
Int.J.Curr.Res.Aca.Rev.2025; 13(3): 1-10 

  
 

1 

International Journal of Current Research  
and Academic Review  

ISSN: 2347-3215 (Online) Volume 13 Number 3 (March-2025) 
Journal homepage: http://www.ijcrar.com 

 
doi: https://doi.org/10.20546/ijcrar.2025.1303.001  

 

Consumption Behaviour of Sports Derivative Products by the Senegalese Football 

Federation 

 
Ibrahima Fall* 

 
INSEPS de Dakar, Université Cheikh Anta Diop, Sénégal 
 
 
*Corresponding author    
 
 

 

Abstract  Article Info 

This study is the result of several months of research into the consumption behaviour of sports 
derivative products at sporting events involving national teams. Investigations were carried out 
by means of participant observation and semi-directive interview surveys, between January and 
December 2022, coinciding with the participation of the Senegalese national football team in the 
African Cup of Nations and the World Cup of the same year. The results of the study show that 
the consumption of derivative products is of a symbolic nature for fans who, through their 
possession, express their identity and their attachment to the national team that represents them 
at international competitions. Buying a shirt is also a way of supporting the team (emotionally 
and financially). The results also highlight the limitations of the Senegalese Football Federation's 
range of derivative products, as well as the distribution of these products. Among the 
recommendations put forward in this research is the need for Senegalese football managers to 
diversify the range of products offered to the public and their distribution, while taking into 
account the low purchasing power of the majority of the population. 
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Introduction 

 

Major sporting competitions, in addition to the intense 
moments of fervour and communion that they foster 
among the population, provide an opportunity to observe 
a strengthening or revival of patriotism, pride and 
national identification through support for sportsmen and 
women or teams.  
 
In this respect, matches between national football teams 
are key moments in the assertion of national identities 
among populations who have different ways of 
supporting their players: accompanying them physically 
to the stadium or watching every match at home in front 
of the television or radio.... In all these situations, it is 
common to see supporters proudly displaying the jersey 

or other object symbolising their team. These products 
bearing the effigy of sportsmen and women or teams 
help to celebrate their exploits. The sale of these 
products, also known as sports merchandising (which 
refers to the commercial exploitation of licensed 
products bearing the effigy of a sporting organisation (a 
club, league, federation, tournament or sportsperson), 
was intended solely for the loyal supporters of the clubs 
which lined the stands in the stadiums or went to the 
training centre.  
 
Today, football association derivative products have 
become real consumer goods. As well as being objects of 
collective celebration for supporters, they represent an 
enormous economic stake for sporting organisations. In 
addition to TV rights, sports sponsorship and ticket sales, 
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sports merchandising is a form of self-financing for 
professional and amateur football clubs, as well as 
national football teams (Paché and N'Goala, 2011). In 
Europe, the priority for the owner-managers of 
professional football clubs is now to maximize the fatal 
revenues in order to make their investments profitable 
(Terrien and Andreff, 2020). By way of example, sales 
of merchandising products at Paris-Saint Germain 
amounted to €55.3 million in the 2018-2019 season, 
which represented 10% of the club's revenue over a 
single season. Similarly, Manchester United had a 
merchandising turnover of €47 million in the 2013/2014 
season. According to accounting firm Price waterhouse 
Coopers, the global licensed sports goods market, 
estimated at $34.4 billion in 2020, is expected to reach 
$49.8 billion by 2027, growing by 5.4% over the analysis 
period between 2020 and 2027. Of course, to support 
these sales figures, clubs have been able to rely on the 
massive purchase of shirts outside their own borders by 
long-distance fans, also known as satellite fans (Kerr and 
Gladden, 2008). This strategy of internationalising sports 
brands (Desbordes, 2022) is supported by the presence of 
star players such as Neymar Jr, Cristiano Ronaldo and 
Leonel Messi.  
 
Products such as shirts allow consumers to assert their 
sense of belonging to a club or their national identity. 
This identification can be defined as the extent to which 
individuals perceive themselves as fans of the team, are 
involved with it, are concerned by its performance and 
see it as a representation of themselves (Wann and 
Branscombe, 1993). 
 
