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ARTICLE INFO ABSTRACT

Received: 11 Mar 2025 This study investigates digital fan engagement strategies in African football through content and

sentiment analysis, focusing on social media interactions of three prominent clubs: Al Ahly

(Egypt), Mamelodi Sundowns (South Africa), and Kano Pillars (Nigeria). Using a mixed-methods

Accepted: 20 May 2025 approach, the research analyzes 1,800 posts and 25,000 comments from Twitter and Instagram
between January and June 2024 to evaluate the effectiveness of content types and fan
sentiments. Content analysis categorized posts into match-related, player-focused, community-
oriented, promotional, and cultural types, while sentiment analysis classified fan responses as
positive, neutral, or negative. Findings reveal that community-oriented (15%) and cultural posts
(10%) generated the highest engagement (6,000 and 5,800 likes, respectively) and positive
sentiments (70% and 65%), while promotional posts had the lowest engagement (3,500 likes)
and neutral sentiment (40%). Match-related content, dominant at 40%, showed moderate
engagement but higher negative sentiment (20%) during poor team performance. Al Ahly
exhibited the strongest positive sentiment (60%), while Kano Pillars faced higher negative
sentiment (20%) due to inconsistent results. Instagram drove higher likes, and Twitter more
comments, reflecting platform-specific strengths. The digital divide skewed interactions toward
urban fans, highlighting accessibility challenges. These findings align with prior research
emphasizing authentic, culturally relevant content and the impact of team performance on fan
reactions. African clubs should prioritize community and cultural content to foster loyalty and
use sentiment analysis to navigate performance setbacks, enhancing brand equity and
inclusivity.
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INTRODUCTION

Digital technologies have transformed the landscape of sports, particularly in how football clubs engage with fans.
The rapid growth of digital platforms has reshaped fan interactions, enabling clubs to connect with supporters across
geographical boundaries. In African football, where passion for the sport runs deep, digital fan engagement strategies
hold immense potential to strengthen connections between clubs, fans, and stakeholders. This study examines digital
fan engagement strategies in African football through content and sentiment analysis, focusing on how these
strategies influence fan loyalty, participation, and brand equity. The aim is to analyze the effectiveness of digital
platforms in fostering meaningful fan engagement and to identify the sentiments expressed by African football fans
online. The objectives include evaluating the types of content shared by clubs on social media, assessing fan responses
through sentiment analysis, and exploring how these interactions contribute to building stronger fan communities.

Football in Africa enjoys a massive following, with fans demonstrating intense loyalty to local and international clubs.
However, the adoption of digital tools for fan engagement remains uneven across the continent. Social media
platforms such as Twitter, Facebook, and Instagram have become critical spaces for interaction, allowing fans to
express opinions, share experiences, and connect with clubs in real time. These platforms enable clubs to disseminate
content like match highlights, player interviews, and behind-the-scenes footage, fostering a sense of belonging among
fans (Santos et al., 2019). In African contexts, where access to stadiums may be limited due to economic or logistical
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barriers, digital platforms bridge the gap, offering fans alternative ways to engage with their teams (Ncube, 2019).
Yet, challenges such as the digital divide, limited internet access, and varying levels of digital literacy impact the
effectiveness of these strategies in different African regions.

The rise of Media station in sports has further amplified the role of digital platforms. Media station refers to the
process through which media shapes social practices, including how fans consume and interact with sports (Skey &
Waliaula, 2021). In African football, Media station has led to the growth of transnational fandoms, where fans support
both local clubs and European teams through digital channels (Chirambaguwa et al., 2022). For instance,
Zimbabwean fans engage with English Premier League clubs via social media, creating vibrant online communities
despite geographical distances (Ncube, 2019). This phenomenon underscores the importance of tailored digital
content that resonates with diverse fan bases. Clubs that effectively leverage social media to share culturally relevant
content can enhance fan loyalty and emotional attachment (Annamalai et al., 2021).

