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Abstract

Social Media Usage among Sport 

Governing Bodies for Developing Brand 

Awareness:

The case of Ecuadorian National Sport Federations

Martin Avila Escobar

Global Sport Management, Department of Physical Education

The Graduate School

Seoul National University

National Sport Governing Bodies such as National Sport Federations

(NSF´s) are non-profit organizations that receive less media attention and 

budgets compared to professional and mediated sports. Therefore, they are 

looking for alternative methods by which they can get more self-funding 

resources to increase fans, develop athletes, gain market positioning, create 

awareness, build loyalty, and project quality. Hence, they are trying to adapt 

and include new technologies to adjust the demands of the modern sports

industry. Moreover, the rise of social media has profoundly influenced the 

delivery and consumption of sport. Because of this, National Sport
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Federations are part of a segment of the sport´s industry that could benefit 

from the use of social media, a new and inexpensive marketing 

communication´s tool.

Significantly, the new trends of sport marketing suggest that NSF´s

should be managed as brands. Whereby, brand equity becomes the final 

stage in developing a successful brand. Nonetheless, brand awareness 

becomes the first crucial step to achieve brand equity. However, sport

governing bodies such as NSF´s have a particular case, they do not build up 

a name from zero, they are brands already created by the country name, 

Olympic characteristic, and the name of the sport.

Furthermore, forty-seven National Sport Federations constitute the 

Olympic system in the country. Correspondingly, from the policies given by 

the Sports Ministry for Ecuadorian NSF´s to have their annual budgets

approved, the most significant one is that no money can be destined for

marketing activities.

Therefore, this research intended to be a guideline to identify how 

social media among sport governing bodies can contribute to the 

development of brand awareness, particularly in the Ecuadorian NSF´s. 

Hence, this investigation intents to know how extensive is the usage of 

social media, the factors that allow using this tool, and the benefits and/or
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limitations. Lastly, what consequences have brought social media to brand 

awareness.

Thus, an exploratory research with a qualitative approach was used

in this investigation. In addition, direct observation and in-depth interviews 

were the chosen methods to collect the data from ten Ecuadorian NSF´s 

divided into three categories according to the usage of their Social Media 

Sites (high, medium, and low). For that, two variables were considered: 

number of followers and number of active SNS´s available.

The results of the investigation concluded that there are 133 existing 

SNS´s out of 230, representing a 57% respectively. However, only 37% of 

this SNS´s are being used actively. Moreover, the factors that allowed the 

use of social media are self-funding and president´s resources. Besides, the 

benefits obtained are new sponsors, athletes, fans, an increase of 

stakeholders, low-cost advertisement, sports promotion, organization 

awareness, and event management. In contrast, the limitations are content 

creation, trolls, critics, money, and time. Lastly, the consequences of the 

usage of social media to brand awareness are two: increase of brand 

awareness by reaching a new local audience and sports successes have 

drawn the attention of the sporting public to recognize NSF´s as governing 

bodies of the different sports available in the country.
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Therefore, the investigation suggests that social media is a 

fundamental tool to be used in NSF´s to start developing the organization as 

a brand to find more self-funding resources and maintain public interest 

until the money distribution policies changes in Ecuador. 

Keywords: National Sport Federations, Sport Governing Bodies, 

Brand Awareness, Brand Equity, Social Media Sites, 

Social Media

Student Number: 2016-28479
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Chapter 1. Introduction

1.1 Background

Nowadays, sport has become so big that fits perfectly in the term 

"globalization." As one of the universal aspects of modern culture, the 

professionalization and internationalization of products and services have 

made several changes in the way people consume sport. As a crucial 

component of the government, sport has been used as a tool for 

communications around the world. While the global diffusion cannot be 

denied, the modern sport and the media have developed simultaneously and 

symbiotically a mechanism to supply each other with necessary resources 

such as capital, promotion, content, and sponsors (Miller, Lawrence 

Geoffrey, McKay, & Rowe, 2001).

Therefore, managing sports organizations in the twenty-first century 

involve the application of techniques and strategies evident in the majority

of contemporary business, government, and non-profit organizations.

However, sport presents unique features compared to other activities. Hence, 

the new generation of sport managers will have to understand these concepts

to develop, change and drive their current sports industry into a professional 

one (Russell, Aaron, Nicholson, & Stewart, 2015).

In most of the nations around the world, the concept that sport can 
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be used to build a nation is something by which the state has a strong

affinity. In an ideal scenario, the government creates infrastructures and 

organizations that can deliver services to the sports industry. Therefore, the 

state takes the role of a provider regarding financial resources for sporting 

associations, federations, clubs, development programs, and elite athletes. 

Because of the significant amount of resources provided in a tangible and 

intangible way, it can control the industry by creating laws and regulations 

that shape the delivery of sports services, goods, and events. Finally, this 

support provided by the government will vary depending on the political 

ideology and the cultural importance of sport to society (Russell et al., 

2015).

Notably, Ecuador constitutes one of the twelve countries of South 

America, a small territory with many political, geographical, ethnic, 

economic, human, and social characteristics that makes it a unique country. 

Since the creation of the Ecuadorian Olympic Committee (COE), which is 

recognized by the International Olympic Committee since 1959 and by the 

Ecuadorian state since 1948, many changes until today have occurred 

(Ecuadorian Olympic Committee, 2017; International Olympic Committee, 

2017). In 2007, the Economist Mr. Rafael Correa Delgado became president 

of the Republic of Ecuador; a term that ended in February 2017. In his 
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government, there have been changes in the social, political and economic 

structure of the country. Consequently, different organizations, laws, and 

regulations have been created to have a total change in the sports setting

(Torrelles, 2016). Before 2007, there was not an exclusive ministry in 

charge of regulating, managing, promoting, and running the sport in the 

country (Ecuadorian Sports Ministry, 2017). Due to his socialist political 

ideology, significant changes happened in the management and distribution 

of money. The creation of the first sports law in Ecuador in 2010, marked a 

before and after in the history of Ecuadorian sports (Teradeportes, 2010). 

Thus, the law establishes procedures and guidelines on to use of public 

funds. Hence, the money that is being used by sports organizations must be 

justified. Before the creation of the sports law, The COE received money 

from the state annually. Consequently, the Sports Ministry is the responsible 

for distributing the money to the forty-seven Ecuadorian NSF´s.

Later in 2012, an intervention from the government to the COE took 

place (The Republic, 2013). The purpose was for the Sports Ministry to 

have total control of the national sport. The Ministry policy was because

given that they deliver the money, they have the right above all, including 

and deciding how sports organizations should use the money. Consequently, 

every year the ministry assigns a specific budget to every NSF´s. However, 
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the criteria utilized for the allocations is unknown; most of the times is by 

sports results, although the organizations can not guarantee this. Thus, the 

presidents of the NSF´s struggle every year to find more resources to have a 

better operation of their sports.

Another critical point is that Ecuador is an oil producer country that 

designs its annual budget by the production and the selling of this natural 

resource. As the price of dollar and oil varies in the international market, the 

country needs to adjust its expenses and priorities. Hence, the money given 

to each ministry is affected. For these reasons, sports organizations that 

depend on public money will suffer variations in their budgetary allocations. 

Accordingly, many sports projects and competitions programmed by 

clubs or federations will have to be suspended, and athletes will be the most 

affected by not improving their performance. Again, the Ministry of Sports, 

seeing that there are no sports results, will reduce the budget even more.

Significantly, presidents of sports organizations in Ecuador are volunteers 

that do not receive any money or social compensation. Hence, they must do 

an excellent management to perform all the tasks needed such as workers’ 

salaries, taxes, sports equipment, athlete’s needs, competitions, among 

others.

As the sport around the world tries to professionalize, environmental 
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pressures have pushed organizations to adapt their structures and practices 

of good governance to meet new standards, modernity, rationality, 

technology accountability among others. Therefore, NSF´s are required to 

justify their social and commercial activities to their stakeholders such as 

state, sponsors, member clubs, media, among others (Ruoranen et al., 2016).

Comparatively, in the different industries that are legally recognized

by the Ecuadorian National Institute of Statistics (INEC), sports activities 

are under the industry of Arts, Entertainment & Recreation, meaning that 

until now, Ecuador does not have a defined sports industry (Ecuadorian 

National Institute of Statistics, 2012). Additionally, having only football as a 

professional sport in Ecuador and only two Olympic medals is a clear 

evidence of the lack of the sports development in the country.

Notably, the sport marketing of organizations and people has become 

highly sophisticated in recent years. Many sports organizations are 

marketing themselves through a creative combination of advertising, 

promotions, sponsorship, among others. By building awareness, image, and 

loyalty, sports organizations can meet their objectives regardless the 

performance might turn to be (Keller, 2008). Nevertheless, sports

organizations like Olympic Committees, international and national sport

federations, are non-profit organizations that have different characteristics in 
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their brand management. Significantly, values drive people passions; in 

sport even more. The future of sports organizations is to manage them as 

brands to create strategic and sustainable advantages to maximize the trust 

and loyalty (Daw & Cone, 2011). 

Historically, sport professionalization has gone through many 

changes since the advent of television, rise of commercialism and new 

technology changes towards a more business-like approach to its operations 

(Dowling, Edwards, & Washington, 2014). As part of these changes, 

communication has been a critical element in the way sport is delivered to 

people around the world. The growth of social media has deeply impacted 

the delivery and consumption of sport. Moreover, the use is increasing every 

day, and its popularity rises among internet users. Thus, sports brands invest 

significant time and resources to create relationships online with different 

stakeholders and fans. Notably, as social media use is developing, 

businesses and brands have evolved practices to communicate with 

consumers, and generate revenue through new digital marketing strategies 

(Filo, Lock, & Karg, 2015). Before social media, broadcast officials and

mass media had control over the content and information people received, 

monopolizing the market and the industry. Hence, social media gives a 

chance to sports fans, consumers and athletes to have immediate access to 
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information and content of their sports in real time. Therefore, the 

interaction between a sports organization can be in a 2-way connection 

(Sutera, 2013). Channels such as Facebook, Twitter, YouTube, Instagram,

Periscope, LinkedIn, Telegram, WhatsApp and many new social media sites 

(SNS) emerge every day; the interactivity and creation of content between 

brands and individuals become every time much more accessible. Indeed, 

sports fans compared to casual spectators, are more likely to seek out 

information about their team and players; clubs and sports federations when 

it comes for searching information about tournaments or events (Stavros, 

Meng, Westberg, & Farrelly, 2014).

Thus, Ecuador makes no exception to social media for better results

in the sport setting. Hence, when it comes to sport organizations, many users 

in the country are getting adapted and using social media as a way to 

interact with clubs, brand, teams or profit and non-profit organizations such 

as sport governing bodies. Furthermore, the use of social media as a 

marketing communications tool gives many advantages in a market that 

everyday moves faster and requires modern management. Hence, social 

media marketing strategies help to create brand equity, awareness, loyalty,

sales revenues, and market share among others. Additionally, helps them to 

grow and stay in the marketplace (Erdoğmuş & Çiçek, 2012). 
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1.2 Problem Statement

Much of the research of social media in sports has documented the 

benefits from a sport consumer´s point of view, but not from the

organization. Therefore, a greater understanding of non-profit organizations 

such as NSF´s on the use of social media to develop a better brand 

management is needed (Eagleman, 2013).

The Ecuadorian NSF´s are in a current stage of finding solutions that 

allow them to obtain more significant economic resources to achieve their 

social mission and improve the organization. However, is important to note 

that in the policies given by the Sports Ministry for Ecuadorian NSF´s to 

approve their annual budgets, one of the conditions is that no money can be 

destined to marketing activities. Hence, this becomes the main problem 

among Ecuadorian NSF´s that do not have recognition and awareness in the 

sports sector. By that, Ecuadorian NSF´s must find theirs on ways to get 

external resources through self-funding management. (Eagleman, 2013). 

Consequently, NSF´s receive less mainstream media coverage and 

have smaller budgets than mainstream professional sports like football or 

basketball. The mainstream media exposure is only available in international 

competitions such as the Olympics or regional tournaments. Thus, they must 

seek alternative methods to increase the brand equity to reach fans and 
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stakeholders. Additionally, they must create and sustain their own publicity, 

market share, fan base, seek for sponsors without any marketing 

departments. In contrast, mainstream and mediated sports like football, 

basketball, and tennis, enjoy a beneficial relationship with the mass media, 

allowing them to be managed as brands (Eagleman, 2013).

Finally, noting that the sports law created in 2010 do not include any 

regulations regarding self-funding management, marketing, image rights 

neither sponsorship, Ecuadorian NSF´s need to find new ways of developing 

strategies that allow them to create new revenue resources and generate

awareness in the sport setting (Eagleman, 2013).

1.3 The Significance of the Study

In the first place, is essential to note that very little has been written 

or researched about the actual situation of the Olympic sport in Ecuador 

neither the NSF´s. After the intervention from the state in 2012, much has 

changed in the way the government controls the sport. 

Correspondingly, sports governing bodies such as NSF´s and 

Olympic Committees have a particular case, they do not build up a name 

from zero, they are brands already created by the country name, Olympic 

characteristic, and the name of the sport.

For these reasons, the importance of managing sport governing 
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bodies as brands will allow NSF´s to have more autonomy, reach potential 

stakeholders, increase fans, gain sponsors, find new economic resources, 

develop specific market strategies, increase positioning, create awareness, 

build loyalty, and project quality (Roşca, 2013). Indeed, quality 

management seems to be becoming a critical instrument for the performance 

of sports organizations. Furthermore, worldwide federations in developed 

countries are applying modern forms of communication and media. New 

funding can be obtained by cooperating with new partners, public and 

private institutions, and a greater range of stakeholders such new sponsors 

can be used to create strategic alliances (Nagel, Schlesinger, Bayle, & 

Giauque, 2015). As brand equity and awareness can contribute to creating

new revenue sources, as well enhance the current ones, sport managers 

should strive to understand the variety of factors that can achieve a better 

outcome in the sports industry. An approach of teams, organizations, clubs 

and National Sports Federations as brands is the future of non-profit sport

management (J. Gladden, 1997).

1.4 Research Purpose & Research Questions

Ecuadorian NSF´s are part of one segment of an undeveloped 

industry that could greatly benefit from social media to develop their 

organizations as brands and create awareness. Although some sport
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organizations stand poised to take advantage of social media, Ecuadorian 

NSF´s are not allowed to include marketing in their budgets to make use of 

outlets such as paid television, radio, print, and outdoor advertising methods. 

Social media can be applied in various sports settings including sports 

communication, sport events management, branding, and sponsorship (G 

Abeza, O’Reilly, & Séguin, 2015; Eagleman, 2013). Therefore, social media 

is the new and inexpensive method by which they can develop brand 

awareness to reach more fans and stakeholders, and maintain public interest 

in non-Olympic years when traditional media coverage of these 

organizations is typically at its lowest (Eagleman, 2013). Consequently, the

following research questions are proposed:

RQ1. How extensive (or not) is the current usage of social media by 

Ecuadorian NSF´s?

RQ2. What factors influence The Ecuadorian NSF´s to make use of 

social media? Or not?

RQ3. What are the benefits and/or limitations of the usage of social 

media by Ecuadorian NSF´s?

