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INTRODUCTION
Welcome to the National League’s Best XI Guide for the 2019/20 season.
The aim of this guide is two-fold; providing some practical examples that clubs in other parts of the UK and Europe are using to enhance
their match day experience and attract new fans to their stadiums and to shine a light on the great work that clubs in the National
League are doing themselves.
Using our experience from working with the associations, leagues and clubs in several countries across Europe, the first draft of this
guide (published in August) highlighted XI clubs excelling on a variety of online and match day touch points. These were intended to
provide some inspiration and ideas that could be implemented this season by National League clubs in their own unique way, so that the
eleven spots could be taken by you before the end of the reason.
So far, we’ve had some great submissions and half of the outfield line up already has teams in place. Take a look in this document to
find out who’s in so far, and hopefully use their initiatives to spark some of your own. The Best XI received by the end of the season will
be put into the final line up and recognised at the end of season awards dinner.
So, thank you for the submissions received so far and we look forward to hearing what is going on at your club between now and the
end of the season.
Best wishes
Darren
The Fan Experience Company
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CLUB:

BRENTFORD

DIVISION:

EFL CHAMPIONSHIP

EXAMPLE:

“FAMILY WEBSITE”

The club website is a popular destination for many fans, but especially if they are new and hungry for
information or are looking for something speciﬁc.
Brentford are one of the leading clubs when it comes to the family experience in the EFL but their
approach to their online presence could be used for different fan types too, such as new fans, young fans or
even away team supporters. Brentford decided to create a dedicated family website that sits alongside
their main site, and where they could concentrate all details, offers and family-friendly content.
Even if you don’t go that far, the key is to put all the relevant information in one place; easily located and
navigated in minutes – and that’s all that people will spend looking these days. Often, relevant and useful
information is buried deep into the site (on pages that are barely visited or deep in the text where fans
won’t bother to look). Another way to tackle this is via a separate New Fan Guide that is embedded in the
site or that can be downloaded (useful for mobile phone users).

BACK TO TEAMSHEET

TICKETING
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CLUB:

DURHAM WOMEN

DIVISION:

FAW CHAMPIONSHIP

EXAMPLE:

“MATCH DAY CALCULATOR”

There are lots of ways to make tickets more attractive and easier to purchase but the ﬁrst step for many
supporters is affordability.
In some cases, new fans won’t know what the prices of tickets are but there are also other associated costs
that they’ll need to factor in. Durham Women have a novel approach to the affordability question by
producing and sending a match day calculator that shows all of the key items and how much they cost.
Of course, this isn’t just about information; the calculator doubles up as a way of demonstrating just how
affordable it can be to attend a match, and even bring the family along. If your club has special offers /
promotions or free / low priced parking, for example, this is a great way to tell people about it and can be
shared on social media too. The objective is to get more fans to games, so anything that removes barriers
and makes it simple is important for clubs to use and this starts with the match ticket.

BACK TO TEAMSHEET

SOCIAL MEDIA

CLUB:

BARNET FC

DIVISION:
EXAMPLE:

“THE OFFICIAL UNOFFICIAL ACCOUNT”

The club had noticed a disconnect between them and their fans on Twitter. Their ofﬁcial account is an
informative and professional social feed which has been kept debate and conversation free over the years and
whilst this provided a clean output of club related content, the club did not speak directly to the fans and
answer their questions. They were always listening but not necessarily responding. So they created an
additional Twitter account called BFC voice for this very purpose.
Fans have been getting answers to questions that would have historically gone unanswered and the club
believe they have started to better integrate with their fan base on a more human level as a result.
It’s strict - only “jumping in” if they feel that the wrong information is being debated and other than that, BFC
voice only speaks when asked a direct question but avoids football speciﬁc questions such as injury updates
and team selection.

BACK TO TEAMSHEET

BFC voice is an outlet for conversation which aims to engage fans and build bridges - using a more
personal style - with the main purpose to show that they are listening and that they do care.

