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Abstract 

 

Purpose: Sport is a source of national pride among Filipinos albeit the prevalence of 

certain popular sports such as basketball, boxing and volleyball. Future elite competitiveness in 

any sport derives its source from broad mass based participation and grassroots development.  In 

essence, each sport has its own community of athletes ranging from the lowest to the highest levels 

of competition.  

 One may find various sport clusters who are active on social media. However, current 

limitations of the available social media make it difficult to find these groups much less gather 

them in one  “community”. 

  Therefore, this study aims to determine whether Filipinos will accept or use a new social 

media platform that will fill the gaps of the current social media; by way of creating searchable 

online sport communities that will promote their favored sport(s) and enjoin its athletes and 

coaches nationwide. Furthermore, this study will identify the factors and motivations that will 

improve the propensity to accept the new technology, as well as determine the habits and attitudes 

towards their current social media usage and access to sport information. 

Method: The survey questionnaire used is quantitative-descriptive in design and was the 

main tool for data gathering.  The respondents comprised of two hundred (200) active social media 

users from among athletes, coaches and sport followers from the universities along the University 

Belt (National University, San Beda College, Centro Escolar University etc.). Review of related 

literature included scholarly articles, journals and publications from the fields of behavioral 

science, sociology and sport management.  

Conclusion: The profiles of the group comprised mostly of athletes and coaches across 17 

sport disciplines and who have played in the Palarong Pambansa or higher.  The biggest age group 

is among the 18 to 24 years old.  Two to four hours are the average time spent on the internet, with 

FaceBook and Instagram as the top 2 most popular social media sites used.  Interestingly, the 

respondents surf the internet for sports news and follow other sports such as basketball, volleyball 

and football.  The results revealed that 94% of the respondents will probably or definitely use a 

new social media platform that will enjoin athletes, coaches and followers of their sport. Some of 

the factors cited were the needs for enhanced social interaction, cooperation and as a source of 

updated sport information and blogs. 
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Introduction 

 

Sport is a source of national pride among Filipinos. As in the Philippines, the goals of any 

country’s sports development program are to improve the wellbeing and health of its citizens; by 

encouraging the widest breadth of sport participation that will lead towards increasing levels of 

elite competitiveness for the talented few. In essence, each sport played bears its own community 

of athletes, engaging in the lowest to the highest levels of sports activity.  

The need for increased human interaction, especially in today’s complex and globalized 

society, has contributed to the invention and popularity of social media. Social media is any “online 

content created by people using highly accessible publishing technologies” and has enabled people 

to digitally communicate, discover, transact and network – giving rise to virtual communities and 

online marketplace, among others.  

Filipinos are among the highest users of social media and the internet. Every 4 out of 10 

Filipinos are already connected to the internet either via mobile devices or computers (Isles, 2014). 

In the ASEAN region, the Philippines ranked first in most number of hours spent on the internet 

at 6.2 hours a day. It was also observed that Filipinos average 4.3 hours a day engaging in various 

social media activities. Facebook and Facebook Messenger are the top 2 active social media 

accounts in the country with over 34 million Filipino users (WeAreSocial.sg, 2015). 

Given the universal appeal of sports, the use of social media equally bodes well. Within  

the sports communities, social media is used as a means for athletes, coaches and sports teams to 

interact with their fans (http://www.sportsnetworker.com/, 2012). The common modes of 

communication and information acquisition in sports are through websites or via social media 

platforms. Social media is also used for promoting one’s sports identity, whether a sports brand, 

team or individual.  

Despite the prevalence and advantages of social media, there exist inadequacies such as 

lack of updated information, limited posting of data e.g. Twitter and imposition of fees to upgrade 

one’s web profile (www.succeedsocially.com, 2016). Though local sports individuals and 

organizations may have their own websites, many of these sites are also not updated or lack 

content. Alternately, sports entities have social media accounts such as Facebook, Instragram and 

Twitter. Yet these sites are not easily searchable unless one knows the exact name used by the 

sports entities.  

The abovementioned issues prevent the sports community from fully exploiting the 

potential of social media and  necessitate finding alternative solutions. The researchers propose 

the creation of a social media platform that will address these gaps and inadequacies found across 

numerous Philippine-based sports. As such, the site can potentially be of great social influence to 

the development of the sporting communities nationwide. 

 

 

Significance of the study 

 

To date, there has been little or no research that identifies the habits and attitudes of sports 

communities or followers towards social media usage and access to sports information. 

Furthermore, this study aims to determine whether Filipino sports communities and fans will 

accept or adopt a new digital platform that will deliver perceived benefits better than the current 

social media; by way of creating searchable online sports communities that will feature their 

favored sport(s) and enjoin its athletes and coaches nationwide to provide content.  
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Furthermore, this study hopes to broaden interest towards developing online social media 

platforms that will serve not only sports communities, but also similar social groups in using digital 

technology to enhance relevance, meaningful connectivity and advocacy within their respective 

domain. 

