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This packet contains raw information.  No attempt has been made to analyze this 
data.  It is provided as a courtesy to give benchmarks for information pertaining to 
the online communities for the St Kilda Saints.
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43 Things
43 things is a goal setting community found at http://www.43things.com/.  Compared to 
professional sports for men, the women related goals are less likely to exist and less 
likely to involve a component that expresses fandom such as a desire to buy a shirt or 
attend a championship match. Men’s sport, specifically the AFL and NRL, have an 
advantage in that people are clearly using the site to express their goals related to their 
clubs.

One of the challenges for monitoring the AFL and the St Kilda Saints on 43 Things is that 
users often do not use a team’s full name to express their interest in them.  Rather, fans 
use just the mascot or city name and some other phrase such as Grand Final.  Some of 
AFL teams share names with professional sport leagues in the United States. When 
searching, if these clues are not found and the participants are neither from Australia or 
the United States, it can be hard to determine what team they are talking about.

The community on 43 Things often appears inactive.  People join.  They create goals.  
They do not come back and update the site.  For some AFL related goals, users have had 
AFL related goals on their list for over three years; they have not come back to update 
them.  This suggests that the community on the site is largely stagnant.  This problem is 
coupled with a small Australian sport fan community.  Give this, the insight that 43 Things 
provides best involves seeing what fans of clubs desire.

Search Results
The table below gives an idea as to the historical growth for the number of people listing 
Saints related goals over time.  The major St Kilda related controversies happened in May 
and December of 2010, early January 2011 and early February 2011.  The team played in 
the Grand Final in August.
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43 Things
Profile Results

The table below includes profile information for people who have created St Kilda related 
goals.  Only one goal appears to have been added during the 2010 season.
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Alexa
Alexa ranks websites based on worldwide traffic.  If a site is popular in certain countries, 
it may also be ranked in those countries.  This data is gathered using toolbars that people 
on the web download and install. Some Australian tech people doubt the accuracy of the 
numbers for Australia as the toolbar is not widely installed.  Working on this assumption, 
most of the people in Australia and New Zealand who use the toolbar are people who are 
involved with online market, search engine optimization or some other group where 
website rankings matter. (This could be employees of a particular company installing the 
toolbar so that when they visit a site, it gets more views and thus the rank goes up.)

Still given the toolbar install limitations, Alexa is included to provide another perspective.   
In terms of the AFL and St Kilda Saints, this perspective is media friendly people’s interest 
in sport.  This group could be important to attract to as they are more likely to be 
involved with social media, social bookmarking and other forms of engagement online.

In addition to providing information about the relative ranking of websites, Alexa also 
provides some demographic information about visitors to a site based on the survey 
information they completed at the time of installing the toolbar.
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Alexa
The Alexa page for the official St Kilda site is at 
http://www.alexa.com/siteinfo/saints.com.au.  This page has been checked on selected 
dates for world, Australian and New Zealand rank.  It shows that global visits to the 
Saints’s website fell at the conclusion of the season.  Australian traffic picked up during 
their Grand Final appearances and during the controversy involving nude photos.



6

Alexa
On November 8, 2010, Alexa described visitors to the saints.com.au:

There are 194,204 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. Its visitors view an average of 2.1 unique pages per day. Almost 
all this site's visitors are in Australia, where it has attained a traffic rank of 3,842. 
It belongs to the “St. Kilda Saints” category. Compared with internet averages, 
Saints.com.au's users tend to be aged under 25 and 35–45, and they tend to be 
childless men earning over $60,000 who browse from work.

On November 23, 2010, Alexa described visitors to the saints.com.au:
There are 205,022 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. Its visitors view an average of 2.1 unique pages per day. Almost all 
this site's visitors are in Australia, where it has attained a traffic rank of 4,213. It 
belongs to the “St. Kilda Saints” category. Compared with internet averages, 
Saints.com.au's users tend to be aged under 25 and 35–45, and they tend to be 
childless men earning over $60,000 who browse from work.

On November 25, 2010, Alexa described visitors to the saints.com.au:

There are 204,533 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. About 9% of visits to the site are referred by search engines. 
Relative to the overall population of internet users, the site's audience tends to be 
aged under 25 and 35–45; it also appeals more to childless men earning over 
$60,000 who browse from work. Saints.com.au is in the “St. Kilda Saints” category 
of websites. Roughly 47% of visits to it are bounces (one pageview only).

On December 3, 2010, Alexa described visitors to the saints.com.au:
There are 212,665 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. About 9% of visits to the site are referred by search engines. 
Relative to the overall population of internet users, the site's audience tends to be 
aged under 25 and 35–45; it also appeals more to childless men earning over 
$60,000 who browse from work. Saints.com.au is in the “St. Kilda Saints” category 
of websites. Roughly 47% of visits to it are bounces (one pageview only).

On December 11, 2010, Alexa described visitors to the saints.com.au:
There are 217,971 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. About 9% of visits to the site are referred by search engines. 
Compared with all internet users, the site's audience tends to be both uneducated 
and highly educated; they are also disproportionately higher-income, childless 
people aged under 25 and 35–45 who browse from work. Saints.com.au is in the 
“St. Kilda Saints” category of sites. Roughly 46% of visits to it are bounces (one 
pageview only).
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Alexa
On December 21, 2010, Alexa described visitors to the saints.com.au:

There are 225,186 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. About 9% of visits to the site are referred by search engines. 
Compared with all internet users, the site's audience tends to be both 
uneducated and highly educated; they are also disproportionately higher-income, 
childless people aged under 25 and 35–45 who browse from work. Saints.com.au 
is in the “St. Kilda Saints” category of sites. Roughly 46% of visits to it are 
bounces (one pageview only).

On December 24, 2010, Alexa described visitors to the saints.com.au:
There are 231,714 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. About 9% of visits to the site are referred by search engines. 
Compared with all internet users, the site's audience tends to be both uneducated 
and highly educated; they are also disproportionately higher-income, childless 
people aged under 25 and 35–45 who browse from work. Saints.com.au is in the 
“St. Kilda Saints” category of sites. Roughly 48% of visits to it are bounces (one 
pageview only).

On December 29, 2010, Alexa described visitors to the saints.com.au:
There are 259,731 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. About 7% of visits to the site are referred by search engines. 
Compared with all internet users, the site's audience tends to be both uneducated 
and highly educated; they are also disproportionately higher-income, childless 
people aged under 25 and 35–45 who browse from work. Saints.com.au is in the 
“St. Kilda Saints” category of sites. Roughly 49% of visits to it are bounces (one 
pageview only).