RQ4. What are the consequences of the usage of social media by 

Ecuadorian NSF´s to brand awareness?
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Chapter 2. Literature Review

For this study, many topics have to be considered to have a proper 

understating of all the concepts regarding on how social media can be used 

in sport governing bodies like NSF´s to develop brand awareness. While 

sport often, and more frequently, operates in a business environment, there 

are significant and theoretical variations that require a different approach 

when it comes to performing management (Skinner, Edwards, & Ben, 2015). 

The following literature review is divided into four broad topics: Strategic 

Brand Management, Brand Awareness as a Component of Brand Knowledge, 

Social Media as an Integrated Marketing Communication´s Tool, and the 

Ecuadorian NSF´s. 

2.1 Strategic Brand Management

Branding is a concept that has been around for centuries. Nowadays, 

this marketing technique includes many different, applications, theories and 

uses. David Aaker, Kevin Keller & Phillip Kotler have been the most 

recognized marketers and scholars in the development of “Branding” as an 

essential component of the Marketing science. In addition, the concept of 

“Brand Equity” has gained popularity as a tool to interpret the potential 

effects of various brand strategies (Keller, 2008).

The American Marketing Association has formally published the 
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term brand as "name, term, sign, symbol, design, or a combination of these, 

intended to identify the goods or services of one seller or group of sellers 

and to differentiate them from those of competitors" (Aaker, 1991; Keller, 

2008; Kotler & Keller, 2009). Although this definition focuses on product-

oriented base, due to globalization, this concept has changed over the years 

to adapt more to a consumer-service approach. Moreover, a brand is a 

distinctive identity promising superior value, delivering a relevant and 

differentiated experience by indicating the source of that promise. This

source of promise provides significant value through products and services 

with exceptional benefits (Light & Kiddon, 2009; VanAuken, 2003).

As a result, brand names come in many different forms. There are 

names based on people, places, things and abstract images. Hence, unique 

attributes and associations of a brand make a significant difference when 

purchasing goods or services (Keller, 2008).

A brand resides mostly in the minds of customers; a brand becomes 

what they think it is. What branding cannot do is rescue a useless service or 

save a flawed product, especially after a buyer has had an unsatisfactory

experience with it. As a result, The brand has enormous power to enhance 

the thing it represents (Healey, 2008).

With the intention of designing and implementing marketing 
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programs to build, measure, and manage brand equity, Keller introduced the 

concept of Strategic Brand Management Process SBM (Keller, 2008).

Figure 1. Strategic Brand Management Process. Taken from “Strategic 

Brand Management” (Keller, 2008, p. 39).

Although this model explains the SBM process in a general scenario, 

the purpose of this research focus on the brand management of 

organizations; specifically, sport governing bodies as non-profit 

organizations.
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2.1.1 Branding of Organizations

Brands are the foundation of most organizations. Brands create a 

reputation in the minds of customers, stakeholders, and investors. 

Understanding brands and making decisions around them gives a forward 

control of the organization. It is essential for managers, to understand what

brands do for their organizations (Sexton & Trump, 2009).

Under those circumstances, the importance of branding will help 

create mental structures that can assist people to organize their knowledge 

about the services of an organization in a way that the brand can provide 

value (Kotler & Keller, 2009).

Therefore, a brand can help consumers recognize a product or an 

organization due to the logo and the name, reminding them the differences 

between their competitors (Aaker, 1991; Keller, 2008; VanAuken, 2003). 

However, branding goes beyond than choosing a proper name, a 

packing, and a logo. Branding has a unique link with positioning, defined by 

“the act of planning the company’s offering and image to occupy a 

distinguishing place in the mind of the target market” (Marion, 2017). Thus,

creating brand associations in customer’s minds will make them perceive

brands in a specific and unique way. Moreover, brand position consist of 

benefits that costumers want and organizations can provide. Ideally, it is a 
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function of the brand´s promise and how the brand compares to others 

choices about quality, innovation, value, trust, prestige, safety, reliability, 

performance, convince, technology, among others. Hence, the strongest

brands are built on needs such as health, status, lifestyle, and passion.

Consequently, emotional benefits are the most powerful on which a to build 

a brand (Kotler & Keller, 2009; Sexton & Trump, 2009; VanAuken, 2003).

In fact, the naming aspect of branding is straightforward when the 

product category is people and organizations. Usually, they have well-

defined images that are easily understood and liked (or disliked) by others.

Therefore, they compete for public approval and acceptance, and all benefit

for communicating a strong and desirable image (Keller, 2008).

Significantly, branding began with consumer products. Nevertheless, 

the story in services is entirely different. Managing service brands appears 

to be a discipline that is misunderstood by most of the traditional marketing 

people; they were brought up with products. Thus, product brands are about 

products and service brands are about people (Olins, 2004).

Accordingly, implementing strategic brand management strategies in 

organizations is essential to achieve brand equity. Nevertheless, sport

organizations like Olympic Committees, international and national sport

federations, are non-profit organizations that have different characteristics in 
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their brand management. Henceforth, this research will focus on the brand 

management of sport governing bodies as non-profit organizations, 

specifically, Ecuadorian NSF´s.

2.1.2 Branding of Sport Governing Bodies as Non-Profit Organizations

Notably, sport marketing of organizations and people has become 

highly sophisticated in recent years. Many sports organizations are 

marketing themselves through a creative combination of advertising, 

promotions, sponsorship, among others. By building awareness, image, and 

loyalty, sports organizations can meet their objectives regardless the 

performance might turn to be (Keller, 2008).

Values drive people passions; in the sport even more. The future of 

the sports organizations is to manage them as brands to create strategic and 

sustainable advantages to maximize the trust and loyalty; elements required 

for the communications flow of resources. Building loyalty, quality, and 

awareness will be the primary goals of brand equity (Daw & Cone, 2011).

Additionally, a powerful brand can be a nonprofit´s most valuable 

asset. It can carry an organization through good and bad times, leading 

people towards a personal and emotional connection as it strengths by 

creating a sense of community around the unification of values, 

commitments, and concerns (Daw & Cone, 2011; Durham, 2009).
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Furthermore, sport governing bodies are non-profit organizations 

that base their decisions on a voluntary structure. From clubs to 

International Federations, these organizations must cooperate with national 

governing bodies agreeing with international policy initiatives; cooperation

is a fundamental element to make this support system efficiently operative. 

The main problem of these organizations is to fulfill their mission statement 

due to many different circumstances (Russell et al., 2015).

Hence, non-profit like NSF´s, are organizations that the majority, 

depend on public resources; if the sports are not professional, they will 

depend even more. Then again, sport is not a priority for many governments, 

and the allocation of resources will vary each year depending on the 

economic situation of the country. Because of that, NSF´s marketing 

activities are not a priority compared to sport’s needs. In addition, non-

profits face difficulties to build strong communications, budgets, staff, and 

infrastructure. Perhaps, that is because non-profits are inherently more 

complicated, with their varied levels of leadership, audience and 

sophisticated ways of generating incomes (Durham, 2009). 

Therefore, understanding the audience and segment of NSF´s is 

crucial; communicating all their activities to general audiences becomes 

impossible. Sports organizations should know to which specific audience 



19

and which segments they want to attend to develop successful brand 

management strategies because only a limited number of people and 

stakeholders will be interested in a clear, motivating and attractive brand

(Aaron & Stewart, 2015; Daw & Cone, 2011).

In sports, emotions and connections are fundamental to connect with 

different kind of consumers. However, sports federations are not developing

this as the private and professional clubs. In contrast, NSF´s are focusing 

more on the technical part of the work rather than developing brand 

management to associate the organization identity with athletes and 

stakeholders. Likewise, the sports industry is so competitive; perceptions 

can affect how a consumer notice the differences that exist between 

organizations (Aaron & Stewart, 2015).

With this in mind, if NFS´s develop brand strategies, the target 

audience will be more aware of the different services and activities that the 

sports organization provides. Thus, this becomes a significant opportunity to 

NSF´s to attract new people such as athletes, coaches or persons willing to 

practice sport. Moreover, obtaining potential stakeholders may also be a 

positive outcome of developing brand-marketing strategies. Therefore, 

branding becomes a powerful strategy that can help organizations to find 

resources to improve image and management. Moreover, branding offers 
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opportunities such as the creation of new products and services (Russell et 

al., 2015). For example, licensing occurs when a sport organization allows 

another organization to use their brand name or logo to develop products or 

services for a fee. Thereupon, new incomes can be gained, becoming a 

potential economic source for NSF´s (Russell et al., 2015). Hence, symbols 

and logos have made a significant impact on the revenues and profits the 

industry is gaining due to licenses agreements and image rights (Keller, 

2008). For instance, this is strategy is widely used by football federations 

and clubs such as the official fitting t-shirt.

For instance, there are still many other sports represented by NSF´s 

that can be considered as niche sports. Moreover, NSF´s do not receive 

mainstream media coverage on a daily basis, only in international 

competitions such as the Olympics or regional tournaments. Furthermore, 

these organizations must create and sustain their own publicity, market share, 

fan base, seek for sponsors without any marketing departments to stay in the 

sports industry (Eagleman, 2013). Mainstream and mediated sports like 

football, basketball, and tennis, enjoy a beneficial relationship with the mass 

media, allowing them to be managed as brands. It is much more difficult for 

other sports to generate awareness and build fan bases, looking for other 

means by which to achieve these goals (Eagleman, 2013).
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Correspondingly, sports governing bodies such as NSF´s and 

Olympic Committees have a particular case, they do not build up a name 

from zero, they are brands already created by the country name, Olympic 

characteristic, and the name of the sport. Even so, this is not enough in the 

modern world of today, where sports organizations are required to build a 

series of benefits, associations and positive characteristics around this 

"brand" already created. 

Therefore, many prominent sports organizations, such as football 

clubs, can be attributed as brands. Significantly, the case of football 

federations is a very particular one; these organizations represent a country, 

using many specific characteristics that can make people identify, such as, 

sportsmanship, patriotism, union, passion, love among others. Therefore, 

they become powerful brands by creating loyalty as an essential element of 

success in the Strategic Brand Management Process to achieve brand equity.

In like manner, in Ecuador, most of the people have an attachment to 

the Football Federation. Being football the king sport in all South American

countries, many citizens identify with this sport, especially when the nation 

is participating in international tournaments such as the World Cup. Thus, 

despite the negatives outcomes or results due to political, economic or sport

scores, the Federation (national team) will not lose their fans; they have a 
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powerful sense of loyalty to the organization because is a brand with a high

sense of equity. 

Likewise, the Ecuadorian Football Federation enjoys an excellent 

brand positioning in the country. In contrast, this cannot be said for the rest 

of the other niche sports that barely do sports marketing actives to gain more 

audience, fans, and positioning in the sports marketplace; considering that 

there is no defined sports industry as was mentioned in Chapter 1.

Hence, this becomes the main problem among Ecuadorian NSF´s 

that do not have recognition and awareness in the sports sector. 

Consequently, many sports are unknown to most of the people, especially 

extreme sports that are becoming more popular with higher demand. With 

this in mind, is critical to note that forty-six Ecuadorian NSF´s receive 

money from the state through the Sports Ministry. Conversely, the 

Ecuadorian Football Federation works differently, they have decided not to 

receive any financing from the government so as not to be subject to control 

and audit for the use of public money. However, this is not possible for the 

rest of NSF´s that do not have professional sports.

Also, most of the presidents of the Ecuadorian NSF´s have different 

professional background as lawyers, economists, doctors, but not all of them 

are specialists in marketing or branding. Not to mention that they also are
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voluntary board members that do not receive any economic or legal 

compensation, which makes the task of professionalizing these 

organizations even more difficult.

Under those circumstances, Ecuadorian NSF´s do not have formal 

sponsors that deliver significant resources; the few who have, are usually

private brands related to the same characteristics of the sport they represent. 

For example, federations as badminton, golf, judo, softball or bowling are 

more likely to have or gain sponsors from similar sports brands of clothing 

or equipment. 

For these reasons, the importance of managing sport governing 

bodies as brands will allow NSF´s to have more autonomy, reach potential 

stakeholders, increase fans, gain sponsors, find new economic resources, 

develop specific market strategies, increase positioning, create awareness, 

build loyalty, and project quality. Hence, the relationship with the athletes, 

fans and the public is one of the most important aspects of sport governing 

bodies, especially NSF´s. Therefore, if there is value provided to their 

specific segments, stakeholders would be able to extract and return the same 

or more value. Thus, sponsors can sign partnerships with federations hoping 

to deliver their advertising message to a segment with higher purchase intent. 

Additionally, to receive more money and value from sponsors, NSF´s have 
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to provide a large target fan base to which they can advertise. For enlarging 

NSF´s fan base, delivering value is critic (Roşca, 2013). Accordingly, in the 

process of achieving brand awareness and equity, the concept of brand 

knowledge becomes essential to develop NSF´s as brands.

2.2 Brand Awareness as a component of Brand Knowledge.

Brand building begins with awareness. Consumers first must be 

aware that there are different brands and organizations in a marketplace. 

Next, they must be aware of the brand. Ideally, a strong brand comes first 

into people’s mind, associated with key benefits. Moreover, they must be 

able to identify which service the organizations offer, and what specific 

benefits are provided. Finally, where the organization is located (VanAuken, 

2003).

As mention before, brand equity becomes the ultimate goal to 

develop a strong brand. However, brand knowledge becomes an essential

concept to understand brand equity as a differential effect that has the 

consumer response to the marketing of the brand. Again, the importance of

creating the right knowledge structures in consumers mind can dictate the 

future direction of the brand. Thus, Keller introduced the model of brand 

knowledge (Keller, 2008).
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Figure 2. Keller´s Dimensions of Brand Knowledge. Taken from “Building 

Costumer-Brand Relationships” (Schultz, Barnes, Schultz, & Azzaro, 2015, 

p. 320).

Consequently, brand knowledge consists of two components; brand 

awareness and brand image. For this research, only awareness will be 

described (Keller, 2008).

Keller defines brand awareness as “the consumer’s ability to identify 

the brand under different conditions; although is a necessary, is not a 

sufficient step in building equity. 

Moreover, brand awareness consists of brand recognition and brand 

recall. Brand Recognition is “consumers ability to express knowledge of a 
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brand or product when it is shown or exposed to a list of brands; aided 

assistance. Brand Recall is “consumers ability to retrieve the first brand 

from the memory when given a product category; unaided assistance (Guide 

Management Study, 2017; Keller, 2008; Kershne, 2016; Monkey, 2017).

On the other hand, Aaker defines Brand Awareness as the ability of a 

potential consumer to recognize or recall that a brand is a member of a

particular product category. Moreover, a link is involved between product 

class and brand. Aaker proposes a model of four different levels of brand 

awareness. Therefore, the role of brand awareness in brand equity will 

depend upon the context and which level of awareness is achieved (Aaker, 

1991).

Figure 3. The Awareness Pyramid. Taken from “Managing Brand Equity” 

(Aaker, 1991, p. 62).
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Brand awareness can bring many advantages; it can influence the 

formation and strength of the associations that make up the brand image. 

Moreover, awareness can benefit the consumer’s consideration options in 

purchasing from different brands. Finally, creating high levels of brand 

awareness can affect the motivation and the purchase ability of customers

(Keller, 2008).

