
1 

 

References 

Abisheva, A., Garimella, V. R. K., Garcia, D., & Weber, I. (2014). Who Watches (and Shares) 

What on YouTube? And When? Using Twitter to Understand YouTube Viewership. 

Proceedings of the 7th ACM International Conference on Web Search and Data Mining - 

WSDM ’14, 593–602. 

Achen, R. M., Lebel, K., & Clavio, G. (2017). What Customers Want: Defining Engagement on 

Social Media in Sport. Global Sport Business Journal, 5(3), 21. 

Alexa.com. (2019). YouTube.com. 

Alonso-Dos-Santos, M., Rejón Guardia, F., Pérez Campos, C., Calabuig-Moreno, F., & Ko, Y. J. 

(2018). Engagement in sports virtual brand communities. Journal of Business Research, 

89, 273–279. 

Amos, C. (2008). Exploring the relationship between celebrity endorser effects and advertising 

effectiveness. International Journal of Advertising, 27(2), 209–234. 

Arthurs, J., Drakopoulou, S., & Gandini, A. (2018). Researching YouTube. Convergence, 24(1), 

3–15. 

Arvidsson, A., & Caliandro, A. (2016). Brand Public. Journal of Consumer Research, 42(5), 

727–748. 

Balaji, M. S., Khong, K. W., & Chong, A. Y. L. (2016). Determinants of negative word-of-

mouth communication using social networking sites. Information & Management, 53(4), 

528–540. 



2 

 

Ballouli, K., & Hutchinson, M. (2010). Digital-Branding and Social-Media Strategies for 

Professional Athletes, Sports Teams, and Leagues: An Interview With Digital Royalty’s 

Amy Martin. International Journal of Sport Communication, 3(4), 395–401. 

Bärtl, M. (2018). YouTube channels, uploads and views: A statistical analysis of the past 10 

years. Convergence: The International Journal of Research into New Media 

Technologies, 24(1), 16–32. 

Boehmer, J., & Tandoc, E. C. (2015). Why We Retweet: Factors Influencing Intentions to Share 

Sport News on Twitter. International Journal of Sport Communication, 8(2), 212–232. 

Boyd, D. M., & Ellison, N. B. (2010). Social network sites: definition, history, and scholarship. 

IEEE Engineering Management Review, 38(3), 16–31. 

Brendan James Keegan, & Jennifer Rowley. (2017). Evaluation and decision making in social 

media marketing. Management Decision, 55(1), 15–31. 

Brodie, R. J., Hollebeek, L. D., Juric, B., & Ilic, A. (2011). Customer Engagement: Conceptual 

Domain, Fundamental Propositions, and Implications for Research. Journal of Service 

Research, 14(3), 252–271. 

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in a virtual brand 

community: An exploratory analysis. Journal of Business Research, 66(1), 105–114. 

Broughton, D. (2010). Survey: Social-media use builds fan avidity. Sports Business Journel, 9. 

Retrieved from 



3 

 

https://www.sportsbusinessdaily.com:443/en/Journal/Issues/2010/07/26/This Weeks 

News/Survey Social Media Use Builds Fan Avidity.aspx 

Bruhn, M. (2012). Are social media replacing traditional media in terms of brand equity 

creation? Management Research Review, 35(9), 770–790. 

Castillo, C., El-Haddad, M., Pfeffer, J., & Stempeck, M. (2014). Characterizing the Life Cycle of 

Online News Stories Using Social Media Reactions. Proceedings of the 17th ACM 

Conference on Computer Supported Cooperative Work & Social Computing - CSCW 

’14, 211–223. 

Chandra, A. (2016). Viewership analysis of most valuable sports brands on YouTube. Retrieved 

April 24, 2019, from Viewership analysis of most valuable sports brands on YouTube 

website: https://vidooly.com/blog/viewership-analysis-most-valuable-sports-brands-on-

youtube/ 

Charmaine, P. du. (2017). The role of content marketing in social media content communities. 

South African Journal of Information Management, 19(1). 

Chatzopoulou, G., Sheng, C., & Faloutsos, M. (2010). A First Step Towards Understanding 

Popularity in YouTube. 2010 INFOCOM IEEE Conference on Computer 

Communications Workshops, 1–6. 

