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Abstract
Defined as an easy and automated way of expressing emotions in the digital age, emojis
are emerging as a new language in the social media world and sports clubs also. For sports
clubs, it is of vital importance to communicate and establish effective relations with fans or
followers. Hence, almost all professional sports clubs use social media and shape their social
media accounts to interact with fans/followers and effectively maintain marketing
communication efforts. The aim of this study was to determine the content of emoji usage in
tweets of Turkish sports clubs (Besiktas JK, Fenerbahce SK, Galatasaray SK, Istanbul
Basaksehir FK, Trabzonspor SK). Since Twitter is one of the most heavily used social media
networks of sports clubs, so in this study was preferred. Content analysis method was used to
examine emojis used by sports clubs. The study found that sports clubs use emojis that create
positive and neutral connotations. Emojis used are heavily determined to be visuals depicting
the colors and symbols of sports clubs. The study is the first to examine sports clubs' emojis
used. Hence, the study included important results for the management of communication and
marketing strategies of sports clubs on social media.
Keywords: Content Analysis, Social Media, Twitter, Sports Clubs, Emoji.

Introduction

Today, industrial development and change experienced in parallel with the
developing technology has affected communication processes and forms along with all
other fields. The development of internet technologies, in particular, accelerated the
flow of information, thus a transformation, in which the perception of time and space
was restructured and partially lost its importance, was experienced (Bauer et al., 2005;
Figge, 2004; Garris & Mishra, 2014; Yengin, 2015). This transformation, called ‘new
media’ or ‘second media age’, represents a quite large area. New media, which covers
all of the new communication technologies, is defined as the media that direct the
traditional media into digital data, facilitate access to large audiences, and provide
production, distribution and sharing through computers (Manovich, 2001; Poster, 2013;
Tocci et al., 2007).

In the second media age, social networks are among the leading media channels.
Social networks have laid the groundwork for the transfer of communication and
relationships related to human life to the virtual environment (Lefever, 2012).
According to the We are Social Inc., (2019) report there are 3.5 billion active social
media users all over the world. In this context, it can be stated that 42% of the world's
population is social media users. These statistics indicate that social media networks are
the favorite of the new communication age. In this aspect, social media has become an
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indispensable phenomenon of life, not only changing the ways of communication
between individuals (Boulianne, 2015; Lin & Lu, 2011; Maree, 2017) but also affecting
all forms of communication such as B2C (Business to Customer]) and B2B (Business
to Business). It can be considered that one of the consequences that this effect brings
about is the emergence of a new form of written communication belonging to the digital
world (Rodrigues et al., 2018). However, the inability of the language used online in
this emerging form of communication to convey the desired emotions to the recipient
has also led to the need for easier and faster communication (Hougaard & Rathje, 2018;
Stark & Crawford, 2015; Zhou et al., 2017). This and similar situations caused users to
create messages accompanied by visual and iconic messages, even accompanied by
illustrated texts, to convey both emotional and conceptual messages, and thus, in this
context, emojis have emerged as a new language in online communication (Giilsen,
2016; Cincu, 2017).

The word emoji (Cowie et al., 2001; McBain, 2017), denoted as an easy and
automated way for individuals to express their emotions in the digital age, consists of
the Japanese words ‘e’ meaning picture and ‘moji’ meaning ‘letter, character’ (Novak
et al., 2015). The emergence of emojis occurred when Scott Fahlman added a smiley
face “: -)” at the end of a sentence, which was likely to be misunderstood in an email he
wrote in 1982, thinking this misunderstanding would be eliminated (Fahlman, 2002).
After Fahlman, a collection of emoji was created in the late 20th century by Shigetaka
Kurita using Japanese mangas and kanjis (Blagdon, 2013). The acceleration of
computer-mediated communication means simultaneously has led to the development
of thousands of emojis and the creation of a dictionary containing emoji meanings
(Dresner & Herring, 2010; Selken, 2019) The fact that Apple iPhone devices began to
support emojis in 2010 is seen as one of the milestones in making emojis popular
worldwide (Dimson, 2015). In forthcoming processes, the fact that the Oxford
Dictionary first selected an emoji (face with tears of joy &) as the word of the year
(instead of a real word) in 2015 has enabled emojis to rise rapidly and take a different
position in the digital world (Berard, 2018). In addition, Danesi, (2017) notes that
another event that draws attention to the involvement of emojis in human life was
revealed at a hearing held in New York City. During the trial, the judge instructed the
jury that symbols (emoji) in the messages needs to be considered. More clearly, the court
held that an emoji is an evidence to reveal the intended meaning, and therefore emojis
should be regarded as explanatory elements like oral expressions (Danesi, 2017). Both
events have characteristics that indicate that emojis are in the midst of everyday life.

