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Welcome to Accepted Socially’s review of the Premier League teams’ social 
media activity.

While that statistical information is not without its place, you don’t need to be a 
genius to predict that it’s more than likely that the big teams with the big fan 
bases are going to be riding high when it comes to numbers. We wanted to 
look at social media from more of a qualitative standpoint, assessing how teams 
used these platforms to communicate with their fans. 

In this case there’s nothing to stop a so called lesser club delivering a superior 
social media strategy than one of the league’s giants (of course, resources 
allocated to social media remain a factor). So casting follower numbers, likes 
and views to one side, we analysed the content of all the clubs in the Premier 
League across all the channels they had a presence – and you can see exactly 
how we went about it and the criteria we used on page four. 

Congratulations to Manchester City, who we judged to be top of the pile with 
its social media output. It would be easy to suggest that with its deep pockets, 
it should be leading the way but while such resources may contribute, City’s 
considered approach, creative flair, outstanding use of content, and ongoing 
desire to engage and involve fans through its channels are the drivers behind 
its success. 

See how the other clubs fared via the table on the right and in more detail on 
each club’s page. We hope you find the report of interest,

Matthew Carlton 
Founder & Lead Analyst, Accepted Socially 

Accepted Socially would like to point out that it does not have any commercial relationship with the 
FA Premier League or any of the clubs that play in the league.

With thanks to Jonathan Madden and Network London with their help in producing this document. Key:  Rel = Relevance / Eng = Engagement / Com = Commercialisation / Cre = Creativity
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Pos Club Rel Eng Com Cre Total

1 Manchester City 5 5 4.5 5 19.5

2 Everton 4.5 5 4 4 17.5

3 Southampton 4 5 3.5 4.5 17

4= Arsenal 5 3.5 4 4 16.5

4= Tottenham 4 4.5 4 4 16.5

6 Chelsea 4 3.5 4.5 4 16

7= Manchester Utd 4 3.5 4.5 3.5 15.5

7= Liverpool 4 3.5 4.5 3.5 15.5

7= Sunderland 4 4.5 3.5 3.5 15.5

10 Swansea 4 4 3 4 15

11 West Ham Utd 4.5 3 4 3 14.5

12 Norwich City 4 3.5 3 3.5 14

13 Fulham 4 3 3 3.5 13.5

14= Cardiff City 4 3.5 2.5 3 13

14= Crystal Palace 3 3.5 3.5 3 13

16= Aston Villa 3.5 3 3.5 2.5 12.5

16= Hull City 3.5 2.5 3.5 3 12.5

18 West Brom 3 2.5 2.5 2.5 10.5

19 Newcastle Utd 3 2.5 2 1.5 9

20 Stoke City 2 2 2 2 8

The Social Media TableINTRODUCTION

Since sporting teams started taking social media seriously, realising it’s a great 
way to convey news and offer fans that can’t get to games a taste of the clubs 
they love, there’s been plenty written about which team has the most likes, or 
who is top of the table when it comes to followers. 
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•  With a couple of notable exceptions, most of the clubs do a fine job on Twitter 
and Facebook, using these channels to regularly convey the latest club news 
and information on players. The clubs that stand out are those that use Twitter 
in particular to engage with fans by encouraging responses, entering into 
dialogue with them (when appropriate) and not simply pushing out messages 
in a news feed style

•  The most successful clubs on social media are those, in our opinion, who are 
creative with their content (and all clubs have material that fans appreciate) and 
who enable fans to shape content and initiatives. These are areas where clubs 
like Manchester City and Everton excel 

•  While clubs obviously use social media to draw fans onto their own official 
websites, it’s interesting to see some creating amalgamated social feeds 
housed within their websites. Southampton, Liverpool, Crystal Palace and 
Swansea have all set up microsites which integrate the output from their social 
media channels 

•  Vine gives clubs the opportunity to provide almost real time footage from 
training grounds or around the ground pre and post-match. Around half the 
clubs, including Tottenham, Fulham, Southampton and West Ham, have 
realised this and use short-form video successfully to give fans a real sense of 
behind-the-scenes access 

•  Most clubs use their channels to some extent to monetise. It’s pleasing to see 
that the vast majority do not use social media platforms as sales channels, 
though Newcastle is a club with a lot to learn here as its Facebook page partly 
resembles a catalogue for Sports Direct. On the whole though, clubs could do 
more on their channels in conjunction with their sponsors. Provided initiatives 
aren’t just blatant plugs and are useful or entertaining this could generate fresh 
content and offer more value to sponsorship deals

•  Two Twitter Q&A sessions took place during the assessment period. Spurs’ trio 
of Belgian players and Manchester United’s Michael Carrick fielded questions 
from ‘fans’. But with these interviews regularly hijacked by fans of opposing 
teams (or disgruntled fans of their own teams), should they be consigned to 
the scrapheap? 

•  And as you can see from the table, there is a correlation between the biggest 
clubs and those we believe are getting it right on social media. 

These are just a selection of our findings, for more, contact us at  
info@acceptedsocially.com 

Key findings from our research 



Assessment Criteria Explained

We concentrated on the time period from Monday 
January 27 to Monday February 3. Our reason for 
choosing this eight day window was that during it, 
every club played twice – once at home, once away 
– so we were able to see how approaches varied 
depending on matches’ venue. The transfer 
window shut on January 31 so it was interesting to 
observe how club’s kept fans in the know about 
new signings or departures, and how new arrivals 
were unveiled. 

In order to establish a level playing field (to use 
football parlance) our scores are therefore based 
almost entirely on this period. We are aware that 
some clubs have created great social campaigns 
prior to this period and some have done so since, 
like Manchester United’s Google+ ‘Front Row’ 
initiative. 

So the scores and rankings provide an assessment 
of the social activity for that time period, but we feel 
they do give an accurate gauge as to which clubs 
are using social media successfully and those clubs 
that need to up their game.

Relevance
We looked at what was happening at each club during that 
period – results, performances, transfer activity etc. – and 
wanted to see that this was conveyed to supporters. We were 
also looking for clubs to go beyond the first team, highlighting 
news and results from youth and women’s teams, perhaps 
mentioning work in the community and responding to any off 
the pitch goings on. 

Engagement / Inclusivity
Here we wanted to see that social channels weren’t simply a 
news feed or a one-way conversation. We were looking for 
good examples of clubs asking fans questions, responding to 
queries, talking to them and using these channels to involve 
them in aspects of the club – and using digital content in the 
real world.  And at the least, we wanted to see some use of 
content created by fans, such as rewteeeing their messages or 
pictures. 

Commercialisation 
Social media offers clubs the chance to market their products 
– such as tickets, hospitality, matchday programmes and TV 
offering. And while we don’t advocate using these platforms 
as purely sales channels, we were looking to see clubs use 
them wisely – and occasionally – to monetise. Such sites also 
provide an opportunity for sponsors and we were looking to 
see evidence of highlighting partnerships, particularly any 
initiatives that could entertain or offer fans value. Again, we 
didn’t want to see continuous sponsors’ messages dominating 
content, but a sensible use which would offer sponsors an 
extra element to their deals. 

Creativity 
It’s easy to use social media channels as a vehicle to post news 
and information around matches. We were looking for clubs 
prepared to experiment, to embrace new platforms and to use 
the content at their disposal in an innovative manner. This 
didn’t mean we were always expecting clubs to deliver the 
wow factor on social media, just that, at the least, they used 
their content smartly and on the right sites.
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Facebook / Twitter / Instagram / Google+ / 
YouTube / Vine / Flickr / Pinterest

Creativity

Use of Vine and Instagram video (for Kallstrom 
unveiling) indicates club embracing latest popular 
platforms, while pushes to SoundCloud show 
how fans can connect with the club via various 
formats. Lack of YouTube updates restricts video 
creativity. 4

Commercialisation

While there is no overt commercialisation via 
social media, the club did post content around its 
new sponsorship deals with Puma and Jean 
Richard during this time, as well as promotional 
tweets for betting partner Paddy Power and its 
digital matchday programme subscription. 4

Engagement/Inclusivity 

Lack of personal engagement as no evidence of 
direct responses to fans. However high level of 
RTs, encourage fans to respond to club’s content. 
Posting their opinions during games is novel and 
RTing fans watching games abroad makes them 
feel closer to the club, despite geographical 
distance. 3.5

Relevance

Highly relevant content, particularly on Twitter, 
enabling fans to feel genuinely part of the Arsenal 
community. While first team obviously is priority, 
good to see content around youth team and ladies 
sides. In game content goes beyond a basic 
commentary – it appears Arsenal understands 
second screen and social TV trends. 5

Arsenal boasts an impressive social media 
portfolio and passed 20m likes on Facebook 
and 500,000 followers on Instagram during 
this period. The former was marked by a 
‘thank you’ video – available on Facebook 
– from Arsene Wegner and selected players.