Checchinato, F., Disegna, M., & Gazzola, P. (2015). Content and Feedback Analysis of 

YouTube Videos: Football Clubs and Fans as Brand Communities. Journal of Creative 

Communications, 10(1), 71–88. 



4 

 

Chen, H.-T. (2008). Understanding Content Consumers and Content Creators in the Web 2.0 

Era: A Case Study of YouTube Users. Conference Papers -- International 

Communication Association, 1–34. 

Chen, Y., Wang, Q., & Xie, J. (2011). Online Social Interactions: A Natural Experiment on 

Word of Mouth Versus Observational Learning. Journal of Marketing Research, 48(2), 

238–254. 

Chen, Y., & Xie, J. (2008). Online Consumer Review: Word-of-Mouth as a New Element of 

Marketing Communication Mix. Management Science, 54(3), 477–491. 

Cheung, M. Y. (2009). Credibility of Electronic Word-of-Mouth: Informational and Normative 

Determinants of On-line Consumer Recommendations. 13(4), 9–38. 

Chi, H.-H. (2011). Interactive Digital Advertising vs. Virtual Brand Community. Journal of 

Interactive Advertising, 12(1), 44–61. 

Christina, N. (2018). How to Get More Views on YouTube. Hootsuite Social Media 

Management. Retrieved from https://blog.hootsuite.com/get-views-youtube/ 

Cohen, J. (1992). A Power Primer. Psychological Bulletin, 112(1), 155–159. 

Cortina, J. M. (1993). Interaction, Nonlinearity, and Multicollinearity: implications for Multiple 

Regression. Journal of Management, 19(4), 915–922. 

Coursaris, C. K. (2016). Do Facebook Likes Lead to Shares or Sales? Exploring the Empirical 

Links between Social Media Content, Brand Equity, Purchase Intention, and 



5 

 

Engagement. 2016 49th Hawaii International Conference on System Sciences (HICSS), 

3546–3555. 

Dean, B. (2017). We Analyzed 1.3 Million YouTube Videos. Here’s What We Learned About 

YouTube SEO. Backlinko. Retrieved from https://backlinko.com/youtube-ranking-factors 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in online 

brand communities: a social media perspective. Journal of Product & Brand 

Management, 24(1), 28–42. 

Dhar, V., & Chang, E. A. (2009). Does Chatter Matter? The Impact of User-Generated Content 

on Music Sales. Journal of Interactive Marketing, 23(4), 300–307. 

Dobrian, F., Awan, A., Joseph, D., Ganjam, A., Zhan, J., Sekar, V., … Zhang, H. (2013). 

Understanding the Impact of Video Quality on User Engagement. Communications of the 

ACM, 56(3), 91–99. 

Field, A. (2018). Discovering Statistics Using IBM SPSS Statistics (5th ed.). SAGE 

Publications. 

Figueiredo, F., Almeida, J. M., Gonçalves, M. A., & Benevenuto, F. (2016). TrendLearner: Early 

prediction of popularity trends of user generated content. Information Sciences, 349–350, 

172–187. 

Franzak, F., Jae, H., & Makarem, S. (2014). Design benefits, emotional responses, and brand 

engagement. Journal of Product & Brand Management, 23(1), 16–23. 



6 

 

Gambetti, R. C., Graffigna, G., & Biraghi, S. (2012). The Grounded Theory approach to 

consumer-brand engagement the practitioner’s standpoint. International Journal of 

Market Research, 54(5), 659–687. 

Gerlitz, C. (2014). Social media and self-evaluating assemblages: on numbers, orderings and 

values. Distinktion: Scandinavian Journal of Social Theory, 15(2), 174–188. 

Gill, P., Arlitt, M., Li, Z., & Mahanti, A. (2007). Youtube Traffic Characterization: A View from 

the Edge. Proceedings of the 7th ACM SIGCOMM Conference on Internet Measurement, 

15–28. 

Google. (2018). About video ad metrics and reporting - YouTube Help. YouTube Help. 