It is argued that emojis, which are denoted as the alternatives of gestures and
mimics used in face-to-face communication in electronic media, contribute to the
meaning of written messages, strengthen the text and make them enjoyable (Highfield,
2018; Marengo et al., 2017; Pavalanathan & Eisenstein, 2016; Pohl et al., 2017; Rezabek
& Cochenour, 1998; Swaney-Stueve et al., 2018). This power attributed to emojis not
only enables interpersonal interaction in online communication but also enables brands
in the marketing world to transfer their messages to consumers more creatively (Das et
al., 2019; Jaeger et al., 2018; Stark & Crawford, 2015). Studies (Dua, 2015; Kaye.,
2015) indicate that emojis can make brands more recallable by adding energy to
messages beyond their ordinary meaning.

This power of emojis has also attracted the attention of sports clubs within the
sports world. For all sports organizations, especially sports clubs, it is of vital
importance to communicate/interact and establish effective media relations with
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audiences, fans or followers (Dima, 2015; Grénroos, 2004; M.Nisar et al., 2018;
Nicholson et al., 2015; Siguencia et al., 2017). At this point, it can be stated that
successful management in the field of sports can be achieved by the correct management
of the processes related to information and communication technologies. Studies
(Abeza, G. etal., 2017; Filo et al., 2015; Gibbs, C., & Haynes, 2013; Gibbs et al., 2014,
M. Nisar et al., 2018; O’Shea; & Alonso, 2011; Siguencia et al., 2017; Wang & Zhou,
2015) reveal that almost all professional sports clubs actively use social media and shape
their social media accounts within the scope of basic purposes, such as interacting with
fans/followers, effectively performing and maintaining marketing communication
efforts. Similarly, it is stated that sports clubs that interact with their fans and followers
over the internet also use social media and emojis as a communication point, thus
making the messages they want to convey to their target audience more effective
(Blaszka, 2011). Some studies (Price et al., 2013; Watkins, 2013; Williams & Chinn,
2010), on the other hand, have found that social media plays an important role in
communicating with passionate young fans, that fans are becoming more interested in
teams and leagues thanks to social media, and that fans use social media to both enhance
and satisfy their social and supporter identities. Another important point revealed in the
same studies is the conclusion that social media forms a strong bond between fans and
the club. Twitter is one of the most heavily used social media networks of sports clubs
(Wang & Zhou, 2015).

According to Grewal & Levy, (2019), social media can be classified into three
categories as social network sites (e.g. Facebook, Twitter), media-sharing sites (e.g.
Youtube), and thought-sharing sites (e.g. Blogs). Although all social media networks
are often used depending on user preferences, Twitter has gained the status of being
frequently preferred by sports organizations, sports clubs, and sports fans (Wang, 2021;
Winand et al., 2019; Zanini et al., 2019). Also, Twitter is used by sports organizations
as a much more direct and dialogue-based communication tool with fans as part of their
branding efforts (Pegoraro, 2010). In addition to these, Twitter differs from other social
media networks based on creating micro-blogs among social media types and cross-
distribution feature of the application due to its growing user base, allowing it to reach
out to and communicate with more users (Price et al., 2013). In other words, the Twitter
platform enables interaction along with real-time updates that enable a brand to reflect
its mission and vision, communicate with followers in different ways (Hambrick, 2012;
Hopkins, 2013).

The sports clubs competing in major football leagues (e.g. England Premier
League, Bundesliga, La Liga) include emojis that have a common meaning and are
accepted by everyone in their posts to reach their fans who speak different languages in
different countries-continents (Li et al., 2020). A study conducted on the use of Twitter
by sports clubs in Germany found that sports clubs often use the Twitter platform for
three different purposes: providing and distributing information directly to and
communicating with their fans (Oelrichs, 2020). It was revealed that Besiktas,
Fenerbahce, and Galatasaray sports clubs in Turkey share an average of 11.3 tweets per
day via the Twitter platform, while Benfica, Porto and Sporting in Portugal make an
average of 19.3 tweets per day (Drapier & Tezonarici, 2019). In this respect, the sports
clubs have been carrying out their public relations activities and similar announcements,
mainly their transfer disclosures and promotion campaigns, via Twitter, especially in
2017 and thereafter. Also, the emojis that will arouse excitement, curiosity, and interest
in fans and followers have been used in these posts.
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According to 2019 data, among the three football clubs with the highest number
of followers on the Twitter platform are Real Madrid with 32.6 million followers, FC
Barcelona with 30.3 million followers, and Manchester United with 19.8 million
followers (Tweetfc, 2019). All the information and relevant figures reveal that Twitter
can create unique communication opportunities with its various aspects on behalf of
sports clubs. Because of all these reasons, in this study, the Twitter platform was
preferred in order to get the communication styles and preferences of sports clubs with
their fans-followers on social media networks in a more detailed and more realistic
manner and in their own context. In the light of this information, the aim of this study
is to examine the emoji usage patterns and content with the content analysis method of
Turkish sports clubs on Twitter platform, which is one of the social media networks that
can be considered an indispensable element of the digital age and where fans and sports
clubs communicate intensively.