Keller and Aaker suggest different strategies to establish brand 

awareness. In Abstract, creating brand awareness means increasing the 

familiarity of the brand through repeated exposure, although this is more 

effective for brand recognition than from brand recall. Thus, anything that 

causes consumers to experience a brand name, symbol, logo, character, 

packaging, slogan, advertisement, promotion, sponsorship, event, can 

increase brand awareness. Therefore, being different and memorable is 

critical to achieving brand awareness. However, a single brand asset, cannot 

by itself create sales, especially for new products or services (Aaker, 1991; 

Keller, 2008).

Hence, brand awareness becomes the first step to achieve brand 

equity. Therefore, applying this in sport governing bodies like NSF´s is 

critic, taking in consideration them as non-profit organizations. Following

will be described how brand awareness can be developed in NSF´s and what 
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are the considerations implied in the process of developing brand equity.

2.2.1 Brand Awareness for the Creation of Brand Equity in Sport Governing 

Bodies

Sport often generates higher levels of emotional attachment and 

involvement than other consumer products or services. Thus, elevated levels 

of identification and attachment may serve to reduce the impact of more 

intangible indicators such as organizational success. Hence, such intangible 

components should be considered when evaluating brand equity (J. Gladden, 

1997). 

Nowadays, sport managers need to manage their brands carefully to 

preserve brand equity through time (Kotler & Armstrong, 2013). Customer-

based brand equity like professional or amateur athletes comes from the 

compounding effect of brand knowledge on customer response to the 

marketing of the brand (Blumrodt, 2014).

The concept of brand equity arises in the 1980s. However, it has 

been defined a number of different ways and purposes. No common 

viewpoint has emerged to conceptualize and measure brand equity (Keller, 

2008). Nevertheless, David Aaker was one of the first scholars to introduce 

the concept of brand equity with a conceptual model. Aaker defines brand 

equity as a set of brand assets and liabilities linked to a brand that add or 
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subtract value provided to a product or a service (Aaker, 1991).

Later on, Kottler and Keller defined brand equity as the value 

endowed on products and services; how people think, act, feel about a 

particular brand. Moreover, as the differential effect that brand knowledge 

has on consumer response to the marketing of the brand (Keller, 2008; 

Kotler & Keller, 2009).  The collection of these assets must be linked to the 

name and symbol of the brand, although this may change or evolve. These 

characteristics, help consumers interpret, process, and store information at 

the moment of buying a product or consuming a service; but finally, the 

quality and the value perceived through the satisfaction experienced.

Accordingly, both Aaker and Keller introduced conceptual models to 

build, measure, and manage brand equity. Nonetheless, both models are 

different. With this in mind, Aaker introduces a model with five different

categories such as brand loyalty, brand awareness, brand associations, 

perceived quality, and other assets (Aaker, 1991).
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Figure 4. Aaker´s Brand Equity Model. Taken from “Managing Brand 

Equity” (Aaker, 1991, p. 1)

On the contrary, Keller´s brand equity model is based on four steps

established by six sub-dimensions that can be assembled in a pyramid 

structure; being the top, the final step to achieving brand equity.
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Figure 5. Keller´s Costumer-Based Brand Equity Model. Taken from 

“Strategic Brand Management” (Keller, 2008, pp. 60–61).

Although these models have a product-costumer point of view 

orientation, when it comes to non-profit organizations like NSF´s, these

concepts have to adapt or change. Despite there is no product to be sold, still 

the organization has to perform all of these concepts to delivered quality and 

value to athletes, human resources, coaches, administrators, regulatory 

entities, and stakeholders. 

For sports branding, much of the value of the brand is inherent in the 

intangible experiences of interacting with the brand (e.g., attending 

competitions, supporting the national team, athletes, wearing team logos, 

clothes, sports products). Therefore, a strong customer-based brand equity 

increases the effectiveness of marketing strategies to enhance brand loyalty 
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and brand awareness, allowing organizations such as NSF´s to charge prices 

to get self-funding resources to be re-invested. Thus, strong brand equity 

should be the end-goal of a sports organization’s branding efforts (Watkins, 

2014). 

However, since the sport product is invariably inconsistent, success 

is one of the hardest factors to control due to the uncertainty of the outcome.

Thus, success becomes one of the most important antecedents to the 

creation of brand equity and the realization of positive marketplace 

consequences (J. Gladden, 1997). Therefore, the importance of developing a 

strong brand equity will allow NSF´s to be perceived as brands.

In reality, measuring brand equity and brand awareness becomes 

very challenging when it is not product oriented. In sport, there have been 

no studies of how to measure brand equity precisely. Hence, intangible 

elements are fundamental to evaluate brand equity mainly because sports

consumers have different perceptions and emotions (J. Gladden, 1997).

Furthermore, sport provides benefits which satisfy basic needs of

the consumers (either in person or through the media). Some of these needs 

are tangible, such as recognition. However, sport also satisfies intangible 

benefits such needs as physical fitness, social facilitation, self-esteem, 

aesthetics, and affiliation. Hence, intangible components are fundamental to 
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the assessment of brand equity since the sport consumer takes nothing away 

from attending or watching a sporting event other than perceptions and 

memories (J. Gladden, 1997; J. M. Gladden, Milne, & Sutton, 1998). 

Correspondingly, due to sports intangible and inconsistent nature, the sport

consumption experience is hugely affected by the sport consumer’s 

perception of association with a particular sport organization (J. Gladden, 

1997).

Consequently, recent studies have focused on measuring brand 

equity or developing concepts and marketing strategies towards clubs, teams 

or private sports organizations but not in NSF´s. In comparison with clubs 

or professional teams, where the primary product to be sold is the sporting 

event and secondary, their commercial activities, in sport governing bodies 

is achieving their social mission. Moreover, the service offered to the 

consumer is experiential and emotional that changes through time. Sport

managers are not able to control the outcome of the sport, and therefore, 

they will need to use strategies focused on managing the brand efficiently

through time (Ross, 2006).  

As a result, a conceptual framework for assessing brand equity in the 

sports setting was developed. This framework intends to identify the 

antecedents conditions that managers can manipulate to improve brand 
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equity by enhancing the image, awareness, and revenue generating 

capabilities of their respective organizations. Finally, it also demonstrates

how brand equity influences marketplace on the Aaker´s four components of 

brand equity (Aaker, 1991; J. Gladden, 1997).

Figure 6. Conceptual Framework for Assessing Brand Equity in the Team 

Sport Setting. Taken from “Evaluating Brand Equity in the Team Sport 

Setting” (J. Gladden, 1997, p. 15).

As a result, there are six consequences of brand equity: national media 

exposure, merchandise sales, corporate support, game atmosphere, ticket 

sales, and additional revenues (J. Gladden, 1997). However, is essential to 

adapt this to the sport-setting scenario based on the previous framework.
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Figure 7. Antecedents and Consequences Linked to Aaker Components.

Taken from “Evaluating Brand Equity In

The Team Sport Setting” (J. Gladden, 1997, p. 31).

Taken this into consideration, in the process of achieving brand equity, 

brand awareness becomes the initial step in the strategic brand management 

process. Hence, a star player, geographic location, logo design, and 

independent media coverage may contribute to brand awareness. 
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Additionally, a well-developed logo coupled with the geographic location

can contribute to the image and the awareness of the organization. Moreover, 

media coverage will also enhance the awareness; nonetheless, as mentioned 

before, NSF´s have very little coverage from media (Eagleman, 2013; J. 

Gladden, 1997). Furthermore, brand awareness can help consumers remind 

and recognize the different services, tournaments, athletes, sponsors NSF´s 

have. Sport managers must understand these concepts to create unique 

associations that can lead to a social identification with the sport and 

eventually higher levels of customer-based brand equity (Watkins, 2014).

Thereupon, the consequences like national media exposure, 

merchandise sales, and private support also have an impact on brand 

awareness. As the incidence of media appearances increase, the organization

level of awareness associated with the brand also rises. Moreover, an 

attractive logo can lead to merchandise purchasing whereby advertising the 

organization can raise the awareness.

Thus, brand awareness is a vital component of the branding process, 

and the consumer use to evaluate and choose a sports service. To this end, 

non-sport organizations engage in sport sponsorship activities for the chief 

purpose of enhancing awareness and recognition of their companies 

(Koesters, Ballouli, Bernthal, & Hansell, 2016). Lastly, when a private
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sponsor becomes involved with an organization, both of them can get 

benefit from their communication channels (J. Gladden, 1997). 

Although applying marketing and branding techniques requires time, 

money and knowledge, globalization has given the sport a communication 

tool that is cheap and easy to use. Social media is a new communications 

tool used by nearly most of the people and organizations to deliver content 

and information through a channel that is worldwide accessible. Hence, 

many opportunities are open to NSF´s to use this as an efficient solution to 

start doing marketing and branding in each of their organizations.

2.3 Social Media as an Integrated Marketing Communications Tool

Specifically, social media can be understood by the marketing and 

communication generated by electronic platforms in which information is 

delivered in social channels utilizing the interconnections of networked 

individuals (Aaron & Stewart, 2015). 

Moreover, the terms social media, digital marketing, Web 2.0 can 

have different meanings. These concepts share the similarity that users can 

interact with networks to share, link, collaborate and create online content 

using text, photos, audio files, and videos (Gashaw Abeza, O’Reilly, & Reid, 

2013; Russell et al., 2015). Additionally, web 2.0 refers to the second 

generation of internet applications where users are not passive viewers 
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anymore, and content is no longer generated only by an individual publisher. 

Instead, users are involved in sharing, linking, collaborating, and producing 

online content using text, photo, audio, and video. The five top types of Web 

2.0 technologies are blogs, social networks, content communities, forums, 

and content aggregators (G Abeza et al., 2015). Hence, they allow 

simultaneous sharing in reality in live time. Finally, content is distributed

without ownership (Akar & Topcu, 2011).

Consequently, the internet has revolutionized the communications 

between organizations and individuals, effective non-profit marketing 

strategies and programs can be implemented for free or minimum costs; 

although some money is still required to be spent on creating professional 

content, it will not be a strong reason for no to do it (Leroux, 2010). Thus, 

social media have garnered much attention due to their pervasiveness and 

cultural impacts.

When it comes to sport, different aspects are considered. Because 

sport involves a different kind of emotions, characteristics, and associations, 

the usage of this tool can affect the consumer in a stronger way. Therefore, 

is important to note how social media is used in sports organizations.

2.3.1 Social Media in Sports Organizations

Notably, sport consumers can interact with social media during 
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multiple stages of the consumption process including information search, 

decision-making, word of mouth, acquisition, use, and disposal of products 

and services. Therefore, social media usage is an increasingly popular 

activity for Internet users and also by the worldwide sports industry that is 

overgrowing (Filo et al., 2015). Moreover, digital sports marketing and the 

usage of social media demands a new kind of mindset where the current

distance between sports properties, marketing representatives, and fans is 

shortened, and where success in the sports industry requires a constant 

adaptation (Russell et al., 2015).

Furthermore, any sport organization needs to establish, maintain, and 

enhance relationships with its customers. Hence, efficient communication 

platforms like social media are rapidly becoming an ideal tool for ongoing 

two-way dialogue with consumers, fans, athletes and stakeholders (Gashaw 

Abeza et al., 2013). Thus, a strategic use of social media in sports 

organizations will enable value creation in business via engagement with 

internal and external stakeholders. Similarly, passion in sports is a crucial

action to initiate social media content creation that will lead to the process 

of social interaction (Wakefield & Wakefield, 2015).

Additionally, many NSF´s around the world are trying to implement 

social media, but not all of them use this communication platform 
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professionally to deliver and communicate content efficiently. Hence, the 

image and the brand of an organization is affected by an incorrect use of 

social media. Again, sports involves many emotions that have to be 

considered to deliver content. Therefore, sports organizations need to ensure 

that the communication with fans, athletes, stakeholders and the public is

mutually beneficial. Consequently, interaction has been classified as a core 

element of the relationship marketing process when is referred to social 

media. Likewise, sport managers must understand the motivations of the 

consumers that allow interaction with a sport organization (Stavros et al., 

2014). By now, if a sport organization is not on the internet and in social 

media it is exposed to be shown as facelessness (Bhargava, 2008).

While many sport organizations stand poised to benefit from social 

media, NSF´s seem to be a segment of the sports industry uniquely 

positioned to capitalize on social media’s benefits. Although the 

development of social media is still growing, its popularity and acceptance 

by athletes, coaches, managers, teams, leagues, fans, events, federations, 

and sport governing bodies are widespread. Social media can be applied in 

various sports settings including sports communication, sport events 

management, branding, and sponsorship (G Abeza et al., 2015; Eagleman, 

2013). Accordingly, many organizations like sport governing bodies receive 
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less mainstream media coverage and have much smaller marketing budgets 

than mainstream professional sports like football or basketball. Thus, they 

must seek alternative methods from mainstream media and traditional 

marketing to increase brand equity to reach fans and stakeholders 

(Eagleman, 2013).

In consequence, the growth of social media has gained the capacity 

to break down the barriers between supporters and players, athletes and 

organizations. However, brands cannot ignore social media's promise of 

broader influence and access to the live stream of consumers (Farrington, 

Hall, Kilvington, & Saeed, 2015). Equally, social media provide relationship 

marketing possibilities for sports organizations and a channel through which 

fans can engage in sport. Besides, is a unique platform for marketers to 

create a dialog to interact with consumers and sports organizations.

Moreover, this communication channel is promising in the sport setting as 

the passionate commitment shown by fans suggests that they would 

embrace additional high-value experiences both within and outside regular 

sport consumption (Stavros et al., 2014).

For instance, sport consumers want instant access to their favorite 

athletes, clubs, federations, and organizations. Thus, channels must be 

customized to meet their preferences. Finally, the sport fan is only going to 
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relay in few sources to seek updates or official information. Nowadays,

sport consumers are using their smartphones and mobile devices to search 

information daily where content must be well produced and entertaining to 

engage consumers in a positive direct way (Russell et al., 2015). Many non-

profit sport organizations are afraid to use social media because it seems it 

will take much time to the managers, but, if the organizations know their 

segment audience, the goals and the rationality that is pursuing it will be 

more manageable and accessible (Leroux, 2010).

Thus, many different channels such as Facebook, Twitter, YouTube, 

Instagram, Snapchat, Periscope, LinkedIn, Telegram, WhatsApp, Flickr, 

Google +, Pinterest and many new social media programs are emerging

every day to adapt different preferences. However, they have different 

characteristics between them; the production of content and information 

may vary, as well as the target will be different too. Consequently, social 

media is a platform for business to reach existing sports fans and attracting 

new potential media consumers. Stakeholders and brands will play a 

significant role in delivering information to the consumer. Accordingly,

social media seems likely to grow; networking will have the capacity to 

customize and design any niche market demand. Smaller sports will find 

that digital opportunities are their best option to find a stable niche. Hence, 
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organizations must focus on understanding the feeling of belonging towards 

the sport supporters (Aaron & Stewart, 2015; Farrington et al., 2015; Leroux, 

2010; Russell et al., 2015; Sutera, 2013). Notwithstanding the preceding, 

social media has a profound effect on branding. 