Retrieved from https://support.google.com/youtube/answer/2375431?hl=en 

Gross, N. (2016). How Fans Tune In to Sports on YouTube. Think with Google. Retrieved from 

https://www.thinkwithgoogle.com/consumer-insights/sports-content-on-youtube/ 

Gupta, H., Singh, S., & Sinha, P. (2017). Multimedia tool as a predictor for social media 

advertising- a YouTube way. Multimedia Tools and Applications, 76(18), 18557–18568. 

Habibi, M. R., Laroche, M., & Richard, M.-O. (2014). Brand communities based in social media: 

How unique are they? Evidence from two exemplary brand communities. International 

Journal of Information Management, 34(2), 123–132. 

Hassan Zadeh, A., & Sharda, R. (2014). Modeling brand post popularity dynamics in online 

social networks. Decision Support Systems, 65, 59–68. 



7 

 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word‐of‐

mouth via consumer‐opinion platforms: What motivates consumers to articulate 

themselves on the Internet? Journal of Interactive Marketing, 18(1), 38–52. 

Hillrichs, R. (2016). From the bedroom to LA: Revisiting the settings of early video blogs on 

YouTube. NECSUS. Retrieved from https://necsus-ejms.org/from-the-bedroom-to-la-

revisiting-the-settings-of-early-video-blogs-on-youtube/ 

Hoffman, D. L., & Fodor, M. (2010). Can You Measure the ROI of Your Social Media 

Marketing? MIT Sloan Management Review; Cambridge, 52(1), 41–49. 

Hoiles, W. (2017). Engagement and Popularity Dynamics of YouTube Videos and Sensitivity to 

Meta-Data. IEEE Transactions on Knowledge and Data Engineering, 29(7), 1426–1437. 

Hollebeek, L. D. (2011). Demystifying customer brand engagement: Exploring the loyalty nexus. 

Journal of Marketing Management, 27(7–8), 785–807. 

Hollebeek, L. D. (2013). The customer engagement/value interface: An exploratory 

investigation. Australasian Marketing Journal (AMJ), 21(1), 17–24. 

HR Solutions - Digital Coach. (2018, February). YouTube videos optimal length in Italy 2018 | 

Survey. Retrieved August 31, 2018, from YouTube videos optimal length in Italy 2018 | 

Survey website: https://www.statista.com/statistics/810204/youtube-videos-optimal-

length-in-italy/ 



8 

 

Hutter, K. (2013). The impact of user interactions in social media on brand awareness and 

purchase intention: the case of MINI on Facebook. Journal of Product & Brand 

Management, 22(5/6), 342–351. 

Johnston, M. R. (2017). Future of Content: 19 Marketing Leaders Look Ahead. Content 

Marketing Institute. Retrieved from 

https://contentmarketinginstitute.com/2017/02/marketing-evolve-contents-future/ 

Kane, G. C. (2015). Why Social Engagement May Be More Important Than Marketing. MIT 

Sloan Management Review; Cambridge, 57(1), 1–8. 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and 

opportunities of Social Media. Business Horizons, 53(1), 59–68. 

https://doi.org/10.1016/j.bushor.2009.09.003 

Khamis, S. (2017). Self-branding, ‘micro-celebrity’ and the rise of Social Media Influencers. 

Celebrity Studies, 8(2), 191–208. 

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An 

empirical study of luxury fashion brand. Journal of Business Research, 65(10), 1480–

1486. 

Kim, C., & Yang, S.-U. (2017). Like, comment, and share on Facebook: How each behavior 

differs from the other. Public Relations Review, 43(2), 441–449. 

Klapdor, S. (2013). Effectiveness of Online Marketing Campaigns. Wiesbaden; Germany: 

Springer Fachmedien Wiesbaden. 



9 

 

Kousha, K. (2012). The role of online videos in research communication: A content analysis of 

YouTube videos cited in academic publications. Journal of the American Society for 

Information Science and Technology, 63(9), 1710–1727. 

Kozinets, R. V. (2002). The Field behind the Screen: Using Netnography for Marketing 

Research in Online Communities. Journal of Marketing Research, 39(1), 61–72. 

Kruitbosch, G., & Nack, F. (2008). Broadcast Yourself on YouTube: Really? Proceedings of the 

3rd ACM International Workshop on Human-Centered Computing, 7–10. 

