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ID: 139
Diversity and Inclusion Issues in Sport Management

Ripple Effects of the Change Makers Program: Enhancing Social Inclusion of Migrants
and Refugees in Sport

Spaaij, Ramon'?; Luguetti, Carla'; McLachlan, Fiona'; McDonald, Brent!
Victoria University, Australia; 2Utrecht University, Netherlands; ramon.spaaij@vu.edu.au

Aim and Research Questions

People with culturally and linguistically diverse (CALD) backgrounds continue to experience
under-representation and discrimination in community sport. This paper aims to examine the
intended and unintended effects of Change Makers Melbourne’s West (CMMW), an action
research program in Melbourne, Australia, which brings together local coalitions of sports club
leaders/volunteers, change facilitators, researchers, and community partners, in a concerted
effort to promote equitable social inclusion for CALD communities in sport. The program has
trained, mentored, and supported more than 60 Change Makers over a two-year period to
critically analyze their club climates and to design, implement, and evaluate strategies that
address structural and cultural barriers. The research question this paper addresses is twofold:

1. What (if any) meaningful changes has CMMW affected within the clubs,
organizations, and communities it serves?
2. What are the primary mechanisms or conditions that supported these changes?

Theoretical Background and Literature Review

There are systemic and longstanding inequalities in sport participation that affect people with
CALD backgrounds at the level of access (e.g., cost, transport), experience (e.g.,
discrimination), and representation (e.g., the whiteness of sports spaces). Barriers are
multifaceted and intersect across structural, sociocultural, interpersonal, and personal levels
(e.g., Caperchione et al., 2011). Institutional racism, microaggressions, stereotyping, lack of
representation, lack of funding and support structures, and lack of inclusive engagement
strategies are some of the structural and sociocultural constraints that CALD communities
experience (Spaaij, 2013). These factors not only affect participation in sport, but also impact
access to employment, coaching, and leadership positions in sport

Research Design, Methodology and Data Analysis

The research team used ripple effect mapping (REM) to reflect upon and visually map the
intended and unintended changes produced by the CMMW program. REM is a qualitative
methodology that is able to capture impacts of complex initiatives (Kollock et al., 2012). REM
requires the active input of program stakeholders through a series of workshops. This study
comprised a total of four sessions of 60-120 minutes each. Workshops took place both in
person and online. The initial workshop used an in-depth rippling process, in which the group
focused on their perceived most important and impactful chains of events (Nobles et al., 2022),
drawing on appreciative inquiry interviewing, mapping, and reflection (Chazdon et al., 2017).
After this session, inductive analysis was undertaken by three of the authors to describe each
outcome, ripple it out (i.e., drawing out some of the relationships between outcomes), and
visualize the resulting map using Xmind software. The subsequent sessions focused on
reflection on the mapping process, welcoming further input, stories/experiences, and
suggestions for change. In order to address the risk of bias in participant selection, during the
workshops the team also probed specifically for negative outcomes or situations where
outcomes had fallen short of expectations. The data from the workshops was supplemented
with evaluation data gathered through supplementary sources, including an online survey,
interviews with additional stakeholders, and observational data. The end result of the REM
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was a visual map, produced with Xmind, representing chains of intended and unanticipated
outcomes.

Results/Findings and Discussion

The ripple effect mapping revealed various short-, medium- and longer-term outcomes from
the CCMW program across three impact types: instrumental (changes to policies, plans,
decisions, behaviours, and practices); conceptual (i.e. changes to knowledge, awareness,
attitudes); and capacity building (changes to skills and expertise). The most significant
outcomes occurred across three clusters: new or strengthened connections, institutional
change, and personal and professional development. This paper discusses the outcomes for
each cluster, using empirical illustrations, and charts the primary impact pathways between the
program activities and the identified outcomes. This will be followed by a discussion of the
key conditions that supported the outcomes, including participants’ openness to critically
reflect on how inclusive/exclusive their club environment really was, the level of engagement
between the clubs and research team, and the extent to which clubs’ exhibited institutional
support for the change process.

Conclusion, Contribution, and Implication

This study found that the most significant outcome clusters of the CMMW program are new
or strengthened connections, institutional change, and personal and professional development.
In conjunction, these outcomes can significantly build sports’ clubs capacity to address
structural and cultural barriers to participation among CALD communities. The REM process
and outputs allowed stakeholders the opportunity to assess areas of strength, review gaps in
activities or programming, and establish future actions to sustain the identified outcomes and
impact pathways. We conclude the paper by reflecting on the value and challenges of the REM
process and on the transferability of the findings to other initiatives that aim to enhance the
social inclusion of migrants and refugees in sport.
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The Advocate, Community-Minded, and Sportsperson: Constructing Personas to
Understand the Identities of Sexually Diverse Volunteers in Sport

Lahti, Saara; Allin, Linda; Findlay-King, Lindsay

Northumbria University, United Kingdom; saara.lahti@northumbria.ac.uk

Aim and Research Questions:

Beyond participation, sport volunteering may be a valuable and meaningful way to engage in
sport, but volunteer numbers are declining in the UK. Sport England has acknowledged a lack
of diversity in the sport volunteer pool and the potential for more people to experience the
benefits of volunteering (Natale, 2022).

Sport has been depicted as an agent of bringing positive social change. However, research
indicates that for many LGBT+ individuals sport has also been a site of exclusion. Yet, limited
research addresses sport volunteer experiences of LGBT+ people (Hoye et al., 2019).
Accumulating individual experiences over time can be seen as a way of constituting a sense of
identity. Using identity as the central concept to comprehend the experiences of LGBT+ sport
volunteers has thus far been limited (Legg & Karner, 2021). This paper uses an identity work
lens to understand the unique lived experiences of LGBT+ individuals within a sport
volunteering context. To achieve this, the study addresses the following research question:

RQ. In what ways do LGBT+ volunteers in sport engage in identity work to manage and
negotiate their identities throughout their volunteering experiences?

Theoretical Background and Literature Review:

The theoretical framework for the paper is based on Watson's (2020) model of identity work.
This model highlights the importance of constructing, maintaining, and revising one's sense of
self and the effort invested in creating personal meaning. Use of personas as part of this model
provides a valuable lens through which to understand how individuals present their identities
to others in the social circles they mix. The paper considers the ways in which LGBT+
individuals balance the benefits and drawbacks of disclosing their identities as evidence of
identity work within the social arena of sport volunteering. Against this backdrop, the paper
contributes to the discussion on the well-documented issues of heteronormativity in sport as
noted by Englefield et al. (2016).

Research Design, Methodology and Data Analysis:

The paper used a qualitative research design with topical life history interviews of 16 sexually
diverse sport volunteers in the UK to explore their experiences and identities. The data
collected was analysed through the lens of constructivist grounded theory using initial, focused
and theoretical coding (Charmaz, 2006).The participants were recruited through purposive
sampling and represent a diverse range of sports, volunteer roles, and levels of involvement in
LGBT+ communities in the UK. The interview questions were designed to facilitate
recollection of the participants' volunteer roles, volunteer journeys, and their identity
construction in the context of sport volunteering. The interviews were audio-recorded and
transcribed verbatim.

Results/Findings and Discussion:

Findings of the study indicate that whilst participants resisted restrictive LGBT+ norms they
also found supportive and inclusive ways to express their identity. Participants’ identity work
involved (i) establishing communities (ii) attending identity-related events and (iii) self-
reflection and personal betterment. Participants demonstrated agency in actively shaping their
identities in sport. Equally, a range of social and cultural contexts impacted this identity work.
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Three personas were identified in the data as part of participants’ identity construction. Firstly,
advocate personas were driven to volunteer to further an inclusion agenda. Advocate
participants tended to identify with the LGBT+ label, volunteer in LGBT+-related sport
environments, and actively engage in LGBT+ inclusion initiatives. Secondly, community-
minded personas volunteered to help others. Community-minded participants tended to
volunteer in sport and non-sport contexts and helping others had become an integral part of
their self-identity. Thirdly, sportsperson personas can be understood as an extension of
participants' sporting identities in their desire for the sport to thrive. Through the development
of personas, identity work creates resources and constraints that shape how individuals respond
to identity tensions such as volunteering sometimes being a barrier to sport participation.
Findings also suggest volunteer identities and LGBT+ identities are intertwined and that the
adoption of personas plays a role in shaping a coherent and consistent sense of self which
becomes a chosen identity in the context of sport volunteering.

Conclusion, Contribution, and Implication:

The contribution of this paper is twofold. It offers a novel perspective on how LGBT+
identities intersect with volunteer (and other) identities in the context of sports volunteering.
Further, it provides three volunteer personas as a conceptual framework to understand how
individuals present themselves as volunteers. This research provides important insights into
the experiences of LGBT+ volunteers. Volunteer managers, sport clubs, and sport governing
bodies can use these personas to better understand these groupings in the context of volunteer
engagement and retention to facilitate more meaningful and inclusive volunteering
experiences.
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Women Working at Golf Courses: The Good, the Bad, and the Ugly

Matz, Robbie!; Oshiro, Kristi'; Smith, Allison?; Swanson, Sarah?

"Belmont University; 2University of Massachusetts, Boston; robbie.matz@belmont.edu

Aim and Research Questions

Women in all contexts of golf have experienced marginalized and subordinate positions to men
throughout history, ranging from barriers of participation (McGinnis et al., 2009), employment
(Kitching et al., 2017), and deeply rooted cultural inequities (Patterson et al., 2017). The
present study aims to further explore the reproduction of these marginalized positions by
understanding the experiences of women working at golf courses in service positions (e.g., on
course service; pro shop). Specifically, the study examines employee accounts of customer
interactions and discourses, strategies utilized by employees responding to unwanted behavior,
managerial and organizational support, and how the culture of golf exacerbates these areas. To
better understand these interwoven complexities, the following research questions guided the
study: (RQ1) What are the experiences of women working at golf courses in non-teaching
professional roles (e.g., on course service, pro shop)? and (RQ2) How does predominant golf
culture help understand customer and managerial interactions at golf courses?

Theoretical Background and Literature Review

Research has posited that compared to other sports, golf is “one of the most backwards sport
disciplines” (Kitching et al., 2017, p.1544) for gender equality. This ideology has been
investigated, sparsely, in the context of golf professionals (Kitching et al. 2017), and more
commonly in settings of female golf participation (McGinnis et al., 2009). To further examine
the research questions, two frameworks were adopted.

First, institutional theory was utilized to explain golf as a highly rigid environment that is
resistant to change due to “long-standing professional norms, institutionalized practices, and
cultural traditions” (Patterson et al., 2017, p.291). Patterson and colleagues (2017) further
detail golf as a highly rigid environment that has a longstanding history of excluding women
based on the foundations of tradition and culture. Further, to understand the dynamics at the
individual actor level, institutional logics were employed. According to Suddaby and
Greenwood (2005), “Logics enable actors to make sense of their ambiguous world by
prescribing and proscribing actions” (p. 38).

Second, hegemonic masculinity provided a framework to explain the legitimization of the
dominant male position in golf and reaffirm the lesser position of women. Given the historical
documentation of male superiority in numerous contexts of golf, this framework is relevant to
the current study. McGinnis and Gentry (2006) aptly described the ramifications of this
concept in a golf setting: “the good old boy network might help strengthen the bond between
the golf course and one of its traditional core groups, [however] it alienates another” (p. 239).

Research Design, Methodology and Data Analysis

A descriptive qualitative approach was adopted for this study. A semi-structured interview
guide was developed to ensure consistent inquiry across participants, with questions regarding
interactions with customers and fellow employees, strategies utilized when responding to
unwanted behavior, managerial/organizational support, and differences between public and
private golf courses.

Fifteen participants were interviewed, with interviews lasting between 35-70 minutes. All
participants had at least three months working at a golf course, with some tenures lasting a few
years. Positions held at the golf course ranged from responsibilities in the pro shop, course
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marshaling, assisting with junior clinics, serving in the golf course restaurant, and operating
the beverage cart out on the course. All interviews were recorded, transcribed verbatim, and
the researchers followed Braun and Clarke’s (2019) six-stage, iterative process for data
analysis.

Results/Findings and Discussion

Several themes were developed from the data: (a) subtle and overt forms of harassment, (b)
justification of customer behavior, (¢) questioning of ability to perform basic job functions,
and (d) support from management. Participants detailed customers proclivity to use “pet
names” at different levels, ranging from perceived affection to those “clearly crossing a line.”
More serious interactions of unwanted physical touch and hyper-sexualization were common,
to the extent of one customer attempting to grab and kiss one participant's face. At private golf
clubs and within groups that tipped well, participants described the expectation that these
customers carry of being able to act with impunity due to the high dues associated with club
membership. Additionally, many participants noted that when working in the pro shop, men
would ask for the male assistant pro for assistance with menial tasks like booking tee times.
Although these instances detailed in the first three themes were common, support from
management was consistently mentioned as a benefit to working at the golf course.

Conclusion, Contribution, and Implication

This study aligns with Kitching and colleagues (2017) suggestion that although there are
anecdotal signs of progress (e.g., managerial support), an industry wide shift away from a
culture of male hegemony remains a challenge. Institutional work is required to break down
sexist social structures and norms, with golf courses needing to focus on preventative measures
for employee physical and psychological wellbeing. Additionally, a collective effort from
fellow male golfers to regulate behavior at golf courses is necessary.
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Lessons from Gaelic Games: What Role Can Female Coaches Have in the Development
of Gaelic Games?

Graffin, Arron'; Donnelly, Paul'; Haughey, Tandy'; Horgan, Peter?; McGourty,
Padraig®; McGrane, Bronagh*; Lane, Aoife’; Moore, Angharad®; Stapleton, Nora’;
Williams, Niall®; Harmon, William®

'Ulster University, Belfast; 2Gaelic Athletic Association (GAA); *Atlantic Technological
University; “Dundalk Institute of Technology; *Technological University of the Shannon:
Midlands Midwest; ®Sport Northern Ireland; "Sport Ireland; 3Camogie Association; Ladies
Gaelic Football Association (LGFA); arron_33@hotmail.co.uk

Aim and Research Question

The study aim was to conduct a comprehensive examination of female coaching experiences
who have been or still are actively involved in the development and delivery of Gaelic games
in Ireland. The following research questions were asked:

1) What are the key factors influencing participation and/or non-participation of female
coaches at various levels in Gaelic Games?

2) What are the main challenges and barriers facing female coaches across various levels in
Gaelic Games?

3) What is the organisational culture to support female engagement in coaching?
Theoretical Background and Literature Review

Female coaches across all sports and levels are underrepresented on a global scale. Previous
research clearly indicates there is a consistent lack of women involved in coaching positions
in sport in comparison to their male counterparts. In the sporting workforce, female coaches
are a statistical minority across at all levels (LaVoi & Dutove, 2012) and women remain as
peripheral figures on the coaching landscape (Norman et al., 2018). The under-representation
of female coaches in sport world-wide is a well-researched topic as Ladda (2015;p3) noted
there are “dwindling numbers of female coaches in the ranks today with only 43.4% of female
collegiate teams in the US being coached by women and 98% of men’s teams are coached by
men”. Evidence clearly demonstrates a common trend across the global sporting sector that
coaching is an area within sport that is gender imbalanced. Research consistently identifies
that the percentage representation of women within the coaching workforce reduces as the
level of the pathway increases, and this is mirrored by higher levels of female drop-off within
coach education as the levels of qualification progress (Norman et al., 2018).

A recent baseline coaching survey conducted by the Gaelic Athletic Association (G.A.A.) in
2020 established that only 18.7% of respondents were females, with 86.1% still actively
engaged in coaching. The reason for lower levels of female coaches have been widely
documented and outlined issues surrounding females feeling undervalued or under-
appreciated, lack of respect, competency issues, gender stigmatism, unconscious bias, and
challenges within organisational cultures. Due to this under representation there was a need to
examine the structural and cultural factors which impact female coaches’ experiences and their
decision to be actively involved in the family of Gaelic Games.

Research Design/Methodology/Data Analysis

Following ethical institutional approval, a mixed methods approach for data collection was
conducted; a national GAA online coaching survey (n=2189; active;1885 and 299 inactive)
and 8 online semi-structured focus groups with 40 female coaches. Quantitative analysis was
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conducted using SPSS (version 28) to identify trends with qualitative data being analysed using
Braun and Clarke’s (2006) six step process to establish key themes.

Results/Findings and Discussion

Findings showed that four key themes emerged from the data; Personal, Coaching
Environment, Support & Learning and Culture with an additional 18 sub-themes that reflected
female coaches’ experiences across all levels within Gaelic Games. There are many reported
barriers and challenges within the organisational culture that inhibit female’s involvement and
full engagement across the coaching pathway long-term. This study supports reported findings
from previous investigations which indicate that the concept of ‘sports coaching’ has a lack of
female representation. It is important that the needs of the workforce are considered with
flexibility when education is provided as there are clear barriers to taking future coach
education for females. It is important to note that a large proportion of coaches indicated a lack
of course availability and lack of flexibility were barriers to participating in coach education
programmes. Within the GAA’s 2020 Baseline Study a lack of time, work life balance
challenges and family situations were the most commonly cited reasons for females not
continuing their coaching journey.

Conclusion, contribution and implication

This study supports reported findings from previous investigations which indicate that the
concept of ‘sports coaching’ has a lack of female representation. Therefore, preliminary
findings from this study are intended to be used to provide the GAA, LGFA and Camogie
Association and other relevant stakeholders with a robust evidence base to inform policy,
planning and decision making on matters relating to; coaching, coach education and
development.

This research is in its early stages and as a result the preliminary findings have not been used
to implement actions across the family of Gaelic games.
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A sporting landscape for Black African and Caribbean volunteers in England to thrive.
McKenzie, Jamal

Northumbria University, United Kingdom; Jamal.mckenzie@northumbria.ac.uk

Aim and Research Questions

This paper develops out of doctoral research in which the primary aim is to gain a sociocultural
understanding of the experiences of black sports volunteers. This paper explicitly examines
the effects of covert racism and its impact on black sports volunteers, providing a sociological
understanding of the question: how racism impacts the experiences of black volunteers in
sports? Concluding with a critical account of how sport must transform the sporting landscape
to create an environment where the Black African and Caribbean diaspora feels culturally and
emotionally safe.

Theoretical Background and Literature Review

Sport across much of the Western world relies on the workforce of volunteers. From entry-
level under-5s sport to the highest level of the Olympic Games or FIFA World Cup, a large
body of sports volunteers are vital for the success and continuation of all areas of sporting
activity. Crucially, conditions conducive to emotional safety within sports volunteering can
differ between racialised groups. In Football, the national sport of England, people of Black
identity are more than 500 times less likely to volunteer than White British people (Active
Lives Survey, 2021; Jump, 2019). This is reflected across sports, but only sometimes across
athletes. In a field such as a sport where most of its volunteers derive from individuals that are
past participants of the sport: it is, therefore, essential to understanding why this occurs
amongst the Black African and Caribbean Diaspora in England.

Cultural code-switching, the transition between dialects within social environments, is well
documented within social-linguistic studies (Nilep, 2006); however, a significant lacuna exists
in sports studies. Cultural code-switching is the ability to adapt one’s expression of cultural
codes (cultural capital) in response to the changing social environment in which one resides
(Morton, 2014). Cultural code-switching reflects a person’s psychological response to the
pressures of everyday racism and a means of resistance to the racialisation that threatens to
reduce their symbolic capital within the white marketplace (Morton, 2014; Nilep, 2006).
Therefore, this paper utilises a combination of Critical Race Theory and Bourdieu’s ideas of
Capital to explain the experiences of black sports volunteers.

Research Design, Methodology and Data Analysis

The findings of this project draw upon the experiences of 32 sports volunteers from the African
and Caribbean diaspora who reside in England. Results were derived from 25 semi-structured
interviews, ranging from 60 — 180 minutes per interview. Discussions covered (1) the
interviewee’s Journey to volunteering in sports, (2) the interviewee’s cultural understanding
of ‘volunteering’, (3) ‘“fitting in’ sporting environments, and (4) their intersectional identities.
Snowball sampling via social media was used to recruit individuals, using their networks, who
fit the following criteria:

1. To identify ad Black/ Black British

2. Reside in England

3. To volunteer/have volunteered in sports and physical activity.
4. Over 18 years of age

Reflexivity was a critical component within the research process, and the author will share
how reflexive awareness facilitated a nuanced understanding of Black sports volunteering.
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Reflexive thematic analysis was used to analyse the data into themes which reflected the data
set (Braun & Clarke, 2019).

Findings and Discussion

Data collection and analysis are ongoing but will have concluded before the EASM Conference
in September 2023. Initial findings highlight a growing body of Black-led sporting
environments, specifically for Black people to participate in sports in a safe space. Therefore,
Black persons volunteer in mainstream majority-white and Black-led majority Black/ Black
and brown environments. Against this context, the paper will focus on the covert nature of
racism within mainstream majority-white sporting environments, how it forces Black
volunteers to code-switch within these environments, and Black volunteers’ cultural and
emotional needs are fortified within the parallel sporting environments outlined above. Indeed,
much of the sample expressed the need to code-switch to ‘get on’ in white sporting
environments, compared to Black majority sporting environments where the requirement to
code-switch was few and far between.