However, despite this enthusiasm, from the point of view 
of both consumers and sports organisations, very little 
research has been carried out into the consumption of 
derivate products in Senegal. Understanding this 
phenomenon is still very rare, given the lack of empirical 
data on the motivations and behaviour of consumers with 
regard to derivative products. This leads us to ask the 
following questions: What derivative products are 
available on the Senegalese market? What meaning and 
uses do Senegalese consumers make of them? 
 
The aim of this exploratory study is to examine the 
consumption of sports-related products in relation to the 
phenomenon of support for a national football team. The 
aim is to identify the factors that underpin the 
willingness of Senegalese consumers to buy products 
derived from the football federation and to explore 
consumption behaviour from a sports marketing 
perspective. 

Materials and Methods 

 
The scarcity of research in the field of sports 
merchandising in sub-Saharan Africa led us to favour an 
exploratory approach of a qualitative nature. We 
therefore thought it would be interesting to use two data 
collection techniques: semi-structured interviews and 
observation. The city of Dakar was chosen to carry out 
this survey because of its cosmopolitan population, 
originating from different regions of Senegal, 
traditionally consumers. It began on 5-01-2022 and 
ended on 17-12-2022. This period coincides with the 
participation of the national football team in the African 
Cup of Nations and the World Cup. 
 
Thirty-seven (37) semi-structured interviews were 
conducted with a convenience sample consisting of 28 
individuals who own a derivative product (11 women 
and 17 men aged between fourteen and fifty-eight) and 9 
sellers of derivative products. The population covered by 
the survey was therefore heterogeneous, without aiming 
to be representative of the Dakar population (no random 
selection). We interviewed people as they passed us by, 
without any selection being made in terms of basket size, 
age, gender, etc.  
 
The interview guide for consumers comprises four main 
sections: the type of product purchased, the period during 
which these products were purchased, their perception of 
the price and quality of the products, and the significance 
they attach to owning these products. For the sellers, it 
was interesting to gather their opinions on the nature of 
the derivative products sold, those that sell best, the 
period when sales are highest, the buyers' comments and 
opinions on the price and quality of the products, etc.). 
The guides were pre-tested to ensure that they were 
understandable and that there was no ambiguity in the 
questions. Taking into account the feedback from the 
pre-test, we have made some small changes. 
 
The interviews were conducted in a flexible manner 
(questions were answered in a different order), with 
constant adaptation depending on the interviewee and 
their answers (answers to unplanned questions). The 
interviews (lasting between 18 minutes and 1 hour and 5 
minutes) were recorded using a dictaphone.  
 
Visits to the main markets in Dakar and its suburbs 
(Tilène, Sandaga, Hlm, Sham, Pikine and Guédiawaye), 
as well as to supporters' fan zones, enabled us to carry 
out a series of participant observations. The aim was to 
gather general information on the consumption of 
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derivative products (type of products consumed, place of 
purchase, consumption patterns and practices, consumer 
behaviour with regard to all products on the market, 
etc.). The aim of the survey is to explore the diversity of 
situations in which sports by-products are bought and 
used, and the reasons behind their consumption in 
Senegal. It should be pointed out that many online sales 
sites and platforms were regularly consulted. 
 
Notes and photographs were taken during the participant 
observations, and screenshots were taken from the 
websites. The notes taken and the audio recordings of the 
interviews were transcribed and subjected to a thematic 
content analysis in order to analyse in depth the 
consumption behaviour of derivative products by the 
Senegalese. 
 
Results and Discussion  
 
The results focus on four points: the supply of FSF-
derived products, consumer behaviour, the comparison 
of consumers who have or have not experienced a stock 
shortage and, finally, the factors that influence the choice 
of behaviour. 
 
Buying behaviour 

 
This section presents consumers' attitudes and reactions 
to the Senegalese Football Federation's range of 
merchandising products, including product ranges and 
prices. 
 