Kuo, Y.-F., & Feng, L.-H. (2013). Relationships among community interaction characteristics, 

perceived benefits, community commitment, and oppositional brand loyalty in online 

brand communities. International Journal of Information Management, 33(6), 948–962. 

Latané, B. (1996). Dynamic Social Impact: The Creation of Culture by Communication. Journal 

of Communication, 46(4), 13–25. 

Lee, D., Hosanagar, K., & Nair, H. S. (2018). Advertising Content and Consumer Engagement 

on Social Media: Evidence from Facebook. Management Science, 64(11), 5105–5131. 

Lee, J. E. (2016). YouTube vloggers’ influence on consumer luxury brand perceptions and 

intentions. Journal of Business Research, 69(12), 5753–5760. 

Lee, J. E., & Watkins, B. (2016). YouTube vloggers’ influence on consumer luxury brand 

perceptions and intentions. Journal of Business Research, 69(12), 5753–5760. 



10 

 

Lee, J. G., Moon, S., & Salamatian, K. (2010). An Approach to Model and Predict the Popularity 

of Online Contents with Explanatory Factors. 2010 IEEE/WIC/ACM International 

Conference on Web Intelligence and Intelligent Agent Technology, 1, 623–630. 

Li, Y.-M. (2011). Discovering influencers for marketing in the blogosphere. Information 

Sciences, 181(23), 5143–5157. 

Li, Y.-M. (2012). Online Social Advertising via Influential Endorsers. International Journal of 

Electronic Commerce, 16(3), 119–154. 

Liu, H.-W., & Huang, H.-C. (2015). Tradeoff Between Push and Pull Strategy: The Moderating 

Role of Brand Awareness. In Developments in Marketing Science: Proceedings of the 

Academy of Marketing Science. Marketing, Technology and Customer Commitment in 

the New Economy (pp. 259–264). 

Liu, S., Jiang, C., Lin, Z., Ding, Y., Duan, R., & Xu, Z. (2015). Identifying effective influencers 

based on trust for electronic word-of-mouth marketing: A domain-aware approach. 

Information Sciences, 306, 34–52. 

Mahfouz, A. Y., Joonas, K., Williams, D., Jia, R., & Arevalo, M. (2017). A Classic American 

Department Store’s Resurgence to Glory: Using Social Media and Online Advertising 

Strategies to Generate Revenue. Southern Journal of Business and Ethics; Edmond, 9, 

180–192. 

Martínez-López, F. J. (2017). Consumer engagement in an online brand community. Electronic 

Commerce Research and Applications, 23(Complete), 24–37. 



11 

 

Marwick, A. E. (2013). Status update: celebrity, publicity, and branding in the social media age. 

New Haven: Yale University Press. 

McCracken, G. (1989). Who is the Celebrity Endorser? Cultural Foundations of the Endorsement 

Process. Journal of Consumer Research, 16(3), 310–321. 

McLaren, D. (2014, November). The current status of digital transformation within football at 

IFA Berlin. Retrieved September 18, 2018, from Digital Sport website: 

https://digitalsport.co/the-current-status-of-digital-transformation-within-football-at-ifa-

berlin 

MediaKix. (2017, March 24). Top 10 YouTube User Statistics Marketers Must Know. Retrieved 

April 25, 2019, from Mediakix | Influencer Marketing Agency website: 

http://mediakix.com/2017/03/youtube-user-statistics-demographics-for-marketers 

Minimatters.com. (2014, March 11). YouTube Statistics and Your Best Video Length for 

Different Videos. Retrieved August 31, 2018, from Video Production Washington DC - 

MiniMatters website: https://www.minimatters.com/youtube-best-video-length/ 

Muñiz, A. M., & Schau, H. J. (2011). How to inspire value-laden collaborative consumer-

generated content. Business Horizons, 54(3), 209–217. 

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs. International 

Journal of Advertising, 30(1), 13–46. 

Nambisan, S., & Nambisan, P. (2008). How to Profit From a Better “Virtual Customer 

Environment” - ProQuest. MIT Sloan Management Review; Cambridge, 49(3), 53–61. 