Conclusion and Implication

Current diversity and inclusion efforts in sports are derived from the Western idea of
multiculturalism (Lewis & Craig, 2014). This results in two situations, according to the
findings from this study; (1) Black volunteers that get into mainstream sports volunteering
roles must adapt their behaviour to fit in, and (2) Black volunteers must create Black-led
sporting groups to enable themselves to access safe spaces within the sport. Typically, diversity
and inclusion policies aim to make sporting environments a place for everyone. But without
safe spaces for Black people to participate as themselves, there is a risk that they will shun
sports and physical activity. Therefore, sporting bodies, institutions, and organisations must
alter their perspectives on diversity and inclusion to create environments where Black people
can thrive in the sport.
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Aim and Research Question

Guiding our research was the question: what changes in remuneration and athletes’ health and
welfare have recently occurred in women’s professional sport leagues in Australia and why?
While increased opportunities for women’s professional sport exist in Australian league
competitions (Taylor et al., 2020) nevertheless, gendered structural and cultural inequities
remain, including lower salaries. Understanding what progress and barriers remain for women
athletes who compete in these leagues will assist to influence these athletes, Player
Associations and Australian women’s professional sport leagues.

Theoretical Background and Literature Review

The year 2017 was significant for advancing women’s professional sport leagues in Australia
in terms of remuneration and athletes’ health and welfare. Examples include: Super Netball
athletes received higher wages; the launch of the Australian Football League Women; and
women cricketers received the biggest pay rise in the history of women’s sport in Australia.

To understand the progress and related changes made to remuneration and athlete health and
welfare in women’s professional sport leagues in Australia, we sought to identify the actors
who effect these changes and how. As organisations grow in importance they gain
organisational legitimacy (Dowling & Pfeffer, 1975), impacting their conformity to wider
social values (Pfeffer & Salancik, 1978). Legitimacy is inextricably linked to power and
providing resources to engage in proper conduct (Strittmatter et al., 2018). Power relations
became the conceptual understanding that guided us to understand the influential actors and
reasons for their ability to effect change in our research context.

Research Design and Analysis

A purposive case study comprising interviews and document analysis was utilised. The lived
experiences of 36 athletes representing three women’s semi/professional team sports were
interviewed. Athletes were recruited by their team/club manager who distributed information
explaining the purpose of the study and an invitation to participate. Interested athletes
contacted the researchers to arrange an interview. Interview analysis was guided by developing
coded concepts within NVivo, which were then further explored through thematic analysis.
Publicly available documents from seven women’s professional sport leagues were analysed
to identify broader changes in practices and policies related to pay and health and wellbeing
practices. The criteria for each sport’s inclusion were: team sports with an Australian national
sport governing body; operating a national semi/professional women’s league; and having a
men’s national professional competition.

Results and Discussion

The emergence and visibility of women’s professional sport in Australia, particularly over the
past five years, has assisted to improve pay, health and welfare conditions for professional
women athletes. Yet, our findings revealed not all professional sport leagues have progressed
at the same pace in pay and wellbeing policies and practices (e.g., Basketball compared to
Cricket) and discrepancies exist within sports (e.g., Rugby Union clubs). These variations can
induce women athletes to change to another sport or club. Our findings mirror Taylor et al.
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(2020), who found the more developed the women’s professional sport league, the greater
likelihood its athletes had higher remuneration expectations than those from newly established
leagues.

Athletes and Player Associations have become influential actors to drive the progression of
conditions for women’s professional sport leagues. Additionally, the power of consolidated
athletes’ voices contributed to improving organisational practices. The W-League (Football)
for example introduced a Collective Bargaining Agreement after athletes and their Player
Association negotiated with the governing body on pay and improved conditions. Furthermore,
the power of Player Associations in the more established women’s sports (e.g., Netball and
Cricket), that have greater legitimacy because of their public popularity and media revenue,
has influenced organisational practices for women athletes’ in terms of financial, longevity,
health and wellbeing benefits.

Conclusion

As the leagues have increased their legitimacy, athletes and Player Associations’ power,
individually and together, have mobilised capacity for action. Their influence typifies power
relations as a critical feature to create organisational change (Aimis, Slack & Hinings, 2004),
particularly for policy and practice for remuneration and health and welfare of professional
leagues’ women athletes. Albeit, given the long history of women’s professional sport in
Australia, these changes have been slow and not uniform across and within the seven case
study sports.

To assist increase the pace of change, opportunities arise in cross-sport mentoring and
networking for women athletes and Player Associations. For example, Player Associations
experienced in their focus on women athletes (e.g., Netball), could mentor Associations not as
experienced (e.g., Rugby Union). Another prospect is for women athletes in leagues who are
slower to progress, to network with and mentor athletes in the more progressive leagues to
enhance and support their learning on building capacity for action. Researchers also have a
role, in this case the opportunity to translate their findings into industry-based resources that
activate new knowledge that can be applied to change practices that grow and develop
women’s professional sport. In doing so, sport management academics can further advance
their relevance and impact.
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Football boards for diversity? A critical exploration of British South Asian leaders' experiences
of working at/with the executive level of football in Great Britain.

Stefan Lawrence, Thomas Fletcher, and Daniel Kilvington, Leeds Beckett University, UK

Aim and Research Questions: This research aims to critically explore the experiences of
British South Asian executives who work with and at governance levels of football in Great
Britain. The research questions were as follows: What are the experiences of British South
Asian executives who work with and at governance levels of football in Great Britain? How
do they perceive and overcome the cultural stereotyping and biases of their colleagues? What
are the barriers that hinder their advancement in governance roles in football?

Theoretical Background and Literature Review: There is now a critical mass of research
focusing on the racialised barriers into coaching and playing arenas of football for British
South Asian people; however, seldom has this debate attempted to understand the issue in the
context of broader policy and recruitment debates. We add 'colour' to the theory of economic
embeddeness by synthesising it with CRT and deploy this as our theoretical frame.

Our research gains yet further significance in light of the recent disclosure of the Football
Leadership Diversity Code Results for 2021-22. These results reveal that the Football
Association (FA), the English Premier League (EPL), and the English Football League (EFL)
failed to achieve their "new hire" targets for senior leaders from historically underrepresented
groups by 4.6%.

Relatively little sociological research has considered football as a place of work, other than for
‘on-field’ roles (e.g., playing, coaching and on-field support staff), and even less has extended
its focus to the executive level and recruitment at this level. There is a certainly a need for
analysis of executive cultures in the football industry, and beyond, and there is even more of a
need to understand better the racialised experiences of those who work/ have worked at
executive levels within the football industry, given research in this area remains limited.

Research Design, Methodology, and Data Analysis: This study employs a qualitative
research design, utilising twenty-one semi-structured, dialogical interviews with British South
Asian executives who work with and at governance levels of football in Great Britain. The
interviews, which lasted approximately 90 minutes, were recorded, transcribed, and analysed
using a thematic approach to identify patterns and themes. The testimony of our interviewees
we present as a form of counter-hegemonic data, which we anonymise by using pseudonyms
in the place of interviewees’ real names.

Results/Findings and Discussion: The study found that British South Asian executives face
a range of racialised challenges when working with and at governance levels of football,
including nepotism, recruitment agencies, a necessity for White allies, and unsalaried non-
executive work. Participants described how they experienced these challenges and the
strategies they used to overcome them. These strategies included developing a strong support
network, building relationships with key stakeholders and White allies, and actively
challenging discrimination and bias.

Diversity and Inclusion Issues in Sport Management 22



Diversity and Inclusion Issues in Sport Management 23

Conclusion, Contribution, and Implication: Throughout this paper we have made a number
of original contributions to the literature. We have shown that: (1) the racialisation of
embedded economic practices and relationships is a process that requires greater attention and
exploration in a sporting context; (2) individual racist bigotry may have very little to do with
economic transactions at the executive level of football yet White supremacist discourses
regulate the strength and nature of trust, weak ties, and structural holes across recruitment
practices.

The paper highlights the importance of promoting diversity at all levels of an organisation to
address issues of discrimination, inequality in the workplace and for greater organisational
cohesion. While it would be remiss not to acknowledge a small rise in the number of British
South Asian people working at managerial, administration and governance levels of English
football, which is a positive aspect of the findings, it is necessary to exercise caution and avoid
overstating any perceived successes.
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Aim and Research Questions

Our study explores the impact replica athletic shirts have, along with their symbolism, on
students’ performance and self-confidence, in the context of students with specific needs. Our
study analyses how Primary Education students with specific education needs perceive, feel,
value and use their beloved replica athletic shirts as an extension of self, and how this in turn
can be used as educational tool to increase their attention, engagement and overall performance
in school. We answer two key research questions when replica shirts are integrated in the
educational journey of students.

1. What sort of symbolic elements do replica shirts carry and

2. How these can be used for educational purposes, particularly for students with specific
educational needs?

Theoretical Background and Literature Review

Wearing Replica football shirts, scarfs and consuming memorabilia not only represent the
substantial growth of sport as popular culture and past time, but also encapsulate how fans
today fulfil symbolic functions of their consumption including identification, integration,
expression and sacralisation (Derbaix et al., 2002). Despite the huge growth in the area, there
is still lack of research on how such symbolic products can be used outside their immediate
sporting context, and in other contexts such as family and education (Tinson et al, 2017).
Theoretically based on Jean Baudrillard’s theories concerning semiotics, simulation and
hyper-reality and Michel Foucault’s theory concerning bio-power, our study explores the
impact of football replica shirts on students with special educational needs. It unfolds its
potential educational power when used as a tool for empowerment, engagement, confidence-
building, and reward in schools.

Research Design, Methodology and Data Analysis

Our research design is based on a mixed-method approach; both qualitative and quantitative
insights were collected to answer our key research questions. After offering free shirts to
students (as a stimuli and field interference), primary data was collected by 20 questionnaires,
structured observations by one of the researchers, and 7 qualitative semi-structured interviews
with teachers who educated our research participants. The sample comprised of 10 students
and 7 teachers and consent was signed from all involved parties. The research was completed
between November 2021 and May 2022 in three different stages. The first stage involved
students filling in a questionnaire at the beginning of the process. SPSS was used for analysis
and feed forward to the second stage. The second stage involved observations. Seven teachers
observed the behaviour of the examined students from the beginning to the end of the process
and took notes on the impact that replica football shirts could have on students (i.e.,
engagement/following in class, participation, and verbal/nonverbal feedback, reactions of
other students, mood and state of mind of student). Thematic and content analysis were used
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to analyse this data set. The last stage involved semi-structured interviews of 7 teachers and
10 students to further capture deeper insights on their overall experience during this study.

Results/Findings and Discussion

Our findings show that replica football shirts have had an overall positive impact on students
with learning difficulties. The symbolic value that shirts carry and the importance that students
base on their affiliation with their beloved team and athlete have had positive impacts on
students’ learning journey. The examined students were found to value very highly their
football shirts; a fact that could be in return used by teachers to empower students and achieve
educational outcomes. Students who wore a replica football shirt were found to be more
attentive in class, participate in a higher rate (and having no fear to stand up in front of the
class), enjoy the positive reinforcement by other students, in general being in a better mood
and state of mind and thus reporting better “feelings” and an enhanced well-being. This was
also pointed out by and teachers’ observations during the project.

Conclusion, Contribution, and Implication

There are several theoretical, managerial and educational implications from our research. From
a theoretical point of view, our study reiterates the importance of symbolic capital in the
context of football clubs and the ability of sport organizations to foster humanitarian, economic
and social value (Breitbarth and Harris, 2008). In terms of managerial implications, our results
reiterate the communication and symbolic power of sport shirt for education. This is a great
opportunity for football managers and retailers in that access to schools and students with
learning difficulties not only could benefit and inspire these vulnerable communities (and
perhaps used for CSR purposes purpose on the part of sport clubs/teams) but also engender a
sense of wellness. Football clubs can even reinvent value of obsolete stock (shirts of players
who have left the club and have no longer value). For educators, our study shows how sport
shirts and symbolism can be used in class and as an educational tool to empower students to
achieve learning outcomes and enhance their overall learning journey.
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1. Aim and Research Question

European policy recognises the positive personal. social, health and well-being outcomes
derived from sports participation (e.g., Cabinet Office, 2015). Research reveals that women
participate less in sport than men (Downward & Muniz, 2019), with potentially less benefits.
However, it has been found that the potential returns to investment in women’s sport
(specifically football) exceed those of men, and that this is more so for informal forms of
participation (Downward et al., 2023). This paper consequently addresses the research
question: What factors are associated with women’s and men’s participation in various forms
of football across Europe?

2. Theoretical Background and Literature Review

This study draws on a time-allocation economic theoretical perspective (Downward &
Riordan, 2007) suggesting that sport participation reflects individual characteristics and
constraints, social capital, sports consumption, and local participation opportunities. These
factors has been widely studied for general sport participation, but not for specific sports (e.g.,
Hallmann et al., 2012), their varities, and any gender differences. Addressing this knowledge
gap is needed for effective policy intervention and sport provision.

3. Research Design, Methodology and Data Analysis

Data were collected from on online survey in 2021, with a questionnaire designed by the
authors and the eight country samples (the UK, Germany, Italy, Poland, Romania, Russia,
Sweden, and Bosnia) drawn by Toluna, a market research company. Eight countries were
selected to represent the variety of footballing communities in Europe according to the
budgetary constraint faced. For each country 1,000 individuals were sampled, except for
Bosnia (500 individuals). The sampling strategy had the aim of capturing the geographic
diversity of European countries. The country-specific sub-samples were structured to be
nationally representative in terms of age, gender, and income. Because football participation
rates are low, football players were oversampled with the aspiration of country sub-samples
including at least 400 players. Overall, a sample of 7,500 individuals was collected.

Football participation was measured as in the Taking Part Survey, by asking about
participation or not in a typical four-week period, including 11-a-side competitive, and
informal and small-sided- football. The correlates included age and its square, income
(expressed in US dollar purchasing power parities), education, living as a couple, the number
of children living in the household, if the individual smoked or drank alcohol, if the respondent
watched sport and participated in other sports than football, if their friends played football, and
the availability of opportunity to play football in the local area. The correlates are identified
from existing research (e.g., Downward & Muniz, 2019; Schiittoff et al., 2018). Probit and
bivariate-probit multiple regressions are estimated to explore participation in each activity
individually and collectively. The latter model also takes account of unobservable factors that
might link participation of both activities.

4. Results/Findings and Discussion
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The results reveal that informal football is played more than formal 11-a-side football. The
regression results yielded key commonalities and differences between women and men in
participation in football, as well as across forms of football. Moreover, the bivariate probit
results reveal positive correlations of unobserved factors associated with each form of football.
For both women and men, and all forms of football, having children, watching sport and taking
part in other sports as well as having friends playing football were associated with a greater
likelihood of participation. Being employed and smoking were associated with a higher
likelihood of participation in informal football, with smoking also being associated with a
higher likelihood of participation for men’s 11-a-side football. In contrast income was
associated for both women and men with a higher likelihood of participation in 11-a-side
competitive football. Key differences included that, for women, a nonlinear age association
with the likelihood of participation was identified, but not for men. However, there is evidence
that having access to local opportunities to play was only associated with a higher likelihood
of men’s participation in informal football.

5. Conclusion, Contribution, and Implications

This paper presents a unique analysis of participation in forms of football in a large pan-
European survey. The results highlight the importance of both consumption and social capital
in promoting participation across men and women. Theoretically these results suggests that
consumption and social capital in sport do not rely on a formal organised form as indicated,
for example in seminal work. Participation is not hindered by the presence of children or being
a couple. This finding suggests that family support for participation is important. Notably the
likelihood of participation improves with access to employment and income. However, women
experience a nonlinear relationship between their age and likelihood of participation, which
indicates some variation in participation regardless of the usual socio-demographic factors.
Opportunities to play are only associated with men’s informal participation, which is the
largest form of participation. Thus, for women greater access to such opportunities is needed.
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e Aim and Research Questions

The benefits of sport and physical activity participation for children with disabilities have been
well-documented (Carbone et al., 2021). However, sport and physical activity promotion
focused on children with relatively minor disabilities. People with severe disabilities have rare
opportunities to participate in physical or outdoor activities (Freudenberg & Arlinghaus,
2009). Mobility limitations contribute to their low physical activity levels (King et al., 2011).
Research showed that mobility aids (e.g., electronic powered wheelchairs) assist people with
severe physical disabilities to increase the physical activity levels and enjoy various benefits
of physical activity and sport participation (Cheung et al., 2020). Thus, the study aims to
explore changes in the physical activity, leisure participation, general life involvement, and
psychological and social aspects of children with severe disabilities after installing electronic
power assist kits to their wheelchairs. In detail, the distance, frequency, and difficulty of
moving were investigated in different space levels and activities. Also, the changes of
children’s affection and socialization levels and caregivers’ quality of life were explored.

e Literature Review

Physical activity and leisure engagement offer significant health benefits for individuals with
disabilities (Morris, 2008). The benefits of physical activity participation due to the improved
mobility are particularly pronounced in youth and adolescents (Evans et al., 2007). It is crucial
for children with disabilities to participate in enjoyable activities fostering happiness and
success in life (Simeonsson et al., 2001). Children with disabilities express creativity, build
friendships, minimize deterioration, optimize physical function, socialize with peers, and
promote psychological well-being by participating in physical activities (Murphy et al., 2008).
Engaging in physical activity is essential for maintaining muscle, flexibility, joint structure
and function among children and adolescents with disabilities (Rimmer, 2001). Furthermore,
the utilization of assistive powered devices among children with disabilities yields positive
effects on their overall development, independent mobility, and quality of life (e.g., Cheung et
al., 2020May & Rugg, 2010).

e Research Methodology

A total of 49 children with severe disabilities using wheelchairs with electronic power assist
kits participated in the study. The participants were asked to answer the changes in the distance,
frequency, and difficulty of movement in different space levels. The living space was divided
into five areas following Peer et al.’s Life Space Assessment (2005): in the house, near the
house, in the community, neighboring communities, and outside of the city. The survey also
assessed the distance, frequency, and difficulty of movement in six activities: school life, after-
school programs, rehabilitation, leisure activities, family events, and religious activities. The
Psychological Impact of Assistive Devices Scale (Day & Jutai, 1996), the questions of
KIDSCREEN Korean version (Hong et al., 2007) and the subdimensions Caregiver Burden
Inventory (Novak & Guest, 1989) were asked. The trackers were attached to the wheelchairs
of the participants to measure moving distances and times. The survey data and measurement
scores from the trackers were analyzed using SPSS 25. Paired t-tests were applied to explore
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the mean differences before and after installing the electronic kits after running correlation
analyses.

e Results and Discussion

The moving distances and time were somewhat limited even after installing the electronic
power assist kits due to the COVID 19 pandemic: the moving distances per day using
wheelchairs, average 346 meter (SD: 339.18), the real indoor moving time, 60.88 minutes (SD:
14.01) and the real outdoor moving time, 10.08 minutes (SD:8.89). However, the paired t-test
results showed an increase in frequency and a decrease in difficulty after installation of the kits
across all five life spaces and most of the activities. Considering that the difficult access to
suitable recreational facilities for children with disabilities has been identified as a factor
impacting their quality of life (e.g., Dickinson & Colver, 2011), the research finding suggests
that the kit installation could enhance children’s access to sport and recreational facilities,
enabling them to engage in various leisure activities. Furthermore, the respondents who
experienced positive changes in moving difficulty also exhibited high positive psychological
impact and low negative psychological impact, aligning with previous research on the
connection between mobility and quality of life of children with disabilities (e.g., Boling et al.,
2016). Also, the greater the positive changes in moving difficulty, the higher the quality of life
of the caregiver(parent) is.

e Conclusion and Implication

The improvement of moving difficulty positively influenced the various life aspects of children
with severe disabilities and their parents. Although people with severe disabilities may not be
able to participate sports actively, the enhancement in mobility can be a basis to increase
physical activities, sport participation and quality of life. The potential impact of using electric
wheelchairs alone can bring about various positive changes in children’s lives including sport
participation. Therefore, sport management professionals should make efforts to develop and
support the accessibility of sport and recreational programs for children experiencing mobility
difficulties.
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Aim and Research Question

It is argued that involvement in sport can result in positive outcomes for young people for
preventing and reducing youth crime (Coalter, 2007). The use of Sport-Based Interventions
(SBIs) in this context has typically been prioritised for vulnerable boys and young men who
constitute over two thirds of young people known to be involved in youth crime. Nevertheless,
vulnerable girls and young women do get involved in crime and when they do offend, they
tend to enter the criminal justice system more quickly even though the offences are often minor
youthful transgressions (Sharpe & Gelsthorpe, 2009). Although SBIs aimed at preventing and
reducing youth crime have the potential to benefit vulnerable girls and young women, little is
known about how to best meet their needs.

This research examines the needs of vulnerable girls and young women in the context of SBIs
that aim to prevent and reduce their involvement in youth crime.

Answering this question will contribute to a better understanding for sports managers about
how to design and manage SBIs to better meet their needs.

> What are the gender specific needs of vulnerable girls and young women for the design and
management of SBIs that aim to prevent and reduce youth crime?’’

Theoretical Background and Literature Review

Specific provision for vulnerable girls and young women is scant in both criminal justice and
sport settings. The extant literature acknowledges that whilst there are specific gender needs,
both provision and insight is limited as vulnerable girls and young women are often
‘overlooked’ and ‘invisible’ (Severinsen et al., 2016; Youth Justice Board, 2005). This
research draws on a blended approach of feminist theory and Brighenti’s (2007) theorisation
of ‘visibility’, power and recognition to examine the needs of vulnerable girls and young
women. Key insight for sport managers is developed through the application of a Theory of
Change developed by Mason et al. (2020) to support the design and management of sports
interventions for young people.