The range of derivative products 

 
Our visits to a number of sales outlets and our 
observations of the outfits worn by supporters revealed 
that the derivative products are essentially limited to 
shirts. As the owner of the brand, only the FSF has the 
right to produce and sell these products bearing the 
effigy of the Senegalese national football team. An 
interview with a manager from the marketing committee 
confirms this idea: ‘We only offered scarf and flag shirts 
just because it's the trend. As you know, it's the World 
Cup and that's what's doing best at the moment’ (FSF 
agent). 
 
The latest national football team shirts unveiled by the 
manufacturer were not particularly popular with many 
fans. Some of them point the finger at the design, which 
they find unattractive: ‘These shirts aren't that good-
looking; everyone has noticed’ (a fan). Others are 
worried about the lack of respect for the national colours 

in the design of the national team shirts: ‘My problem is 
that this flag is not that of Senegal. We have a flag with 
equal vertical stripes (green, yellow, red) with a green 
star in the centre of the yellow stripe. Never horizontal 
stripes. Let's respect our seals and our mottos’ (a 
supporter). 
 
Some of those interviewed felt that a study should have 
been carried out to find out more about the opinions of 
Senegalese with regard to design, and that their views 
should have been taken into account in the design of the 
shirts: ‘In all the other countries in the world, especially 
in Europe, the opinion of the fans on the shirts would 
have been crucial; they would not have dared to 
challenge the design and would have changed it quickly 
because it is the fans who buy the shirts and even support 
their clubs, but since we are in Senegal, where our 
leaders do not respect us, that's it’ (a fan). 
 
There have even been calls for a boycott on social 
networks. ‘We have to boycott it, nobody should buy it. 
They'll change it. And make Tik Tok, Facebook 
WhatsApp videos’. (a fan). To make themselves heard, 
others are ready to hurt the FSF's wallet: ‘It's simple: 
nobody buys the supporter shirts; we wear the old ones, 
we'll see who suffers the most; in the end it's the 
federation that loses’ (a supporter). 
 
The price and quality of derivatives products 

 
The FSF only offered a shirt for 45,000 CFA francs (69 
euros) in Senegal. The price is much higher on online 
sales sites (Figure 1). This decision, which is dictated by 
the predominance of monetary considerations, is known 
as the financialisation of sport according to Desbordes 
and Richelieu (2018). It is materialised by the desire of 
sports managers to maximise their income (Leach and 
Szymanski, 2015), on the occasion of the national team's 
participation in the CAN and CDM football finals. 
 
While there are some die-hard fans who are prepared to 
buy the shirt whatever the cost, others feel that the price 
is too high for the average Senegalese: “I think the 
federation is exaggerating the price because life is too 
expensive to buy simple swimsuits for 69 euros” (a 
supporter); ‘I don't really understand Senegal, which is 
an underdeveloped country, and the federation allows 
itself to sell shirts for €45,000.  
 
It's not fair, you can see that it's not aimed at vulnerable 
groups, it's aimed at people with means, and it shouldn't 
be that way. Football is for everyone and everyone 
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should feel involved because the team is the team of all 
Senegalese and everything should be done so that 
everyone can find something to like’ (a supporter). 
 
The FSF's restrictive pricing policy opened the door to an 
alternative offer from the many merchants and traders 
who imported hundreds of thousands of counterfeit shirts 
bearing the FSF and Puma trademarks from China and 
Turkey (Picture 2). Moreover, a joint operation by FSF 
officials and the customs authorities resulted in the 
seizure of 34,000 shirts in a single day. Traders took 
offence at this decision, believing that the FSF should 
have issued a notice well before the shirts were imported. 
By way of justification for the sale of counterfeit shirts, 
one vendor said: ‘It wasn't obvious that everyone was 
buying their shirts from the federation. Some people 
don't have that kind of money, so they come to us for 
cheaper shirts, even if the quality remains to be seen.  
 
