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INTRODUCTION

The project for the Portland Thorns FC is aiming to (1) identify sports follower personas 

among the Gen Z population based on what values/needs they satisfy by following sports 

teams, and (2) craft strategic marketing plans for a variety of personas.

 

To identify such data-driven marketing recommendations for the Portland Thorns, the Suffolk 

marketing capstone students have first analyzed findings from a national survey distributed to 

an 18-24 age group. The survey was conducted in August 2021 on prolific.co and captured 

open-ended (qualitative) and coded (quantitative) responses from 172 participants. Second, 

students conducted in-depth interviews to further understand the segments' sports 

consumption behavior and preferences.

 

This report serves as the project's mid-semester check-in point with the project partners - 

Portland Thorns FC and the Collective by Wasserman. Students's infographics on key research 

findings are curated and presented throughout the report to explore the consumption 

patterns regarding sports in general and women's soccer as well as to identify different 

profiles of 18-24 age group when it comes to their behavior and interest in following sports.

 

The project partners are expected to provide feedback on the contents of the report on March 

3, 2022 before students identify a target persona and start crafting their strategic planning. 

 

Note: Student infographics on this report can be clicked for expansion in their original preview.

The current project aims to understand how 
Gen Z follows sports and what they value in 
doing so.   
 
The insights on these behaviors and values 
will be utilized for recommendations to 
attract a seemingly disengaged Gen Z 
audience for the Portland Thorns FC.
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.
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GENERAL SPORTS FANDOM

Prepared by
DANIEL HEYES

Prepared by
MICHAEL MINERVINO

Based on our survey, 69% of Gen Z considers themselves a fan of and/or follow at 

least 1 sport on a regular basis. The most popular sport among Gen Z is  football, 

followed by basketball and  soccer. There are significant gender differences when 

it comes to sports fandom, with Gen Z men outperforming women on a number of 

fan behaviors.  
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The following chart is a more in-depth look at the individual fan behaviors and 

how Gen Z men and women score differently on average. The biggest difference 

in behavior is about reading sports news, followed by streaming a professional 

sports game and talking to someone about sports.
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GENERAL SPORTS FANDOM
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When it comes to the Olympics, our Gen Z participants seem to be mostly 

watching highlights and not putting too much weight on the nationality and 

gender of the athletes performing in competitions. Yet, Gen Z women are more 

sensitive to have a preference towards women competing in the Olympics.
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FOLLOWING OLYMPICS
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When it comes to interest in the USWNT, about 1/3 of Gen Z report not being 

interested in the team.  Yet, the average Gen Z has a slight interest in the team, 

and a little more than half of the participants do not know how they performed in 

and completed the Tokyo Olympics. 

8

ABOUT USWNT
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Even tough the percentages of Gen Z women who follow soccer are much less 

than that of Gen Z men, soccer is a more popular sport among Gen Z women than 

among Gen Z men. While English Premiere League is the most interesting for Gen 

Z men, Gen Z women report the highest interest in the NWSL.

9

INSIGHTS ON [WOMEN'S] SOCCER

 

Prepared by
MICHELLE SCHULTZ

Prepared by Marketing Capstone Students, Suffolk University, Spring 2022



The findings on the reasons for being interested in the NWSL was based on an open-

ended question that was addressed to Gen Z participants who reported at least a 

little interest in the NWSL. Accordingly, the quality of the play, individual 

identifications such as gender and active participation in soccer, connection to 

individual players, and social issues such as equality are the most repeated responses.
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REASONS FOR BEING INTERESTED IN NWSL - I
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The findings on the reasons for being interested in the NWSL was based on an open-

ended question that was addressed to Gen Z participants who reported at least a little 

interest in the NWSL. Accordingly, the quality of the play, individual identifications 

such as gender and active participation in soccer, connection to individual players, and 

social issues such as equality are the most repeated responses.
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REASONS FOR BEING INTERESTED IN NWSL - II
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REASONS FOR NOT BEING INTERESTED IN NWSL - I

 

Prepared by
ERIN DEYOE

The findings on the reasons for not being interested in the NWSL was based on an 

open-ended question that was addressed to Gen Z participants who reported no 

interest in the NWSL. Accordingly, the lack of media coverage, the individual 

connection to soccer,  social motivations, and knowledge on players are the most 

highlighted responses.
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.

13

REASONS FOR NOT BEING INTERESTED IN NWSL - I

 

Prepared by
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The findings on the reasons for not being interested in the NWSL was based on an 

open-ended question that was addressed to Gen Z participants who reported no 

interest in the NWSL. Accordingly, the lack of media coverage, the individual 

connection to soccer,  social motivations, and knowledge on players are the most 

highlighted responses.
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THINGS THAT CAN SPARK INTEREST IN NWSL - I

 

Prepared by
SAVANNAH OBRIEN

The findings on things that can spark interest in the NWSL was based on an open-

ended question that was addressed to Gen Z participants who reported no interest in 

the NWSL. Accordingly, awareness building through more media coverage and 

exposure in social media along with social influence and a connection through players 

are the most highlighted responses.
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THINGS THAT CAN SPARK INTEREST IN NWSL - II
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The findings on things that can spark interest in the NWSL was based on an open-

ended question that was addressed to Gen Z participants who reported no interest in 

the NWSL. Accordingly, awareness building through more media coverage and 

exposure in social media along with social influence and a connection through players 

are the most highlighted responses.
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A cluster analysis on our survey data was utilized to investigate segments within Gen Z 

that arise from their sports (specifically soccer) interest and behavior. Accordingly, 3 

distinct segments emerged with almost the same distribution across Gen Z participants: 

Seldom Spectators,  Soccer Supporters, and Spirited Sports Fanatics. In the next pages, 

information on each segment is provided on their demographics, consumption habits, and 

unique characteristics followed by 3 representative personas within each segment. 
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GEN Z SPORTS-BASED SEGMENTS 
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.
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The personas that follow each segment are distinct representations from that 

segment. These personas are designed based on individual in-depth interviews 

with people that belong to each segment. 
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SELDOM SPECTATOR PERSONAS - I
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SELDOM SPECTATOR PERSONAS - II
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SELDOM SPECTATOR PERSONAS - III
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.
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SOCCER SUPPORTER PERSONAS - I
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SOCCER SUPPORTER PERSONAS - II
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SOCCER SUPPORTER PERSONAS - III
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.
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SPIRITED SPORTS FANATIC PERSONAS - I
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SPIRITED SPORTS FANATIC PERSONAS - II
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SPIRITED SPORTS FANATIC PERSONAS - III
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In addition to the survey, students evaluated Gen Z values and trends from 3 

prominent reports:  

The Young and the Restless: Generation Z in America, McKinsey & Company,,

Gen Z: Observing the Latest Trends on Gen Z, GlobalWebindex, and

Generational Snapshot Gen Z Born 1997-2010, Canvas8.
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GENERAL GEN Z VALUES & TRENDS
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.
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The majority of the findings in this report is based on a national sample of 172 

participants who took part in an online survey in August of 2021 on the prolific.co 

platform. The demographic and geographic makeup of the sample is as follows.
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