2.3.2 Brand Management through Social Media in Sports Organizations 

As seen before, social media is a powerful communications tool that 

can provide endless opportunities to reach a specific audience by 

exchanging relevant and dynamic content in sports. With the rise of social 

media, managers have lost their primary role as authors of their brand's 

stories. Instead, consumers are now empowered to share their brand stories 

quickly and widely through social networks (Gensler, Völckner, Liu-

thompkins, & Wiertz, 2013). 

Thus, social media’s role in sport organizations has been identified

as a valuable relationship marketing tool that can build opportunities for

communication, interaction, value, and brand equity creation (Eagleman, 

2013). Non-profits, like many sport organizations, have recognized the 

importance of being present on social media. However, this involves a shift 

from the use of traditional media. Non-profit organizations like NSF´s of 

small sports are not taking full advantage of the potential to share

information. For both the brand and the sports manager, it is necessary to 
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have more than just a profile uploaded. Implementing a process for creating 

effective branding strategies is beneficial to both the sports manager and the 

organization (Nolan, 2015). Because of the constant lack of budget in

NSF´S, it becomes crucial to use social media to enhance the brand 

awareness in the sport sector. Hence, NSF´s will be allowed to reach more 

athletes and potential stakeholders that were not aware that many different 

sports have a formal institution. Additionally, is an opportunity to 

communicate many exciting tournaments and services that these 

organizations are continually performing every year.

In an era when public relations are characterized by the distribution 

of branded content to the public, sports organizations could partner with 

their fans to retrieve fan-generated content and share it via their social media 

channels. Thus, Platforms, such as Facebook, Instagram, Twitter or 

YouTube provide beneficial possibilities for interaction between fans. Hence, 

the possibility to share content enhance the marketing potential of social 

media improving brand awareness. Finally, a high brand equity and a large 

fan base mean more value from the sports organization promise to its 

commercial stakeholders or sponsors (Roşca, 2013).

Consequently, social media gives better communication grounds 

with the consumers to build brand awareness and loyalty beyond traditional 
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methods. Therefore, providing relevant and updated content is one of the 

most crucial strategies to manage a brand on social media successfully. The 

brand will be affected by the relevancy of the content, popularity of the 

content among friends, and different social media platforms used (Erdoğmuş 

& Çiçek, 2012). Thus, when people, athletes, and fans are loyal to a specific

sport, they are also brand loyal to the organizations that provide the sport 

(Chordas, 2007). Proper social media management should include

frequently posting, mission statement, news, values, dynamic and relevant 

updated content, among others.

Not to mention, every sport around the world is characterized by a 

unique set of assets that determine the type of consumers, market, athletes, 

fans and stakeholders they have. Every sport is different from other, some of 

them seem to be extreme, others more elegant, some of them show 

teamwork, and this is mainly because each sport represents a unique 

personality. Thus, the personality of a brand can be defined by “the unique, 

authentic, and valuable soul of the brand that people can get passionate 

about” (Bhargava, 2008, p. 6). Additionally, this term can be understood as a 

set of human-like characteristics associated with a brand and an essential

aspect of the brand image that drives brand equity (Aaker, 1991; Keller, 

2008; Tsiotsou, 2012). Thus, sports organizations and NSF´S can benefit 



46

from this unique characteristic. Likewise, sports brands are complex brands, 

especially non-profit organizations because they are emotional in nature and 

intangible in services, with an unpredictable core product, consisting of 

symbolic and experiential properties. For sport managers it is essential to 

understand the personality of their brands to distinguish them, build an 

image, and improve their brand equity. For NSF´s that are seeking to gain 

sponsors, they need to find the most suitable sports brands. The importance 

to build brand equity to emphasizing their most prominent sport personality 

characteristics is very needed in today's management (Tsiotsou, 2012). 

Building personality in a brand will inspire trust and trust will build loyalty, 

and outstanding characteristic of equity; it is easier not to trust an 

organization when is faceless (Bhargava, 2008).

As a result, social media offer a unique marketing communications 

tool by which niche sport organizations like NSF´s can use to overcome 

challenges such as low-interest levels from fans in non-Olympic years, 

fewer media coverage, and lower marketing budgets than other sport

organizations; like professional football. Positive relationships with fans can 

help the brand when the team or athletes do not perform well in their 

competitions (Eagleman, 2013). Equally, many presidents of NSF´s have 

personal social media profiles playing roles as the organization´s brand 
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ambassadors. Therefore, organizational reputation and identity have to be 

maintained as a strategic resource for the organization (Nolan, 2015).

In traditional marketing, the content is entirely from brand to the 

customer. However, in social media, brands talk to the fans, fans talk to the 

brand, and more important, fans talk to each other (Akar & Topcu, 2011). To 

build relationships, brands need to engage consumers in the co-creation of 

content. Social media tools present to brands the opportunity to 

communicate, interact, and add value to the consumer experience. Sports 

brands use social media to interact with consumers engagingly and 

entertainingly, often involving a more personal or human approach (Filo et 

al., 2015). By this, authenticity plays a vital role in engaging with fans. 

Hence, creating official channels will increase the trust and the authenticity 

of the content and information. Consequently, more predisposition to value 

the brand positively.

Therefore, sport consumers loyalty is far stronger than the loyalty 

that any other customer exhibits to any other commercial brand. Notably, 

the sport consumer always is looking for new information and updates on 

their favorite team (Gashaw Abeza et al., 2013). Moreover, social 

networking provides direct marketing opportunities for both teams and 

sponsors. Thus, sport consumers who visited an organization's website, are 
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more frequently indicated and willing to purchase from the brands that are 

sponsoring the organization.

Finally, sport governing bodies are not taking advantage of this 

powerful tool.  Because NSF´s operate on limited budgets, sponsorships are 

extremely important to ensure that these organizations can continue to 

operate in their current capacity or expand in the future (Eagleman, 2013). 

Accordingly, social media is an excellent marketing communications tool 

used by the current and future sport managers to create and achieve brand 

equity in their organizations through the first stage of brand awareness.

2.4 The Ecuadorian National Sport Federations  

In 1948, The Ecuadorian Government recognized the constitution of 

its first National Olympic Committee. Thus, many National Sport

Federations were created to give birth the organization that will rule and 

guideline the high-performance sport in the country (Ecuadorian Olympic 

Committee, 2017). Before that, no governing body was in charge of the 

public and amateur sport. Hence, these sport activities were done by the 

Ministry of Culture and Education.

On January 15 of 2007, President Rafael Correa ordered to create a 
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Ministry exclusively to the regulation of the sport 1 (Ecuadorian Sports 

Ministry, 2017). Currently, there are forty-seven Ecuadorian NSF´s that 

makes the Ecuadorian National Olympic Committee 2 (Ecuadorian Olympic 

Committee, 2017). Moreover, before 2012, this sport governing body 

received money from the state to distribute the money to the forty-seven 

national sports federations for their operation. After the creation of the first 

sports law in 2010, The Sport Ministry intervened the Olympic System and 

the National Sport Federations due to political reasons.

By now, the Sports Ministry delivers the allocations directly to each 

sport organization, and consequently, they have the rights to audit and 

decide the guidelines for all the Ecuadorian NSF´s. Under those 

circumstances, a total of $4´764.605, 32 is distributed to 46 National Sports 

Federations for their activities 3 (Ecuadorian Sports Ministry, 2017).

                                           
1 More information on the decree of the constitution of the first Sports Ministry can be 
found at http://www.deporte.gob.ec/wp-content/uploads/downloads/2015/03/CREACION-
DEL-MINISTERIO-DEL-DEPORTE.pdf
2 More information about the forty seven National Sports Federations recognized by the 
Ecuadorian Olympic Committee can be found at 
http://www.coe.org.ec/index.php/federaciones/84-federaciones-nacionales
3 Football Federation is not considered at the moment of distributing the money because is 
the only professional sport. More information on how the money is distributed to all the 
Ecuadorian sport organizations in the year 2017 can be found at 
http://www.deporte.gob.ec/wp-content/uploads/downloads/2017/01/ACUERDO-
MINISTERIAL-0007.pdf
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Table 1. Ecuadorian National Sport Federations.

1. Ec. Chess Federation 2. Ec. Climbing Federation
3. Ec. Athletics Federation 4. Ec. Motor Racing & Karting 

Federation
5. Ec. Badminton Federation 6. Ec. Dance Federation
7. Ec. Basketball Federation 8. Ec. Handball Federation
9. Ec. Baseball Federation 10. Ec. Pool Federation
11. Ec. Bowling Federation 12. Ec. Boxing Federation
13. Ec. Diving Federation 14. Ec. Rafting Federation
15. Ec. Cycling Federation 16. Ec. Equestrian Federation
17. Ec. Fencing Federation 18. Ec. Waterski Federation
19. Ec. Bodybuilding Federation 20. Ec. Gymnastics Federation

21. Ec. Golf Federation 22. Ec. Grass Hockey Federation
23. Ec. Judo Federation 24. Ec. Karate Federation
25. Ec. Weightlifting Federation 26. Ec. Wrestling Federation
27. Ec. Motorcycle Federation 28. Ec. Swimming Federation
29. Ec. Skating Federation 30. Ec. National Ball Federation
31. Ec. Modern Pentathlon 

Federation
32. Ec. Racquetball Federation

33. Ec. Rowing Federation 34. Ec. Rugby Federation
35. Ec. Softball Federation 36. Ec. Squash Federation
37. Ec. Surf Federation 38. Ec. Taekwondo Federation
39. Ec. Tennis Federation 40. Ec. Table Tennis Federation
41. Ec. Archery Federation 42. Ec. Olympic Shot Federation
43. Ec. Triathlon Federation 44. Ec. Sailing Federation
45. Ec. Volleyball Federation 46. Ec. Wushu Federation

47. Ec. Football Federation

Accordingly, to participate in international championships, the 

recognition of the International Federations is needed. However, for an

Ecuadorian NSF´s to receive the public allocations by the Government, the 

Ministry recognition is needed. Almost all of the forty-seven have both 

recognitions.
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Chapter 3. Methodology

Until the date, there has been no official data or studies related to the 

actual situation of the usage of social media among the Ecuadorian NSF´s; 

neither, research with a scope related to marketing. Hence, an exploratory 

research with a qualitative approach will be used for answering the proposed 

research questions. Thus, observation and in-depth interviews are the chosen 

methods for obtaining the data.

3.1 Research Design

The design will be an exploratory research. Primary data will be 

collected for answering the proposed research questions. Exploratory 

research takes place where there is little or no prior knowledge of a 

phenomenon (Jones & Gratton, 2014). Furthermore, is the first step taken in 

the pursuit of many research efforts. Hence, allows familiarization with the 

problem situation, identifies variables, recognize alternate courses of action,

and suggest rewarding directions for further research (Weiers, 1988). As a 

tool, qualitative research is the most suitable for the investigation, where the 

findings are not subject to quantification or quantitative analysis. Moreover, 

it allows examining attitudes, feelings, and motivations (McDaniel & Gates, 

n.d.).
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3.2 Participants

The participants are the forty-six Ecuadorian NSF´s. However, The

Ecuadorian Football Federation is excluded because is the only professional 

sport in Ecuador and their full operation is through self-resources.

Nevertheless, each NSF´s has a legal representative. Hence, the presidents 

are also considered as participants. However, only presidents who are on

duty are taken into consideration.

3.3 Data Collection Methods

3.3.1 Observation

The first method will be direct observation. In this method, the 

researcher observes without engaging with the situation or environment. By 

not disturbing, it is possible to maintain neutrality and objectivity in the 

process (Skinner et al., 2015). Additionally, observations can be made in an 

artificial setting that is controlled by the researcher giving a higher degree of 

control of the variables (Silver, Stevens, Wrenn, & Loudon, 2013).

Therefore, to answer the first research question, an observation 

throughout the Internet will be performed to know the current usage of the 

Social Media Sites (SNS) among the Ecuadorian NSF´s. Hence, two

variables are considered: number of followers and number of active SNS´s

available. Thus, the observation will intent to discover if the organizations 
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have a Website, Facebook, Twitter, Instagram, YouTube and/or other SNS´s. 

Respectively, the total number of followers of each SNS´s by each NSF´s.

In addition, it will be noted if the SNS´s are being used actively or 

not. However, there is no specific explanation of what it means to be active 

on social media. It requires more than setting up an account and then letting 

it weaken between infrequent updates. The SNS´s have their own definitions 

of what establishes to be an active profile (Seek Visibility, 2016).

Nonetheless, if the NSF has not posted any content during 2017, it will not 

be considered as an active SNS. Finally, if any additional observation is

present, it will also be marked.

3.3.2 In-Depth Interviews

For replying the other three research questions, individual in-depth 

interviews will be conducted among the presidents of the Ecuadorian NSF´s.

These type of interviews are relatively instructed one-on-one conversation 

with the participant to probe and provoke detailed answers to questions, 

often using nondirective methods to reveal hidden motivations (McDaniel & 

Gates, n.d.). Moreover, in-depth interviews can obtain desired insights, 

hypothesis, and clarifications from experts giving a unique perspective on 

the subject of interest (Silver et al., 2013).

Thus, a guide with twenty-one questions divided into three
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categories (one for each research question) is presented in Appendix A. 

Consequently, the participants to be interviewed will be selected from the 

data obtained in the first question.

Depending on the number of followers and number of active SNS´s 

available, ten Ecuadorian NSF´s presidents will be selected. Therefore, three 

categories are developed taking into consideration the two variables mention 

before. Hence, high-usage, medium-usage, and low-usage categories are 

made respectively.

In consequence, the ten participants will be distributed in the 

following way: four for the high category, three for the medium category 

and three for the low category.

3.4 Data Analysis 

After completing the observation throughout the Internet, a 

descriptive table will be made to show and compare the two variables of 

SNS´s among the forty-six Ecuadorian NSF´s. Thus, once the data is filtered, 

the ten selected presidents will be interviewed. The results will be classified 

into sections using the thematic analysis process, a technique for identifying, 

analyzing, and reporting patterns (themes) within data (Braun & Clarke, 

2006). The data collected will be recorded, transcript, and placed into 

categories prior the results.
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3.5 Validation

Significantly, validation is defined as the process of ascertaining that 

interviews were conducted as specified (McDaniel & Gates, n.d.). All of the 

presidents of the Ecuadorian NSF´s were preliminary contacted and 

informed about the proposed research. Hence, all of them replied positively. 

Moreover, all contact information about their telephones, addresses, and 

names are publicly available and registered in the Sports Ministry and 

Olympic Committee4. Accordingly, all data has been backed up by audio, 

video, and photography.

                                           
4 Contact information of the Ecuadorian NSF´s presidents can be found at: 
http://www.deporte.gob.ec/entidades-adscritas/
http://www.coe.org.ec/index.php/federaciones/84-federaciones-nacionales
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Chapter 4. Results

This chapter will present the results of both observation and in-depth 

interviews methods. Correspondingly, four research questions are proposed

in Chapter 2. The observation method answers RQ.1, while in-depth 

interviews, answers RQ.2, RQ.3, and RQ.4. Thus, the observation was 

performed in the city of Seoul, South Korea, from September 10th to 30th, 

2017. However, in-depth interviews were conducted in the cities of Quito 

and Guayaquil, Ecuador, from October 14th to 30th, 2017 via Skype and 

WhatsApp video call. Hence, findings are presented in two parts below.

