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ABSTRACT
The aim of the study is to identify, and present the CSR practices
that have been, and are also currently being implemented by
football clubs in the era of the Covid-19 pandemic. Moreover, it
also strives to assess the impact of these practices on media
coverage. The results of the research show that among the posts
published by ZagłeRbie Sosnowiec on social media platforms, such
as their official Facebook profile, and the posts about the results
of the matches, tend to achieve the greatest reach. However, on
the contrary, posts presenting the ongoing CSR initiatives for the
local community come tend to take a backseat, and are consid-
ered to be secondary. Furthermore, when it comes to other posts
that are related to sports activities or personalities (footballers’
birthdays, match previews and information about sponsors), their
reach does not tend to differ. From an empirical point of view,
this study proves that CSR activities are an imperative element of
building relationships with the club’s stakeholders.
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1. Introduction

The coronavirus pandemic has contributed towards many changes in the way busi-
nesses operate across all the industries, on a local, national as well as global level. In
March 2020, football games were suspended all around the world. It is also true, how-
ever, that some countries, despite the first wave of coronavirus rampaging the world,
decided to continue their meetings. These countries included Belarus, Burundi and
Tajikistan. These football leagues, though, are not considered to be prestigious in
nature, and the teams in these countries do not usually achieve spectacular financial
or athletic success. The low prestige of these games is evidenced by, among others,
the lack of regular performances by their representatives in international competi-
tions. Moreover, none of the clubs from Belarus, Burundi and Tajikistan have been
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amid the top 20 football clubs, in terms of the revenues that they generate
(Deloitte, 2020).

Nowadays, sports clubs are usually equated with sports enterprises, and their man-
agement is considered to be a very niche and specific branch of management. It
should be emphasized here that there are several important characteristics that distin-
guish sport management, as an atypical management category. For instance, firstly,
the recipients need to maintain strong emotional ties with their suppliers (Walker &
Heere, 2011). Therefore, it is because of these ties that the fans are compelled to
travel thousands of kilometres to support their favourite teams. This emotional
dependence is what has caused the development and establishment of the sports
events tourism industry (Hadzik et al., 2015; Malchrowicz-Mo�sko, 2015). Another dif-
ference from traditional management practices is the exceptionally dynamic changes
in the sports and media environment (Parganas et al., 2017), especially within the
social media circles, that enables the initiation and sstrengthening of the relationships
with fans (Vallerand et al., 2008). Thus, managing a sports club is a different from
managing a business. However, in this case, a sound business ethic and impeccable
business practice might not necessarily give the expected results in sports enterprises.
In this regard, the specificity of the sport poses several challenges for managers, and
implies the need to create a relevant action strategy (Kubiczek & Pietrzyk, 2020).
Therefore, the analysis of the largest sports clubs shows that corporate social respon-
sibility (CSR) is more often a very important aspect of their activities, which will help
strengthen the relationship with the fans even more (Dimitropoulos &
Vrondou, 2015).

For several years, an increase in the scientific publications regarding the role of
CSR in sports has been observed. Despite the fact that many authors (Filiz€oz & Fişne,
2011; Kihl et al., 2014, 2014) have emphasized on the the essence of applying a prac-
tical approach in the CSR research, there are still a limited number of publications
addressing the issue of the role of corporate social responsibility, in sport manage-
ment. Moreover, unfortunately, the outbreak of the coronavirus pandemic has wid-
ened this research gap. This identified research gap can be described as a result of
the insufficient number of scientific studies that have been able to address the issue
of CSR from a micro perspective, particularly in the context of the impact of the cor-
onavirus outbreak on sports club’s management.