Research Design, Methodology and Data Analysis

This project used qualitative research methods, namely focus groups and semi-structured
interviews. As this research was conducted during the lockdown of 2021, it was recognised
that the risk for involving vulnerable girls and young women was too high to ensure their
emotional and physical safety. Eleven sports managers from SBIs working with vulnerable
girls and young women and two senior managers from statutory agencies were recruited and
provided ethical consent. The first stage of the data collection process was an online focus
group with eleven sport managers to generate initial data. The second stage was a phone or
online interview with all thirteen research participants. The data were analysed using thematic
analysis to generate interim findings. These were shared with the sports managers as the final
stage in an online focus group with additional opportunity for data collection and validation
before the final data analysis.
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Results/Findings and Discussion

The findings confirmed that although a range of structural barriers to sports provision existed,
the impact of gender for SBIs in this context.was complex. Girls and young women were both
victims and/or perpetrators of crime, experiencing a wide range of dynamic vulnerabilities,
Vulnerable girls and young women were often overlooked, ‘invisible’ and less likely to be
referred by statutory agencies to sport compared to boys and young men which was significant
for recruitment. A novel insight is that ‘double invisibility” was experienced by girls and young
women from black and Asian communities as a result of gender, race and culture.

Understanding their vulnerabilities was central for underpinning the development of a Theory
of Change for SBIs in this context. 'All female' sports provision emerged as significant for
opportunities for voice, empowerment and visibility to mitigate their vulnerabilities which
were often linked to or perpetrated by young men in other areas of their lives. Mixed sessions
could be appropriate if male delivery staff were gender-sensitive, ‘included’ rather than
‘excluded’ girls and young women and avoided being a site for developing ‘manliness’.
Building safeguarding and a trauma-informed approach into the design and management of
SBIs was recognised as important for avoiding re-traumatisation. Identified challenges for the
recruitment of female participants included engaging parents who emerged as significant in
their role as gatekeepers, especially for Asian girls and young women.

Conclusion, Contribution, and Implication

This paper adds to the limited extant research into gender and SBIs that aim to prevent and
reduce youth crime by identifying the lack of visibility, recognition and power of vulnerable
girls and young women. It confirms that working with vulnerable girls and young women
necessitates a more specialist approach and highlights the need for sport managers to be aware
of gender-specific considerations which need to be reflected in Theories of Change that
underpin the design and management of SBIs in this context.
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Aim and Research Question: The purpose of this study is to examine youth sport
development inclusion practices through an integrative review, comparing research on
programs in the Global North and Global South.

Sport builds competencies that foster an eclectic range of positive developmental outcomes, a
narrative, which has proliferated healthy growth in local, national, and international projects
(Jones et al., 2016). Moreover, there is an assumption that sport possesses inherent qualities to
foster youth development (Jones et al., 2016).

After years of research and practice, it is commonly understood that the operationalization of
sport initiatives toward human-oriented functions, such as youth development, inherent
assumptions must be substituted with intentionally designed and managed sport practices
(Jones et al., 2016). However, there is ambiguity on whether positive developmental outcomes
include research on programs from the Global South into the Global North. Positive youth
development (PYD) was established in the Global North and views youth as resources to be
developed versus problems to be solved — including those from the most disadvantaged
backgrounds and troubled histories (Damon, 2004).

Although the intentions of PYD are pure, it can be interpreted that the Global North has a
hegemonic and neocolonial working relationship with the Global South. While there have been
several studies that illuminate the benefits of PYD, there is limited research that investigates
its impact in low-or-middle income countries that exist in the Global South (Page et al., 2023).
Therefore, it is important to examine PYD in the Global South to further extend theoretical
knowledge. Consequently, I have developed two research questions:

RQ1: What are the micro, meso, and macro differences in youth sport development programs
between the Global North and Global South as evidenced in the research?

RQ2: To what extent do youth sport development programs from the Global South inform
research in the Global North?

Theoretical Background and Literature Review: I will interpolate Damon’s (2004) view of
PYD: the nature of the child; the relationship between child and the community; and moral
growth to guide this study. PYD is a strength-based concept of development versus a deficit-
reduction approach, particularly in North America (Jones, et al., 2016). Furthermore, PYD
posits educating and engaging children in productive activities rather than curing and
correcting them from so-called malevolence (Damon, 2004). It is important to note that the
PYD field has not been fully accepted in the literature as scholars question its impact through
sport (Holt, 2008). Yet, PYD has been used to study children’s and adolescents’ participation
in sport for development programs. Therefore, it is necessary to adopt theory to frame an
integrative review. The integrative review requires a form of priori criteria from which to
categorize phenomena for the reader (Walzel et al., 2018).

Methodology: This qualitative study will use Whittemore and Knalf’s (2005) five-step
process for managing an integrative review. The process involves problem identification,
literature search, data evaluation, data analysis, and presentation (Walzel et al., 2018). Notably,
integrative reviews have been applied in the related fields of sport for development
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(Schulenkorf et al., 2016). Extant youth sport development literature from the past ten years
will be reviewed. The past ten years of literature provides a relevant timeline of research as
well as delineates the future direction of youth sport development knowledge. The review
consists of using databases peer reviewed academic journals, and published reviews. Search
terms (N = 14) such as “*youth sport development®,” AND “*global north*,” “*positive youth
development®” AND “*global south*” were used to enable semantic variations to manifest in
the initial search (Walzel et al., 2018). The search yielded a total of 377 articles. Furthermore,
all data collected from articles will be in the English language.

Data Analysis: The data will be analyzed deductively using PYD theory. Additionally, I will
allow for emergent themes. Categories will be developed based on respective articles’
descriptive meta data (year, journal, name, and type) and thematic categories will help analyze
selected articles (Walzel et al., 2018).

Findings: The preliminary findings are yet to be established as this is currently a working
paper. Data collection and analysis is scheduled for summer 2023. The potential contribution
of this study will 1) demonstrate similarities and differences in youth sport development
between the Global North and Global South, 2) determine whether contributions from the
Global South are included in research in the Global North, and 3) inform and ameliorate youth
sport program sustainability efforts.

Conclusion: This study may help address the need to critically evaluate the one-size fits all
philosophy associated with youth sport development. PYD scholars in tandem with
practitioners need to further examine the relationship between the Global North and Global
South. Moreover, I posit that current youth sport development literature needs to be extended
to better serve marginalized youth and strengthen practices at the micro, meso, and macro
levels.
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Research aim

This study addresses the individual and social value of sports participation for Muslim women
in the Netherlands. Through participatory action research, we aim to understand their wishes
and conditions to actively participate in sports activities. This knowledge is needed to facilitate
and increase the participation of Muslim women in western liberal societies, which can
enhance the benefits of sports participation on the individual and societal level. Actually, based
on these insights, a sports activity was set up with the Muslim women, which enabled us to
study the value of sport for them.

Theoretical background

While sports participation has various positive effects at the individual and societal level,
research has indicated that the level of active participation in the Netherlands is unequal across
social groups: individual characteristics like gender, ethnicity, educational attainment, and
income are associated with sports participation (Breedveld, 2014). E.g., higher educated men
are more likely to participate in sports than women (Vogels, 2014), while differences are
particularly substantial across ethnic groups. In the Netherlands, sports participation is
relatively low among women with a non-Western background, and in particular with a Muslim
background, which Elling et al (2001) explained in terms of cultural and socioeconomic
factors. Little is known about the effects of sports participation for Muslim women, which is
at least partly due to their lower participation in sports (Elling, de Knops, & Knoppers, 2001).

Method

We use Participatory Action Research (PAR), focus groups, storytelling and field notes to
examine the wishes, needs and conditions for Muslim women to actively participate in a sports
activity, and to assess its value for them. The set of respondents consists of fifteen Muslim
women living in the Netherlands, including first and second generation immigrants from
different countries of origin.

The researcher engaged extensively within this group to understand their history, culture and
local context, and their embedded social relationships. Through this active participation in the
group, in-depth data was collected on different levels, including field notes during each
participation, leading to insights that were discussed with the group of women involved.
Through recurrently talking and reflecting with these women, a relationship of equality and
trust was built (Baum, MacDougall & Smith, 2006), which enabled us to conduct focus groups
and five personal interviews that provided in-depth information about the value of sports
participation for the women, resulting in five stories. The field notes, focus group data and
stories were structurally analysed by using a coding scheme.

Results

This empirical study first shows that the interviewed Muslim women in the Netherlands are
most eager to play sports, but that actual participation is dependent on specific desires and
conditions. A major condition for them to participate is to play sports with women only,
without men seeing them play sports. When these conditions are met, they would love to play
sports more often. Another important condition is the ability to play sports during school hours,
because outside of school hours, they have to take care of their children and household tasks.
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During the course of our fieldwork, exercising actually increased from once to twice a week,
while the women indicated that ideally would like to exercise three times per week. Second,
many of the women emphasized that participating in sports enhances their fitness, health,
happiness and self-confidence. One woman reported that "the sports activity is my medicine,
all the stress I carry with me, I can release when I participate". Third, the women stressed the
importance of playing sports together: “Playing sports alone is no fun, but together with others,
you laugh together, you have fun". And finally, many women stressed that the exercising is “a
true moment for themselves", away from the stress of the household.

Conclusion

This study indicates that Muslim women in the Netherlands are highly motivated to participate
in sports, as they experience its great value, but that their specific wishes and conditions to
participate often makes it difficult for them to actually play sports. When their wishes and
conditions are met, they seem to experience all the positive effects that are generally attributed
to sports. The results even suggest that participating in sports is particularly important for
Muslim women. They experience the time they play sports as ‘their own time’, which for them
is hard to find due the large amount of time they devote to household and family
responsibilities. We suggest that to stimulate sports participation among Muslim women,
sports associations and governmental policies regarding sports should acknowledge and adapt
to the specific wishes and conditions that are important for these women. As a result, they too
can benefit from the positive consequences of exercising and playing sports together.
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Aim and research questions

Over the years the female spectator numbers have increased significantly. (Krech, 2020).
Existing studies (Ellert et al., 2021) investigate that there is a gender bias of textile fan article
offer (6%). Textiles in football club merchandising shops encompass a range of clothing items,
including jerseys, t-shirts, hoodies, jackets, shorts, socks, and scarves that display the club's
logo and colors. If females feel discriminated against by the gender bias, this may lead to a
barrier in merchandising. The aim of this study is to investigate the impact of female
discrimination in fan merchandise shops on satisfaction, merchandising usage and
identification. The study also explores the relationship between identification and buying if
there were more female merchandising items available (conditional buying). By addressing
these research questions, the study provides a better understanding of the impact of a textile
merchandising gender bias on buying behaviour if barriers in merchandising are breaking
down.

Theoretical Background and Literature Review

Previous studies showed a gender bias in sport merchandising shops (Ellert et al., 2021). The
lack of female cuts and feminine designs can make female fans feel that they do not fit in with
the fan group (Derbaix et al., 2002). As a consequence they may feel discriminated against and
they may be less satisfied with the merchandise of their club.

Strobel et al. (2019) showed that satisfaction with merchandise leads to a higher merchandise
usage. They also contributed to sport merchandising research by testing which effect is
stronger, identification as an antecedent or as a consequence of merchandise usage. Finally,
they showed that satisfaction with merchandise leads to a higher merchandise usage which has
a significant effect on team identification. I other words, merchandising usage is a booster for
team identification as a predictor for buying behaviour.

Research Design, Methodology

The sample for this study, collected over social media, included female football fans from six
European countries: Germany, France, England, Spain, Switzerland, and Italy. The goal was
to gather a diverse sample to understand the perspectives and experiences of this population.

We present a conceptual model illustrating how the feeling of discrimination corresponds with
models of psychological processing. The study measured key constructs such as Feeling of
Discrimination, Club Identification, Satisfaction of Merchandise, Merchandising Usage, and
Conditional Buying Behavior, all items are connected to existing inventories. The questions
were formulated as declarative statements, and participants rated their responses on a scale
from 1 to 5. This structured approach enabled the measurement of attitudes and perceptions in
a quantifiable format.

A quantitative online survey is conducted in five languages, collected over social media, blogs
or other digital platforms in different national and international groups for Spanish, English,
German, Italian, Swiss and French female football fans (n= 1149). Participants were selected
if they stated that they consumed information about football at least once a month minimum.
The research transparency for the 1149 participants was quasi-biotic. We applied a structural

Diversity and Inclusion Issues in Sport Management 36



Diversity and Inclusion Issues in Sport Management 37

equation model (SEM) calculated by using PLS. The statistics show high validity and
reliability in metrics of SEM modelling.

Results

Based on the study, female soccer fans feel discriminated against by their satisfaction with
merchandise (-0.491). Satisfaction with merchandise has a positive effect on merchandise
usage (0.344) which leads to a higher conditional buying behaviour on one hand (0.347). On
the other hand, merchandise usage has an indirect effect on conditional buying behaviour
mediated by team identification (0.567*0.373=0.211). To put the results in a nutshell: The lack
of female merchandise (gender bias) makes females feel discriminated against leading to a less
satisfaction with merchandising, a less merchandise usage, and a lower team identification.
Furthermore, females would buy more merchandise items if this lack would not exist.

Conclusion and Implication

The study highlights the need for football clubs to create a more inclusive and welcoming
environment for all fans, regardless of gender. By addressing gender bias in merchandising
stores and other aspects of the fan experience, clubs may be able to improve satisfaction and
club identification, and ultimately drive more sales. One important implication is that clubs
should focus on creating an inclusive club experience for female fans, as this may be more
effective in driving sales than simply promoting merchandising offers. Additionally, clubs
should prioritise offering a wider range of female-oriented merchandise, including clothing
options that fit and flatter women's bodies. So the female fans form a better identification with
the club.
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1. Aim and Research Questions

At the core of disability sport is the need to provide a platform for those with a disability to
compete with other athletes in a fair way. Given the diversity of impairment, classifying
athletes into similar groupings aims to reduce the impact of an individual’s impairment on the
sporting outcome. Classification is a management system deployed in disability sport to enable
this to occur. When the system works as intended, athletes compete with those with a similar
level of impairment which ensures the best athlete will be victorious rather than events being
won by the least impaired athlete in any given class of competition.

This study will focus on Alpine skiing - a high-intensity sport, often performed under
conditions of glare. Despite the increasing popularity of disability sport, few authors have
consulted the perceptions and experiences of athletes in classification. A significant knowledge
gap exists regarding the athletes’ opinions of the current classification system in visually
impaired (VI) sport. To begin to bridge this gap, our purpose was to explore the athlete’s view
of the classification in alpine VI skiing. Our aims explored (i) the skier’s understanding and
involvement in the management of classification, (ii) the skier’s experience and perceptions of
the system, and (iii) the suitability of the classification criteria and management system.

2. Background and Literature Review

For those with VI, the classification system exists to determine the type and level of
impairment and attempts to categorise athletes to compete together on level terms. However,
this is fraught with challenges, due to the differing nature of sports and aetiologies of visual
impairment. In 2011, the International Paralympic Committee (IPC) published guidelines for
the development of the classification system and identified issues with classifications current
structure, stating evidence-based research was required for the classification system to become
sports-specific (Tweedy & Vanlandewijck, 2011). The criterion for classifying athletes is
based on the historical medical definitions of VI and doesn’t yet consider the impact of
impairment on performance. These guidelines primarily discussed how classification in the
physical category could evolve, with only limited guidance for VI sport. VI sport classification
was not further addressed until a Delphi study in 2016, which helped to develop the joint
guidance issued by the International Blind Sport Federation (IBSA) and IPC in 2018. However,
no substantive VI-specific changes have yet been implemented in the Paralympic system
(Ravensbergen et al., 2016; Mann & Ravensbergen, 2018).

Although the current VI classification system is designed to allow athletes to partake in sport,
there are concerns with those who hold power over the system. Howe (2008) described the
‘exclusionary phenomenon” of the Paralympic Games due to a limited range of impairments
being visible in media promotion of the competition suggesting the IPC’s aim of an inclusive
system is currently not being fulfilled (Howe 2008), and focus remains on the mainstream
commercialisation of the sporting events. The structure of classification should be centred on
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the athletes and prioritising the athlete voice is crucial to the success of the system (Powis &
Macbeth 2020).

3. Research Design, Methodology and Data Analysis

This study consisted of semi-structured interviews. Using Microsoft Teams audio-visual
platform, N=11 interviews have been conducted with elite paralympic alpine skiers with a
visual impairment from nine different nationalities. N=10 interviews conducted in English,
N=1 in German. In-depth, qualitative analysis of interview transcripts was undertaken using
Braun and Clarke’s (2006) six phases of thematic analysis.

4. Results/Findings and Discussion

Three key themes were identified; the first of these was (i) Suitability. The skiers questioned
the suitability of the current visual measurements, the testing environment, and the information
they received regarding the classification process. The second was (i) Exclusion. Skiers felt
certain aspects of the system remain exclusive due to the restrictions of sport classes and the
absence of the athlete voice. The third was (iii) Mistrust. The skiers felt mistrust; in those
implementing the system; in other athletes due to intentional misrepresentation (IM).
Speculation surrounding this resulted in the skiers doubting themselves. Results showed that
while there was not a “one size fits all” approach to classification, understanding the skier’s
experiences can be a vital first step in the changes needed in this sports classification system.
Improved communication with the classifier, and education of the athlete should be prioritised
during the testing process to help address the concerns presented by the skiers.

5. Conclusion, Contribution, and Implication

Drawing from the lived experience, this study provides valuable insights into the experiences
and perceptions of alpine skiers and will help to guide future research into the evolution of this
sport’s classification for VI athletes. In addition to the need for further evidence-based studies,
the athlete’s voice should be considered in the development of the classification system in
alpine skiing.
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Aim

The National Collegiate Athletic Association (NCAA) recently offered guidance for member
institutions to aid international student-athletes (ISAs) with acclimating to the United States
(US). Based on data from over 50 student-athletes, coaches, administrators, and faculty, the
documents were developed to provide awareness of the unique encounters ISAs face. These
documents also assist institutions with identifying what support is needed for an ISA’s
successful integration into the US intercollegiate athletics system (Whitaker, 2022). As
institutions implement the NCAA’s best practices, research is needed to learn more about ISA
experiences and to understand the effectiveness of these tools and resources. Therefore, the
purpose of this study is to examine the lived experiences of intercollegiate ISAs in the US and
how collegiate institutions are supporting their transition.

Literature Review

The NCAA reports there are more than 21,000 ISAs across the three divisions within the
organization (Whitaker, 2022). However, this number does not account for the [ISAs within the
National Association of Intercollegiate Athletics (NAIA) or the National Junior College
Athletic Association (NJCAA). While ISAs face many of the same challenges as their
domestic counterparts, they also face unique challenges related to culture, language, food, and
lifestyle (Cenzual et al., 2021). Depending on the ISA’s race or home country, the ISA may
have additional difficulties compared to other ISAs (Lee & Opio, 2011). Lastly, unlike their
US teammates, an ISA is unable to benefit from their Name, Image, and Likeness (NIL) due
to restrictions related to their visa and citizenship (Jara Pazmino & Pack, 2022). Yet, academia
is limited regarding research on intercollegiate ISAs, despite the number of ISAs having
doubled within one decade (Manwell et al., 2021).

Research Design, Methodology, and Data Analysis

To address the study’s purpose, this research employed a grounded theory approach (Corbin
& Strauss, 2007). The researchers conducted semi-structured interviews with ISAs from
multiple countries of origin and academic years to identify the commonalities and differences
between their experiences. The participants were recruited through criterion sampling
(intercollegiate ISAs in the US), convenience sampling, and snowball sampling. Each
interview was recorded and transcribed for accuracy. Reflective journals, member checking,
and a constant comparative analysis were used during the interviews and the coding process.
By using this approach, the researchers could effectively identify the emerging themes.

Results and Findings

Researchers are presently conducting additional interviews to reach data saturation.
Preliminary results are that ISAs have predominantly more negative experiences. For example,
an ISA attending a larger institution with more funding will have a more positive experience
than a student at a smaller institution, due to access to resources for adapting to the US
academic structure. However, despite these resources, the ISAs still find adapting challenging.

In addition, culture shock can cause ISAs stress and homesickness. The location of their school
may present different cultural issues than other locations due to varying cultures within the
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US. Also, NIL has been a point of contention among the ISAs when competing alongside their
domestic counterparts due to limitations on ISAs, such as visa requirements.

Conclusion, Contribution, and Implications

Despite the commonalities among ISAs, their home country, gender, race, ethnicity, and
language may present differences in their challenges and influence their experiences.
Consequently, an ISA may not have the same experiences as another ISA at the same school.
For instance, an ISA coming to the US, an individualistic society, from a collectivist society
will likely have more challenges than an ISA who is also from an individualistic society.
Therefore, this study will provide insight for ISAs on what to expect and prepare for as they
transition into the US culture. Ideally, by sharing previously used strategies to combat some
of the challenges, the ISAs will be better prepared for the transition.

