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Abstract. The impact of digital technology on the management and
marketing mode transformation of professional football clubs has been
widely studied, but the existing research still has deficiencies in the dual
perspectives of systematic integrated management and marketing, and the
analysis of multi-dimensional challenges in the digital transformation. This
paper systematically analyses the evolution of management and marketing
strategies of professional football clubs in the digital era. It examines the
deficiencies of the club in the organizational structure, operational focus and
fan interaction under the traditional mode. This paper describes the
development opportunities brought by social media, big data analysis and
other technologies from two aspects of management mode and marketing
strategy. Analyze the practical challenges faced by the club in terms of
technology, organization and market environment. Based on this, this paper
puts forward the following suggestions: build a "digital+physical" integrated
ecosystem to realize the integration of online and offline resources;
Optimize the organizational structure and personnel training mechanism,
and improve the agility and professional ability of digital transformation;
Innovate the business model and brand building path, and tap the potential
value of fan economy and globalization strategy.

1 Introduction

With the rapid development of global technology and information, big data, artificial
intelligence, and social media are widely used in all walks of life, reshaping the operation
logic and development path of traditional industries. The sports industry is an important part
of the global economy and has unprecedented opportunities in this wave of technological
change. Football is also known as "the world's largest sport". The modern transformation of
professional football management and marketing mode is driven by the domestic demand of
each professional football club, and it is also the choice in this era. Systematic research on
the management and marketing strategy development mode of professional football clubs in
the digital era has far-reaching theoretical and practical significance.

In the traditional mode, the management of professional football clubs depends more on
the experience of the decision makers, and the focus of operation is mainly on the results of
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the game, ticket revenue and television broadcasting rights. The main marketing methods are
offline activities and brand sponsorship. There are also many problems in the relationship
between fans and clubs, mainly focusing on official channels and offline events. Lack of
continuous communication. Now, the gradual rise of digital media, such as dithering TikTok,
Microblogging, and other social media, enables fans and clubs to interact and communicate
better, and expand the club's marketing methods, reducing time and regional restrictions.
Professional football clubs can also use data analysis technology to help teams create better
results. In Europe, many elite teams have started to explore the path of digital transformation,
deeply integrate fans with the team, and help the club transfer fans into the long-term assets
of the team by using marketing strategies such as fan mode. Although in practice, European
teams such as Real Madrid, Chelsea, and Manchester United have tried. Within the academic
scope, the research on this single topic is still lagging, lacking systematic analysis and
understanding.

Therefore, through the integrated analysis of professional football club management and
marketing in the digital era, this paper enriches the research perspective of sports
management in the field of digital transformation and provides a theoretical basis for
subsequent related research.

2 Opportunities in the digital age

2.1 Management and marketing strategies of traditional professional football
clubs

Before the wide application of digital technology, the management and marketing mode of
professional football clubs showed relatively stable traditional characteristics. The
organizational structure of the club is relatively closed, and the decision-making process is
highly dependent on the managers' personal experience and judgment. In addition, the
operation focus is mainly on the three core sectors of competitive performance, ticket sales,
and television broadcasting rights income. The information flow between various
departments within the club is not smooth, the management of fan relations is not systematic,
and the interaction between fans and the club is mostly limited to the watching experience at
the game site and the limited communication through official channels, which is difficult to
form a continuous emotional link.

In addition, the marketing mode of traditional professional football clubs is mainly offline
activities, and the main sources of income are brand sponsorship and official merchandise
sales. The cooperation between the club and the sponsor is still at the stage of brand exposure,
and the consumption behaviour of fans is mainly focused on the purchase of tickets and
products around the team. This one-way communication marketing model is difficult to
deeply tap the potential value of fans, nor can it realize the long-term operation of fan
resources. With the acceleration of globalization and commercialization, the traditional
management model has increasingly exposed problems such as high information barriers,
low operation efficiency, and weak fan stickiness, which are difficult to adapt to the rapidly
changing market environment.

2.2 Development opportunities brought by digital technology

2.2.1 Management mode in the era of digital technology

The advent of the digital age has brought new development opportunities for the management
and marketing of professional football clubs. With the wide application of social media
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platforms, the interaction between clubs and fans is being reshaped. In a trembling tone
TikTok, Microblogging, for example, breaks the restrictions of time and region, enabling the
club to establish instant and continuous interaction with fans around the world. The research
of Krzy Kusowski and Strzelecki shows that the motivation of fans' participation in
interaction through social media mainly includes information acquisition, entertainment,
interpersonal communication, and identity, which provides a theoretical basis for the club to
carry out precision marketing [1]. Many elite clubs in Europe have successfully built a huge
global fan network through social media platforms and expanded the traditional regional fan
community into a global fan community, which allows fans all over the world to better
communicate.