The aim of this particular study is to recognise and present the CSR practices that
are implemented by sports clubs, particularly in the era of the Covid-19 pandemic.
Moreover, it is also aimed towards assessing the impact of these activities, on the
sports clubs’ media coverage. This study specifically concerns a club with one of the
longest traditions in Polish football, and is the largest in the region of ZagłeRbie
Dąbrowskie. – ZagłeRbie Sosnowiec. In this context, in order to help achieve the
assumed goal, the following research questions have been focused upon in this
research: What CSR initiatives have ZagłeRbie Sosnowiec undertaken during the
Covid-19 pandemic? What reach have the CSR-related posts generated? Does the
reach of the posts differ significantly depending on the category that they belong to?

Keeping these research questions in mind, the paper is organized as follows. The
first part presents an overview of the literature that is based on the concept of
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corporate social responsibility. There has been a particular emphasis on how to
implement CSR in sports, as an element of strategy that focuses on building and pro-
moting the image of a sports club. The second part describes the methodology that
has been used in the study. The third fragment presents the results of the research
that is based on the CSR initiatives undertaken by ZagłeRbie Sosnowiec during the
pandemic. Lastly, the study ends with the discussion and conclusions surrounding the
elements of the research.

2. Literature review

It is commonly believed that a company’s success depends on its relationship with
the environment that it nurtures (Freeman & Miles, 2002). The most important stake-
holder of any organization is believed to be the consumer (Stawicka, 2016). The con-
temporary consumer is now increasingly aware and demanding of their choices and
liking (Maciejewski, 2015). Growing consumer awareness means that organizations
have to think about the activities that they undertake, and attach great importance to
making these initiatives socially responsible and acceptable as well (Abdeen et al.,
2016; Lii et al., 2013; Pomering & Dolnicar, 2009). If stakeholders are well aware of
CSR, a company’s CSR initiatives could result in financial gains for the company,
whilst making sure that its image is maintained as well (Rhou et al., 2016; Su et al.,
2021; Su et al., 2021).

CSR, as a concept, comes down, not only to the description of the relationship
between business and the community (stakeholders), but it also means going beyond
the classic economic activity of a company (Keinert, 2008; Newell, 2005). In addition
to this, the implementation of these initiatives that are proposed by organizations is
also expected by stakeholders in an effective, efficient and sincere manner (Kubiczek
& Kantor, 2020; Maon et al., 2009; Park et al., 2014). Corporate social responsibility
is a concept according to which an enterprise should not only generate profits, but
also enhance the welfare that it spreads in the society (Blomstrom & Davis, 1975;
Kim et al., 2017).

Due to the multitude of approaches and definitions that have been presented in
the extant literature, it becomes important to precisely define CSR in the context of
the discipline that has been taken into consideration. Therefore, in this study, CSR
will be understood, as defined by (Dahlsrud, 2008; Marsden, 2001): “Corporate social
responsibility is about the core behaviour of companies and responsibility for their
total impact on the societies in which they operate. CSR is not an optional add-on
nor is it an act of philanthropy. A socially responsible corporation is one that runs a
profitable business that takes account of all the positive and negative environmental,
social and economic effects it has on society”.

The active involvement in CSR initiatives brings tangible benefits to an organiza-
tion, and it happens to have a positive impact on its subsequent activities (Secchi,
2007). In this regard, (Maciejewski, 2015) emphasizes that organizations tend to stop
perceiving the consumer only as the recipient of their products, and begin to perceive
them as a "part of the socio-cultural tissue". Therefore, when such concepts and defi-
nitions are taken into account, the CSR initiatives strengthen the relationship between
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the consumers and the business, as well as the customers’ confidence and loyalty
towards the business (Abdeen et al., 2016; Castaldo et al., 2009; Du et al., 2011;
Porter & Kramer, 2006; Ranaweera & Prabhu, 2003). In addition to this, (Walker &
Heere, 2011) also treat CSR as an important factor in building an organization’s repu-
tation. CSR that is focused upon the activities outside the organization, tend to
strengthen its prestige (Farooq et al., 2017).