Sentiment analysis offers a valuable lens to understand fan reactions to digital content. By analyzing the tone and
emotions in fan comments, likes, and shares, clubs can gauge the impact of their engagement strategies. Positive
sentiments, such as excitement over a match win or pride in a club’s community initiatives, can strengthen fan
allegiance. Conversely, negative sentiments, often triggered by poor team performance or mismanagement, can harm
brand equity (Ahiabor et al., 2023). For African clubs, where resources for digital marketing may be limited,
understanding fan sentiments can guide strategic decisions. For example, content that celebrates local culture or
acknowledges fan contributions tends to generate positive engagement (Pather, 2021). Sentiment analysis also
reveals how fans perceive club authenticity, a key factor in building trust and loyalty.

The potential of digital strategies to generate revenue and enhance fan experiences is well-documented. Manchester
City Football Club, for instance, uses digital tools to create personalized fan experiences, driving both engagement
and commercial success (McHugh & Krieg, 2021). In Africa, where football is a significant cultural and economic
force, similar strategies could yield substantial benefits. Clubs like Mamelodi Sundowns in South Africa and Al Ahly
in Egypt have begun adopting digital tools to engage fans, but systematic analysis of these efforts remains scarce. Big
data analytics, as highlighted by Yiapanas (2023), can further refine these strategies by identifying fan preferences
and tailoring content to specific demographics. For example,'occhio giovane fans may respond better to short, visually
appealing content, while older fans may value detailed match analyses.

Despite these opportunities, African football faces unique challenges in digital fan engagement. The digital
participation divide, particularly in rural areas, limits access to online platforms (Ncube, 2019). Additionally, low
sports performance can dampen fan enthusiasm, making it harder for clubs to maintain engagement (Antonius et al.,
2024). Effective strategies must therefore balance accessibility with compelling content that sustains interest
regardless of on-field results. Community-driven content, such as fan-generated videos or local language posts, can
foster inclusivity and deepen emotional connections (Totten et al., 2024). Moreover, partnerships with sponsors and
digital marketing campaigns can amplify reach, as seen in successful global football models (Barve, 2023).

This study seeks to fill a gap in the literature by focusing on African football’s digital engagement landscape. While
global studies on fan engagement abound, African perspectives remain underexplored. By combining content
analysis with sentiment analysis, the study will provide insights into what types of digital content resonate most with
African fans and how their sentiments shape club-fan relationships. The findings could inform African clubs on
optimizing social media strategies to build stronger fan communities, enhance brand equity, and navigate the
challenges of the digital divide. Ultimately, effective digital engagement can transform African football into a more
inclusive and commerecially viable enterprise.

LITERATURE REVIEW

The rapid expansion of digital platforms has reshaped fan engagement in sports, particularly in football, where social
media and digital tools have become central to connecting clubs with supporters. In African football, where passion
for the sport drives vibrant fan communities, digital strategies offer opportunities to enhance engagement, strengthen
brand equity, and overcome geographical and economic barriers.
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Digital platforms have transformed how football clubs interact with fans. Social media, including Twitter, Facebook,
and Instagram, serve as primary channels for sharing content such as match updates, player highlights, and
community initiatives (Santos et al., 2019). These platforms allow clubs to reach fans in real time, fostering a sense
of belonging and loyalty. In African football, where physical attendance at matches may be limited by cost or distance,
digital tools provide an accessible alternative for engagement (Ncube, 2019). Clubs like Al Ahly in Egypt and Kaizer
Chiefs in South Africa use social media to share culturally relevant content, which resonates with local fans and
strengthens emotional connections (Pather, 2021). Effective content strategies involve posting short, visually
appealing videos, live match updates, and fan-generated content to maintain interest and encourage interaction
(Annamalai et al., 2021).

Mediatisation, the process by which media shapes social practices, has significantly influenced football fandom in
Africa. Fans engage with both local and transnational clubs through digital platforms, creating hybrid identities that
blend local pride with global aspirations (Chirambaguwa et al., 2022). For example, Zimbabwean fans follow English
Premier League clubs on social media, participating in global football conversations despite limited access to live
matches (Ncube, 2019). Mediatisation enables clubs to tailor content to diverse audiences, enhancing engagement
through localized posts or multilingual campaigns (Skey & Waliaula, 2021). However, the digital divide, characterized
by uneven access to internet and devices, limits participation, particularly in rural African regions (Ncube, 2019).
This divide creates disparities in how fans experience digital engagement, with urban fans benefiting more from
online content than their rural counterparts.