The application of data analysis technology is changing the operational decision-making
mode of the club. Big data analysis can not only help the team make more scientific decisions
on player selection and tactical arrangements, but also provide accurate fan information,
positioning and product recommendations for marketing. The key role of information
technology in club operation and management has become increasingly prominent. The
application of big data analysis and smart venues has created new value growth points for the
club [2]. By analysing the consumption behaviour and interaction preferences of fans, clubs
can formulate more targeted marketing strategies [3].

2.2.2 Marketing strategies in the era of digital technology

Digital technology has spawned diversified business model innovation. Herold and other
scholars took Manchester United and Tottenham Hotspur as cases, analysed the integration
degree of digital logic in professional football clubs from three dimensions of operation,
marketing communication, finance and ownership, and revealed how digital transformation
promoted the innovation of the club's business model [4]. Juventus' practice shows that
through the membership program JHotel, JMusem, through the integration of stadium
experience and other projects, the club has successfully built a "digital+physical" integrated
fan ecosystem, transforming fan loyalty into long-term economic assets [5]. This change from
a single ticket revenue to a diversified revenue structure provides a new path for the club to
achieve sustainable development.

Digital technology has provided strong support for the club's brand-building and
globalization strategy. Baena's research on Bayern Munich found that the club provided fans
with team information and carried out charity cooperation through a social media platform,
which significantly improved brand awareness and reputation [6]. The key factors to enhance
brand value include five aspects: competitive performance, business development, digital
transformation, globalization strategy, and consistent brand image, in which digital
transformation plays an increasingly important role [7]. Through the global communication
of digital channels, the club can break through the geographical restrictions and extend the
brand influence to the global market [8].

3 Challenges in the digital age

3.1 Technical challenges

Although digital technology has brought many opportunities for professional football clubs,
italso faces complex technical challenges in the process of practical application. The problem
of data security and privacy protection has become increasingly prominent. With the
increasing amount of fan data collected and stored by clubs, ensuring the security and
compliance of this data has become an important issue. In particular, the implementation of
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the EU's general data protection regulations and other regulations has put forward higher
requirements for the club's data management ability. The construction and maintenance cost
of technical infrastructure is high. Realizing digital transformation requires clubs to invest a
lot of resources in hardware equipment, software systems and professionals, which poses a
great economic pressure on small and medium-sized clubs. The updating and iteration speed
of the technical system is fast, and the club needs continuous investment to maintain its
technical leadership. The phenomenon of data island restricts the exertion of technical
efficiency. Different technical systems are often used between different departments within
the club, and the lack of effective data sharing mechanism between systems makes it difficult
to integrate and utilize data resources. This state of fragmentation at the technical level limits
the club's in-depth mining of data value.

3.2 Organizational challenges

The challenges at the organizational level are mainly reflected in the management mechanism
and human resources. From the perspective of management mechanism, the organizational
structure of traditional professional football clubs is often hierarchical, and the decision-
making process is lengthy, which is difficult to adapt to the requirements of rapid response
and flexible adjustment in the digital age. Digital transformation involves not only the
updating of technical systems, but also the corresponding changes of organizational structure
and business processes, which usually encounter the resistance of organizational inertia.

From the perspective of human resources, the professional ability of social media workers
is directly related to the effectiveness of the club's digital transformation. Some studies have
used the technology organization environment framework to identify 14 challenge
dimensions faced by social media workers in football clubs. The organizational level
problems include weak organizational culture, insufficient high-level support, limited
financial human resources, etc. [9]. The lack of professional talents, especially the shortage
of compound talents who understand both football and digital technology, has become an
important factor restricting the digital transformation of clubs.

The cognitive differences of digital transformation within the organization will also affect
the promotion of change. Some traditional managers may be suspicious of new technologies
and worry that the digital transformation will impact the existing interest pattern. This
cognitive difference is likely to lead to the difficulty in the effective implementation of the
transformation strategy.

3.3 Market and environmental challenges

From the perspective of market environment, professional football clubs are facing the dual
pressure of intensified external competition and the change of fans' behaviour in the process
of digital transformation. The development of digital technology has lowered the threshold
of content production and dissemination, and many emerging digital media platforms and
content creators have poured into the sports content market to compete with clubs for fans'
attention and consumer spending. In this competitive situation, it is difficult for clubs to
maintain their market position only by relying on traditional brand advantages.

Fans in the digital age not only have changed their consumption habits, but also have
higher and higher requirements for interactive experience. Fans expect to get a more
personalized and immersive digital experience, which puts forward higher requirements for
the content production capacity and interactive design ability of the club. The differences of
fans' behavior under different cultural backgrounds also increase the difficulty of the club's
global marketing.
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The laws, regulations and industry norms involved in the process of digital transformation
are not perfect. The legal definition of emerging areas such as digital content copyright
protection, virtual asset trading, and cross-border data transmission is still unclear, bringing
uncertainty to the club's digital business development. In the process of digital transformation,
China Professional Sports League also faces institutional constraints, and the mining of
commercial value needs more perfect policy support [10].