ISAs need considerations when acculturating to the US. This begins with the ISA’s teammates
and coaches; the ISAs will spend most of their time outside of classes with these individuals.
These results indicate it is imperative for their teammates and coaches to make ISAs feel
welcome and to show a genuine interest in their culture, while also helping them understand
US culture. Both are integral to their support system since their time to meet people outside of
their sport is limited. By building the scholarship in this area, researchers can offer guidance
to coaches and college administrators to enhance positive experiences and to help mitigate
negative issues associated with an ISA’s transition to the US and intercollegiate athletics. Final
results and additional implications will be discussed during the presentation.
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Introduction

Over the last thirty years, football fandom has undergone a process of ‘diversification’.
Consequently, recent scholarship has explored the paradoxical and complex nature of inclusion
and exclusion for traditionally marginalised fan groups within the context of English football.
This has led some researchers to argue that English football fandom is now an
“overwhelmingly inclusive environment” for particular fan groups (Magrath, 2021, p.2), while
others insist “it can never be the case that football is either entirely inclusive or exclusive”
(Lawrence and Davis, 2019, p.1). Academic research concerned with issues of inclusion and
exclusion in football fandom has primarily focused on broad issues of discrimination, for
example racism, homophobia, sexism, and gender inequality. To date, however, a paucity of
academic interest has been given to other social issues, such as ableism and disablism, which
affect the daily lives of disabled people both within and beyond sport settings.

Literature review

In broader scholarly research concerned with disability and sport, it has been widely
acknowledged that disabled people encounter a range of barriers to participation and inclusion.
This remains the case as sport is inextricably connected to the structures and processes of
society which disable people with impairments by imposing restrictions, barriers, and attitudes
that exclude full participation and inclusion (Thomas, 2012). Indeed, the disabling culture of
contemporary capitalist society continues to systematically exclude disabled people from areas
of mainstream society through the processes of ableism and disablism. These concepts, as Ives
et al. (2019, p.3) remind us, are useful because they enable us to critically explore “disabled
people’s experiences from a position of exclusion, or from a standpoint in a world that does
not value and is not designed for disabled people”. From this perspective, it becomes clear that
disabled people do not experience the freedoms and opportunities in life to which they have a
right, or in the same way as their non-disabled counterparts, including in sport settings such as
football fandom.

Indeed, little empirical research has explored the issues facing disabled people within the
context of football fandom, particularly with regards to issues of social exclusion. While few
authors have exposed some of the barriers facing disabled football fans specifically (e.g.,
Garcia et al., 2017), there remains significant gaps in our knowledge pertaining to how these
barriers manifest, and how disabled people negotiate them within the context of English
football fandom. Furthermore, in concluding their synthesis of existing literature on disabled
spectators access to sports stadia, Kitchin et al. (2022) encouraged future research to take
account of the lived experiences of disabled people, not only at the stadia, but also before and
after attending the football spectacle. In turn, this presentation seeks to address the following
research question: ‘What barriers do disabled football supporters encounter leading up to,
during and after their matchday experience?’

Methodology

This presentation draws from a rich qualitative dataset from a broader doctoral project about
the experiences of disabled football fans in England. Indeed, in-depth semi-structured
interviews were conducted with a total of 33 disabled football supporters who attended
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matches across clubs in the English Football League Championship, League One, League Two
and National League. The participants in this research experienced a range of physical
impairments, from people living with multiple sclerosis and cerebral palsy, to others with
amputations, limb and spinal cord injuries. The sample consisted of a mix of individuals who
were born with their impairment(s), as well as those who acquired impairment(s) in later life.
The sample comprised of five fans who made use of ambulant disabled seating areas, and 27
who use wheelchair seating sections. All but two participants were white (the exceptions being
black British and British Asian) and aged between 20-71. 8 participants identified as female,
while the remaining 25 identified as male. All 33 semi-structured interviews were recorded
electronically and were transcribed verbatim, and were exposed to the process of thematic
analysis. The abductive approach to thematic analysis undertaken for this study resulted in two
central themes which are explored throughout this presentation, these are: (1) The challenges
of matchday participation for disabled people in English football fandom, and (2) Barriers to
inclusion at English football stadiums for disabled people.

Conclusion

This presentation begins to unpack the structural, social, and psychological barriers disabled
people encounter when intending to spectate football in England. Moreover, this research
expands the application of the concepts of ableism, as well as Thomas’ (2012) social-relational
model of disability to the study of football supporters and, exposes how English football is
shaped by processes of ableism and disablism. By thinking about how these discriminatory
processes nurture one another, this work seeks to bring a hitherto absent level of theoretical
ripeness to the study of disability and football fandom.
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This project seeks to evaluate diversity thinking and diversity work in two Norwegian talent
development organisations: Olympiatoppen (OLT), the umbrella elite sport organization, and
Talent Norge (TN), the main organization in charge of developing artistic talents. Shortly after
the Norwegian Ministry of Culture and Equality communicated that large budgets would be
allocated to diversity work in the arts and culture sector in 2021 (Kulturdepartement, 2020),
OLT and TN applied for joint funding to help increase the diversity of elite sport leaders (elite
coaches, and leaders of sport federations) and artistic leaders, by means of several diversity
initiatives. The funding they received, partially finances this 3-year research project (Jan.
2023-Dec. 2025). What ties these two organizations together is that their main aim is to support
and develop talents in all branches of sports and arts in Norway respectively, and that they
wish to learn from each other, among other commonalities.

The impetus for these organizations’ initiative to work together and hire a researcher to support
them in thinking around diversity, is multifaceted. The underrepresentation of female leaders
in elite sports and various art forms in Norway (and to various extents also globally) for
example, has been a known problem for many years (Hovden, 2012, Skirstad, 2014; Gils,
Hemmestad, Thoresen & Augestad, 2022; Sogn, 2023;Torvik Heian, 2018; Nochlin,
Wichstrom & Hanssen, 2002), and something both organizations have been working with for
some years by means of mentorship programs and through recruitment processes. However,
other aspects of diversity, and their intersections, including class, ethnic, sexuality, religious,
age-related, body-related aspects in (elite) sport and art in Norway, have to varying degrees,
received only minor attention from both those in charge of the organizations, as well as from
researchers.

A recent research report on diversity in Norwegian sport, suggests that the field has a long way
to go in terms of gender equality, removing barriers tied to socio-economic, cultural aspects,
as well as combating discrimination of ethnic minorities and LGTB+ people (Ramboll, 2023).
A recent report on diversity work in the Norwegian art sector shows that the main barriers for
working with diversity in art organizations are economy, knowledge, and the inability to
prioritize diversity in their daily activities (Rambol, 2022).

The aim of this research project is to strengthen diversity thinking, diversity competence and
diversity work by examining the barriers and mechanisms that prevent diversity of gender,
ethnicity, sexuality, class, age, and bodily abilities and combinations of these, in both the
organizations, and in the (elite)sports and arts field in Norway more generally.

The project has several research questions, though this presentation will start to address only
the first two: (1) What is meant by diversity and diversity work in the fields of practice (art,
elite sports) and their organisations in Norway? Which individual, organizational and cultural
conditions are considered to promote and inhibit the realization of diversity at the highest level
of performance in art and sport? And 2) What measures and tools have already been put into
use or will be put into use to promote the opportunities for participation and diversity in these
two fields of practice and organisations? What are the arguments and justification for these
measures and instruments and what kind of effect have they had/are expected to have?
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This project is taking shape as a form for institutional ethnography (Smith, 1987; Sogn, 2023)
whereby the researcher takes part in a variety of meetings and seminars in the organizations,
and is present in both organizations at regular intervals for field work and observations.

The two research questions have guided the first phase of the research project, which entailed
a ‘mapping of the terrain’ (Jan-June 2023). Data gathered during this first stage, includes
unstructured conversations/interviews with 6 researchers in Norway (3 from art, 3 from sport),
4 in-depth interviews with leaders of OLT and TN; fieldnotes from meetings and 4 seminars;
notes from unstructured informal conversations with members in both organizations.

As the data-analysis is ongoing, I will be presenting preliminary reflections aimed at answering
the 2 research questions. Of particular interest in this analysis will be to identify
logics/characteristic of the organizations and fields in which they are embedded, and how these
can be tied to how leaders view and practice diversity in their organizations.

Conclusions and contributions. As the project is in its beginning stages, there are no
conclusions yet. One of the contributions of this project lies in studying diversity connected to
talent development and their organizations, which has not been researched widely. Otherwise,
this project is meant to contribute to strengthening these organizations in their diversity work
and open up discussions about diversity in Norwegian sport, art and society more broadly. It
is hoped that the experience and insights gained from this project may also serve in related
national and global contexts.
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1. Aim and Research Questions

Women remain consistently underrepresented in volunteering throughout the non-profit sport
sector. In community sport organizations (CSOs), female volunteering and women on the
organizations’ boards are behind male representation (e.g., Breuer & Feiler, 2021). However,
the underrepresentation of women in leadership positions restricts the diversity of perspectives,
perpetuates gender inequality, and hinders organizational performance. Therefore, this study
aims to examine micro- and macro-level correlates of female volunteering and female
participation in voluntary leadership positions within CSOs.

2. Theoretical Background and Literature Review

Previous research has illustrated correlates of female volunteering: Kail et al. (2018) found
that volunteering was positively associated with education level, income, and sense of social
responsibility. These findings are echoed by Vélez-Torres et al. (2019), who identified age,
marital status, employment status, and the presence of children as significant predictors of
female volunteering. Another study indicated that female volunteering is correlated with their
sense of community belonging, social support, and feelings of personal fulfillment (Kamerade
et al., 2019). However, the literature predominantly concentrates on individual factors and
several singular concepts. No research was found elaborating on female volunteering
participation in a structured manner. Thus, this study draws on the theoretical multi-level
model of sport participation (Wicker et al., 2012) and the process model of Solga et al. (2009),
both adapted to the volunteering context.

3. Research Design, Methodology and Data Analysis

Data were collected targeting CSOs in Austria in the context of a research project using an
online survey (2018-2023). In total, 179 clubs participated in the project, and n=4,574
members completed the questionnaire. The questionnaire included questions about
respondents’ socio-demographics, perceptions of their club, and volunteering. Two sub-
samples were created for calculating three logistic regression models. The first sub-sample
(n=1,672) included all women who participated in the survey. The second sub-sample (n=717)
solely consists of the women actively volunteering. Regression analyses were run for the
outcomes ‘volunteering’ and ‘voluntary leadership position’. The independent variables
included micro-level factors (e.g., socio-demographics, motives to volunteer, institutional
trust), macro-level factors (e.g., club aims/operations), and the survey year.

4. Results/Findings and Discussion

The descriptive results of the women-only sub-sample reveal a mean age of 39.32 years
(SD=16.60). Most individuals were married (47.70%), had on average 1.40 kids (SD=3.40)
and no migration background (91.60%). In total, 34.96% of females stated to volunteer in their
club actively. Nearly 42.00% of these indicated holding a position on their CSOs’ board.
Overall, 67.43% of the board positions are occupied by males and 32.57% by females,
resulting in a gender ratio of nearly 2 to 1.

Starting with the female sub-sample, the regression model for volunteering reveals three
significant positive socio-demographic associations for age, children>14 in the household, and
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being employed. Also, pursuing competitive sport shows a significant positive effect, while
being generally active in sports shows a negative effect. Furthermore, three extrinsic and two
intrinsic motives are associated with being voluntary active. Furthermore, trust in the Olympic
Committee and the Austrian General Sport association reveal significant positive effects.
Additionally, several clubs operations (five) and club aims (three) are significantly associated
with volunteering. The second regression model for leadership position reveals similar results
for the socio-demographics, but different findings concerning the club aims and operations.
Age, being employed, pursuing competitive sport, and being generally sport active are
significant correlates. However, only one extrinsic motive and two intrinsic motives are
significant in the model. Furthermore, eight club operations and all clubs aims are significantly
associated with a leadership positions within the CSOs board. The last regression model using
the sub-sample of female volunteers reveals a significant effect for age, being single, being
married, and having an income >2000€ on holding a voluntary leadership position. Active
sport participation shows once more a significant negative correlation. Nine club operations
and all clubs aims had a significant effect on a leadership position.

After presenting the findings, the shortcomings of this study provide avenues for future
research concerning female volunteering and leadership. These will be discussed during the
conference presentation.

5. Conclusion, Contribution and Implications

This study showed that female volunteering and participation in voluntary leadership positions
within CSOs is not only shaped by micro-level factors. Specifically, the perception of
organizational factors (macro-level), like the CSOs’ aims and club operations, plays a vital
role. This work contributes to the literature by analyzing which micro- and macro-level
correlates hold the potential to increase women participation in volunteering and voluntary
leadership. The findings assist CSO’s to address gender gaps in leadership positions and to
develop measures to promote opportunities for women to assume voluntary work and
leadership positions within the sport sector.
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Aim

Canadian National Sport Organizations (NSOs) have declared a commitment to equity,
diversity and inclusion (EDI) practices and have released value laden policies which claim to
support change efforts in this respect (Peers et al., 2023). Peers and colleagues (2023) found
that EDI policies developed by Canadian NSOs can often be exclusionary despite being meant
to encourage EDI practices. The purpose of the current study is to examine the employees of
NSO’s perspectives on organizational efforts regarding EDI. The study was guided by the
research question: (1) What are NSO employee’s perspectives according to the Diversity
Engagement Survey (DES)?

Theoretical Background

Research on organizational culture has exposed the notion that statements, or espoused values
of a culture are not necessarily perceived by the organization’s employees as accurate
depictions of how things are (e.g., MaclIntosh & Doherty, 2005). While releasing EDI policies
may be one step toward developing an organizational culture and the values of EDI more
specifically, this does not mean that these values are widely experienced by employees. To
assist in embedding values into an organization’s culture, a Management by Values (MBV)
approach can be adopted by leaders to strengthen values in the organization (c.f., Dolan &
Garcia, 2002). In the current study, Bell LaRoche and colleague’s (2014) framework is further
considered. This framework was developed to determine how values inform the MBV
practices of NSO leaders through four stages of values within the organization. These four
stages are (1) Inactive (values aren’t used); (2) Intuitive (values are leadership dependent); (3)
Institutional (values are embedded in the organization); and (4) Inspirational (values are
strategically leveraged). Using this framework can help determine how values are embedded
within an NSO’s culture. Further investigation of values in Canadian NSOs is required to
determine where they might fall on the 4-1 Values Framework, and therefore, will be used in
the current study to categorize the NSOs based on embedded values.

Research Design

The Diversity Engagement Survey (DES) was adopted to examine NSO employees (paid,
fulltime) and Board of Director’s perspectives of EDI in their NSO (c.f., Person et al., 2015).
More precisely, sixteen of 64 funded NSOs were recruited to take part in the study. These
NSOs were chosen to ensure a diverse representation based on number of employees, season
of sport, team/individual, para/able-bodied, and type of sport (e.g., ice, racket, field etc.).

The DES has been deemed valid and reliable through a confirmatory factor analysis and
Cronbach alpha calculations (Person et al., 2015). The DES is comprised of 22 questions that
are scored on a 5-point Likert scale from strongly agree (five) to strongly disagree (one). The
questions of the DES are grouped using the following eight items that measure employees’
perspectives, common purpose, access to opportunity, equitable reward and recognition,
cultural competence, trust, sense of belonging, appreciation of individual attributes, and
respect (Person et al., 2015). Some example questions are, I feel connected to the values of
this organization, I believe my organization manages diversity effectively, and I trust my
organization’s leadership to be fair to all employees.
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Results and Discussion

This study is currently in the data collection process with the intention that the data will be
fully collected and analyzed before the conference. To date, 51 survey responses have been
received. Recruitment will remain ongoing until the desired sample size of a minimum of 100
surveys is received. The type of data analysis conducted will depend on the final sample size
collected but will feature comparisons between the items measured in the DES (e.g., trust and
cultural competence). Results will allow for interpretation of if the organization is equitable,
diverse, and inclusive as perceived by their employees. The results from the survey data
analysis will also inform theoretical contributions to MBV with further information about
employee’s perspectives of espoused values in their organization. A discussion on underlying
vaues will be encouraged through the results of this contribution.

Implications

This research on MBV, EDI, and organizational culture will help NSOs with embedding values
into their culture to improve organization performance. The results will help assess the
landscape of NSOs approaches to EDI and which NSO would benefit the most from adopting
a MBV approach, to further embed the values of EDI in the organization’s culture. The
information received will help NSOs to enact and substantiate EDI. These actions will provide
sport industry stakeholders with practical strategies and scholars with contributions to the
MBYV, EDI and organizational culture literature.
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1.

Recognising, specifying and protecting the rights of transgender and gender diverse (TGD)
individuals is one of the most complex and conflicted areas of contemporary public policy.
Such is the divisive nature of this context, debates around TGD inclusion in sport have
proliferated the policy arena to become a mainstay in the mainstream media, ever since Lia
Thomas became the first known transgender female to win a title (the Division I women’s 500
freestyle) at the NCAA swimming finals, in March 2022 (BBC Sport, 2022).

The aim of this article, then, is to provide analysis of the policy response to TGD inclusion
within the sports industry in the United Kingdom (UK), focusing on three sports: swimming,
triathlon, and rugby union. The primary focus is the decision-making by English national
governing bodies (NGBs), but as elite sport, in this context, is funded by UK Sport (a
government agency), account needs to be taken of the decisions of UK-wide sport
organisations.

Therefore, the main research question is: “How can NGBs, in England, develop and
successfully implement inclusion policies for TDG athletes in elite-level sport?”

2.

In order to explore the policy-making challenges facing the NGBs, we used Matland’s
ambiguity/conflict model of policy implementation (Matland, 1995). Matland’s model
classifies issues along two axes: conflict and ambiguity. The first axis, Conflict, refers to
conflict over goals and also over how the goals are to be met. NGBs are faced with a series of
difficult and overlapping issues to resolve the first of which is deciding whether a male-to-
female transition athlete can compete in women’s events if they have passed through puberty
as male. With reference to Matland’s matrix the issue is certainly one that is characterised by
high conflict and probably high ambiguity.

There are two sources of ambiguity: first, the science is unclear as to whether a two-year period
of testosterone reduction, for example, removes the advantage of male puberty; and second,
whether international federations (IFs)/NGB’s motives are driven primarily by the science or
the desire to avoid expensive legal challenges in the Court of Arbitration for Sport (CAS). For
example, World Athletics won its 2018-2021 CAS case against Caster Semenya (in relation to
the Eligibility Regulations for Female Classification requiring testosterone level reduction for
female athletes with testes or naturally high concentrations of testosterone) but at a cost of
$1.2m.

A second, related issue is whether to treat TGD athletes as individuals or as members of a
category of competitor. The guidelines published by the International Olympic Committee
(IOC) imply that decisions as to whether a male-to-female transitioned person should be
allowed to compete in women’s sport should be based on an assessment and comparison of
the physiological characteristics (weight, power, strength, etc.) of the individual and not on a
class characteristic such as passing through puberty as a male or particular levels of
testosterone (I0C, 2021).
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3.

This study adopts a qualitative approach utilising policy document analysis to analyse the
policy responses to TDG inclusion in elite-level sport. TGD-related policy documents, official
documentation and official websites were thematically analysed, guided by Matland’s
ambiguity-conflict model of policy implementation. Reasons why cases were selected are that
all three sports are in the Olympic programme; swimming is one of the most prominent
individual sports, with a long history of involvement with the Olympic Movement; triathlon
and rugby (sevens) are relatively recent addition; swimming, in most countries, is heavily
dependent on public support unlike triathlon and rugby sevens, which have a stronger
commercial base; and, the British government, through UK Sport, has long been a substantial
investor in elite Olympic sport.

4.

Analysis is ongoing, but we guarantee findings for the conference. Preliminary analysis
includes 1) the selective use of science (blanket ban on any male who transitions after puberty
Vs a case-by-case approach that investigates the individuals’ power, strength, etc in relation to
a) the nature of the sport and b) the average cisfemale [sex assigned at birth is female]
indicators, which has, so far, created significant conflict and ambiguity. 2) The role of IFs and
the I0C as leading, devolving or deflecting responsibility. 3) The role of domestic
governments/public opinion. 4) Main policy output by many policy actors, so far, has been
issue avoidance. 5) In relation to Matland’s ‘conflict’ we have identified several lines of
conflict (a hierarchy of conflict) and that many actors have chosen to address the more severe
conflicts. And 6) In relation to Matland’s ‘ambiguity’, it can be used by decision-makers’ to
their advantage by emphasising or exaggerating to justify weak decisions.

5.

NGB/IF policies are at a very early stage of implementation and have yet to be seriously tested
in CAS or domestic courts. We will provide theoretically informed recommendations to help

NGBs improve the decision-making, policy-making and implementation in relation to TDG
inclusion in elite-level sport.
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Aim and Research Questions

While gender inequalities of active athletes (pay, media presence) have been discussed for
some time and with increasing intensity, the empirical fact that the marketing of athletes has
so far been predominantly in male hands has received little attention. Yet it is plausible to
assume that there is a clear link between sports marketing - defined as the application of
marketing principles and techniques to promote sporting events, products, and services, among
other things, in order to increase sales or to increase the engagement of target groups in sports
- and the manifold inequalities in the treatment of male and female athletes. It is possible that
the severe underrepresentation of women in sports marketing is one of the reasons for the
unequal treatment of female athletes in monetary and media terms.

RQ1: What causes for the underrepresentation of women in sports marketing can be identified
in general?

RQ2: Is the strong underrepresentation of women in sports marketing one of the causes of the
unequal treatment of female athletes compared to male athletes?

RQ3: Is the severe underrepresentation of women in sports marketing greater in sports whose
coverage is heavily male-dominated?

RQ4: What are the challenges and potentials for women in sports marketing?
Theoretical Background and Literature Review

In relation to the labor market as a whole, there is still a general imbalance in terms of gender
quotas internationally - as has been demonstrated in a wide variety of contexts (Gronlund &
Magnusson, 2016; Bergmann, Scheele & Sorger, 2018; Carli & Eagly, 2016; Davies,
Broekema, Nordling & Furnham, 2017).