 

 

Methodology 

 

The researchers developed a prototype of the proposed social media platform, features of 

which were adapted and enhanced from existing local social media of other online communities 

such as entertainment and hobby groups. After encoding the initial content for 20 or so sports, the 

researchers showed and explained the site to the would-be respondents in order to provide them 

the proper context prior to answering the survey. 

The survey questionnaire used is quantitative-descriptive in design and was the main tool 

for data gathering. The sample size consists of two hundred (200) social media users from among 

athletes, coaches and sports followers from selected universities along the University Belt in 

Manila e.g. National University, San Beda College, Centro Escolar University etc. The 

respondents came from a combination of team and individual sports and most have played at the 

National Games level. The researchers did not discriminate between mobile internet users and PC 

internet users.  

The questionnaire was divided into three main parts. The first part asked about the 

respondents’ basic demographics and their particular athletic background. The second part looked 

into their online and social media habits, including their sources for acquiring sports information. 

The last part of the survey entailed inquiry into whether or not the said respondents will adopt the 

proposed social media platform and their motivations for doing or not doing so.  

Simple analytical methods were used to interpret and tally the data. Numerical ratios and 

means of the answers were derived and segregated among age groups as needed. The qualitative 

responses were tallied according to similar themes and ranked according to number of mentions.  

 

 

Findings and Discussion 

 

The profile of the respondents is comprised mostly of athletes and coaches across 17 sport 

disciplines and who have played in the National Games or higher. The tables below illustrate the 

online usage habits, the common sources of sports information, as well as the acceptability of the 

proposed social media platform among the sport-based respondents surveyed. 
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Table 1. Percentage of respondents by age group on time spent on social media activities 

per day (n=200)  

 
                    *Legend: color or bar gradient from highest to lowest 

 

Table 1 shows the percentage of respondents by age group vis-à-vis time spent online for 

social media activities. It revealed that the respondents averaged 2 to 4 hours online, compared to 

the national average of 4.3 hours a day (WeAreSocial.sg, 2015). The under 18 years old age group 

until the 24 years old age group spent the most hours on social media activities; upwards of more 

than 1 hour a day to more than 4 hours a day. This trend declines towards the higher age groups. 

Nevertheless, the data reveals that the respondents, which represent a sample size of the Filipino 

sports communities, are highly engaged online.  

 

Table 2. Percentage of most common online sources of sports information by age group 

(n=175) 

  
          *Legend: color or bar gradient from highest to lowest 

 

For Table 2, the researchers first asked whether the respondents access sports information 

online. Out of the 200 respondents, 25 or 14.28% answered in the negative, preferring to acquire 

their sports news through traditional media such as newspapers, radio or television. Therefore, 

Table 2 pertains only to those who go online to acquire sports news or information. Facebook 

ranks first at 27.14%, followed closely by Instagram then Twitter as the most common sources of 

sports information. Facebook ranks highest in the oldest age group of 35 years old and above at 

nearly 37%, considering that Facebook was among the first and most popular social media 

globally. Though placed as the 4th most commonly used social media, Snapchat still figures 

significantly especially for the 34 years old age group and below.  

 

In the “Other” category, the various answers were in the single digits, starting at 3 mentions 

each for Rappler.com, WeChat and Viber. At 2 mentions each were Spin.ph, Philippine Star and 

Age group
1 hour or 

less

1 to 2 

hours

2 to 4 

hours 

4 hours 

above

Under	18	years	old 6.35% 26.98% 42.86% 23.81%

18	-	24	years	old 6.41% 23.08% 37.18% 33.33%

25	-	34	years	old 28.13% 37.50% 21.88% 12.50%

35	years	old	&	above 48.15% 29.63% 11.11% 11.11%

Average 15.50% 27.50% 33.00% 24.00%

Age group Facebook Instagram Twitter Snapchat Other

Under	18	years	old 23.81% 24.76% 20.00% 15.24% 16.19%

18	-	24	years	old 25.00% 23.61% 22.22% 17.13% 12.04%

25	-	34	years	old 23.00% 23.00% 23.00% 18.00% 13.00%

35	years	old	&	above 36.73% 22.45% 18.37% 10.20% 12.24%

Average 27.14% 23.46% 20.90% 15.14% 13.37%
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Philippine Inquirer. Other network and newspaper websites such as GMA Network, Manila 

Bulletin and the like had one mention each.  

The data reveals a huge propensity towards using social media as the go-to source for sports 

information. Since digital news websites have their own social media pages and make their 

information shareable, they are able to promote their links visibly across various social media. In 

addition, friends and family may share news links and posts for others to read, thus eliminating the 

need to go the digital news websites per se for many of the online surfers. 