Sentiment analysis provides a powerful tool to understand fan reactions to digital content. By analyzing comments,
likes, and shares, clubs can assess the emotional tone of fan interactions, ranging from excitement to frustration
(Drus & Khalid, 2019). Positive sentiments, often triggered by match victories or community-focused content,
strengthen fan loyalty and brand equity (Ahiabor et al., 2023). For instance, posts celebrating local culture or
acknowledging fan contributions tend to generate favorable responses (Pather, 2021). Conversely, negative
sentiments, such as dissatisfaction with team performance or management decisions, can harm a club’s reputation
(Antonius et al., 2024). Sentiment analysis also reveals how fans perceive authenticity, a critical factor in building
trust (Yue et al., 2019). In African football, where resources for digital marketing may be scarce, understanding these
sentiments helps clubs prioritize content that resonates with fans.

Content analysis complements sentiment analysis by examining the types of content shared by clubs. Studies show
that engaging content includes match highlights, player interviews, and behind-the-scenes footage, which drive
higher interaction rates (Santos et al., 2019). In African contexts, content that incorporates local languages or cultural
references fosters inclusivity and strengthens fan connections (Pather, 2021). For example, Mamelodi Sundowns’ use
of vernacular posts on Twitter has increased engagement among South African fans (Pather, 2021). Big data analytics
further enhances content strategies by identifying fan preferences and tailoring posts to specific demographics
(Yiapanas, 2023). Younger fans, for instance, prefer short-form videos, while older fans value detailed match analyses
or historical content (Annamalai et al., 2021). Clubs that align content with fan expectations see higher engagement
and loyalty.

The commercial potential of digital fan engagement is significant. Manchester City Football Club, for example, uses
digital tools to create personalized fan experiences, driving both engagement and revenue (McHugh & Krieg, 2021).
In Africa, where football is a cultural and economic force, similar strategies could boost club sustainability.
Sponsorships and digital marketing campaigns amplify reach, as seen in global football models (Barve, 2023). African
clubs, however, face challenges in implementing these strategies due to limited resources and technical expertise
(Previati, 2020). Partnerships with local brands or telecom companies could address these gaps, providing funding
and infrastructure for digital initiatives (Barve, 2023). Additionally, fan-generated content, such as videos or memes,
can enhance engagement at low cost, fostering a sense of community ownership (Totten et al., 2024).

The digital divide remains a critical barrier in African football. Limited internet access and low digital literacy in rural
areas restrict fan participation in online platforms (Ncube, 2019). This divide exacerbates inequalities, as urban fans
with better access dominate digital conversations (Chirambaguwa et al., 2022). Strategies to bridge this gap include
offline engagement tactics, such as radio broadcasts or community events, which complement digital efforts
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(Depetris-Chauvin et al., 2020). Clubs can also leverage mobile-friendly platforms, given the high penetration of
mobile phones in Africa, to reach broader audiences (Pather, 2021). For instance, SMS-based updates or WhatsApp
groups have proven effective in engaging fans with limited internet access (Ncube, 2019).

Poor team performance poses another challenge to digital engagement. Fans are less likely to interact with content
when teams underperform, as disappointment reduces enthusiasm (Antonius et al., 2024). Clubs can mitigate this
by focusing on non-performance-related content, such as community outreach or youth development programs,
which maintain fan interest regardless of results (Totten et al., 2024). Sentiment analysis can help identify content
that sustains engagement during losing streaks, such as posts highlighting fan loyalty or club history (Lye &
Wijesinghe, 2024). African clubs, often operating with constrained budgets, must prioritize cost-effective strategies
that maximize impact.

The role of social media in shaping brand equity is well-documented. Engagement through digital platforms enhances
a club’s reputation and commercial value (Ahiabor et al., 2023). For African clubs, building brand equity through
digital channels can attract sponsors and global recognition (Barve, 2023). However, authenticity is crucial, as fans
value genuine interactions over overly polished content (Santos et al., 2019). Sentiment analysis helps clubs monitor
how fans perceive their brand, allowing them to adjust strategies accordingly (H. Zadeh, 2021). For example, clubs
that respond to fan comments or share user-generated content often see higher trust and engagement (Annamalai et
al., 2021).

