest of fans
. . ‘wanting to know more about stories like this.
Live Score app. And then we could give that to Uber. Yeah, but it was  fantastic ing it an club. .
s, man. W were aware of h e, it we d' know st te ity Bt
oo manageda ookt un”
“Umate e tha thy areon of he ver few teams o v b
Portguee Champons”
“tamawar ftePortuues Fotal Landscape It trouh e o
v ! e ! pe. In pa o £ | was aware o history, he t
called ‘big clubs’ i.e Benfica, Sporting, and Porto. Largely through their exploits o aware Iwas
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terchandising and Related Commerce
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Tourism Potential and Integrated Experience

Experience and Landscape.
Incervewee Quote Interpretation Quote erpretation
"Yeah, I thinkif it it truly i an experience to go there. So, | thinkif it's more
prom isa howit
was the firstreally big club in Portugal.” The more
attractive to tourists, I id | At there's at a lounge or a bar
g fBelém, elp them have more fans engaged. ¥ to endyour tour. | nice lounge or
Tourist 1 stadium and the andmarks which have just itte voice recordings of people or |  Adding to that, the stadium into based very ice to also be able to just chilnthe stadium and enjoy. to 2 possible stadium. Thi andfans
i b tractive o tourists, . don'tif that e It tiggers | torelax view, the mag
Tandmark of als0 some nor-extreme sports fans to viit."
But yeah, o you ust purchase a tour and do it at your own pace and with your experience.
own phone and with your own family or whoever you'revisitng with. So,i's
quite low effort and very flexble.”
. 0 reall categy for-
A smaler b, you eeds el o kg sty for . o that ikt g eresing e storligof what 1 st g
youshou eape o3 speifc vy by abut. o s ntrealyan st stdum anymore, you antel peope; ok
jeah, we used to b this fancy Portuguese club and we have this huge stadium
10 is opinion, Estédio do Restelo could be part of a broader sightseeing | ooy 1o ! yoonue - 0 do Restel v, 25wl
"But 1 hink is kind of : experience. . .
Tourist2 Paptic, you see that, tothe . ommement | games anymore. Maybe they are, but | don't know. But just looking a t ke g dded s appeal, making t
v g & g g Y 20,000 seats there, i’ crazy. Also with the view and the bridge behind, think
stadum. | e However, " jou can make a ot out of out o t. ooking for an authentic experience
10 share these activites. ” " Pe
"1 did not see that they have ke a footbal club or  stadium. So that was kind
"t ety v o . that " et
v .
interesting. f you have these amazing views on the bridge and whatsoever.”
actually find out that they have a footballclub." e 1y " &
m ot too keen on tours, but | enjoy museums f they're authentic and "1 just went as it was obvious to me that it would b a nice view from that
z Higher location. The stadium i old and has  roof that adds an old charm. ' a
or artificial only for touist experiences. bit o a football romantic that way."
"No, | didnt see any signs or ind bout .1 ¥ had|The b for| it was clear it was andonlythe [ e bridge v o
close to the club shop and | took a photo of that. culture. Authenticity s highly  one Butitwasa , even Gil Vicente had | 10 e e acent slomenn,with the srocemee of
Tourist 3 of the club's recognized attributes. It felt special but | Poe: g ”
\ i 20| more fans,
! think know » aration of be 2 fullstacium, interesting and memorable for vsitors.
who s a fan and goes repeatedly with you. Just by myself | don't see it attractions could foster more visits. e
n he attendance i the 3rd “Definiely the older,classicstadiums built n the 605,505 like the one from
disionisa Of course, f th Belém. The running feld around it s a bit of a problem because you are urther
o every game, I only a itisnt v pitch. | )
that big of an atmosphere, then i's hard." Z hey often lack atmosphere.”
" then we saw the view v
buildings by the water. We should go there because otherwise, we thought
the match got
ust0 see that part of Lisbon as well."
"View of | mean the view of the river, and I'm i the area. | see 5o very i
I think s areally ice area, | really do. There were some tourists down at the ew of | mean the view of the iver, and 'm nthe area. | see s very ice
y houses. It felt ke it was some copy of the Fulham in London, England. It kinda
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Tourist4 fyrot. Mayi " ey "I like thatold school stye. And | mean i's not the most. What do you say? | 3
atch. y e e, e dowou ! | tothat,the fans*engagemen, s well s the ease of buying tickets contributed
isthe absence . . o 10.2 good overall experience.
. e, " el that one. It was empty, that was the downside, of course. But people were stil
3 in,like,a which can ead to errors e o
neighborhood area. Here we are. We: Ok is t? Because we couldrtreally see S
: we could sit wherever we wanted basically. That's good.
the stadium at that point
“Oh, | mean the best part of it s that you see areas that you probably wouldn't
have
spokento.”
" media and upey 1o offer tcket sales
people can'tbe|
bothered to attend then why would a tourist unless out of curiosty."
. " me
.  howewer was taking place.” "
e tobe é tourits. &P
" jon. I e s f i i
Walking up to the stadium from the trin station. It was hard to believe that a ot i promoted . | abigstaciom, | That sai,thevew| T Stadumsvews over te ivr and bridge mpressed the tourit, indicting
g the lrge number o tourists going o Belém could also have an terestin | over the rver with the bridge and th statue of Jesus was uitespectaculari The "2 .
Tourist5 . visiing the stadium, promoting it as a historical and scenic landmark. a1 been ke ”
‘ffering a stadium tour the trophy ro0m at the stacium was very good) may , . make it a special place
attract more vsitors althoughit needs to be well publicized.” ” dring teirloryyears v
Would make it more appealing to tourist exploring the aes. P
"It needs to be publicized more inthe Belém area. Whilst Belenenses willnot &
I wouldnt itself i X
state.”
Belém area tself which i beautful an could be billed as 2 hidden gem!”
‘Atour package offering a stadium tour may be a way forward.”
Estadio do Restelo, even though it may not be s integrated
routes. i loved a barto
Conclusions increase the number of visitors. The unique and , with some impr ug
(dalso engage the f However, better promotion
and clearer dirctions are fundamental
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Atmosphere and Authentici

Interpretation

Events

Quote

Interpretation
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o voue v peop B because there's all the signs and it says it's in the stadium of Belém and
by et offth e
. .h | whater. S0 . aeotrealy
Tours2 e g h ot ovt 1 e e 2 part ot crowd Al o thse i oot
i personala bl o exprincing e game and th tmsher tat
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lcatonand hs potenil. Th people we met thae we ey andwere
er asiorate b hi cis”
prm— sothrs N
" " A p—
nclusions. The support of their fans, even through tough times, gives a feeling of loyalt v
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Appendix 2.4 — Interviews with club’s representatives
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Appendix 3 — Brief History of Belenenses | Source: Own elaboration

Belenenses is one of the most historical sports institutions in Portugal, being once one of the best
and most recognized clubs nationally, as well as one of the most disruptive. However, the club
has faced several difficult moments over the last few years, causing it to be completely rebuilt
from scratch.

Belenenses was founded on September 6, 1919, on a garden bench in Jardim Afonso de
Albuquerque (Marques 2014). This moment gave football in the region a new dimension. The
founders, known as “Os Rapazes da Praia” (“The Beach Boys”), reflected the working- class
roots of Belém, then a fishing district. They were honored by the club that named the viewpoint
after them (Lusa 2024). This was a derogatory name people used since they doubted the
longevity of the club. However, Belenenses overcame numerous challenges and established
itself as one of Portugal’s most recognized football institutions.

Artur José Pereira stands out as the club’s most important founder. He proudly left Sporting
Clube de Portugal to reestablish a football club in the Belém neighborhood, left without one after
Sport Lisboa moved to Benfica. This way, Pereira united fans who believed Belém deserved its
football club, founding an institution that represented its people (JMA 2014). However, other
people had a crucial importance on the club’s development. Adding to the other founders, some
players left an indelible mark on the club and Portuguese football. Vicente Lucas, renowned for
his leadership, and his brother Matateu, the club’s all-time leading goal scorer, became iconic
figures. Jos¢é Manuel Soares, also known as Pepe, remains one of Belenenses’ most revered
players despite his untimely death at 23. His statue at the entrance of the sports complex
symbolizes his lasting impact (JMA, VG, and NG 2014)

They started playing in Campo do Pau de Fio (now Jardim Vasco da Gama), in Belém, attracting
many people to see the games. However, as the club grew, the facilities proved inadequate. After

a brief stint at Stadium do Lumiar, Belenenses inaugurated Campo das Salésias in 1928. It was
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also named Estadio Jos¢ Manuel Soares, honoring one of the club’s most important players. This
stadium was revolutionary, becoming the first in Portugal with artificial lighting, cement stands,
and a grass field, making it the home of the Portuguese national team. However, the club was
forced to leave the stadium in 1956, by the City Council of Lisbon, which offered the club a new
location: a former quarry. Although the land presented significant challenges, making
exploration extremely challenging, it became Estddio do Restelo. This new stadium further
solidified Belenenses as a pioneer in Portuguese football since it was one of the best
infrastructures existing in Portugal at the time. Even if nowadays the infrastructure may be
outdated, it had a big impact on Portuguese society at the time, given its quality and all the
difficulties that its construction posed (Amaral 2016; JMA 2014b; Leite 2016)

As mentioned before, it is one of only five Portuguese champions and one of the clubs with the
most seasons in Portuguese football’s top tier, along with several other titles in football and other
sports. Despite its past, Belenenses has faced several challenges, most notably in 2018, when the
club split from its SAD, which was responsible for the professional football of Belenenses. This
led to serious identity fragmentation since the club was split in two and Belenenses was forced
to compete in the last tier of Lisbon’s Football Association. This split marked a turning point in
the club’s trajectory, but the fans remained loyal to the club, showing their deep connection to it
(Gomes 2023). The SAD tried to claim Belenenses’ heritage, among which its conquests,
stadium, and name, which led to intense off-field battles that threatened the continuity of the
club. Once again, the fans didn’t feel the SAD was defending the club’s interests, as well as
theirs, and remained side-to-side with the club through the process (Zerozero 2018). This is one
of the most important moments in Belenenses’ history and left a profound mark on Portuguese

football.
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Appendix 4 — Notes from our visits to the stadium during matchdays | Source: Own

elaboration

Quality and condition of
the stadium facilities
(seating, restrooms,
concessions, signage).

Physical Environment

Variety, quality, and
pricing of food and
beverages, and whether
these contribute
positively to the overall
match experience.

Fan Amenities
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=%
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1
g
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Activities or
entertainment options
available to fans before
the match and during
half-time (music, fan
zones, interactions with
mascots, etc.).

g
w2

Pre-match and Half-
time activities

Parking options, options

A ibili 3
ceessbliLy to go to the stadium

Po 0 po O 0 d
Notvey somforabl i o el e THE SIS s o
 The view from the stadium is very ot very comiortavle chairs hat I IKe -, g jycter that we went  » The stadium definitely
. they were going to break if leaning back . i
pretty (we saw some people just . X into the wrong stadium needs a
L . . . « Stadium screen not working. No way to .
admiring the view in certain locations) Kknow the time or scor sector. renovation/better
« Very beautiful stadium with bright . OW e tine or Seore There was many graffitis maintenance
* No signs to know where anything is (club "
colors L . around the stadium « It would benefit
. shop, Pavillion, bars, ticket shop or . .
* A lot of open space as well as sitting made by fans against the immensely from better
areas . LR old SAD and modern signs and directions
« Girls bathroom does not have any soap to
football
wash the hands or towels
« Three different places where you
could buy food.
* The pri le wh
come Z;?fovﬁre;zfjnzz: :llube: * There was no cloakroom (however,
P s gue - people at the club shop were nice and let « Selling bundle tickets
(particularly more trendy items like . .
. you leave stuff there) specially tailored for
Bifana or beer) L q .
o el s Gt (st « Big line for food at half-time foreigners to have the
P * Both restaurants a the stadium were Tasted the Bifana and ~ "authentic Portuguese
magiore) losed (even though the gam n beer and it d  footballing experience”
o it T sl g el s closed (even thou e game was on a eer a Was oo ootballing experience
. Sunday at 15h) with the match ticket, a
during the match (popcorn, water, . .
" " « All the bars were exactly opposite of the Bifana, a bear, and a
sweets, and even "Pastel de Nata", . 3 B
side where you have a great view, losing a Pastel de Nata

which was a nice touch)
* Snack shop open and accessible
during the match and with prices very
similar to the outside ones

good opportunity to have a great terrace

* Having inflatables for
kids or people doing cool
make-up on
them/ballons or
footballing challenges
* Pressure federations to
schedule other sports
games to 1/1h30 before
the football matches, as
that way people could
watch that as a "warm
up" for the main event
* Have the museum
open on gamedays with
free entrance and for
specific games have
specific curated
expositions. Ex: For the
game against Atlético CP
have at the entrance of
the museum trophies
won against them or
crucial events in the
history of both clubs.

+ No fan zone/particular activities for kids.
They just had a small football field open
where they could play together
« For grown-ups there was not much to do
besides visiting the shop and watching the
start of a Volleyball game on the Pavillion
or an Under-17 football match (but both of
them were just on the warm-up)

* No dedicated Belenenses music outside
the stadium to create ambiance
* No activites at half-time
* The museum was closed
+ The recently built viewpoint was closed

* There was a mascot walking around
the area and taking photos with kids,
but had low energy and wasn't
particularly charismatic

* There is parking inside the stadium
and it is cheap (1€ per car)

* There are also plenty of parking * No metro
spots around the stadium « It is close to the "Linha de Cascais" train
« Bus lines stopping close to the system and not the "Linha de Sintra” which
stadium is the most widely used

* There is also the "Belém" train
station but is a reasonable walk
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Fan E

Stadium Attendance and Demographics

Topic Description Grade (1-5) Positive points Observations Ideas

« Were very passionate during the
whole game even when losing

* Did massive amounts of noise when
decisions were taken by the referee

against Belenenses

* Very supportive of the team and

« Even though the atmosphere was very

Note how fans respond loud, electrifying, and even funny, it wasn't

Fan Reactions to  to different phases of the players Pushmg them to £ f(-n' the g il Sl o e ol
Performance game (e.g., goals, fouls, draw (which was very electrifying) but . ".". .
L. . joining the insults towards referees and
referee decisions) also very demanding of the team to go opposition
forward and play with an attacking PP
style
* The older ladies were very funny

when speaking to Belenenses players
or complaining about the opposition

Estimate the percentage
of seats filled and the « The stadium is huge (around 20,000
overall attendance seats) so tche majority of it is closed. T e
compared to the Everyone is placed on the same sector ver 1 and the ran;
a stadium’s capacity. Also, (which makes it look like we are 3 b p e
Stadium Occupancy . * The Ultras area was filled (they are a in demographics as well,
Levels see if there are bi ) surrounded by a lot of people, maybe 3 what they were missi
noticeable differences '8 group 500), but when you look at the rest of the was m;:' conle in :Ef
between the types of stadium it looks very empty (the visiting stapl‘ P
attendees (e.g., hardcore fans are on the opposite side of the stadium
fans vs. casual but they weren't also that many)
spectators)
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Marketing and Communication Strategy

In-Stadium Marketing

Merchandising

Social Media

How does the club
communicate with fans
inside the stadium—do

they use big screens,
banners, or
announcements to
engage and inform? Are
there advertisements for
club memberships or
upcoming events?