TRAVEL
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CLUB:

AC HORSENS

DIVISION:

DANISH SUPERLIGA

EXAMPLE:

“FREE CAR PARKING”

Nothing spectacular about this one – most of the best ideas are also the easiest to implement - but in
today’s busy world, fans don’t need excuses not to attend matches. AC Horsens have a good sized car
park that is right next to the stadium that’s easily accessed and well sign-posted. Staff are on hand to help
people when they arrive so it also creates a great ﬁrst impression of the club.
If - and we know not all clubs do - you have available car parking then make the most of it and let fans
know. If you can make it free, or very low cost, that helps too. Parking is always a key consideration for fans,
so be sure to give them plenty of online information about your club’s situation in advance of match day
and also provide alternative parking options or modes of transport too. Even if the parking options are
limited or even non-existent, fans will still appreciate helpful and considerate advice on the subject.
Parking is an increasingly signiﬁcant factor when new fans are planning their day. Make it something that
attracts people, not gives them a reason to steer clear of your ground.

BACK TO TEAMSHEET

MERCHANDISE
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CLUB:

AYR UNITED

DIVISION:

SCOTTISH CHAMPIONSHIP

EXAMPLE:

‘SOMETHING FOR EVERYONE’

Fans (of all ages) will buy merchandise if it’s available but it has to be carefully thought out. Although few
clubs will be able to provide the megastores seen at Premier League grounds, nearly all clubs have some
kind of retail outlet that sells – at the very minimum - replica kit and branded merchandise like scarves,
baseball caps, key rings and cups. This is the least that is expected by fans.
The clubs who give this more thought however, tend to attract more visitors to their outlets and thus,
increased sales. One key area is the range of items; the more that are suitable for younger fans – as Ayr
United have recognised - the better, as this will also bring parents into the shop and they might also see
something they like. Collectible items (e.g. autograph cards) are an obvious bonus, as it encourages
repeat visits, and having players (ex or current) there to sign them and other items (programmes, books,
replica shirts) is also an effective way to increase sales.

BACK TO TEAMSHEET

Of course, if you get that part right, you also have to give fans the opportunity to buy the items. Ayr’s shop
is open six days per week and at varying times (including AFTER the games) so it suits everyone on at least
one day.

FAN ZONE
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CLUB:

NAC BREDA

DIVISION:

EREDIVISIE

EXAMPLE:

“UTILISING SPACE”

NAC Breda’s stadium has three accessible sides, with a main road on one side and a car park on another
as well as residential properties not far from the main stand. But there is a wide footpath alongside the
road and on match days, this becomes their fan zone, feeling much bigger with multiple refreshment
outlets and activities as well as music, the supporter’s bar and easy access to the club store.
This zone attracts a lot of people on match days, several arriving two hours prior to kick off, who enjoy the
build up. There is something for all fan types, so core fans can enjoy a beer and catch up while – with a
dozen inﬂatables as well as mini-pitch, goals and face-painting – there is more then enough to occupy
younger fans. This is perfect as a tool to get people to attend - and start spending – long before kick-off.
NAC endured a miserable season in 2018/19, ﬁnishing bottom of the table with only ﬁve victories, but the
fan zone was always densely populated and kept a smile of supporters faces. We know that younger fans –
and families – are less concerned about the result and more about the experience and this kind of zone
makes a big difference, and feels much bigger than it actually is.

BACK TO TEAMSHEET

REFRESHMENTS

CLUB:

TONBRIDGE ANGELS

DIVISION:
EXAMPLE:

“A DIY APPROACH TO MATCH DAY CATERING”

When their Mr Burger Man retired, a supporter came up the idea of bringing the club’s catering in-house and
providing an additional revenue stream.
After the green light, they set about providing appropriate outlets from which to sell the match day fare and three
permanent new catering facilities quickly took shape; The Tea Shack, The Tea Hut and The
Marquee Tea Bar, which reﬂected both the style of construction and the rural setting of the Angel’s ground.
With a small army of volunteers (including parents of the players and other supporters), they were soon ﬂipping
burgers by the dozen and the supporters took at pride in their new catering facilities that gave such a unique
ﬂavour (no pun intended!) to their ground, some of them named after current and former players.
Of course you come to stadium to watch football, but few would deny that an added, almost essential pleasure, is
the purchase of a delicious juicy burger accompanied by a steaming cup of tea or Bovril which will complete the
supporter match day experience. And it makes the club money too. What’s not to like?