Particularly in sport, there are ongoing debates about gender equality. Women and their athletic
achievements are often less noted and celebrated than those of their male counterparts (Petty
& Pope, 2023). However, women and their achievements, just like those of men, can serve as
role models and motivators for girls and women when they are made visible and rewarded
equally. Gender segregation in sport not only provides men, unlike women, with important
social networks; at the same time, sporting experiences convey gendered notions of
employment skills that are evidently considered masculine (Joseph & Anderson, 2015). Male
superiority, therefore, leads to an impediment to women's equality due to expectations of
emerging social role congruities (Joseph & Anderson, 2015). Women in the field of sports
marketing are rarely addressed in the research literature.

This thesis draws primarily on Eagly's (1987) "Social Role Theory," which states that gender
stereotypes and gender roles are culturally constructed in society and that specific expectations
exist for men and women in different fields and professional settings.

In addition, there are structural barriers, such as those discussed in "Glass Ceiling Theory,"
that prevent women from advancing their careers and rising to leadership positions (Carli &
Eagly, 2016).
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Research Design, Methodology and Data Analysis

An exploratory mixed-methods design was selected to answer the research questions. In this
context, the qualitative approach (interviews with selected female experts) forms the basis for
the quantitative survey, a large-scale online survey, in order to be able to test the hypotheses
posed.

The participants (for both methods) were selected according to the following criteria:
e biological and defined female gender
o work experience in sports marketing of at least three years
e certain positions of responsibility and leadership
o representation of different sports and areas/actors in sports marketing

The participants (for both methods) were recruited through several channels and through the
researcher's professional network.

The number of interview partners is eleven women in total.

The online survey was shared via social media such as Instagram, LinkedIn, Facebook and
also survey platforms such as SurveyCircle and also via direct writing to marketing
departments and employees in the sports business via email. The online survey will run until
July 1 with currently 174 participants. The aim is to achieve a sample size of well over 200
participants. (Due to the lack of data on the population of female employees in sports
marketing, information on the proportion of women in the German marketing industry as a
whole was relied upon.)

Results/Findings and Discussion

RQ1: Cultural and societal factors could be identified for the underrepresentation of women in
sports marketing, especially gender stereotypes, discrimination, lack of attribution of
competence; many reasons can be found in history: Sport has historically been almost
exclusively male dominated

RQ2: Clearly confirmed
RQ3: Has been clearly confirmed, especially with regard to soccer

RQ4: The evaluation has not yet been completed. Meanwhile, one of the most important
challenges has already emerged: Showing more competence than men have to do.

Conclusion, Contribution, and Implication

More women in sports marketing would contribute to more equity in terms of wages and media
attention.
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Aim and research question

Women remain underrepresented in sport (Burton, 2015). To address this issue, grassroots
sport clubs are urged by public policies to implement initiatives to increase women’s
participation (Hanlon et al., 2019). Because of their position as the primary gateway for women
into organized sport, sport clubs have a critical role in increasing women's participation.
Therefore, there is a need to explore the factors influencing the implementation of women's
participation initiatives by sport clubs to gain more knowledge of how to increase opportunities
for women in sport. Among these factors, organizational capacity is essential in implementing
diversity initiatives (Spaaji et al., 2018). However, little is known about the specific
organizational capacity elements that affect the implementation of women's participation
initiatives. Yet, as Doherty and Cuskelly (2019) stated, different organizational capacity
elements might be needed depending on the specific goals, programs, or services (i.e., women
participation initiatives) implemented. Therefore, identifying these elements is essential to
understanding how sport clubs can strengthen their capacity to respond to the call to develop
initiatives to make the sport more inclusive for women (Hanlon et al., 2019).

Thus, this study examines the influence of elements of sport clubs’ organizational capacity on
implementing initiatives to increase women's participation in sport. This research addresses
the following question: “What are the specific elements of sport club organizational capacity
that influence the implementation of initiatives to increase women's participation in sport?”

Theoretical Background and Literature Review

Organizational capacity, understood as the ability of an organization to acquire and mobilize
resources to achieve its objectives, is a multidimensional concept (Hall et al., 2003). Based on
the five organizational dimensions (i.e., human resources, finance, infrastructure, planning,
and external relationship capacity) of Hall et al. (2003), Doherty and Cuskelly (2019)
developed the Community Sport Capacity Scale. This scale measures 23 elements of
organizational capacity in sport clubs and is therefore relevant to this study.

In recent years, women's participation in sport has increasingly gained the interest of sport
management researchers. Building on Millar and Doherty's (2016) model, Hanlon et al. (2019)
recently investigated the ability of sport clubs to implement policies that aim to increase
women’s participation in sport. Their results indicated a generally moderate level of capacity
needed to implement initiatives to increase women’s participation. Also, their results indicated
a difference in the capacity level across dimensions. For example, the highest capacity level
was related to planning, while the lowest was to the financial dimension. In addition to
highlighting the relevance of using the organizational capacity to examine the implementation
of initiatives to increase women's participation, Hanlon et al. (2019) highlighted a strong
readiness among sport clubs to build their capacity to support women's participation. However,
to date, little is known about the specific key elements of organizational capacity that sport
clubs should focus on.
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Methods

This study is part of a large research project on women’s participation and sport organizations’
capacity. With the help of the public sport administration and sport federations, an online
survey was sent to representatives of all Walloon (Belgium’s French-speaking community)
sport clubs (around 7000 clubs). The questionnaire included questions about the gender
composition of sport clubs, capacity, and women's participation initiatives. Based on Hanlon
et al. (2019), the survey also included questions on the board's perception of the importance
and benefits of women's participation in the sport club. These questions enable us to identify
whether women’s participation is a concern for the club. The 76-item scale of Doherty and
Cuskelly (2019) measured the 23 elements of sport clubs’ capacity.

In total, 705 valid responses were included in the analysis. Data is currently being analyzed
using R. Three regression models will be developed, including the 23 capacity elements as
independent variables and the implementation of women's participation initiatives as a
dependent variable. There will be one model targeting initiatives to increase participation as
athletes, one as coaches, and one as leaders. The gender composition and the size of the club
as well as the board’s perception of the importance and benefits of women’s participation will
be used as control variables.

Results/Findings and Discussion

Findings are not yet available, but they will be available for presentation at EASM Conference
2023. Descriptive results are already available. Among our respondents, 36.7% were women
and 63.3% were men. The majority of respondents were either board chairpersons (39.1%) or
board secretaries (34.2%). On average, there were 31.5% of women on the boards of the sport
clubs included in the study, and 24% of club chairpersons were women.

Conclusion, Contribution, and Implication

This research will contribute to our understanding of the role of organizational capacity in
implementing women’s participation initiatives at the grassroots level. Other theoretical
contributions, innovativeness of this study with regards to women's participation and capacity,
practical implications, and future directions will be discussed during the presentation.
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Aim and Research Questions. Diversity, equity, and inclusion (DEI) have gained increased
attention among sport managers and the organizations they lead (Cunningham, 2023). Key to
these activities are the organizations’ diversity mission statements, which offer the rationale
for their DEI activities. Recently, Starck and colleagues (2021) showed that diversity mission
statements can take different forms, with corresponding varied outcomes. Such analyses in
sport largely are missing (for an exception, see Ortega et al., 2022). Thus, the purpose of this
study was to examine the form and outcomes of diversity mission statements among sport
national governing bodies (NGBs) in the US.

Theoretical Background and Literature Review. Starck et al. (2021) theorized that diversity
mission statements predominantly take on two forms: instrumental or moral. The instrumental
approach focuses on the benefits diversity brings to the organization, such as increased
learning or performance. The moral case focuses on emphasizing diversity because of the
intrinsic values of doing so. Their analyses showed, even though instrumental rationales were
common, a moral focus on diversity resulted in more access and better learning outcomes for
minoritized students. Based on this rationale, the following research question was advanced:
what is the nature of the diversity rationales among national governing bodies in the US?

Research Design, Methodology and Data Analysis. The researcher collected data from 58
sport national governing bodies in the US. Following Starck et al. (2021), two independent
raters were first trained about the different diversity rationales and then reviewed and rated the
statements. They offered three ratings for each: the degree to which the statement was
instrumental in nature (1 = not at all to 4 = very much), the degree to which the statement was
moral in nature (1 = not at all to 4 = very much), and a rating of the dominant ideology (1 =
very much instrumental, 3 = neutral, 5 = very much moral).

Means and standard deviations were computed. A cluster analysis was computed to examine
the distribution of sport NGBs based on their diversity mission statements.

Results/Findings and Discussion. Of the 58 sport NGBs, 35 had unique diversity mission
statements. The remaining 23 had the same statement from the “US Olympic and Paralympic
family.” Of those with unique diversity mission statements, the mean instrumental rating was
2.55 (SD = 1.22) and the mean moral rating was 3.16 (SD = 1.02). The raters also considered
the diversity mission statements to offer more of a moral than instrumental rationale (M = 3.38,
SD =1.32).

Results of the cluster analysis showed support for a 3-cluster solution. The most commonly
occurring cluster (N = 16) included organizations with a high moral and low instrumental
rationale. The remaining sport NGBs were evenly split among those with an instrumental
rationale (N = 11) and those rated high in both areas (N = 11). Examples of each are given in
the presentation.

Conclusion, Contribution, and Implication. Results from the study show variability in the
rationale for DEI in sport NGB. Though a moral rationale is frequently offered, so too are
instrumental rationales. Thus, the organizations differ in the degree to which they pursue DEI
aims based on the benefits they might bring versus the intrinsic values associated with doing
so (see also Singer & Cunningham, 2012).
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This study contributes to the DEI in sport literature by focusing on an under-researched topic
and by examining US sport organizations outside of the athletics context. Future researchers
should examine how the diversity mission statements are developed and the outcomes
associated with the varying rationales.
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Aim and Research Questions: Regular participation in sport and physical activity offers many
benefits (Bidzan-Bluma & Lipowska, 2018; Eigenschenk et al., 2019). Nevertheless, Muslim
women frequently report being less active and having fewer opportunities than their peers
(Kahan, 2015). Mainstream media and extant academic scholarship both point to religious
beliefs as a primary factor; recent critical scholarship has offered a counter-narrative,
suggesting that Muslim women might draw from their religious beliefs as the impetus for their
physical activity involvement (Hussain & Cunningham, 2020). The purpose of this research
was to explore these possibilities in greater depth.

Theoretical Background and Literature Review. Furthermore, from a social identity
perspective (Tajfel, 1978; Tajfel & Turner, 1979), people’s personal identity is an important
element of their self-concept and helps to differentiate themselves within a particular setting
(Brewer, 1991). Religious identity, then, reflects the degree to which people’s religious beliefs
provide the basis for their personal identity (Cunningham, 2010; Ladd, 2007). In this case,
religious attitudes and beliefs inform how people see themselves relative to others, affect their
self-image, and contribute to how they feel about themselves.

Walseth and Fasting’s (2003) work contributes to this understanding. They collected
qualitative data from 27 Muslim women in Egypt, all of whom held that Islam emphasized
health and sport participation. Those connections were most strongly endorsed among women
who were closely connected with their religious views. Similarly, Robio-Rico and colleagues
interviewed Moroccan Muslim women about their involvement in physical activity (Rubio-
Rico et al., 2021). Some of the women viewed their physical activity as one part of a holistic
view of Islam, and their physical activity helped them to connect more closely with their
religious tradition. These findings align with broader scholarship (i.e., not focused solely on
Muslim women), showing that religious and spiritual beliefs can shape people’s physical
activity and the well-being they derive from it (Noh & Shahdan, 2020). Drawing from this
research, we hypothesized: Among Muslim women, religious identity will be positively
associated with physical activity participation (H1).

Health consciousness, or the degree to which people are aware of their health and express a
willingness to improve it (Gould, 1990), could influence the relationship. Health-conscious
people will seek out information about ways to maintain a healthy lifestyle, and their behaviors
frequently follow. In a study of Finnish adults, Ek found that women were more likely than
men to seek out health-related information and receive feedback from people close to them
(Ek, 2015). Furthermore, women who perceive health risks are more likely to seek out health-
related information online when they are health-conscious and believe the Internet is a valuable
tool for obtaining said information (Ahadzadeh et al., 2018). Coupled with the research related
to religious identity, this scholarship suggests that health-conscious people might engage in
more physical activity and that the benefits might be amplified among women whose religious
beliefs inform their identity. Thus, we hypothesized: Health consciousness will moderate the
relationship between religious identity and physical activity participation (H2)

Research Design, Methodology and Data Analysis. The authors collected data from Muslim
women (N = 177) living in the US. Participants were recruited from online communities and
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responded to an online questionnaire measuring their demographics, religious identity
(Cunningham, 2010), health consciousness (Gould, 1988), and physical activity (Bozionelos
& Bennett, 1999), and an attention check.

Descriptive statistics were computed for each of the study variables. The hypotheses through
moderated regression, following Hayes’ PROCESS models (Hayes, 2018).

Results/Findings and Discussion. The regression model explained 43.2% (p < .001) of the
variance in physical activity intentions. Consistent with Hypothesis 1, religious identity was
positively associated with physical activity intentions (B =4.746, SE =1.821, p=.010). Health
consciousness was also related to physical activity intentions (B = 6.002, SE = 1.844, p=.001).
Finally, the religious identity x health consciousness interaction term was significant (B =
2.826, SE = .686, p < .001). When health consciousness was low, the relationship between
religious identity and physical activity intentions was not significant (B = 1.574, SE = 1.796,
p = .382); however, when health consciousness was high, religious identity was highly
predictive of physical activity intentions (B = 7.618, SE = 2.103, p < .00l).
Conclusion, Contribution, and Implication. Overall, results support the previous qualitative
research in the area showing that Muslim women’s strong religious identity should not be seen
as a barrier to sport participation (Agergaard, 2016; Hussain & Cunningham, 2020, 2021).
Indeed, despite the narrative to the contrary, numerous Muslim women consider the religion
Islam being supportive of sport participation (Agergaard, 2016; Walseth, 2006). Sport
managers should remain mindful that many Muslim women are highly health conscious and
seek to be physically active. This result supports previous claims by scholars related to the
strong relationship between health consciousness and physical activity participation.
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Aim and Research Questions

This paper aims to examine barriers to increasing diversity in sport participation in a sample
of provincial sport organizations in Atlantic Canada. The four Atlantic provinces have a
smaller, more rural population than the central or western provinces, which challenges sports
organizations in terms of organizational capacity and the success of athletes. We explore
attitudes of sport managers (executive directors, board members, people in senior positions) to
different forms of diversity and inclusion (e.g., race, disability, gender, sexual orientation) and
analyze how Canadian sports organizations prioritize and value different forms of diversity in
their programs and governance/operations.

Theoretical Background and Literature Review

Increasing diversity continues to challenge sport managers with multiple barriers cited
including lack of social support, socioeconomic challenges, lack of organizational support, and
discrimination (Dadswell et al, 2022). Diversity in sport is often studied in individual
categories of race, gender, disability, and culture (Ahmad et al., 2020), which might suggest
that sport managers should prioritize the aspect of diversity that needs to be addressed in their
organization. However, categories intersect and multiply upon each other, and there must also
be a willingness to recognize the contributions that diversity and inclusion in sport brings to
organizations, practices and participants.

Research has recently indicated resistance within sport organizations to providing inclusive
programs and environments (Spaaji, Knoppers & Jeanes, 2020). To examine this resistance
and explore attitudes to diversity in Atlantic Canada, we utilize critical theory as a theoretical
framework. Critical approaches allow the investigation of power structures in taken-for-
granted systems, and how these systems may be oppressive, exclusive, or in need of
improvement (Bodin, Teare and Taks, 2022; Frisby, 2005).

Research Design, Methodology and Data Analysis

Nine focus groups of sport organization representatives in senior management or governance
positions were conducted online, with questions centered around diversity and inclusion,
barriers to participation and innovation (change) in sports organizations. Each group contained
between 3-6 people (total number of participants was 22, with 9 women represented), with
discussions lasting from 50-120 minutes per group. Interview questions were developed to be
broad and inclusive, to measure attitudes towards levels of diversity in sports organizations,
actions and behaviors that encourage or limit diversity, and social inclusion of diverse
individuals. Questions focused on whether different disadvantaged/diverse groups were
prioritized, the extent of diversity and if participants thought it could/should be increased, the
concept of inclusion, and what happened (or not) in their organizations to address the inclusion
of diverse groups. Data analysis followed Alvesson and Deetz’s (2000) guide to critical
management research. Specifically, we measure explicit and implicit attitudes (often referred
to as unconscious bias). Analysis sought to move beyond what participants said (explicit
attitude) to extract and interpret the meaning or implication of what was said (intangible
reality), and why this was important to understanding how attitudes to diversity in sport
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organizations can facilitate or inhibit the inclusion of different people based on their diversity
characteristics.

Results/Findings and Discussion

Results indicate that while sport organizations exhibit positive explicit attitudes towards
increasing diversity, there are a variety of unconscious biases or implicit attitudes that could
explain more intangible barriers to attracting more diverse groups in sport. Participants often
stated that diversity and inclusion were important and that sport organizations could ‘do more’
to attract and keep diverse groups in sport by providing welcoming environments and
opportunities. The main barriers suggested which prevent diversity include more structural
(tangible) than attitudinal factors. One barrier that was both tangible and intangible included
diversity of the board, indicating a direct relationship between lack of diversity at the
governance level and lack of diversity in participation, suggesting a direct connection between
governance and performance of sport organizations. Participants suggested that more diverse
boards (tangible), may be more inclined (intangible) to prioritize diverse groups and draw on
personal experience and networks to develop approaches aimed at diversity generally, or
across multiple groups at once.
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Aim: As part of a wider study aiming to provide an understanding of the lived experience of
persons with disabilities living in Scotland regarding their sport and physical activity, this
paper addresses the aim of understanding the use of and potential of the ICF to explore the
relationship between sport/physical activity and disability within a Scottish context. At
present, no current national surveys in Scotland include questions on the types of sport,
frequency, intensity or duration of participation by people with a disability, nor do they
question attitudes to sport and physical activity.

Theoretical background: Sport and Physical Activity are understood to be complex
phenomena that are ever evolving in their nature based on relationships between physical,
societal, cultural, psychological and environmental factors (Ross, Case & Leung, 2016). The
International Classification of Functioning, Disability and Health Framework (ICF; WHO,
2001) provides a conceptual framework that challenges perceptions of physical activity as a
primarily performance-based measure of participation. The ICF has been based on the
biopsychosocial model of disability which recognises elements of societal factors,
environmental factors and individual personal factors, however, it does lack medical factors
outlined by the biomedical model and this is potentially an area which requires further research
and evaluation (Bruyére, Van Looy & Peterson; 2005).

Methodology and Data Analysis: This study used a mixed methodological approach to
understanding the lived experience of people with a disability in Scotland. A total of 450
participants aged between 12 — 70 years old completed an online questionnaire via QuestionPro
with follow up focus groups with 18 people aged between 13 - 61 years old. The focus groups
examined four meta-theme areas: physical factors, social factors, psychological factors and
sport specific factors. Quantitative data analysis of the questionnaires were conducted using
SPSS with a thematic meta and sub analysis of qualitative focus groups.

Results/ Discussion: Within the ICF the most widely reported impairment of physical function
was pain (69%) followed by mobility of joints with 67.4% sleep (65.3%), muscle power
(58.9%) and tone (59.2%), energy and drive functions (61.1%), and emotional functions
(feelings) (52.8%). Data reported on the structural impairments include legs and feet (69.5%),
spinal cord/ peripheral nerves (38.4%), eyes and ears (36.4), arms and hands (46.7%), trunk
(38.8%), pelvis (40%) and the shoulder region (36.3%). The (ICF) provided a more detailed
indicator of the key impairments that could impact on participation in sport and physical
activity and enabled a better understanding of the issues affecting sport participation. A high
overall ICF score seems to be linked to non-participation in sport and physical activity (91 vs
78)). Interestingly, despite relatively high levels of participation in sport and physical activity,
significant numbers of participants in this study exhibited moderately high levels of sedentary
behaviour that could be harmful to their metabolic health. Knowledge of the ICF across
participants in focus groups was limited with the majority indicating it was only relevant in
classification terms for competitive or elite level sport. However, it was also noted that for
some, this was a factor in discouraging participation in competitive sport due to difficulties
with classification processes as many indicated having to travel outside of Scotland to be
classified.
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Conclusions: The full International Classification of Functioning, Disability and Health (ICF)
covers a wide range of functional domains and may not be the most efficient tool for assessing
factors associated with participation in sport and physical activity specifically. It is also
important to consider that disability is a complex and multifaceted concept, and factors such
as sleep, nutrition, intellectual capacity and physical function can all impact an individual's
ability to participate in physical activity. Therefore, it may be useful to include these domains
in a modified slimmed down ICF-based assessment tool, which also incorporated some of the
other well-known social and environmental factors to get a more complete picture of an
individual's functioning and disability that is relevant to sport and physical activity
participation. This new tool could provide a more accurate assessment of disability at both an
individual and national level, if incorporated into a national survey, to enable more appropriate
interventions to be developed and delivered to enhance the health and wellbeing of this large
segment of the population, potentially reducing the health costs associated with inactivity.
However, further research would be required to decide on the most influential domains that
could be included in a modified ICF.
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1. Aim and Research Questions

The aim of the research is to investigate the financial support to low-income families offered
by sports clubs. The research question is, what kind of practices are associated with this
support, in relation to 1) the forms of support available, 2) the eligibility criteria, 3) the granting
process, and 4) communication methods.