Because even if they are counterfeit products of inferior 
quality, the prices offered by traders in the various 
markets in Senegal (varying between 4.5 and 15 euros) 
enable thousands, even millions of Senegalese to own an 
item symbolising their support for the national football 
team. ‘I said to myself that if the federation wanted to 
win the market, it had to do like the other retailers and 
sell shirts that the population could afford, but not sell 
shirts that a very small circle of people could afford’. It 
is obvious that the quality of the counterfeit shirts offered 
by the many traders in the country's various markets is 
inferior, which explains their prices.  
 
According to the merchants, even if the quality of their 
shirts is much lower than that of the federation's, 
customers benefit in particular because they are within 
everyone's reach. ‘We sell shirts for all budgets. The 
Federation, on the other hand, sells at prices that are out 
of reach for most of the population, whereas every 
Senegalese wants and has the right to his or her own 
shirt’ (a seller). 
 
While some buyers are concerned about the quality of 
the products, others feel that the most important thing is 
to wear a shirt that symbolises the national team: ‘I don't 
care about the quality of the shirts, the most important 
thing is to have one’ (buyer). I don't care about the 
quality of the shirt, the main thing is to have one’ 
(buyer). “The quality of the shirts doesn't matter, as long 
as it's a Senegal shirt, that's all”. Even if the prices of the 
shirts on offer are affordable for a large proportion of the 
population, the quantity sold depends on a number of 
factors, including the performance of the national team. 

The above results show that, on the one hand, the supply 
of FSF merchandise is limited and, on the other, the 
prices offered are high for many consumers who, very 
often, have limited purchasing power. This situation 
opens the door to a competitive offer made up essentially 
of counterfeit products at more accessible prices for 
supporters. 
 

Purchase periods  

 

On the whole, Senegalese consumers only really buy 
derivative products when the national team is playing, 
and particularly when it is taking part in the finals of the 
African Cup of Nations or the World Cup. ‘In reality, the 
national football team's shirts only really sell when the 
team is playing in the African Cup of Nations or the 
World Cup’ (seller). ‘The best time for sales is when the 
‘Lions’ are competing, especially during the African Cup 
of Nations or the World Cup. It's good for us anyway, 
because people flock to buy shirts and flags’ (a 
salesman). 
 
It has to be said, however, that the increase in sales of 
derivative products is also a function of the national 
team's performance in these competitions. Indeed, the 
team's results have an impact on fans' decisions to buy 
national team shirts. The more positive the results, the 
more new customers retailers welcome. ‘You need 
Senegal to win to see people buying shirts and flags. The 
Senegalese usually buy on match days. But when the 
team doesn't win, sales drop’ (a vendor). This is also 
confirmed by a salesman: ‘Here, it's on Senegal match 
days that we see the customers. And when the team wins, 
sales are going through the roof. But as long as they keep 
drawing results, business slows down’. Senegal's last two 
matches against Guinea and Malawi, which ended in 
draws, are therefore not helping their business (one 
vendor). This seems to be in line with Kim's study 
(2015), which showed that sales of derivative products of 
a club increase when a team wins and decrease when it 
loses. This can be attributed to the fact that fans will 
more quickly develop a stronger relationship with a 
winning sports team (Cialdini et al., 1976; Teed et al., 
2009). 
 
However, it is worth pointing out that there are some 
die-hard fans who, whatever the team's performance, buy 
the shirts they collect. This is the case of Mr G.: ‘I'm not 
going to stop wearing the national shirt proudly for 
anything in the world. Even when the team loses, I wear 
the shirt feeling sad. By wearing the shirt, I identify with 
the national team’. Some even seem to make it a duty to 
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buy a Senegal national team shirt: ‘We are supporters 
and we have a duty to support the national team in all 
circumstances. We have to buy the shirts when we call 
ourselves supporters’ (a supporter); ’Everyone who 
supports the Lions should have a Senegal shirt and wear 
it proudly. Men, women and children without exception’ 
(a supporter). 
 
It would be interesting to know what significance 
consumers attach to the possession of these 
merchandising products and what they do with them. 
 