Twitter is, inevitably, its busiest platform in 
terms of updates and, when RTs and 
commentaries are taken into account, it 
tweets up to 50 times a day. 

As well as live commentaries and pre and 
post-game analysis, training footage and 
general club news provide an excellent 
window into the club, enabling fans to feel 
part of what’s going on. However, while it 
RTs fans’ comments and opinions, it doesn’t 
engage directly with any of them, which 
prevents driving further supporter 
engagement.

Good content mix on Facebook
Facebook content is varied and appealing to 
fans, with plenty of video content – press 
conferences, interviews, goals from previous 
games etc. – from ArsenalPlayer, the club’s 
own video channel. Full access to the site is 
pushed within the videos on social media, 

with sign-up – at no cost – enabling the club 
to gather useful CRM data, which, if opted 
in, is passed onto selected sponsors. 

Across platforms, tone is relaxed and 
friendly, and you sense Arsenal is 
comfortable with its social media output. It 
benefits from a seemingly close relationship 
with the players, many of whom are social 
media users. Integration between social 
media and ArsenalPlayer is well done, with 
hashtags like #asksanti running on screen 
when Cazorla was interviewed post Crystal 
Palace game. 

Rather like other teams, a Google+ page is 
regularly updated and while there may be 
exclusive pictures and footage on there, 
content is very similar to that on Twitter and 
Facebook. 

While it is on YouTube the page is not 
regularly updated, in light of the free content 
on ArsenalPlayer, and has been used mainly 
for footage of tours. In addition, it has a 
presence on Flickr and Pinterest but there 
are only sporadic updates on both, however 
Vine is being used more frequently and adds 
variety to its Twitter feed.

ARSENAL What happened? Away draw at Southampton; transfer D-day sees the 
arrival of Kim Kallstrom; a win against Crystal Palace at home; Facebook 
& Instagram landmarks reached
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Facebook / Twitter / Google+ / YouTube 

Creativity

There’s little originality with Villa’s social media 
activity – it is all pretty standard and often lacks a 
spark or imagination though the club’s own 
matchday console and use of AudioBoo are 
commendable. Villa’s digital video service restricts 
YouTube output and therefore creativity on that 
platform, while the club is yet to embrace 
Instagram or Vine. 2.5

Commercialisation

Promotional offers are appropriate and not 
excessive, with tickets, merchandise, AVTV and 
the matchday programme all pushed at relevant 
times. 3.5

Engagement/Inclusivity 

Standard training pictures and interviews/quotes 
from players help bring fans a little closer to the 
club. RTs and occasional dialogue with fans on 
Twitter are admirable, but the latter is only fleeting 
and could be increased to create a greater sense of 
community. 3

Relevance

Facebook and Twitter ensure the fans are generally 
kept up-to date with club news, particularly around 
matchdays and commentaries feature in-game 
photos. There is also a focus on Villa’s work in the 
community which is pleasing to see. 3.5

Aston Villa’s social media focus is placed 
predominantly on Twitter, Facebook and 
YouTube, where it posts and updates 
regularly and uses the channels to push fans 
to the clubs’ other digital content and official 
products. 

Its Facebook page is updated around six 
times a day, generally featuring the usual 
club news and before and after match 
build-up and analysis. Training and behind-
the-scenes pictures offer fans a degree of 
access and brings them closer to the players.  

Villa’s tone on social media is quite serious 
and factual and it often feels like posts are 
being written without much thought, not 
enticing the follower to discover more. 
Interesting stories could be brought to life 
more, for example a school in Northern 
Ireland announced it was to ‘adopt’ Villa as 
its team, yet its Twitter post on the subject 
simply read: “Here’s a fascinating story 
about a school in Northern Ireland which has 
decided to support Villa….” 

Fans engaged on Twitter
On the positive side it does engage with fans 
on Twitter retweeting relevant comments, 
particularly in the build-up to games, as well 
as occasionally responding to interesting 
tweets and pictures and on Facebook 
pictures of fans wearing Villa kits are 
regularly featured. 

The club is particularly adept at using 
Facebook and Twitter to highlight ticket 
availability, special offers on merchandise 
and the latest matchday programmes (and 
the fact that they are available as digital 
editions). 

Villa has its own digital TV channel – AVTV 
– which is a subscription service. Twitter and 
Facebook posts push followers to it, where a 
sign-up is required to view (£4.99 a month 
or £20 a year). 

As such its YouTube channel, although 
updated fairly frequently, features content 
that is quite standard (post-match interviews 
etc.) as the emphasis for video is placed on 
AVTV. While it has a Google+ page this 
hasn’t been updated since October.

ASTON VILLA What happened? Won local derby against WBA at home; Northern 
Ireland school ‘adopts’ Villa; quiet deadline day; lost away at Everton
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Creativity

There’s nothing that contains a wow factor, with a 
steady and sensible approach pursued. A logical 
next step would be to develop a presence on 
Instagram and integrate this with other channels 
and use it to boost fan engagement. 3.

Commercialisation

There are a few pushes to Cardiff City TV and 
tickets, but otherwise it is relatively slow to push 
products and services via these channels. While 
fans may appreciate this, it could occasionally 
partner with sponsors here to add further value to 
deals. 2.5.

Engagement/Inclusivity 

In-stadia fan pics and asking for man-of-the-match 
votes are a couple of good ways Cardiff engages 
fans via its social channels. It could open into more 
dialogue with fans on Twitter but it is adept at 
pitching its output to compliment fans’ feelings. 3.5

Relevance

Fans were kept abreast of developments during a 
busy period in the run-up to the close of the 
transfer window and all club news is well 
communicated, including youth and women’s 
teams. The In The City show on YouTube is a great 
way for fans to keep informed of news in one fell 
swoop. 4

With a strong major platform presence, 
Cardiff utilises social media reasonably well, 
ensuring that followers are kept abreast of a 
wide variety of club news. 

Matchday pictures capture attention on 
Facebook as the club uploads a large volume 
from home games. This comprises both 
game action shots and a number of ‘faces in 
the crowd’ pictures, enabling fans in 
attendance to search for themselves and, if 
featured, feel part of a community. 

Its work in the community is one area Cardiff 
showcases well across its channels. It’s given 
prominence in a regular YouTube feature 
– called In The City – which is a magazine 
style show also covering first team staff and 
player interviews, footage from youth and 
women’s teams and behind the scenes 
vignettes. Well produced and of huge 
appeal to the club’s fans, it’s good to see this 
sort of content made available for free 
despite Cardiff having its own subscription 
digital TV channel, Cardiff City TV. 

The regular club news, match commentaries 
and reaction feature across Twitter, 
Facebook and Google+ with similar content 
generally re-used across the three. 

Vine use grows
On Twitter though it tries to engage fans by 
retweeting some messages, requesting 
man-of-the-match votes and occasionally 
entering into personal discourse, though this 
tends to be mainly around ticket queries. 
Here it also demonstrates its increasing 
confidence on Vine, which generally 
comprise pre-match build up snippets. 

It seems to understand the fans’ mood with 
comments and actions well judged – 
delighting in a big win over Norwich and 
empathising with fans’ long, through-the-
night journey home from Old Trafford.

It has developed a style for posts, 
emphasising headlines, subjects or media 
types with capped up introductory words 
and uses hashtags well to start conversations 
among fans (for example #welcomekenwyne 
when Kenwyne Jones joined).  

Although it has a presence on Pinterest the 
site has lay dormant for a few months in 
terms of new posts. Surprisingly there is no 
official presence on Instagram as yet. 

CARDIFF CITY What happened? Lost at Manchester United; won at home to 
Norwich; Kenwyne Jones, Wilfred Zaha and Fabio join the club 
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Facebook / Twitter / Instagram / Google+ / 
YouTube / Vine / Flickr

Creativity

Chelsea has shown in the past that it’s willing to 
experiment and its embracing of Instagram and 
early adoption indicate this is continuing. It is also 
imaginative in the composition of its tweets, chiefly 
with in-game commentary. 4

Commercialisation

Chelsea’s partners benefit from the reach of its 
social media platforms and the club promotes its 
own media – TV channel, matchday programme 
etc. – via social media. 4.5

Engagement/Inclusivity 

While its output, particularly around imagery, 
Flashback Friday and pushes to games like Score 
Predictor, help to bring fans closer to the club, it 
could engage directly with them on occasions to 
create a greater sense of community.3.5

Relevance

All club news is well covered, predominantly on 
Twitter. During the monitored period the transfer 
window incomings and outgoings, particularly the 
arrival of Salah, were well documented, keeping 
fans in the loop. 4

Chelsea is one of the most popular EPL clubs 
on social media, with 3.4m Twitter followers 
and almost 23m Facebook fans. Of course 
the club’s on field success has contributed 
massively to attaining this following, but it 
can also be attributed to a smart social media 
strategy.