Typically, CSR activities and initiatives form the foundation of modern business
strategies that focus on concepts such as transparency, responsiveness and the
accountability of operations (Abdeen et al., 2016). In the football industry, the image
of a team is the basis for fundraising, regardless of the source where it is coming
from. The role of the relationship between sports and community has especially been
emphasized by some researchers (Schulenkorf et al., 2016). In this regard, research by
(Kubiczek & Kantor, 2020) shows that the true essence of the enterprise is the appro-
priate provision of information that is based on CSR activities. Moreover, communi-
cating about CSR activities also plays a critical role in professional sport, as it
displays an organizations intentions towards the greater good of the community as
well (Sheth & Babiak, 2010).

Sports consumers are emotionally attached to sports clubs, and are thus involved
in sports events in an active manner (Walker & Heere, 2011). Considering CSR as
one of the most important strategy dimensions is the foundation of modern sports
club management (Sheth & Babiak, 2010). CSR has evolved as an important area of
activity for sports corporations primarily because of the increased recognition that
they receive in terms of their ability to deal with key societal issues that exist around
the world (Walters & Tacon, 2010). This is the reason why professional sport teams
are increasingly engaging in activities that target community development agendas
(Rowe et al., 2019). Furthermore, corporate community initiatives (CCI) have also
become an important dimension of corporate social responsibility, particularly in the
sports industry (Kihl et al., 2014), and the undertaken CCIs are usually consistent
with the competencies of the initiators (Hess et al., 2002; Zappal�a & Arli, 2010).
Therefore, in the past years, sports clubs have been actively involved in supporting
communities, in hopes of creating a positive social impact and maintaining a progres-
sive image of the organization as well (Godfrey, 2009).

It is noteworthy that there is no particular methodology that professional sport
managers may use, in order to support a community. This is because the needs of
each community differ from time to time (Carrol, 1979). In this context, strong rela-
tionships with local communities help to understand their specific needs and expecta-
tions, in a better manner (Babiak & Wolfe, 2006). Keeping these intricacies in mind,
considerations regarding the use of CSR initiatives in sport come down to the ana-
lysis of case studies and presentations of those clubs and organizations that have been
successful in these endeavours. It is assumed that the analogous adoption by other
clubs may also bring similar success (Filiz€oz & Fişne, 2011). In addition to this, (Kihl
et al., 2014) emphasized on the role of the empirical description of CSR initiatives as
a critical aspect that is required for sport management. Studies on CSR that has been
initiated by the sports industry mostly concern, among other sports, football
(Breitbarth & Harris, 2008)and American football (Babiak & Wolfe, 2006). In this
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regard, in their study, (Kubiczek & Kantor, 2020) present CSR practices that were
undertaken by sports clubs in Poland before the outbreak of the COVID-
19 pandemic.

The outbreak of the Covid-19 pandemic has had a negative impact on the financial
situation of several enterprises, regardless of the sector that they belong to (Rizvi
et al., 2020; Umar et al., 2021; Umar, Su et al., 2021). Nonetheless, (He & Harris,
2020) believe that the Covid-19 pandemic has also created opportunities for busi-
nesses to successfully implement CSR initiatives that will benefit the local community
immensely. During the pandemic era, entrepreneurs have taken several different
measures to mitigate the effects of the pandemic (Marom & Lussier, 2020). In this
context, (Kantor & Kubiczek, 2021) observed that in Poland, one of the solutions for
the lockdown of cultural institutions revolved around the activities that were under-
taken for the benefit of the local community. The initiators of these activities were
mainly the employees of these institutions. This observation has also been confirmed
by the research results of another study. Moreover, (Mirza et al., 2020; Mirza et al.,
2020; Yarovaya et al., 2021) found that human capital is the foundation of effective
activity, particularly during the pandemic era.