4.1 Observation

In view of answering the first research question, “How extensive (or 

not) is the current usage of social media by Ecuadorian NSF´s?” direct 

observation method was performed.

Significantly, the first step to getting data demanded a thorough 

search on the Internet. By going through Google search engine, it was 

possible to explore what are the existing channels of Ecuadorian NSF´s. 

With this intention, five Social Media Sites (SNS) were chosen by the two

variables mentioned in Chapter 3: number of followers and number of active 

SNS´s available.

In first place, websites are considered for the research because they 
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can create an identification of the organization over the internet. Moreover, 

the website is the face of the entity; it will be the organizations’ online 

presence (Resource Solution, 2016; Skytopper, 2105; Wilkinson, 2017). In 

like manner, Social Network Sites (SNS) like Facebook or Instagram are 

equally important in today’s digital world. 

Hence, the research includes websites plus the top four most popular 

SNS´s in the world: Facebook, YouTube, Instagram, and Twitter5. Finally, if 

any other SNS was found, it was included in the category “others.”

The final descriptive table with the list of the Ecuadorian NSF´s and 

their respective SNS´s is presented in Appendix B. Below, the results of the 

usage of social media among Ecuadorian NSF´s.

4.1.1 Websites Results

Forty-six Ecuadorian NSF´s were included in the search process. 

Among them, only 19 have a website, whereas 27 do not have, equivalent to 

a 41% vs. a 59% respectively. When it comes to the usage and activeness of 

the websites, only 16 out of the 19 mentioned before are active, 

corresponding to a 35% from the 41% respectively. 

Is important to remark, that some observations were noted at the 

moment of the search. Significantly, some NSF´s could not be found in the 

                                           
5 List of the top fifteen most popular Social Network Sites (SNS) by 2017 can be found at 
https://www.dreamgrow.com/top-15-most-popular-social-networking-sites/
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first pages of Google, some of them appeared on the second or third page.

Additionally, there were inconsistencies in the search domains. For example, 

some NSF´s were only found by the initials of the organization. Similarly, 

others had mixed names between English and Spanish, such as the case of 

sports like Basketball, Baseball, Hockey or Softball. Therefore, the 

corresponding figures of the existence and use of websites among 

Ecuadorian NSF´S are shown below.

Figure 8. Ecuadorian NSF´s Website Results.
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4.1.2 Facebook Results

Uniquely, Facebook is the most popular SNS in the world with more 

than 2´000.000.000 users (Dreamgrow, 2017). 

Thus, among the forty-six Ecuadorian NSF´s, 43 have a Facebook, 

whereas only 3 do not have, equivalent to a 93% vs. a 7% respectively. 

When it comes to the usage and activeness of Facebook, only 35 out of the

43 mentioned before are active, corresponding to a 76% from the 93% 

respectively. Consequently, there is 169.142 Facebook likes among the 

forty-six Ecuadorian NSF´S.

Likewise, some observations were marked at the moment of the 

search. Notably, some NSF´s have duplicated pages, confusing by not 

knowing which one is the official channel. Moreover, some of them have 

their profile as a page, friend or as a closed group. Similar to the websites, 

these duplicated pages have difficulties in the search domains. Additionally, 

some NSF´s are found without typing the word “federation,” only by 

searching them as a sport; a case like The Shooting Federation. Therefore, 

the corresponding figures of the existence and use of Facebook among 

Ecuadorian NSF´S are shown below.
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Figure 9. Ecuadorian NSF´s Facebook Results.

4.1.3 YouTube Results

Indeed, YouTube is the second most popular SNS in the world with 

more than 1´500.000.000 users (Dreamgrow, 2017). 

Hence, among the forty-six Ecuadorian NSF´s, only 20 have a 

YouTube, whereas 26 do not have, equivalent to a 43% vs. a 57% 

respectively. When it comes to the usage and activeness of YouTube, only 8

out of the 20 mentioned before are active, equivalent to 17% from the 43% 

respectively. Consequently, there are only 1.987 YouTube subscriptions

among the forty-six Ecuadorian NSF´S.

Similarly, some observations were noted at the moment of the search. 

Indeed, some NSF´s have YouTube channels that are not official, which 

means that they are registered under the name of an ordinary person. 

Furthermore, some channels are also duplicated in some NSF´s as well. 
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Again, search domains were also trouble in the search process. Therefore, 

the corresponding figures of the existence and use of YouTube among 

Ecuadorian NSF´S are shown below.

Figure 10. Ecuadorian NSF´s YouTube Results.

4.1.4 Instagram Results.

Significantly, Instagram has become an emerging SNS in the last 

years, with almost 1´000.000.000 users, making it the third most popular 

network around the world (Dreamgrow, 2017). 

Therefore, among the forty-six Ecuadorian NSF´s, only 17 have an 

Instagram, whereas 29 do not have, equivalent to a 37% vs. a 63% 

respectively. When it comes to the usage and activeness of Instagram, only 8 

out of the 17 mentioned before are active, equivalent to 17% from the 37% 

respectively. Consequently, there are 10.983 Instagram followers among the 

forty-six Ecuadorian NSF´S.
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Equally, some observations were marked at the moment of the 

search. Notably, the search on Instagram was limited because the platform is 

adapted to mobile devices. Thus, some NSF´s could not be found by their 

names. Again, domains and duplicated Instagram’s profiles were found

continuously. Therefore, the corresponding figures of the existence and use 

of Instagram among Ecuadorian NSF´S are shown below.

Figure 11. Ecuadorian NSF´s Instagram Results.

4.1.5 Twitter Results

Indeed, Twitter was the last dominant SNS to be analyzed, with more 

330.000.000 users. Hence, this network becomes the fourth most popular 

around the world (Dreamgrow, 2017).

Thus, among the forty-six Ecuadorian NSF´s, 34 have a Twitter, 

whereas only 12 do not have, equivalent to a 74% vs. a 26% respectively.

When it comes to the usage and activeness of Twitter, only 20 out of the 34
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mentioned before are active, equivalent to 43% from the 74% respectively. 

Consequently, there are 23.270 Twitter followers among the forty-six 

Ecuadorian NSF´S.

In like manner, some observations were marked at the moment of the 

search. Significantly, a considerable number of Twitter accounts were 

duplicated, and some of them were not official. Moreover, some NSF´s used 

the president or the coach accounts to communicate the organization 

activities. Likewise, some NSF´s are not found as “federation” but as the 

name of the sport. Again, domains and duplicated Instagram’s profiles were 

found continuously. Therefore, the corresponding figures of the existence 

and use of Twitter among Ecuadorian NSF´S are shown below.

Figure 12. Ecuadorian NSF´s Twitter Results.

4.1.6 Other SNS´s Results

Although the research includes the findings of the top four SNS´s, 
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some other networks were found on the Internet. Among the forty-six 

Ecuadorian NSF´s, only 15 have others SNS´s, whereas 31 do not have, 

equivalent to a 32% vs. a 68% respectively. However, all of these SNS were 

inactive without any usage. In fact, 20% of these SNS are blogs, whereas 

the other 12% includes several different SNS´s. Therefore, the 

corresponding figures of the existence of other SNS´s among Ecuadorian 

NSF´S are shown below.

Figure 13. Ecuadorian Other SNS´s Results.

4.1.7 Overall SNS´s Results

To answer RQ.1, three considerations were noted: ranking according 

to the total number of followers among social media, ranking according to 
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the existence of SNS´s, and ranking according to the activeness of the 

SNS´s. Therefore, the previous findings were gathered and analyzed to have 

an overall view.
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Figure 14. Overall SNS´s Results

Thus, the first results show that Facebook leads the ranking among 

social media usage with 83% and 169.142 followers. Significantly, the other 

three networks Twitter, YouTube, and Instagram have less than 12% of the 

usage among Ecuadorian NSF´s respectively; websites are not included

because cannot be measured regarding followers.

However, when it comes to the ranking of SNS´s according to the 

existence of the channel, the data changes. Although Facebook and Twitter 

remained in the first places, YouTube and Websites surpass Instagram and 

Other Channels occupying the third and fourth place respectively.

Consequently, a total of 133 out 230 SNS´s are available, representing a 57% 

respectively among the forty-six Ecuadorian NSF´s.

Finally, when it comes to the ranking of SNS´s according to the activeness, 
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the only significant difference is the placement of Websites as third. Thus, 

only a total 87 out of 230 SNS´s are active, representing a 37% respectively 

among the forty-six Ecuadorian NSF´s.  

4.2 In-Depth Interviews

With the purpose of answering the remain research questions, in-

depth interviews were conducted. The main consideration for the use of this 

method was to get primary data from the representatives of the Ecuadorian 

NSF´s. Hence, the presidents of each federation were able to provide 

valuable insights and perceptions into the addressed issue.

Correspondingly, the presidents interviewed were selected from the 

data obtained in the first research question. The criteria to select the 

participants was stated in Chapter 3; each president represents one sport 

from three categories of NSF´s, (high, medium, and low SNS´s usage). Thus, 

a guide with twenty-one questions divided into three sections (one for each 

research question) is presented in Appendix A. Lastly; interviews had an 

estimated time of 40 to 60 minutes, done via Skype or WhatsApp video call.

Therefore, the following table shows the different categories of Ecuadorian 

NSF´s to be interviewed.
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Table 2. Ecuadorian NSF´s Interviewed

No. NSF Usage
# 

Followers
# of Active 

SNS
1 Ec. Surf Federation High-usage 16.221 4 out of 5
2 Ec. Judo Federation High-usage 3.378 5 out of 5
3 Ec. Athletics Federation High-usage 27.905 5 out of 5
4 Ec. Golf Federation High-usage 4.753 5 out of 5
5 Ec. Skating Federation Medium-usage 9.782 2 out of 5
6 Ec. Diving Federation Medium-usage 1.566 4 out of 5
7 Ec. Taekwondo Federation Medium-usage 7.289 2 out of 5
8 Ec. Chess Federation Low-usage 997 1 out of 5
9 Ec. Triathlon Federation Low-usage 790 1 out of 5
10 Ec. Dance Federation Low-usage 12 1 out of 5

4.2.1 In-Depth Interviews Respondents’ Profile

Significantly, the ten Ecuadorian NSF´s presidents to be interviewed

are registered members of their International Federations and to the 

Ecuadorian Sport Ministry. Thus, this guarantees that they are official 

representatives of their sports in Ecuador. All of the participants gave 

valuable information from the organization perspective. Therefore, the list 

of the ten Ecuadorian NSF´s can be seen below.
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Table 3. In-Depth Interviews Respondents’ Profile

No Name Profession Ecuadorian NSF

1 Xavier Aguirre
Commercial 

Engineer
Ec. Surf Federation

2 Roberto Ibanez Bachelor Ec. Judo Federation
3 Manuel Bravo Doctor Ec. Athletics Federation

4 Francisco Torres
Commercial 

Engineer
Ec. Golf Federation

5 Marisol Castro Publicist/Marketing Ec. Skating Federation

6
Marcelo 

Sampedro
Publicist/Marketing Ec. Diving Federation

7 Victor Quishpe
Bachelor of

Sciences
Ec. Taekwondo Federation

8
Emilio Bastidas 

Rodriguez
Electrical Engineer Ec. Chess Federation

9 Julio Ramirez
Agricultural 

Engineer
Ec. Triathlon Federation

10 Jorge Gutierrez Lawyer Ec. Dance Federation

The first participant, Xavier Aguirre, has been linked to the sport for

more than a decade. His major achievements in the sport include the host of 

serval Surf World and Pan-American Championships in Ecuador. Moreover, 

he has been vital in the achievement of world medals by her athlete, 

Domenica Barona.

The second participant, Roberto Ibanez, is currently an 

undersecretary in the Ecuadorian Sport´s Ministry. However, he still 

manages the Judo Federation applying his experience as a former Judo 

athlete. Besides, his major sports achievements include two silver and one

bronze medals in Pan-American Games.

Another respondent was Manuel Bravo. Manuel manages the oldest 
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Ecuadorian NSF in the country. Moreover, athletics is the organization that 

delivers the most quantity of athletes to national, regional and international 

competitions; including the Olympic Games. Also, he has been vital in the 

successful participation of Alex Quinonez; sprinter that compete in the 

semifinals at London 2012.

Furthermore, the fourth participant Francisco Torres is responsible 

for the success and development of the golf in Ecuador. Francisco took

charge in 2015 and since, he developed a business plan for the federation. 

So far, it is the only Ecuadorian NSF with more than five formal sponsors. 

Hence, he is looking to construct the first golf course for the organization in 

alliance with Quito´s municipality.

The next and fifth participant is Marisol Castro. Marisol is one of the 

few female leaders in the Ecuadorian NSF´s. Notably, she was a Vice-

president of the Skate South-American Confederation. Moreover, she has 

been responsible for many international sports achievements of skate such 

as the case of the Toronto 2015 Pan-American Games.

Another respondent is Marcelo Sampedro. Marcelo is a former coach 

and athlete of sub-aquatic sports. Additionally, he has participated in 

prestigious competitions such as the world championships. In the academic 

area, Marcelo got a Master Degree in Business Administration. Finally, he
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provides private coaching in different sub-aquatic disciplines.

The seventh participant is Victor Hugo Quishpe. Victor has been in 

the world of Taekwondo for more than twelve years. Recently, he was

reelected on duty until 2021. Furthermore, he is trying to implement the

latest technology in Ecuador´s Taekwondo to improve the performance in 

international competitions and participate in the Tokyo 2020 Olympics.

The next and eighth participant is Emilio Bastidas. Emilio is a Grand 

Master in the sport of Chess. Considered as one of the best former Chess 

players in Ecuador, Emilio is currently developing social and educational 

programs to enhance the scope of the sport.

The penultimate respondent is Julio Ramirez. Under his term, Julio 

has organized two major international tournaments in Ecuador, The ITU 

2016 World Cup and the 2016 Pan-American Cup; accomplishing essential

medals from the athletes. Thus, he has made Ecuadorian´s Triathlon the top 

three countries in the Pan-American region.

Lastly, the final participant is Jorge Gutierrez. Founder of the 

Ecuadorian Dance Federation, Jorge has been involved in the sport for over 

15 years. Moreover, Jorge, it is the official chairman of the DanceSport in 

the Latin-American Region. His expertise has delivered significant medals 

and sport successes to Ecuador. However is important to note that this NSF 
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is in a current intervention process from the Sports´ Ministry.

4.2.2 In-Depth Interviews Results

The results of the depth interviews provided significant perceptions 

and insight among the presidents of the Ecuadorian NSF´s into the 

addressed research. As mention in Chapter 3, the data will be analyzed and 

classified using the thematic analysis (Braun & Clarke, 2006).

Thus, from the interview guide, the first seven questions intent to

answer RQ.2. Then, the questions eight to fifteen will intent to answer RQ.3. 

Lastly, the questions sixteen to twenty-one will intent to answer RQ.4. The 

overall table with interview results can be seen in Appendix C.

The first findings are related to factors that influence Ecuadorian 

NSF´s to make use (or not) of social media. The second findings, to the 

benefits and/or limitations of the usage of social media. The third findings to

the consequences of the usage of social media to brand awareness. Lastly, 

observations and other comments noted. Therefore, the results of each group 

can be seen below.