Chelsea is also visible on Google+, Flickr, 
Instagram and occasionally uses Vine. 
Although in the monitored period its 
Google+ activities were fairly standard, in 
the past it has used the hangout facility.

It continues to upload match pictures on 
Flickr, but Instagram is, understandably, 
used more frequently and features a high 
amount of pre-game build-up and match 
pictures, allowing fans to feel part of the 
matchday experience, even if they are not in 
attendance. 

Great matchday coverage 
And it’s around matches where its two main 
platforms – Twitter and Facebook – really 
shine. Its Twitter match commentaries are 
engaging and creative, particularly when 
you consider updates are limited to 140 
characters. Both platforms carry in-play 

images and a host of post-match reaction 
from players and fans – and while they are 
not covered to same extent as the first team, 
youth and ladies teams are given a good 
level of attention. Fans are regularly 
retweeted on Twitter, but it seems the club 
doesn’t directly respond to them. 

In addition to the usual club news, Chelsea 
uses its Twitter feed to connect fans with its 
partners. In the monitored period it pushed 
promotions from Samsung, adidas, Coral 
and Sauber, its F1 partner. 

As with most clubs it pushes fans to content 
on its own site but also to some of its digital 
features and games such as Score Predictor, 
which gives fans the chance to compete 
against one another in predicting Chelsea’s 
scores. 

Chelsea’s official YouTube channel helps to 
promote Chelsea TV, as all content on there 
(mainly pre and post-match interviews with 
staff and players) is Chelsea TV branded and 
includes a push to sign-up to the 
subscription service to access more. Videos 
that appear on YouTube are also available on 
Facebook.

CHELSEA What happened? Michael Essien leaves and Mohamad Salah joins; 
drew at home to West Ham; won away at Man City in big top-of-the-
table clash
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Creativity

It’s evident there’s a creative spark behind some of 
Palace’s output, which makes it even more 
frustrating that the potential of channels like 
Instagram are unfulfilled and Vine remains 
unutilised. 3

Commercialisation

Engagement/Inclusivity 

Palace’s policy of responding to fans queries and 
retweeting them helps them feel part of the club, 
while spirited and light-hearted activity like 
#CPCFoodXI and allowing fans to vote on the name 
of the social media combination portal enables fans 
to further engage. 3.5

Relevance

Fans are not missing out on any major news, and 
deadline day was well covered, but arguably more 
could be done to highlight other aspects of the 
club such as community news, youth and ladies 
team etc. 3

Crystal Palace is something of an enigma 
when it comes to social media. There are 
elements of its activity that are innovative 
and praiseworthy yet conversely there are 
areas where there’s a need for considerable 
improvement. Perhaps the club is unable to 
allocate any considerable resource to social 
media and not to the same extent as the 
league’s so called ‘big boys’. 

Focusing firstly on the good, it shows a 
creative and playful side on Twitter that 
encourages fan participation. During the 
monitored period the club asked fans to 
contribute to a #CPFCFoodXI where Palace 
player names were fused with food items 
(Jason Luncheon meat, Julian Pepperoni….
you get the idea) with many fans submitting 
suggestions with the best ones retweeted by 
the club. 

Having fun on deadline day
Playing on the Christmas-Day-like 
excitement supporters experience on as the 
transfer window draws to a close, Palace 
gave fans the chance to put themselves in 
the place of new signings, with an image 
allowing them to add their own mug shot. 

It also opens into dialogue with fans on 
Twitter. While this is predominantly around 
ticket queries, it’s a good sign that fans 

questions are answered in a considered and 
helpful manner. And it used Twitter, and to a 
lesser extent Facebook and YouTube, to 
keep fans informed around a busy climax to 
the transfer window when new arrivals 
included Tom Ince, Joe Ledley and Scott 
Dan. Yet sometimes on Twitter there’s a 
large gap between posts and pre-match 
build up can be limited. 

Facebook is used adequately for the usual 
club news and also to promote tickets and 
hospitality, as well as video content – both 
free material on YouTube and its subscription 
service, PalacePlayer. YouTube activity is 
fleeting though with irregular uploads of 
staff and player interviews. It’s a similar tale 
on Instagram where the club very 
sporadically uploads images. Across all 
channels there’s a lack of training shots and 
behind the scenes pictures which would 
work perfectly on Instagram and bring fans 
closer to the club. 

Looking to harmonise its social media 
output, it recently launched an aggregation 
service called Eagles Feed on its website, so 
fans can instantly see the latest social media 
activity in one place.

CRYSTAL PALACE

This is an area Palace is reasonably good at, 
highlighting ticket availability, kit deals, and 
pushing Palace Player mainly on Facebook. 3.5

What happened? Victory against Hull at home; busy transfer window; 
new kit deal announced; lost away at Arsenal
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Creativity

With a growing use of Vine and a fondness for 
Instagram, Everton is not shy at embracing new 
channels and experimenting. Announcing a kit 
deal with Umbro via Twitter and YouTube 
exemplifies the latter. However video is an area 
where it could improve though, as content 
available on YouTube is a fairly standard. 4

Commercialisation

The club uses its social channels to push products 
and services, but doesn’t go overboard, simply 
pushing tickets and merchandise at appropriate 
times. Its Twitter background is used effectively to 
push season ticket sales. 4

Engagement/Inclusivity 

This is an area where Everton excels. Dialogue with 
fans on Twitter is affable and regular and fans are 
encouraged to contribute to conversation across a 
variety of features and topics, such as the regular 
#bluemonday theme. 5

Relevance

Feeds go beyond the first team to keep fans abreast 
of news from youth and women’s sides and players 
out on loan, as well as highlighting Everton’s 
commendable community programme. Matchday 
commentaries on Twitter are lively, entertaining 
and go way beyond factual updates. 4.5

Everton likes to describe itself as ‘the 
people’s club’ and its social media activity 
does plenty to support this claim. The club 
uses its platforms to inform and involve its 
fanbase and it’s evident that social media 
and associated digital content is something it 
believes and invests in. 

Much of this engagement stems from its 
active and exceptional Twitter feed and its 
one of the few clubs to take the time to 
respond personally to fans. And such 
responses aren’t just limited to ticket 
queries, as it enters into dialogue with fans 
on a number of topics, displaying a light 
touch and appearing at ease conversing with 
followers. 

It uses hashtags well, revelling in fans delight 
when Baines’ agreed a new deal with a 
#bestofbaines thread and encouraging fans 
to #askmcgeady questions for an upcoming 
magazine interview. 

There’s clear signposting of its content on 
Twitter, as well as Facebook and Google+, 
with the opening word indicating subject or 
media, for example ‘Audio Report’, ‘Video’ 
or ‘Manager Reaction’. 

Promotions linked to club news
While Everton doesn’t overdo commercial 
pushes, it does occasionally highlight 
promotions such as a January sale on 
merchandise, matchday programmes or 
tickets and hospitality. This is often 
integrated with club news, for example 
following the Baines news fans were 
encouraged to ‘celebrate’ by making a 
purchase. The chance to win a Baines shirt 
was also pushed, acting as a neat way to 
improve CRM data. 

Video content is the usual pre/post match 
interviews on Everton’s YouTube channel 
and is provided by Everton TV, the club’s 
digital TV network (which is completely free 
to those who register). Given this, perhaps 
the club could seed a little more engaging 
content on YouTube. 

However it does continue to upload videos 
from Everton in the Community and 
associated images and news around this 
impressive scheme regularly appear on the 
club’s other channels, allowing fans to see 
the great work it does in the local area.

EVERTON What happened? Baines agrees contract extension; lost to Liverpool; 
beat Villa; major transfers saw Hetinga leave and Traore join
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Creativity

Recent use of Vine – particularly with the 
matchday programme – is inventive and its clear 
Fulham is keen on photography with an 
embracement of Instagram. Linked to engagement, 
it could be a little more playful on Twitter with 
campaigns/use of hashtags. 3.5

Commercialisation

Fulham strikes a reasonably good balance here 
with relevant promotional messages around 
merchandise and ticketing. However, could it be 
using these channels more to benefit sponsors?  
Interestingly we saw no evidence of promotional 
activity from Marathonbet, the club’s main 
sponsor. 3

Engagement/Inclusivity 

Could do more. As mentioned, more ‘access all 
areas’ shots on Facebook would help engagement 
as would a concerted push to involve fans more on 
Twitter. Video use is impressive though giving fans 
access to footage of the youth team without the 
need for a subscription/sign-up. 3

Relevance

Activity on a busy transfer deadline day was well 
communicated, especially around the incoming 
signings. However Berbatov’s departure wasn’t 
mentioned which seems strange given the club 
isn’t shying away from its lowly league position 
with its social media output. 4

One area the club has embraced is Instagram 
with pictures added almost daily. While 
match and interview shots feature, more 
imaginative pictures from around Craven 
Cottage are included, with a filter 
predilection helping them to stand out.