In the context of communication and strategic communication in sports, there are
no previous studies on the use and content of emojis in posts that sports clubs make on
social media networks. Accordingly, this study is the first in the relevant field. Although
this is considered one of the most important original values of the study, this study
contains important clues about how fan-sports club interaction occurs in the context of
emojis through the Twitter platform, which is one of the social media networks. For all
these reasons, this study has the qualities to make an important and original contribution
to sports and communication literature.

Methods

Within the scope of the study, official Twitter accounts, which are one of the
active social media tools used by sports clubs in Turkey, and emojis used in their posts
through these accounts were examined using the content analysis method from
qualitative research techniques. Content analysis is one of the most important research
techniques used in the social sciences, especially in communication texts (Fraenkel et
al., 2012; Neuman, 2020). Content analysis, defined basically as the analysis of the
written contents of a communication, is a method used to reduce many text words to
fewer content categories, based on open coding rules (Krippendorff, 2004; Weber,
1990). The purposive sampling method was used in the study. In the purposeful
sampling method, researchers are able to incorporate the group that they think it may
represent the universe into their study by using their knowledge and experience.
Accordingly, the official Twitter accounts of Istanbul Basaksehir FK (BSK), Besiktas
JK (BJK), Fenerbahce SK (FB), Galatasaray SK (GS) and Trabzonspor SK (TS) clubs,
which are among the leading sports clubs in Turkey finishing in the top 6 places in the
Turkish Football Super League between 2017 and 2019, indicated in Table 1, are
included in the sample.

Table 1. Sports Clubs consisting of sample and their Official Twitter Accounts

Name of Sports Club Official Twitter Account
Istanbul Basaksehir FK https://twitter.com/ibfk2014
Besiktas JK https://twitter.com/Besiktas
Fenerbahce SK https://twitter.com/Fenerbahce
Galatasaray SK https://twitter.com/GalatasaraySK
Trabzonspor SK https://twitter.com/Trabzonspor

Note: the official Twitter accounts of the five Sports Clubs
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Within the scope of the study, all posts (a total of 18.166 tweets) made between
22 January 2018 and 24 May 2019 from the official Twitter accounts of the sports clubs
in the sample group were recorded. Then those tweets and the emojis used in the tweets
were encoded by three PhD-level coders. Coders were trained by researchers according
to the guiding principles proposed by Kolpe & Burnett, (1991). Although there is little
consensus in the field paper on the value of best encoder reliability (Lombard et al.,
2006; Potter & Levine-Donnerstein, 2009) the value of Krippendorff Alpha
(Krippendorff, 2004) is used in study. In this context, the value of reliability between
encoders is determined as (.98) in the study. This value indicates that the reliability value
between encoders is appropriate for the interpretation of emojis used in tweets.

Results
The numerical data related to the posts and emojis posted in the official Twitter
accounts of the sports clubs examined within the scope of the study are tabulated and
provided in sequence.
Table 2. Numerical data on Twitter posts of sports clubs

Number of ~ Number of Emojis Average
Posts within the Tweets Number of
Season/Period  Sports Clubs (Tweets) Including Emojis Emoji per
(n) (n) Tweet
X)
2017-2018  Basaksehir FK 538 899 1.67
Season Besiktas JK 1418 743 0.52
2" Period Fenerbahce SK 1744 613 0.42
(22.01.2018- Galatasaray SK 1748 1009 0.57
19.05.2018) Trabzonspor SK 793 468 0.59
Total 6.241 3.868 0.61
2018-2019  Basaksehir FK 749 1331 1.77
Season Besiktas JK 1597 1331 0.83
1% Period  Fenerbahge SK 1224 1183 0.96
(10.08.2018- Galatasaray SK 1864 1816 0.97
23.12.2018) Trabzonspor SK 868 603 0.69
Total 6.302 6.264 0.99
2018-2019  Basaksehir FK 712 1306 1.83
Season Besiktas JK 1061 1001 0.94
2" Period  Fenerbahge SK 1014 749 0.60
(19.01.2019- Galatasaray SK 2044 2136 1.04
24.05.2019) Trabzonspor SK 792 598 0.75
Total 5.623 5.654 1.00
Grand Total 18.166 15.786 0.86

Note: X (mean), n (sample size)