On January 2, 2011, Alexa described visitors to the saints.com.au:
There are 271,882 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. About 6% of visits to the site are referred by search engines. 
Compared with all internet users, the site's audience tends to be both uneducated 
and highly educated; they are also disproportionately higher-income, childless 
people aged under 25 and 35–45 who browse from work. Saints.com.au is in the 
“St. Kilda Saints” category of sites. Roughly 50% of visits to it are bounces (one 
pageview only).
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Alexa
On January 11, 2011, Alexa described visitors to the saints.com.au:

There are 304,737 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. About 4% of visits to the site are referred by search engines. 
Relative to the overall population of internet users, the site's audience tends to be 
both uneducated and highly educated; it also appeals more to childless men 
earning over $60,000 who browse from work. Saints.com.au is in the “St. Kilda 
Saints” category of websites. Roughly 50% of visits to it are bounces (one 
pageview only).

On February 2, 2011, Alexa described visitors to the saints.com.au:
There are 313,519 sites with a better three-month global Alexa traffic rank than 
Saints.com.au. About 5% of visits to the site are referred by search engines. 
Relative to the overall population of internet users, the site's audience tends to be 
both uneducated and highly educated; it also appeals more to childless men 
earning over $60,000 who browse from work. Saints.com.au is in the “St. Kilda 
Saints” category of websites. Roughly 48% of visits to it are bounces (one 
pageview only).
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Alexa
The Alexa page for the St Kilda fansite, Saintsational is at 
http://www.alexa.com/siteinfo/saintsational.com.  This page has been checked on 
selected dates for world, Australian and New Zealand rank.  During most of January, the 
site experienced some downtime as  a result of database problems.
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Alexa
On December 11, 2010, Alexa described visitors to saintsational.com:

Saintsational.com is ranked #407,805 in the world according to the three-month 
Alexa traffic rankings. The site belongs to the “St. Kilda Saints” category. The site 
has been online for at least eight years. Saintsational.com is relatively popular 
among users in the cities of Glenroy (where it is ranked #24), Hobart (#64), and 
Melbourne (#2,159). We estimate that 67% of visitors to the site come from 
Australia, where it has attained a traffic rank of 13,369.

On December 21, 2010, Alexa described visitors to saintsational.com:
Saintsational.com is ranked #463,336 in the world according to the three-month 
Alexa traffic rankings. The site belongs to the “St. Kilda Saints” category. The site 
has been online for at least eight years. Saintsational.com is relatively popular 
among users in the cities of Glenroy (where it is ranked #24), Hobart (#64), and 
Melbourne (#2,159). We estimate that 59% of visitors to the site come from 
Australia, where it has attained a traffic rank of 20,183.

On December 26, 2010, Alexa described visitors to saintsational.com:
Saintsational.com is ranked #521,031 in the world according to the three-month 
Alexa traffic rankings. The site belongs to the “St. Kilda Saints” category. The site 
has been online for at least eight years. Saintsational.com is relatively popular 
among users in the cities of Glenroy (where it is ranked #24), Hobart (#64), and 
Melbourne (#2,159). We estimate that 54% of visitors to the site come from 
Australia, where it has attained a traffic rank of 23,746.

On December 30, 2010, Alexa described visitors to saintsational.com:
Saintsational.com is ranked #567,307 in the world according to the three-month 
Alexa traffic rankings. The site belongs to the “St. Kilda Saints” category. The site 
has been online for at least eight years. Saintsational.com is relatively popular 
among users in the cities of Glenroy (where it is ranked #24), Hobart (#64), and 
Melbourne (#2,159). We estimate that 50% of visitors to the site come from 
Australia, where it has attained a traffic rank of 35,010.

On January 11, 2011, Alexa described visitors to saintsational.com:
Saintsational.com is ranked #690,216 in the world according to the three-month 
Alexa traffic rankings. The site belongs to the “St. Kilda Saints” category. The site 
has been online for at least eight years. Saintsational.com is relatively popular 
among users in the cities of Glenroy (where it is ranked #24), Hobart (#64), and 
Melbourne (#2,159). We estimate that 62% of visitors to the site come from 
Australia, where it has attained a traffic rank of 35,618.

On February 2, 2011, Alexa described visitors to saintsational.com:
Saintsational.com is ranked #752,747 in the world according to the three-month 
Alexa traffic rankings. The site belongs to the “St. Kilda Saints” category. The site 
has been online for at least eight years. Saintsational.com is relatively popular 
among users in the cities of Glenroy (where it is ranked #24), Hobart (#64), and 
Melbourne (#2,159). We estimate that 82% of visitors to the site come from 
Australia, where it has attained a traffic rank of 16,207.
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Bebo
Bebo is a social networking site that is popular in Australia, Ireland and the United 
Kingdom.  The site’s traffic has been down in the past year or so.  It traditionally has has 
a fairly large contingent of Australian sport fans, with most people being fans of the NRL.  
It has a smaller population of fans for other sports like the AFL and NBL.  There were 
questions regarding bebo’s viability for most of 2010, when there were rumors that the 
site would be shut down if it failed to find a buyer.  This and a variety of other factors, 
such as the popularity of Facebook and YouTube, have led to a lot of once active users 
becoming inactive. 

Despite the issues regarding inactivity, it is a site worth looking at to begin to give a 
snapshot of sorts back in time, to understand the size of Australian and Kiwi women’s 
sport fandom four years ago to a year ago, when activity levels dropped off.  It might be 
possible to determine where these fans migrated to by looking at growth on other niche 
networks, which could be useful for determining engagement strategies.  This data can 
also give an idea as to what was popular.  If the comparative levels of interest on other 
networks are not similar, it could suggest that clubs have failed with their marketing 
strategies or have found a method to really engage in their audience that other clubs 
could benefit from.

When looking at bebo, there are a variety of ways to do that.  One of the first is to use 
search result totals, and compare the size of the community to other teams and over 
time.  The second way is to look at the size groups/views for videos.  The third way is to 
look at the demographic data for people who lit the team as an interest.  

Search: St Kilda Saints
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Bebo

The following data includes the number of views to videos and members of groups that 
appeared in St Kilda and Nick Riewoldt related searches.

Videos, Groups, Bands: St Kilda Saints



13

Bebo
People: St Kilda Saints

The table below includes the demographic data for people who listed the Saints as an 
interest on bebo.   The December 20 people listed had included Nick Riewoldt as an 
interest as of that date.