Videos also appear on its Instagram feed and 
Vine is used regularly, particularly pre-game 
to show fans the players arriving at the 
stadium or in the tunnel immediately before 
kick-off. 

Video content the star performer
In fact video is an area where Fulham shines, 
with YouTube regularly updated with more 
than just the usual pre and post-match 
interviews. While these inevitably feature, 
there’s interviews with fans, footage from 
youth team games and a look at Fulham’s 
community work. Fulham doesn’t have a 
subscription digital TV service, giving it more 
licence on YouTube, which in turn is good 
for fan engagement. These videos are also 

placed on Google+ (and Facebook), 
providing fresh content and making the 
page one of the more active, when 
compared to those of other clubs. 

Short-form videos neatly preview the 
matchday programme and Fulham uses its 
social channels to push products such as its 
iPhone app, official shirts, soccer schools for 
kids and match tickets. 

One area where Fulham falls short is Twitter 
engagement. While it occasionally floats out 
questions and encourages fans to join in 
conversations, it only really enters into 
dialogue with fans around match tickets. 

Its match commentaries and analysis are also 
a little below par, but this is partly as it 
pushes fans to its interactive match centre 
where it provides more detail than on social 
media. 

Its Facebook output is typical of most teams, 
though it could do with some more training 
ground and behind-closed-doors images, 
which would help make fans feel closer to 
their heroes.

 

FULHAM What happened? Loss to Swansea away and Southampton at home; 
busy transfer deadline with plenty of new faces arriving and popular 
players Hughes and Berbatov departing

On the whole, Fulham does a reasonably 
good job with its social media, boasting a 
presence across the major platforms and  
displaying a willingness to be reasonably 
creative and experimental. 
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Commercialisation

Hull does a solid job promoting its matchday and 
official partners via social media. It also draws 
attention to relevant offers and ticket news, using 
news of the signing of new players such as Jelavic 
and Long to push sales on replica shirts. 3.5

Creativity

Use of Vine and a move into Google+ show the 
club is keen to use multiple touchpoints to connect 
with fans, but disappointingly there’s no real active 
Instagram presence. Although undertaking a 
simple approach, video content is where it shines 
creatively. 3

Engagement/Inclusivity 

Other than player Q&A requests and encouraging 
fans to tweet messages that appear on in-stadia 
screens, Hull does little to make followers feel part 
of a community. 2.5

Relevance

Across platforms, Hull keeps fans well informed 
about first team related news and videos provide 
access to the activities and opinions of players and 
staff. It could though include some more club news 
– community work, youth teams etc – as 
references here are only fleeting. 3.5

Hull opened a Google+ account at the end 
of January, increasing a social media 
presence which already comprised profiles 
on Twitter, Facebook, Vine and YouTube. In 
its first few days on Google+, video content 
was an area of focus, with much of its 
YouTube footage uploaded. 

Video is an area where Hull thrives, with a 
regularly updated YouTube channel with the 
usual match build up and reaction, as well as 
training ground footage and Q&As with the 
players providing a neat way for fans to feel 
connected with the team. 

Its video output is even more impressive 
given it operates a subscription online TV 
service – Tigers TV – so it’s good to see it 
making a reasonable amount of this content 
available for free. 

With the aforementioned Q&A videos, Hull 
uses its Twitter feed to get fans to submit 
their questions, using hashtags like 
#askdavies for the Curtis Davies film. While 
this is a commendable way to engage fans 
online, it could do more in other areas. 

Though it occasionally floats questions out 
to fans on Twitter, it doesn’t enter into 
dialogue with them and only occasionally 
retweets their responses. As a news service 
its social feeds, particularly Twitter, keep 
fans informed and are especially strong on 
matchday with a decent level of build-up 
content and post-game reaction and 
analysis. 

Tickets & sponsors promoted
Commercially Hull uses its social media 
feeds well, publicising ticket news and its 
matchday programme (through Vine videos) 
and highlighting its matchday sponsors. It 
uses its Facebook profile picture to promote 
special offers on replica kit, linking deals to 
the signings of new players. 

Its principal sponsor is Cash Converters and 
the brand has its own football Facebook 
page which Hull occasionally promotes via 
its posts. This may be the reason why Hull 
doesn’t overload its own Facebook page 
with posts, perhaps agreeing that it shares 
Facebook content with its partner.

What happened? Lost away to Crystal Palace; drew with Spurs at 
home; a quiet end to a relatively busy transfer window; joins Google+HULL CITY
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Creativity

Historically Liverpool has been imaginative on 
social media and it still demonstrates this with 
Instagram and eye-catching matchday animation 
which features on most channels. On the downside 
it has some latent channels and Vine use is 
sporadic. 3.5

Commercialisation

The EA and Standard Chartered sponsorships are 
highlighted through social media and Liverpool 
uses these channels to push its programme and 
official magazine. Using its pages to push fans back 
onto its website is to some extent a smart 
commercial strategy for increasing visitor numbers 
and capturing data. 4.5

Engagement/Inclusivity 

Could arguably do more to engage with fans on a 
personal level occasionally, though it does have 
some smart ways to make them feel part of the 
club, in particular asking their thoughts on the 
playlist for home matches. 3.5 

Relevance

All big club news is delivered across Liverpool’s 
host of social platforms. Fans are kept well 
informed about youth sides and other club matters 
and made to feel part of all things Liverpool. 4

Liverpool has been lauded as a pioneer of 
social media in the past and with a strong 
presence across all the major sites, as well as 
some less frequented by fellow football 
clubs, it’s easy to see why. 

It’s clear however that Liverpool uses social 
media to drive fans to its official website, 
keeping most of its compelling content 
there. This is suggested by the way it has 
created #theKop, a social media hub that 
houses a mixture of content from the club 
with user-generated material – tweets, 
Instagram images, fans blogs etc. – that 
carry the #thekop hashtag. 

With all its LTV video content admirably 
available for free (both online and via digital 
TV), it again drives fans to its own channels 
for them to consume and, as such, little 
recent video footage is available on 
YouTube. This has also meant that the LFC 
Kids Channel has lay dormant for months 
with no uploads. 

Impressive on Instagram 

Liverpool excels on Instagram with a mixture 
of match, training and behind-the scene 
images, as well as nods to its rich history and 

occasional short-form videos from LTV. A 
good selection of match and training ground 
images also appear on Facebook, fused with 
the usual club news, and a tie-up with EA 
Sports – an official club sponsor – for Goal of 
the Month is a regular feature. 

On Twitter its deal with primary sponsor 
Standard Chartered is highlighted with the 
brand sponsoring man-of-the-match awards. 
It engages with fans by canvassing their 
opinion on man-of-the-match and 
imaginatively on the Anfield playlist for 
upcoming games, however dialogue and 
retweeting fans is scant. 

Although output on Google+ was quite 
standard during the assessment period, it 
has used the site for player hangouts with 
Kolo Toure answering fans’ questions on 
there in November. Liverpool is also on 
Pinterest and Tumblr, though the latter in 
particular has not been updated for almost a 
year as it seems to have chosen Instagram as 
its main picture platform.

 

LIVERPOOL What happened? Beat Everton in the Merseyside derby; held to a 
draw away at West Brom; no major activity around deadline day 
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Creativity

City’s strength on social media lies with the content 
it creates from regular goings on at the club (helped 
by the access it has to players who seem pleased to 
co-operate), and its ability to come up with ideas 
ingrained in social media that create new content. 
It’s also clearly adventurous and not afraid to try 
new platforms and push initiatives to its fans. 5 

Commercialisation

City doesn’t bombard followers with promotional 
messages but it does draw attention to its sponsors 
via tactical offers. This includes Forex, Bet365 and 
BT, via the BT Square fans zone. Additionally the 
usual club products such as ticket availability and 
programmes are highlighted. 4.5

Engagement/Inclusivity 

City looks to involve its fans in many aspects of the 
club often employing a ‘cyber-physical’ approach 
to ensure digitally generated content and ideas 
translate into the real world, like #citymosaic or 
asking fans to vote on Twitter for the songs they’d 
like to hear at The Etihad on matchdays. 5

Relevance

No stone is left unturned as it seems all available 
news is conveyed to fans across its social media 
portfolio. This includes a commitment to covering 
youth and women’s sides, as well as community 
news. It also attempts to assist fans in a range of 
ways, such as global TV times for games or best 
routes to get to matches. 5

Manchester City has long been lauded for its 
unrelenting commitment to social media and 
based on its current output it clearly 
maintains these exceptionally high 
standards. 