As shown in Table 2, it is determined that a total of 18.166 tweets were examined
during the period when the study was carried out and a total of 15.786 emojis were in
these tweets. In the 2nd period of the 2017-2018 season, sports clubs posted a total of
6.241 tweets, while the total number of emojis in the tweets was determined to be 3.868.
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In the second period of the 2017-2018 season, it is determined that the club using the
fewest emoji per tweet (x=1.67) is Fenerbahce SK, while the club using the most emoji
per tweet (X=0.42) is Basaksehir FK. In the first period of the 2018-2019 season, the
total number of emojis used is 6.264, while the sports clubs post a total of 6.302 tweets.
In the first period of the 2018-2019 season, it is determined that the club using the fewest
emoji per tweet (x=1.77) is Trabzonspor SK, while the club using the most emoji per
tweet (X=0.69) is Basaksehir FK. In the second half of the 2018-2019 season, the total
number of tweets posted is 5.623, while the number of emojis is 5.654. As in other
seasons, in the second period of the 2018-2019 season, it is determined that the club
using the most emoji per tweet (x=1.83) is Basaksehir FK. Information about emojis on
tweets of the sports clubs examined within the scope of the study is presented in tables.
Table 3. Content and numbers of emojis in the tweets of Basaksehir FK

> > > > > > >
Season/ 5 §_. % 5§5-% 5- 5% 8- 5 5o5 8525 &=
- E 2E E 2E E 2 E 2E E =< E =< E 3 <
Period 5 g~ w §T 4 E- o F- 4 g4 BT o 8
Lo L L L Lo LL Lo
26 & 13 @4 8 3 2 1 m 1
@ 95 o 12 9 7 3 = 2 o100 1
W47 12 7 Y 3 9 2 & 1 i3 1
- 38 2 & 6 @M 3 2 1 g 1
8 37 = 11 g 6 % 3 e 2 1 1 S 1
2017-2018 29 o 11 ., 5 2 4 1 A 1 1
Season BB 28 ¥ 10 & 5 2 2 1 % 1 &
2" Period © 28 9 & 5 2 1 &§ 1 &= 1
g 2 9 @ 4 I 2 1 1
2 A9 4 PE 02 B 1 1
21 v 9 4 2 2 w1 € 1
20 W 9 X 4 2 = 1 N 1
18 T 9 e 3 2 @ 1 1
® 23 @ 13 5 3 T 1 T
163 2 @ 5 3 £ 1 = 1 m= 1
& 114 & 12 5 2 e ! ® 1 & 1
93 w= 11 @ 5 e 2 L 1 " 1 1
7% ¢ 11 g 5 09 2 1 A 1 1
¥ 58 11 g 4 2 ., 1 B 1 ? 1
51 F 10 4 ¢ 2 @ 1 O 1 1
2018-2019 34 10 4 2 Az 1 % 1 [N 1
Season T 31 B 8 s 3 T 2 4= 1 v 1 <] 1
1*Period 7 26 @ 8 I 3 2 W 1 1) 1
25 8 & 3 @ 2 % 1 1 1
3 23 3¢ 8 m 3 z 2 9 1 % 1 1
(@ X 8 =2 3 2 7 1 1 d8 1
@ 212 @ 7 M 3 2 1 * 1 1 & 1
20 #w 7 Rl 3 @ 1 - 1 % 1 = 1
B8 QO 7 = 3 T 1 E 1 & 1 1
17 6 M 3 @ 1 @ 1 = 1
@ 285 7 ¢ 7 @I¥ 2 1 1 g 1
122 @ 17 5 $ 2 1 1 2 1
W 103 & 16 4 5F 2 1 : 1 ® 1
77 B 15 $# 4+ K 2 ~ 1 g 1 & 1
64 2 ‘¢ 3 2 1 & 1 ? 1
% 50 12 & 3 2 ul 1 = 1 &l 1
47 F 11 3F 3 2 1 = 1 = 1
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045 10 =— 3 @& 2 1 1 =
20182019 I 37 & 10 ¥ 3 ., 2 s#® 1 @ 1
Season 31 9 «w 3 ¥ 2 = 1 H 1
ond Period 27 I 2 2 £ 1 4 1
26 3£ 7 2 2 @ 1 5 1
20 7 M 2 @ 1 Q@ 1 & 1
[ T 7 mm 2 hd 1 g 1 1
@19 7 F 2 1 =1 1
@ v & 70 2 & 1 & 1 & 1
ww 18 Z 7 2 - 1 1 () 1
Note: Source from twitter.com/ibfk2014
As seen in Table 3, Basaksehir FK sed 86 different emoji in the second period of
the 2017-2018 season, 118 in the first period of the 2018-2019 season, and 110 in the
second period of the 2018-2019 season. It is determined that in these periods the most
preferred emojis are soccer ball & (n=616), geometric shape representing the club's