The identity-related uses of sports derivative 

products 

 
A number of factors can be identified at present to 
explain these uses of sports derivative products from 
identity affirmation to self-identification with players, 
personalising shirts, making them sacred, and buying 
derivative products as proof of loyalty and attachment to 
the national team. 
 
From the affirmation of a national identity to the self-

identification of supporters 

 
Derivative products help to promote a sense of belonging 
to the national community. ‘When I wear the national 
team shirt, it gives me joy, but more than that, it allows 
me to show my identity wherever I go »: these words 
from a supporter support Crawford's (2004) view that 
fans can express their identity and their belonging to a 
community through deririvate products. The Senegalese 
identity is thus promoted at international competitions 
such as the World Cup and the African Cup of Nations. 
These tournaments highlight the cohesion of football fans 
and their symbolic mobilisation around the national 
team. ‘For me, the shirt is a form of identification with 
my nation’; “I feel a sense of pride and happiness when I 
wear my shirt, whether it's to support the national team 
or to go about my business”. Some people are proud to 
show that they have a strong attachment to their national 
team (Sá & Sá, 2002; Özer & Argan, 2006). By buying a 
shirt, the supporter shows his loyalty to the consumer 
object that is his football team: « For me when you are a 
supporter, you still have to buy the shirt, for me it’s the 
minimum ». “When I wear the shirt, I feel that I 
represent my country Senegal, I support the lions of 
Senegal everywhere and all the time”. 
 
Moreover, the motivation of the fan to consume 
derivative products seems to come from the attachment 
he shows to the national team, but also to the players. 

The self-identification of some supporters to the players 
is also a factor that favors the consumption of shirt 
flattened in the name of stars like Sadio Mané, Idrissa 
Gueye or Kalidou Cissokho. This is the case of a girl 
who loves sports and came to the market very early with 
the firm intention of buying Sadio Mané’s shirt: “I’m a 
fan of Sadio Mané, he’s my favorite player, I only buy 
the shirts that bear his name” (a buyer).  
 
The young people, wearing the shirt of their idols, 
identify themselves with them. In Senegal, the best-
known athletes are considered heroes: « really Sadio 
Mané, Kalidou Kiulibaly and others are real lions, they 
brought us the Africa Cup for the first time ». Ohl and 
Tribou (2004: 55) speak of a « projected self of the 
possessor of the object and that which is deposited by 
venerated personalities ». From this point of view, star 
players are able to contribute to the sale of merchandise 
(Farell, 1984). Moreover, some clubs and national teams 
use the image of their « star » players in order to 
highlight their derivative products. Thus, the supporters 
of Paris Saint Germain will be more sensitive to a 
product worn by Mbappé rather than a product worn by a 
young person from the training center. Hence the 
relevance of the high-profile player recruitment policies 
observed in major European football clubs, so as to 
globalise sales and not restrict themselves to the local 
market (Andreff, 2009). 
 
From the personalization of derivative products to 

their sacralisation 

 
Beyond the identification with the national team and its 
players, some Senegalese consumers are more 
appropriate to derivative products, especially shirts by 
personalizing them. Thus, after buying the shirt, many 
fans pay a screen printer to flake their name behind it 
(figure 3). They are both looking for a common reference 
(the national team shirt), while also caring to add a 
personal touch by putting their name behind it, “as an 
extension of themselves, in relation to their own identity” 
(Ohl and Tribou, 2004: 55). Besides, sports derivative 
products generally promote the identification of 
personality or contribute to an individual’s desire to 
belong to a group through an object. The visibility of the 
shirts, especially thanks to the very important 
personalization, allows in some way their holder to show 
themselves, to be seen and recognized (Quéré and 
Brezger, 1993). 
 
Beyond the tradition of putting their name on the back of 
the national team shirt, some fans do not hesitate to make 
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it a platform for expressing their socio-political opinions. 
This is how political messages (Picture 2) can be 
identified: “Sunu 400 miles” (our 400 miles) which 
refers to the alleged $400 billion that President Macky 
Sall’s brother allegedly embezzled in a corruption case 
related to the gas development contract in Senegal. 
 