12 

 

Netvizz. (2018). YouTube Data Tools. Retrieved April 23, 2018, from YouTube Data Tools 

website: https://tools.digitalmethods.net/netvizz/youtube/mod_videos_list.php 

Omnicore.com. (2019, January 5). YouTube by the Numbers (2019): Stats, Demographics & Fun 

Facts. Retrieved April 20, 2019, from YouTube by the Numbers (2019): Stats, 

Demographics & Fun Facts website: https://www.omnicoreagency.com/youtube-

statistics/ 

Parganas, P., Anagnostopoulos, C., & Chadwick, S. (2015). “You’ll never tweet alone”: 

Managing sports brands through social media. Journal of Brand Managemen, 22(7), 551–

568. 

Penni, J. (2017). The future of online social networks (OSN): A measurement analysis using 

social media tools and application. Telematics and Informatics, 34(5), 498–517. 

Phillips, B. J., & McQuarrie, E. F. (2010). Narrative and Persuasion in Fashion Advertising. 

Journal of Consumer Research, 37(3), 368–392. 

Popp, B., & Woratschek, H. (2016). Introducing branded communities in sport for building 

strong brand relations in social media. Sport Management Review, 19(2), 183–197. 

Qian Tang. (2012). Content Contribution in Social Media: The Case of YouTube. 2012 45th 

Hawaii International Conference on System Sciences, 4476–4485. 

Rencher, A. C., & Christensen, W. F. (2012). Methods of Multivariate Analysis. John Wiley & 

Sons. 



13 

 

Rizoiu, M.-A., Xie, L., Sanner, S., Cebrian, M., Yu, H., & Van Hentenryck, P. (2017). Expecting 

to be HIP: Hawkes Intensity Processes for Social Media Popularity. Proceedings of the 

26th International Conference on World Wide Web - WWW ’17, 735–744. 

Rorsted, K. (2017, March 15). Adidas steps away from TV advertising as it targets $4 billion 

growth. Retrieved from https://www.cnbc.com/2017/03/15/adidas-steps-away-from-tv-

advertising-as-it-targets-4-billion-growth.html 

Saridakis, C., Baltas, G., Oghazi, P., & Hultman, M. (2016). Motivation Recipes for Brand-

Related Social Media Use: A Boolean—fsQCA Approach. Psychology & Marketing, 

33(12), 1062–1070. 

Sarkar, A., & Sreejesh, S. (2014). Examination of the roles played by brand love and jealousy in 

shaping customer engagement. Journal of Product & Brand Management, 23(1), 24–32. 

Schivinski, B., & Dabrowski, D. (2015). The impact of brand communication on brand equity 

through Facebook. Journal of Research in Interactive Marketing; Bradford, 9(1), 31–53. 

Siersdorfer, S. (2014). Analyzing and Mining Comments and Comment Ratings on the Social 

Web. ACM Transactions on the Web (TWEB), 8(3), 1–39. 

Smith, A. N., Fischer, E., & Yongjian, C. (2012). How Does Brand-related User-generated 

Content Differ across YouTube, Facebook, and Twitter? Journal of Interactive 

Marketing, 26(2), 102–113. 



14 

 

So, K. K. F., King, C., & Sparks, B. (2014). Customer Engagement with Tourism Brands: Scale 

Development and Validation. Journal of Hospitality & Tourism Research, 38(3), 304–

329. 

Sprott, D., Czellar, S., & Spangenberg, E. (2009). The Importance of a General Measure of 

Brand Engagement on Market Behavior: Development and Validation of a Scale. Journal 

of Marketing Research, 46(1), 92–104. 

Statista. (2017). Topic: Soccer. Retrieved October 20, 2018, from www.statista.com website: 

https://www.statista.com/topics/1595/soccer/ 

Statista. (2018). YouTube (Dossier No. did-15475-1; p. 114). Statista - The Statistics Portal. 

Statista. (2019a). Number of social media users worldwide 2010-2021. Retrieved January 8, 

2019, from Statista website: https://www.statista.com/statistics/278414/number-of-

worldwide-social-network-users/ 

Statista. (2019b). Social Networking in Canada. 