colors «« (n=363), right arrow &d (n=285), camera with flash & (n=254) and o’clock
(n=157).
Table 4. Content and numbers of emojis in the tweets of Besiktas JK
Season/ — g H—N ? H—N ? — § — ? H—N ? H—N §
H o L~ o L~ O L~ o L~ o L~ o L~ o L~
Period £ 5 & S E S E 3SE 3°E g° & <
LL LL LL LL LL LL LL
112 @ 20 ¥ 122 =z 7 4 @ 2 P 1
i 84 9 @ 1 B 7 &= 4 & 2 ¢ 1
- 73 19 = 11 == 4 4 ) 2 1
2017-2018 50 ¢ 19 9 5 4 1 |
Season 3 © 19 E 8 6 3 0» 1 2
2dperiod W& @ 34 @ 19 @ 8 5 s 3 ) J 1
& 27 14 @& 8 W 4 we 3 g 1
27 ¢1 13 & 7 4 2z 2 e 1
- 193 @& 22 §E 5 E 2 e 1 X 1 & 1
® 109 » 22 A 5 =® 2 @m 1 &g 1 1
79 @ 20 [E 5 2 @ 1 1 & 1
64 20 5 % 2 £ 1 m 1 & 1
59 17 & 5 1] 2 = 1 ™ 1 ¥ 1
ww 54 17 4 [ ] 2 1 ;) 1 1
@ 5 ., 14 gz 4 1, 2 % 1 fm 1 3 1
49 I 14 4 y 2 1 = 1 1
2018-2019 . A A 8
Season @ 32 = o1 3% 2w 1 %1 e 1
1% Period 28 M| 9 & 3 m 1 A 1 = 1 s 1
- 27 £ 8 ¥ 3 1 8 1 ¥ 1 4 1
? 2 g 8 3 & 1 & 1 @ 1
“- o7 = 7 1 3 w 1 o) 1 P 1
® 22 F 6 < 3 &&= 1 1 0 1
24 6 It 3 | 1 = 1 N 1
B 28 3% 6 4 3 s 1 & 1
2 ¢ 6 & 2 e 1 B/ 1 £ 1
w2 & 5 2 e 1 Y 1 1
- 255 (O 17 7 @ 4 ' 2 1 M 1
65 4+ 16 ., 7 @ 4 & 1 1 i 1
) 3% @ 16 = 7 MW 4 1 W 1 & 1
= 34 16 @ 6 4 1 @ 1 1 1
& 31 ¢ 16 . 6 & 3 @ 1 1 p 1
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| 29 = 16 »# 6 ®©H 33 BE 1 1 1
2018-2019 24 ¢ 16 B 5 A 3 C 1 1 1
Season - 24 @ u 5 & 3 s 1 @ 1 @ 1
2MpPeriod @ 22 & 12 @ 5 g 3 X 1 @ 1 F 1
22 12 5 @ 3 o8 1 1 . 1
22 w11 4 2 1 ™ 1 1
22 °o & 4 I 2 1 1
¢ 2 B & B 4 12 2 § 1 # 1
B 17 Iy 8 o4 o= 2 & 1 1
@ 17 3 8 4 3 2 .o 1 %1
Note: Source from twitter.com/Besiktas
As seen in Table 4, when the Besiktag JK. Data are considered we find out that 53
different emoji was used in the second period of the 2017-2018 season, 127 in the first
period of the 2018-2019 season, and 111 in the second period of the 2018-2019 season.
The eagle < (n=521), which is the symbol of the club, emerges as the most used emoji
within these periods. Then the flexed biceps '~ (n=194), trophy = (n=148), clapping
hands i~ (n=143), and geometric shape ® (n=109) representing the colors of the club
were used the most respectively.
Table 5. Content and numbers of emojis in the tweets of Fenerbah¢e SK
Season/ _ & _. & . & . & _ & _ g _ g
Peiod 2 89 Sz 9 &2 9 &z g &8z % gz 9 sg
i g-&§&§ §g-§&§ g~ §& g=&§ g~ & §g=§& g=
LL L L L LL LL LL
72 =21 6 4 2 | 1 & 1
W 61 17 6 3 = 2 | 2 1 1
0 49 | 13 Wl 5 & 3 & 2 L 1 1
2017-2018 44 13 4§ 5 ) J 3 Y 1 G 1 ® 1
Season 42 = 5 3 & 1 @A 1
2" Period ‘@ 41 4 11 4 5 g8 3 e« 1 1
36 9 o= 5 s 3 w®@ 1 ? 1
®O 3 9 e 4 @™ 2 O 1 1
27 6 & 4 B 2 A 1 =] 1
135 19 7 4 2 1 m 1
W 127 ¢ 18 [ 7 ¥ 3 =02 W1 f1
83 [ 18 mm 7 3 g 1 - 1 1
& 19§l 17 7 3 w1 A
s B 1 4 7 = 3 @@ 1 @ 1 1
48 @ 15 @& 6 1 3 = 1 B 1 1
w4 = 15 B 6 o 3 1 | 1 3% 1
2018-2019 33 15 ww 6 4 3 1 1 & 1
Season 3 30 = 13 *t 5 = 3 1 1 el 1 ® 1
1% Period 27 12 B 5 % 3 ! 1 1 1
26 Az 1 A 5 118 3 © 1 1
“ 25 10 ok 4 & 3 1 1
& 24 10 { 4 = 2 @& 1 1
23 9 4 == 2 | 2 1 ve 1
- 23 ., 8 4 % 2 1 1
21 oy 8 4 2 @ 1 @ 1
107 2 0 12 [ 6 & 3 W 1 & 1
67 ¢ 2 @® 10 ¥ 5 7 3 ! 1 & 1
52 = 22 7 10 5 # 3 & 1 1
2018-2019 = 46 19 @ 9w 5 2 T 1 L 1
Season @ 35 = 19 B 9 v 4 -4 2 ) / 1 1
37 19 9 A& 4 2 1 e
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2" period & 30 18 o5 7 £ 4 4 2 1 ok
& 17 6 v 3 ¥ 1 1 FaT
23 3 g 6 @& 3 ., 1