Transnational fandoms add complexity to digital engagement in Africa. Fans often support both local and European
clubs, creating diverse engagement patterns (Chirambaguwa et al., 2022). Digital platforms allow African fans to
participate in global football communities, but this can dilute loyalty to local clubs (Skey & Waliaula, 2021). Content
strategies must therefore balance global appeal with local relevance. For instance, posts that celebrate African players
succeeding in European leagues can bridge this gap, fostering pride and engagement (Darby et al., 2022). Sentiment
analysis reveals how these transnational identities influence fan reactions, helping clubs craft inclusive content (Yan
& Mawhorter, 2023).

The application of advanced analytics, such as machine learning and text analytics, enhances digital engagement
strategies. These tools allow clubs to predict fan behavior and personalize content, improving engagement rates
(Yiapanas, 2023). In African football, where data infrastructure may be limited, simple analytics tools can still
provide valuable insights (Mehmood et al., 2022). For example, analyzing comment sentiment on Twitter can help
clubs understand fan priorities, such as demand for more youth team content or criticism of ticket prices (Lye &
Wijesinghe, 2024). These insights enable clubs to allocate resources effectively, focusing on content that drives
engagement.

Despite the growing body of research on digital fan engagement, African perspectives remain underexplored. Most
studies focus on global football markets, particularly in Europe and North America, leaving a gap in understanding
African-specific dynamics (Previati, 2020). The unique cultural, economic, and technological contexts of African
football require tailored approaches. For instance, the emphasis on community and collective identity in African
fandoms demands content that reflects these values (Depetris-Chauvin et al., 2020). Sentiment and content analysis
can uncover these nuances, providing actionable insights for African clubs.

The literature highlights several gaps that this study aims to address. First, there is a lack of systematic analysis of
digital content strategies in African football, with most studies focusing on global clubs (McHugh & Krieg, 2021).
Second, while sentiment analysis is widely used in other fields, its application to African football fandom is limited
(H. Zadeh, 2021). Third, the impact of the digital divide on fan engagement requires further exploration, as existing
studies offer limited solutions (Ncube, 2019). By combining content and sentiment analysis, this study seeks to
provide a comprehensive understanding of digital fan engagement in African football, offering practical
recommendations for clubs to enhance fan loyalty, navigate challenges, and leverage opportunities in the digital era.
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RESEARCH METHODOLOGY

This study adopts a mixed-methods approach to investigate digital fan engagement strategies in African football
through content and sentiment analysis. It combines qualitative and quantitative techniques to analyze social media
content shared by African football clubs and the sentiments expressed by fans’ responses. The methodology ensures
a comprehensive understanding of how digital platforms foster fan interaction. It focuses on three prominent African
football clubs, selected for their active social media presence, to provide diverse insights into engagement practices
across different fanbases. The research design, data collection, sampling, data analysis processes, and tools are
outlined to ensure replicability and reliability.

3.1. Research Design

A mixed-methods design is employed to address the research aim: to analyze the effectiveness of digital fan
engagement strategies and identify fan sentiments in African football. Content analysis, a qualitative method,
examines the types of digital content shared by clubs, such as match highlights or community posts. Sentiment
analysis, a quantitative method, quantifies the emotional tone of fan reactions, categorizing them as positive, neutral,
or negative. This dual approach allows for a holistic evaluation of engagement strategies, capturing both the nature
of content and its impact on fans. The study focuses on Twitter and Instagram, platforms widely used in African
football due to their accessibility on mobile devices.

3.2. Population and Sampling

The population comprises social media content posted by African football clubs and fan interactions on Twitter and
Instagram. Three clubs are purposively sampled: Al Ahly (Egypt), Mamelodi Sundowns (South Africa), and Kano
Pillars (Nigeria). These clubs are chosen based on their regional prominence, active digital presence, and large,
diverse fanbases. Purposive sampling ensures representation from North, Southern, and West Africa, reflecting
varied cultural and economic contexts. For each club, posts and fan responses from January 2024 to June 2024 are
collected, covering both competitive and off-season periods to capture seasonal variations in engagement. A total of
300 posts per club (600 per platform, 1,800 posts overall) are analyzed, along with up to 10,000 fan comments per
club, depending on availability.