3. Methodology of research

When taking into account the dynamic situation that is related to the Covid-19 pan-
demic, the popularization of the topic related to the operation of sports clubs for the
local community is particularly an important one. For this purpose, in this specific
study, the process of answering the research questions that were formulated was
based on a case study analysis related to statistical inference. The choice of the case
study was strongly related to the specificity of the method, and its adaptation to the
current situation. Therefore, this method is aimed at discovering the uniqueness and
complexity of a single case (Mizerek, 2017). Discovering the presence of a certain
phenomenon in one sports club may provide a basis for repeating the study in other
clubs as well.

The subject of this research is a football club playing at the second level of the
Polish league (Fortuna 1 Liga) – ZagłeRbie Sosnowiec. The object of the research is the
CSR policy conducted by this club in the era of the pandemic. Based on the data
obtained from the club, the characteristics of social posts published on the social
media channels pertaining to the club were thus determined.

The first stage of the research was an exploratory review of the activities of
ZagłeRbie Sosnowiec, during the suspension of the football games. For this purpose, as
many as 50 posts were analysed and divided into 5 thematic groups:

1. CSR (COVID-19),
2. Birthdays of footballers,
3. Match previews,
4. Match results,
5. Information about the sponsors.
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From each of the categories identified, the last 10 posts on the topic (from
October 2020) were selected. On this basis, the research hypotheses were defined and
verified in relation to two approaches. In the first attempt, the last 10 posts were
treated as the population of those posts, thus the descriptive statistics were referred to
for the intergroup comparison. In the second attempt, the relevant posts were treated
as a sample that was selected due to the criterion of time as a random variable.
Therefore, the range fluctuations provided some randomness as a range-shaping fac-
tor. It should be emphasized here that the reach of the post may be significantly
greater depending on the type of post that is put forth. The comparison of the distri-
bution of ranges, in relation to the k-th factor (k¼ 1, 2, 3, 4, 5) was then carried out
by using the Kruskal-Wallis test (Kruskal & Wallis, 1952). For this purpose, the sig-
nificance level was set at 0.05. The hypotheses were formulated as follows:

H0 : F1 ¼ F2 ¼ . . . ¼ Fk The k population distrbutions are identicalð Þ,

H1 : 9i, j 2 1, . . . , kf g Fi 6¼ Fj at least two of the i population distrbutions differð Þ:

If these differences turned out to be statistically significant, then the pairs of the
ranges were put to a comparison for a given factor. For this purpose, the Mann-
Whitney U-test was put to use, and the hypotheses for 8i, j 2 {1,… , k} �i 6¼ j were
as follows (Mann & Whitney, 1947):

H0 : m pð Þi ¼ m pð Þj,

H1 : m pð Þi 6¼ m pð Þj,

Where m pð Þi, m pð Þj are respectively the average rank for the reach of posts in the
i-th and j-th thematic groups.

4. Results

4.1. Activities of ZagłeRbie Sosnowiec during the pandemic

When taking into consideration the activities of the ZagłeRbie Sosnowiec into consid-
eration, the PZPN board decided to suspend the football matches as of March 13,
2020 (PZPN, 2020). On the following day (March 14, 2020), ZagłeRbie Sosnowiec club
came forth and supported the international campaign urging people to stay at home
to save themselves from the Covid-19 virus. The hashtags for this particular campaign
included slogans such as #stayhome/#stayathome (pol. #zosta�nwdomu), which were
aimed towards encouraging fans not to leave their homes unnecessarily. The first step
of this particular action was to share a photo with the appeal on the social media
platforms that were representing the club (Figure 1).

On March 15, 2020, a decision was made to suspend the training sessions of the
team, in order to minimize the risk of spreading the virus among the footballers and
fans who came to see them. Moreover, as part of the "ZOSTA�NWDOMU" campaign,
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the players, together with the club’s employees, sent in their photos showing how
they were spending their free time at home, with family. The club, however, faced an
important challenge – to encourage the fans to stay at home as well. In order to do
this, an initiative was created to post the photos of players who are considered to be
the leaders in the fan community. For this purpose, one of the most prominent fig-
ures who was to encourage fans to stay at home was the club’s alumnus – Dawid
Ryndak (Figure 2).