Name Gender Age City State Country Date gathered Name Gender Age City
Azzman Male 18 Adelaide South Aus Australia 20-Mar-10 Eoin Boyle Aka Tu Male 23 Bondi Beach
Marie Palframan Female Adelaide South Aus Australia 20-Mar-10 Terry Connor Male 28 Ormskirk
Beverly Coulthard Female 24 Alice Springs Northern TeAustralia 20-Mar-10 Kahlea Amby Female Owen
Suzanne Young Female 28 Altona Victoria Australia 20-Mar-10 Brett Nield Male Pascoe Vale
Connor Brien Male Altona Victoria Australia 20-Mar-10 Mitchell Stevens Male 21 Perth
Adele Ramsay Female Altona Victoria Australia 20-Mar-10 Corey Rodgers Male 19 Perth
James Cherry Male 30 Country AnIreland 20-Mar-10 Jamie Graves Male Perth
Brendon Matthews Male New Zealand 20-Mar-10 Old Fart Male Perthshire
Glenn Healey Male 29 Ashburton Victoria Australia 20-Mar-10 Ian Gellatly Male Point Cook
Prue Petchey Female 25 Aspendale Victoria Australia 20-Mar-10 Laura Scarlett Female 26 Portadown
Mikayla Thomas Female Aspendale Victoria Australia 20-Mar-10 Lori♥ Walker♥ Female 19
Nardene Smith Female 26 Auckland Auckland New Zealand 20-Mar-10 Jeze Female 20
Jucy Lucy NZ Female Auckland Auckland New Zealand 20-Mar-10 Lionel Eruera Male 40 Ratana
Ben F Male 24 Auckland Auckland New Zealand 20-Mar-10 Marky Boy Male 29 Romford
Juville Female Auckland Auckland New Zealand 20-Mar-10 ADRONKEZBO Female 19 Rosefield
Claire Marshall Female 18 Auckland Auckland New Zealand 20-Mar-10 Marcus Looney Male 26 Sallins
Tyronne Macky Weerasi Male Australia 20-Mar-10 Michelle Female 23 Sanibel Islan
Flo Female 21 Bacchus Marsh Victoria Australia 20-Mar-10 Erin Mcbride Female Seaford
Jason McCarthy Male 26 Macroom County Co Ireland 20-Mar-10 Aaron Burman Male 23 South Moran
Samantha Barry Female 28 Bantry County Co Ireland 20-Mar-10 Laura Doohan Female 27 St Kilda
Ciara Byrne Female 22 Ballyduff County WaIreland 20-Mar-10 Lottie Consalvo Female 24 St Kilda
Eleanor Twohig Female St Kilda Victoria Australia 20-Mar-10 Moira Female 27 St Kilda
Tania Curtis Female Beaconsfield Victoria Australia 20-Mar-10 BIDDLE Male 20 St Kilda
Anne Binks Female 23 Melbourne Victoria Australia 20-Mar-10 Colin Smith Male St Kilda
Dean Wilson Male Bonbeach Victoria Australia 20-Mar-10 TRipper Male 19 St Kilda
Joshua Bell Male 95 Brahma Lodge South Aus Australia 20-Mar-10 Lynda Female St Kilda
Aynslee Ryan Female 18 Brisbane QueenslanAustralia 20-Mar-10 JarrodKristie I Female St Kilda
Darren Morrison Male 18 Broadmeadows Victoria Australia 20-Mar-10 Alison Milligan Female St Kilda
NaBil Male 27 Bundoora Victoria Australia 20-Mar-10 Brooke Price Female 27 St Kilda
Ron S Male 73 Byron Bay New SouthAustralia 20-Mar-10 Shawn Haywood Male 34 St Kilda
Muffdiz Male 26 Caboolture QueenslanAustralia 20-Mar-10 Louis Stevenson Male 18 St Kilda
Paddy D Male 33 Camlough County ArmNorthern Ireland 20-Mar-10 Dean McCormack Male 23 St Kilda
Ciara L Female 26 Canada 20-Mar-10 Hazy Female 80 St Kilda
Gersty Male 18 Canberra Australian Australia 20-Mar-10 Amy Rats Female 21 St Kilda
Kiera Fisher Female 23 20-Mar-10 Greg Inglis Male St Kilda
Vicky White Female 28 Chippenham England United Kingdom 20-Mar-10 Tiffany A Female 40 St Kilda
Tanz Female 23 Christchurch CanterburyNew Zealand 20-Mar-10 Lisa F Female 30 St Kilda
Sam M Male 28 Christchurch CanterburyNew Zealand 20-Mar-10 Rhonda Civic Type Female 22 St Kilda
Laurin T Female 57 Churchill Victoria Australia 20-Mar-10 Trigger Travis Male 25 St Kilda
Kirsty Female 24 Clifton QueenslanAustralia 20-Mar-10 .lıl.lıl.ı.. bOunce tO Male 18 Sunshine
Jen Laffan Female 24 Cloyne County Co Ireland 20-Mar-10 Stella Paris Female 20 Sunshine
Laura Hedderman Female 28 Cork County Co Ireland 20-Mar-10 Travellersxpress Male Sydney
Regina O Mahony Female Cork County Co Ireland 20-Mar-10 Llachlan Ww Male Sydney
Tara Miller Female 24 Cowra New SouthAustralia 20-Mar-10 «†=-=-RYan-=-=†« Male 18 Sydney
Clinton Zhang Male 21 Croyodn Park South Aus Australia 20-Mar-10 Sam Fisher Male Sydney
Vintage Glamour Female Darwin Northern TeAustralia 20-Mar-10 Coinneach Pesh Male 36 Tarbert
Cheryllee Webb Female 47 Darwin Northern TeAustralia 20-Mar-10 Ct Male Taupo
Isaac Dunstan Male 22 Darwin Northern TeAustralia 20-Mar-10 Ryan Locke Male 24 Taupo
Sarah Woulleman Female 20 Devonport Tasmania Australia 20-Mar-10 Todd B Male 24 Tauranga
Mark Tune Male 26 Doncaster Victoria Australia 20-Mar-10 Edwin Faulkner Male 33 Tauranga
Robbo Male 27 Londonderry County De Northern Ireland 20-Mar-10 Andrew Wood Male 32 Tauranga
John Byrne Male 26 Downings County Do Ireland 20-Mar-10 Verity Hayward Female 30 Devon Mead
Bradley Adamson Male 20 Dripstone Welligton Wellington New Zealand 20-Mar-10 Chris Judd Male Temora
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BlackPlanet
BlackPlanet is a small social networked targeted at African Americans.  There is a small 
community of Australian sport fans on the site.  They tend to prefer rugby.  The 
development of a large Australian and Kiwi sport community on the site is probably 
hampered by the tiny community size and lack of people who identify as black in the 
sense that would be accepted on the network. Even if there was a desire to foster 
additional sport and rugby interest on this network, there is not likely the onsite 
population to make it happen. The table below gives an idea as to the total members 
listing St Kilda related interests by date.