3.3. Data Collection

Data collection involves two stages. First, content data is gathered by retrieving posts from the official Twitter and
Instagram accounts of the selected clubs using platform-specific APIs or scraping tools. Posts are archived in a
structured format, including post type, date, and engagement metrics like likes and shares. Second, fan response data
(comments and likes) is collected for each post to enable sentiment analysis. To ensure ethical compliance, only
publicly available data is used, and no personal identifiers are included. Data collection is automated to handle large
volumes, with manual checks to verify accuracy. The six-month timeframe ensures sufficient data to identify patterns
in content strategies and fan sentiments.

3.4. Data Analysis
3.4.1. Content Analysis

Content analysis categorizes posts based on their type and purpose. A coding framework is developed to classify
content into five categories: (1) Match-related (e.g., highlights, results), (2) Player-focused (e.g., interviews,
birthdays), (3) Community-oriented (e.g., charity events, fan meetups), (4) Promotional (e.g., merchandise,
sponsors), and (5) Cultural (e.g., local language posts, heritage celebrations). Each post is coded by two independent
researchers to ensure inter-coder reliability, with discrepancies resolved through discussion. Frequency analysis
determines the proportion of each content type, while engagement metrics (likes, shares, comments) indicate which
categories drive interaction. Table 1 outlines the coding framework.
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Table 1: Content Coding Framework

Category Description Example

Match-related Posts about games, scores, or highlights “Goal! Watch our 2-1 win!”
Player-focused Content featuring players “Happy birthday, Star!”
Community-oriented Club’s social or fan engagement efforts “Join our charity match!”
Promotional Marketing or sponsor-related content “Buy our new kit today!”
Cultural Local culture or heritage references “Celebrating Eid with fans!”

3.4.2. Sentiment Analysis

Sentiment analysis quantifies the emotional tone of fan comments using natural language processing (NLP) tools.
Comments are classified as positive (e.g., excitement, pride), neutral (e.g., informational queries), or negative (e.g.,
frustration, criticism). A pre-trained NLP model, fine-tuned for football-related language, processes the data. The
model assigns a sentiment score to each comment, ranging from -1 (highly negative) to +1 (highly positive). Aggregate
scores per post reveal overall fan sentiment, while trends across the six-month period highlight shifts in response to
club performance or content type. Table 2 shows the sentiment classification criteria.

Table 2: Sentiment Classification Criteria

Sentiment | Score Range | Example Comment

Positive 0.3t01.0 “Amazing win, proud of the team!”
Neutral -0.3t00.3 “What time is the next match?”
Negative -1.0t0-0.3 “Poor performance, sack the coach!”

3.4.3. Integrated Analysis

Content and sentiment analyses are integrated to assess how content types influence fan sentiments. For example,
cultural posts may correlate with positive sentiments, while promotional posts may elicit neutral or negative
reactions. Cross-tabulation examines engagement metrics (likes, shares) across content types and sentiment
categories. Statistical tests, such as chi-square, test associations between content type and sentiment. Visualizations,
like bar charts and heatmaps, illustrate patterns, such as which content drives positive engagement.

3.5. Tools and Software

Data collection employs Python-based scraping libraries (e.g., Tweepy for Twitter, Instaloader for Instagram).
Content analysis uses NVivo for coding and frequency analysis. Sentiment analysis relies on Python’s NLTK or
Hugging Face Transformers for NLP tasks. Excel and SPSS handle statistical tests and visualizations. These tools
ensure efficient processing of large datasets while maintaining analytical rigor.

3.6. Reliability and Validity

To ensure reliability, inter-coder agreement is calculated using Cohen’s Kappa, targeting a score above 0.8 for content
coding. Sentiment analysis models are validated using a subset of manually annotated comments to confirm accuracy.
Validity is enhanced by selecting clubs with diverse fanbases and analyzing a six-month period to capture varied
engagement contexts. Triangulation of content and sentiment data strengthens findings by cross-verifying results.

3.7. Ethical Considerations

Only publicly available data is analyzed, adhering to platform terms of service. No personal information is collected
or stored. Data is anonymized during analysis to protect user privacy. The study acknowledges potential biases in
NLP models, such as misinterpreting slang or local languages, and mitigates this through manual validation of a
sample of comments.

810
Copyright © 2024 by Author/s and Licensed by JISEM. This is an open access article distributed under the Creative Commons Attribution
License which permitsunrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.