Look at the availability
and visibility of club
merchandise. Are there
stands that promote the
brand?

Are there social media
prompts or campaigns
being advertised at the
stadium (e.g., hashtags,

photo opp ities)?

This can bridge the in-

stadium and digital fan
experience

* There was a speaker in the stadium
that pushed for the fans before the
game
* They have some big advertising
tarpaulins, very visible, inside the
Stadium to advertise their partners

* They had both the shop (which was

full) and the outlet station in the
stadium.

* There was merchandising being sold

outside the stadium
* Almost everyone with much

merchandising (hats, scarfs, and shirts

mainly)

+ The speaker was very silent after the
match started and didn't celebrate much
when the goal happened or intervened at

half-time or when the game ended
+ As mentioned before, there was basically
nothing related to the marketing of the club
or its initiatives showed anywhere (either
digitally or physically)

* There was no signage to indicate where
was the shop or outlet station (or even that
it existed).

« Even though the shop was full, the
majority of customers were there to buy
tickets, which probably made people who
wanted to actually buy merchandise find it
more difficult to walk around the shop and
have to wait for more to purchase
+ The merchandising sold outside the
stadium was by an ambulant vendor selling
what looked to be counterfeit items

« Absolutely no social media integration
inside the stadium

+ The photos taken during the game and ~ We suspect people didn't

posted on Instagram by Belenenses are
taken with the empty stands as background
and not the full ones, making it look like
there was no one in the stadium. There
wasn't a single photo of fans shared on the
official social media channels of the club
* We didn't see many fans taking photos in
the stadium of off the stadium

take many photos
because the club isn't
trendy, currently (and
therefore not very
sharable on social
media)

« The shop will be
moved to the boundaries
of the stadium which is
good for passersby, but
on matchday, there
should also be a shop
inside the stadium. We
find it hard to imagine
that people who are
already inside the
stadium will go down all
the stairs to go to the
shop whenever they
want to kill time or just
see what's new (for
convenience purposes)

* Have someone from
the club interview and
do challenges with the
fans pre-match (in
exchange for a scarf or
piece of merchandise) to
then be shared on the
club's social media
« Collaborate with sports
influencers to have them
£o to the stadium (pay
them the full experience)
and therefore record and
advertise their
experience
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Appendix 5 — Analysis of current fan engagement and loyalty strategies | Source: Own
elaboration

Belenenses actively engages with its local community to attract younger audiences and foster
long-term loyalty. The club collaborates with local schools by offering tickets to children,
requiring accompanying adults to purchase their own (Marketing Head). Players and the club
mascot also visit schools on special occasions, strengthening connections with the youth (Local
1). Additionally, students from those schools also benefit from discounts of 14% for participating
in club activities and 10% for hosting birthday parties or attending summer camps at the club
facilities (Marketing Head). Partnerships extend to universities like Nova and IADE, where
collaborative projects engage students in the club’s activities, fostering a deeper connection with
young adults in the surrounding area (Board Member; Marketing Head). Partnerships with local
businesses and associations further expand the club’s community impact, such as initiatives with
Lidl and Refood to redirect food waste to those in need and other socially responsible campaigns
like cancer awareness events with Liga Portuguesa Contra o Cancro or a special event promoted
by the club yearly for the International Day of People with Disabilities. However, the Marketing
Head believes the club has some room for improvement when fulfilling contractual obligations.
Something corroborated by Fan 1 who previously worked on sponsorships.

When it comes to direct communication with members, the club uses email marketing, focusing
on internal updates such as general assembly convocations. Segmentation is limited to
demographic data and membership fee payments, with no complex profiling based on behaviors
such as match attendance or shop purchases because the club does not have that information.
The club doesn’t know the items it sells the most or what are the days with the most purchases,
as no data is collected (Marketing Head).

Belenenses leverages its social media platforms primarily for informational purposes but also

pursues some fan engagement initiatives. Promotional photos are often taken in key areas of the
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region, as well as occasional photos of supporter crowds are posted, and informative updates
such as news on club management, partnerships, convocations for General Assemblies, and
information on closed doors training games (CF Os Belenenses, n.d.-a; n.d.-b). Instagram is also
leveraged for gameday build-ups in collaboration with rivals (CF Os Belenenses n.d.-b), while
X is used for expressing the club's culture and identity through bolder, funnier, and more
authentic content (CF Os Belenenses n.d.-c).

In terms of ticketing, they started to sell them online last season, even though only for members
and not the general public. The club’s structure knows this is not enough, but it is a step in the
right direction, just like the fact that members can pay their membership fees online now
(Marketing Head). Fans also appreciate that the “Passe 1919” (which is equivalent to a season
pass) allows them to bring a guest to games, promoting the social event aspect of a football
match and fostering inclusivity and engagement (Local 1).

On the matchday itself, food trucks and bars within the stadium are recognized by fans as
effective ways to encourage community interaction. A fan zone is occasionally present but was
only available in one of the three games we visited, with 2 of the 3 fans we interviewed finding
it underwhelming. Previously, players greeted fans after matches, creating a stronger player-fan
bond, but this tradition ceased last season when they played in the professional league (2"
division) (Marketing Head).

When it comes to facilities, efforts are being made for the sporting complex to become more
welcoming and comfortable, particularly through partnerships like the one with British School,
where the area around the old swimming pools was re-painted and reconditioned (Marketing
Head), the collaboration with Lidl to improve the entrance area, which now includes a
sightseeing space, or the transformation of the current space of the club shop into a café and
terrace where parents can relax or work while waiting for their children (Board Member).

Additionally, they also have a museum (which has free visits during matchdays for people who
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bought a ticket) and offer guided tours of it (Appendix 6). However, the museum suffers from a
lack of promotion. This was evident in our interviews, as none of the three tourists who attended
a match (and were eligible for free entry) were aware of its existence. Moreover, even though
the information provided is that they offer guided visits to the stadium, they do not do it, and

their guided visits to the museum are in Portuguese only.

103



Appendix 6 — Museum Price List | Source: Own photo

PRECARIO SALA DE TROFEUS E MUSEU MANUEL BULHOSA

Tipos de visitas:

» Visita guiada s6 ao museu

» Visita guiada ao complexo do Restelo (museu incluido)
(Ponto de encontro — Loja Azul -> Sala de Imprensa > Balnearios - Relvado e pista

de atletismo > Mural dos Campedes > Pavilhdo Ramos Lopes = Pavilhdo Acacio
Rosa - Museu - Topo Norte - Loja Azul)

Visita guiada sé ao Visita guiada ao complexo
museu do Restelo (museu incluido)

Sécios do Clube de Grati 2
Futebol “Os Belenenses” palS Gratis

N&o Sécios (Prego por pessoa) J
Até aos 12 anos Gratis l Gratis

Maiores de 13 anos 5,00€ [ 10,00€

Grupos (preco coletivo e perante marcagao prévia)

De 6 a 10 pessoas 30,00€ 45,00€

De 11 a 20 pessoas 45,00€

De 21 a 25 pessoas 75,00€
774

Informagdes adicionais:

» N3o é permitido a entrada de animais de estimagdo nos espagos interiores,
relvado e pista do estadio principal.

Nazo é permitido fumar durante as visitas.
Durante a visita ndo é permitido filmar. Apenas fotografar.

O Clube de Futebol “Os Belenenses” agradece o interesse demons}rado nas visitas e
deseja que desfrutem, regressando brevemente as nossas instalagdes.
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Appendix 7 — Survey Questions and Results | Source: Own elaboration

The possible answers to each question will be translated inside the parentheses and in the order
they appear on the survey question (from top to bottom). In the case of questions that have
“other” options and those that allow open answers, the list of written answers will be displayed.
For some questions, variations of the answers will be shown with filters applied using the
methodology “question - filter [letter identifying the filter]”. These were used to gather extra
insights. The ones placed here are the ones mentioned in the analysis text.

To facilitate quantitative analysis, in some relevant cases, it will also be provided a “Percentage
and Count table” containing the percentage and number of responses of each possible answer to
a given question.

The questions are shown in the same order they were shown to the respondents.

Question 1: Do you accept to take part in this study? (“Aceito fazer parte deste estudo” = Yes;
“Nao aceito fazer parte deste estudo”: No)

Ola! Somos um grupo de estudantes da Nova SBE, e no &mbito da nossa tese, queremos compreender as percecdes dos adeptos sobre a identidade, comunicagao e processos de digitalizacdo do Belenenses, bem
como o impacto destas dimensdes no envolvimento e lealdade dos fas. As suas respostas irdo ajudar-nos a avaliar como o clube é visto pelos adeptos e a explorar estratégias para fortalecer a ligagao entre o clube e a

sua comunidade de apoiantes. Este inquérito é anonimo e Nao existem resp certas ou erradas — o importante é que responda de forma honesta e baseada na sua experiéncia e opinido pessoal. O
preenchimento do questionario demora cerca de 10 minutos e os resultados serdo utilizados exclt ite para fins i visando elaborar recomendacées estratégicas para melhorar a experiéncia e o
envolvimento dos adeptos com o clube. Agradecemos desde ja a sua disponibilidade e o seu contributo para este estudo! 786 ®

Question 2: Do you know Belenenses? (Yes; No)
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Ja contactou com o Belenenses? 774 ©

Question 3: Are you a member of Belenenses (“Sim, sou s6cio”); a non-member fan (Sim, sou

adepto); or none of those options (“Nao”)?

E adepto e/ou sécio do Belenenses? 755 ©

Question 4: Select your level of agreement, on a scale of 1 to 7, with the following sentences;

b

“Belenenses is a club involved with the community.”; "Belenenses is an authentic and historic
club."; "Belenenses is an underdog club (a club that starts from a disadvantaged position).";

"Belenenses is an innovative club."; Belenenses is a club that prioritizes the development of

young players and shaping responsible citizens.”; Belenenses is a resilient club.”.

Numa escala de 1 a 7, sendo 1 "Discordo totalmente” e 7 "Concordo totalmente”, indique o seu nivel de concordancia com a seguinte afirmagdo: 637 ©

Numa escala de 1a 7, sendo 1 "Discordo totalmente™ e 7 "Concordo totalment. Average Minimum Maximum Count
O Belenenses é um clube envolvido com a comunidade. 5.08 1.00 7.00 637
O Belenenses é um clube auténtico e histérico. 6.87 1.00 7.00 637

0 Bel é lube underd; lub te d do d
de; enenses é um clube underdog (um clube que parte de uma posicéo de 5.00 1.00 7.00 637

O Belenenses é um clube inovador. 351 1.00 7.00 637

0 Belenenses é um clube que prioriza a formago de jovens jogadores e a

5.40 1.00 7.00 637
construgdo de cidados.

O Belenenses é um clube resiliente. 6.35 1.00 7.00 637

Question 5: Order those perceptions from 1 to 6, with 1 being the perception you believe best

describes Belenenses.
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Ordene as seguintes percecdes de acordo com o que considera que melhor define o Belenenses, atribuindo o nimero 1 a caracteristica mais representativa e 6 8 menos representativa: 637 ©

21 82 83 B4 s ®se

Question 6: Select your level of agreement, on a scale of 1 to 7, with certain perceptions of
Belenenses. (“Belenenses' identity has been shaped more by the resilience of its members than
by the club's own structure.”; “Belenenses' identity has significantly improved since the
separation from the SAD.”; “Belenenses is a club that positions itself against modern football
trends and maintains an authentic and traditional approach.”; “I would be interested in

participating in initiatives that help the club.”; “Belenenses is a club receptive to ideas from

fans/members and acts on them.”)

Numa escala de 1 a 7, sendo 1 "Discordo totalmente” e 7 "Concordo totalmente”, indique o seu nivel de concordancia com a seguinte afirmagao: 637 ©
Numa escala de 1 7, sendo 1 “Discordo totalmente® e 7 “Concordo totalment Average Minimum Maximum Count
Alidentidade do Belenenses fol moldada mais pela capacidade de superag3o do. 5.28 1.00 7.00 637
A do melhorou desde a separao co 5.97 1.00 7.00 637
0O Belenenses é um clube que se posiciona contra as tendéncias modernas do f. 5.15 1.00 7.00 637
Estaria interessado em participar em iniciativas que ajudem o clube. 5.76 1.00 7.00 637
0 Belenenses é um clube receptivo a ideias de adeptos/sécios e age sobre el 4.08 1.00 7.00 637

Question 7: Select your level of agreement, on a scale of 1 to 7, with certain statements according

to your actions towards the club. (Fan engagement scale)

Numa escala de 1 a 7, sendo 1 "Discordo totalmente” e 7 "Concordo totalmente”, indique o seu nivel de concordancia com a seguinte afirmagdo: 637 ©

Numa escala de 1a 7, sendo 1 “Discordo totalmente® e 7 “Concordo totalment Average Maximum Count
Leio em féruns e érios de outras pessoas sobr 5.07 1.00 7.00 637
Ajo de forma a facilitar a gestao dos eventos do Belenenses. 4.80 1.00 7.00 637
Quando tenho um problema nos jogos do Belenenses, fao questdo de informar 355 1.00 7.00 637
Se tiver uma ideia Gtil sobre como melhorar os produtos ou servigos do Bele 3.50 1.00 7.00 637

as estatisticas de jogadores especif 377 1.00 7.00 637
Passo bastante tempo a discutir questdes relacionadas com o Belenenses com 4.10 1.00 7.00 637
Utilizo os meus conhecimentos para avaliar o desempenho do Belenenses. 4.94 1.00 7.00 637
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Question 8: Select your level of agreement, on a scale of 1 to 7, with certain statements according

to your actions towards the club. (Attitudinal loyalty scale)

Numa escala de 1 a 7, sendo 1 "Discordo totalmente” e 7 "Concordo totalmente”, indique o seu nivel de concordancia com a seguinte afirmagao: 637 ©

Numa escala de 1 a 7, sendo 1 "Discordo totalmente™ e 7 "Concordo totalment. Average Minimum Maximum Count
Os sucessos do Belenenses s 0s meus sucessos. 519 1.00 7.00 637
Quando falo sobre o Belenenses, geralmente digo “nés” em vez de “eles”. 6.27 1.00 7.00 637
Quando alguém critica o Belenenses, sinto como se fosse um insulto pessoal 481 1.00 7.00 637
Dé-me prazer assistir aos jogos do Belenenses no estadio. 595 1.00 7.00 637

Question 9: Which platforms do you use to consume content and information related to

Belenenses?