The chart below provides demographic data about people who list the AFL as an interest 
on BlackPlanet.
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BlackPlanet
To provide additional perspective as to how St Kilda fits into the picture of the AFL fan 
community on BlackPlanet, the table below contains the number of users who list other 
AFL related interests by date.
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blogger
blogger is a popular blog hosting site.  Many popular Australian and sports blogs use it. 
In the United States, the site also has high press visibility because of its inclusion in 
Google’s blog search and the number or journalists using Google Alerts, which pulls its 
notifications from Google’s blog search. The reliance on blogspot has been decreasing as 
people have eased away from blogging or switched to Facebook, Twitter and Tumblr.  The 
Australian sport population is smaller than that of Bebo but larger than that of 43 Things. 
For example, Collingwood had 68 fans on bebo and 7 people with Collingwood related 
goals on 43 Things. Blogger has 22.

Beyond the press reliance on using blogger as a source, another thing that makes a 
blogger audience desirable is that the format encourages people to write more.  That 
additional content should encourage people to be more thoughtful and create dialogs 
around the team that they are blogging about.  Theoretically, the longer and more 
prolonged the engagement that fans have regarding their team, the more likely they are 
to reaffirm their relationship with the team.

The blogger audience for AFL teams tend to not fit with historical characteristics of the 
fanbase as males appear to be over represented for some teams.  The number of women 
who list St Kilda as an interest is above the described level of historical fan support by 
women.  This number is out of sync with other networks such as Facebook.

There are two ways to look blogger.  The first is the historical growth of people listing the 
team as an interest. (Example profile interest search page: 
http://www.blogger.com/profile-find.g?t=i&q=St+Kilda+Saints )  The other way is to look 
at the demographic details of people who list the team as an interest.  Each type provides 
a different type of insight into how the site can be used by clubs.
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blogger
The table below contains the total number of people who list the specified interest as an 
interest on blogger by date.

Interest Number Date gathered
St. Kilda Saints 1 22-Jun-10
Nick Riewoldt 1 20-Dec-10
St. Kilda Saints 1 20-Dec-10
Nick Dal Santo 0 20-Dec-10
St Kilda 14 20-Dec-10
Zac Dawson 0 21-Dec-10
Nick Dal Santo 0 21-Dec-10
St Kilda Saints 1 21-Dec-10
Nick Riewoldt 1 21-Dec-10
St. Kilda Saints 1 21-Dec-10
St Kilda 14 21-Dec-10
Nick Riewoldt 1 26-Dec-10
St. Kilda Saints 1 26-Dec-10
St Kilda 14 26-Dec-10
Zac Dawson 0 26-Dec-10
Nick Dal Santo 0 26-Dec-10
St Kilda Football Club 6 26-Dec-10
Go St Kilda 1 26-Dec-10
Nick Riewoldt 1 28-Dec-10
St. Kilda Saints 1 28-Dec-10
St Kilda 14 28-Dec-10
Zac Dawson 0 28-Dec-10
Nick Dal Santo 0 28-Dec-10
St Kilda Football Club 6 28-Dec-10
Go St Kilda 1 28-Dec-10
Nick Riewoldt 1 3-Jan-11
St. Kilda Saints 1 3-Jan-11
St Kilda 14 3-Jan-11
Zac Dawson 0 3-Jan-11
Nick Dal Santo 0 3-Jan-11
St Kilda Football Club 7 3-Jan-11
Go St Kilda 1 3-Jan-11
Nick Riewoldt 1 3-Feb-11
St. Kilda Saints 1 3-Feb-11
St Kilda 14 3-Feb-11
Zac Dawson 0 3-Feb-11
Nick Dal Santo 0 3-Feb-11
St Kilda Football Club 7 3-Feb-11
Go St Kilda 1 3-Feb-11
Sam Gilbert 0 3-Feb-11
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blogger

The table below contains the demographic information for blogger users who list the 
team as an interest.  This data dates to February 3, 2011.

Name Age Gender Sign City State Country
morgan29
Kelpies Travel Melbourne Victoria Australia
Muzza 22 year old male Capricorn Perth Western Australia Australia
Julietta Jameson female Capricorn Sydney New South Wales Australia
Jo 40 year old female Capricorn Melbourne Victoria Australia
Mr. Sidhom 34 year old male Leo Melbourne Victoria Australia
Saints fan 30 year old male Aquarius Melbourne Victoria Australia
thisisme 254 year old female Capricorn Melbourne Victoria Australia
BHHCCC 48 year old male Mansfield Victoria Australia
Robert Apps 48 year old male Sagittarius South Yarra Victoria Australia
morgansphotography
Sharon female Melbourne Victoria Australia
lucylovescrafts female
morgan29
Amy Hawley 26 year old female Melbourne Victoria Australia
Mick
In Spirit and Truth Portsoy Scotland United Kingdom
ashlea 19 year old female Cancer Frankston Victoria Australia
Kick Pleat Austin Texas United States
Michelle 23 year old female Taurus Australia
john lilley male Canberra Australian Capital Territory Australia
saintnick12 male St Kilda Victoria Australia
cordeaux male Glasgow Scotland United Kingdom
Inaudible Melody 27 year old female Cancer Melbourne Victoria Australia
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care2
care2 is a small social network dedicated to people who are interested in making a 
difference.  There is a small population of Australians and Australian sport fans on the 
network.  The network is interesting because it allows its users to blog, create petitions, 
join groups and upload photos.  Despite being a niche network for activist, it has all the 
features that most social networks have an its users take advantage of them to post 
about their own interests.  The type of user here is different than some of the other 
types of fans online and given their activist interest, they might be worth courting as they 
may provide positive brand associations if their activist work matches with the philosophy 
of the team.

There are several ways to look at Care2’s community. The first is to look at the total 
search results for the categories that Care2 provides. This can be found in the table 
below.

