DATA SHEET
This guide analyzes the communicative dimension of the 24 national coaches who
will compete in the UEFA EURO 2016 championship in France. To achieve this, it
offers a snapshot of the digital social identity of each coach, and details their experience, background and successes as managers. On the other hand, it presents
10 Concepts that are setting trends and will surely continue to do so in the media throughout the next weeks of competition. Finally, this guide provides a set of
recommendations that will help coaches to design, manage, and professionalize
their personal image and public communication.
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DATA COLLECTION PERIOD:

January 1 to February 29, 2016.

STATISTICAL TARGET POPULATION:
The 24 national coaches competing
in UEFA EURO 2016.

NATIONAL COACH MEDIAN PROFILE
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(Social Media)

“FOR THE MAJORITY OF THEM,
THE GAME IS STILL ONLY PLAYED
ON THE FIELD”

Only 5 of the coaches have personal profiles
on one or more social media networks.
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(Website)

“SCANT ATTENTION
TO PUBLIC IMAGE ON OFFICIAL
WEBSITES”
Only 3 coaches have personal webpages.

(Position)

“SCANT ATTENTION
TO PUBLIC IMAGE ON OFFICIAL
WEBSITES”
Only 3 coaches have personal webpages.
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10 TRENDSETTING CONCEPTS
(Nationality)

“FEDERATIONS PREFER
THEM TO BE NATIVE SONS”

19 of the 24 coaches are from the
same country as the national team
they coach.

Due to the challenge that a UEFA EURO championship requires, and the risks that
exist during press conferences where dozens of international journalists are present, we have prepared a list of 10 Concepts that can help you to learn more about
communication and the latest trends in this field. They probably are not going to
make you win games, but it certainly helps to know and dominate them in order to
manage a positive projection of your personal brand.

Try it and see
(Experience)

“MATURITY COMES WITH
EXPERIENCE”

The coaches’ median age is 57 years.
On average, they each have previous
experience of coaching 8 teams, before reaching their current position,
in which they have been coaching for
around 4 years.

E-sports

4

Competition has overcome the physical barrier to take a leap toward the virtual world. Professional athletes, coaches and clubs no longer compete only in the arena or on the pitch, but
also from home, on the sofa, with their videogames developed by the best computer scientists who perfectly simulate the competition reality. There are quite a few athletes who have
immersed themselves in this area; one of the most active is FC Barcelona player Gerard Piqué,
owner of the company Kerard Games, and the developer of the popular game “Golden Manager”, another 2.0 communication venture linked to sports innovation.
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Big Data

Science allows us to understand efficiency, to get away from the noise and find the pulse. This
was stated in 2012 by one of the pioneers on this subject, Muthu Alagappan, in the prestigious forum of technology and sports, Evolution of Sport - EOS. Since then, this young British
medical student of Indian origin revolutionized the NBA with data analysis. Therefore, the
automated exploitation of data on elite sports to achieve better results has increased. On the
occasion of last ICOT (International Conference on Thinking) 2015, we had the opportunity to
further discuss this with experts in the field, such as Ignacio Palacios Huerta, currently Professor of Economics at the London School of Economics. Do you know about his personal
contribution to Big Data in the 2010 South Africa World Cup? Find out, you won’t think about
penalties in the same way anymore.
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Success

According to Nate Silver, one of the outstanding statesman in politics and sports, there are
five intellectual and psychological skills to help us in predicting success in sports: 1. Preparation and work ethic. With the regular rhythm of the games set by the competition, being
so frequent, discipline is required in everyday routines; 2. Concentration. This refers to the
performance of a player during the competition; 3. Expectations management and modesty.
The capability to face failures requires quick memory and a certain sense of humor; 4. Adaptation and learning. The difference between an amateur player and a senior one lies in mental
immobility in the decision-making process; 5. Knowing the arena/context is key. To sum up,
these are five clear guidelines to approach a legendary concept for soccer.
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Hope

To better explain hope, or over-reliance, the 2002 Nobel Prize of Economics, Daniel Kahneman,
talks about What You See Is All There Is (WYSIATI). What matters to generate enthusiasm with
a good story, with a press conference, is consistency of information as a whole. It is not just
what you say, but how it is understood. Leaders often confer a sort of hypnosis onto their players, supporters and media with their misè-en-scenes, and their public appearances. To speak
providing headlines reduces the risk of failing to maintain the public’s attention and generates
the priming effect (WYSIATI base). From then on, it makes it easier to hold any point of view
and seem reliable. Think it’s easy? Give it a try.