q
1)

Note: Source from twitter.com/Fenerbahce

As seen in Table 5, Fenerbahce SK used 58 different emoji in the second period

of the 2017-2018 season, 106 in the first period of the 2018-2019 season and 63 in the

second period of the 2018-2019 season. Of these emojis, backhand index pointing right

(n=314) and then camera with flash & (n=223), speech balloon ** (n=171), hearts

¥ (n=111) representing the color of the club and paper clip &’ (n=79) are the most
commonly preferred emojis.

Table 6. Content and numbers of emojis in the tweets of Galatasaray SK

Season/ _ & _. & ._ & _ & _ & ._ & _ g
Peiod £ 2z £ 22§ 222 32eg 3z 2 32z 3=
L S g uw 5 L 3 L 5 L 5 L 3
L L L L [ [ L
225 - 23 = 15 7 3 = 1 @® 1
& 1988 © 2 ¢ 11 @ 6 &% 3 # 1 ? 1
ul 57 B3 22 10 == 6 =z 2 1 199 1
v 37 0 19 ! 10 = 6 2 By 1 (1] 1
2017-2018 @ % @ 18 @ 10 5 g 2 . 4 1 | 2 1
Season &0 35wk 17 9 5 2 > 1 X 1
2" Period 32 @ 16 , 9 & 3 2 & 1 9 m 1
21 & 18 8 1 = 3 1 T 1 @© 1
® 26 5 <. 7 3% 3 ¥ 1 % 1 E 1
257 28 9 6 ®=m 3 @ 2 1 @ 1
246 [E] 23 6 A 3 & 2 X 1 B 1
W 239 +ff 2 @ 5 e 2 Yy 2 1] 1 B 1
S 145 @ 18 F 5 E 2 , 2 ® 1 = o
7 g 17 = 5 2 2 W 1 ¥\ 1
® 56 6 It 5 Q2 2 1 T 1
& 48 ® B3 = 5 [ 2 2 | 1 @ 1
= o4 W 11 0 5 2 = . S 1 aa
2018-2019 - 4 0 & 4+ @ 2 1 g 1 0 1
Season @40 s ., 4 B =2 = 1 : 1 A8 1
1*Period 1 37 4 9 4 B 2 & 1 @ 1 B 1
clo N 1 ) 1 g 1 OB 1
% 8 3 ¥ 2 e 1 ? 1 Oa 1
¥ 3 @ 7 3 X 2 Q@ 1 T 1
. 34 7 wm 3 =& 2 Z 1 ¥ 1
33 6 3 % 2 & 1 @ 1
® 29 d 6 9 3 B 2 S
356 30 10 5 3 2 > 1 A 1
253 24 = 9 @® 4 @ 2 % O O |
@ 237 g 24 ¥ 8 w4 & 2 1] 1 1
w126 23 8 9 4 = 2 B 1 1
& 107 23 8 ¢ 3 2 B 1 0 1
o o 23 ! 7 3 R 2 & 1 Y 1
2018-2019 @ a1 G 2 .. 70 3 L 2 1 * 1
Season i 72 off 22 7 X 3 @ 2 @ 1 u 1
2" Period 70 18 ¥ 6 3 ® 2 8 1 &
ul 56 9 5 ] 6 7 3 Iy 2 1 B 1
“ 5% @& 14 T 5 2 = 1 & 1 & 1
g 55 13 == 5 ‘o 2 1 & 1 ? 1
¥ 51 12 4 5 #% 2 A 1 1
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48 H 11 & 5 1 2 & 1 9§ 1