 

Table 3. Percentage of responses towards usage of proposed social media platform for 

sports (n=200) 

 

 
                                  *Legend: color or bar gradient from highest to lowest 

 

 After the prototype social media platform for sports was explained and shown, the 

respondents were asked whether they would definitely use, maybe use or not use the said site; and, 

to cite their reasons for saying so. Table 3 reveals that across all age groups, an average of 66.81% 

said that they will definitely use the site, 25% were unsure or “maybe” while 9% will not use it. 

The highest non-users came from the 35 years old and above age group at 20%.  

Table 4 lists the qualitative responses grouped into similar themes and number of mentions. 

For those who answered “Definitely Yes”, they see the platform as possibly a means to provide 

fast and reliable communication, better than the current social media. It was also potentially seen 

as a way to promote themselves and derive more information about their sport, their athletic career 

or about their school events. 

For those who answered “Maybe”, the respondents mentioned certain requisites before 

considering the new social media for sports e.g. deliver better self-promotion or better access to 

information - elements similar to those who answered “Definitely Yes”. But topping the list of 

reasons under “Maybe” is the skepticism that the new social media might subject them to prejudice 

or unnecessary scrutiny, which garnered 16 mentions. 

For the respondents of “Definitely Yes” and “Maybe”, having a similar or new social media 

platform for sports seems like a novel idea worth trying. However, the respondents who answered 

“No” deemed the same novel social media as redundant. Some of the reasons for “Maybe” and 

“No” point to the need for prior affirmation or approval from their superiors such as coaches and 

federations officers. This bespeaks of the authoritarian undertones that exist in some athletic 

organizations especially those with younger athletes. To have the site free-of-charge also seems to 

be a factor to some respondents. 

  

Age group
Definitely 

Yes
Maybe No

Under	18	years	old 65.22% 26.09% 8.70%

18	-	24	years	old 64.76% 33.33% 1.90%

25	-	34	years	old 70.59% 26.47% 2.94%

35	years	old	&	above 66.67% 13.33% 20.00%

Average 66.81% 24.81% 8.39%
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Table 4. List of qualitative responses, in relation to Table 3 (n=200) 

 
* Legend: color gradient from highest to lowest number of mentions. Similar colors indicate similar 

themes 

  

 

Should the requisites of the “Maybe” respondents be satisfied, then acceptability towards 

the new social media for sports may improve to at least 91% across all age groups, but as much as 

97% for the age groups between 18 to 34 years old. 

The favorable results of the foregoing survey seem to corroborate other studies pertaining 

to social media usage and information acquisition in general. First, majority of social media users 

have similar habits of going online, that is, to enable them to communicate with the multiple 

individuals as well as derive information (Coakley, 2009, Lee et al. 2013, Clavio and Frederick, 

2013). Second, Brown et al. (2015) postulates that social media users adhere to a certain number 

of social media accounts for the perceived availability of information through those accounts. 

Third, Coakley (2009) cites peer influence as a key factor towards using certain social media. 

This explains the relative high acceptance of the respondents to the proposed social media 

for sports because of these similar perceived benefits. Despite the existence and use of current 

social media, the sport respondents were drawn to other features of the proposed site which 

included having their own web page and a means to capture all their social media accounts and 

news links within – thus satisfying their need for self-promotion. Given the fact that information 

at their respective sports organization websites are not updated, content will not be an issue for the 

proposed site as these will be uploaded by the users themselves.  

Having such a site where there will be access to information regarding sports and details 

about the athletes can help increase fan interest and fan engagement. Clavio and Frederick (2013) 

cite that engaged fans will actively promote their favored athletes, sports teams and events. They 

further propose that the necessary digital infrastructure whereby fans can share information and 

interact among fans and teams should be supported. 
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Conclusion and Recommendation 

 

Sports individuals use existing social media as a means for self-promotion and acquiring 

information. Though the survey conducted was limited in sample size and scope, the results 

nonetheless show a relative high acceptance of Filipinos towards a new social media platform 

where one may find accessible and up-to-date sports information and opportunities to interact with 

sports communities and fans. Given that Filipinos are highly engaged online and open to new 

social media that will provide these desired benefits are encouraging signs indeed.  

 

To market the new social media platform, it is necessary to educate and highlight to would-

be users such as athletes, coaches and sports organizations the desirable features of the site, which 

include but is not limited to: free sign up or membership, capability to set up their own web page 

within the site, links to their social media accounts and many more. To encourage inclusiveness, 

care should be exercised to keep the site apolitical. Lastly, ensure that the necessary digital 

infrastructure to support the site and its deliverables will be in place. 

 

Social media has saturated many aspects of society and continues to evolve in its use and 

relevance. For the Philippine sports communities and other similar social groups that are wanting 

of connectivity and self-promotion, the researchers encourage longitudinal studies to determine 

the lasting social impacts that the new social media will bring.  
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