Keyword Petitions Discussions Members Groups Photos Blogs Healthy Living Ecards Date checked
Nick Riewoldt 0 0 0 0 0 2 0 0 20-Dec-10
St. Kilda Saints 0 0 2 0 0 24 0 0 20-Dec-10
"Nick Dal Santo" 0 0 0 0 0 0 0 0 20-Dec-10
Nick Riewoldt 0 0 2 0 0 0 0 0 26-Dec-10
St. Kilda Saints 0 0 2 0 0 24 0 0 26-Dec-10
Zac Dawson 1 1 0 0 0 0 0 0 26-Dec-10
Nick Dal Santo 0 0 1 0 0 1 0 0 26-Dec-10
"Zac Dawson" 0 0 0 0 0 0 0 0 26-Dec-10
"Nick Dal Santo" 0 0 0 0 0 0 0 0 26-Dec-10
Nick Riewoldt 0 0 0 0 0 2 0 0 3-Feb-11
St. Kilda Saints 0 0 3 0 0 10 0 0 3-Feb-11
Zac Dawson 0 0 1 0 0 0 0 0 3-Feb-11
Nick Dal Santo 0 0 0 0 0 0 0 0 3-Feb-11
"Zac Dawson" 0 0 0 0 0 0 0 0 3-Feb-11
"Nick Dal Santo" 0 0 0 0 0 0 0 0 3-Feb-11

Another way to look at Care2 involved the demographic details of the people who list a 
club as an interest.  This can be found in the table below.  This data suggests a potential 
spam element may be at play.  User names may be the same but the user ids are 
different and the accounts are not located in an area where there is high internet usage 
and a traditional fanbase for the AFL and the St Kilda Saints.

User Country Gender Age BirthdateJoined
Ferdin Khan Bangladesh Male 29 2-Feb-82 14-Aug-10
Zogen A. Bangladesh Male 30 9-Jun-80 23-Jul-10
Zogen A. Bangladesh Male 30 9-Jun-80 23-Jul-10
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Compete
Compete is an analytics company similar to Alexa.  It also collects information from user 
installed toolbars to calculate how many estimated unique visitors sites get each months. 
Compete’s calculations are based on US visitors only.  Given that, it has limited usage for 
Australian sport teams.  It’s best usage potential is likely for individual athletes who have 
sponsorship deals.  In this context, the athlete’s reach in the American market can begin 
to be understood, especially in the context of other athletes from around the world that 
compete in the same sport and with all Australian athletes. This thinking is born out 
when traffic stats are looked at for female Australian athletes. The Australian tennis 
player, Sam Stosur, has the most American traffic of five female Australian athletes looked 
at. Her traffic peaked during the northern Summer and when most of the tennis 
competitions were going on. 

The major problem with this thinking is that AFL and St Kilda players do not have high 
visibility personal and fansites websites.  The AFL also does not appear to allow individual 
players to sign major sponsorship deals, or, if they do, these sponsorship deals do not 
lead to high profile status that athletes like Ian Thorpe and Sam Stosur enjoy.  These two 
things limit some of the usefulness of Compete.

Another potential use for Compete would involve the AFL trying to leverage that audience 
to improve the value of television rights or for companies running advertisements during 
AFL games.  If there is a big disconnect between total television viewers, internal website 
traffic details and compete’s measurement of American traffic to AFL websites, it signals 
areas for growth.

The graph below shows total US visitors to select official AFL sites.
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delicious
delicious is power social bookmarking site.  When users find pages on the internet that 
they may want to visit again, they bookmark them.  To make finding bookmarks easier, 
users are encouraged to tag these posts.  Tags are how delicious is searched; you do not 
search titles or descriptions.

delicious is popular with some Australian sport fans. In the AFL, Collingwood’s website 
has been bookmarked 62 times and St Kilda’s site has been bookmarked 35 timees.  
Being bookmarked like this can help a club determine the amount of interest there is in a 
topic during a controversy: If people are interested in a topic, they bookmark it.  
Delicious can also be used to help a club increase its visibility with a new audience and 
improve the team’s search engine optimization.  

There are two easy ways to look at delicious links: Total tag results and social bookmarks 
for a tag added over time.  The total results for St Kilda related searches are in the table 
below.  

The graph below shows the volume of bookmarking over time using the StKilda tag for St 
Kilda.  This graph is generated by delicious.

Date Keyword delicious count
20-Dec-10 AFL Riewoldt 4
23-Dec-10 AFL Riewoldt 5
26-Dec-10 AFL Riewoldt 5

3-Feb-11 AFL Riewoldt 5
23-Dec-10 Nick Dal Santo 1
26-Dec-10 Nick Dal Santo 1
28-Dec-10 Nick Dal Santo 1

3-Feb-11 Nick Dal Santo 1
20-Dec-10 Nick Riewoldt 4
23-Dec-10 Nick Riewoldt 5
26-Dec-10 Nick Riewoldt 6

3-Feb-11 Nick Riewoldt 6
20-Dec-10 NickRiewoldt 0
23-Dec-10 NickRiewoldt 0
26-Dec-10 NickRiewoldt 0

3-Feb-11 NickRiewoldt 0
3-Feb-11 St Kilda 1125

20-Dec-10 St. Kilda Saints 41
23-Dec-10 St. Kilda Saints 41
26-Dec-10 St. Kilda Saints 41

3-Feb-11 St. Kilda Saints 41
3-Feb-11 StKilda 214
3-Feb-11 StKildaSaints 41

23-Dec-10 Zac Dawson 1
26-Dec-10 Zac Dawson 1

3-Feb-11 Zac Dawson 1
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delicious
The screenshot below was generate by delicious on February 3, 2011.  It includes a list of 
all the tags used to bookmark www.saints.com.au .  The table below and to the right 
includes the dates that people bookmarked the Saint’s site.

Date Bookmarked
27-Oct-04 1
7-Aug-05 1

31-Dec-05 1
30-Jan-06 1
28-Jan-07 1
24-Feb-07 1
30-Mar-07 1
23-May-07 1
24-Jun-07 1
15-Jul-07 1
5-Aug-07 1

20-Aug-07 1
18-Sep-07 1
30-Sep-07 1

3-Mar-08 1
6-Mar-08 1
8-Apr-08 1

19-May-08 1
8-Jul-08 1

21-Jul-08 1
25-Jul-08 1
30-Jul-08 1
3-Aug-08 1

19-Nov-08 1
31-Dec-08 1

4-Feb-09 1
24-May-09 1
27-May-09 1

27-Jul-09 1
10-Aug-09 1
12-Aug-09 1
14-Aug-09 1
17-Aug-09 1
9-Sep-09 1
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digg
digg is similar to social news.  Users submit links. Then other users can “digg” the links to 
indicate that the like them or thumb down the links if they do not.  The more “diggs” a 
link gets, the greater its visibility is on the site.  If it gets enough likes, it may be featured 
on the front page.  Being featured on the front page is considered highly desirable by 
many sites as it means a lot of traffic that they might not get otherwise.

According to Alexa on November 27, digg ranks 103 in Australia.  The AFL appears to 
have an official digg account, which they use to promote some of the articles that appear 
on their site.  Despite these two favorables, digg does not appear to play an important 
role in Australia’s sport fandom picture.  Over in the NRL, when the Joel Monaghan story 
broke, it wasn’t Australians who submitted links to digg about it; rather, articles were 
submitted by Americans, a Kiwi and an Indonesian.  Similarly, two of the three links 
found for the ACT Brumbies were submitted by South Africans; only one was submitted 
by an Australian.  In a sample of around 200 unique Australian sport related digg 
submitted links, the average story had only 2.7 diggs, and median and mode of 1 digg 
per article.  Australian sport related articles are just not getting much attention on the 
site.  This reinforces the view that digg does not have a large, active community of sport 
fans despite its popularity in Australia.