Note: Source from twitter.com/GalatasaraySK
As seen in Table 6, Galatasaray SK used 63 different emoji in the second period
of the 2017-2018 season, 115 in the first period of the 2018-2019 season, and 96 in the
second period of the 2018-2019 season. Of these emojis, backhand index pointing right
(n=724), camera with flash & (n=674), o’clock ©@ (n=613), paper clip ¢ (n=312),
and speech balloon ** (198) are the most commonly preferred emojis respectively.

Table 7. Content and numbers of emojis in the tweets of Trabzonspor SK
> > > >

> > =
Ss:rsi?)g/ T §c% 82F 82 % 82 F 325 8gF &g
5§ g§g-& §g~& g~ & g~ & g~ & g~ & g
LL L L L LL LL LL
v 51 @ 2 11 . 9 = 6 = 3 4 1
A 51 17 11 g 8 6 o 3 4> 1
2017-2018 ©®® 44 » 12 @ 11 H 8 & 5 [ 3 1
Season © 28 2 (B u 8 I 4 = 3
2" Period ‘@ 26 € 12 0 4 8 3 2
® 2% T 12 EH 9 & 7 W 3 w 1
70O 2 & 19 4 T 2 2 &5 1
® 59 19 & 19 4 = 2 @ 1 ¢ 1
2018-2019 A 54 | 19 @8 17 4 @ 2 Hy 1 B8 1
Season v 54 # 19 11 4z 4 @ 2 - 1 =y 1
1Period g 33 g 19 @ 6 3 u 2 4 1
o 33 off 19 6 @ 3 % 2 =M 1
23 9 = 5 B 3 & 2 1
74 N ) 7 3 Vr 1 = 1
® 54 @O 20 19 7T B 3 & 1
2018-2019 A 41 20 0 19 # 7 2 1
Season v 41 5 20 @ 13 4 6 4y 2 1
2" Period @® 39 19 B 10 g 4 0w 2 @ 1
@ 303 = 19 7T 9 @ 4 1 J 1
22 #0019 9 @& 4 & 1 1

Note: Source from twitter.com/Trabzonspor
As seen in Table 7, Trabzonspor SK used 39 different emoji in the second period
of the 2017-2018 season, 46 in the first period of the 2018-2019 season, and 43 in the
second period of the 2018-2019 season. Within these periods, the emojis, which are
preferred the most, are o’clock @ (n=151), red triangle pointed down ¥ (n=146), red
triangle pointed down # (n=146), geometric shape ®® (n=83) representing the colors
of the club and soccer ball @& (n=81) respectively.

Discussion

Emojis have a crucial role in the everyday communication that we create using
tools such as smartphones, tablets, and notebooks (Giannoulis & Wilde, 2019). The fact
that 722 emoji sets were officially added to the Unicode Standard 5.2 for the first time
in 2009 has triggered an increase in emoji usage in the social media world. By 2018,
more than 2.700 emojis had been added to Unicode Standard 11.0, and emoji use
increased day by day in parallel with the rapid change of the communication ways on
social networks (Alshenqgeeti, 2016; Barbieri et al., 2016). Bosch Jover & Revilla,
(2018) states that nearly six billion emoji are used every day on social media. According
to a recent study (Emogi Research Team, 2016), almost everyone who is online (92%
of the online population) uses emoji. The findings of the study are parallel with these
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results. The average of the number of emojis that the sports clubs have used per tweet
over the years has increased as seen in Table 2 and reached an average of 1.00 (Xx=1.00)
in the second period of the 2018-2019 season.

It is determined that the emojis within the shares examined within the scope of the
study vary depending on the clubs. Considering the study findings, it is seen that
Galatasaray SK is the team that posted the most tweets. Then, Besiktas SK, Fenerbahce
SK, Trabzonspor SK and Basaksehir FK are ranked respectively. Many social media
platforms impose character restrictions on users when sharing a certain opinion. One of
these social media platforms, Twitter limits its users to just 280 characters to express
themselves. In this case, the fact that emojis are able to have the meaning of a sentence
beyond words in some usages, increase the impact of emotions and thoughts, and make
those which are intended to be expressed more powerful has caused users to prefer
emojis more frequently (Jaeger, S. R., & Ares, 2017; Li et al., 2020). It is found that at
times the clubs want to increase the impact of emotions and thoughts that are meant to
be conveyed by using multiple emoji in one tweet. Accordingly, the fact that Basaksehir
FK, which uses the most emoji in its shares despite posting the least number of tweets,
uses geometric shapes that symbolize the colors of the club can be interpreted as the
club's desire to become a brand through the breakthroughs and successes it has made in
recent years.