BACK TO TEAMSHEET

MASCOT

CLUB:

KETTERING TOWN FC

DIVISION:
EXAMPLE:

“A DAY TO REMEMBER”

Kettering Town recognises the importance of involving younger fans in the club at the earliest opportunity.
Not only does this increase the chances that they will connect with grass roots football and become lifelong supporters of the club, but ensures that they know that Latimer Park is a welcoming and fun place to
go. It’s a win all round as the children have a memorable day, the club increases exposure in the
community, the parents know their children are being looked after and the mascot, Rocky, loves it too.
The main changes made has been to transform the experience from a restricted one to one that covers a
large part of the match day and includes meeting the players in the dressing room for autographs, visiting
the club’s TV channel studio, playing on the pitch before the game (a training session) and at half-time (a
penalty shoot out against Rocky, as well as taking part in the friendship handshakes and pre-match
formalities with the captains and ofﬁcials. The fun continues after the ﬁnal whistle when team mascots get
the chance to meet players in the club house for photo and autograph opportunities.

BACK TO TEAMSHEET

COMMUNTY

CLUB:

SOLIHULL MOORS FC

DIVISION:
EXAMPLE:

“SUPPORTING IN MORE WAYS THAN ONE”

The club have used match days this season to demonstrate their commitment to the local community and
those within it; taking part in appeals that fans are able to relate to and making the club a welcoming
venue for new people and young families in particular.
They have completed food collections on a match day to help support the local food bank, including a
Christmas appeal where fans were invited to donate food, toys, and cash and raised over £3,000 that was
used to support 259 deprived families within the local area. All this has created great relationships
between the club, supporters association and fans; so much that a fundraising committee has been
formed to coordinate future projects.

BACK TO TEAMSHEET

Adding activities at the stadium including face painting, player meet and greet and pamper nights have
seen more patrents and younger children in attendance at games, as the club have focussed on becoming
more family-friendly. By partnering with local charities (Mind, Children In Need, Age Concern) the club has
increased awareness within the community, beneﬁting the causes and the club who have attracted a wider
audience to the stadium.

STAFF

CLUB:

NOTTS COUNTY FC

DIVISION:
EXAMPLE:

“RANDOM ACTS OF KINDNESS’

Staff make all the difference at any club and Notts County proved that over the Christmas period with their
Random Acts of Kindness initiative.
The players, manager and staff have organised a number of visits and events that have created special
memories for fans and that have really engaged with the local community and understood the challenges
people within it face. The acts have included a visit to the city’s hospital, a carol service, a Christmas party,
a visit to celebrate the 90th birthday of a fan and another home visit to a lifelong supporter (including a
thank you card signed by all the players). One of the other highlights (and a great example of such a
simple but hugely effective idea) was to have the players work in the club shop; serving customers and
even doing some shirt printing.
Players can be heroes for fans (young and old) at any level, and any engagement between the two is a
sure-ﬁre way to make that relationship gel. As one fan said on social media ‘a club we can be proud of’.

BACK TO TEAMSHEET

The video can be viewed on Twitter by clicking on this link

ENTERTAINMENT
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CLUB:

FC COPENHAGEN

DIVISION:

DANISH SUPERLIGA

EXAMPLE:

“RAPPER IN THE STAND”

We’ve seen lots of fan engagement on our travels, but rarely have we seen a crowd so positively involved
as when we visited FC Copenhagen at their Parken Stadium and saw their DJ and rapper in action.
There are so many advantages to this as well as the obvious entertainment it provides in the build-up to
the match and at half-time. It offers the chance to recognise and promote local talent, it builds up the
atmosphere by warming up the crowd and it’s incredibly engaging too. Fans can join in and sing along
with the artists and there is something unmistakably cool about it as well, and we know how hard that
12-18 age group can be to please.
This is just one example, but there will be lots of people in your community who have remarkable talents
and would appreciate any opportunity to showcase it. This also allows you to mix it up and keep match
day acts varied, unexpected and fun. Fans expect more than just the ninety minutes of action to keep them
entertained these days, so have a think about what your local community has to offer.

BACK TO TEAMSHEET

CONTACT US
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DARREN YOUNG
THE FAN EXPERIENCE COMPANY
07757 676446
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Ç√

Created for The National League by The Fan Experience Company