Que plataformas utiliza para consumir Gdo e i a i como ? 755 ©

Answers provided in “Other”:
e Flashscore
e Internet
e  WhatsApp groups
e Belenenses Volleyball Newspaper (online)
e Zerozero
e Discord

e Social network - Apoiobelenenses

e Flashscore
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Sports app (Forza)

OneFootball

Zerozero

Telegram

Conversations with members
Facebook

WhatsApp in a group of Belenenses friends
Telegram

WhatsApp

WhatsApp groups

Facebook

Email

Forza Football

Sports channels on the internet
SofaScore

Club website

Internet

British School of Lisbon (email)
My grandfather

Other websites

Among friends who share the same passion for the club
Zerozero.pt

Club news via email

Canal 11

Question 9 — Filter A: Answers filtered by respondents aged <34
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Question 9 — Filter B: Answers filtered by respondents aged >55

Que plataformas utiliza para consumir contetdo e i i como 61 @

Question 10: Which platforms do you think the club should focus on?

Em que plataformas pensa que o clube deve focar-se? 755 ®

2

v

Jomais desportivos

Instagram

Facebook

Website do clube

ey ]
E—
——

Unkedin

Nenhuma [l

°
@
g
5
8
g
8
%
g
8
g
8
8
&
g

Answers provided in “Other”:
e No opinions
e Other football information apps/sites (Zerozero, OneFootball, Flashscore...)
e Club app eventually
e Internet sites
e  WhatsApp

e WhatsApp and Telegram
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e All possible options

e Club's own magazine or newspaper

e Telegram and WhatsApp channel

e Having an online TV channel

¢ Information on the internet

e Creating its own app

e Teams or Zoom sessions with members
¢ [ have no opinion

e All possible options

e Video streaming and PPV

e Broadcast of B team games and other categories and sports
¢ On the field!

e Club newspaper, online TV

e All options

e Club newspaper (like there used to be)
e British School of Lisbon

e Improvements in sports facilities

¢ Email

e Telegram

e Online TV

Question 10 — Filter A: Answers filtered by respondents aged <34
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Em que plataformas pensa que o clube deve focar-se? 209 ©

Question 10 — Filter B: Answers filtered by respondents aged >55

Em que plataformas pensa que o clube deve focar-se? 261 ©

Question 11: Do you perceive that online discussions and interactions on Reddit are more

reasonable, positive, and constructive than those on Facebook? (Yes; No)

P i que as di: dese i Bes online no Reddit séo mais razoaveis, positivas e construtivas do que no Facebook? 15 ©

sim

Question 12: Do you perceive that online discussions and interactions on Twitter/X are more

reasonable, positive, and constructive than those on Facebook? (Yes; No)

P i que as di: dese i Bes online no Twitter/X sdo mais razoaveis, positivas e construtivas do que no Facebook? 57 ©
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Question 12 — Percentage and Count table

que as discussdes e interagdes online no Twitter’X sio mai , positivas e ivas do que no 251 ®

Question 13: Do you perceive that online discussions and interactions on Instagram are more

reasonable, positive, and constructive than those on Facebook? (Yes; No)

Perceciona que as discussoes € i Ges online no sd0 mais razoaveis, positivas e ¢ ivas do que no Facebook? 212 ©

Question 13 — Percentage and Count table

line no Instagram s&o mais razoaveis, positivas e construtivas do que no Facebook? 212 ©

@ interagBes online no Instagram sio mas razodvels, positivas o pa——

Question 14: Has the negativity you identified led you to distance yourself from discussing
Belenenses on Facebook? (Yes; No)

A ivi que i ifi fa-lo af: de discutir o Belenenses no Facebook? 146 ©

Question 14 — Percentage and Count table
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Anegatividade que identificou fa-lo afastar-se de discutir o Belenenses no Facebook? 146 @

Q35 - A negatividade que identiticou fd-1o atastar-se de discutir © Belenensas no Facebook?

tage ount
sim 62% 9%
Nio 38% 56

Question 15: How do you evaluate your connection with other fans and supporters of the club
through Belenenses' social media? (Extremely well; Very well; Satisfactory; Poorly; Very

poorly)

Como avalia a sua conexao com outros adeptos e simpatizantes do clube através das redes sociais do Belenenses? 755 ©

Question 15 - Percentage and Count table

Como avalia a sua conexéo com outros adeptos e simpatizantes do clube através das redes sociais do Belenenses? 755 ©

@27 - Com:

através das redes sociais do Belenenses?

cantag Cou
Extremamente bem 7% 53
Muito bem 21% 202
Satistaz 519% 387
Mal 10% 79
Muito Mal 5% 34

Question 15 — Filter A: Answers filtered by respondents aged <17

Como avalia a sua conexio com outros adeptos e simpatizantes do clube através das redes sociais do Belenenses? 10 ©

Question 15 — Filter B: Answers filtered by respondents living outside of Portugal
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Como avalia a sua conexdo com outros adeptos e simpatizantes do clube através das redes sociais do Belenenses? 25 ©

Question 15 — Filter B - Percentage and Count table

Como avalia a sua conexéo com outros adeptos e simpatizantes do clube através das redes sociais do Belenenses? 25 ©
Q27 Como avalia a sua conexio com outros adeptos e simpatizantes do clube através das redes sociais do Belenenses? Percentage Count
Muito bem 8% 2
Satisfaz 68% 17
Mal 20% 5
Muito Mal 4% A

Question 16: Do you participate in conversations, discussions, or fan communities online related

to Belenenses? (Yes; No)

Participa em conversas, discussoes ou comunidades de adeptos online relacionadas com o Belenenses? 755 ©

Question 16 — Percentage and Count table

Participa em conversas, discussdes ou comunidades de adeptos online relacionadas com o Belenenses? 755 @

s ou comunidades de adeptos online relacionadas com o

Question 17: Would you be interested in participating in more online discussions about the club
if Belenenses' social networks promoted these discussions? (Very interested; Quite interested;

Neutral; Slightly interested; Not interested at all)
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Estaria i em 1 mais em di des online sobre o clube, se as redes sociais do pi essa di: d0? 481 ©

Question 17 — Percentage and Count table

Estaria em mais em di 3 line sobre o clube, se as redes sociais do Belenenses promovessem essa discussao? 431 ©
ass envotver-se online sobre o ciube, se as redes sociais do Belenenses promovessem essa discussdo? Percentage Count
Muito interessado 6% 27
Bastante interessado 17% 83
Neutro 4% 210
Pouco interessado 17% 84
Nada interessado 16% 7

Question 18: Do you follow Belenenses on social media? (Yes; No)

Segue o Belenenses nas redes sociais? 755 ©

Question 19: How often do you receive content from Belenenses on digital channels? (Very

regularly; Regularly; Sometimes; Rarely; Never)
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Com que frequéncia recebe contetido do Belenenses nos canais digitais? 755 ©

Question 19 — Filter A: Answers filtered by respondents who follow Belenenses — Percentage

and Count table

Com que frequéncia recebe contetdo do Belenenses nos canais digitais? 575 ©

@31- Com que frequéncia recebe conteido do Belenenses nos canals digitais?
Muito regularmente

Rogularmente

Asvezes

Raramente

Nunca

Question 19 — Filter B: Answers filtered by respondents who don’t follow Belenenses —

Percentage and Count table

Com que frequéncia recebe contetdo do Belenenses nos canais digitais? 160 ®

Q31 Com que frequéncia recebe contedido do Belenenses nos canals digitais?
Muito regularmente

Rogularmente

Asvezes

Raramente

Nunca

Question 20: How do you evaluate the comprehensiveness of the information shared on the

club's main social media platforms (@osbelenenses)? (Very complete; Complete; Sufficient;

Incomplete; Not complete)
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Como avalia a énciadai & i nas principais redes sociais do clube (@osbelenenses)? 575 ©

Completa

Suficiente

Nada compiets. [

100 150 200

Question 21: How do you evaluate the performance of the club's main social media platforms
(@osbelenenses) in promoting sports other than senior football? (Very good; Good; Satisfactory;

Poor; Very poor)

Como avalia o desempenho das principais redes sociais do clube na o de i para além do futebol sénior? 575 ©

Question 22: Is it important to you that the club's main social media platforms (@osbelenenses)
also serve as a source for promoting other sports? (Very important; Important; Neutral; Slightly

important; Not important at all)

E para si importante que as principais redes sociais do clube (@osbelenenses) sejam também uma fonte de divulgagéo de outras modalidades? s62 ©

o 50 100 150 200 250 300

Question 23: Do you think the club has a consistent image across the social media platforms of
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its different sections/modalities? (Very consistent; Consistent; Neutral; Slightly consistent; Not

consistent at all; I don't know)

Considera que o clube possui uma imagem consistente entre as redes sociais das varias sec¢desimodalidades? 575 ©

Question 24: Is it important to you that the club has a consistent image across the social media
platforms of its different sections/modalities? (Very important; Important; Neutral; Slightly

important; Not important at all)

E para si importante que o clube possua uma imagem consistente entre as redes sociais das varias sec¢es/modalidades? 562 ©

Question 25: How would you classify the social media of Belenenses? (Very dynamic; Dynamic;

Neutral; Slightly dynamic; Not dynamic at all)

Como classifica as redes sociais do Belenenses? 575 ©

50 100 150 200

Question 26: How interested would you be in more dynamic content on Belenenses’ social media

(e.g., challenges with players, video content about games, behind-the-scenes, etc.)? (Very
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interested; Quite interested; Neutral; Slightly interested; Not interested)

Quio interessado estaria em contetido mais dinamico nas redes sociais do Belenenses (ex: desafios com jogadores, contetido em video sobre os jogos, bastidores, etc.)? 755 ©

Question 26 — Filter A: Answers filtered by respondents aged <34

Quio interessado estaria em conteiido mais dinamico nas redes sociais do Belenenses (ex: desafios com jogadores, contetido em video sobre os jogos, bastidores, etc.)? 208 ©

Question 26 — Filter A — Percentage and Count table

Quio interessado estaria em contetdo mais dinamico nas redes sociais do Belenenses (ex: desafios com jogadores, contetido em video sobre os jogos, bastidores, etc)? 209 @

Q43 - Quio redes sociais desaios com jogadores, conteddo em video sobre 05 jogos, — poe
bastidores, etc)? e

Muito interessado

46% 97
Bastante interessado 33% 68
Neutro 14% 29
Pouco interessado % 9
Nada interessado 3% 3

Question 27: What would your level of interest be in more interactive content on Belenenses’
social media (e.g., Q&A with players, quizzes, polls, etc.)? (Very interested; Quite interested;

Neutral; Slightly interested; Not interested)
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Qual seria o seu nivel de il em (ido mais i ivo nas redes sociais do (ex.: e com

quizzes, ges, etc)? 755 ©

Bastante interessado

Neutro

Nodainteressdo NN

° 50 100 150 200 250

Question 27 — Percentage and Count table

Qual seria o seu nivel de interesse Gido mais interativo nas redes sociais do (ex.: perguntas e respostas com jogadores, quizzes, votacdes, etc)? 755 ©
S S e R s (ex: perguntas e fogaderes, quizzes, — o
Muito interessado 30% 227
Bastante Interessado 38% 284
Neutro 23% 175
Pouco interessado 6% 47
Nada interessado 3% 22

Question 27 — Filter A: Answers filtered by respondents aged <34

Qual seria o seu nivel de interesse Gdo mais interativo nas red iais do

(ex.: perguntas e respostas com jogadores, quizzes, votacdes, etc.)? 209 ©

Bastante Interessado

Question 27 — Filter B: Answers filtered by respondents aged >55

Qual seria o seu nivel de interesse Gdo mais interativo nas red iais do

(ex.: perguntas e respostas com jogadores, quizzes, votagdes, etc.)? 261 ©

Bastante interessado

Question 27 — Filter C: Answers filtered by non-fan respondents
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Qual seria o seu nivel de interesse Gdo mais interativo nas red iais do

(ex.: perguntas e respostas com jogadores, quizzes, votagdes, etc)? 118 ©

Question 28: How likely are you to participate in club initiatives that encourage fan-created
content on social media (e.g., challenges, contests, support messages, photos, etc.)? (Very likely;

Quite likely; Neutral; Slightly likely; Not likely)

Qual a il de icipar em iniciativas do clube que incentivem a criagéo de contetdos pelos adeptos nas redes sociais (ex.: desafios, concursos, mensagens de apoio, fotos, etc.)? 637 ©

Bastante provével

Question 28 — Percentage and Count table

Quala il de participar em iniciativas do clube que i a criagio de contelidos pelos adeptos nas redes sociais (ex.: desafios, concursos, mensagens de apoio, fotos, etc)? 37 ©

@50 - Quat a probabllidade de participar em o clube que Incentivem a criagio de conteddos pelos adeptos nas redes socials (ex.
desat 08, mer w

gens de apoio, fotos, etc? Parcentage Gt
Muito provavel 23% 144
Bastante provivel 7% 233
Neutro 2% 156
Pouco provavel 12% 75
Nada provével 5% 29

Question 28 — Filter A: Answers filtered by respondents aged <34

Quala ilidade de participar em iniciativas do clube que i a criagao de conteudos pelos adeptos nas redes sociais (ex.: desafios, concursos, mensagens de apoio, fotos, etc)? 116 ©

Question 28 — Filter B: Answers filtered by respondents aged >55
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Quala ilidade de participar em iniciativas do clube que i a criagdo de conteudos pelos adeptos nas redes sociais (ex.: desafios, concursos, mensagens de apoio, fotos, etc)? 251 ©

Question 29: How likely are you to share Belenenses content on social media? (Very likely;

Quite likely; Neutral; Slightly likely; Not likely)

Qual a il de partilhar ido do nas redes sociais? 755 ©

Question 30: As a member, how interested would you be in receiving exclusive digital content
and features (e.g., exclusive videos, live Q&A sessions, merchandise voting, etc.)? (Very

interested; Quite interested; Neutral; Slightly interested; Not interested)
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Enquanto sécio, quéo interessado estaria em obter ido digital e

01 ©

(ex: videos exclusivos, sessGes de perguntas e respostas ao vivo, votagdo em produtos de merchandising, etc.)?