Journal of Information Systems Engineering and Management

2025,10(558)
e-ISSN: 2468-4376
https://www.jisem-journal.com/ Research Article

3.8. Limitations

The study focuses on Twitter and Instagram, excluding other platforms like Facebook or WhatsApp, which may limit
generalizability. The digital divide may skew results toward urban fans with better internet access. NLP tools may
struggle with African languages or colloquial terms, potentially affecting sentiment accuracy. These limitations are
addressed by validating results with manual checks and acknowledging contextual constraints in the findings.

RESULT PRESENTATION AND ANALYSIS

This section presents the findings from the content and sentiment analysis of digital fan engagement strategies
employed by three African football clubs: Al Ahly (Egypt), Mamelodi Sundowns (South Africa), and Kano Pillars
(Nigeria). Data was collected from Twitter and Instagram posts and fan responses between January 2024 and June
2024. The analysis examines the types of content shared, engagement metrics (likes, shares, comments), and fan
sentiments, providing insights into effective strategies and their impact on fan interaction. Results are organized into
content analysis, sentiment analysis, and integrated analysis, supported by tables, graphs, and statistical tests.

4.1. Content Analysis

A total of 1,800 posts (300 per club per platform) were analyzed using the coding framework outlined in the
methodology. Table 3 shows the distribution of content types across the three clubs.

Table 3: Distribution of Content Types by Club

Content Type Al Ahly (%) | Mamelodi Sundowns (%) | Kano Pillars (%) | Total (%)
Match-related 40.0 35.0 45.0 40.0
Player-focused 20.0 25.0 15.0 20.0
Community-oriented | 15.0 20.0 10.0 15.0
Promotional 15.0 10.0 20.0 15.0
Cultural 10.0 10.0 10.0 10.0

Match-related content dominated, accounting for 40% of posts across all clubs, with Kano Pillars posting the highest
proportion (45%). Player-focused content was the second most common (20%), particularly for Mamelodi Sundowns
(25%). Community-oriented and promotional posts each represented 15%, while cultural posts were the least
frequent (10%). Inter-coder reliability was high, with a Cohen’s Kappa score of 0.85.

Engagement metrics revealed which content types drove interaction. Table 4 summarizes average likes, shares, and
comments per post by content type.

Table 4: Average Engagement Metrics by Content Type

Content Type Avg. Likes Avg. Shares Avg. Comments
Match-related 5,200 1,800 600
Player-focused 4,800 1,500 500
Community-oriented 6,000 2,200 700
Promotional 3,500 1,000 400
Cultural 5,800 2,000 650

Community-oriented posts generated the highest engagement, with an average of 6,000 likes, 2,200 shares, and 700
comments per post. Cultural posts followed closely, particularly for Al Ahly, where posts celebrating Egyptian
heritage saw high interaction. Promotional posts had the lowest engagement, averaging 3,500 likes and 400
comments, suggesting fans were less responsive to marketing content. Figure 1 illustrates engagement trends by
content type.
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Figure 1: Bar Chart of Average Engagement Metrics by Content Type
4.2. Sentiment Analysis

Sentiment analysis was conducted on 25,000 fan comments (approximately 8,333 per club) using a fine-tuned NLP
model. Comments were classified as positive (0.3 to 1.0), neutral (-0.3 to 0.3), or negative (-1.0 to -0.3). Table 5 shows
the sentiment distribution across clubs.

Table 5: Sentiment Distribution of Fan Comments by Club

Sentiment | Al Ahly (%) Mamelodi Sundowns (%) Kano Pillars (%) Total (%)
Positive 60.0 55.0 50.0 55.0
Neutral 25.0 30.0 30.0 28.3
Negative 15.0 15.0 20.0 16.7

Overall, 55% of comments were positive, 28.3% neutral, and 16.7% negative. Al Ahly had the highest proportion of
positive comments (60%), likely due to strong on-field performance during the study period. Kano Pillars had the
highest negative sentiment (20%), reflecting fan frustration with inconsistent results. The NLP model achieved 92%
accuracy on a manually annotated validation set of 1,000 comments. Figure 2 shows sentiment trends over time.