4 Suggestions on development strategies

4.1 Building an integrated digital ecosystem

Facing the opportunities and challenges of the digital age, professional football clubs should
focus on building an ecosystem of "digital+physical" integration to realize the integration
and optimization of online and offline resources. Drawing on the successful experience of
Juventus, the club can organically combine the online interaction and offline experience of
fans through the membership plan to create a richer scene of fan participation [5]. The digital
platform should not only be a channel for information release, but also a comprehensive space
for fans' interaction, content consumption and emotional connection.

The club needs to establish a unified data management platform to realize the full cycle
management of fans' data. Through the application of data analysis technology, the club can
deeply understand the preferences and needs of fans and provide them with personalized
content recommendations and service experiences. At the same time, the construction of
smart venues should become an important part of the integrated ecology and enhance the
added value of on-site viewing by enhancing the digital experience of the competition day.
The club should establish a professional digital content team to create diversified content
around the team culture and the needs of fans. Social media platforms should develop
differentiated content strategies based on the characteristics of different platforms and user
profiles to achieve accurate touch and efficient interaction.

4.2 Optimize the organizational structure and personnel training

Organizational change is the key guarantee for the success of digital transformation. The club
should establish a management mechanism to meet the requirements of the digital age,
simplify the decision-making process, and improve organizational agility. A special digital
transformation department can be set up to coordinate the digital process of technology,
marketing, operations, and other business sectors to ensure the systematicness and
consistency of the transformation strategy.

In terms of talent training, the club needs to pay attention to the capacity building of new
posts, such as social media workers. Aiming at the challenge dimension identified in the
technology organization environment framework, the club can improve the professional
quality and work efficiency of social media workers from the aspects of system guarantee,
resource support and professional training [9]. At the same time, actively introduce talents
with digital thinking and professional skills, and optimize the talent team structure.

The club should also create an open and inclusive organizational culture and encourage
innovation and cross-border learning. The management should give full support to the digital
transformation, take digital ability as an important part of the organization's core
competitiveness, and provide necessary resources and policy guarantees for the
transformation work.
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4.3 Innovative business model and brand building

The digital age provides a broad space for the business model innovation of professional
football clubs. The club can learn from the experience of Manchester United, Real Madrid
and other clubs in the promotion of brand value, and make concerted efforts from the five
dimensions of competitive performance, business development, digital transformation,
globalization strategy, and consistent brand image [7]. On the basis of maintaining the core
competitiveness of sports, expand the boundary of business cooperation through digital
channels, and realize the diversification of income sources.

The innovation of the fans' economic model is an important direction of commercial value
mining. The club can expand the consumption scene of fans through a digital membership
system, virtual goods, digital collections, and other emerging formats, and transform the
loyalty of fans into sustainable economic value. At the same time, the results of data analysis
can be used to optimize business development strategies, improve the accuracy of
sponsorship cooperation, and the scientificity of effect evaluation.

In terms of globalization strategy, social media provides clubs with low-cost channels for
overseas market expansion. Through targeted localized content and cross-cultural
communication strategies, the club can gradually establish international brand influence.
Learn from the successful practice of Bayern Munich, combine brand value with social
responsibility, and improve brand reputation through charity and public welfare [5]. At the
same time, the club needs to establish a scientific brand value evaluation system, regularly
review the effectiveness of brand building, and timely adjust the strategic direction.

5 Conclusion

This paper systematically discusses the management and marketing strategy development of
professional football clubs in the digital era, examines the limitations of the traditional model,
analyses the opportunities and challenges brought by digital technology, and puts forward
corresponding strategic suggestions. Research shows that the wide application of digital
technology is profoundly reshaping the operational logic and value creation mode of
professional football clubs. Social media, big data analysis, smart venues, and other digital
means not only break the barriers of interaction between fans and clubs in time and space,
but also provide technical support for clubs to achieve precise marketing, scientific decision-
making and diversified business models. At the same time, the club is also facing multiple
challenges in the process of digital transformation, such as technical security, organizational
inertia, lack of talent, and intensified market competition.

Furthermore, this paper believes that the digital transformation of professional football
clubs is not a simple technological upgrading, but a systematic change involving management
philosophy, organizational structure, business model and brand strategy. The key to
successful transformation lies in the construction of a "digital+physical" integrated fan
ecosystem, the establishment of a unified data management platform, the optimization of
internal organizational mechanisms, and the strengthening of the training and introduction of
digital professionals. In addition, the club should actively innovate the fan economy model,
expand new business forms such as digital members and virtual goods, and enhance brand
value and social influence through global communication channels.

To sum up, the digital age provides unprecedented development opportunities for
professional football clubs, but it also puts forward higher requirements for their management
ability and strategic vision. The analysis and suggestions of this paper can provide theoretical
reference and strategic guidance for the digital transformation practice of professional
football clubs. Future research can further explore the differentiated transformation path of
clubs at different levels (such as small and medium-sized clubs), the long-term impact
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mechanism of digital technology on fan behaviour, and the improvement direction of relevant
laws and regulations.
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