Figure 2. Lockdown period at footballers’ home.
source: ZagłeRbie Sosnowiec – official fan page

Figure 1. #Stayhome post.
source: ZagłeRbie Sosnowiec – official fan page
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It was observed that ZagłeRbie Sosnowiec used the motto "Be like our footballer
Dawid Ryndak and stay at home". It is noteworthy that Dawid Ryndak is an import-
ant figure for the fans who support the ZagłeRbie Sosnowiec club, and the footballers
of Włodzimierz Mazur football academy. Moreover, Dawid Ryndak is one of the few
players who strongly identify with the club’s fans. He is also one of the first team
players to have belonged to ZagłeRbie Sosnowiec.

Moving on, the club undertook activities to promote the health prophylaxis of the
fans. For this purpose, ZagłeRbie Sosnowiec creatively presented the method to wash
hands, while also singing the club’s anthem alongside (Figure 3). The graphic form of
these instructions attracted the attention of fans, and the great reach of the post
resulted in numerous comments and shares from the fans.

Moreover, during the onset of the pandemic, an initiative was also undertaken in
collaboration with an organization known as “Eat Lovers” (a dietary catering and
boxed diets company). The company, together with ZagłeRbie Sosnowiec, jointly pre-
pared a promotional offer to encourage people to stay at home. Due to this collabor-
ation, fans could order meals online, and thus reduce the risk of a direct contact with

Figure 3. Hand washing diagram.
Source: ZagłeRbie Sosnowiec - official fan page
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a sick person. The post illustrating the beginning of this cooperation has been pre-
sented in Figure 4.

Moreover, a foundation initiative was also undertaken by ZagłeRbie Sosnowiec fans
who decided to support the local health services. In this regard, it was observed that
the fans contacted the representatives of the medical staff of Sosnowiec City Hospital
and delivered the indicated products, including cleaning agents, mineral water and
anti-virus agents (Figure 5).

Moreover, the first wave of the pandemic in 2020 also coincided with Easter. At
this particular point in time, sports clubs usually tend to pay attention to the intensi-
fication of socially responsible activities. However, the pandemic meant that this time
such projects and actions were not as linear and simple to perform, since social dis-
tancing was to be taken into consideration. Therefore, to combat this, the representa-
tives of the club, along with some of their loyal fans, took it upon themselves to wear
personal protective equipment and visit other fans residences to them sought after
club souvenirs. In this scenario, the choice of community welfare and service was
shifted on to the fans who displayed excellent attendance for years and strongly iden-
tified with the region as well. Among these people was an ardent fan, Jerzy
Włodarczyk, who is considered to be an icon in the fan community for this particular
club. In addition to this, the delegation also visited the former players, and a video
report was published on the social media fan page of ZagłeRbie Sosnowiec (Figure 6).

Moreover, in order to take care of its stakeholders, ZagłeRbie Sosnowiec also organ-
ized two special campaigns that brought in relatively high benefits to the medical

Figure 4. Commencement of cooperation between ZagłeRbie Sosnowiec and Eat Lovers.
Source: ZagłeRbie Sosnowiec – official fan page
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Figure 5. Help for the hospital in Sosnowiec.
Source: ZagłeRbie Sosnowiec – official fan page

Figure 6. Video report from visiting fans.
Source: ZagłeRbie Sosnowiec – official fan page

2082 T. LI ET AL.



community. The first one of these was carried out in collaboration with the club’s
sponsors – C.H. Plejada Sosnowiec and Eat Lovers. This joint action was primar-
ily intended towards raising the spirits of the local community. For this purpose,
the football players, and the employees of ZagłeRbie Sosnowiec club took part in
the #willbebetter (pol. #beRdziedobrze) initiative. They posed alongside alcoholic
bars, a popular hangout spot for avid football fans, to encourage fans to be more
optimistic about the grim situation that was unfolding throughout the world
(Figure 7).