100 Monthly Sentiment Trends (Jan-Jun 2024)
T —e= Arany

—a— Mamelodi Sundowns
0.75 | —— Kano Pillars

0.25 ,,_//,‘\‘\’/‘

0.00 |-t

-0.25

Average Sentiment Score

—-0.50

=0.75

-1.00
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Months (2024)

Figure 2: Line Graph of Sentiment Trends (January—June 2024)
Sentiment fluctuated with team performance. For example, Al Ahly’s sentiment peaked in March 2024 after a

championship win, while Kano Pillars’ negative sentiment spiked in May 2024 following a string of losses.
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4.3. Integrated Analysis

Cross-tabulation examined the relationship between content types and fan sentiments. Table 6 shows the sentiment
distribution by content type.

Table 6: Sentiment Distribution by Content Type

Content Type Positive (%) Neutral (%) Negative (%)
Match-related 50.0 30.0 20.0
Player-focused 55.0 25.0 20.0
Community-oriented 70.0 20.0 10.0
Promotional 40.0 40.0 20.0
Cultural 65.0 25.0 10.0

Community-oriented and cultural posts elicited the highest positive sentiments (70% and 65%, respectively), with
low negative responses (10%). Promotional posts had the lowest positive sentiment (40%) and highest neutral
sentiment (40%), indicating limited emotional impact. A chi-square test confirmed a significant association between
content type and sentiment (x2 = 124.5, df = 8, p < 0.001), suggesting content type influences fan reactions.

Engagement metrics were higher for posts with positive sentiments. Posts with positive comments averaged 5,900
likes and 2,100 shares, compared to 3,800 likes and 1,200 shares for negative comments. Figure 3 illustrates this
relationship.

Engagement Metrics by Sentiment
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Figure 3: Heatmap of Engagement Metrics by Sentiment

Platform differences were noted. Instagram posts generated higher engagement (average 5,500 likes) than Twitter
(4,200 likes), likely due to Instagram’s visual focus. However, Twitter had more comments (average 600 vs. 500),
reflecting its conversational nature. Cultural posts performed better on Instagram, while match-related posts drove
more comments on Twitter.
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DISCUSSION AND CONCLUSION
5.1. Discussion

The findings from the content and sentiment analysis of digital fan engagement strategies in African football provide
valuable insights into how clubs leverage social media to foster fan interaction. By analyzing 1,800 posts and 25,000
comments from Al Ahly, Mamelodi Sundowns, and Kano Pillars on Twitter and Instagram from January to June
2024, this study highlights the effectiveness of different content types and the sentiments they elicit. The results align
with existing literature, confirming the importance of tailored digital strategies while revealing unique challenges in
the African context, such as the digital divide and the impact of team performance. This discussion interprets the
findings, connects them to prior research, and outlines implications for African football clubs, concluding with
recommendations and avenues for future research.

The dominance of match-related content (40% of posts) reflects its central role in fan engagement, consistent with
Santos et al. (2019), who noted that match highlights and results drive significant interaction due to fans’ emotional
investment in game outcomes. However, the moderate engagement (5,200 likes, 600 comments) and higher negative
sentiment (20%) for match-related posts during poor performance align with Antonius et al. (2024), who found that
low team performance reduces fan enthusiasm. For Kano Pillars, negative sentiment spiked in May 2024 following
losses, mirroring findings that poor results harm engagement (Antonius et al., 2024). This suggests African clubs
must diversify content to maintain interaction during setbacks, a strategy less critical in global contexts where
resources allow for more robust digital campaigns (McHugh & Krieg, 2021).

Community-oriented and cultural posts, which generated the highest engagement (6,000 and 5,800 likes,
respectively) and positive sentiments (70% and 65%), support Pather’s (2021) observation that content reflecting
local culture fosters inclusivity. Al Ahly’s success with cultural posts, such as those celebrating Egyptian heritage,
aligns with Annamalai et al. (2021), who emphasized the value of culturally relevant content in strengthening fan
loyalty. Similarly, Mamelodi Sundowns’ use of vernacular posts boosted engagement, corroborating Pather’s (2021)
findings on the effectiveness of local language content in South Africa. These results highlight the importance of
authenticity, as fans respond positively to content that reflects their identity (Santos et al., 2019). In contrast,
promotional posts, with the lowest engagement (3,500 likes) and high neutral sentiment (40%), align with Ahiabor
et al. (2023), who noted that overly commercial content risks alienating fans seeking genuine interaction.