Muito interessado. |

Bastante interessado

Nadainteressado [N

o 50 100 150 200
Enquanto socio, quéo interessado estaria em obter conteudo digital e funcionalidades exclusivas (ex: videos exclusivos, sessdes de perguntas e respostas ao vivo, votagéo em produtos de merchandising, etc)? 501 ©
a1 g (ox sessdes de perguntas e s P
respostas a0 vivo, votagso em produtos de merchandising, etc)? ¢
Muito interessado 33% 200
Bastante Interessado £ 224
Neutro 2% 126
Pouco interessado 6% 39
Nada interessado 2% 12
Qual seria o seu nivel de interesse em pagar uma subscricéo para ter acesso a contetido digital e funcionalidades exclusivas (ex. videos exclusivos, sessdes de perguntas e respostas ao vivo, votag&o em produtos de merchandising, etc)? 3 ©
Wieo inseressoco [
Bactante Ineressado
Neutro
Pouco interessado
Noga nteressado
. o 12
Qual seria o seu nivel de interesse em pagar uma subscricio para ter acesso a conteddo digital e funcionalidades exclusivas (ex.: videos exclusivos, sessdes de perguntas e respostas ao vivo, votag&o em produtos de merchandising, etc)? 3 ©
@52 Qual seria o seu nivel de interesse em pagar uma . exclusivas (ex.; videos exclusivos, sessBes
de perguntas ¢ respostas ao vivo, Gho em produtos de merchandising, etc)? s St
Muito Interessado % 1
Bastante interessado 22% [
Neutro 36% 13
Pouco Interessado 25% 9
Nada Interessado 14% ]

Question 30 — Filter B: Answers filtered by non-fans respondents
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Qual seria o seu nivel de interesse em pagar uma subscricéo para ter acesso a contetido digital e funcionalidades exclusivas (ex. videos exclusivos, sessdes de perguntas e respostas ao vivo, votag&o em produtos de merchandising, etc)? 115 ©

Question 30 — Filter B — Percentage and Count table

Qual seria o seu nivel de interesse em pagar uma subscricio para ter acesso a contetido digital e funcionalidades exclusivas (ex.: videos exclusivos, sessdes de perguntas e respostas ao vivo, votag&o em produtos de merchandising, etc)? 115 ®

videos exclusivos, sessdes

Percent Count

1% 1
Bastante interessad 1% 1
Neutr 18% 21
P teressad: 17% 20
Nada interessado 64% 75

Question 31: What would your level of interest be in paying for a subscription to access exclusive
digital content and features (e.g., exclusive videos, live Q&A sessions, merchandise voting,

etc.)? (Very interested; Quite interested; Neutral; Slightly interested; Not interested)

Qual seria o seu nivel de interesse em pagar uma subscri¢@o para ter acesso a ido digital e i i ivas (ex.: videos exclusivos, sessGes de perguntas e respostas ao vivo, votacdo em produtos de
merchandising, etc.)? 154 ©

Question 32: Would you be interested in being rewarded for your involvement with the club
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(e.g., rewards for attending all home games, sharing content, interacting with the club online,

etc.)? (Very interested; Quite interested; Neutral; Slightly interested; Not interested)

Estaria il em ser pelo seu i com o clube (ex: recompensas por ir a todos os jogos em casa, por partilhar contetido, por interagir com o clube online, etc.)? 755 ©

Question 33: Do you think that recognition for your loyalty would increase your engagement

with the club? (Yes; No)

Acha que esse reconhecimento pela sua lealdade aumentaria o seu envolvimento com o clube? 5% ©

Question 33 — Percentage and Count table

Acha que esse pela sua lealdade ia 0 seu i como clube? 595 ©
@64 - Acha que esse reconhecimento pela sua lealdade aumentaria o seu envolvimento comoclube? — percenta " Count
Sim 1% 426
Nio 29% 170

Question 33 — Filter A: Answers filtered by respondents aged < 34

Acha que esse reconhecimento pela sua lealdade aumentaria o seu envolvimento com o clube? 176 @

Question 33 — Filter B: Answers filtered by respondents aged >35 and <54
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Acha que esse pela sua lealdade ia 0 seu i como clube? 239 @

Question 33 — Filter C: Answers filtered by respondents aged >55

Acha que esse pela sua lealdade ia 0 seu i como clube? 181 ©

Question 33 — Filter D: Answers filtered by member respondents

Acha que esse reconhecimento pela sua lealdade aumentaria o seu envolvimento com o clube? 479 @

Question 33 — Filter E: Answers filtered by non-member fan respondents

Acha que esse reconhecimento pela sua lealdade aumentaria o seu envolvimento com o clube? 33 @

&

Question 34: Would you be willing to participate in the club’s digital "crowdfunding" initiatives
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to support concrete projects? (Note: "crowdfunding" is a form of collective financing where a
group of people voluntarily contributes small amounts of money, often via a digital platform, to
support a project or idea.) (Very willing; Quite willing; Neutral; Slightly willing; Not willing)

Estaria disposto a participar em “"crowdfundings” digitais do clube e apoiar projetos concretos? (Nota: o “crowdfunding” é uma forma de financiamento coletivo em que um grupo de pessoas contribui voluntariamente
com pequenas quantias de dinheiro, geralmente por meio de uma plataforma digital, para apoiar um projeto ou ideia. 755 ©

Neutro

Nada disponivet |

50 100 150 200 250

Question 35: (Yes; No)

O clube comunica diretamente consigo de forma regular? 755 ©

100 200 300 400 500

Question 35 — Filter A: Answers filtered by member respondents

O clube comunica diretamente consigo de forma regular? 501 ©

Question 35 — Filter B: Answers filtered by respondents aged <34
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O clube comunica diretamente consigo de forma regular? 209 ©

3

Question 35 — Filter C: Answers filtered by respondents aged >35 and <54

O clube comunica diretamente consigo de forma regular? 285 ©

Question 35 — Filter D: Answers filtered by respondents aged >55

O clube comunica diretamente consigo de forma regular? 261 ©

Question 36: Do you feel that the communication you receive is personalized for you? (Yes; No)

Sente que a icagdo que recebe é i parasi? 238 ©

°
g

100

Question 37: Would you like there to be more regular communications? (Yes; No)

129



Gostaria que existi icades mais 2 755 ©

Question 37 — Percentage and Count table

Gostaria que existissem comunicagdes mais regulares? 755 @
@69 - Gostaria que existissem comunicacdes mals regulares? Percentage Count
75% 568
Nio 25% 187

Question 37 — Filter A: Answers filtered by non-fans respondents — Percentage and Count table

Gostaria que existissem comunicades mais regulares? 118 @

” Count
sim 36% a2
Nio 64% 76

Question 38: Are you willing to answer online questionnaires in the future to support the club?

(Yes; No)

Estaria disposto a responder a questionarios online no futuro para apoiar o clube? 755 ©

Question 38 — Percentage and Count table

Estaria disposto a responder a questionarios online no futuro para apoiar o clube? 755 ©

rrrrrrrr e Count
sim 92% 697
Néo 8% 58

Question 39: How frequently are you willing to answer these questionnaires? (Monthly;
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Quarterly; Semi-annually; Annually)

Com que regularidade estaria disposto a responder a estes questionarios? 97 ©

s

Question 39 — Percentage and Count table

Com que regularidade estaria disposto a responder a estes questionarios? 97 ©

@59 - Com que regy 2 estes Percentage Count
Mensalmente a% 288
Trimestralmente 35% 242
Semestralmente 13% 91
Anualmente 1% 7%

Question 40: How often do you visit the club's website? (Daily; Weekly; Monthly; Quarterly;

Rarely)

Com que frequéncia visita o website do clube? 296 ©

Question 41: What is the main reason for visiting the Belenenses website? (News and updates;
Event calendar; Information about members; Club history/information; Merchandise/Azul store;

Other)

Qual é a principal razéo pela qual visita o website do Belenenses? 296 ©

Answers provided in “Other”:
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e Everything

e The website is not visited because it is always outdated

e The site is not updated

e Unfortunately, I gave up. Even today, there are tweets from 2022 and videos of Vasco
Faisca on the homepage :-( Shameful

e [ don't have social media, but it matters little; the website is inactive

Information about sports

Question 41 — Percentage and Count table

Qual é a principal razéo pela qual visita o website do Belenenses? 206 ©

@72 - Qual & a principal razio pela qual visita o website do Belenenses? - Selected Choice Percentage  com
Noticias & atualizagdes 60% 178
Calendario de jogos 17% 51
Informagges sobre ser séclo 1% 4
Historia ou informages do clube 5% 16
Merchandising/Loja Azul 13% 38

Outro 4% 1

Question 41 — Filter A: Answers filtered by non-fan respondents

Qual ¢ a principal razéo pela qual visita o website do Belenenses? 4 @

Question 42: Is the information on the website up-to-date and accurate? (Always; Most of the
time; Occasionally; Rarely; Never)

Ainformagao no website esta atualizada e € precisa? 298 ©

Question 43: How satisfied are you with the content provided on the website (e.g., news articles,
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interviews, etc.)? (Very satisfied; Satisfied; Neutral; Dissatisfied; Very dissatisfied)

Quio satisfeito esta com o contetdo fornecido no site (ex.: artigos de noticias, entrevistas, etc)? 298 ©

Question 44: What is the importance of the website for your involvement with Belenenses?

(Extremely important; Very important; Neutral; Slightly important; Not important at all)

Question 44 — Filter A: Answers filtered by non-member fans

Question 44 — Filter B: Answers filtered by non-fans

Question 45: Would you like the club to have an app that centralizes all information about it?
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(Yes; No)

staria que existisse uma app do clube que centralizasse toda a informag&o sobre 0 mesmo? 0]

Question 46: Is there any area you would like to see more digitized in the club? ([Open-ended

responses])

Player history, more dynamic. Promotions and stores. AG’s previewing topics

Football

Football

Membership database

Historical archive

Development of more technological layers (e.g., Esports)

Membership sign-up

A club app with transparent information about games, results, players, transfers, etc., and
easier access to tickets and membership management (e.g., becoming a member, managing
fees)

Venue map and points of interest

Everything

Everything

All

Rugby

Blue Store, youth development, all sports—basically everything

Sports
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Streaming of sports

App for members with direct connection to the Blue Store (create a shopping cart, pay
membership fees, update personal data, etc.)

The entire history and achievements of the club

Invest in social media (Instagram, X, TikTok) to keep the club relevant for future generations
and attract better sponsorships

Youth football

Matchday and sports

The museum

Youth futsal development

General digitalization of all processes is imperative. Unfortunately, it is not a reality at the
club, but in professional football, as the main attraction, there should be more focus
Transparent platform showing membership numbers

Improve the online store with regular updates and promotional launches

Ticket office

Stable ATM terminal at the ticket office

Youth development

There are so many topics that this space is too small

Greater insight into senior football management, youth development, and other club sports.
There isn’t enough communication about player transfers, management issues, etc.
Transparency and mutual support are what the club needs

Locker room talk

Ticket and merchandise purchases, event promotions, and campaigns

Day-to-day club activities—not just players but the entire structure

Player information
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TikTok

Membership fee payments

More player contributions

Football

Philosophy of sports in general

Ticket purchases for away games

Basketball. Game retransmissions

Ticket office

The website has been stagnant since July

Statistics (Data & Analytics) / Youth development / Marketing / Ticketing (QR Codes) /
Mobile app

Information on senior football matches and other sports, with more focus and promotion of
these

Entire Rugby section, which is my favorite
Merchandise

Athletics

No

Blue Store

International merchandise shipping

An app with content and the ability to buy tickets
Ticket purchases via the club's website and site updates
TikTok

Everything possible

Other sports—Belenenses isn’t just football

Rugby
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Blue Store website

Handball

Password-protected access to personal data, membership fees, etc. Also for merchandise
purchases

Membership fee payments, stadium and arena tickets, new memberships

Accurate and updated information about the senior team with live results

All rankings of football and other sports, senior and youth

Updated website

Store, statistical data, updated information, news

Updated membership numbers

Club passes, tickets, and equipment purchases

Aquatic sports

Opening of Blue Store (still closed) and modernization of stadium bathrooms

Amateur sports sections

Membership fee payments, ticket purchases, merchandise via delivery companies (e.g.,
Glovo), marketing

Virtual museum access and real-time event updates (more sports, more categories, more
frequency)

No

The club takes almost no suggestions from members. The club has no clear direction; it
operates based on the present when it should focus on the future. Much more could be said,
but it will have to wait

Blue Store

Membership fee payments, digital access to membership cards/tickets, news

How to help the club
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Senior team

Players' medical reports

Sports other than football

Season ticket issues

Idea management platform for members to submit and manage improvement ideas, with
annual recognition for the most impactful ones

Museum / Trophies

Everything

Everything that highlights the club’s rich history, showing it’s not just for "the old guard" or
a club in decline

Regularly updated club website, not stagnant with "latest news" still referencing the start of
Liga 3

More complete information on sports other than football, more detailed information on youth
teams and the B team

General information about all sports on the club website or shared on Instagram
Belenenses’ history

Calendars and results for all sports

Weekly results and standings for all sports

Communication

Online app

An app covering all club activities, uncensored

Yes. An app like the other two Lisbon clubs, allowing membership fee payments,
merchandise purchases, discounts with partners, etc.

Swimming

Store
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Website

Senior football

Matches from various sports—not just football

Club history, great moments, and player biographies
Amateur sports

Secretary and membership fee payments

Marketing

Sports like rugby

Blue Store and multimedia content

Platform for member activities and perks—e.g., races/walks starting and ending at Restelo,

event discounts, etc.

Belenenses newspaper

Stadium entry on matchdays, online ticket purchases, delayed membership fee payments,

store with PayPal integration
Rankings of sports categories

Ticket and membership fee purchases
Calendars and results for all sports
Blue Store

Post-game interviews with coaches
Communication

Updated website and more professional online store
Classic content like old matches
Everything more digitalized

No opinion

Image rights and sponsorship
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Annual tickets and remote payments; I live far from the stadium and have to go to the office
to handle season tickets

Sports, schedules, and registrations

Only those fully informed care and get involved. Sports other than football
Streaming game broadcasts

Member area with ticket prices for football and other sports

Improved Blue Store online

Football

Membership fees and updated membership numbers

Sports section (as a triathlon athlete)

Museum, swimming, ticket office, merchandise, club facilities

The website has been inactive for months

Football and other sports

No

Add MBWay to Blue Store

Statistical information about players and spectator numbers

I don’t know how to answer this question because I strongly disagree with the club's
direction. Although I pay my fees, I feel disconnected from the club
Ticket office

Sports

Football / Youth categories

Amateur sports

Rugby

Youth development

Secretary, store, ticket office
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e Club history

e Sports

Question 46: Representation of answers using a Word Cloud

area interactions stadium medis
integration store
lplatforms e system m
reewards hlStorlng v1aeg a h
— —
events t l e apayments 8 . Ur.(:lm?nso%go gug
o () wa’:
ket - dPPionlinels
hub edigitization &=
communlcation
=

updates

respo

content Streamlng

Question 47: Which gender do you identify with? (Male; Female; Prefer not to say)

Com que género se identifica? 755 ©

Question 48: What is your age? (17 or younger; 18-24; 25-34; 35-44; 45-54; 55-64; 65 or older)

Qual é a sua idade? 755 ©

Question 49: Where is your place of residence? (Greater Lisbon area; Oeiras; Margem Sul;
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Lisbon; Other regions of Portugal; Outside Portugal)

Qual é 0 seu local de residéncia? 755 ©

Question 50: What is the highest level of education you have completed? (Primary school;
Secondary school; Bachelor's degree; Master's degree; Doctorate; Other specialization)

Qual ¢ o nivel académico mais elevado que ja completou? 755 ©

Appendix 8 — Scale used to measure fan engagement | Source:
Fan Learning:

- Leio publicagdes, discussdes em foruns e comentdrios de outras pessoas sobre o
Belenenses nas redes sociais. (I read posts, forum threads, and comments of others about
Belenenses on social media.)