2. Theoretical Background and Literature Review

Equity of sports participation is a central principle in sports policies, especially in
Scandinavian countries. However, during 2000s, Finnish grass roots sports activities have
professionalized, which has led to rising costs in youth sports. These problems and the
following exclusivity have been under international discussion in youth sports for decades
(Clark et al., 2022). As Onescu et al. (2021) point, neoliberalism governance has emphasized
revenue generation, and recreation offerings have turned into a business rather than a service
available to all.

Although the inequal opportunities in sports participation are well known, interest in research
on sport and recreation organizers’ practices and strategies to include low-income families and
citizens has been limited but growing. In general, inclusive strategies and practices can be
divided to fee/financial assistant programs or low or no cost programming (Onescu & Loewen,
2020; Fortune & Onescu, 2022). In previous studies, financial support, which is the focus in
this study as well, may include discount on membership fees, dissemination of equipment,
provision of volunteer opportunities for reduced fees, various partnerships, relocation of
programs, or reducing the program costs (Onescu et al., 2021).

The study is based on a practice theoretical approach, which emphasizes the significance of
practices in the structuration of social systems and, hence, as a research interest (e.g., Giddens,
1984; Whittington, 2015). In this case, the practices of financial support formulate the
organizational and sports system policies of inclusivity. Therefore, it is important to
understand how inclusivity is realized in sports clubs' practices and what kinds of possibilities
and challenges may be found in implementing policy objectives.

3. Research Design, Methodology and Data Analysis

The study involved semi-structured interviews with 15 sports clubs in Finland that offer some
form of financial support. The clubs were selected based on different sizes, geographical
locations, and sports. The data was analyzed using content analysis, in accordance with the
research questions.

4. Results/Findings and Discussion

Firstly, the financial support offered by sports clubs could be divided into three forms: payment
arrangements, direct financial support to the families, and tailored cost support. Payment
arrangements were present in varying degrees in all clubs studied. Late payments were rarely
sent to collections. Direct support to the participant/family generally referred to a fund or
budget line from which the participant could apply for support for the club’s monthly fees.
Other forms of financial support, such as for camps or competition fees, were less common.
Tailored cost support meant that the participant could, in some way, choose whether to
participate in all events.
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Secondly, the granting process in clubs was through an informal application, and proof of
financial status was very rarely requested. The granting process was rather flexible and
informal, although it was found that in big clubs with participants needing a lot of support,
there is a need to systematize support practices. Some clubs allowed for continuous
applications, while others had specific application periods. Notably, the eligibility criteria
turned out to be related to financial constraints, not to low incomes per se. In addition, in
biggest teams sports, there are fee assistant systems in the level of national governing
organization, which contributes to the sports club level as well.

Lastly, there were different practices for communicating the possibilities of financial support,
ranging from continuous communication and through multiple channels to personal suggestion
to apply for support to family with financial constraints. In addition, several clubs provided
information on other financial support sources.

5. Conclusion, Contribution, and Implication

This study investigated how Finnish sport clubs support families financially to enhance
inclusivity in youth sports. It made contributions in three areas: Firstly, qualitative research
refined understanding of financial support of previous studies and aided in the development of
survey questions for future analyses. Secondly, the study highlighted that sport clubs support
families with financial constraints rather than low-income families per se. The effectiveness
of this support system for the lowest socio-economic groups remains unclear. However, clubs
perceive the support system as important for ensuring participation and preventing dropouts.
Thirdly, the study revealed how organizational practices formulate inclusive policies in
everyday life. Sports clubs were unable to verify economic status of families and utilized
varied communication and support forms. This type of financial support distribution for
children and youth in sports depends on clubs and lacks evenness from the participant's
perspective. The study of practices helps to understand the institutional structures of
inequalities in sports (Whittington, 2015).
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Research Aim and Questions

In 2019 the Chinese Football Association (CFA) released a policy mandating all clubs
qualifying for the Chinese Super League (CSL) to integrate a women’s football team within
their structure. By integrating men’s and women’s football clubs, the CFA aimed to provide a
platform for resource-sharing and enhance the visibility and commercialisation of the women’s
game. Against this backdrop, this study aims to answer the research question: is the integration
of men's and women’s football the way forward for women’s football development in China?
Three sub-questions are developed:

e What was the integration process between men's and women’s football?

e How was the individual experience of the integration process?

e To what extent has the integration policy impacted women’s football
development?

Theoretical Background and Literature Review

There has been an increase in the literature on women’s football recently partly due to the
increased popularity of the sport (Valenti et al, 2021). However, academic attention on
women’s football from managerial and policy perspectives remains under-researched (Valenti
et al, 2018). While the definition of integration is contested in the literature, it is a shared view
that integration implies the development of a sense of belonging in the host community, with
some renegotiation of identity by both newcomers and hosts (Philimore, 2012). The concept
of integration in sport studies is especially associated with migration research, that is, using
sport as a tool to promote the integration of immigrants or minorities to society (Flensner et al,
2021). However, there appears to be limited research on understanding the integration process
of sport teams between two genders. Theory related to organisational socialisation (Benson &
Eys, 2017) offers a framework for understanding the integration process of a women’s team to
a men’s football club and the consequences associated with various integration strategies.
Socialisation is a process in which newcomers learn the culture, norms, and expectations
associated with membership in a particular group (Van Maanen, 1978). In organizational
contexts, structured socialization tactics are linked to numerous benefits, including fostered
group cohesion, enhanced role perceptions, greater commitment from newcomers, and
stronger social networks throughout an organization (Benson & Eys, 2017).

Methods

Underpinned by a critical realist ontology, we conducted 18 semi-structured interviews with
four club directors responsible for women’s football development and female football players
from three different clubs (N=14) impacted by the integration policy. Secondary data such as
relevant policy documents (e.g., CFA CSL Club Entry Code) and media reports were collected
as complementary material. All qualitative data were analysed using the thematic analysis
method.

Findings and Discussion

The findings highlighted that two main integration strategies have been adopted by clubs, i.e.,
clubs either partnering with an existing external football team (such as local university
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women’s football teams or government-sponsored provincial (municipal) women’s football
teams) or clubs creating their own women’s team by recruiting players. However, club
directors commented on the difficulties in implementing the policy for reasons such as
financial difficulties, especially during/post-Covid-19, which has led to 'a majority of clubs
not investing in women'’s football as required.’ In terms of the individual experience, a lack of
agency in the integration process was perceived by the female players. In addition, there seem
to be limited socialisation tactics adopted by the clubs. Interviewees commented on the limited
interaction with their men’s teams and that they were not required to learn about the culture of
the clubs. Nonetheless, interviewees developed their sense of belonging to clubs through
channels such as fan support and other benefits of the integration. For example, all
interviewees have reported improved training facilities and conditions, better-equipped
personnel/staff team (e.g., masseuse, physician) compared to the previous model of ‘one
manager serving multiple roles’, and better accommodation and dietary services. Most
interviewees felt ‘grateful’ or ‘lucky’ to have been given the opportunity to play for a
professional men’s club, despite minimum or no wage was provided. However, there are also
common concerns raised about the affiliation status of their women’s teams, as one player
summarised: ‘We are not equal (with men’s team), we exist because of them. So, if they don’t
exist anymore, we would be over, too.” Another concern lies in the sustainability of these
integration modes. Specifically, clubs working with external women’s teams that already exist,
despite meeting the CSL entry requirement, are not interested in building reserve teams, which
is essential to achieve sustainable women’s football development.

Conclusion, Contribution and Implications

This study advances knowledge on the integration process of men’s and women’s football,
demonstrating the two-sided individual experience of female players: considering themselves
‘lucky’ but ‘not equal’. Two main implications are derived: female players need to recognise
and exercise agency in the integration process to influence and negotiate their context; clubs
need to better integrate the women’s teams rather than considering them as mere beneficiaries
of the development.
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1. Aim and Research Questions

The study responds to calls for further empirical work around the impact of diversity and
inclusion-related discursive practices in different sport organisations (Turconi, Shaw &
Falcous, 2022). The aim of this study was to examine diversity and inclusion within the context
of a large, non-profit, UK-wide outdoor organisation. The organisation was chosen as one
whose remit is in line with current UK Government and Sport England foci, which includes,
to a not insignificant extent, involvement in outdoor adventure and its potential for
transforming lives (Sport England, 2021). Discourses of diversity and inclusion and their
impacts have been under-researched in relation to outdoor sector organisations, despite a Sport
England report in 2015 that identified over 9000 delivery organisations in this sector in
England alone.

We consider the following research questions:

(1) How are diversity and inclusion defined, understood, and practiced within this specific
organisational context?

(2) What are the various power effects of these different diversity and inclusion understandings
and practices?

2. Theoretical Background and Literature Review

Managing and promoting diversity and inclusion in organisations is becoming an increasingly
prominent part of organisational strategies across the world, due to both changes in society and
greater awareness of its value (Cunningham, 2019). However, previous research suggests
diversity and inclusion policy rhetoric does not always lead to effective practice (Storr, 2021).
Indeed, sport is identified as a field where different understandings, rationales and
justifications related to equality, equity, diversity, and inclusion co-exist and where tensions
abound (Turconi, Shaw & Falcous, 2022). This study was informed theoretically by a
poststructuralist Foucauldian approach to understand how dominant relations of power-
knowledge shape and constrain understandings and practices related to diversity, and to
examine the various power effects of these dominant understandings and practices.

3. Research Design, Methodology and Data Analysis

Qualitative semi-structured interviews were undertaken with 16 members of staff (eight male
and eight female), over the age of 18, from different levels, roles and leadership positions,
across different organisational locations. The interviews were led by three researchers from
the same institution, two female, one male, each with academic and practice-based experience
concerning diversity and inclusion issues in sport coaching and management. We drew on a
Foucauldian inspired theory-based analysis which involved identifying and analysing extracts
into themes, using an iterative process with Foucauldian notions of discourse and power to
understand meanings and practices of diversity and inclusion. We analysed the data separately,
then discussed our themes and connections together, using each other as critical friends to
develop our final analysis. We themed our findings into discursive formation as constituted by
articulable forms (e.g., the set of scientific and technical knowledges which inform diversity

Diversity and Inclusion Issues in Sport Management 68



Diversity and Inclusion Issues in Sport Management 69

management practices within outdoor organisational contexts) and the visible forms (e.g., the
various practices related to diversity and inclusion management).

4. Results/Findings and Discussion **

Our analysis of the ‘articulable’ or the discursive statements that governed our interviewees
perceptions of diversity and inclusion in our organisational context reflected a heterogeneous
discursive field. The findings also highlight key tensions and contradictions e.g. relating to
historical values, and the privileging of certain discursive articulations and rationalities over
others, e.g., the business case over moral justifications, which led to specific diversity
management practices and power effects, e.g. a focus on front-facing staff and instructors. We
unpack these in more detail in our presentation. At the time of interviews there was a
perception that diversity and inclusion had become a developing agenda in the organisation,
but progress was described as ‘slow’ and for meaningful change, a different and more radical
approach was needed.

5. Conclusion, Contribution, and Implication **

We have extended and added to understandings of the complexity of diversity and inclusion
discourses and practices through new empirical study with staff in a UK outdoor nonprofit
organisation. This also provides insight to managers across the wider sport sector, as we
suggest there may be relatable historical legacies and unproblematised discourses (Naess,
2023). We encourage more critical perspectives to challenge these and highlight positive signs
of change. We call for diversity and inclusion to be embedded within core sport nonprofit
organisational cultures and working practices for meaningful and sustainable change.
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Aim and Research Questions

On December 2021, UEFA published its sustainability strategy (UEFA, 2021) mainly focusing
on environmental and social targets and promoting it not only as an encouragement, but as a
pressure lever for its 55 members national associations (NAs) to take actions towards those
goals. The present study aims at exploring the backdrop of European football sustainability
policy through the lens of isomorphism (Washington & Patterson, 2011), by mapping and
analyzing UEFA’s member NAs sustainability practices, guided by the following research
question: What is the current landscape of sustainability strategies and initiatives in European
Football? Through this exploration, we offer insights into the existing sustainability landscape
while introducing a baseline categorization of the existing sustainability practices, according
to their sophistication and scope.

Theoretical Background and Literature Review

Although Washington and Patterson (2011) recommended the extension of institutional theory
in more domains of sport management, only a few studies have examined sport and
sustainability as a process of organizational change due to mimetic, normative and coercive
isomorphism (Daddji, et al., 2021; McCullough et al., 2016). In fact, a conceptual framework
has been proposed, including three “waves” in the application of sustainability in sports,
initiated by coercive formal or informal stakeholders’ pressures, and followed by mimetic and
normative practices within sport organizations (McCullough et al.,, 2016). Accordingly,
researchers have yet to find any mimetic behaviors in the field of football and sustainability
(Daddi et al., 2021), while normative isomorphism is apparent only when best practices have
already been established (McCullough et al., 2016),

Research has highlighted the importance of coercive isomorphism to the institutionalization of
environmental sustainability in sport (McCullough et al., 2016) and the findings of Daddi and
his colleagues (2021) confirmed that notion by suggesting that coercive pressures significantly
impacted the adoption of environmental sustainability in the governance of sport
organizations.

Research Design, Methodology and Data Analysis

In order for the landscape to which the new sustainability strategy is being introduced to be
better understood, a thematic mapping study was conducted to examine the current
sustainability practices, initiatives and strategies of UEFA’s 55 member NAs.

The research team examined the official communications (website, national strategies, press
releases) of all the NAs for any mentions of social or environmental sustainability actions or
strategies in either English or the native language of each national association. The extracts
from all the identified communications were analysed thematically, in order for patterns within
the data to be identified, following the protocol of Boyatzis, (1998).

Results/Findings and Discussion

The analysis of the data revealed the existence of five wide themes which represent the five
different levels of the environmental and social sustainability pyramid encountered within the
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NAs. These five levels, level 0 to level 4, capture the full spectrum of the sustainability
landscape in the UEFA’s NAs, as it will be detailed below.

The first level of environmental and social sustainability was level 0 (18 NAs), in which no
particular actions were taken by the NAs to promote sustainability, with equally no strategy
designed to guide them in this direction.

Level 1 captures the 15 NAs which are actively engaging in social sustainability actions, with
nevertheless a complete lack of involvement in environmental sustainability actions.

Level 2 entails all 9 NAs which have developed a strategy to guide their social sustainability
efforts in a more coherent and strategic manner.

Level 3 captures the 5 NAs which have adopted a thorough strategy and numerous actions on
social sustainability, and engage in programmes and actions focusing on environmental
sustainability.

The final level encountered captures 8 NAs that are actively involved in both social and
environmental sustainability and are not only engaged in the organisation or promotion of
relevant activities and programmes but have also developed detailed and measurable strategies
on both these areas.

Our study comes in contrast to previous research (Daddi, et al., 2021; McCullough et al., 2016)
suggesting the existence of mimetic and normative isomorphism across European NAs,
particularly shaping a pyramid shape in their sustainability progress. Further qualitative
research is needed to examine the challenges and opportunities of NAs during the sustainability
strategy development and implementation phase that might be shaping the level on which they
currently fall under.

Conclusion, Contribution, and Implication

The results of our study reveal a sustainability strategy pyramid consisting of five levels,
ranging from no actions or strategies to actively engaging in both social and environmental
sustainability with developed comprehensive strategies and initiatives.

The study contributes by developing a baseline categorization of sustainability practices in
European football, which can be used as a reference point for future research and policy-
making in sports and sustainability. Additionally, this study has practical implications for the
NAs, as they can use it as a framework and “’development ladder’’ for progressing in terms of
sustainability.
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Aim and Research Questions

Environmental sustainability is one of the key elements that sport organisations must focus on.
This is because sport sectors are characterised by an excessive reliance on the environment
during sport consumption (McCullough et al., 2019), and understanding how sport consumers’
pro-environmental behaviours (PEB) are shaped can be useful for sport organisations in
establishing marketing strategies. In this way, corporate social marketing (CSM) refers to an
attempt to change consumer behaviour through promotional activities undertaken by
companies and organisations (Kotler & Lee, 2005). To encourage civic engagement and social
responsibility, professional sport organisations are valuable for two reasons (Babiak & Wolfe,
2009). One is that sport spectators are more invested in the team because of their emotional
connections. Furthermore, sport organisations have been recognised as potential promotors of
consumers’ value internalisation of environmental issues. However, the role of internalisation
remains underexplored in the context of CSM by sport teams. Hence, this study aims to reveal
how spectators’ evaluations of CSM characteristics and environmental credibility are
associated with PEB mediated by internalisation.

Theoretical Background and Literature Review

Internalisation theory (Kelman, 1958, 1961, 2006) was applied in this study, stating that
internalisation occurs when an individual adopts a given behaviour induced by another. Using
this theory, Inoue and Kent (2012) conducted an empirical study to reveal that a team’s positive
environmental practices increase consumer internalisation of the team’s value. Additionally,
they have suggested a conceptual framework including the organisation’s credibility (Inoue &
Kent, 2014); however, this framework has not been empirically investigated. Hence, based on
Inoue and Kent’s conceptual model, we tested seven hypotheses towards Japanese professional
basketball spectators.

Research Design, Methodology and Data Analysis

This study conducted a questionnaire survey among spectators of the game during the Carbon
Neutral Action at the venue. With the help of the basketball team located in Tokyo, a
questionnaire link was sent to the spectators after the game. Nine hundred data were collected,
and 612 samples were included in the data analysis (valid ratio: 68%). For data analysis, we
examined the normality of the data using the skewness-kurtosis test. Skewness was scored in
the range of + 2 (from —.139 to —1.87) and + 7 (from —.063 to 6.26) for kurtosis; this means
that the data satisfied the normality assumption (Curran et al., 1996). Testing the proposed
hypotheses, confirmatory factor analysis (CFA), structural equation modelling (SEM) and
bootstrapping estimation with 5,000 resamples to calculate bias-corrected 95% confidence
intervals (ClIs) for indirect effects of an organisation’s environmental credibility were assessed
using SPSS and Amos 28.0.

Results, Findings and Discussion

After confirming that there was no serious issue regarding the common method variance using
the post hoc test, which estimated that the first factor accounted for 41.34% of the total variance
lower than the criteria (50%, Podsakoff et al., 2003), CFA using maximum likelihood
estimation was performed. All factor loadings and construct reliabilities were above the
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threshold. However, the two constructs” AVE were slightly below .50 (perceived effort = .49,
daily recycle = .46). The model fit was acceptable (y*/df=2.75, p <.001, CF1= .95, TLI = .94,
RMSEA = .05 (LO90 = .05, HI = .06), SRMR = .043). Using maximum likelihood estimation,
SEM was performed to test the hypothesis, indicating that all hypotheses were supported. The
adjusted R square for each variable were as follows: environmental credibility = .71,
internalisation = .63, daily recycling = .16, in-game recycling = .27 and perceived efficacy on
PEB = .28. Finally, to test the mediation effect of internalisation, the bootstrapping method
was applied. Data showed that the organisations’s credibility had positive indirect effects on
all three dependent variables (B daily recycle = .25, p <.001, 95% CI [.17, .37], B in-game recycle = .43,
p < .001, 95% CI [.32, .56], B efficacy = .46, p < .001, 95% CI [.35, .59]), indicating the
significance of internalisation as a mediator. Hence, internalisation had a mediation effect on
the three dependent variables.

Conclusion, Contribution and Implications

The spectators’ evaluations of CSM by the sport organisation were positively related to
environmental credibility, which led to the spectators’ PEB-related outcomes (i.e. daily
recycling, in-game recycling and perceived efficacy on PEB) through internalisation. This
indicates that spectators’ overall evaluation of the project the team is undertaking will lead to
an increased belief in the team’s approach to a specific assignment. As a result, when spectators
internalise the values which team execute, it predicts behaviour and self-evaluation. This
research helps shed light on how spectators assess teams’ initiatives and how that impacts the
significance of their own environmentally responsible actions. Future research needs to
confirm whether spectators’ attitudes and actions are altered as a result of teams’ efforts.
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Aim and Research Questions

Economic growth - reflected in Gross Domestic Product (GDP) - is considered the primary
indicator of economic activity, which is also evident in sport (Breuer et al., 2014). However,
signs exist that global economic growth is increasingly reaching its limits, with GDP growth
in Western industrialized countries showing negative trends (e.g., because of consumption
saturation and resource scarcity). Moreover, social inequalities are worsening due to the
uneven distribution of economic growth across populations (Jackson, 2019). Therefore,
politics have agreed on 17 Sustainable Development Goals (SDGs) along environmental,
economic, and social pillars (Jackson, 2019). Specifically, SDG 8 promotes sustainable
economic growth for all, which makes sense from a global perspective. However, in Western
industrialized countries, the achievement of these goals is primarily aimed at addressing the
aforementioned problems (e.g., resource scarcity and social inequality). Social and ecological
aspects are becoming more critical in assessing a sustainable and meaningful life, and
economic prosperity is losing relevance. The result would be a post-growth societal system
that could be described as socio-ecological transformation (e.g., reducing ecological footprints
and social inequalities) to increase human well-being with reduced economic output (Jackson,
2019).

Sport, as societal subsystem, is strongly intertwined with other subsystems. It can strongly
influence social actors due to its high media impact and access to large parts of the population
(Breuer et al., 2014). In sustainable development, sport stakeholders face various issues (e.g.,
legitimacy of sports, consumption of natural resources; Gammelseter & Loland, 2022).
Accordingly, questions may arise about sport’s societal role in Western industrialized
countries and potential challenges and opportunities it may face in a post-growth society.