Similarly, Trabzonspor SK heavily used geometric shape emojis symbolizing the
club's colors. National and international sports clubs integrate their assets and brands
with their colors (Derbaix & Decrop, 2011). Therefore, the fact that Basaksehir FK and
Trabzonspor SK use the emojis intensively can be evaluated in this context. When the
study data is examined, it is determined that Basaksehir FK, Galatasaray SK, and
Fenerbahce SK used camera emojis intensively. It can be stated that the relevant teams
use camera emoji heavily in training images and photos related to the joys of goals in
live matches. According to the Instagram Industry Report by Simply Measured
(Jackson, 2015), brands use camera emojis the most. Accordingly, the use of the camera
by sports clubs reveals that fan interaction is observed in a professional manner.

When the data of the study are evaluated, it is seen that the sports clubs use emojis
that identify themselves in the tweets they make. For example, it is seen that Galatasaray
SK uses ‘crown’ and ‘lion” emojis more than other emojis. Each of these posts bears
different meanings. Accordingly, the ‘lion’ emoji refers to a lion which is the symbol of
Galatasaray SK, while the ‘crown’ emoji bears the meanings regarding the qualifying
lion as the king of the forests. Likewise, it is determined that Besiktas JK intensively
shared the ‘eagle’ emoji and the ‘trophy’ emoji. Since all of these posts bear the histories
and symbols of the teams, they can be regarded as the attempts of the teams to establish
a warm and exciting communication with the fans.

The studies (Ganster et al., 2012; Rodrigues et al., 2018) show that recipients
attribute greater sentimentality to emoji-added messages and that emojis make people
feel good (Das et al., 2019; Hill, 2016). In this respect, it can be stated that the use of
emoji in social media messages by sports clubs examined in the scope of the study
allows them to establish more sentimental communication with fans. Also, some studies
on emojis (Jaeger et al., 2018; Tian et al., 2017) indicates that the emojis that create
positive connotations, rather than the ones that create negative connotations, are used in
social media shares. The fact that the sports clubs use the emojis that create positive and
neutral connotations in all of their tweets examined within the scope of the study
supports this result.
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The digital structure of new media brings about options such as interactivity and
user-generated content (Lefever, 2012). Its interactive structure and user-controlled
content have caused the boundaries between the new media and the sports sector which
have similar characteristics to become ambiguous and intertwined. Accordingly, emojis,
which gradually increase their position in everyday life, attract the attention of sports
clubs due to the influence of popular culture and are used in many communication
studies. While emojis shared by sports clubs are adopted by fans and consumers as part
of their own culture, this situation is regarded as an element of addressing their emotions
(Kaye., 2015). As they are evaluated from a different point of view, it is possible to say
that emojis are a kind of promotional activity. In this context, clubs using emoji want to
differentiate themselves from their competitors and create a common language with
them.

The findings of this study have to be seen in light of some limitations. The emojis
examined in this study were separated from the tweet texts and counted one by one, and
some inferences were made from the total emojis. Therefore, very rarely, the meanings
of these emojis in their context may differ. The present study examined the emoji usage
patterns and frequency of sports clubs in Turkey specific to Twitter and the data were
collected from Turkish sport clubs only. While the data provided important contribution
for integrated sports marketing communication, these findings cannot be generalized to
all sports clubs. Also known that emojis has a different meaning by different countries
with their cultures. So in future studies, universal qualities of emoji use can be addressed
by including various cultural codes, increasing the number of clubs to be examined on
a national and international basis. In addition, various comparisons can be made among
different countries. In addition to this, different comparisons and inferences can be made
depending on the social media networks by analyzing the content of the posts on Twitter
and other social media networks. All these studies can contribute to the communication
between sports clubs and fans-followers, as well as the fields of marketing
communication in sports and strategic sports communication.

Conclusion

The study found that sports clubs use emojis that create positive and neutral
connotations. Emojis used are heavily determined to be visuals depicting the colors and
symbols of sports clubs. However, it was found that the sports clubs that are the sample
of the study use emojis in almost all of the posts they make on Twitter. This indicates
that the use of emojis in the context of sports clubs' tweets is very important in terms of
direct communication with and transmission of emotions to their fans-followers. As a
result of the study, it was found that emojis, which were proved that they created a new
and common language within the framework of interactive communication with online
consumers via Twitter, which can be viewed as one of the main goals of sports clubs,
are very important and necessary for sports clubs in their marketing communication
works, in creating loyalty, as well as reflecting the feelings and thoughts that are
intended to be conveyed on individuals more effectively.
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