- Acompanho regularmente as estatisticas de jogadores especificos. (I regularly track the
statistics of specific players.)

Fan Resource Integration:

- Passo bastante tempo a discutir questdes relacionadas com o Belenenses com amigos. (I
spend a significant amount of time discussing issues related to Belenenses with friends.)

- Utilizo os meus conhecimentos para avaliar o desempenho do Belenenses. (I use my
knowledge to analyze the performance of Belenenses.)

Ritualistic Fan Behavior:
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Uso regularmente vestuario do clube. (I wear team apparel on a regular basis)
Participo regularmente em atividades com outros adeptos do Belenenses (ex: chegar mais
cedo aos jogos para estar nas rulotes). (I regularly participate in communal activities with

other fans of Belenenses)

Flow Experience:

Quando assisto aos jogos do Belenenses, o tempo passa a voar. (When I watch
Belenenses’ games, time goes by really quickly.)
Fico completamente imerso quando vejo os jogos do Belenenses. (I am absorbed

intensely when watching the games of Belenenses.)

Management Cooper ation:

Tento cooperar com o Belenenses quando assisto aos jogos do clube. (I try to work
cooperatively with Belenenses when attending the games of the club.)
Ajo de forma a facilitar a gestdo dos eventos do Belenenses. (I do things to make

Belenenses’ event management easier.)

Fan Knowledge feedback:

Quando tenho um problema nos jogos do Belenenses, fago questdo de informar o clube.
(When I experience a problem at the games of Belenenses, I let them know about it.)

Se tiver uma ideia 1til sobre como melhorar os produtos ou servigos do Belenenses,
comunico-a ao clube. (If T have a useful idea on how to improve Belenenses’ products or

services, I let the team know about it.)
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Appendix 9 — Scale used to measure fan loyalty | Sources: Yoshida et al. 2014; Yoshida et
al. 2024

Appendix 9.1: Items measuring attitudinal loyalty:

Os sucessos do Belenenses sdo os meus sucessos. (Belenenses’ successes are my

successes. )

- Quando falo sobre o Belenenses, geralmente digo “nds” em vez de “eles”. (When I talk
about Belenenses, I usually say “we” rather than “they”.)

- Quando alguém critica o Belenenses, sinto como se fosse um insulto pessoal. (When
someone criticizes Belenenses, it feels like a personal insult.)

- Da-me prazer assistir aos jogos do Belenenses no estddio. (Watching games of

Belenenses at the stadium gives me pleasure.)

Appendix 9.2: Items measuring behavioral loyalty:

- Leio publicagdes, discussdes em foruns e comentdrios de outras pessoas sobre o
Belenenses nas redes sociais. (I read posts, forum threads, and comments of others about
belenenses on social media.)

- Passo bastante tempo a discutir questdes relacionadas com o Belenenses com amigos. (I
spend a significant amount of time discussing issues related to Belenenses with friends.)

- Uso regularmente vestuario do clube. (I wear team apparel on a regular basis)

Appendix 10 — Demographic data of the members and non-members surveyed | Source:
Own elaboration

The possible answers to each question will be translated inside the parentheses and in the order
they appear on the survey question (from top to bottom).

Membership Status (Member; Non-member)
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E adepto elou sécio do Belenenses? ©

Gender (Male; Female; Prefer not to say)
Com que g identif o]

Place of residence (Greater Lisbon area; Oeiras; Margem Sul; Lisbon; Other regions of Portugal;

Outside Portugal)

Qual ¢ 0 seu local de residéncia? ©

Highest level of Education Completed (Primary school; Secondary school; Bachelor's degree;

Master's degree; Doctorate; Other specialization)

Qual é o nivel académico mais elevado que j4 completou? (0]
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Appendix 11 — Survey results analysis: General Perceptions | Source: Own elaboration

Appendix 11.1: Overall perceptions of respondents

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
community involvement 637 1 7 5.08 1.523
history and authenticity 637 1 7 6.87 .460
underdog 637 1 7 5.00 1.835
innovativeness 637 1 7 3.51 1.755
player development 637 1 7 5.40 1.505
resilience 637 1 7 6.35 1.177
Valid N (listwise) 637

Appendix 11.2: Perceptions of members (Sim sou so6cio = 1.00) and fans (Sim sou sécio =

0.00) subgroups

Group Statistics

EadeptoeouséciodoBelen Std. Error
enses=Sim, sou socio N Mean Std. Deviation Mean
community involvement 1.00 601 5.09 1.529 .062
.00 36 5.03 1.444 .241
history and authenticity 1.00 601 6.88 455 .019
.00 36 6.78 .540 .090
underdog 1.00 601 5.01 1.836 .075
.00 36 4.89 1.848 .308
innovativeness 1.00 601 3.53 1.742 .071
.00 36 3.06 1.926 .321
player development 1.00 601 5.44 1.465 .060
.00 36 4.69 1.954 .326
resilience 1.00 601 6.36 1.162 .047
.00 36 6.19 1.411 .235
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Appendix 11.3: Oneway ANOVA - Perceptions by Age Group

= Oneway
ANOVA
Sum of
Squares df Mean Square F Sig.
community involvement Between Groups 33.177 2 16.588 7.292 <.001
Within Groups 1442.246 634 2.275
Total 1475.422 636
history and authenticity Between Groups 1.080 2 .540 2.562 .078
Within Groups 133.620 634 211
Total 134.700 636
underdog Between Groups 7.921 2 3.960 1.177 .309
Within Groups 2134.073 634 3.366
Total 2141.994 636
innovativeness Between Groups 123.042 2 61.521 21.242 <.001
Within Groups 1836.176 634 2.896
Total 1959.218 636
player development Between Groups 47.807 2 23.904 10.882 <.001
Within Groups 1392.708 634 2.197
Total 1440.515 636
resilience Between Groups 4,599 2 2.299 1.664 .190
Within Groups 876.032 634 1.382
Total 880.631 636
Homogeneous Subsets
community involvement
underdog
Subset for alpha = 0.05
Subset for
GroupsAge N 1 2 alpha = 0.05
Tukey B*® 34y or less 116 4.73 GroupsAge N 1
S555 4 270 5.00 Tukey B*® 34y or less 116 4.81
55y or more 251 5.34 55y or more 251 4.97
Means for groups in homogeneous subsets are displayed. 35- 54 270 511
a. Uses Harmonic Mean Sample Size = 183.954. Means for groups in homogeneous subsets are
b. The group sizes are unequal. The harmonic mean of the displayed.
group sizes is used. Type | error levels are not a. Uses Harmonic Mean Sample Size = 183.954.
guaranteed. . .
b. The group sizes are unequal. The harmonic
mean of the group sizes is used. Type | error
levels are not guaranteed.
history and authenticity
Subset for . .
alpha = 0.05 innovativeness
GroupsAge N 1 Subset for alpha = 0.05
Tukey B*® 55y or more 251 6.82 GroupsAge N 1 2
35- 54 270 6.89 Tukey B*® 34y or less 116 3.01
34y or less 116 6.93 35-54 270 3.22
Means for groups in homogeneous subsets are 55y or more 251 4.04
displayed. Means for groups in homogeneous subsets are displayed.
a. Uses Harmonic Mean Sample Size = 183.954. a. Uses Harmonic Mean Sample Size = 183.954.
b. The group sizes are unequal. The harmonic b. The group sizes are unequal. The harmonic mean of the
mean of the group sizes is used. Type | error group sizes is used. Type | error levels are not
levels are not guaranteed. guaranteed.
player development
Subset for alpha = 0.05
GroupsAge N 1 2
Tukey B*® 34y or less 116 5.01
35- 54 270 5.27
55y or more 251 5.72

Means for groups in homogeneous subsets are displayed.
a. Uses Harmonic Mean Sample Size = 183.954.

b. The group sizes are unequal. The harmonic mean of the
group sizes is used. Type | error levels are not
guaranteed.
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resilience

Subset for
alpha = 0.05
GroupsAge N 1
Tukey B*® 55y or more 251 6.26
34y or less 116 6.32
35- 54 270 6.44

Means for groups in homogeneous subsets are
displayed.

a. Uses Harmonic Mean Sample Size = 183.954.

b. The group sizes are unequal. The harmonic
mean of the group sizes is used. Type | error
levels are not guaranteed.

148



Appendix 12 — Survey results analysis: Miscellaneous insights | Source: Own elaboration

Appendix 12.1: Views on the miscellaneous insights by the total respondents (Total); members

(Sim sou socio = 1.00); and fans (Sim sou sécio = 0.00). The responses indicate the level of

agreement on a scale of 1 to 7 with the following sentences:

e “Belenenses' identity has been shaped more by the resilience of its members than by the

club's own structure.”

e “Belenenses' identity has significantly improved since the separation from the SAD.”

e “Belenenses is a club that positions itself against modern football trends and maintains

an authentic and traditional approach.”

e “Iwould be interested in participating in initiatives that help the club.”

e “Belenenses is a club receptive to ideas from fans/members and acts on them.”

Report

Numa escala
dela?7,
sendo 1
"Discordo

totalmente” e

7 "Concordo

Numa escala
dela?,
sendo 1
"Discordo

'tztalmente", Numa escala  totalmente”e Numa escala
indique o seu 7 "Concordo
nivel de ds:nldz i totalmente”, Nlér:aleas;ala dsi_nldf, i
concordancia "Discordo indique o seu sendo 1 "Discordo
com a totalmente" e nivel de "Discordo totalmente" e
seguinte 7 "Concordo  concordancia i imante” @ 7 "Concordo
afirmacao totalmente” com a 7 "Concordo totalmente"
(arrastando o indique o seu seguinte totalmente” indique o seu
cursor em nivel de afirmacdo indique o seu nivel de
cada_urr;a d;x\s concordancia  (arrastando o n?vel de concordancia
opgdes): - cursor em anci
identidade do sggmnie cada uma das con(c:g:gzncm sggmn‘ie
Belenenses foi afirmacao opgoes): - O sequinte afirmacédo
moldada mais (arrastando o Belenenses é aﬁr?na 30 (arrastando o
pela cursor em um clube que (arrastarfdo o cursor em
capacidade .4, yma das e posiciona cursor em cada uma das
de superagdo opcoes): - A contra as cada uma das  opcoes): - O
dos seus identidade do ~_tendéncias opgdes): - Belenenses ¢
membros do Belenenses modernas do pEitarigl um clube
que pela melhorou futebol e interessado receptivo a
prépria significativame mantém uma o oarticioar ideias de
estrutura e nte desde a abordagem o ipniciati\?as adeptos/sécio
direcdo do separacio auténtica e que ajudem o s e age sobre
clube. com a SAD. tradicional. clube. elas.
EadeptoeouséciodoBelenenses=Sim, sou sécio
.00 Mean 5.25 5.33 5.00 5.33 4.00
N 36 36 36 36 36
Std. Deviation 1.746 2.098 1.434 2.070 1.986
1.00 Mean 5.28 6.01 5.15 5.79 4.08
N 601 601 601 601 601
Std. Deviation 1.501 1.531 1.569 1.628 1.746
Total Mean 5.28 5.97 5.15 5.76 4.08
N 637 637 637 637 637
Std. Deviation 1.514 1.574 1.561 1.657 1.758
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Appendix 12.2: Independent T-tests that analyze the differences between members’ and fans’

miscellaneou

s opinions.

Independent Samples Test

Levene's Test for Equality of
Variances

df

t-test for Equality of Means

Significance

One-Sided p Two-Sided p

Mean
Difference

95% Confidence Interval of the

Std. Error

Difference

Lower

Difference

Upper

Numa escalade 1a 7,
sendo 1 "Discordo
totalmente” e 7.
“"Concordo totalmente”,
indigue o seu nivel de
concordancia com a
seguinte afirmacio
(arrastando o cursor em
cada uma das opgdes): -
A identidade do
Belenenses foi moldada
mais pela capacidade de
superacdo dos seus
membros do que pela
propria estrutura e
direcdo do clube.

Numa escalade 1a 7,
sendo 1 "Discordo
totalmente" e 7
"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgdes): -
A identidade do
Belenenses melhorou
significativamente desde
a separagao com a SAD.

Numa escalade 1a 7,
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente®,
indique o seu nivel de
concordancia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgdes): -
O Belenenses é um clube
que se posiciona contra
as tendéncias modernas
do futebol e mantém uma
abordagem auténtica e
tradicional.

Numa escalade 1a 7,
sendo 1 "Discordo
totalmente” e 7
“"Concordo totalmente”,
indique o seu nivel de
concorddncia com a
seguinte afirmagdo
(arrastando o cursor em

cada uma das opgdes): -

Estaria interessado em
participar em iniciativas
que ajudem o clube.