While its focus is on the major and in-vogue 
platforms, it remains committed to its 
accounts on Flickr, where all match images 
are uploaded, and Pinterest, continually 
updating its ‘match programme’ board. 

However it’s perhaps video content where it 
truly shines. Its video output is vast and 
although most material is housed on its 
website (all of which is free), a large 
proportion is uploaded onto YouTube. This 
includes TunnelCam, a concept pioneered 
by City, a constant stream of interviews and 
the weekly In The City round-up show. This 
provides fans with real fly-on-the-wall access 
to footage from the training ground and all 
City-related happenings. 

Such content is pushed on City’s Facebook 
page, which is constantly updated with club 
news and regular suites of images, perhaps 
of that day’s training or of a particular player. 
Facebook, as is Twitter and Google+, is also 
used to generate interest in the number of 
competitions/co-creation initiatives it runs to 
engage fans. A recent #citymoasic drive 
asked fans to design and then vote on a 

visual montage to be displayed across the 
stadium – this hashtag featured as a 
Facebook image, showing how the club uses 
its prime real estate to highlight such 
activities to supporters. 

Twitter grows but the personal  
touch remains
As City’s on-field success continues, its 
fan-base grows but it remains accessible via 
social media, particularly Twitter, and still 
strives to develop close bonds with fans. It 
regularly retweets fans’ comments, 
occasionally responds to their messages and 
gives ‘shouts out’ to supporters groups and 
blogs with Follow Fridays. 

 

MANCHESTER 
CITY

What happened? Thrashed Spurs away; lost to Chelsea at home in 
top-of-the-table clash; passed 9 million fans on Facebook

Aside from fan interaction the feed is full of 
rich content, neatly interwoven with other 
platforms and its site, including club news, 
impressive matchday coverage with Vine 
videos and some promotional posts around 
tickets, programmes and sponsor tie-ins. It 
also has a strong and committed Google+ 
presence with over three million followers – 
who it keeps updated with similar content to 
that on Twitter and Facebook – and across 
its social media portfolio it maintains an 
upbeat, welcoming tone-of-voice, further 
enabling fan engagement.



MANCHESTER 
UNITED

Creativity

Use of Vine indicates club embracing latest popular 
platforms, while statistical inforaphics are visually 
appealing. No YouTube channel limits video output 
and the chance to engage followers further. 3.5

Commercialisation

United strike a good balance here, not overdoing 
things but using competitions to capture data and 
posting info on MUTV’s content and the matchday 
programme to boost take-up. 4.5

Engagement/Inclusivity 

Overall there’s a lack of ‘personal engagement’ 
across all channels – with fans’ not RT’d on Twitter 
nor queries answered. However, a high volume of 
behind the scenes photos gets followers closer to 
the action. On Instagram the #mufcfanpics hashtag 
gives fans to chance to share pics and be featured 
on its official feed. 3.5 

Relevance

All the club news announced swiftly via Twitter, as 
well as other channels when appropriate. Could do 
more pre and during games on social media, but 
fans pushed to dedicated Match Centre on official 
website for in-game commentary. 4
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Mata’s arrival dominated United’s social 
media output over the first two days, with 
images and quotes from his first press 
conference posted across the club’s main 
four social media channels. 

A Mata signed shirt competition 
demonstrated how the club uses these 
channels to monetise in the long term and 
offer something to sponsors. To win, 
entrants had to provide personal information 
including an email address and choose to 
opt-out of receiving messages from 
sponsors. 

United is one of the few clubs not to have an 
official YouTube channel. While some video 
content is available on Facebook, Google+ 
and its website (often heavily MUTV 
branded), it seems to keep much of its video 
content exclusive to MUTV subscribers and 
is therefore careful not to give too much 
away for free. 

United’s tone across channels is quite 
formal, factual and informative. On Twitter, 
RTs from players help to break this up. It’s a 

little more relaxed on Instagram, with fans’ 
pictures occasionally featuring and short 
form videos used. United has a presence on 
Google+, but despite using it for player 
hangouts in the past, it featured similar 
content to Facebook & Twitter during the 
analysis period. 

Overall its social media output is well crafted 
and co-ordinated (particularly given United’s 
late arrival on Twitter) with thoughtful 
cross-channel integration. As well as 
covering all club news, players’ birthdays, 
stats and a look back into the club’s rich 
history are key content drivers. 

On the final day of analysis, United ran a 
Twitter Q&A with midfielder Michael Carrick 
(see intro section). Given the team’s form, 
this was a brave (arguably foolish) move 
with Carrick questioned about the manager, 
recent poor performances and the perceived 
lack of quality players within the squad.

 

No YouTube given MUTV commitment

What happened? Juan Mata unveiling; victory over Cardiff at home; 
defeat to Stoke away; Twitter Q&A with Michael Carrick 
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Creativity

Use of Vine shows the club is putting content on 
platforms used by its younger fan groups, but 
with a ‘blackout’ on free video content it’s hard to 
find any other areas where its being even 
remotely innovative. 1.5

Commercialisation

Newcastle cannot be accused of being shy and 
retiring in this area, but its quest to monetise goes 
too far, particularly on Facebook. Its drive to get fans 
to sign-up to NUFCTV has resulted in a dormant 
YouTube channel which must disappoint fans. 2

Engagement/Inclusivity 

Relevance

On Twitter and Google+ the latest news is passed 
on to fans as you’d expect, though stories that may 
disappoint fans – like the sale of Yohan Cabaye 
– are only referenced fleetingly. More news and 
club opinion could be placed on Facebook rather 
than using it as a sales tool. 3

Newcastle’s use of social media is something 
of a mixed bag. While it does a decent job 
on Twitter, its Facebook account is used as a 
vehicle to sell sportswear from owner Mike 
Ashley’s SportsDirect empire as much as it is 
to provide news and engage fans. While we 
advocate some commercialisation within 
social platforms, Newcastle takes this too far. 

Almost every other post is a sales push for a 
Newcastle branded product, be it a replica 
shirt, tickets to concerts at St James’ Park or 
to its digital TV service, NUFCTV. If there 
was more content on its Facebook page it 
wouldn’t be so bad, then at least commercial 
messages would be less conspicuous but 
even posts about matches or players are 
often linked to a sales promotion. 

Video paywall means no  
YouTube content 
Sadly its YouTube strategy also disappoints. 
While there are no commercial messages 
within the site, this is because there is no 
recent content with no uploads in the last six 
months. While other clubs have subscription 
video services, the majority release some 
free content to entertain fans and encourage 
them to subscribe, however this isn’t the 
case with Newcastle. 

On the positive side its Twitter account is 
decent, providing relevant news and some 
behind-the-scenes access, particularly 
around the arrival of Luuk De Jong in the 
transfer window via regular updates and 
Vine footage.

There’s some attempt to engage fans with 
occasional retweets, general questions 
around matchdays and questions for players 
for upcoming programme interviews. And 
while there are promotional tweets (around 
tickets, matchday programmes and tie-ins 
with betting partner 138.com) they are not 
incessant. 

It uses Twitter to push fans to its Flickr 
galleries, which are regularly updated and 
provide plenty of images around training 
and matchdays. This is the standout area of 
Newcastle’s social media activity as, giving 
fans access to exclusive pictures that will 
help them feel closer to the club. Some of 
these pictures would be well served on 
Instagram, but sadly it doesn’t have an active 
account.