The links for Australian team sports fall into two general categories: 1) Where to watch 
the games streaming. 2) Team profiles and game news.  The type of link submitted was 
based on who was submitting it.  In both cases, the links were posted during the W-
League season, which suggests that interest in mentioning the league is not maintained 
during the off season.  

One of the easiest way to find AFL related links submitted on digg is to find a user who 
has submitted one link, and then see what else the user has submitted. The timeline of 
links being submitted often suggests that the digg users who posted them were posting 
them as part of a large digg submission effort: The digg submissions do not appear to be 
spread out over the season but as digg does not always show submissions beyond the 
last 30 days, this is hard to verify based on information provided on the profile.  If this 
pattern really is true, it suggests other fundamental problems with the Australian and 
Kiwi sport community on digg.  Namely, it suggests that people are less interested in long 
term promotion of AFL but are focused on one off promotion of their sites to improve 
their own site’s visibility.  They are not necessarily interested in promoting the AFL, 
Aussie rules football and sport in a wider context.  

There are three ways to track digg: Total search results, individual digg submission stats 
by teams, and demographic profile statistics from people who submit a link about a team.



digg
The table below includes the total search results for keyword searches related to the 
Saints. 

Keyword Story Results Profile Results Date checked
St. Kilda Saints 2455 0 15-Nov-10
"St. Kilda Saints" 27 0 15-Nov-10
"St Kilda" AFL 77 0 15-Nov-10
"St. Kilda Saints" 29 0 23-Dec-10
"Nick Riewoldt" 32 0 23-Dec-10
"Zac Dawson" 3 0 23-Dec-10
"Zac Dawson" 1 0 10-Dec-10
"Nick Dal Santo" 10 0 23-Dec-10
"Nick Dal Santo" 0 0 10-Dec-10
"Nick Dal Santo" 11 0 28-Dec-10
"Nick Dal Santo" 12 0 3-Feb-11
"Zac Dawson" 11 0 3-Feb-11
"St Kilda" AFL 158 0 3-Feb-11
"St. Kilda Saints" 33 0 3-Feb-11
St. Kilda Saints 4363 0 3-Feb-11
"Nick Riewoldt" 54 0 3-Feb-11
"Sam Gilbert" 23 1 3-Feb-11
"St Kilda" New Zealand AFL 20 0 3-Feb-11
"St Kilda" Dawson "New Zealand" 22 0 3-Feb-11

The table below compares the characteristics of Australian digg users who have 
submitted content related to specific AFL teams.  The data was all collected on November 
15, 2010.

Team Math Followers Following Diggs Daily Diggs Submissions Daily Submissions Comments
West Coast Eagles Mean 4.357142857 8.357142857 1841.5 0 1845.214286 43.5 0.785714286

Median 1 0 28.5 0 28.5 0 0
Mode 0 0 0 0 0 0 0

Port Adelaide Power Mean 4.2 7.933333333 1737.6 0 1740.333333 40.6 0.933333333
Median 2 0 29 0 29 0 0
Mode 0 0 0 0 0 0 0

Collingwood Magpies Mean 7.692307692 13.92307692 2158.230769 0 1961.923077 42.07692308 11.07692308
Median 2 0 245 0 88 0 0
Mode 0 0 #N/A 0 #N/A 0 0

St. Kilda Saints Mean 28.30769231 23.30769231 2564.153846 0 2226.153846 48.15384615 2.461538462
Median 6 3 959 0 225 0 0
Mode 2 0 #N/A 0 #N/A 0 0

Geelong Cats Mean 3.375 4.25 2805.875 0 2807.25 66.25 0.75
Median 1.5 0 104 0 81 0 0
Mode 0 0 #N/A 0 #N/A 0 0
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digg
The table below includes the information about users who have submit St Kilda related 
links.

25

The following are people who have submitted links to digg or have dugg about a particular team.
Username Location City State Country Followers Following Diggs Daily Diggs Submissions Daily Submissions Comments
alexagraham 41 154 971 0 842 6 0
betezy 1 1 106 0 101 0 0
bighef 6 0 91 0 88 0 0
bloggerbaby101 3 31 102 0 34 0 3
keithold 21 38 1430 0 315 0 5
larryseely 12 24 245 0 225 2 0
lukezx6r Melbourne, AU Melbourne Victoria Australia 20 3 959 0 103 0 11
newsxmobile 2 0 21253 0 21333 525 0
romancarr8 2 2 3394 0 3405 80 4
rosejam 2 27 0 0 0 0 0
spektra Australia Australia 7 1 2280 0 8 0 9
weatherforecas 1 0 1943 0 1956 10 0
WithLeather City, State 250 22 560 0 530 3 0



digg
The table below includes the information about link submissions on Digg that relate to St 
Kilda.
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digg
The table below includes the information about link submissions on Digg that relate to St 
Kilda.
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ebay.com.au
ebay.co.nz

eBay is an extremely popular site in Australia.  Alexa pegs it as the 6th most popular in 
the country.  It is similar to a digital garage sale, only there is an economic incentive to 
only submit items that the seller things can actually sell. If they don’t sell, the seller 
makes no money and may be subjected to additional eBay related fees.

Sport related goods are a huge part eBay.  For men’s Australian sport, there is a category 
for the AFL and one for the NRL.  On November 27, there were over 42,643 items in the 
AFL category alone.  On a page of auction only AFL results, 12 of the 50 items listed had 
bids. People might not be buying everything but over 20% had bids, which seems really 
good.

Given all this, it seems to be a fair assumption that the volume of items related to a team 
or athlete indicate a certain level of popularity.  

The tables below are sorted by team and can begin to give an idea of relative popularity 
of a team or player.  As other networks have demonstrated, the volume around a 
player/team increases during periods when they are in competition.  The level of 
merchandise available for the AFL suggests that this pattern may not hold.  If it is true, 
then during the season the NRL merchandise totals should be higher than 
November/December 2010.  NRL players who are competed in the Four Nations 
Tournament may still be seeing a boost.  A variety of other factors clearly influence when 
items are listed. One factor that may be playing for December is that people may be 
listing sport merchandise that they hope people may give to others for Christmas 
presents. Until more data is available, it be likely best to assume that merchandise will be 
available at all times, with volume peaking around important sport related events or 
major news stories.

ebay.ca.nz is a New Zealand version of ebay.com.au.  Trade Me is a more popular New 
Zealand auction site.  Despite this, it is worth benchmarking the AFL interest on the site.
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The table below contains a total number of items that appeared when the search 
specified was used.  