Numa escalade 1a 7,
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente”,
indique o seu nivel de
concorddncia com a
seguinte afirmacao
(arrastando o cursor em

cada uma das opgdes): -

Equal variances assumed .880

Equal variances not .099

assumed

Equal variances assumed 10.072 .002 2.528

Equal variances not
assumed

1.915

Equal variances assumed 1.725

Equal variances not
assumed

625

Equal variances assumed 5.211 .023

Equal variances not
assumed

Equal variances assumed 2.434 .119

Equal variances not
assumed

O Belenenses é um clube

Appendix 13 — Survey results analysis:

38.160

635

37.266

40.184

1.603

1.296

.265

.236

.455 .910

.006 012

.063

.268 .535

635

37.638

635

38.310

.055

.101

.396

407

.030

.030

.680

.680

.155

.155

.109

.203

791

.815

.269

.260 =

297 -

.355 -

.268 -

247 -

.455

455

.080

.080

between members’ and fans’ perceptions (H1) | Source: Own elaboration

Independent Samples Test

Levene's Test for Equality of

152

481 .540

573

1.208

039 1.399

371

345 655

.284

.351

.302

.339

Independent T-tests that analyze the differences

Variances t-test for Equality of Means
95% Confidence Interval of the
Significance Mean std. Error Difference
F Sig. t df One-Sided p Two-Sided p Difference Difference Lower Upper
community involvement Equal variances assumed .389 .533 231 635 409 .817 .060 262 -.453 574
Equal variances not 243 39.848 .405 .809 .060 .249 -.442 .563
assumed
history and authenticity Equal variances assumed 4.846 .028 1.277 635 .101 .202 .101 .079 -.054 .256
Equal variances not 1.096 38.029 .140 .280 .101 .092 -.085 .287
assumed
underdog Equal variances assumed .009 .925 .384 635 .350 .701 .121 .315 -.498 .740
Equal variances not .382 39.251 .352 .705 121 317 -.520 .762
assume
innovativeness Equal variances assumed .396 .530 1.591 635 .056 .112 479 .301 -.112 1.069
Equal variances not 1.455 38.509 .077 .154 479 329 -.187 1.144
assumed
player development Equal variances assumed 10.430 .001 2.901 635 .002 .004 .745 257 241 1.249
Equal variances not 2.249 37.395 .015 .030 745 .331 .074 1.415
assumed
resilience Equal variances assumed 2.015 .156 .809 635 .210 419 .163 .202 -.233 .560
Equal variances not .681 37.899 .250 .500 .163 .240 -.322 649

assumed

150



Appendix 14 — Survey results analysis: Innovativeness vs other perceptions (H2) | Source:

Own elaboration

Appendix 14.1: Paired t-tests for innovativeness and the other perceptions (Third table)

Paired Samples Statistics

Std. Error
Mean N Std. Deviation Mean
Pair 1 innovativeness 3.51 637 1.755 .070
community involvement 5.08 637 1.523 .060
Pair 2 innovativeness 3.51 637 1.755 .070
history and authenticity 6.87 637 .460 .018
Pair 3 innovativeness 3.51 637 1.755 .070
underdog 5.00 637 1.835 .073
Pair 4 innovativeness S5 637 1.755 .070
player development 5.40 637 1.505 .060
Pair 5 innovativeness il 637 17/58 .070
resilience 6.35 637 1.177 .047
Paired Samples Correlations
Significance
N Correlation One-Sided p Two-Sided p
Pair 1 innovativeness & 637 .589 <.001 <.001
community involvement
Pair 2 innovativeness & history 637 .134 <.001 <.001
and authenticity
Pair 3 innovativeness & 637 .000 .495 .990
underdog
Pair 4 innovativeness & player 637 .542 <.001 <.001
development
Pair 5 innovativeness & 637 .341 <.001 <.001
resilience
Paired Samples Test
Paired Differences Significance
95% Confidence Interval of the
Std. Error Difference
Mean Std. Deviation Mean Lower Upper t df One-Sided p Two-Sided p
Pair 1 innovativeness — -1.578 1.501 .059 -1.695 -1.461 -26.524 636 <.001 <.001
community involvement
Pair 2 innovativeness - history -3.366 1.754 .069 -3.502 -3.229 -48.442 636 <.001 <.001
and authenticity
Pair 3 innovativeness - -1.496 2.540 .101 -1.694 -1.298 -14.866 636 <.001 <.001
underdog
Pair 4 innovativeness - player -1.890 1.576 .062 -2.013 -1.767 -30.263 636 <.001 <.001
development
Pair 5 innovativeness - -2.841 1.749 .069 -2.978 -2.705 -41.009 636 <.001 <.001
resilience
Paired Samples Effect Sizes
95% Confidence Interval
Standardizer? Point Estimate Lower Upper
Pair 1 innovativeness — Cohen's d 1.501 -1.051 -1.147 -.954
community involvement =50 e oF e orraction 1.503 -1.050  -1.146 -.953
Pair 2 innovativeness - history Cohen's d 1.754 -1.919 -2.050 -1.788
andjauthenticiy Hedges' correction 1.756 -1.917  -2.048  -1.786
Pair 3  innovativeness - Cohen's d 2.540 -.589 -.673 -.505
LI Hedges' correction 2.543 -.588 672 -.504
Pair 4 innovativeness - player Cohen's d 1.576 -1.199 -1.301 -1.097
Aol Hedges' correction 1.578 -1.198  -1.299  -1.096
Pair 5 innovativeness - Cohen's d 1.749 -1.625 -1.743 -1.506
resilience Hedges' correction 1.751 -1.623 -1.741 -1.504

a. The denominator used in estimating the effect sizes.
Cohen's d uses the sample standard deviation of the mean difference.
Hedges' correction uses the sample standard deviation of the mean difference, plus a correction factor.
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Appendix 14.2: Ranking perceptions (in terms of community involvement, history and
authenticity, underdog status, innovativeness, player development, and resilience) from 1 to 6,

with 1 being the characteristic that best represents Belenenses. For the total respondents,

members, and fans.

Ordene as seguintes perce¢des de acordo com o que considera que melhor define o ibui onuamerola

mais iva e 6 a menos representativa: 637 ©
e
B
O Belenenses & um clube auténtico e histérico, mpmm—
O Belenenses & um clube underdog (um clube que parte de uma posico de desvantogen E——————— e —
e ————————
e
© Betenenses é um clube inovador. S
© Betenenses & um clube que prioriza a formagso de jovens j0gadores € a CONSIrCE0 de T —
e
—_—
0O Belenenses é um clube resiliente.  E——
0 100 200 300 400 500
1 82 83 @4 U5 W6
Ordene as seguintes percecdes de acordo com o que considera que melhor define o ibuindo o nimero 1 & mais iva e 6 a menos representativa: 501 ©
R
O Belenenses é um clube auténtico e historico. g
0 Belenenses & um clube underdog (um clube que parte de uma posig3o de desvantogem —————
A5 4 0 T IIC),. e ——
O Belenenses & um clube NOVAGO. S ———
O Belenenses é um clube que prioriza a formag3o de jovens jOgAdOTES € a CONSITUCHD de e ————
i ————————————————————
O Betenenses 6 um clube resiliente. e —
0 100 200 300 400
5. 82 83 @4 U5 W
Ordene as seguintes perce¢des de acordo com o que considera que melhor define o ibui ondamerola mais iva e 6 a menos representativa: 36 ©
O Belenenses & um clube envolvido com a comunidade. E—
O Belenenses é um clube auténtico e histérico. ——
O Belenenses & um clube Underdog (um Clube qUE Parte de UMa POSICE0 de dESVaNlage ) I ———
i o ) ———————————
O Belenenses & um clube iNOVAdO.  mm—
O Belenenses & um clube que prioriza a formag3o de jovens jogadores € 3 CONSITUGEO de  e————————————————————
o ——————————
0 Belenenses 6 um clube resilient . e ——————————————
0 5 10 15 20 25

21 82 83 84 s B
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Appendix 15 — Survey results analysis: Reliability and Factor Structure Analysis | Source:
Own elaboration
Note: Cronbach’s Alpha was used to assess internal consistency, and exploratory factor analysis

was conducted to verify the one-dimensionality of the scales.

Appendix 15.1: Reliability Statistics for fan engagement

= Reliability
Scale: Level of fan engagement

Case Processing Summary

N %
Cases Valid 637 100.0
Excluded? 0 .0
Total 637 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items

.881 12

Appendix 15.2: Factor Analysis for fan engagement

Total Variance Explained

Rotation Sums

of Squared

Initial Eigenvalues Extraction Sums of Squared Loadings Loadings®
Factor Total % of Variance Cumulative % Total % of Variance = Cumulative % Total
1 5.253 43.773 43.773 4.777 39.811 39.811 3.995
2 1.263 10.523 54.296 .827 6.890 46.702 2.756
3 1.085 9.040 63.336 .636 5.300 52.001 3.699
4 .792 6.598 69.934
5 .678 5.649 75.583
6 .600 4.998 80.581
7 .503 4.190 84.771
8 418 3.482 88.253
9 .393 3.271 91.524
10 377 3.145 94.669
11 .322 2.681 97.351
12 .318 2.649 100.000

Extraction Method: Principal Axis Factoring.
a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.
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Appendix 15.3: Reliability Statistics for fan loyalty

= Reliability
Scale: Level of fan loyalty

Case Processing Summary

N %
Cases Valid 637 100.0
Excluded?® 0 .0
Total 637 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items

.789 7

Appendix 15.4: Factor Analysis for fan loyalty

Total Variance Explained

Initial Eigenvalues

Extraction Sums of Squared Loadings

Factor Total % of Variance Cumulative % Total % of Variance Cumulative %
1 3.140 44.863 44.863 2.525 36.077 36.077
2 .909 12.982 57.845
3 .817 11.667 69.512
4 .619 8.839 78.351
5 .586 8.366 86.717
6 .517 7.391 94.109
7 412 5.891 100.000

Extraction Method: Principal Axis Factoring.
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Appendix 16 — Survey results analysis: Cronbach’s Alpha if item deleted for fan
engagement and fan loyalty scales | Source: Own elaboration

Appendix 16.1: Fan engagement scale

Reliability Statistics

Cronbach's
Alpha N of Items

.881 12

Item-Total Statistics

Scale Variance Corrected Cronbach's
Scale Mean if if Item Item-Total Alpha if Item
Item Deleted Deleted Correlation Deleted

Numa escala de 1a 7, 47.20 217.858 514 .876
sendo 1 "Discordo
totalmente" e 7
"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgoes): -
Leio publicagdes,
discussdes em féruns e
comentdrios de outras
pessoas sobre o
Belenenses nas redes
sociais.

Numa escalade 1a 7, 48.17 209.635 679 .866
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgoes): -
Passo bastante tempo a
discutir questoes
relacionadas com o
Belenenses com amigos.

Numa escalade 1a 7, 48.34 208.565 594 .871
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgoes): -
Uso regularmente
vestudrio do clube.
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Numa escalade 1a 7, 48.50 212.732
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente”,
indique o seu nivel de
concordéncia com a
seguinte afirmagao
(arrastando o cursor em
cada uma das opgdes): -
Acompanho regularmente
as estatisticas de
jogadores especificos.

Numa escalade 1a 7, 47.33 214.079
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmagao
(arrastando o cursor em
cada uma das opgdes): -
Utilizo os meus
conhecimentos para
avaliar o desempenho do
Belenenses.

Numa escalade 1a 7, 49.11 208.046
sendo 1 "Discordo
totalmente” e 7
“"Concordo totalmente”,
indique o seu nivel de
concorddncia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgoes): -
Participo regularmente
em atividades com outros
adeptos do Belenenses
(ex: chegar mais cedo
a0s jogos para estar nas
rulotes).

Numa escalade 1a7, 47.12 216.411
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente”,
indique o seu nivel de
concordéncia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgdes): -
Quando assisto aos jogos
do Belenenses, o tempo
passa a voar.

Numa escalade 1a 7, 47.02 216.014
sendo 1 "Discordo
totalmente” e 7
“"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgdes): -
Fico completamente
imerso quando vejo os
jogos do Belenenses.

Numa escalade 1a 7, 47.22 212.009
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmagao
(arrastando o cursor em
cada uma das opgdes): -
Tento cooperar com o
Belenenses quando
assisto aos jogos do
clube.

.563

.607

617

.582

.570

.601

.873

.870

.870

.872

872

.871

Numa escalade 1a 7, 47.48 212.766
sendo 1 "Discordo
totalmente” e 7
“"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgdes): -
Ajo de forma a facilitar a
gestdo dos eventos do
Belenenses.

Numa escalade 1a 7, 48.72 211.754
sendo 1 "Discordo
totalmente" e 7
"Concordo totalmente”,
indique o seu nivel de
concorddncia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgdes): -
Quando tenho um
problema nos jogos do
Belenenses, fago questdo
de informar o clube.

Numa escalade 1a 7, 48.78 214.461
sendo 1 "Discordo
totalmente” e 7
“Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmagao
(arrastando o cursor em
cada uma das opgdes): -
Se tiver uma ideia util
sobre como melhorar os
produtos ou servicos do
Belenenses, comunico-a
ao clube.

.561

.557

508

.873

.873

.876
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Appendix 16.2: Fan loyalty scale

Reliability Statistics
Cronbach's

Alpha N of Items

.789 7

Item-Total Statistics

Scale Variance Corrected
Scale Mean if if Item Item-Total
Item Deleted Deleted Correlation

Cronbach's
Alpha if Item
Deleted

Numa escalade 1a 7,
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmagao
(arrastando o cursor em
cada uma das opgdes): -
Leio publicagoes,
discussdes em foruns e
comentdrios de outras
pessoas sobre o
Belenenses nas redes
sociais.

Numa escalade 1a 7,
sendo 1 "Discordo
totalmente” e 7
"Concordo totalmente",
indique o seu nivel de
concordancia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgdes): -
Passo bastante tempo a
discutir questoes
relacionadas com o
Belenenses com amigos.

30.25 57.949 473

31.23 54.115 .633

771

Numa escalade 1 a7,
sendo 1 "Discordo
totalmente" e 7
"Concordo totalmente”,
indique o seu nivel de
concordancia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgdes): -
Uso regularmente
vestudrio do clube.

Numa escalade 1a7,

sendo 1 "Discordo
totalmente” e 7
“Concordo totalmente”,
indique o seu nivel de
concorddncia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgoes): -
Os sucessos do
Belenenses sdo os meus
Sucessos.

Numa escalade 1a7,
sendo 1 "Discordo
totalmente" e 7
"Concordo totalmente”,
indique o seu nivel de
concorddncia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgoes): -
Quando falo sobre o
Belenenses, geralmente
digo “nés” em vez de
“eles”.

Numa escalade 1a7,
sendo 1 "Discordo
totalmente” e 7
“"Concordo totalmente”,
indique o seu nivel de
concorddncia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgoes): -
Quando alguém critica o
Belenenses, sinto como
se fosse um insulto
pessoal.

Numa escalade 1a 7,
sendo 1 “Discordo
totalmente” e 7
“"Concordo totalmente”,
indique o seu nivel de
concordéncia com a
seguinte afirmacao
(arrastando o cursor em
cada uma das opgoes): —
Da-me prazer assistir
aos jogos do Belenenses
no estadio.

311#30) 53.472 .542

30.13 56.198 571

29.05 62.282 .516

30.51 55.222 .521

29.37 62.337 .387

752

.762

.784
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Appendix 17 — Survey results analysis: Regression Analyses | Source: Own elaboration

Appendix 17.1: Regression fan engagement

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 2772 .077 .068 1.27352630

a. Predictors: (Constant), resilience, underdog,
innovativeness, history and authenticity, community
involvement, player development

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 85.125 6 14.188 8.748 <.001b
Residual 1021.778 630 1.622
Total 1106.903 636

a. Dependent Variable: average engagement

b. Predictors: (Constant), resilience, underdog, innovativeness,

authenticity, community involvement, player development

Coefficients?

history and

Standardized

Unstandardized Coefficients ~ Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.178 .760 1.551 121
community involvement -.064 .044 -.074 -1.455 .146
history and authenticity .296 .120 .103 2.468 .014
underdog -.047 .028 -.065 -1.687 .092
innovativeness .083 .038 111 2.195 .029
player development .039 .045 .045 .877 .381
resilience .189 .051 .168 3.708 <.001

a. Dependent Variable: average engagement
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Appendix 17.2: Regression fan engagement members

Model Summary?®

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 .266° 071 061 1.26990578

a. E adepto e/ou sécio do Belenenses? = Sim, sou sécio

b. Predictors: (Constant), resilience, underdog, history and
authenticity, innovativeness, player development,
community involvement

ANOVA*P
Sum of
Model Squares df Mean Square F Sig.
1 Regression 72.728 6 12.121 7.516 <.001°¢
Residual 957.920 594 1.613
Total 1030.649 600

a. E adepto e/ou sécio do Belenenses? = Sim, sou sécio
b. Dependent Variable: average engagement

c. Predictors: (Constant), resilience, underdog, history and authenticity,
innovativeness, player development, community involvement

Coefficients®?