4.2.2.1 Factors That Influence (or not) the Usage of Social Media

In view of answering the second research question, “What factors 

influence The Ecuadorian NSF´s to make use of social media? Or not?” in-

depth interviews were conducted. Therefore, the summary of the key 
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findings is presented below.

Table 4. Factors That Influence (or not) the Usage of Social Media

Theme Sub Themes Key Words

Factors 
That 

Influence 
(or not) 

the Usage 
of Social 

Media 
among

Ecuadoria
n NSF´s

High-usage
Medium-

usage
Low-usage

1. Responsible for the 
marketing/communicati
on

Community 
Manager, 
Agency, and 
board members

President or 
Secretary

Secretary

2. Allocation of money 
to Social Media

Sponsors or 
self-funding 
resources

President 
Resources or 
self-funding

President 
Resources or 
self-funding

3. NSF Social Media 
availability

2013 or 2015 2013 or 2015 2013 or 2015

4. Perception of Social 
Media Usage

Fundamental
tool of the 
future. 
Stakeholders

Fundamental 
for 
communicatio
n

Communicatio
n channel for 
sports 
promotion

5. Factors that allow the 
usage of Social Media

Self-funds, 
president and 
work team 
management

President 
resources

President and 
self-funds 
resources.

6. Purpose for making 
use of Social Media

Communicatio
n. Education.  
Brand 
Awareness. 
Promotion

Promotion.  
Communicatio
n of services

Promotion.  
Communicatio
n of services

7. Services 
communicated by the 
NSF through Social 
Media

News, 
calendars, 
tournaments, 
rules, images, 
videos, results

News, 
tournaments, 
images, and 
videos

news, 
tournaments, 
calendars, 
images

As shown above, there is similarities and differences among the 

three categories of SNS´S that influences the factors for the usage of social 

media among Ecuadorian NSF´s. Correspondingly, the results from the first 

seven question can be seen below.
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To begin with, high-usage NSF´s manage their social media through

and external agency or a community manager; rarely the president is 

involved in the content posting. Nonetheless, for medium and low usage 

NSF´s, the president manages the few social media networks available.

For the distribution of money to social media or marketing activities, 

high-usage NSF´s do it by the use of self-fund resources or money from 

sponsors. However, for medium and low usage NSF´s, the resources in the 

majority comes from the president.

Furthermore, when it comes to the creation date of the SNS´s 

networks, most of the share the same years, 2013 and 2015.

Likewise, the perception on the usage of social media in the NSF 

shared various similarities among the ten federations. All of them consider 

SNS´s as a fundamental tool of communication that can be a key element in

the sport promotion. Moreover, it can have a massive impact on the relations 

between stakeholders.

Nevertheless, the factors that allow having or not social media are 

the same answers to question two; self-funding resources and sponsors for 

high-usage NSF´s, and president resources for medium and low usage 

NSF´s. To emphasize, Francisco Torres from Golf stated the following:

The success of having obtained sponsors is because 
at the beginning of my administration, a business
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and marketing plan was developed. I have a 
professional team that has allowed me to obtain 
results. The only limitation of not being able to 
obtain self-resources is when you think that you can 
not do it. You have to go out and knock the doors of 
many private companies to show the best of your
sport (Torres, 2017).

For the most of NSF´s, the purpose of making use of social media is 

to communicate and promote the sponsors. In addition, they consider that 

SNS´s have been fundamental to support the communication of services. 

Thus, most of the Ecuadorian NSF´s use social media to communicate 

services such as news, calendars, tournaments, events, rulebooks, content,

video, images, among others.

Overall, these are the findings of the factors that influence 

Ecuadorian NSF´s to make use (or not) social media. 

4.2.2.2 Benefits and/or Limitations of the Usage of Social Media

In view of answering the third research question, “What are the 

benefits and/or limitations of the usage of social media by Ecuadorian 

NSF´s?” in-depth interviews were conducted. Therefore, the summary of 

the key findings is presented below.
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Table 5. Benefits and/or Limitations of the Usage of Social Media

Theme Sub Themes Key Words

High-usage
Medium-

usage
Low-usage

Benefits 
and/or

limitations 
of the usage 

of Social 
Media

8. Benefits from the 
usage of Social Media

Sponsors. 
Cheap 
Communication. 
Tournaments. 
NSF image. 
Promotion. 
Activities
development 

Stakeholders. 
Media 
promotion. 
Sport
participation 
& 
Development

Event 
organization. 
Interaction 
channel. 
Promotion. 
Sport
participation 
& 
Development

9. Disadvantages of the 
usage Social Media

Pirate web 
pages. Trolls. 
Critics.

Pirate web 
pages. Trolls. 
Critics.

Pirate web 
pages. Trolls. 
Critics.

10. Limitations or 
problems with using 
Social Media

Content 
creation. Human 
resources. 
Money. 

Time and 
Money. 

Time and 
Money.

11. SNS´s of preference
Facebook. Web 
Page

Facebook Facebook

12. Increase of sport
properties due to Social 
Media

Athletes. Fans. 
Stakeholders. 
Events 
promotion in 
Social Media

People 
interested but 
because of 
clubs´ Social 
Media

Athletes and 
fans due to 
president 
management. 
Not SM

13. Current Sponsors. 
Influence of Social 
Media

At least 2 
Sponsors. Golf 
13

No sponsors. 
Lack of time, 
resources & 
management

No sponsors. 
Rarely on 
events

14. Brand promotion of 
Social Media

High promotion. 
Content Post

No 
promotion

No 
promotion

15. Sponsor association 
with NSF

Not significant No 
association

No 
association

As can be seen, similarities and differences are noted among the 

three categories of SNS´S in the benefits and/or limitations of the usage of 

Social Media among Ecuadorian NSF´s. Correspondingly, the results from 
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the questions eight to fifteen can be seen below.

The main benefits to the high-usage NSF´s are marked in the 

capacity of gaining new sponsors and promoting a positive image of the 

organization. Moreover, it has become a tool to facilitate communication 

with stakeholders. For medium-usage NSF´s, it has become a platform to 

reach new athletes and promote the sport through digital content. As, for the 

low-usage NSF´s, the easiness of organizing tournaments is noted.

Nevertheless, most of the Ecuadorian NSF´s have been affected by 

the use of social media in the ability to handle criticism and internet trolls. 

In addition, some NSF´s have found pirate pages of their organizations.

Comparatively, high-usage NSF´s have been limited in the creation 

of content and finding resources to develop more content on social media. In 

contrast, medium and low usage NSF´s consider the time and economic 

resources as the most significant limitations of using social media.

When it comes to the channel of preference, Facebook and Websites

are the predominant networks. To point out, Jorge from Dance stated the 

following:

My favorite SNS is Facebook because it allows me
to post content without restrictions; it gives much
freedom. Also, allows me to reach more people in 
real time. When I want to publish official content, 
the web page is the ideal one since it legitimizes the 
information (Gutierrez, 2017).



78

The increase of sport properties shares similarities among the NSF´s 

but also differences. Indeed, most of them have gained athletes, fans, and 

stakeholders; however, for high-usage NSF´s it is mainly because of the 

promotion of events and tournaments. Conversely, for medium and low 

usage NSF´s, the work of the sports clubs that are affiliated with the 

organization has been the fundamental cause.

Furthermore, there are significant differences regarding the 

ownership of sponsors by the use social media among NSF´s. Notably, high-

usage NSF´s have at least one sponsor whereas Golf surprisingly has 

thirteen as the sport organization with more brands. Eventually, they 

consider that social networks have facilitated the acquisition of sponsorships. 

However, medium and low usage NSF´s do not have any formal sponsor 

whatsoever; rarely some brands are part of few events sporadically. 

Consequently, only the high-usage NSF´s promote these partnerships on 

their social media, although the brands do not do the same for the NSF´s.

In summary, these are the findings on the benefits and/or limitations 

of the usage of Social Media among Ecuadorian NSF´s.

4.2.2.3 Consequences of the Usage of Social Media to Brand 

Awareness

In view of answering the fourth research question, “What are the 
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consequences of the usage of social media by Ecuadorian NSF´s to brand 

awareness?” in-depth interviews were conducted. Therefore, the summary 

of the key findings is presented below.

Table 6. Consequences of the Usage of Social Media to Brand Awareness

Theme Sub Themes Key Words

High-usage
Medium-

usage
Low-usage

Consequences 
of the usage 

of social 
media to 

brand 
awareness

16. Consideration of the 
NSF as “brand”

Half yes. Half 
no

Not yet. It is 
an objective

Yes. 

17. NSF description and 
perceptions

High 
positioning. 
Educational. 
Organized. 
Growing 
stage

Professional. 
Responsible. 
Potential. 
Hard worker. 

Organized. 
Many 
activities.
International 
awareness. 
Sport 
Promotion

18. Word association 
with the NSF

Innovative. 
Organized. 
Successful. 
Pasion

Successful. 
Potential. 
Educational. 

President´s 
name. 
Powerful. 
Technical 

19. Awareness of the 
sport due to the existence 

of an NSF

High 
awareness 
due to sport
successes vs. 
some not 
wholly due to 
different 
circumstances

Not because
of many 
disciplines. 
Name 
confusion. 
Not fully

Yes because 
of the event 
promotion or 
athletes

20. Recognition of the 
NSF due to social media

Yes by 
content 
promotion 
and sport 
results

Not fully. 
Only because 
of sport 
achievements 

Due sport
achievements 
or athletes. 

21. Future marketing 
plans of the NSF

Sponsors 
seek. Social 
Media 
strategies´. 
Have a CM

Hire a CM or 
agency 
support. Seek 
sponsors 
through 
outsourcing 

Sponsors 
seek. 
Marketing 
plans 
development. 
Outsourcing.

The final findings are also marked by similarities and differences in 
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the consequences of the usage of social media to brand awareness. 

Correspondingly, the results from the questions sixteen to twenty-one can be 

seen below.

To begin with, the NSF´s presidents were asked if they consider the 

organization as a brand. Despite the category of usage, the opinions were 

diverse. Almost half strongly consider the NSF as a brand. However, some 

of them note that the “brand” still is undeveloped. In contrast, the rest of 

presidents said no, but the objective is to purse that achievement. For 

instance, Xavier from Surf stated the following:

Of course, I consider my federation as a brand! In 
fact, I consider it as an emblematic symbol. The 
sporting results from our athletes and having 
organized world-class championships have allowed
a positive image exposure of the NSF. Also, surfing 
has contributed to social responsibility programs 
such as cleaning the beaches of the country to 
promote sustainability through sport (Aguirre, 2017).

Moreover, NSF´s presidents used various perceptions to describe the 

organization. High-usage NSF´s described insights such as organized

entities with educational purposes; sports results have been fundamental. 

Medium-usage NSF´s define perceptions such as professional and 

responsible due to the hard work. Lastly, low-usage describe insights as 

organizations with international and national recognition.

Furthermore, it was requested to describe the NSF with one word. 
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Expressions such as innovative, organized, successful, potential or 

Educational were the most significant.

Equally important, they next question examined if people recognize 

or are aware that the sport they represent has an NSF. The majority replied 

positive, saying that sport successes have been fundamental to create 

awareness. However, Judo mentioned that people still attribute Judo as a 

martial art, not as a sport that has an organization. In addition, Skate faces a 

similar problem due to the many disciplines the sport have.

Correspondingly, most of the NSF´s consider that social media and 

the posted content has influenced the recognition of the organization 

positively. Nonetheless, few NSF´s considered is more because of the sport

achievements of the athletes.

Finally, the plans for marketing or communication activities among 

the ten Ecuadorian NSF´s shares one common point of view, find and gain 

new sponsors. However, high and medium usage NSF´s consider finding a 

community manager a vital asset for the organization.

Overall, these are the findings of the consequences of the usage of 

social media to brand awareness.

4.2.2.4 Other Observations

At the end of the interview, respondents were asked if they had any 
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additional observation or comment to be noted. Hence, the opinions of the 

ten Ecuadorian NSF´s can be seen below.

In the first place, Xavier from Surf marked the importance of 

changing the sport´s policy in Ecuador. Moreover, he considers that a 

change in the tax regulations of the private sector can have positive impacts 

on sponsorships agreements towards the Ecuadorian NSF´s. Similarly, 

President Roberto from Judo shares the same opinion, noting that this 

strategy is commonly used in other countries.

Furthermore, Manuel from Athletics’ considers that more attention 

needs to be focused on the quality and quantity of the content that is posted. 

As an example, his NSF will start to use in 2018 tools as Facebook or 

Instagram “lives.”

On the other half, Francisco from Golf finds it strictly necessary the 

development of business and marketing plans to improve the NSF. Thus, 

seeking sponsors or stakeholders will be much easier.

Significantly, Marisol from Skate, Julio from Triathlon and Jorge 

from Dance, consider that more resources from the Sports Ministry or 

Olympic Committee can benefit the organization to develop marketing or 

communication programs. However, Marcelo from Dive suggests that 

presidents of Ecuadorian NSF´s should receive training programs to use 



83

social media effectively. Also, Victor from Taekwondo emphasizes on 

increasing the number of SNS´s networks to reach different types of 

audiences. 

Nevertheless, Emilio from Chess considers that some sports of the 

Ecuadorian NSF´s share various similarities, and this can be an advantage to 

find sponsors along with a defined marketing strategy. To point out, the 

Ecuadorian Chess Federation is developing the sport in social areas like jails; 

his idea is to bring more sports into social programs to create awareness of 

the NSF´s.

Thus, all the results of the proposed research questions are presented. 

Henceforth, the discussion and interpretation of the findings will be shown

in the following chapter.
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Chapter 5. Discussion and Conclusion

Notably, the results of the previous chapter provided valuable data 

and insights on the usage of social media among the Ecuadorian NSF´s. In 

first instance, the observation results showed a complete diagnose of the 

usage and status of the websites and SNS´s. Next, in-depth interviews 

delivered significant information from within the organization perspective. 

As mention in Chapter 1, there have been no formal studies on the 

Ecuadorian NSF´s neither the Olympic system in the marketing area.

Therefore, the following discussion intents to interpret the results 

from the proposed research questions to find a future direction on how the 

usage of social media among sport governing bodies can contribute to the 

development of brand awareness.

5.1 Discussion

Significantly, the usage of social media is insufficient among the forty-six 

Ecuadorian NSF´s. There are 133 existing SNS´s out of 230, representing a

57% respectively. However, only 37% of this SNS´s are being used actively. 

Thus, these results do not represent a substantial value knowing the 

possibilities and reach of social media.

Hence, Facebook is the dominant SNS followed by Twitter. The fact 

that these networks are free and accessible on the Internet gives the initial 
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idea of the usage preference. Moreover, participants choose Facebook as the 

preferred channel since it allows freedom in the variety of content posted. 

On the contrary, channels as YouTube or Instagram require a better quality 

of the content that is going to be posted. Furthermore, this SNS´s are 

destined only for videos and images respectively; which becomes a 

limitation to communicate all the actives of the NSF´s. Finally, is critical to 

note that websites have a particular characteristic. To keep them functional 

and dynamic, a monthly or annual fee is required. Thus, this becomes an 

issue to the limited budgets of the NSF´s.  Accordingly, the usage of social 

media among the forty-six Ecuadorian NSF is not extensive.