Site Search All Items Checked
ebay.co.nz Dal Santo Kilda 0 26-Dec-10
ebay.co.nz Dawson Kilda 0 26-Dec-10
ebay.co.nz Kilda Riewoldt 0 20-Dec-10
ebay.co.nz Kilda Riewoldt 0 26-Dec-10
ebay.co.nz Nick Dal Santo 0 26-Dec-10
ebay.co.nz Nick Riewoldt 0 20-Dec-10
ebay.co.nz Nick Riewoldt 0 26-Dec-10
ebay.co.nz St. Kilda Football Club 0 26-Dec-10
ebay.co.nz St. Kilda Saints 0 20-Dec-10
ebay.co.nz St. Kilda Saints 0 26-Dec-10
ebay.co.nz Zac Dawson 0 26-Dec-10
ebay.com.au Dal Santo Kilda 42 26-Dec-10
ebay.com.au Dal Santo Kilda 40 31-Dec-10
ebay.com.au Dal Santo Kilda 40 3-Feb-11
ebay.com.au Dawson Kilda 6 26-Dec-10
ebay.com.au Dawson Kilda 6 31-Dec-10
ebay.com.au Dawson Kilda 6 3-Feb-11
ebay.com.au Kilda Riewoldt 79 20-Dec-10
ebay.com.au Kilda Riewoldt 74 23-Dec-10
ebay.com.au Kilda Riewoldt 79 26-Dec-10
ebay.com.au Kilda Riewoldt 69 31-Dec-10
ebay.com.au Kilda Riewoldt 75 3-Feb-11
ebay.com.au Nick Dal Santo 49 23-Dec-10
ebay.com.au Nick Dal Santo 53 26-Dec-10
ebay.com.au Nick Dal Santo 51 28-Dec-10
ebay.com.au Nick Dal Santo 49 31-Dec-10
ebay.com.au Nick Dal Santo 53 3-Feb-11
ebay.com.au Nick Riewoldt 118 20-Dec-10
ebay.com.au Nick Riewoldt 109 23-Dec-10
ebay.com.au Nick Riewoldt 115 26-Dec-10
ebay.com.au Nick Riewoldt 103 28-Dec-10
ebay.com.au Nick Riewoldt 97 31-Dec-10
ebay.com.au Nick Riewoldt 129 3-Feb-11
ebay.com.au St. Kilda Football Club 7 26-Dec-10
ebay.com.au St. Kilda Football Club 8 31-Dec-10
ebay.com.au St. Kilda Football Club 9 3-Feb-11
ebay.com.au St. Kilda Saints 578 20-Dec-10
ebay.com.au St. Kilda Saints 540 23-Dec-10
ebay.com.au St. Kilda Saints 533 26-Dec-10
ebay.com.au St. Kilda Saints 512 28-Dec-10
ebay.com.au St. Kilda Saints 521 31-Dec-10
ebay.com.au St. Kilda Saints 691 3-Feb-11
ebay.com.au Zac Dawson 8 23-Dec-10
ebay.com.au Zac Dawson 9 26-Dec-10
ebay.com.au Zac Dawson 9 31-Dec-10
ebay.com.au Zac Dawson 8 3-Feb-11

ebay.com.au
ebay.co.nz
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ecademy
ecademy is a small social network for business professionals that is an alternative to 
LinkedIn.  It has a small number of people connected to Australian sport.  In using and 
evaluating ecademy, it should be looked at from the perspective of using it liked in: 
Developing a network of employees, volunteers and athletes who can help network with 
other professionals to bring in an audience of potential sponsors and higher income 
bracket fans.

Given the nature of ecademy, the total number of people who have clubs listed in their 
profiles should not be gauged as a representation of fandom on the network.  Rather, it 
should be looked at as industry professionals who want to be affiliated with the club or 
league.

One of the challenges involved with measuring membership on ecademy is that team 
sport names may not be the name of organization that runs the club or league.  This 
could possibly exclude some people actually connected to them.  

ecademy has a small number of people connected to Australian sport. As of July 2010, 
zero people list Melbourne Victory, Socceroos or W-League as an interest or company 
they have worked for.  There are people who list Australian teams as an interesting, 
including some one who listed the Canberra Capitals of the WNBL and some one else 
who listed the Adelaide Crows of the AFL.  
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ecademy
Below is a list by date and team of the number of people who include an AFL club or 
player in their profile.