NEWCASTLE What happened? Drew with Norwich away; lost to Sunderland at 
home; star player Yohan Cabaye left the club while Luuk De Jong 
joins on loan

While questions are posed to fans and their 
submissions are encouraged for player Q&As, 
there’s not a great deal of ways the club looks to 
include fans via social media. 2.5



Facebook / Twitter / Instagram / Google+ / 
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Creativity

Again video leads the way and demonstrates its 
creative side, with Tunnel Cam providing a great 
way to give fans a taste of what goes on at Carrow 
Road on matchdays. Given video is such a focus 
it’s disappointing to see a drop in short-form 
content via Vine. 3.5

Commercialisation

Fans are certainly not bombarded with commercial 
messages as the club only occasionally pushes 
products and services. There’s no evidence of 
tie-ups with sponsors on social media; this could 
be used more to offer value to partners. 3

Engagement/Inclusivity 

Video provides the main way for Norwich to 
engage with fans through original content made 
available for free. Fans are encouraged to vote and 
respond to questions on Twitter, but other than for 
ticket news it rarely responds personally so 
arguably more could be done here. 3.5

Relevance

All major club news is well covered, with Norwich 
paying close attention to youth teams as well. The 
run up to the close of the transfer window was 
quiet, but fans were kept informed about any 
activity and the arrival of Joseph Yobo. 4

Norwich projects an image of being a caring, 
community-focused club and this impression 
is enhanced when reviewing its social media 
content. It focuses very much on increasing 
the fans’ experience be that on matchdays 
or at other times and through video content 
in particular, enables them to feel part of the 
club. 

Its video output is impressive, notably as the 
club does offer an online TV service, 
Canaries TV, yet its YouTube channel is 
frequently updated with noteworthy 
features and vignettes, as well as the usual 
player and staff interviews. These features 
include Tunnelcam, easily the most popular 
videos on its channel, which display the 
unfolding events pre-match, around kick-off, 
at half-time and after the final whistle has 
blown. Fans value such behind-the-scenes 
content, giving them an insight into the 
goings on at a location they are unlikely to 
experience first-hand. 

Another feature which strengthens this 
image of a community club is #MySeat, 
where a player talks to a fan about their 
season ticket and their experience watching 
the Canaries from that position. 

Novel approach on Google+ 
Interestingly Norwich uses its Google+ page 
as site solely to host videos. While these 
videos are available on YouTube, it’s good to 
see a different approach undertaken rather 
than regurgitating the same content found 
on Facebook and Twitter. 

On the latter, it’s a fairly standard mix of club 
news, including youth teams, and match 
build-up and reaction, with plenty of pushes 
to video. It responds to fans’ ticket and travel 
queries, asks them to vote for player of the 
month, and occasionally retweets their 
thoughts. Tweets of a commercial nature are 
limited; as well as ticket news we saw posts 
for the club’s lottery scheme and a special 
offer on replica shirts. On Facebook 
promotions for its football schools and 
Canaries Player were included among the 
usual mix of news, match pictures and 
reaction. 

Norwich uses Instagram well with team news 
and in-game action shots, though across all 
channels there is a lack of training ground 
‘access’ via exclusive shots. The club is also 
on Vine and Flickr, but activity on both has 
been scant of late. 

NORWICH CITY What happened? Drew with Newcastle at home; defeat away at 
Cardiff; Joseph Yobo arrives on loan in an otherwise quiet end to the 
transfer window
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Creativity

Southampton is imaginative in its use of Vine, 
Instagram and available video content, but its 
biggest creative strength is how it uses its content. 
It imaginatively turns news into material that fans 
can respond to – such as players departing or 
reflecting on past events. 4.5

Commercialisation

Engagement/Inclusivity 

Southampton does a great job of involving its fans 
through reposting their images, comments and 
videos and asking them to vote on man-of-the-
match. It is receptive to fans’ queries on Twitter 
opening into dialogue and answering in a friendly 
manner. 5

Relevance

As well as reporting all news covering the first 
team, feeds cover stories beyond the star players 
so followers get a sense of being immersed in all 
things Southampton. 4

It’s a pleasure to assess Southampton’s social 
media strategy as it is rich, engaging, 
creative and well considered across all the 
platforms it has a presence. It is active on all 
the major networks and has embraced Vine 
as much as any other club in the league. 

A confident tone radiates on Twitter and it’s 
easy to see why as Southampton is 
comfortable in whatever it’s doing, be that 
generating pre kick-off buzz, delivering 
exciting match commentaries, or engaging 
with fans and responding to their queries via 
personal dialogue. 

Content is well signposted with frequent 
posts regarding, among other topics, the 
latest available videos, images and quotes 
from players or the manager’s interviews. It 
is particularly strong on matchdays, 
retweeting pics from fans on their way to the 
game, displaying in-game photos, and 
frequently using Vine (including revining 
fan’s videos) and Instagram Video to show 
players arriving, warming up and coming 
onto the pitch. 

Successfully balancing free and paid-for 
video content 
SaintsPlayer is the club’s subscription video 
site, but a lot of content is made available on 

YouTube, with a high volume of interviews 
and some training ground footage (such as 
manager Mauricio Pochettino playing head 
tennis with Luke Shaw). Proving it’s not 
afraid to experiment and demonstrating a 
commitment to its youth teams on social 
media, it broadcast a recent FA Youth Cup 
tie live on YouTube. 

Its Facebook site captures the eye as the 
club likes to use a single column layout with 
big pictures and embedded videos. While 
there’s naturally a crossover with Twitter 
content, there’s a lot of match and training 
ground images, with full galleries on its 
official website. Southampton also has a 
presence on Google+ with the usual 
updates, images and videos all featuring. 

Instagram is also heavily used with the 
regular match pictures and images relating 
to club news. Here it also uses Flipagram 
really well, to ‘show’ goals and subsequent 
celebrations in frame-by-frame format. It has 
also established Saints Wall, an aggregation 
feed where fans can see all the news from 
Facebook, Twitter, Vine and videos from 
Saints Player in one place. 

SOUTHAMPTON What happened? Drew with Arsenal at home; beat Fulham away; 
generally quiet end to the transfer window with Danni Osvaldo leaving 
on loan the major news

Ticket news and hospitality packages – such as 
the ‘Fantastic 4’ bundle offer – are pushed via 
Twitter and Facebook, as well as the matchday 
programme and Saints Player. Otherwise 
there’s a lack of promotional activity – 
debatably it could use these channels in 
conjunction with sponsors. 3.5
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Creativity

It feels as if Stoke is still coming to terms with the 
basic social media platforms and, as such, is not 
willing to try out anything remotely imaginative 
(apart from joining Instagram). 2

Commercialisation

Perhaps Stoke should be applauded for not 
thrusting commercial messages in fans’ faces but, 
unsurprisingly given an overall lack of content, it 
could do more to highlight main products and 
services like tickets and matchday programmes. 2

Engagement/Inclusivity 

The only notable way Stoke looks to engage fans 
and make them feel a part of it on social media is 
through occasional Twitter retweets. 2

Relevance

It seems that only the biggest first team news is 
covered. There’s a lack of other news from around 
the club. 2 

Stoke’s social media output is pretty basic 
and there’s little to get excited about across 
the main three channels it uses, Facebook, 
Twitter and YouTube. It’s not that Stoke does 
anything really badly, it’s just that it doesn’t 
do much and seems reluctant to experiment, 
which may of course be down to a lack of 
resources allocated to social media. 

Part of the problem is that it updates its 
pages quite infrequently. On Twitter it is 
generally quiet apart from on matchdays 
when it offers followers match 
commentaries, pictures from games and 
fans’ post-match reaction, depending on the 
result. Yet pre-game it is quiet, with only a 
couple of tweets before the teams are 
announced an hour before kick-off. 

Generating fan excitement was easy to do 
following its victory over Manchester United 
and it retweeted a selection of their 
reactions, though this isn’t something that is 
too common as it rarely encourages 
followers to voice their opinions or engages 
on a personal level. 

It misses the chance to carry out some basic 
marketing with no information on the 
matchday programme and when it tweets 
about tickets being available, there’s no link 
to discover more. 

Some video content available  
on YouTube 
Despite an online subscription TV service – 
Stoke City Player – the club does make some 
video content available for free on its 
YouTube channel, with the manager’s press 
conferences, match previews and the 
occasional player interview accessible to all. 
The signing of Peter Odemwingie from 
Cardiff was well covered here, with an 
interview appearing soon after he signed. 

Its Facebook page has a similar feel to 
Twitter, with a lack of updates making 
engagement hard. There are no pictures 
from the training ground or behind-the-
scenes images providing that access that 
fans’ crave. Content is generally around the 
major club news and a few images from 
matches and the occasional push to Stoke 
City Player. 