Furthermore, the factors that allow Ecuadorian NSF´s to make use of 

social media (or not) are two: self-funding and president´s resources. To 

emphasize, this is a common viewpoint of the three categories of NSF´s 

(high, medium and low usage SNS´s).

As mention in Chapter 1, the most significant limitation for 

Ecuadorian NSF´s is the distribution of limited resources to marketing 

activities. Moreover, the Sport Ministry, the entity that approves the annual 

budgets, does not allow any economic resources to be used in this area. In 

fact, most of the allocations are prioritized in sport activities. 

The first factor, self-funding resources, is an effort that NSF´s do to 
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have extra economic incomes or assets. The main problem stated by the 

participants is the lack of time and human resources necessaries to perform 

these actions. Furthermore, obtaining self-resources becomes challenging 

without a marketing plan or a base network to start. Also, gaining self-

resources is directly related to the sports performance and success. Also, 

external economic factors of the country may also affect in the pursuit of 

extra incomes.

Similarly, the second factor is a consequence of the first. Hence, 

presidents (voluntary workers) put their own money to keep running the 

activities of promotion and marketing. Usually, they allocate certain

amounts to maintain websites or promote sport activities in the media; this

has been much discussed among them since this is not a task demanded in 

their role as managers. 

Consequently, all coincide that social media is a fundamental tool to 

communicate the NSF´s activities. However, they are only using it since 

2013, which suggests that the intervention from the government influenced 

a change of management among the Ecuadorian NSF´s.

Lastly, a significant difference is noted in who manages the social 

media activities among the three categories. Because of the incomes 

generated by the sponsors and self-funding resources, high-usage NSF´s 
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have a more professional image and content in contrast to the low and 

medium usage NSF´s. The main reason is that high-usage NSF´s have a 

community manager or private agency that manages the activities.

Moreover, the benefits of using social media in the Ecuadorian 

NSF´s are new sponsors, new athletes and fans, incensement of stakeholders, 

low-cost advertising, sports promotion, organization awareness and event 

management. These benefits are equally in the three categories of usage.

The limitations or problems of using social media among the three 

categories of NSF´s are content creation, trolls, critics, money and time. 

However, in the case of medium and low usage NSF´s, the 

limitations of money and time are more predominant due to the fact of not 

having formal sponsors, whereas high-usage NSF´s have at least one 

sponsor that provides self-funding resources.

Therefore, sponsorships are extremely important to ensure that these 

organizations can continue to operate in their current capacity or expand in 

the future. It would be practical for NSF´s to explore ways to promote and 

include sponsors in their social media strategy. Hence, social media provides 

the opportunity to leverage new sponsors (Eagleman, 2013).

Notably, the channel of preference among the three categories is 

Facebook. As noted before and taken the results from the first research 



88

question, Facebook is the dominant SNS. The main reason is that Facebook 

is the most popular and strongest SNS in the world; the networking 

possibilities are higher compared to the other channels. Moreover, it gives 

more freedom to the content creation. Lastly, the cost of creating and 

managing a Facebook page is relatively less compared to other SNS or a 

website.

Accordingly, these benefits and limitations will depend on the time 

and economic resources allocated. Nonetheless, the majority of the 

presidents believe they are not using this tool to its maximum potential. 

They strongly agree that the main benefit to be pursued in the usage of 

social media is the gain of new sponsors to deliver self-funding resources. 

Nonetheless, it is also possible that because of NFS´s unique position to 

capitalize on social media due to their limited financial resources and status 

as niche sports organizations, employees have adapted to new social media

technologies more quickly than in other industries because of the benefits 

that stand to be gained (Eagleman, 2013).

However, hiring a community manager as a full-time employee can

easily solve many of the issues mention before. Nevertheless, the economic 

resources for employment remain as a limitation.

Lastly, the final questions of the in-depth interviews intended to 
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collect insights on how the use of social media has brought consequences to 

the brand awareness of the NSF´s. However, is important to note that these

perceptions come from within the organization, not from the consumer nor 

sport public.

In first instance, it was strictly necessary to find if the NSF considers 

itself as a brand; indeed, the presidents as representatives provided the 

answer. However, as mention in the results no matter the category of usage 

the answers were divided. Half of the NSF´s consider the organization as a 

brand whereas the other half do not. Nonetheless, the ones that do not 

consider the NSF as a brand still believe that is one of the main objectives of 

the organization.

Next, the importance of asking if the people recognize or are aware 

that the sport has an NSF was to conclude if the organizations are in the 

stage of unawareness or brand recognition; based on the Aaker´s Awareness 

Pyramid (Aaker, 1991).

Consequently, the results indicated that most of the NSF´s consider 

that the social media and the posted content has influenced the recognition 

of the organization positively. Nonetheless, few NSF´s considered is more 

because of the sport achievements of the athletes.

Thus, the consequences of the usage of social media to brand 
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awareness are two : increase of brand awareness by reaching a new local

audience and sports successes have drawn the attention of the sporting

public to recognize NSF´s as governing bodies of the different sports 

available in the country.

Hence, it is essential for NSF´s to rely heavily on their own

communication efforts to develop brand awareness and relationships with 

fans. Therefore, communicating effectively is essential to survive and grow

in the marketplace (Eagleman, 2013). Consequently, these results are

supported by the antecedents and consequences linked to the Aaker model 

for evaluating brand equity in the sport setting (J. Gladden, 1997).

5.2 Limitations and Future Direction

Because of the large number of Ecuadorian NSF, it was complicated

to interview all of the forty-six Ecuadorian NSF´s presidents. Moreover, 

assessing brand awareness and equity requires many techniques and 

considerations. Most of these methods tend to be quantitative. Subsequently, 

they provide a measurement only from a consumer-product orientation point 

of view, not from the organizations perspective.

As mention before, there has been no formal studies on the 

Ecuadorian NSF´s neither the Olympic system in the marketing area. Hence, 

this becomes a fundamental fist-approach research to brand awareness from 
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a qualitative and organization standpoint.

The future direction of this investigation suggests an effort to 

understand the importance of the development of NSF´s as brands. Hence, 

this must become a responsibility of the two major sports´ regulatory bodies,

Ecuadorian Sport Ministry and Ecuadorian Olympic Committee. In contrast, 

there is a wide difference in the use of SNS´s and brand management of 

these two organizations compared to NSF´s, which implies that this distance 

must be reduced. Hence, a change in the sports´ policy needs to include laws 

and regulations that improve and promote the marketing in the NSF´s.

With the intention of developing sport organizations professionally 

and autonomously, promoting the benefits of social media is crucial. 

Nonetheless, the presidents and the staff of each NSF should receive 

training from experts in social media to ensure a correct use of this 

communication tool.

Significantly, this research should explore and interview all the 

forty-six Ecuadorian NSF´s to have a complete diagnose on how they are 

using social media. In addition, brand awareness should be measured as well 

from the sport consumer point of view. Besides, the use of quantitative 

methods can also enrich the research.

Finally, the research suggests that a private outsourcing organization 
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can be created to promote and support NSF´s in the gain of sponsors or 

stakeholders. Correspondingly, it can help them to develop professional 

marketing and sponsorship plans, as well guide them in the correct use of 

social media according to good governance practices.

5.3 Conclusions

This investigation has been the first step in the efforts to understand 

and analyze the current situation of the Ecuadorian NSF´s towards the use 

of social media and brand awareness. 

Notably, the literature and the previous studies suggest that non-

profit organizations like NSF´s should be managed as brands. However, 

Ecuador is still far from reaching that sports organizations to be seen in this 

way; except the football federation.

Although this may be true, high-usage NSF´s are on the right path to 

achieve more brand awareness and consequently develop brand equity from

the benefits of social media; this can be supported by the difference in the 

number of sponsors and followers from the rest of NSF´s. Nonetheless, the 

efforts of the medium and low usage NSF´s also have to be taken into 

consideration because they represent essential sports in the country.

Thus, the research concludes that until the Sport Ministry changes 

the policies in the distribution of economic resources to the NSF´s; social
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media is a crucial tool to find self-funding resources, gain new stakeholders

reach more sponsors and maintain public interest in non-Olympic years. As 

noted, the use of social media directly affects the brand management of the 

organization. Therefore, emphasis should be placed on developing strategies 

that allow NSF´s to achieve brand equity in the long term.
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Appendix. A

In-Depth Interview Discussion Guide – Time 40 to 60 Minutes

1.      Who manages the marketing/communication activities? Social Media? 

Is an Expert?

2.      How does the NSF allocate money to these activities?

3.      Since how long the NSF has Social Media?

4.      What is your perception of the usage of Social Media?

5.      What are the factors that allow the NSF to have or not social media?

6.      What is the purpose of the NSF for making use of social media?

7.      What services does the NSF´s communicate through social media?

8.      How has the NSF benefit from the usage of social media?

9.      How has the NSF been affected by the usage of social media?

10. What have been the limitations or problems of using social media? 

11.  Which has been the channel of preference to interact, communicate and 

promote the NSF? Why?

12.  Have you gained more athletes or fans involved in your sport because 

of social media?

13.  Do you have current sponsors on your NSF? If so, how much influence 

has had social media in this?

14.  Do you promote any brands on your Social media? (Only if it has 
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sponsors)

15.  Do people associate these sponsors with the NSF?

16.  Do you consider the NSF as a brand?

17.  How would you describe the NSF? Any specific perceptions?

18. In a word, what comes to your mind when you hear the name of the NSF?

19.  Do people recognize or is aware that the sport has an NSF?

20.  Do people recognize the NSF due to social media channels? By the 

posted content?

21.  What are the future plans for the NSF in marketing/communication/ 

media?

OTHER COMMENTS
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Appendix. B

FEDERATION/ SNS WEB FACEBOOK TWITTER INSTAGRAM YOUTUBE OTHER WEB FACEBOOK TWITTER INSTAGRAM YOUTUBE TOTAL Obsevations

1 Ec. Chess Federation YES 977 NO NO NO NO Active Inactive Inactive Inactive Inactive 997 Serach dominians incomplete

2 Ec. Climbing Federation NO 909 NO NO NO Blogger Inactive Active Inactive Inactive Inactive 909 Facebook is not a page / 2 FB

3 Ec. Athletics Federation YES 23.963 3.261 618 63 NO Active Active Active Active Active 27.905 Instagram cant be found by name

4 Ec. Motor Racing & Karting Federation NO 9.108 244 565 15 NO Inactive Active Active Active Inactive 9.932 Serch dominian by Fedak / 2 FB

5 Ec. Badminton Federation YES 97 166 NO NO NO Active Inactive Active Inactive Inactive 263

6 Ec. Dance Federation NO NO 12 NO NO NO Inactive Inactive Inactive Inactive Inactive 12

7 Ec. Basketball Federation YES 23.210 4.831 1.947 713 Blogger Active Active Active Active Active 30.701 Search dominian by Basketball or Basquetball

8 Ec. Handball Federation NO 5.380 206 NO 14 Blogger Inactive Active Active Inactive Inactive 5.600 2 FB/ one page one friend. Twitter posted by coach

9 Ec. Baseball Federation NO 671 713 NO 56 Blogger Inactive Active Active Inactive Active 1.440 2 FB (1 closed) / 2 TW. Youtube is not official

10 Ec. Pool Federation YES 832 203 2 NO NO Active Active Inactive Inactive Inactive 1.037

11 Ec. Bowling Federation NO NO NO NO NO NO Inactive Inactive Inactive Inactive Inactive 0 no Sns

12 Ec. Boxing Federation NO 3.658 786 76 NO Blogger Inactive Active Active Inactive Inactive 4.520

13 Ec. Diving Federation YES 1.081 172 313 NO NO Active Active Active Active Inactive 1.566 Good brand image and sns usage

14 Ec. Rafting Federation NO 333 968 NO 14 NO Inactive Inactive Active Inactive Inactive 1.315 facebook is not a page; group

15 Ec. Cycling Federation NO 5.107 738 104 NO NO Inactive Active Active Inactive Inactive 5.949

16 Ec. Equestrian Federation YES 3.609 254 NO NO Flickr Active Active Active Inactive Inactive 3.863 search dominian by FEDE

17 Ec. Fencing Federation NO 570 187 NO NO Blogger Inactive Active Active Inactive Inactive 757 2 FB/ one page one friend/ Tw not as NSF

18 Ec. Waterski Federation NO 43 95 NO NO NO Inactive Inactive Inactive Inactive Inactive 95 FB & Tw is not as NSF

19 Ec. Bodybuilding Federation NO 9.001 148 NO 7 Blogger/Google+ Inactive Active Inactive Inactive Inactive 9.156 Search dominian by Feficulp

20 Ec. Gymnastics Federation NO 6.729 101 72 67 NO Inactive Active Inactive Inactive Inactive 6.969 2 Fb pages

21 Ec. Golf Federation YES 3.922 596 219 16 Mobile App Active Active Active Active Active 4.753 great brand image and use of sns

22 Ec. Grass Hockey Federation NO 523 NO NO NO NO Inactive Active Inactive Inactive Inactive 523

23 Ec. Judo Federation YES 1.384 620 1.252 122 NO Active Active Active Active Active 3.378 great brand image and use of sns/ search dominian by FEJ

24 Ec. Karate Federation NO 2.720 181 NO 271 NO Inactive Active Inactive Inactive Active 3.172 Youtube channel is not official

25 Ec. Weightlifting Federation NO 3.225 654 NO 4 NO Inactive Active Active Inactive Inactive 3.883 Search dominian by FELP/ 2 FB

26 Ec. Wrestling Federation NO 2.947 NO NO NO Blogger Inactive Active Inactive Inactive Inactive 2.947

27 Ec. Motorcycle Federation NO 8.865 NO NO 169 NO Inactive Active Inactive Inactive Active 9.034 2 FB

28 Ec. Swimming Federation YES 5.624 181 NO NO NO Active Active Inactive Inactive Inactive 5.805 2 FB

29 Ec. Skating Federation YES 9.379 403 NO NO NO Inactive Active Active Inactive Inactive 9.782 2 FB/ 2TW/ many serach dominians

30 Ec. National Ball Federation YES 434 NO NO 1 NO Active Active Inactive Inactive Inactive 435

31 Ec. Modern Pentathlon Federation NO 233 NO NO NO NO Inactive Active Inactive Inactive Inactive 233

32 Ec. Racquetball Federation NO 457 NO NO NO NO Inactive Active Inactive Inactive Inactive 457

33 Ec. Rowing Federation NO 1.022 187 178 6 NO Inactive Active Inactive Inactive Inactive 1.393 2 FB/ 2 TW

34 Ec. Rugby Federation NO 4.408 994 131 21 Blogger Inactive Active Active Inactive Inactive 5.554 2 FB/ 2 TW

35 Ec. Softball Federation NO 3.262 107 321 3 NO Inactive Active Inactive Active Inactive 3.693 2 FB/ 2 TW

36 Ec. Squash Federation YES 1.018 80 NO 1 NO Active Active Inactive Inactive Inactive 1.099 2 FB/ Web page cant be found by search

37 Ec. Surf Federation YES 10.311 1.521 4.355 34 Wordpress Active Active Active Active Inactive 16.221 2 FB (one without content )/ 2 YT/ Web page cant be found by search

38 Ec. Taekwondo Federation YES 7.289 NO NO NO NO Active Active Inactive Inactive Inactive 7.289

39 Ec. Tennis Federation YES 1.615 3.033 NO 390 Magazine Active Active Active Inactive Active 5.038 2 FB

40 Ec. Table Tennis Federation NO 2.275 375 200 NO Google + Inactive Inactive Inactive Inactive Inactive 2.850 FB is not a page

41 Ec. Archery Federation NO NO 36 NO NO NO Inactive Inactive Inactive Inactive Inactive 36

42 Ec. Olympic Shot Federation NO 135 NO NO NO NO Inactive Inactive Inactive Inactive Inactive 136 2 FB one page one friend/ search dominian "olimpico" "deportivo"

43 Ec. Triathlon Federation YES 2 369 419 NO NO Inactive Active Inactive Inactive Inactive 790 Instagram not official

44 Ec. Sailing Federation YES 467 58 166 NO NO Inactive Inactive Inactive Inactive Inactive 691 Named changed from english to spanish/ Fb is not as NSF

45 Ec. Volleyball Federation YES 2.092 790 NO NO Blogger Active Active Active Inactive Inactive 2.882

46 Ec. Wushu Federation NO 255 NO NO NO NO Inactive Inactive Inactive Inactive Inactive 255

19 /27 169.142 23.270 10.938 1.987 31/15 20/16 35/11 20/16 20/38 20/38 205.315. TOTAL
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1.      Who manages the marketing/communication activities? 
Social Media? Is an Expert?