Team Interest Total Checked
Brisbane Lions Brisbane Lions 5 16-Nov-10
Collingwood Magpies "Collingwood Magpies" 1 11-Nov-10
Collingwood Magpies Collingwood Magpies 1 11-Nov-10
Essendon Bombers Essendon Bombers 0 24-Aug-10
Essendon Bombers Essendon Bombers 0 11-Nov-10
Fremantle Dockers '"Fremantle Dockers" 0 16-Aug-10
Fremantle Dockers '"Fremantle Dockers" 0 11-Nov-10
Gold Coast Football Club Gold Coast Football Club 88 16-Nov-10
Gold Coast Football Club Gold Coast Suns 481 16-Nov-10
Gold Coast Suns "Gold Coast FC" 0 11-Nov-10
Gold Coast Suns "Gold Coast FC" 0 16-Nov-10
Gold Coast Suns "Gold Coast Suns" 1 11-Nov-10
Gold Coast Suns "Gold Coast Suns" 1 16-Nov-10
Gold Coast Suns Gold Coast Suns 482 11-Nov-10
Greater Western Sydney "Greater Western Sydney" 0 11-Jun-10
Greater Western Sydney "Greater Western Sydney" 0 11-Nov-10
Greater Western Sydney "Greater Western Sydney" 0 16-Nov-10
Greater Western Sydney "Team GWS" 0 11-Nov-10
Greater Western Sydney "Team GWS" 0 16-Nov-10
Greater Western Sydney "Western Sydney Football Club" 0 16-Nov-10
Greater Western Sydney Israel Folau 0 11-Jun-10
Greater Western Sydney Israel Folau 0 11-Nov-10
Hawthorn Hawks "Hawthorn Hawks" 0 11-Nov-10
Hawthorn Hawks Hawthorn Hawks 0 11-Nov-10
Port Adelaide Power "Port Adelaide Power" 0 9-Jul-10
Port Adelaide Power "Port Adelaide Power" 0 11-Nov-10
Port Adelaide Power Port Adelaide Power 334 9-Jul-10
Port Adelaide Power Port Adelaide Power 343 11-Nov-10
St. Kilda Saints "St Kilda Football Club" 0 3-Feb-11
St. Kilda Saints "St. Kilda Saints" 0 20-Dec-10
St. Kilda Saints "St. Kilda Saints" 0 3-Feb-11
St. Kilda Saints Nick Riewoldt 0 20-Dec-10
St. Kilda Saints Nick Riewoldt 0 3-Feb-11
St. Kilda Saints St Kilda Football Club 123 3-Feb-11
St. Kilda Saints St. Kilda Saints 183 20-Dec-10
St. Kilda Saints St. Kilda Saints 186 3-Feb-11
Sydney Swans Sydney Swans 6 16-Nov-10
West Coast Eagles '"West Coast Eagles" 0 16-Aug-10
West Coast Eagles '"West Coast Eagles" 0 11-Nov-10
Western Bulldogs "Jason Akermanis" 0 15-Jun-10
Western Bulldogs "Western Bulldogs" 0 11-Jun-10
Western Bulldogs "Western Bulldogs" 0 15-Jun-10
Western Bulldogs "Western Bulldogs" 0 24-Jun-10
Western Bulldogs "Western Bulldogs" 0 11-Nov-10
Western Bulldogs Jason Akermanis 0 11-Jun-10
Western Bulldogs Jason Akermanis 0 21-Jul-10
Western Bulldogs Jason Akermanis 0 11-Nov-10
Western Bulldogs Western Bulldogs 1 11-Jun-10
Western Bulldogs Western Bulldogs 1 24-Jun-10
Western Bulldogs Western Bulldogs 1 21-Jul-10
Western Bulldogs Western Bulldogs 1 11-Nov-10
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facebook
Facebook is the most popular social network in Australia.  There are several ways to 
measure community size on the network. One way to measure interest is based on the 
number of fanpages dedicated to a team and the total people who like the fanpage. 
Another way is to get demographic data from Facebook’s advert page at 
http://www.facebook.com/ads/create/ .  A third way is to manually cull membership lists 
to determine which networks members belong to. A fourth way involves looking at the 
total volume of comments, updates and likes are made by an account/fan page on 
specific days.

Facebook is very popular for Australian and Kiwi sport because most of the stakeholders 
are familiar with Facebook as they use the site on their own to pursue their own 
interests, maintain their relationships with friends and family, and get news.  This 
experience means that the people running the fanpages and groups often understand the 
content that people may desire.  It also means that they are more likely to find it easier 
to add things like pictures and videos as they likely use Facebook on their mobile phones.  
This familiarity with Facebook has proven to be a bit of a problem for the AFL as players 
have occasionally forgotten the site is not private and have gotten into trouble as a 
result.  The NRL responded by discouraging social media usage, providing additional 
training to players and encouraging them to be careful when using sites. NRL teams have  
responded by not promoting player Twitter accounts or Facebook fanpages. The AFL 
appears to have taken a different track.  They appear to allow players to use Facebook 
and Twitter but, like the NRL, clubs do not appear to promote their players use of social 
networks like Facebook and Twitter.

Fanpages tend to be more desirable as updates by the maintainer can appear on a user’s 
timeline.  This is not always the case with groups.  Fanpages are also given a preference 
when people are searching for a term. Groups and profiles have traditionally had an 
advantage over fanpages because it was easier to contact everyone who belongs to your 
group or who lists you as a friend.  This is changing as Facebook adds more features.

Most of the growth for fanpages would most likely happen during the season, and during 
promotional periods prior to the start of the season or other major competitions.  For 
men’s Australian and Kiwi sport, growth continues during the off season but at a smaller 
rate.  Also during the off season or after a controversy happens, consolidation appears to 
happen where fans delete fanpages and groups they created.  In those cases, fans either 
join official pages or lose interest in following the club.

Most of the data provided is context free as most of the analysis involved would involve a 
rehash of issues that have already been stated.  The major difference is that search is 
less of a factor here except in terms of identifying all relevant groups.  It is easy enough 
to look at the profile for a group or fanpage to determine if it is relevant. Group pages 
were used by early adopters and there might be a movement away from groups towards 
fanpages.  In those cases, the group growth should probably be stagant while the 
fanpage growth is proportionally higher.  The URL list for these groups and fanpages is 
available upon request.
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facebook

One  way of measuring interest involves interest searching based on 
http://www.facebook.com/ads/create/ , a tool for advertisers to market based on 
demographic information and keywords. The list below gives an idea as to the demographic 
and geographic composition of St Kilda fans on Facebook over time.
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facebook

One  way of measuring interest involves interest searching based on 
http://www.facebook.com/ads/create/ , a tool for advertisers to market based on 
demographic information and keywords. The list below gives an idea as to the demographic 
and geographic composition of St Kilda fans on Facebook over time.
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facebook
One  way of measuring interest involves interest searching based on 
http://www.facebook.com/ads/create/ , a tool for advertisers to market based on 
demographic information and keywords. The list below gives an idea as to the demographic 
and geographic composition of St Kilda (Nick Dal Santo) fans on Facebook over time.
Date collected Keyword Country City / StateAge Sex Education Relation Interested Estimate

28-Dec-10 St. Kilda Saints (Nick Dal Santo) Australia All All All All All All 3,660
28-Dec-10 St. Kilda Saints (Nick Dal Santo) Australia All All Female All All All 1,940
28-Dec-10 St. Kilda Saints (Nick Dal Santo) Australia All All Female All All Men 780
28-Dec-10 St. Kilda Saints (Nick Dal Santo) Australia All All Female All All Women < 20
28-Dec-10 St. Kilda Saints (Nick Dal Santo) Australia All All Male All All All 1,800
28-Dec-10 St. Kilda Saints (Nick Dal Santo) Australia All All Male All All Men < 20
28-Dec-10 St. Kilda Saints (Nick Dal Santo) Australia All All Male All All Women 1,080
20-Dec-10 St. Kilda Saints (Nick Riewoldt) Australia Adelaide - All All All All All 600
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facebook
One  way of measuring interest involves interest searching based on 
http://www.facebook.com/ads/create/ , a tool for advertisers to market based on 
demographic information and keywords. The list below gives an idea as to the demographic 
and geographic composition of St Kilda (Nick Reiwoldt) fans on Facebook over time.
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facebook

One  way of measuring interest involves interest searching based on 
http://www.facebook.com/ads/create/ , a tool for advertisers to market based on 
demographic information and keywords. The list below gives an idea as to the demographic 
and geographic composition of St Kilda (Nick Reiwoldt) fans on Facebook over time.
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facebook

Another way of looking at Facebook is to look at growth for the official Facebook fanpage 
for a team.
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