The second social activity was carried out in partnership with Eat Lovers (Plejada,
Eat Lovers). The main aim of this particular activity was to deliver food items to the
Specialist Hospital in Chorz�ow, and the Provincial Hospital in Tychy. The company,
Eat Lovers, was responsible for the logistics part of the project. Using, among others,
special thermal containers and cars adapted for food transport, they were responsible
for providing meals of appropriate quality in a non-contact delivery setting, to the
hospital establishments. The food itself was purchased by C.H. Plejada, from the res-
taurants that operated within the gallery (including Thai Express).

Apart from the aforementioned activities, ZagłeRbie Sosnowiec also carried out a
number of initiatives related to the slogan “ZagłeRbie Sosnowiec vs COVID-19". The
first part of the initiative was the auction of a T-shirt belonging to the team’s coach
at the time – Dariusz Dudek (Figure 8). It has been reported that the entire auction
amount was transferred towards the purchase of funds for the hospital. The T-shirt
was sold for PLN 1666.

Figure 7. Joint action with the Plejada.
Source: ZagłeRbie Sosnowiec - official fan page

ECONOMIC RESEARCH-EKONOMSKA ISTRAŽIVANJA 2083



The second stage of the campaign was the sale of "virtual" tickets, for the "ZagłeRbie
vs COVID-19" match. Although the virtual tickets did not entitle anyone to enter the
stadium, they were, however, considered to be a symbolic payment that was donated
by fans to help the health services and professionals in combating the virus. When
making a payment, a fan would receive a "virtual ticket" at his e-mail address, which
confirmed his participation in the "ZagłeRbie vs COVID-19" match. Moreover, the fans
were also given an option to share the personal ticket on their social media platforms,
so as to display their loyalty towards the club. These Action-related posts have been
presented in Figure 9.

It was observed that despite the Covid-19 pandemic and its severity in terms of
the fear and uncertainty of the quality of life, several hundred fans purchased virtual
tickets to be able to join the action. The cost of the ticket was either a payment of
PLN 10 (although it was possible to purchase more than one ticket) or a voluntary
payment of any other amount into the account. The sale of tickets for the "ZagłeRbie
vs COVID-19”match, and the coach’s T-shirt were sold for a total of PLN 5,040.02.
Surprisingly, this sum of money is one of the record rebounds in the history of
ZagłeRbie Sosnowiec’s club.

4.2. Range analysis

In order to find out if a certain type of a post affects the reach to the target audience,
5 categories have been distinguished:

Figure 8. Auction of Dariusz Dudek’s T-shirt.
Source: ZagłeRbie Sosnowiec – official fan page.
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Figure 9. (a) announcement of the match "ZagłeRbie vs Covid-19", (b) result of the match ZagłeRbie
vs Covid-19 ".
Source: ZagłeRbie Sosnowiec – official fan page.
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1. CSR (COVID-19),
2. Birthdays of footballers,
3. Match previews,
4. Match results,
5. Information about sponsors.

Such a division has been determined by the observation that the posts pertaining
to such categories are the most frequently and regularly published types of posts on
the official social media fan pages of ZagłeRbie Sosnowiec. For this purpose, the data
concerning the last 10 posts has been separated in accordance with the adopted meth-
odology, and is presented in Table 1. The visual representation of the distribution is
shown in Figure 10.

Following the first approach which pertains to treating a set of 10 posts as a popu-
lation, it should be noted that on average, the greatest reach is achieved by posts
which contain the match results. It should also be noted that the second place in
terms of post popularity and reach is undertaken by the CSR-related posts. Moreover,
it has been observed that these two categories of posts differ significantly from the
rest of the categories that have been included in the mix (match previews, birthdays
of footballers and information about sponsors).