It is not uncommon to encounter messages of social and 
humorous types, like this supporter who wrote on his 
shirt “Yalla diap ci, Bilahi meusouno Dieul coupe” 
(Allah help us, in the name of God we have never won a 
cup). 
 
For Ohl and Tribou (2004), sports derivative products 
have a particularly strong propensity to be sacralized 
when their consumption is linked to a history or a 
significant fact such as the victory of his team in 
international competitions: « Me, I collect the shiiirt. I 
keep them jealously, especially the jersey that I wore 
when Senegal won the 2022 CAN.” This is where their 
success comes from both the fact that they represent a 
parcel of sacred and their ability to prolong emotions 
experienced during major events. 
 
When the purchase of a derivative product becomes an 
act of support to the national team 
 
For some fans, buying a national team shirt is like 
feeling invested with a mission: to support the national 
team financially. “When I wear these products, I feel like 
I’m contributing to the success of our team”; “For me I 
am a patriot, because I paid to support my team and I 
invest, I support the team through my time that I give and 
money that I spend to get the shirts” (a supporter). I am 
Senegalese and I am proud to wear our colours. I bought 
this shirt to support my country, our national team.  
 
By wearing this shirt I support my team 100% and show 
them that we are there.” Some supporters show loyalty 
and dedication to their national team in a form of 
attitudinal attachment to the team, through the purchase 
of tickets or team derivative products (Stewart et al., 
2003). The purchase of product lines bearing the image 
of their team remains an important indicator of their 
identification (Eser, 2014).  
 
In other words, supporters sometimes express their 
loyalty by using derivative products belonging to their 
teams (Kwak & Kang, 2009; Wann & Branscombe, 
1993). In other words, fans voluntarily choose to invest 
both emotional and financial resources to support their 
team (Coutinho da Silva and Luzzi Las Casas, 2017). 

Recommendations to the FSF 

 
It is worth mentioning some advice and 
recommendations to the leaders of the Senegalese 
Football Federation for a better efficiency in the sale of 
their derivatives. 
 
Diversifying the range of derivatives 
 
It is true that whatever the time, the shirt, the scarf and 
the t-shirt form the fundamental trilogy of the objects of 
attachment of football supporters. However, it is clear 
that when a national team participates in international 
competitions, the large mass of supporters are no longer 
football fans, but mere individuals who wish to support 
the team representing their nation. And therefore, it 
would be important to offer them objects that could 
allow them to identify themselves with the football team 
and, beyond that, the entire nation. Thus, it is desirable 
for the FSF to diversify its offers, expand its ranges to be 
more open to new non-football fans such as women, 
families. Thus, the tank tops and nightdresses are also 
intended for women, while bodies, bibs and bottles 
sometimes seduce parents of young children.  
 
The challenge is to produce an effective “discrimination” 
between consumers of these derivatives, according to 
different needs, according to socio-demographic 
characteristics, etc. Diversifying the products in a logic 
of range extension is to increase the volume of sales and 
therefore the turnover. For this, it is sometimes necessary 
to create an alliance with a major brand or clothing group 
to take advantage of exclusivity or a lifestyle marketing 
concept. Strategic marketing alliances create the overall 
image of a team, league or event. 
 
Offer prices within the purchasing power of 

consumers 

 
Offering a single range of original shirt at a single price 
of 69 euros is a way to exclude hundreds of thousands of 
supporters, or even millions of Senegalese on the list of 
buyers. Therefore, the socio-economic characteristics of 
consumers should be taken into account to guide pricing 
decisions and product mix options for derivatives 
products. And in this case it will no longer be a matter 
for the FSF to look only from the perspective of net 
profitability, but rather in terms of relationship with fans. 
Indeed, the FSF will have to have a logic of developing 
ever-growing communities of fans, supporters or simple 
sympathizers, maintaining and expanding it in order to 
monetize them.  
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Picture.1 Senegal national team shirts for sale online 
 

 
Source FSF website, 2022 

 
Picture.2 Counterfeit FSF shirts sold on the market 

 