Statista Survey. (2017). Most popular U.S. online video categories 2017 | Statistic. Retrieved 

September 27, 2018, from Statista - The Statistics Portal website: 

https://www.statista.com/statistics/277777/most-popular-us-online-video-catogories/ 

StatSheep. (2018). 100 Most Subscribed YouTube Channels in the Sports Category. Retrieved 

April 24, 2019, from StatSheep.com website: https://www.statsheep.com/p/most-

subscribed-youtube-channels-sports 



15 

 

Studenmund, A. (2011). Using Econometrics: A practical guide (6th ed.). Boston, MA: Pearson 

Education Inc. 

Szabo, G., & Huberman, B. A. (2008). Predicting the popularity of online content. 

Communications of the ACM 53(8). 

Tafesse, W. (2015). Content strategies and audience response on Facebook brand pages. 

Marketing Intelligence & Planning, 33(6), 927–943. 

Thompson, A.-J., Martin, A. J., Gee, S., & Eagleman, A. N. (2014). Examining the Development 

of a Social Media Strategy for a National Sport Organisation. Journal of Applied Sport 

Management, 6(2), 24. 

Trzciński, T., & Rokita, P. (2017). Predicting Popularity of Online Videos Using Support Vector 

Regression. IEEE Transactions on Multimedia, 19(11), 2561–2570. 

Tsimonis, G. (2014). Brand strategies in social media. Marketing Intelligence & Planning, 32(3), 

328–344. 

Tsuji, Y., Bennett, G., & Leigh, J. H. (2009). Investigating Factors Affecting Brand Awareness 

of Virtual Advertising. Journal of Sport Management, 23(4), 511–544. 

Tuten, T., & Solomon, M. R. (2015). Social Media Marketing (2nd ed.). SAGE. 

Tuten, T., & Solomon, M. R. (2018). Social Media Marketing (3rd ed.). SAGE. 

Van-Tien Dao, W. (2014). Social media advertising value. International Journal of Advertising, 

33(2), 271–294. 



16 

 

Voorveld, H. A. M., van Noort, G., Muntinga, D. G., & Bronner, F. (2018). Engagement with 

Social Media and Social Media Advertising: The Differentiating Role of Platform Type. 

Journal of Advertising, 47(1), 38–54. 

Waters, R. D., Burke, K. A., Jackson, Z. H., & Buning, J. D. (2011). Using Stewardship to 

Cultivate Fandom Online: Comparing How National Football League Teams Use Their 

Web Sites and Facebook to Engage Their Fans. International Journal of Sport 

Communication, 4(2), 163–177. 

Wendt, L. M., Griesbaum, J., & Kölle, R. (2016). Product advertising and viral stealth marketing 

in online videos: A description and comparison of comments on YouTube. Aslib Journal 

of Information Management; Bradford, 68(3), 250–264. 

Wu, S., Rizoiu, M.-A., & Xie, L. (2017). Beyond Views: Measuring and Predicting Engagement 

on YouTube Videos. International AAAI Conference on Web and Social Media, 434–

443. 

Xie, L. (2017). Subscriber Number is Not Everything: YouTube Community Engagement 

Measurement (M.A., Middle Tennessee State University). Retrieved from 

http://search.proquest.com/pqdtglobal/docview/1899787535/abstract/847F356024A74B7

7PQ/1 

Xu Cheng. (2014). Understanding the YouTube partners and their data: Measurement and 

analysis. China Communications, 11(12), 26–34. 

Yoganarasimhan, H. (2012). Impact of social network structure on content propagation: A study 

using YouTube data. Quantitative Marketing and Economics, 10(1), 111–150. 



17 

 

YuMe, & IPG Media. (2016, March 8). YuMe and IPG Media Lab Evaluate the Impact of 

Digital Video Ad Lengths. Retrieved August 27, 2018, from Business Wire website: 

https://www.businesswire.com/news/home/20160308005665/en/YuMe-IPG-Media-Lab-

Evaluate-Impact-Digital 

Zhu, Y.-Q., & Chen, H.-G. (2015). Social media and human need satisfaction: Implications for 

social media marketing. Business Horizons, 58(3), 335–345. 

https://doi.org/10.1016/j.bushor.2015.01.006 

Zikmund, W. G. (1999). Essentials of marketing research. Fort Worth, TX ; Toronto: Dryden 

Press. 

 

 