Enthusiasm

The capacity many brands have to project themselves far beyond their borders is evident in
sports, particularly in soccer, which makes this activity a strategic vehicle for governments and
institutions. It is not so much taking pictures with the winners and their trophies, but rather the
articulation of a joint strategy to face and solve conflicts of any kind. The Rugby World Cup in
South Africa (1995), which counted on the support of Nelson Mandela, and so well filmed later
by Clint Eastwood in Invictus (2009), showed the path to country branding through sports.
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Leadership generally intends to be positive. Sports are perceived more as reflective of general
opinions versus in terms of rational messages. Soccer fans and journalists appreciate presence above all. Federations try to send many messages and carefully produce content to enhance loyalty, but the fact is that only some players (the ones with more visibility) and the coach
himself are the real actors with enough influence in the communications landscape. They are
the ones able to produce emotions with their misè-en-scene and they are expected to act as
true leaders. As Spanish coach Vicente Del Bosque said in the 2012 documentary film “Legendarios. Fabricados para emocionar”, “The Legendary Ones. Made to Make and Impression”: “The
key to everything is to be passionate”.

Know how
Sports diplomacy
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Also known as the 10.000 hours theory. Despite his great pieces of work and talent, composer
Wolfgang A. Mozart did not compose his first master piece (nº9, K. 271) until he turned 21. This
means that, at that point, he had already been composing concertos for 10 years. If we apply
this theory to the sports sphere, we observe this through the example of chess grand master
Bobby Fischer, who took nine years (10.000 hours) to reach the elite level. Practicing is not
what you do when you are already good at something, it is what you do to master it. It is the
idea of know how as practical intelligence (to know what to say and to whom, to know when
and how to say it to make the best out of it). This is the knowledge that helps us to manage
difficult situations in an effective way.
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Sportainment

This is a concept that mixes sports and entertainment. The goal of combining branded content
and strategy is to enhance the visibility of an athlete, a club or a competition through leisure
and experiential marketing. The 2016 Euro Cup has proved to be pioneer in the application of
this concept by connecting art and sports, culture and football, following in a coherent way the
claim or tagline that appeals straight to emotion: “The art of football”. “Sportainment” has adjusted the core message to every audience; from the youngest (with mascot Super Víctor and
its magical powers) to a larger audience. It is communication in its purest form: information,
persuasion, seduction, impact and experience.

9

Soundbites

This is known in the communication sphere as the theory of Priming. It consists of the action
or effect of giving priority to one idea over another with the clear intention of highlighting what
is important and thereby directing the audiences’ attention (from fans, media, etc.) towards a
particular word or commentary. Highlighting how we want to be remembered, the soundbites
(or memorable messages), spread like wildfire in a little corner of the large network of related
ideas. The Priming effect is not just limited to words and ideas, but also to emotions. They are
essential to get the successful messages embedded in the media. As Agassi mentioned in his
highly recommended biography, “nobody has ever advised me to never get on the wrong side
of a journalist. Nobody bothered to explain to me that by being unpleasant and showing your
teeth, you only get reporters more furious”.
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Timing

Robert and Elisabeth Bjork, psychologists at the University of California, developed the “desirable difficulty” concept. It addresses an interesting way of understanding why those who start
from a position of disadvantage can end up shining. In sports communication, we talk about
“expectations management” to refer to this concept. We need to be aware of the consequences of a lack of management of our public appearances, the pressure at the preface of the
Euro Cup. Otherwise we end up being victims of them. To be overly preferred for your supporters and media can be the beginning of the end. There is no doubt that the UEFA Euro 2016 in
France will be a challenge for Germany and Spain.

10 RECOMMENDATIONS
FOR THE HEAD COACH,
COUNTRY BRAND AMBASSADOR

Visibility, international prominence and the stakeholders to whom your message is
targeted make the figure of the national coach more than just one in a long line of
soccer trainers. Being that there are certain communication standards shared by
all coaches –both national trainers and team trainers– there are some other issues
the head coach of a national team should take into account and consider carefully when planning with his communication team, a competition such as the UEFA
EURO 2016, which begins June 10th.
When designing your communications strategy, as a head coach, you and your advisors may keep the following keys to communication in mind:

1

You are the ambassador of the country brand

The national coach goes beyond teams, commercial brands, and economic interests to become an ambassador of the
nation, country or state. Therefore, now that all media and spotlights worldwide are tuned towards your team, you become
a representative of your nation. Your words, gestures and public appearances will transcend much more than any other
political or institutional actor. This significant impact forces you to pay particular attention to preparing your
speeches and statements, before and after the games. The tone and style of them will be linked not just
to yourself, but to your country as well, with everything that entails. You are not just a trainer or a
coach, but a diplomat, an ambassador.
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Be aware that your first audience
is the dressing room

Setting up the crew and the national selection is very different from setting up a regular team. The preseason period is limited to a few weeks,
there is not enough of a warm-up period to prepare, and the team
does not always know each other. In these days of preparation, there
is time to work on internal and external communication more than
ever. Good relationships are formed between the players, laying
the foundation for communication that will overcome obstacles
and possible crises arising from clashes of teams playing in the
same league. Good, effective communication here is essential.
Getting to know each one of the soccer players, the relationships among them and trying to bridge differences with an
appropriate strategy is fundamental to keep the team focused and motivated to achieve their athletic goals.

3

Coordinate player’s
communications

Each player has its own audience, style and goals when
communicating on social networks and doing interviews or
press conferences. It is your task to align these messages,
being coherent and coordinated with a global strategy. You
may set the standards with your communications team so the
cohesiveness between the group and the country brand you
represent maintains consistency and remains undamaged.
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Plan ahead with digital
communication

Social networks have become a source of difficulties and crisis for many
athletes. This is not to say their use should be limited, or that one should
wait for the approval from the communications manager to publish every
tweet, picture or other content. Some information in this regard is necessary
for you as a national coach and for the players to avoid problems in the future
that may give rise to uncomfortable situations, which could damage your reputation
as the group leader.
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Appeal to emotions

During a press conference, or when you tweet or publish an opinion piece on your personal website, you may take into account
that the emotional stakes will be high during this kind of competition. The degree of identification of the country’s supporters
with the colors of the national selection transcends the particular team they support. Games in this type of sports competitions
can link insurmountable enemies in the regular league competition. Therefore, when preparing your speeches, be aware of the
emotional component, speak to their hearts, appeal to this sense of belonging, and to national pride. You are no longer a manager of groups, but the leader of a “tribe.” Drive your messages home with emotion.

Work on your nonverbal communication

6

Many journalists gathered in press rooms use simultaneous translators. 99% of the time, they reflect precisely what you have
said, but there may be ideas or words that are misunderstood. Hence the need to work, apart from on your speech, on your
body language; your gaze, your delivery, tone, and rhythm, all of which are very relevant when communicating.

Be cautious when choosing words
and using irony
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Regarding the previous point, it is important to highlight that simultaneous
translation at your press conferences requires a big effort for professional
translators. Make their job easier, and use simple language that is plain
and direct, free of puns, misunderstandings, or double entendres. We
advise you to work together with your partners to be straightforward
and crystal-clear, avoiding irony altogether. While it is true that humor in general is a good technique in persuasive communication,
for these occasions, it could be counterproductive.

Analyze the journalistic
culture from other countries
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Your communications office has to be aware of the differences among the journalistic dynamics from each country participating in the UEFA EURO 2016. Some countries
are more respectful towards the players and head
coaches, while others search for infotainment, focusing
more on other issues rather than on the competition itself. You should analyze and study the existing communicative culture and sports journalism of each country
to be prepared for possible questions and inform each
journalist appropriately.

Analyze your opponent’s
athletic culture
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As within the diplomatic corps, each country has its own customs and practices, a culture defined by a particular education, a
language or a way of being. This all results in gestures, expressions,
and specific ideas that may be offensive for other cultures. While
there is always room for an apology afterwards, prevention is better
than a cure. You should ask your team to carefully examine this matter
before each game, so that you do not make any mistakes in your public
appearances. Besides, you can also make a nod to a particular country, opening channels for collaboration there due to your “diplomatic” labor.

The UEFA EURO 2016 could be the starting point for
working on your personal brand in a professional way
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Even though this can sound contradictory with the first point, you have an incomparable opportunity to make your
personal brand known internationally. Regardless of the results achieved at the championship, all spotlights will be on
France. The Euro 2016 championship will be the media event par excellence; it will set the agenda. You have an opportunity to project your brand at a global level. Start working on it right away with multidisciplinary profiles, by choosing
the right moment, channels, tools, and lastly, the proper target audience. You have one opportunity. It may be THE
opportunity.
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