Visualizing the level of reach in Figure 10 has allowed us to assume that the CSR
and match results posts have, on average, greater reach than the other types of posts
that have been identified. Therefore, according to the second approach considered,
this supposition was checked by using the Kruskal-Wallis test. Based on the calculated
values of the KW test, the null hypothesis should thus be rejected. This means that
the distributions in these samples are not identical in nature. The next step for us
was then to determine the differences in the medians across the pairs of the post cat-
egories that have been identified. The results of these have been presented in Table 2.

Based on the U-Mann-Whitney tests for the pairs of posts, it should be stated that
the posts pertaining to the match results significantly differentiate the average range
as compared to the other categories, such as the information about sponsors match
previews and the birthdays of footballers. Moreover, it can be observed that the posts
from the CSR (COVID-19) category significantly differ, at a significance level of 0.1,
especially in comparison to the posts related to information about sponsors, match

Table 1. The reach of posts on the official ZagłeRbie Sosnowiec profile on Facebook.
Post CSR (COVID-19) Birthdays of footballers Match previews Match results Information about sponsors

1 13 420 8067 6032 20532 7531
2 14 449 6852 5542 22791 6706
3 18 830 9604 10498 17323 15396
4 7 558 7620 7251 24698 4417
5 10 573 14704 8519 17349 7070
6 37 157 7275 8705 21111 8924
7 10 357 7572 9416 28985 3666
8 43 215 8939 8452 17876 2847
9 13 308 7922 13120 35468 6647
10 7 259 10287 6712 21093 8591
Average 17 613 8884 8425 22723 7180
Median 13 364 7 995 8 486 21 102 6 888

Source: own study based on the official ZagłeRbie Sosnowiec Fan page.
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previews and the birthdays of footballers. The average coverage in the categories of
information about sponsors, match previews and birthdays of footballers does not sig-
nificantly differ when it comes to the statistics of these variables.

5. Conclusion and policy implications

Apart from ZagłeRbie Sosnowiec, many other clubs in Poland, including Mied�z
Legnica, Stomil Olsztyn, and Radomiak Radom have chosen pro-social activities that
have been aimed towards helping communities affected by the novel coronavirus
(1liga.org). It is noteworthy that in the absence of physical matches, it has been par-
ticularly imperative to maintain and shape the relationships with the club’s fans.
Activities in the field of social responsibility have not only allowed for effective rela-
tionship management, but also tend to go beyond the traditional sports activities.

From the point of view of running a business, one of the advantages of undertak-
ing initiatives in the field of corporate social responsibility, is the increase in the
media coverage. In this regard, ZagłeRbie Sosnowiec undertook a number of pro-social
activities in response to the COVID-19 pandemic, and published them on the club’s
official fan page. As a result, relatively high ranges were observed as compared to
other types of occasional posts, such as birthdays, or even posts from the sponsors of
the club. Such a dependence was confirmed in these studies with the use of the rele-
vant statistical inference methods. Furthermore, the posts regarding the match results
still tend to have the greatest reach. However, at a time when the matches were not
being held in physical form (as in the case of the league suspension in March 2020),
the information posted on CSR activities tended to be the most popular.

The limitations of the study show that the scope of the study was narrowed to one
football club only. However, research has shown that CSR posts, due to their general
nature (they are aimed at fans, and also at people who are not related to football, but
support pro-social activities) achieved relatively higher reach. The practical

Figure 10. Scopes of a post by a given category.
Source: Own study based on data in Table 1.
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implications of this study included the need to emphasize upon the meaning of social
activity, which may be an important element in shaping relations with stakeholders
in the future. Research has also shown that posts of this type reach a wider audience
on average.

The possibilities of extending this study include conducting similar in-depth
research studies, based on other sports clubs, and aimed at explaining why CSR posts
reach such ranges. It is also worthy to analyse the number and type of interactions of
the individual types of posts that are posted on the social media pages. Moreover,
from the management point of view, one can focus on identifying the impact of the
image of a sports club, as shaped by their CSR activities, on acquiring sponsors.
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