Standardized
Unstandardized Coefficients ~ Coefficients

Model B Std. Error Beta t Sig.
(Constant) 1.080 .790 1.367 172
community involvement -.050 .045 -.059 -1.111 .267
history and authenticity .331 .124 .115 2.675 .008
underdog -.056 .029 -.078  -1.951 .052
innovativeness .057 .039 .076 1.444 .149
player development .035 .047 .039 743 457
resilience .186 .052 .164 3.559 <.001
a. E adepto e/ou sécio do Belenenses? = Sim, sou socio
b. Dependent Variable: average engagement
Appendix 17.3: Regression fan engagement fans
Model Summary?
Adjusted R Std. Error of
Model R R Square Square the Estimate
.562° 316 174 1.23544617
a. E adepto e/ou sécio do Belenenses? = Sim, sou adepto
b. Predictors: (Constant), resilience, underdog,
innovativeness, player development, history and
authenticity, community involvement
ANOVA?P
Sum of
Model Squares df Mean Square F Sig.
Regression 20.431 6 3.405 2.231 .068¢
Residual 44.263 29 1.526
Total 64.694 35
a. E adepto e/ou sécio do Belenenses? = Sim, sou adepto
b. Dependent Variable: average engagement
c. Predictors: (Constant), resilience, underdog, innovativeness, player
development, history and authenticity, community involvement
Coefficients®?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
(Constant) 3.015 3.172 951 .350
community involvement -.124 .235 -.132 -.527 .602
history and authenticity -.352 .589 -.140 -.598 .555
underdog .056 .125 .075 444 .660
innovativeness .308 .153 .436 2.017 .053
player development -.124 .169 -.179 -.737 467
resilience 512 .279 531 1.833 .077

a. E adepto e/ou sécio do Belenenses? = Sim, sou adepto
b. Dependent Variable: average engagement
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Appendix 17.4: Regression fan loyalty

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 .302° .091 .082 1.18849663

a. Predictors: (Constant), resilience, underdog,
innovativeness, history and authenticity, community
involvement, player development

ANOVA?
Sum of

Model Squares df Mean Square F Sig.

1 Regression 89.199 6 14.867 10.525 <.001b
Residual 889.890 630 1.413
Total 979.089 636

a. Dependent Variable: average loyalty
b. Predictors: (Constant), resilience, underdog, innovativeness, history and
authenticity, community involvement, player development
Coefficients?
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.283 .709 1.809 .071
community involvement -.074 .041 -.091 -1.789 .074
history and authenticity .395 112 .147 3.527 <.001
underdog -.048 .026 -.071 -1.843 .066
innovativeness .058 .035 .082 1.644 .101
player development .046 .042 .055 1.090 .276
resilience .191 .047 .181 4.017 <.001

a. Dependent Variable: average loyalty
Appendix 17.5: Regression fan loyalty members
Model Summary?
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .284P .081 .072 1.18855684
a. E adepto e/ou sécio do Belenenses? = Sim, sou sécio
b. Predictors: (Constant), resilience, underdog, history and
authenticity, innovativeness, player development,
community involvement
ANOVA®P
Sum of

Model Squares df Mean Square F Sig.

1 Regression 73.753 6 12.292 8.701 <.001°¢
Residual 839.124 594 1.413
Total 912.877 600

a. E adepto e/ou sécio do Belenenses? = Sim, sou sécio
b. Dependent Variable: average loyalty
c. Predictors: (Constant), resilience, underdog, history and authenticity,
innovativeness, player development, community involvement
Coefficients®?
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.363 .739 1.844 .066
community involvement -.066 .042 -.081 -1.551 22
history and authenticity 404 116 .149 3.497 <.001
underdog -.052 .027 -.077 -1.931 .054
innovativeness .043 .037 .061 1.163 .245
player development .036 .044 .043 .825 .409
resilience .185 .049 .174 3.794 <.001

a. E adepto e/ou sécio do Belenenses? = Sim, sou sécio
b. Dependent Variable: average loyalty
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Appendix 17.6: Regression fan loyalty fans

Model Summary?

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 .551P .303 159 1.15437613
a. E adepto e/ou sécio do Belenenses? = Sim, sou adepto

b. Predictors: (Constant), resilience, underdog,
innovativeness, player development, history and
authenticity, community involvement

ANOVA®P
Sum of
Model Squares df Mean Square F Sig.
1 Regression 16.836 6 2.806 2.106 .083¢
Residual 38.645 29 1.333
Total 55.481 35

a. E adepto e/ou sécio do Belenenses? = Sim, sou adepto
b. Dependent Variable: average loyalty

c. Predictors: (Constant), resilience, underdog, innovativeness, player
development, history and authenticity, community involvement

Coefficients®?

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) .995 2.964 .336 .740
community involvement -.040 .220 -.046 -.181 .858
history and authenticity .159 .550 .068 .288 .775
underdog -.018 117 -.027 -.158 .875
innovativeness .218 .143 .334 1.531 .137
player development -.051 .158 -.080 -.326 747
resilience .373 .261 418 1.429 .164

a. E adepto e/ou sécio do Belenenses? = Sim, sou adepto
b. Dependent Variable: average loyalty

Appendix 18 — Survey results analysis: Differences in engagement and loyalty levels
between members and fans | Source: Own elaboration

Appendix 18.1: Independent t-tests for HS for engagement and loyalty levels

= T-Test
Group Statistics
EadeptoeouséciodoBelen Std. Error
enses=Sim, sou sécio N Mean Std. Deviation Mean
average loyalty 1.00 601  5.07796530  1.23347570  .050314523
.00 36 4.51587302  1.25903280  .209838800
average engagement 1.00 601  4.38893511  1.31062893  .053461669
.00 36 3.80555556  1.35956342  .226593904
Independent Samples Test
Levene's Test for Equality of
Variances t-test for Equality of Means
95% Confidence Interval of the
Significance Mean std. Error ifferenc
F Sig. t df One-Sided p Two-Sided p __Difference Difference Lower Upper
average loyalty Equal variances assumed .000 .992 2.653 635 .004 .008  .562092280 .211890928  .146000612  .978183948
Equal e not 2.605  39.133 .006 013 .562092280 .215786638 .125669908 .998514652
assume:
average engagement Equal variances assumed .041 .840  2.589 635 .005 .010  .583379553  .225356198  .140846041  1.02591306
Equal variances not 2.506  38.998 .008 017  .583379553 232815264 .112465464  1.05429364
assumed
Independent Samples Effect Sizes
95% Confidence Interval
Standardizer® Point Estimate  Lower Upper
average loyalty Cohen's d 1.23489813 .455 .118 .792
Hedges' correction  1.23635907 .455 .118 .791
Glass's delta 1.25903280 .446 .091 .796
average engagement Cohen's d 1.31337359 .444 .107 .781
Hedges' correction  1.31492736 .444 .107 .780
Glass's delta 1.35956342 .429 .075 777

a. The denominator used in estimating the effect sizes.
Cohen's d uses the pooled standard deviation.
Hedges' correction uses the pooled standard deviation, plus a correction factor.
Glass's delta uses the sample standard deviation of the control group.
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Appendix 18.2: Regression analysis for fan engagement with member dummy variable (Sim,

sou s6cio = member)

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 .2892 .084 .073  1.26989651

a. Predictors: (Constant),
EadeptoeousdciodoBelenenses=Sim, sou sécio,
community involvement, underdog, history and
authenticity, resilience, innovativeness, player
development

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 92.554 7 13.222 8.199 <.001P
Residual 1014.349 629 1.613
Total 1106.903 636

a. Dependent Variable: average engagement

b. Predictors: (Constant), EadeptoeouséciodoBelenenses=Sim, sou sécio,
community involvement, underdog, history and authenticity, resilience,
innovativeness, player development

Coefficients?

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) .809 777 1.041 .298
community involvement -.057 .044 -.066 -1.301 .194
history and authenticity .288 .120 .100 2.400 .017
underdog -.047 .028 -.065 -1.698 .090
innovativeness .080 .038 .107 2.125 .034
player development .029 .045 .033 .643 521
resilience .191 .051 171 3.770 <.001
EadeptoeousdciodoBelen 472 .220 .083 2.146 .032

enses=Sim, sou socio

a. Dependent Variable: average engagement
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Appendix 18.3: Regression analysis for fan loyalty with member dummy variable (Sim, sou

socio = member)

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .3132 .098 .088 1.18496125

a. Predictors: (Constant),
EadeptoeouséciodoBelenenses=Sim, sou sécio,
community involvement, underdog, history and
authenticity, resilience, innovativeness, player
development

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 95.890 7 13.699  9.756  <.001°
Residual 883.200 629 1.404
Total 979.089 636

a. Dependent Variable: average loyalty

b. Predictors: (Constant), EadeptoeouséciodoBelenenses=Sim, sou sécio,
community involvement, underdog, history and authenticity, resilience,

innovativeness, player development

Coefficients®
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) .932 .725 1.286 .199
community involvement -.067 .041 -.083 -1.633 .103
history and authenticity .387 112 .143 3.460 <.001
underdog -.048 .026 -.071 -1.855 .064
innovativeness .055 .035 .078 1.572 117
player development .036 .042 .043 .851 .395
resilience .193 .047 .183 4.081 <.001
EadeptoeouséciodoBelen 448 .205 .083 2.183 .029

enses=Sim, sou sécio

a. Dependent Variable: average loyalty
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Appendix 19 — Survey results analysis: Differences in engagement and loyalty levels among

age groups | Source: Own elaboration

= Oneway
ANOVA
Sum of
Squares df Mean Square F Sig.
average engagement Between Groups 64.370 2 32.185 19.573 <.001
Within Groups 1042.533 634 1.644
Total 1106.903 636
average loyalty Between Groups 57.719 2 28.860 19.858 <.001
Within Groups 921.370 634 1.453
Total 979.089 636

Homogeneous Subsets

average engagement
Subset for alpha = 0.05

GroupsAge N 1 2
Tukey &P 55y or more 251 4.11254980

35- 54 270 4.30370370

34y or less 116 5.00431034

Means for groups in homogeneous subsets are displayed.
a. Uses Harmonic Mean Sample Size = 183.954.

b. The group sizes are unequal. The harmonic mean of the group
sizes is used. Type | error levels are not guaranteed.

average loyalty
Subset for alpha = 0.05

GroupsAge N 1 2
Tukey P 55y or more 251 4.82697780

35-54 270  4.98359788

34y or less 116 5.66625616

Means for groups in homogeneous subsets are displayed.
a. Uses Harmonic Mean Sample Size = 183.954.

b. The group sizes are unequal. The harmonic mean of the group
sizes is used. Type | error levels are not guaranteed.

Appendix 20 — Membership Status of Younger supporters (aged 34 or less) | Source: Own
elaboration

E adepto elou sécio do Belenenses? 116 ©
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Appendix 21 — Estoril Praia’s recent efforts in reducing plastic waste through a

partnership with ECO | Source: Estoril Praia’s website (Estoril Praia 2024)

¥ ESTORILPRAIA = -~ fovoe

L FILTERED WATER

NOTICIAS

ESTORIL PRAIA POUPA CERCA DE UMA TONELADA DE PLASTICO COM A ECO

A parceria entre o Estoril Praia e a ECO j& poupou cerca de uma tonelada de plastico, devido a utilizagdo de garrafas reutilizaveis desde que se celebrou o acordo
entre ambas as partes.

Esta colaboragao ja ndo é uma novidade e foi renovada no inicio desta época desportiva. Contudo, até ao comego do més de setembro, data dos mais recentes
dados, j& haviam sido consumidos 40.662 litros de dgua.

0 ponto acima facilita as contas, pelo que, a nivel de garrafas, os 40.662 litros de dgua consumidos, equivaleriam a 62.557 garrafas de 0.65l e 81.324 de 0,501,
0 que se traduz numa poupanga de plastico de 382 quilos.

“Poupar quase uma tonelada de plastico ao adotar garrafas reutilizéveis € uma conquista significativa que beneficia tanto o clube quanto a nossa comunidade e
que nos deixa bastante orgulhosos. Vamos continuar a trabalhar para tornar a sustentabilidade ambiental uma prioridade nas nossas agdes”, revela o diretor de

marketing do Estoril Praia, Anténio Nobre.

No Estédio Anténio Coimbra da Mota, incluindo as bancadas e os escritérios, ha vérios pontos ECO distribuidos pelo espago, de modo a sublinhar a importancia
da sustentabilidade ambiental no clube.

Appendix 22 — Further Recommendations | Source: Own elaboration

Appendix 22.1: Digitalization and Social Media

1. Produce more dynamic content, mainly through video

As mentioned in the interviews, and confirmed through the questionnaire, non-followers rarely
receive Belenenses content, as existing content struggles to go viral. This underscores the need
for more dynamic and shareable content to expand the club’s reach beyond its existing fan base
and make its platforms more appealing to current fans, as many showed interest in more
dynamism (particularly the younger demographic). The literature pointed out that leveraging
video content, especially short and engaging formats, is essential for driving shares and visual
engagement. Considering this, we suggest producing shorter video content for Instagram and

Facebook, focusing on matchday (including fans and their rituals) and the players (of all sports),
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as those are the core of the club and what generates the most interest. For YouTube, following
the best practices in the industry, focusing on longer video content is recommended, particularly
documentary-related (Meyers 2024; Miller 2024), making use of the club’s rich history (S1) and
perseverance stories to produce quality and engaging media. By partnering with Liga Portugal,
this content could also be available on its streaming service (Liga TV) which hosts similar
content about various Portuguese clubs, to have a bigger reach and go beyond hardcore fans.

2. Involve more players in digital efforts

Following the previous recommendation, it is paramount to have players as a focal point in
digital actions, something the club is currently lacking. Being the “stars” of clubs, it is important
to capitalize on them by incentivizing their active participation in social media and interaction
with fans via Q&As, as well as participating in the production of content based on challenges,
trends, their daily lives, practices, history of local athletes, etc. Producing relatable content
showing players off the field is particularly relevant as it tends to humanize them and reinforce
brand loyalty.