STOKE CITY What happened? Peter Odemwingie joins in the transfer window; a 
midweek defeat to Sunderland, away; beat Manchester United at home

The club has an official presence on 
Instagram which features match shots but 
doesn’t integrate this with its other social 
media pages. It is yet to use Vine or 
Google+.
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Creativity

Much of Sunderland’s content is simple and may 
not have a ‘wow’ factor but a variety of material, 
angles and fan contributions make its channels feel 
lively and varied. 3.5

Commercialisation

The club provides regular updates on tickets for 
upcoming games on Facebook and Twitter, 
encouraging fans to attend matches. A caption 
competition with Strongbow, its alcohol partner, 
shows it’s happy to work with sponsors on its 
channels. Otherwise it was fairly inactive on 
promotional activity via social media. 3.5

Engagement/Inclusivity 

It feels like a Sunderland fan is behind its social 
media output and as a result, the views and 
experiences of fans are regularly sought. It throws 
out questions, retweets and chats to fans and 
gauges their emotions well around big events and 
matches. 4.5

Relevance

Supporters are kept in the loop with all club news 
from first team level through to the experiences of 
the fans. Updates around transfer deadline day 
were prompt and it was good to see the club 
thanking departing players for their efforts. 4

This is achieved through the usual mix of 
club news, including youth team info, 
appealing match commentaries and a good 
level of fan engagement – it converses with 
fans on a personal level, canvassing their 
opinion, and regularly retweets their 
thoughts and pictures. 

During the monitored period Sunderland 
beat Newcastle and tickets for Wembley 
went on sale and the club used Twitter to 
generate and display fans’ exhilaration 
around both. 

Good use of players for content 
Around that derby win, it was evident to see 
the access, and clearly good relationship, its 
social media team has with the players, as 
pictures of them providing ‘3-0’ gestures 

began appearing on Twitter and Instagram. 
Instagram is another platform the club uses 
well though surprisingly it hasn’t utilised 
short-form video much on here or Vine. 

While the club has a presence on Google+, 
content on there is similar to that on 
Facebook and Twitter but uploads are much 
less frequent. As well as the usual news, 
Sunderland uses Facebook to display match 
images and training shots, helping fans feel 
closer to the team. 

It also uses the channel to display ticket 
information and regularly looks back into its 
history with an ‘on this day’ feature; it’s a 
simple tactic but it provides content which 
appeals to supporters. 

With rich material on most of its social 
media, it’s a shame the club has no official 
YouTube channel to seed content. However 
this is because all of its video material is 
available for free via its SAFSee online TV 
channel. Fans that register can access all 
material, which provides the club with 
valuable customer information and also, 
again, strengthens supporters’ feelings 
towards the club. 

SUNDERLAND

On January 31 Sunderland reached 200,000 
Twitter fans, providing the club with more 
cheer after reaching the Capital One cup 
final. And it’s Twitter that is its shining light 
when it comes to social media. Composed 
with a confident, knowledgeable and at times
 playful tone-of-voice, it seems 
to understand the emotions of supporters 
and looks to place them right in the heart of 
the club. 

What happened? Won at home against Stoke; beat local rivals 
Newcastle; Liam Bridcutt & Ignacio Soccoco join the club; Twitter 
landmark reached



Facebook / Twitter / Instagram / YouTube / Vine
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Creativity

Swansea’s active use and experimenting on Vine 
demonstrates its imaginative side. It uses hashtags 
well and is canny at how it integrates its social 
platforms, as well as how content from them can 
be used in non-digital forms. 4

Commercialisation

Ticket news, the matchday programme and Swans 
Player are all pushed via social media. However 
there’s a lack of activity with sponsors which could 
be improved to offer them more value and to 
develop their rights. 3

Engagement/Inclusivity 

Swansea does a good job of involving fans on 
social media, whether that’s initiatives like 
#wearyourcolours, regularly canvassing opinion or 
featuring user-generated content in the matchday 
programme. 4

Relevance

Supporters using its platforms are kept abreast 
about club news including information on youth 
teams. Activity in the run-up to games is plentiful 
and pertinent, while updates around new signings 
were impressive, with regular posts ensuring 
followers knew exactly what was going on. 4

With a subscription video service – 
SwansPlayer – Swansea keeps some of its 
video content exclusive to subscribers, but it 
is still generous with what it offers for free 
on YouTube. Particularly fetching is Swans in 
Focus, a weekly 10-minute magazine style 
show rounding up all the major club news as 
well as features on players, work in the 
community and action from the training 
ground. It’s not surprising that this show is 
the most watched on Swansea’s YouTube 
channel as this is the behind-the-scenes 
material fans appreciate. 

#wearyourcolours for the derby 
Swansea integrates content and campaigns 
well across different platforms, pushing 
followers to the appropriate site. This was 

seen with its #wearyourcolours campaign 
which launched at the end of January, 
encouraging fans to show their support at 
the South Wales derby against Cardiff. This 
is one way the club looks to galvanise and 
interact with supporters online, which also 
includes asking fans questions, score 
predictions and to vote for their man-of-the 
match via Twitter.

Following the Fulham victory, supporters 
were encouraged to tweet their thoughts on 
the game (using #swansreport) with the best 
responses used in the next matchday 
programme. 

Facebook is the usual mix of news, match 
previews and reaction and pushes to video 
content. Here, as well as on Twitter and the 
club’s active Instagram account, fans were 
kept well informed of developments during 
the transfer window.

SWANSEA CITY What happened? What happened: Home win versus Fulham; lost 
away at West Ham; Swans wall, fusion of social media accounts, 
launches; David Ngog joins in the transfer window

During the time we looked it Swansea’s 
social activity, it introduced #Swans wall, an 
aggregation of content from the club’s 
official Twitter, Facebook, Vine, Instagram 
and YouTube accounts, as well as material 
from stories on its website. Creating such a 
hub indicates that it’s taking social media 
seriously and it does a decent job across its 
channels, particularly on YouTube. 

On the micro-blogging site, it signposts 
content (with capped up opening words 
such as News, Tickets and Video) and uses 
Vine regularly, often in the build up to games 
and to preview the matchday programme. 
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Facebook / Twitter / Instagram / Google+ / 
YouTube / Vine

Creativity

Twitter Q&As with players, Spurs Connect and 
FanCam indicate an original nature, however 
Spurs’ video policy restricts it from achieving more 
here. 4

Commercialisation

Using its social networks to highlight upcoming 
player appearances at club stores during the 
half-term holidays shows the shrewd way it activates 
commercially, but such messages don’t feel 
obtrusive as it posts so much original material. 4

Engagement/Inclusivity 

Relevance

As well as successfully covering first team affairs, 
there’s plenty of posts around the goings-on at 
youth team level and information about Spurs’ 
work in the community. 4

On the first day of looking at Spurs’ social 
media activities, the North-London club 
hosted a Twitter Q&A with its contingent of 
Belgian players, Jan Vertonghen, Nacer 
Chadli and Mousa Dembele. Well promoted 
via its other channels, the #spursqa initiative 
trended in the UK (though inevitably this 
was partly down to ‘ambush’ questions 
submitted by fans of rival teams). However it 
demonstrates Spurs’ commitment to social 
networks as a way of bringing the club and 
its players closer to its fans. It also regularly 
enters into dialogue with supporters on 
Twitter and frequently throws out questions 
to them, particularly around their matchday 
plans, retweeting photos and responses.

On Facebook, fans are encouraged to vote 
for their man-of-the-match by liking pictures 
of certain players while regular training 
galleries give fans that ‘behind-closed-doors’ 
access they appreciate. 

Across both channels there’s the usual news 
and activity around and during matches. 
There’s also regular pushes for Spurs 
Connect, an interactive mobile game that 
fans can play while watching live matches. 

Commercial messages aren’t overdone
Spurs’ does use its channels to raise 
awareness of certain products and services 
– like its soccer schools, merchandise stores 
and the usual tickets and programmes – as 
well as highlighting match odds through 
betting partner BetFred, but such posts are 
occasional. 

The club does regularly push its Spurs TV 
online service though and it’s on here that 
the vast majority of its video content is kept 
for paying customers. 

Instagram is regularly updated with the 
typical club and match pictures. Pictures of 
fans pre-game are also a regular feature (via 
FanCam), another way of making them feel 
part of the Spurs community. The club can 
also be found on Vine and Google+, where 
content is similar to that seen on Facebook.

TOTTENHAM What happened? Lost at home to Manchester City; Drew away at 
Hull; quiet close to the transfer window with Holtby’s loan to Fulham 
the biggest news

Occasionally videos are available on 
YouTube but they are short and it's clear 
the best content (including any interviews 
with Tim Sherwood) are kept for Spurs TV. 