Theoretical Background and Literature Review

According to theories of value co-creation, value creation is divided into transactional and non-
transactional exchange, the former dealing with financial and the latter with value creation
beyond monetary exchange (Stegmann et al., 2021). Transactional value creation is
coordinated through costs for prices assuming opportunistic actions (Weise, 1989).
Contrastingly, non-transactional value creation’s coordination occurs through sanctions (for
non-compliance with rules/norms) and assuming individuals to act in solidarity. The
integration of these two perspectives allows addressing issues of sustainable development of
society through sport, as it can represent the changing assessment of human well-being with
increasing relevance of social and decreasing economic value (e.g., gaining social status rather
through engagement behavior within social groups than through goods to reduce
consumerism).

Primarily highly commercialized elite sports increasingly promote consumption while
contributing only moderately to sustainable societal development (e.g., through the
internationalization of competitions; Gammelsater & Loland, 2022), despite creating social
value through shared experiences. However, some sport entities direct their activities in favor
of sustainable development. For example, athlete brands increasingly advocate for social
justice, and sports brands communicate their commitment to reducing their carbon footprint
(Gammelseter & Loland, 2022). Such approaches can be subsumed under transformative sport
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service research (Inoue et al., 2020) that describes how sports organizations can use services
or marketing to influence their stakeholders’ behavior toward well-being and creation of non-
transactional value.

Research Design, Methodology, and Data Analysis

Due to limited research and the aim of this study, an exploratory research design is necessary.
Semi-structured interviews were conducted with academics from post-growth research and
sport management executives from consulting and sport practice in Europe. Data collection is
ongoing, and results will be presented at EASM conference. The study provides an in-depth
analysis of the role of sport in a post-growth society and its possible opportunities and
challenges.

Results/Findings and Discussion

The experts found assessing sport’s role in a post-growth society difficult. They claimed that
professional sport would decline while grassroots sport would grow in importance. However,
they also argued that professional sport would continue to exist due to its social functions
through passive sport consumption.

Findings reveal challenges for sport regarding the financing of sport (e.g., reduction of sport
sponsorship, public funding), the elimination of fossil fuel travel (e.g., greater concentration
in ecologically sensitive regions like the Alps), the role of major sporting events, the
justification of resource-intensive sports (e.g., motorsport) and the establishment of a circular
economy in the sporting goods industry.

Among the opportunities, the experts identified the potential of sport for everyday activities
(and its contribution to reducing mobility), the remarkable contribution to a meaningful life,
the replacement of working hours by voluntary activities, resource efficiency through sharing,
and the digitalization of sport (e.g., through virtual consumption of sport).

Conclusion, Contribution, and Implication

The preliminary findings suggest that sport faces potential challenges and opportunities in a
post-growth society. The discrepancy between challenges (reduction of sport funding) and
opportunities (digitalization of sport consumption), or between transactional (digitalization to
increase revenues) and non-transactional value creation (digitalization to increase community
involvement), is shown to provide multiple entry points for future research. In addition, sport
management practice can gain insights into future opportunities and challenges.
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1. Aim and Research Questions

Given the increasing impact of climate change, pro-environmental behavior in all aspects of
daily life has become more and more important. One determinant of pro-environmental
behavior is the individuals’ attitudes towards pro-environmental behavior (in short:
environmental attitudes). However, the antecedents of environmental attitudes (Weaver, 2002)
and the role of sports have hardly been studied. This study aims to examine the correlates of
environmental attitudes with a focus on volunteering and playing sports in a voluntary sports
club. It also investigates the potential moderating role of the latter two activities.

2. Theoretical Background and Literature Review

Drawing on the literature on pro-social preferences and behavior (List, 2004), having positive
environmental attitudes can be considered pro-social as this trait shares a number of
characteristics of pro-social preferences and behavior, most importantly altruism and
generosity (Oliphant et al., 2020). Since climate change also affects other people, altruistic
individuals caring about others and about the natural environment are more likely to have
positive environmental attitudes. Acting environmentally friendly is typically associated with
costs (money, time, effort, and convenience). Thus, generous individuals are expected to score
higher on environmental attitudes.

Volunteering implies working for the benefit of others without getting any payment, implying
that volunteers can be considered altruistic and generous and, therefore, have pro-social
preferences. Another leisure-time activity is playing sports. Existing research has established
a positive link between physical exercise and the natural environment (Cunningham et al.,
2020), while the context of participation was neglected. Within Europe, many people play
sports in voluntary sports clubs. Given their nonprofit nature, club members typically have
pro-social preferences and can be characterized by altruism and generosity. Given the cross-
subsidization within clubs, many club members pay a membership fee that is used for the
benefit of others, indicating altruism and generosity. Moreover, club members have a sense of
public concern and care about societally relevant issues, as evident from the many beneficial
societal functions of sports clubs (Breuer & Feiler, 2020). Since both volunteers and sports
club members are assumed to share pro-social traits, both factors are expected to have a direct
association with environmental attitudes and a moderating effect for other correlates.

3. Research Design, Methodology and Data Analysis

The present study uses data from the European Values Survey (EVS, 2022) encompassing
individuals from 34 European countries (2017-2020; n=34,296). Respondents were asked to
state their level of agreement (five-point scale) with four statements capturing environmental
attitudes. Since the scale shows good reliability (Cronbach’s alpha=0.726), a mean index was
created, which serves as the dependent variable in the regression analyses. The independent
variables of interest are volunteering and sports club membership. Controls include
demographic characteristics (nationality, gender, age, education, children, partnership,
employment status, and income), life satisfaction, perceived health, trust, and survey year. The
first regression model estimates direct effects, while the second and third models include
interaction terms with volunteering and sports club membership.
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4. Results/Findings and Discussion

The regression results show a significant positive association of environmental attitudes with
volunteering and sports club membership. Furthermore, the results suggest significant positive
effects of the following variables: life satisfaction, trust, not having the country’s nationality,
less than full-time employment, other employment (e.g., military service), and net monthly
household income. On the contrary, male gender, being in a partnership, lower and medium
education, retirement, and living in a small town have a significant negative association.

The interaction results for volunteering are as follows: The coefficients on male gender and
lower education become slightly smaller while retaining their significant negative effect. The
interaction coefficients of volunteering with partnership, medium education, retirement, and
small town size turn insignificant. Sports club membership also moderates the relationships of
several variables: The coefficient of the interaction with male gender becomes smaller, though
retaining its significant negative effect. The other interaction terms for partnership, lower and
medium education, retirement, and small town size all turn insignificant.

5. Conclusion, Contribution and Implications

Environmental attitudes of Europeans are not only shaped by socio-demographic factors but
also by leisure activities like volunteering and practicing sports in voluntary sports clubs.
These activities have the capacity to attenuate the negative effect of other correlates. The
findings are important for environmental and sport policy. They imply that individuals’
environmental attitudes are not only associated with environmental knowledge (Weaver, 2002)
but also with leisure-time activities, which might not be on the radar of environmental
policymakers and governments. Thus, promoting people's engagement in leisure activities that
foster altruism and generosity could be a way of strengthening their environmental attitudes.
Supporting these leisure activities may create spillover effects in the environmental domain.
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Aim and Research Questions

Social return on investment (SROI) is increasingly being used to calculate the monetary value
of an activity or a project’s social impact (Corvo et al., 2022). Monetizing impacts enables
business managers to understand, compare, and analyze for better decision-making
(Kotsantonis & Serafeim, 2020). SROI is considered one of the most established social impact
assessment methods (Mulgan, 2010; Lombardo, 2019), and a framework to measure the net
social outcomes of an activity or organization (Harlock, 2013; Nicholls et al., 2012). However,
to the best of our knowledge, there are limited empirical studies on SROI in the sport
management literature (Davies et al., 2019, 2020; Lombardo et al., 2019; Oshimi et al., 2022).
Especially, a triple bottom-line perspective covering economic, social, and environmental
perspectives for sustainable activities has not been considered (Fredline, 2005). Therefore, the
purpose of this study is to calculate the SROI of the Japanese professional soccer team’s social
business activities from the triple bottom line standpoint.

Theoretical Background and Literature Review

The theoretical background of SROI is based on the theory of change, which involves a method
to describe the logical sequence of an initiative from inputs to outcomes (Vogel, 2012). The
continuum of elements is represented starting from inputs and outputs to outcomes, and they
collectively describe how and why a desired change is expected to occur in a certain context
(Lombardo et al., 2019). SROI is based on economic evaluation frameworks, particularly cost—
benefit analysis (CBA). While CBA only focuses on economic costs and benefits, SROI
includes more comprehensive perspectives to evaluate various social impacts (Banke-Thomas
et al., 2015; Pathak & Dattani, 2014) by considering the extensive use of stakeholders related
to the activity (King, 2014). Previous studies calculated socio-economic impacts of physical
activities (Davies et al., 2019; 2020), sport companies (Lombardo et al., 2019), and CSR
activities in professional soccer teams (Oshimi et al., 2022) using the SROI framework.
However, limited studies visualized the environmental impacts through the SROI framework
in the sport management context.

Research Design, Methodology and Data Analysis

This study examines a lawn production business run by a Japanese professional soccer team.
They produce and sell lawns to various stakeholders, including other professional sport teams,
schools, and public parks. This business is useful from the socio-environmental perspective,
as it reduces maintenance costs of abandoned farmlands by effectively utilizing those areas for
lawn production. Furthermore, it accrues social benefits by introducing it in playgrounds or
parks (e.g., fostering communication and/or physical activities). SROI calculation is based on
previous literature (Nicholls et al., 2012; Davies et al., 2019) and involves five stages: (1)
identifying the scope of analysis and key stakeholders, (2) mapping the results of activities
(impact map), (3) evaluating the impact of activities and their values, (4) identifying the results
of activities (impacts), and (5) calculating SROI. The analysis was conducted by targeting their
lawn business over two years (April 2018 to March 2020). In order to identify the impacts of
social business activities, nine interviews were conducted. Each lasted 60 to 90 minutes and
was digitally recorded. The following areas were explored via interview questions: (1)
relationship with the soccer club’s social business activities and (2) outcome (change). We
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also added other questions depending on stakeholders’ responses and collected supplemental
materials from websites, archives, and other references.

Results/Findings and Discussion

First, we specified seven major stakeholders (soccer team, four private companies, high school
students, and local governments). The impacts of the project were categorized into three
benefits; economic benefits equivalent to USD 282,056 (e.g., revenue related to lawn sales,
events revenues from introducing the lawn, and advertising) for four private companies and
the soccer club, social benefits equivalent to USD 5,985 (fostering communication by
introducing lawn in a playground) for high school students, and environmental benefits
equivalent to USD 11,611 (reducing maintenance costs of abandoned land and carbon fixation)
for local governments. The interview and calculation process demonstrated that the social
value of the teams’ social business was USD 299,652, and overall financial and non-financial
inputs to the school were USD 227,386, translating to an SROI ratio of 1.31. This implies that
for every USD invested in social business by a professional soccer team, benefits worth USD
1.31 were generated.

Conclusion, Contribution and Implication

This study contributes to advancing SROI research in sport by highlighting the monetary value
of the multiple benefits of professional sport teams’ social business from a triple bottom line
standpoint. In addition, it also has practical implications for team managers looking to utilize
social business activities as a management strategy, through cost-effective investment and
resource optimization.
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Aim and Research Questions

The concept of sustainability and the UN's sustainable development goals (Agenda 2030) have
been established in Swedish society. Today, questions about sport's climate impact, utilization
of natural resources, rights to equal public health, and the importance of democratic procedures
are recurring themes in public organisations, sport federations, and sports clubs.

According to State sports policies and the Swedish Sports Confederation, voluntarily
organized sport has an important societal role as a cornerstone in Swedish sports, especially in
matters of promoting physical activity and public health, creating social inclusion, and
spreading democratic values. Hence, social and economic sustainability can be seen as new
concepts for already well-established ideals. However, the picture is different regarding
environmental sustainability. If the ambition is to limit or even reduce sport's climate impact,
difficult questions about priorities and responsibilities arise.

As a pilot study and as part of a European book project, this study aims to shed light on and
evaluate how public, commercial, and non-profit sport organisations define and practice
responsible management and sustainability in their daily life of organising and operating.

Theoretical Background and Literature Review

The relationship between public sector and sport sector is commonly built on dichotomies, so
also in Sweden. The intrinsic value of sport vs added value and fostering competition values
vs. societal values are perhaps two of the more lasting ones (Norberg, 2012). As such, for the
Swedish sports movement, social responsibility — emphasising physical activities, social
integration, inclusion, and public health — is based both on an ambition to be a positive force
in society and a way to ensure public support and public resources. When the public demands
a sustainability beyond the core activity of sport, it is an example of the dichotomy between
the autonomy of sport versus the public good defined by public authorities and/or sport
governing bodies.

In our analysis, sustainability will be interpreted unabridged based on the SDGs (UN, 2022),
while responsible management is understood as an overarching concept containing social
(social responsibility), environmental and economic sustainability. Hence, responsible
management is understood through the concept of corporate social responsibility — where the
organization takes a societal responsibility for its impact on society and environment by
integrating their own and stakeholders’ social, environmental, and financial concerns in their
operations (Ahonen & Persson, 2020).

Research Design, Methodology and Data Analysis

In focus were three sports organizations in the non-profit (RSCSE, Regional Sports
Confederation and Sports Education), public (Leisure department, City of Malmd), and for-
profit sector (Malmo FF) in southern Sweden.The data were collected by semi-structured
interviews accompanied by secondary analysis of documents. All interviews were conducted
in December 2023. Additionally, newspaper articles and municipal, sports associations,
federation, and confederation documents were consulted. The interview material was
thematically analysed. The interviewees have waved anonymity for themselves and their
organizations.
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Preliminary Findings and Discussion

All our informants state a clear awareness of the importance of sustainability, highlight
sustainable development and the Sustainable Development Goals (SDG) at the leading level
of their organizations. However, their capacity to act, and their incentives for dealing with
these issues, differ. This is partly due to specifics logics in the sectors in which they operate.
As such, Malmo FF is strongly affected by commercial considerations. The club also stands
out as the organisation most active in realizing the SDGs, which could be interpreted as a
market strategy. Whilst the Leisure Department is limited by political requirements, the
organization works hard to handle basic political requirements with an ambition to do good
and even be a role model among municipalities. Finally, for the sports movement, the
possibility of collective actions is challenged by voluntarism and the strong autonomy of sports
clubs. As a representative of the non-profit sector, the RSCSE acknowledges that it would be
desirable with a stricter control of the sports clubs’ operations to ensure they are dealing with
sustainability issues properly, but stresses that incentives should rather be created from the
bottom-up. The organizations’ main task is to support local sports clubs, not to govern them.

Conclusion, Contribution, and Implication

This pilot study will form the basis for larger study that will contribute towards a greater
understanding of the similarities and differences between sports organizations in the non-
profit, public, and for-profit sector. Furthermore, it may serve the purpose for either developing
sport policies framed within the good governance discourse to steer the sport sector towards
becoming a more sustainable societal sector, or for the non-profit, and the for-profit sector to
deliver in line with or pre-empt stakeholder pressure.
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1. Aim and Research Questions

How did the Commission for a Sustainable London 2012 define sustainability and articulate
its assurance roles across the London 2012 Olympic and Paralympic Games event lifecycle?

This research question is part of a larger research project which focuses on the Commission
for a Sustainable London 2012’s role in identifying and representing different stakeholders
and processes connected to sustainability assurance claims across the lifecycle of the London
2012 Olympic and Paralympic Games, 2003 to 2013.

2. Theoretical Background and Literature Review

Flybjerg et al (2021, p.249) explain why the Olympic Games are so difficult to manage
successfully, why “cities and nations should think twice before bidding to host and that hosting
the [Olympic] Games is extremely risky business in terms of cost.” A significant component
of this debate is how sustainable an international sporting event can or should be. This project
focuses on the Commission for a Sustainable London 2012 (the Commission) and
sustainability assurance claims during the are the London 2012 Olympic and Paralympic
Games (London 2012) lifecycle. The Brundtland Commission coined the sustainable
development term in 1987 as countries considered the principles of living within limits to
protect the environment, the economy and society. Sustainability reporting in corporate
environments started circa 1997 when the Global Reporting Initiative and its guidelines were
created. It now includes a specific framework for the events sector. In 2012 ISO 20121:2012
further specified requirements for an event sustainability management system. External/third-
party assurance is meant to follow reporting as a means of validating claims. Auditing,
verification, and validation are some of the tools and processes used to explore performance
data and a company’s underlying systems and processes, governance (Zadek & Raynard,
2004). Theodoraki (2018) has previously discussed claims of the accuracy of third-party
sustainability assurance in the case of London 2012, with this presentation building on the
work by focusing on the role and position of the Commission.

3. Research Design, Methodology and Data Analysis

The research design for this presentation adopts a chronological approach to documentary
analysis. Data from 25 of the core Commission documents were accessed and organised into
the years between 2007 and 2013, for example, the Commission (2013) Beyond 2012 -
Outcomes Report. The content, layout and authorship of the documents were analysed by
considering the definitions of three key discourses: sustainability, assurance, and
responsibility. The analytical understanding of an event lifecycle will inform the chronological
approach adopted for this oral presentation. Authors, including Maurice Roche (2017), have
championed the notion of tracing an event across the bidding, preparation, delivery, hosting,
and legacy stages as this accounts for an event being part of a social and political milieu rather
than set in a sanitized vacuum of event management. The findings and discussion will highlight
chronological changes, continuities, and trends in how the three discourses were defined and
the assurance role was articulated by the Commission documents between 2007 and 2013.
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4. Results/Findings and Discussion

The findings of the documentary analysis highlight several valuable discussion points,
arranged into three periods. Firstly, the inception and early development of the Commission
demonstrate a managerial and technical approach to establishing the parameters of
sustainability, assurance, and responsibility. Secondly, during the planning and delivery part
of the event lifecycle, the Commission was notably influenced by the 2008 global financial
crisis and changes in Mayoral and national UK Government leadership in the late 2000s and
early 2010s. Finally, the negotiation of the event management and wider event circumstances
can be seen in the latter Commission documents where there is a shift in the description of the
role of assurance and responsibility around sustainability claims, there is a particular
articulation of a ‘critical friend’ and how the Commission development socio-legal
understanding of assurance rather than a legislative interpretation.

5. Conclusion, Contribution, and Implication

The conclusions are relevant to scholars considering aspects of event management,
sustainability and sport, and governance of sporting events, as it contributes learnings from
London 2012 over a decade from the delivery of the Games. The findings and discussion
emphasize the discursive complexity of defining sustainability and assurance across the
London 2012 lifecycle by the Commission. It raises questions about how the contribution and
value of the Commission can be understood, and perhaps most importantly how this
knowledge and learnings can be used in the current context of the ‘new norm’ event model
being promoted by the International Olympic Committee and others. In terms of sustainability,
there was one form of assurance conceived and another form of assurance delivered, this
contributes to an important revisiting of the professional or accepted standards around
sustainability claims and events.
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1. Aim and Research Questions

In our research, we examine on the one hand increasing use of concept of athlete well-being
in elite sport management and on the other hand we develop the concept and its
operationalization further in the Finnish context. The practical aim is to improve the
management of Finnish elite athletes by connecting medicine, sports physiotherapy, sports
psychology and nutrition expertise more closely than before to the athlete's daily training.

The results and conclusions of this abstract as well as possible future presentation will be
focused mainly on policy and management related findings of this interdisciplinary research.

2. Theoretical Background and Literature Review

The concept of well-being has played a minor role in traditional/critical elite sports literature
as well as in athletes’ daily practices (e.g. Hoberman 1992). In science, interest has been
focused, partly on the contrary, on the limits of human performance (physiology), seeing man
as machine and mechanism (biomechanics), normalizing the pathological (medicine). These
insights and findings have been put into practice through coaching and testing. However, the
view of people and their management is in transition in elite sports. Today, it is common to
talk about the holistic well-being of athletes and not just their health. Our study traces sources
of this discursive and practical conceptual change in Finland and develops the concepts of the
subjective and psychological well-being (Ryff & Keyes 1995) further in elite sport context
(Lundqvist 2011) to measure overall wellbeing of Finnish elite athletes in the future.

3. Research Design

One hypothesis of the study is that highly professional experts working with athletes have
played crucial role in shaping and producing the new language and reality of the elite sports.
The analysis of current state of expert activities was based on center-specific interviews and
surveys, which were conducted for athletes, coaches and experts over the age of 16 who are
mainly active in national centers. Center-specific interviews were conducted for those
responsible for expert activities twice in 2021 and 2022. The interviews were used to describe
the strategic choices of the centers and the management's views on the state of expert activities
and the development of operations. The questionnaires were used to examine the experiences
of athletes (n = 151), coaches (n = 73) and experts (n = 60) regarding the implementation of
multiprofessional team activities in the centers. (Lamsa et al. 2023).

Concepts and indicators of well-being are developed from the basis of data collected from
Finnish athletes (N=782). The study carried out in 2020 surveyed athletes' backgrounds, dual
careers, sport paths, training, competitive and national team activities, training, sports career,
psychological capabilities, health and well-being, and the athlete's social situation. (Mononen
etal. 2021; Pusa et al. 2021). With the help of statistical methods, we aim to identify the factors
affecting the well-being of athletes and to structure them with the help of the well-being
dimensions created by Ryff (1995). In addition, we examine the relationships between well-
being factors related to sports and other life ("global") according to Lundqvist (2011).
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4. Findings
It seems that the conceptual expansion from health to well-being has grown along with the
complexity of the system, which has brought new disciplines to the sports like psychology and
nutrition. Further the rather new injury preventive treatment has required shifting the focus to
a wider group of younger athletes that are living in different contextual setting in comparison
to athletes in their peak phase.