3. Revise the social media mix, improving focus on YouTube and TikTok

As highlighted by the literature, choosing the correct social media mix and content for each
platform is crucial. Belenenses has an aging fan base (W5), and the board intends to “revitalize
the club and make it relevant to the new generation” (Board Member). In line with the WT6, the
club needs to be on the platforms that youngsters use. Our questionnaire showed that respondents
primarily consume content through TV, Facebook, Instagram, the club website, and sports
newspapers. While Facebook remains vital for older demographics, younger respondents favor
Instagram, TikTok, and YouTube (was also a top pick for older demographics). Considering
this, we suggest advancing with a TikTok account as it also synergizes with our recommendation
of increased video content (particularly shorter ones), as well as improving the focus on

YouTube, a platform that was surprisingly popular among the respondents. These two platforms
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can work together, with TikTok used to publicize trailers of longer video content hosted on
YouTube. However, to ensure the success of this initiative it is crucial that the content provided
has quality and is tailored to the TikTok reality, otherwise, considering the crowded environment
and short attention span in that platform, the returns will not be worth the effort (Barra).

4. Actively promote fan participation and fan creation

Our analysis revealed that fan participation and involvement form the foundation of fan
engagement. Considering this and the positive response in our survey towards more initiatives
that involve fans and promote fan co-creation, particularly from the younger age group, our key
target, we suggest Belenenses regularly develops initiatives that go in line with these two
principles. The practical details of the initiatives are not crucial here, and the club can and should
do what it finds more suitable for its reality, as we encourage testing what works best. Still, we
suggest some ideas such as ending posts with comment-provoking questions, requesting fans'
opinions to draw participation (in this case, we saw that fans cherish immensely when the club
replies to them); utilizing small quizzes and pools on social media (like Instagram stories) to
gather fans' votes on “man of the match” or “goal of the month”; fostering creation by doing
challenges for the best fan photo of a specific game day where the chosen photo gets reposted
or initiatives with partners where people that share a game day photo using a sponsored product
receive a reward from the sponsor; or using digital platforms to ask for ideas and contributors
for specific projects (something also suggested by respondents in the questionnaire — Question
46, Appendix 7). Crowdsourcing presents numerous challenges such as maintaining content
quality and managing community interactions. So, it is essential to manage these challenges to
have clear guidelines, robust moderation policies, and effective use of digital tools. Having a
dedicated community manager can help streamline the process and ensure that contributions
meet the required standards (Man, Zaibon, and Hu 2024). However, none of these initiatives

require big resources and can be implemented with virtually no financial cost.
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If Belenenses wants to promote exclusive initiatives for certain fans, it can also partner with
platforms like socios.com. Here, only people who purchased the fan token can interact with what
is placed on the platform, creating a new source of revenue (SO4). Alternatively, Belenenses
can keep control of the process by using its website (adding an option to log in as a member,
something very requested in the questionnaire — Question 46, Appendix 7) to allow members to
vote on bigger decisions (merchandising, questions for players) and participate in certain
activities. Since two-thirds of interviewed fans find the existing benefits of being a member
insufficient, this would serve as another reason to become one.

5. Develop a digital remuneration program

Considering the relevance of remuneration for engagement and loyalty and the overall interest
from questionnaire respondents to being remunerated (once again the younger generation
showing much more attraction), we suggest Belenenses to develop a digital loyalty program with
a particular focus on fostering participation from young regular fans, as those showed more
desire, and are intuitively not as passionate about the club as the members, being more likely to
need incentives. For this, Belenenses can offer rewards for people who attend events, book
birthday parties on their facilities, watch games, make purchases on the club shop, interact on
social media, or participate in the fan participation and creation initiatives mentioned above, and
many more. To register that someone was present at in-person events or purchased at the shop,
Belenenses could once again capitalize on its website and a dedicated personal area within it,
where each person registered would have an associated QR code and number that they could
show to staff when completing activities. The club can also get creative and implement low-cost
rewards such as freebies, discounts on the shop, time with a certain player, posts on social media
emphasizing the most loyal fans, among others.

6. Promote fan discussion and fan-to-fan interaction

The questionnaire showed that, though generally satisfied with the current connection with other
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fans, respondents would be willing to discuss more Belenenses if the club facilitates it. To
achieve this, the club can share posts promoting discussion during game days, ask for opinions
on social media, and create social media groups. Following what other clubs have been doing,
Belenenses could also promote its own Discord server or Sub-Reddit (which already exists but
is managed by fans) and use those discussion-oriented platforms for these initiatives. Given the
negativity associated with Facebook (and moderately with Instagram), we advise Belenenses to
proceed cautiously and test fan discussion initiatives on platforms with more positive
engagement like Reddit and X. Moreover, the club should strive to foster a positive environment
on its platforms.

The digital tools can also be capitalized to promote fan-to-fan interaction by sharing details of
physical fan gatherings and fan rituals, incentivizing fans to participate, building connections
with others, and fostering a sense of community within the fan base. All these proposed
initiatives have the benefit of requiring virtually zero monetary investment.

7. Improve the website and have it as a focus

As seen in the analysis, information is crucial for engagement, as only someone who is informed
can be interested and interest others. According to our questionnaire, the website remains critical
for core information delivery, especially given its importance across all demographics and types
of fans. However, besides the frequent usage and high perceived importance, the website has not
been updated recently which is possibly costing Belenenses engagement and revenue. As we
saw during our interviews, this hindered some interactions. Therefore, it is crucial that the
website is seen as a priority platform and is regularly updated and improved. As mentioned, this
platform can also be a cornerstone of other recommendations, making it even more pivotal.

8. Offer exclusive content

Another way to satisfy fans' desire for information and keep them engaged while financially

capitalizing on it is by offering exclusive content. Belenenses can utilize platforms like Patreon
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(avoiding tech infrastructure costs) to provide training footage, recordings of academy games,
behind-the-scenes content, or live videos connecting players with subscribers (Q&As),
deepening fans’ emotional connection to the club. This could serve as an additional incentive to
become a member or another revenue source, though further testing is required regarding the
pricing.

9. Collect data and use it to personalize communication with fans

Personalized communication is a proven method for strengthening fan-club relationships.
However, our survey respondents feel communication is not regular or personalized, especially
younger audiences. This highlights a gap in fan engagement and an opportunity for Belenenses
to build loyalty through more frequent and personalized outreach. Following FPF’s guidelines
(Barra), we advise the club to use email marketing as the main vehicle for this type of
communication. However, this is only possible if the club builds an extensive fan database to
track engagement history and fan data. To collect this data, the club can promote initiatives like
discounts on tickets or merchandise for people willing to give their data and record which
members attended each game. Digital platforms like social media networks, the club’s website,
or even “socios.com” can also collect users’ data. This is another advantage of implementing the
initiatives we mentioned to engage fans (participation, contribution, discussion, remuneration,
etc.) as those will also allow the club to collect more data about the people who participate.
Developing the mechanisms to collect and treat data will involve some investment, but
enhancing these capabilities will allow Belenenses to make more informed, data-driven
decisions. Additionally, it serves as a vital promotional tool, turning online engagement into
purchasing behaviors (Barra).

10. Develop the club application

Although we mentioned less resource-intensive alternatives for the strategic recommendations,

the long-term goal of the club should be to consolidate them under a single platform: the club
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app. Though expensive, this can ease the way fans engage with Belenenses and allow the club
to do even more ambitious initiatives in the digital space. To make this possible, the club can

leverage existing partnerships (SOS) or even partner with other clubs to share the expenditure.

Appendix 22.2: Tourism Integration

1. Partner with Turismo de Lisboa

Since the club’s current promotional outreach is limited, by collaborating with Turismo de
Lisboa, as Benfica and Sporting already do, Belenenses could be able to be featured in Lisboa
Card’s Guide (Turismo de Lisboa 2024). This strategic partnership would boost Belenenses’
visibility among tourists (Antunes). By following the example of UD Las Palmas’ partnership
with Turismo de Gran Canaria, the club could look at the collaboration with Lisbon’s authority
as a way of increasing its presence with tourists and diversifying its audience. To formalize this
collaboration, Belenenses would need to become an associate of Turismo de Lisboa, which
would only require a modest monthly fee. Including the club in the guide would require
discounts on club-related experiences, such as merchandise purchases or stadium or museum
tours. Additionally, promotional materials and exclusive offers could be showcased in Turismo
de Lisboa's local boutiques, like the one in Belém, increasing the club’s exposure, and visibility
among tourists (O1), and driving additional revenue (Board Member).

2. Create a flagship store in Belém

As suggested by Antunes, creating a flagship store in Belém could benefit the club, since it
would make people more aware of the club. In such a high-density foot traffic area, an initiative
like this would increase the chances of attracting more people to visit the club given that being
closer to tourists is fundamental in these situations. The club could not only sell club
merchandise and match tickets but also offer exclusive products tied to the Belém neighborhood

and its iconic landmarks. Adding to that, a small exhibit on the club’s history would provide a
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more immersive experience for the visitors.

3. Revitalize the stadium and the museum

As mentioned, stadium and museum tours do not happen at all at the club. Starting by doing
this would be easy for the club since they have the needed facilities. This would allow the
possibility of having more people interested in visiting and increasing the club’s revenue (02).
Despite that, there would be the need to improve the stadium’s conditions, making it more
appealing for those who visit it (Barra). Adding to that, there would be the need for a guide
capable of communicating with the visitors. The stadium and the museum are amazing
infrastructures the club can and should take advantage of, as is done by Hearts FC and Vasco
da Gama. Other important points like Campo do Pau do Fio (current Jardim Vasco da Gama),
Campo das Salésias, and the bench where Belenenses was created should also be addressed,
given their historical importance and significance to the club. If well developed, these tours can
increase engagement with Belenenses and its history, which could be leveraged by the region
of Belém. Belenenses could also partner with tourist guides in Belém for them to include the
stadium in their itineraries and recommend the club to tourists, making them aware of the club.
With better utilization and promotion, virtual museum tours can be a perfect first contact to
make tourists want to come to visit Belenenses and learn more about its history.

4. Improve the use of the club's complex

The club’s complex is already utilized for diverse events, such as concerts and birthday parties.
These actions should be maintained and improved as they provide an important source of
revenue for the club. Following the complex’s requalification, a new viewpoint was built.
However, the club is not giving it the proper utilization as it is closed most of the time. The club
could increase its use, and a café would help turn it into a vibrant destination, appealing to a
broader audience. The club could significantly increase foot traffic to its complex by offering a

comfortable space and connecting tourists with the club. This would concede a steady source
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of revenue and could host other events, such as sunsets. As mentioned above, investments
would be needed to make the overall complex more appealing but would contribute to the club’s
development. These actions would both strengthen the club’s financial position and enhance its
relevance within Lisbon’s cultural and tourism landscape.

5. Revitalize historical content series

“Cadernos Azuis” is an initiative of the club’s museum to glorify and remember some special
and historical moments. Unfortunately, they only had some editions and were abandoned after
that. Even though resources are limited, this initiative does not demand much from the club,
since it was already done before, and can potentiate the knowledge shared about their history.
This way, by pointing out these examples of historical moments and key aspects of the club’s
history, Belenenses can develop a sense of curiosity and admiration among visitors, making
them want to know more about the club. Reviving this initiative could allow tourists to connect
with Belenenses and immerse themselves in Lisbon’s football heritage. Offering multilingual
editions of such content could significantly improve its appeal to foreign visitors.

Another way to engage tourists could involve creating a newsletter about the club, featuring
insights into its daily activities and historical achievements. This could leverage existing pieces
of information published on the club’s website, although the site needs to be updated since the
last publication was several years ago. Additionally, developing a digital archive, like the one
created by Vasco da Gama, would allow tourists to access several materials related to the history
of Belenenses, deepening their connection with the club.

6. Improve matchday experiences

Matchday experiences are fundamental for sports tourists, given the fact that their main contact
with the clubs happens through this. Despite being shadowed by Lisbon’s biggest clubs,
Belenenses has a unique appeal and still attracts some tourists interested in their history. Their

presence is visible during the games but is still reduced. This way, the club should try to increase
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their promotion to attract more tourists to the stadium and make their presence at the stadium
something more usual. This could be done through the means already suggested in the paper,
such as an increased social media presence and a closer relationship with Turismo de Lisboa.
The club could benefit greatly from groundhopping, by taking advantage of its incredible
location and iconic football venue. Despite still being a niche market, it is perceived as a
growing tendency among tourists. There are few clubs with such a significant history as
Belenenses, and several of these fans are attracted by these pieces of history, making it a key
point for the club. This would certainly bring more people to the stadium and increase fans’
engagement with the club, benefiting from the authenticity of the experience. An increased
presence in Futbology, an app where these fans register the games and stadiums they have been
to, could help the club increase its presence among them.

The available area for food and beverage before the games around the stadium is highly
appreciated since it gives a little taste of Portuguese culture. However, improved entertainment,
meets-and-greets with players, and pre-game shows could improve the experience, as well as
improvements in the infrastructure.

7. Collaborate with similar clubs

Belenenses is deeply connected to the region of Belém and its fans, with a rich history and
remarkable moments. However, the club lacks connections with international partners and
clubs, which could help attract more people to know its history and visit the club. This way,
Belenenses could internationalize its brand by partnering with international clubs.

Following the example of UD Las Palmas, which, together with Norwich City FC and Turismo
de Gran Canaria, established a partnership to develop their image in the United Kingdom,
Belenenses could find partners that would allow the club to increase its international awareness.
Through initiatives like merchandise sales in partners’ stores, sponsorships, and digital content,

they could increase their presence in territories where they wouldn’t otherwise be present.
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Additionally, Belenenses could implement partnerships with clubs that share the same values
and history. AFC Wimbledon is the perfect example since they have a similar history and
ownership model, being two clubs with strong ties to their communities. Their resilience and
fans’ support are other common points, showcasing the existing similarities. This partnership
aligns with one of AFC Wimbledon’s objectives to internationalize its brand and create joint
branding opportunities. By doing this, both clubs would be able to attract international fans and
leverage their unique histories, showing the power of fans and their unity. This could be attained
through various means, such as shared exhibitions and social media content, merchandise in
each other’s stores, and friendlies. Such a collaboration would be mutually beneficial and could
increase the dimensions and visibility of both clubs, with Belenenses having the opportunity to
enter the English market, one of the world’s most significant when it comes to football.

Regarding CR Vasco da Gama, Belenenses could explore similar partnership opportunities.
Both clubs share cultural and historical connections, given their connections to the Belém area
and the Portuguese Discoveries. This could allow them to enter the Brazilian market, expanding
their global presence in a market close to the Portuguese given the proximity between the two
countries. Initiatives such as digital content creation, cross-promotions in their markets, and

sharing common points about their history could improve their international appeal.
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