The sentiment analysis revealed that 55% of comments were positive, with Al Ahly achieving the highest positive
sentiment (60%), likely due to consistent on-field success. This supports H. Zadeh’s (2021) finding that positive team
performance correlates with favorable fan reactions. Conversely, Kano Pillars’ higher negative sentiment (20%)
reflects challenges in maintaining engagement during poor performance, as noted by Antonius et al. (2024). The chi-
square test (x2 = 124.5, p < 0.001) confirmed a significant association between content type and sentiment,
supporting Yue et al. (2019), who highlighted sentiment analysis as a tool to understand fan emotions. The fluctuation
of sentiment with team performance, such as Al Ahly’s peak in March 2024, aligns with Yan and Mawhorter (2023),
who linked sentiment trends to match outcomes in esports. These findings suggest African clubs can use sentiment
analysis to tailor content that mitigates negative reactions, such as focusing on community initiatives during losing
streaks (Totten et al., 2024).

Platform differences, with Instagram generating higher likes (5,500) and Twitter more comments (600), reflect
Pather’s (2021) observation that Instagram’s visual appeal drives engagement, while Twitter’s conversational nature
encourages dialogue. Cultural posts performed better on Instagram, supporting Annamalai et al. (2021), who noted
the effectiveness of visual content in resonating with fans. Twitter’s strength in match-related discussions aligns with
Chirambaguwa et al. (2022), who highlighted its role in fostering transnational fandoms. These platform-specific
insights suggest African clubs should tailor content to each platform’s strengths, a strategy employed by global clubs
like Manchester City (McHugh & Krieg, 2021).

The digital divide significantly influenced results, as urban fans dominated interactions, supporting Ncube’s (2019)
findings on unequal digital access in Africa. Rural fans, with limited internet access, were underrepresented, which
may skew sentiment toward urban perspectives. This aligns with Chirambaguwa et al. (2022), who noted that urban
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fans drive online football conversations in Zimbabwe. To address this, clubs could adopt mobile-friendly strategies,
such as SMS updates or WhatsApp groups, as suggested by Ncube (2019), given the high mobile penetration in Africa.
Community-oriented content, which fosters inclusivity, could also bridge this gap, as Depetris-Chauvin et al. (2020)
found that shared experiences strengthen fan communities.

The commercial potential of digital engagement, as seen in high engagement for community and cultural posts,
supports Barve’s (2023) argument that effective digital strategies attract sponsors and boost brand equity. However,
African clubs face resource constraints, as noted by Previati (2020), limiting their ability to implement advanced
analytics like those used by global clubs (Yiapanas, 2023). The success of low-cost strategies, such as fan-generated
content, aligns with Totten et al. (2024), who emphasized its role in fostering community ownership. Partnerships
with local brands, as suggested by Barve (2023), could provide resources to enhance digital infrastructure, enabling
African clubs to compete with global counterparts.

Transnational fandoms, evident in fans’ engagement with both local and European clubs, align with Skey and
Waliaula (2021), who noted the blending of local and global identities in African football. Posts celebrating African
players in European leagues, which generated positive sentiment, support Darby et al. (2022), who highlighted the
pride fans take in such achievements. This suggests clubs can leverage transnational narratives to boost engagement,
balancing local relevance with global appeal.

5.1. Conclusion

this study confirms that community-oriented and cultural content are the most effective for engaging African football
fans, fostering positive sentiments and high interaction. Promotional content is less impactful, and match-related
posts are sensitive to team performance. The digital divide and resource constraints pose challenges, but mobile-
friendly and low-cost strategies offer solutions. These findings fill a gap in the literature, as African perspectives are
underexplored compared to global studies (Previati, 2020). Clubs should prioritize authentic, inclusive content and
use sentiment analysis to monitor fan reactions, especially during poor performance. Future research could explore
other platforms like WhatsApp or examine the role of video content in engagement. Additionally, studies addressing
the digital divide’s impact on rural fans could inform more equitable strategies. By adopting these insights, African
football clubs can strengthen fan loyalty, enhance brand equity, and navigate the digital era effectively.
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