Pres ident. No expert. 

External sources 

sometimes

Community 

manager. Yes

President, coach 

and administrator. 

Only 

administrator

Private  agency President. NO Pres ident. Yes Administrator. No Administrator. No Administrator. No External agency

2.      How does the NSF allocate money to these activities? Sponsors se lf-funds
Self-funding 

resources -sponsors

Through self-

funding 

resources . 

president

Self-funding 

resources . 

Exchange of 

services

From the 

president 

resources

President 

resources

President 

resources

Thorough self-

resources 

President and self-

resources

Pres ident 

resources  

3.      Since how long the NSF has Social Media? 2013 2013 2013 2015 2013 2015 2013 2015 2015 2011

4.      What is your perception of the usage of Social Media?

Fundamental tool, 

dynamic 

communication with 

all stakeholders.

Tool for reaching 

s takeholders

The future of 

communication

Key for sports 

professionalization 

and fundamental

Fundamental tool 

to communicate 

the NSF activities

Important to 

communicate an 

unknown sport 

like diving

Most used 

worldwide 

communication 

tool

That is the 

communication 

channel for the 

future but needs to 

be used more

Fundamental new 

technology for 

sports promotion

Communication 

tool for sports 

promotion

5.      What are the factors that allow the NSF to have or not 
social media?

Self-funds and 

president 
management

Self-funding 

resources -sponsors

The management 

of the 3 people .

President 

management and a 

developed 

business  plan and 

work team. And 
the exchange of 

services  with the 

press. Work team 

is profess ional

President 

resources.

President 

resources.

President 

resources

Thorough self-

resources

President and self-

resources

Pres ident 

resources

6.      What is the purpose of the NSF for making use of social 
media?

Communication, and 

provide value to 

stakeholders

Education through 

sport

Brand awareness 

and promotion of 

the sport

Making golf public 

and mass ive

Promote the sport 

and tournaments

Communicate  

sport and 

promotion

Posting News, 

calendars, 

tournaments , 

results

Communicate  and 

promote the sports 

as an educational 

concept

Communicate and 

promote sport 

nationally and 

internationally 

Communicate the 

activities of the 

NSF

7.      What services does the NSF´s communicate through 
social media?

news, calendars , 
tournaments, rules, 

pictures, videos, 

results

news , calendars, 
tournaments 

pictures, videos, 

results

news , calendars, 
tournaments , 

rules, pictures, 

videos, results

news, calendars, 
tournaments , rules , 

pictures , videos , 

results

news, 

tournaments, 

results

news, 
tournaments, 

images  and 

videos

news, 

tournaments , 

images, results

news, tournaments, 

calendars, images

news, tournaments, 

images, results

tournaments , 

calendars

ECUADORIAN NATIONAL SPORT FEDERATION
HIGH USAGE MEDIUM USAGE LOW USAGE
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8.      How has the NSF benefit from the usage of social 
media?

New sponsors, 

development of 

tournaments, athle tes 
and communicate  

activates.

Communication, 

cheap

Success to 
communicate  

sports results  and 

events, rankings 

and media. 
Promotion 

Image  of the  

organization and 
promotion

A 2 way 

connection with 
stakeholders

Platform to 

promote with 

video and images  
the different 

disciplines

More people in 

the sport

Better organization 

for tournaments 

and interaction with 

athletes

Easy to promote  

different 

tournaments and 

manage  athletes

Promotion and 

development of 
the  sport

9.      How has the NSF been affected by the usage of social 

media?

Pirate  web pages, 

web page  low 
visibility, money, 

trolls

Has not been affected Trolls and critics Pirate  pages trolls trolls trolls Trolls  and critics No Trolls and critics

10. What have been the limitations or problems for using 
social media? 

Create  content, have  

a CM, external 
economic factors

Search dominians, old 

pages 

Economic factors 

and content 
creation

None

Change  of the  
name of NSF. 

Channels are  

closed

Time and 

resources

Not being used 

100%, resources 
and time

Not satisfied with 

the low usage  of 
sns . President 

personal profile  is 

linked to the  NSF. 

No resources

No time and 

economic resources

Time and 

economic 
resources

11.  Which has been the channel of preference to interact, 

communicate and promote the NSF? Why?

Web page  because  its 

institutional
then Facebook and 

twitter

Official twitter. Audio 
Instagram. Fb 

everything

Facebook 

because  of the 

tools and the  
freedom

Facebook
Facebook for the 

amount of info 

posted

Instagram 

because  it links 

with other 
channels

Facebook
Facebook to 

redirect to web 

page

Web page

Web page for 

official results 

and Facebook for 
media content

12.  Have you gained more athletes or fans involved in your 

sport because of social media?
yes athletes and fans

Yes athletes, fans & 

stakeholders

Yes because  of 

event promotion

Yes because of 

tournament 

promotion

Not many athletes 

but people 

interes ted

More  athletes  

because its linked 

to sports clubs

Yes more by 
linking to clubs. 

But social media 

has not be ing 

used fully

More people  and 

athletes through 

clubs

Yes but more  due 

to events

Athletes and fans 

but more because  

of presidents 
management

13.  Do you have current sponsors on your NSF? If so, how 

much influence has had social media in this?

3 base  sponsors 

because of the 
management of the  

channels

2 sponsors . Yes for 
promotion

Only one   yes 

because  of the 

channels

13. because of 
good brand image

No sponsors. No 

time for 
sponsorship 

management only 

exchange  of 

products very 
rarely

No current 

sponsors because 
of the sport size  

and media impact

No cureent 
sponsors 

No only in events
No only in 

tournaments
Not at the 
moment

14.  Do you promote any brands on your Social media? 

(Only if it has sponsors)
Yes high promotion No promotion Yes  on post

Yes mutual 

promotion 
no No no No No No 

15.  Do people associate these sponsors with the NSF?
NO but NSF with 

social responsibility 

activities

no yes
Yes mutual 

promotion
no No no No No No
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16.  Do you consider the NSF as a brand?
Yes an emblematic 

symbol

Not yet but that is the  

purpose

No but hopefully 

in the future

Yes. Established in 

the ir marketing 

plan

Not yet. But it’s 

the  goal

Not yet but it’s 

the  goal

Yes but not 

deve loped
Yes but unexploded

Yes due  to 

international 

success

Yes

17.  How would you describe the NSF? Any specific 
perceptions?

High positioning and 

good sports results

Organization for 

educational purposes

Organized with 

future projects

As a federation that 

is growing

Professional and 

responsible

High potential 

due to the  

amazing water 

and nature 

activities

Hard worker with 

educational 

values

Well organized with 

many activities but 

limited resources

Internationally 

important

Non-profit 

organization 

trying to develop 

the sport in 

Ecuador

18. In a word, what comes to your mind when you hear the 
name of the NSF?

Innovative Organized successful Love for the sport successful Potential Educational Presidents name Powerful Technical

19.  Do people recognize or is aware that the sport has an 
NSF?

Yes high awareness 

Not fully, only the 

people from the sport. 

External only as a 

martial art

Yes because  

sport success

Not ye t because  

previous image  was 

not positive

No because  of the 

many disciplines. 

Ex skate

Confusing 

because of 

various activities 

names

Yes the nsf has 

good positioning

Yes because  they 

organize  most of 

the  tournaments

Yes specially the 

events

Yes because of 

the sport success

20.  Do people recognize the NSF due to social media 
channels? By the posted content?

More  because  sports 

results

Yes through 

Facebook

Yes by the name 

of the  nsf in the 

channe ls

Since the  creation 

of their channe ls

No. just because 

the  sports 

achievements

Yes at the  

moment of search

Not fully. 

Sometimes

Yes by the web 

page  specially

Yes because the  

sport success

Yes but more  

because  of the 

athle tes 

21.  What are the future plans for the NSF in 
marketing/communication/ media?

Find sponsors not 

related to surf

More sponsors and 

promote judo for free . 

Develop judo and 

promote  it at 

international level

Be more 

aggressive on 

post and have  a 

CM

Develop an own 

facility
Hire a CM

Hire and agency 

to deve lop a 

sponsorship plan 

to promote the 

sport

Try to find 

someone that can 

help the  nsf to 

find self-

resources to 

promote the sport

Find more  sponsors 

through 

sponsorship plan

Find more  sponsors 

and find an agency 

that can develop 

marketing or 

sponsorship plans

Nsf is in a current 

stage  of 

intervention

OTHER COMMENTS

change  sports 

policy’s for deducing 

taxes through sports 

sponsorship and 

promote private 

funding

Taxes deduction 

programs to ge t more  

funds

Radio show 

through Facebook 

live

Nsf developed 

marketing plan 

More resources 

from sport 

ministry and media

Someone external 

to promote NSF 

and training to 

NSFs presidents 

on the usage of 

social media

Increase number 

of social media 

channe ls

Chess is practiced 

on schools, 

universitie s and 

prisons. Find an 

external entity to 

he lp to find 

sponsors by 

classifying different 

sports. Different 

mkt strategies 

depending the  

sports

More support from 

Sports ministry, 

Olympic 

Committee , or 

external agency

Develop more  

sponsorship 

through external 

agency
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국문초록

소셜미디어를통한 개발도상국가의

스포츠 운영기구 브랜드인지도 개발:

에콰도르스포츠 연맹의사례

Martin Avila Escobar

글로벌스포츠매니지먼트 전공

체육교육과

서울대학교 대학원

국가 스포츠 연맹과 같은국가 스포츠단체는전문적이고

중요한 연결고리 역할을하는 반면에스포츠에비해 미디어관심과

예산을 덜 받는비영리 단체이다. 따라서연맹및 협회들은 자체적으로

팬을 늘리고, 운동 선수를개발하며 시장포지셔닝을 얻고, 인지도를

높이고, 충성도를키우며 프로젝트품질을 향상시킬 수 있게더 많은

자금을 얻을 수있는 대체방법을 모색하고있는 게 현실이다. 그렇기

때문에 이러한 종류의조직은 현대스포츠 산업의 흐름 및요구를 받아

드리고 조정하려 하기때문에 새로운기술을적용하고 사용하려고
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한다.

더욱이 소셜 미디어의부상은 스포츠의전달과소비에 큰

영향을 미쳤고 현재도많이 의존하고있다. 이러한 현실 때문에스포츠

산업의 한 부분인 NSF (National Sport Federations)는 새롭고 저렴한

마케팅 커뮤니케이션 도구인 소셜미디어의사용으로 이익을 얻을

수있게 되었다. 중요한 것은스포츠 마케팅의새로운 경향은 NSF를

브랜드로 관리해야 한다는것이다. 왜냐하면브랜드 자산은 성공적인

브랜드 개발의 최종단계가 되기때문이다. 하지만, 그럼에도불구하고

브랜드 인지도는 브랜드가치를 달성하기위한중요한 첫번째

단계이다. 그러나 NSF와 같은 스포츠 이사회는특별한 경우이다

왜냐하면 이미 국가이름, 올림픽 등스포츠 이름 자체로 벌써

만들어진 브랜드이기 때문이다. 또한, 47 개의내셔널 스포츠 연맹이

나라의 올림픽 시스템을구성하고 있다.

이에 따라 에콰도르 NSF 스포츠 장관이 연간예산을 승인하는

정책에서 가장 중요한문제는 마케팅활동을위한 예산자체가 없다는

것이다. 따라서본 연구는스포츠 행정기관이소셜 미디어를 사용하는

경우에 브랜드 인지도, 특히에콰도르 NSF의개발에 어떻게 기여할수

있는지를 보여줄 수있는 지침이됐으면 하는바램이다. 따라서본
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연구는 에콰도르 스포츠연맹들의 소셜미디어의 사용량, SNS 사용을

허용하는 요인 및이점과 한계를얼마나 광범위하게 파악 할수

있는지에 초점을 맞추었다. 마지막으로소셜미디어가 브랜드

인지도를 높이는 데어떤 영향을미쳤는지를파악하는 게

연구문제이다.

따라서 본 연구에서는질적 연구방법인 탐색적 연구를

사용하였다. 또한 10 개의에콰도르 NSF를 소셜 미디어 사이트를

사용법에 따라 (고, 중, 저) 세가지 범주로나누어 데이터를 수집하였고

방법은 직접 관찰하고심층적 인인터뷰를 진행하였다. 이를위해 두

가지 변수, 즉 팔로워수와 사용가능한 SNS 수를 조사했다.

조사 결과, 기존 SNS가 133 개 (230 개 중 57 %) 인 것으로

나타났다. 그러나 SNS의 37%만이 적극적으로사용되고 있었으며, 

이미 소셜 미디어를적극적으로 사용하는곳은자체 자금과회장의

개인지원이 뒷받침을 하고있기 때문이었다. 게다가 새로운 스폰서, 

운동 선수, 팬, 이해 관계자증가, 저렴한 광고, 스포츠 홍보, 조직 인식

및 이벤트 관리등의 여러가지 이점들이있었다는 사실이다. 하지만

제한 점으로는 콘텐트개발, 악플, 비평가, 비용및 시간이언급되었다. 

최종적으로 소셜 미디어사용은 두가지의 결과로 이어졌다: 
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새로운 지역의 시청자및 관람자들의브랜드인지도를 높였고 스포츠

종목이 좋은 성적을내면서 NSF가 다양한 스포츠를 다루고 있는

기관으로 인식하게 되었다. 따라서에콰도르의재정 분배정책이 바뀔

때까지 자체 자금조달 자원을찾고 대중의관심을 유지하기 위해소셜

미디어는 NSF에서 사용할 수 있는근본적인 도구라고 생각한다.

주요어:                  국가스포츠 연맹, 스포츠운영 단체, 브랜드 인지도, 

브랜드 지분, 소셜 미디어사이트, 소셜 미디어

학  번:                     2016-28479
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