This is an area where Spurs shines, with constant 
interaction with followers as it looks to involve 
them in club affairs and initiatives. Across platforms 
it applies a friendly and sociable tone and 
nature, suggesting an appreciation of its fans and 
the lengths they go to support the club. 4.5
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Creativity

Video is West Brom’s most creative area, 
particularly the tunnel cam feature which fans 
adore. However failure to adopt Vine and a lack of 
originality on other social media channels has 
resulted in low levels of content. 2.5

Commercialisation

It’s only really ticket news and the club’s digital TV 
service, which benefit from any exposure on social 
media. Thus the club could do more with its 
sponsors to highlight their roles, offer them more 
value and develop more content for fans. 2.5

Engagement/Inclusivity 

West Brom could do more to involve fans in 
aspects of club life via its social channels. This 
could principally be achieved on Twitter where 
attempts at engagement are low. Video content 
does provide a way of giving them some ‘behind-
the-scenes’ access. 2.5

Relevance

All club-related news is delivered to fans via 
Twitter and Facebook and fans were kept 
up-to-date with the arrival of Thievy Bifouma on 
deadline day. More could be done on matchdays 
though to give followers a comprehensive idea of 
what’s going on. 3

YouTube is arguably the strongest of West 
Brom’s social channels with videos added 
regularly helping to entertain, inform and 
engage fans. The typical pre-and-post match 
interviews are a fixture, as well as highlights 
from youth team games and tunnel camera 
footage at home matches. Like many other 
clubs, it has its own online video 
subscription service, but there’s enough free 
content to keep fans happy (and potentially 
encourage them to upgrade). 

Much of its YouTube content is also 
uploaded to its Google+ page which is 
dominated by video. Despite a commitment 
to longer-form video it is yet add content to 
Vine, despite creating an account. This is a 
shame because Vine footage could help 
boost what is, in general, a fairly basic and 
lacklustre Twitter feed. 

Could do more on Twitter 
It seems to respond to club news, events 
and matches rather than being proactive and 
making the most of its content or developing 
initiatives. 

It is one of the Premier League’s less 
frequent tweeters with only the occasional 
tweet on non-match days and quiet news 
days. It does occasionally retweet fans 
comments, such as in the run-up to the Villa 
game, but it’s rare to see it trying to 
connect with followers and it feels very 
much like a news feed (with an informative 
not personal tone of voice) rather than an 
engagement tool. 

 

WEST BROMWICH 
ALBION

What happened? Lost local derby at Aston Villa; drew with Liverpool 
at home; Thievy Bifouma joins on deadline day

Twitter is used to drive traffic to other 
platforms where content is housed, such as 
Instagram, YouTube and its own website. It 
does integrate channels and content well 
and this was evident to highlight its 
charitable work for Walk the Albion Way. 
The club’s work here was highlighted on 
Facebook, a channel which covers the 
regular match anticipation and reaction, 
statistics, as well as ticket news and the odd 
glimpse back into its history. Match picture 
galleries are kept on the club’s website and 
not on Facebook.
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Creativity

Its embracing of Vine shows the club is 
comfortable with the latest social networks. While 
Twitter content may not be strikingly extraordinary, 
it is well constructed, thorough and consistent and 
shows initiative. It could do more with longer form 
video, but its commitment to West Ham TV 
prevents this. 3

Commercialisation

West Ham strike the right balance of pushing 
commercial messages to fans but not 
overburdening them. As well as partnering with 
Bet365 and Alpari on its social channels, it also 
uses the platforms to promote match tickets and 
programmes, including a download version. 4

Engagement/Inclusivity 

Frequent competitions, The Social Story and 
encouraging fans to share their opinions are solid 
ways to engage, while short-form video provides 
behind-the-scenes access. However retweeting 
fans or engaging with them on a personal level is 
scant and more could be done here. 3

Relevance

West Ham excels here and followers are taken into 
the club’s world with frequent updates covering all 
goings on. Updates on new signings were plentiful, 
helping fans get to know their new players. 4.5

On the whole West Ham uses social media 
well to develop relationships with its fans 
and ignite the passion of its ardent supporter 
base. One area the club has really taken to is 
Vine and it regularly posts videos on the 
platform around matchdays, with glimpses 
of players arriving at stadiums, them 
warming up and any notable activity going 
on that day. It provides fans with a window 
into West Ham’s world and further access is 
facilitated through Facebook and Twitter. 

Both are regularly updated with the former 
containing impressive and extensive 
galleries of match action, training shots and, 
importantly during the monitored period, 
plenty of info on new signings. 

Impressive Twitter strategy 
The club is busy on Twitter, ensuring 
supporters know all about life at Upton Park 
with updates going beyond just first team 
news. Fans are encouraged to participate 
through voting on player of the month, 
regular competitions and quizzes, and 
content is well flagged so followers instantly 
know if the tweet contains images, a link to a 

video, an online story, or quotes from a 
player or the manager. 

While commercial messages are evident – 
with sponsors’ posts retweeted and betting 
odds supplied by Bet365 – there is plenty of 
rich content on here to ensure that fans 
don’t feel as though they are being 
continually marketed to. 

YouTube content is limited as West Ham 
puts most of its video content behind a 
paywall. There are occasional free videos 
however, such as mini-interviews and 
footage of new players, with club sponsor 
Alpari benefiting from the appearance of its 
logo at the outset. 

While it eschews Google+, it’s output on 
Instagram is impressive and it has created its 
own social media aggregation service called 
The Social Story. This shows how the run-up 
to a match and the game itself unfolded, in 
chronological order, and includes content 
from the club’s social media channels as well 
as selected comments from fans.

 

WEST HAM 
UNITED

What happened? Drew away at Chelsea; beat Swansea at home; 
Abdul Razak joins as the transfer window draws to a close while other 
new signings unveiled to the media
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While we focused on qualitative analysis for this report, we 
didn’t completely ignore the stats. We assessed Facebook 
data to see clubs’ engagement rates – based on likes, shares 
and comments, outbound post rates and average number of 
posts per day, page growth over the period. 

On Twitter we looked into fan growth, total mentions, 
engagement rates, outbound post frequency and most 
engaging tweets. 

The latter was based on the number of retweets the post 
received. And here’s a description of each club’s most 
engaging post during that period – click on each club name 
to see the actual tweet. 

Most engaging tweets – new signings, team news, delighting 
in big wins and mocking Manchester United 

Arsenal:  Announcing the news that Kim Kallstrom joined on loan
Aston Villa:  Delighting in the win over local rivals West Brom
Cardiff City:  A picture of new signing Fabio da Silva and manager Ole Gunnar Solksjaer
Chelsea:  The scoreline at full-time in the big clash against Manchester City
Crystal Palace:  New signing Scott Dann poses with the Palace shirt
Everton:  The breaking news that Leighton Baines had signed a new contract
Fulham:  Record signing Konstantinos Mitroglou is unveiled to the media
Hull City:  The Tigers’ starting XI for the game against Crystal Palace
Liverpool:  Celebrating the thrashing of Everton in the local derby
Manchester City:  The team is announced for the top-of-the-table game with Chelsea
Manchester Utd:  The news that Juan Mata will don the number 8 shirt
Newcastle Utd:  Confirmation that Luuk de Jong joined on loan
Norwich City:  Heralding the arrival of loan signing Joseph Yobo
Southampton:  The news that Dani Osvaldo had joined Juventus on loan
Stoke City:  Quoting a terrace chant as its fan mock Man United
Sunderland:  Delighting in the derby day win over Newcastle
Swansea City:   Sharing the news of David Ngog’s arrival from Bolton
Tottenham:  The team news for the game against Manchester City
West Brom:  The Baggies team to face Liverpool
West Ham:  A competition to win a signed Antonio Nocerino shirt

https://twitter.com/Arsenal/statuses/429337269783121920
https://twitter.com/AVFCOfficial/statuses/428643156217696256
https://twitter.com/CardiffCityFC/statuses/429241957173317632
https://twitter.com/chelseafc/statuses/430459127232339969
https://twitter.com/Official_CPFC/statuses/429359346347016193
https://twitter.com/Everton/statuses/427730689761366018
https://twitter.com/FulhamFC/statuses/429274481614262272
https://twitter.com/hullcityteam/statuses/428241375423762432
https://twitter.com/LFC/statuses/428284471553449984
https://twitter.com/MCFC/statuses/430416796261552128
https://twitter.com/ManUtd/statuses/427795915227680768
https://twitter.com/NUFCOfficial/statuses/428576040353411073
https://twitter.com/NorwichCityFC/statuses/428967234799554560
https://twitter.com/SouthamptonFC/statuses/429316608331227136
https://twitter.com/stokecity/statuses/429634048160309249
https://twitter.com/SAFCofficial/statuses/429624333921976320
https://twitter.com/SwansOfficial/statuses/427815714909474818
https://twitter.com/SpursOfficial/statuses/428600559398965249
https://twitter.com/WBAFCofficial/statuses/429955365782827008
https://twitter.com/whufc_official/statuses/429231511494094850


Thank you for reading our report

A little bit about us

Accepted Socially is a marketing research and insights 
consultancy, based in London. We help our clients 
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