 
Source: website CoinAfrique.com, 2022 

 
Picture.3 Personnalized shirts by supporters  

 

   
Source our 2022 survey 
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Picture.4 Personnalized shirts by supporters 
 

   
Source our 2022 survey 

 
For this, it must do its best to provide products within 
reach of the purchasing power of Senegalese consumers 
by diversifying its offerings of derived products with 
varied prices. As suggested by Aurier et al., (2004), 
beyond the functional benefits of the product, derived 
from its intrinsic and extrinsic attributes, the brand can 
contribute to give a social value, a hedonic value, ethical 
value to the act of consumption. The dilemma is how to 
ensure that these derivatives can be both a source of 
income and strengthen links between a fan community 
and its national team in a country where most people are 
low-income. 
 
Ensure a good communication to maintain the link 

with consumers and to combat counterfeit derivatives 

 
Counterfeit products have become an omnipresent 
problem in today’s global marketplace, posing 
significant challenges to intellectual property rights. 
Their proliferation is a major threat that undermines the 
FSF and its partner Puma’s efforts to protect their brand 
reputation. Indeed, on the occasion of each international 
competition involving the national football team, 
opportunities are available for many traders and some 
individuals who start in the business of manufacturing 
and selling shirts and other support items (bracelets, t-
shirts, scarves...), flooding the market with counterfeit 
swimsuits most often imported from China or Turkey.  
 
Thus, the first object of the communication must focus 
on informing and raising awareness among street traders 
and vendors about the sale of counterfeit shirts bearing 
the logos of the FSF and its equipment manufacturer 
Puma. It is first of all to make them understand that they 
are in the illegality and that they are exposed to financial 
sanctions or even criminal. The Communication will thus 
be a means of combating “the massive and illicit 

invention of equipment containers that are being sold. 
This is not only detrimental to the interests of the FSF 
but also to our partner Puma” (the President of the FSF1). 
 
Develop distribution and sales channels 

 
The Senegalese Football Federation (FSF) informs that it 
is not in collaboration with any delivery structure for the 
sale and distribution of the National Team shirts and 
scarves. These (original) products are sold exclusively at 
the FSF headquarters, located in West-fair in front of 
CICES »: This statement by the governing body of 
Senegalese football shows how the distribution of 
derivative products is a problem for hundreds of 
thousands of Senegalese fans who want to get a shirt, 
which their national team celebrates and supports. It is 
important for the FSF to diversify the distribution 
channels of official derivative products, on the one hand, 
setting up physical outlets in each regional capital and, 
on the other hand, developing online sales. The 
decentralization of sales outlets will allow consumers to 
avoid long trips to the capital and thus save travel costs 
for accessing derivatives products. 
 
It is also necessary to consider the online sales that 
continues to develop (since the covid-19 pandemic) in 
the trade sector in Senegal. It will cover both the sale of 
stadium tickets and the sale of derivative products. The 
FSF has the opportunity to increase its sales by working 
with influencers to launch sports challenges on social 
media and promote derivative products. 
 

Conclusion 

 
The consumption of derivative products is symbolic in 
nature for supporters who, through their possession, 
express their identity and their attachment to the national 
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team that represents them at international competitions. 
Buying a national team shirt is also a way to support 
(emotionally and financially) the team and, beyond that, 
players who are sometimes elevated to hero status. The 
results also highlight the limits of the Senegalese 
Football Federation’s offer in terms of derivative 
products, but also the inaccessibility of prices and outlets 
for a large part of the population. 
 
Among other recommendations made in this research, 
we can note the need for the leaders of Senegalese 
football to have a merchandising policy that can serve 
not only the commercial objectives of the FSF, but also 
to have a positive impact on the relationship between the 
public and athletes, because it increases their personal 
involvement in supporting their team. It will be 
necessary to diversify the product ranges offered to 
populations, while taking into account the low 
purchasing power of the majority of them and, on the 
other hand, to propose a distribution strategy for these 
products through a decentralization of points of sale and 
the exploitation of online commerce. 
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