Finnish athletes health management relies on many different actors, like public health care, the
private sector, sports medicine centers, sports academies, coaching centers, sports
organizations and athletes' personal experts. According to experts this organizational
complexity cause difficulties in data collection and sharing of uniform treatment guidelines.
In many countries, efforts have been made to manage/enable complexity by collecting and
sharing daily training, health and competition data, but in Finland independent organizations
and sports have stuck to their own solutions so far.

5. Conclusion

The strategic importance of athletes' health as a creator of the conditions for success and an
increase in the probability of winning has always been clear, but now a new, broader reference
framework, concept and goals are being sought for it. Instead of just treating injuries, the aim
is to prevent them and increase healthy training days. In addition to physical health,
investments in mental health have taken into account as well as the different life situations and
operating environments of athletes, which in other hand has increased the system complexity.
The shift to more overall well-being has occurred from both internal and external factors.

1 Multidisciplinary expert activities and scientific knowledge have broadened the
understanding of athletes and performance (endogenous)

2 Ethical problems and accountability requirements have narrowed the autonomy of elite
sports (exogenous)
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Environmental sustainability in sports is a topic that is raising interest in academics as well as
practitioners. Recently, many football clubs have adopted environmental practices after
having, in the past, dedicated more attention to social issues like racism, social inclusions, and
disability. Scholars are following this path and recently important contributions have been
published. However, these contributions are mainly focused on professional sports while
grassroots sports are under-investigated. With this study, we aim to contribute to the literature
on grassroots football by investigating the role of three groups of stakeholders (i.e., football
fans, players, and staff) in the decisions of clubs to adopt green practices.

The football world can be subject to broader pressures and interests related to sustainable
practices (Daddi et al. 2021a). At the same time grassroots clubs have different stakeholders
due to their organisational structure. The involvement of volunteers is higher, fans have a more
direct relation with clubs, sponsors have a less relevance, staff and players are the core of the
sport organisation.

The level of environmental awareness of football stakeholders can play a role in the
expectations perceived by these people regarding the efforts that football organizations should
put into climate change, circular economy, and other environmental topics (Daddi et al., 2021b,
Todaro et al., 2022). By looking at the role of these expectations, we can learn how to further
boost the adoption of environmental practices in the football industry. The academic debate on
sports sustainability management is increasing rapidly. The present discussion ranges from
corporate social responsibility (CSR) and dealing with mega-events (O’Brien and Gardiner,
2006; Rowe et al., 2019) or climate change impacts of sports events (Orr and Inoue, 2019).
There is growing interest in the issues and improvement potentialities of the relationship
between sport and environment and addressing the lack of environmental governance
mechanisms in football organizations, both at the high level (international and national football
associations and professional clubs) and the local level (amateur teams) (Mallen and Chard,
2012). However, despite the high attention from practitioners and policymakers on these
topics, scholars have rarely investigated the role of football fans, players, and staff in driving
environmental sustainability among amateurs football organizations.

To bridge this knowledge gap, we aim to understand whether environmental knowledge and
environmental sensitiveness of grassroots football fans, players, and staff (hereinafter
collectively referred to as stakeholders) shape their expectations from the football world
(FIFA, national football associations, and local authorities). Furthermore, whether these
expectations of stakeholders lead to their expectations from football clubs and facility owners
on resource efficiency actions and management improvements. Using partial least squares
structural equation modeling (PLS-SEM) and multigroup analysis (MGA), we assess the role
or influence of each stakeholder in shaping environmental sustainability.

To achieve that goal, we analyzed a sample of 1498 survey respondents from five European
countries through the lens of stakeholders’ theory. We collected data from January to June
2020 online spreading the survey thank to the involvement of five National Football
Associations (France, Norway, Belgium. Sweden, Lithuania). We constructed our research
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model with five constructs namely, environmental knowledge (ENV-KN), environmental
sensitiveness (ENV-SEN), environmental expectations of stakeholders from the football world
(EXP-FBW), expectations of stakeholders on management improvement (EXP-MAN), and
expectations of stakeholders on resource efficiency improvement (EXP-RE). We
operationalized these constructs as a reflective measurement model. For ENV-KN,
respondents were requested to rate on a scale (from 1 to 10) how much they know about the
environmental impact of football events. For all other constructs, ENV-SEN, EXP-FBW,
EXP-MAN, and EXP-RE, respondents were requested to rate on five points Likert scale (from
1 to 5) whether they like to disagree or agree with the presented statements.

The results show that the environmental sensitiveness and knowledge of the stakeholder
positively shape pressures on green practices adoption in grassroots football. These pressures
are on the adoption of resource efficiency as well as environmental management practices.

Managerial implications suggest that managers of grassroots clubs should look to the adoption
of environmental practices as a way to increase the involvement of their stakeholders i.e., their
competitiveness in attracting new players and families. In addition, grassroots managers
should include green communication actions to valorize their commitment toward
environmental sustainability to respond to their stakeholders expectations.

Regarding policy implications, Garcia and Welford (2015) suggested that football fans should
be considered stakeholders for ongoing policy developments. Our study shows a strong
influence of environmental sensitivities on other constructs. Therefore, we suggest that
policymakers should consider it as a starting point to foster environmentally friendly strategies
while engaging grassroots football fans, players, and staff. Our study also reveals that
policymakers should focus on increasing environmental knowledge among all stakeholders,
particularly among football fans as they would ultimately bring momentum by pushing football
organizations towards environmental sustainability.
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Aim and Research Questions

The environmental footprint is a significant aspect of a sport organisation’s strategic systems
(Inoue & Kent, 2012). Environmental footprint is also both highly contextual within an
organisation’s setting and also a potential point to search for commonalities among
organisations’ approaches to environmental footprint. Launched in 2014, Formula E (F-E) is
a single-seater motorsport championship and the world’s first fully electric racing series.
Global sustainability efforts facilitated the idea of F-E and are at the core of its business model.
F-E was built with intentionality regarding its footprint and a strategic plan focused on
environmental issues which provided a unique setting in which to study sustainability. As part
of an exploratory effort to understand F-E as a unique entity, we addressed the following
research questions:

1) What are the content areas of the F-E’s season reports?

2) What variations in sustainability efforts of F-E have occurred over the span of seven years?
3) Does F-E’s communications fit within McCullough and colleagues’ (2016) Green Waves?
Theoretical Background and Literature Review

Sport managers at all levels are the starting point for strategy and are responsible for
environmental decisions. In their role, it is difficult not to be aware of environmental issues
nor to be accountable for strategies to address them, but difficult to generalize among
organizational actions based on those strategies as they are highly contextual with variance in
scope and conduct (Mercado & Grady, 2017; Pfahl, 2013, Pfahl, 2015). F-E fits well in this
new landscape, especially as motorsport giants such as Formula One re-tool their operations
to meet the demands of a new fan base. McCullough et al.’s (2016) Green Waves provide the
perspective for this individual-level study because, as Cury et al. (2022) noted, it enhances
understandings of the fluid or transitional nature of environmental work over time within an
organization’s interconnected activities and resource needs to enact strategic actions (i.e.,
starting within the organization rather than among organizations).

Research Design, Methodology and Data Analysis

This study began with a grounded theory approach that is useful in cases like F-E where
interpretation of action is a significant part of assessing and analyzing the success of a strategy.
Content analysis was the base for data analysis as it provides for the means to track changes
and development over time. Data collected thus far for analysis are the eight annual
sustainability reports due to their official and public accounting of F-E’s sustainability strategic
outcomes from the first season (2014-15) through the previous season (2021-22). Thus, these
reports were F-E’s own perspective on their sustainability efforts and serve as common artifact
across each season. The conventional protocol for content analysis was followed using an
inductive coding process: skimming (quick examination), reading (in detail examination), and
interpretation of the text. These steps were independently completed by all three members of
the research team, then notes were compared for consistency and reliability. The product of
these discussions form the basis of the results and discussion offered by this study.
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Results/Findings and Discussion

Findings illustrated that the F-E’s reports had specific strategic rationale, but were inconsistent
while showcasing the development path of the racing series. Despite the inconsistency in
reporting, we identified three main areas that were classified as routine features that provided
an insight into the keys F-E personnel shared in the public space: event management strategies
employed, strategic partnerships utilized (mostly concerned with the development of the car),
and community engagement efforts made. Within each, and overall, the Green Waves typology
allowed for exploration into contextual factors driving the inconsistency of the reports by
removing the constraint of linearity in operations and uncovering the inherent fluidity in
sustainability efforts. Ultimately, F-E occupies a new and growing space for sustainability
reporting in sport. Their inconsistencies and fluidity in this may be the result of being a
pioneering sport organisation when it comes to environmental footprint reporting.

Conclusion, Contribution, and Implication

F-E is on the right track and remains committed to environmental and social sustainability.
Their efforts could become more coordinated, achieving higher levels of strategic success and
recognition in the global community if the manner in which they are communicated is
systematically organized (and strategized writ large). Moving forward, addressing
sustainability across the world of sport in general, and in the realm of motorsport in particular,
is critical because sport and the natural environment (i.e., sport ecology) remains an area rich
in possible scholarship (e.g., fan engagement, communication).
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Austria has lost all Olympic Winter Games (OWG) bids developed between the 2002 and 2026
editions of the event. This paper analyses the reasons for the multiple losses and develops a

framework towards a future success story for any National Olympic Committee interested in
hosting the OWG in the future.

Aim

The aim of our professional practice presentation is to reflect one of the conference themes
“Sustainability”.

Purpose & Background

Austria has an enormous tradition in hosting winter sports mega events. Snow and ice sports
world championships are regularly hosted by a wide range of destinations with passionate fans
celebrating the events. Nevertheless, after the Innsbruck 1964 and 1976 OWG none of the
attempts to bring the Olympic Games to Austria has been successful.

The presentation analyses the reasons for the failures of the past Olympic bids and develops a
scenario for a future successful OWG bid.

Despite these setbacks, the prerequisites for future OWG in Austria are not bad. Since the late
20th century, there has been a decline in the number of applicants to host Olympic Games and
OWS (The Olympic Studies Centre, n.D.). Due to this decline, the IOC has started to simplify
the bidding process with the Olympic Agenda 2020, to lower various minimum requirements
for the host and its sports facilities and thus to make Olympic bids more attractive again
(Executive Steering Committee for Olympic Games Delivery, 2018, p. 6 ff.). From this
observation it can be deduced that not only would the time be ripe again for OWS on Austrian
soil, but also that the chances are favorable.
To analyze past mistakes and lay the foundation for a future-oriented strategy, the following
Austrian OWG bids have been analyzed:

e Graz 2002

o Klagenfurt 2006

e Salzburg 2010

e Salzburg 2014

e Innsbruck 2026

o Graz 2026
Austria is one of the most suitable countries for OWG. However, in the past a number of
strategic mistakes were made, despite the fact that the quality of Austrian bids improved over
the years. For future success, it is essential to learn from these mistakes and to approach next
applications according to a strategic master plan.

Design and Implementation
The following research questions were developed:

e What were the reasons for the failed Austrian Olympic bids?
e What makes a good Olympic bid and which strategic recommendations can be
made for future bids?
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The primary data was collected by means of guided interviews with the CEOs of the Olympic
bids at the time. This resulted in six interview partners. The content and structure of the
interview guide is based on the previous literature research and the analysis of the respective
bid books. It covers the main areas of application committee, cooperation with stakeholders,
media and population. In addition, questions about the person and his role in the application
are asked at the beginning and questions about the personal assessment at the end. The aim
was to obtain background information on the much-discussed success factors of Olympic bids.

The source material was then subjected to a qualitative content analysis according to Mayring.
The analysis was carried out using the analysis software "MAXQDA" and followed the
principle of structuring content analysis.
Subsequently, suggestions for improvement were developed and relevant factors for a
successful bid were formulated. Based on all the findings, strategic recommendations were
finally made for Austria's future Olympic bids.
Description of Outcomes, Critical Reflection
In the analysis of Austria’s Olympic bids within the last 30 years, numerous reasons of failure
and suggestions for improvement could be found and clustered. The resulting categories have
been named as follows:

o “Strategy” (e.g., following a strict masterplan, back-to-back bids)

e “Bid committee” (e.g., engaging a team of experts without political agenda)

e “Stakeholder” (e.g., close and mutual cooperations)

e “Media” (e.g., regular contact while maintaining a certain distance)

e “People” (e.g., raising awareness and involving the population)

e “National & international framework” (aspects that are not within the applicants’

control, e.g., improving national sports lobbying)

In order to provide guidelines for future applications, 27 recommendations were formulated in
these very categories. The recommendations are not intended to be a detailed manual, but
rather to point out essential criteria for a successful Olympic bid.

Future Development

Based on the profound analysis of the thesis, a scenario for any National Olympic Committee
and city interested to host a future Olympic Winter Games has been created to develop a
successful bid with the following milestones:
1. Developing a sustainable sports venue master plan with a focus on existing and
temporary venues
2. Developing a polycentric approach with a reduction of the burdens on the
transport and the accommodation sector
3. Alignment of all political stakeholders before the public announcement of the
bid
4. Co-creating the bid with the population and their concerns in mind
Dialogue with the sports stakeholders
6. Development a truly sustainable bid with environmental experts

N
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Research Aim

The advancement of the environmental movement in sport has been conceptualised by
McCullough and colleagues (2016) through the typology of waves. Yet most recently, leading
sport organisations are embarking beyond this typology into a new wave by implementing
their strategic efforts and aligning their environmental values throughout their operations.
Thus, this presentation aims to conceptually advance McCullough et al.’s wave typology to
theoretically conceptualise a fourth wave of the environmental movement in the sport sector
using the process of moralisation to explain how sport organisations are moving from strategic
planning to streamlined decision-making and implementation. Specifically, the purpose of this
presentation is to conceptualize how sport organizations negotiate dissonance among emerging
environmental values and contradictory business practices (e.g., carbon-intensive sponsors,
short-haul flights) through the waves of environmentalism in sport (McCullough et al., 2016).

Theoretical Background

McCullough and colleagues (2016) used diffusion of innovation (Rogers, 1995) to explain the
advancement of the environmental movement within individual organisations. They described
three different waves. The first wave describes the foundational aspects of establishing
environmental initiatives and programs and then generating data (i.e., knowledge) from
primary initiatives or environmental efforts. The second wave focuses on engaging more
stakeholders as education is disseminated. From multiple levels, various organisation
departments (e.g., ticket sales, marketing, procurement, facilities) generate signage or
communication initiatives to increase participation in an initiative to a league office, engaging
various teams to disseminate best practices of facility management to member organisations.
The third wave is characterised by the permanency of what organisations have implemented
and developed into strategy. Various environmental initiatives become sophisticated to the
point where data inform modifications and advancements to these efforts become strategy and
broader outreach to advance the comprehensive environmental program.

Their wave analogy characterised how environmental initiatives can advance (flow) and
regress (ebb) environmental progress based on mitigating factors. This is to say, a sport entity’s
progression through the waves is not a static ‘levelling up’ but instead a dynamic progress
where setbacks can occur. For example, the COVID-19 pandemic demonstrated an ebb in the
environmental movement (e.g., reintroduction of single-use plastics) while offering new
opportunities to streamline business operations (e.g., digital ticketing).

Ideally, as environmental values become solidified and permeate throughout the organisation
as environmental strategies are developed (Wave 3) sport properties are confronted with
contractionary business practices (e.g., carbon-intensive sponsorships, short-haul flights).
These outmoded business practices create dissonance with emerging environmental values that
need to be resolved. The strategy from wave three then becomes a way to evaluate the
moralisation process of these environmental values, which then, in turn, requires the
organisation to question other aspects and modus operandi within the organisation when
putting that strategy into action, manifesting Wave 4. This introspection of the organisation
can be aided by institutional pressures (see Babiak & Trendafilova, 2011; Todaro et al., 2023)
that can call into question contradictions in stated environmental values to the organisation’s
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values in action. The process of moralisation serves as the frame to characterise Wave 4,
leading to sustainable business models (e.g., circular economy)

Discussion

The process of moralisation notes how certain behaviours or business practices become
associated with moral values (Rozin, 1999). This process can change a moral behaviour or
value from acceptable to unacceptable or an immoral behaviour from unacceptable to
acceptable. This process can be instigated through media, education, and activism. The
moralisation wave (Wave 4) and the permeation of sustainability values throughout a sport
organisation allow standardised practices to be revisited because of inconsistencies with
emerging sustainability values. For example, several sport organisations have questioned the
need to build a new facility and have instead opted to renovate an existing facility, significantly
reducing the environmental impact of construction (Climate Pledge Arena in Seattle;
Baltimore Arena). Similarly, external stakeholders (e.g., fans) may pressure sports
organisations to live up to their stated environmental values.

As more sport organisations emerge into the fourth wave of moralisation, they will encounter
dissonance between their environmental values and decision-making processes for
sponsorship selection, procurement, and transportation, even to the point of degrowth and
incorporation of circular business models. At this wave, organisations likely would have rid
themselves of resistance to incorporating environmental sustainability by adopting a
moralisation logic that more proactively engages in climate action and leaves behind an
ecological modernisation approach.

Conclusion

Wave 4 is driven by the moralisation of the environmental movement within the sport sector.
The wave highlights the increased social and political pressures sport organisations encounter
to ensure the authenticity of their environmental efforts. Examples include improved
procurement procedures and policies, choosing to renovate over new construction of facilities,
and discontinuing misaligned partnerships with sponsors (e.g., fossil fuel-intensive industries),
among organisational actions (e.g., short-haul team flights). This wave presents opportunities
for researchers to explore phenomena as sport confronts climate change and organisational
change. Future research considerations will be addressed during the presentation.
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Aim and Research Questions

The use of sport to change consumer perceptions of governments, corporations, and brands
has been persistent throughout modern history. More recently, sport has been used as a
platform to transform consumer perceptions of environmental issues (Miller, 2017; Trail &
McCullough, 2021). As a result, sponsors are motivated to increase the perception of their
brands which can improve their brand values and generate more sales. For example, 66% of
consumers are willing to pay more for products when they perceive them as green, but less
than 60% of consumers completely trust environmental claims by consumer brands (Field,
2022). These brands then use sport consumers’ affinity with sports teams to increase their
message's legitimacy (Fink et al., 2002). Yet, researchers have not determined whether it is
more efficient to have a sponsor or the sport team deliver such messages and how successful
either approach is in influencing fan perceptions of either brand's environmental values. Thus,
this study aims to identify how fans respond to the messenger (i.e., team vs. sponsor) when
presented with environmental messages from a fossil fuel company.

Theoretical Background and Literature Review

Inoue and Kent (2012) found that sport teams are influential messengers to promote sustainable
behaviors among sport fans. Researchers also found that teams influence sustainable behaviors
at games and in everyday life, resulting in more positive attitudes and deepened identity
towards the team (Casper et al., 2020). Trail and McCullough (2021) developed the sport
sustainability campaign evaluation model (SSCEM) to explain the influences of sustainability
campaigns on stakeholders. This work was expanded to incorporate the brand transfer to
sponsors of the team’s sustainability initiatives.

Thus, the SSCEM can be used to test sustainable behaviors and post-behavior evaluations and
reactions to the sustainability initiatives by a sport team on their fans. Our study extends this
literature by examining the effectiveness of the messenger in delivering environmental
messages and how exposure to such messages affects fans' attitudes and perceptions toward
the sponsor and the sports organization.

Specifically, McCullough and Trail expanded SSCEM to incorporate team-sponsor fit.
However, the authors nor others have explored sponsors from carbon-intensive industries (i.e.,
fossil fuel companies) that may use sport to convey the company’s environmental values and
products — possibly sport washing or greenwashing. Thus, we propose that a low fit between
a sport organization and a fossil fuel sponsor will result in lower receptivity of messaging (H1).
McCullough and Trail also note that points of attachment (i.e., sponsor, team) positively
influence the receptivity of environmental sustainability messaging (i.e., sponsorship
announcement; H2). In turn, a lower receptivity of messaging will negatively influence support
for corporate sponsors (i.e., support of sustainability sponsors; H3). Based on the SSCEM, our
hypotheses seek to find the boundaries of more questionable but common sponsorships that
border on greenwashing.

However, based on prior research (see Fink et al., 2002), McCullough and Trail (2023)
suggested that consumers will respond differently to different messengers (i.e., sponsor, sport
team). So, we will use moderated model by environmental messenger (i.e., sponsor vs. sport
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team) where we expect that fans will be more receptive to messages from their sport team
promoting the sustainability-focused sponsorship with the fossil fuel company than messaging
from the sponsor (H4).

Research Design, Methodology, and Data Analysis

Data will be collected in June 2023 for our work-in-progress study amongst sport fans of a
specific team in the southeastern United States. Specifically, we will focus on a fuel company
that markets itself as an environmentally responsible brand by promoting biofuel products
through a collegiate American football team sponsorship. We will collect data from 400
football fans divided into two groups with the same message but originating from different
brands (i.e., sport team vs. sponsor). The data will then be analyzed in July 2023 using SEM.
We will focus, as discussed in the theoretical framework above, on the following constructs:
type of message, messenger, fan identification, environmental values and attitudes, message
receptivity, and response identification.

Results/Findings and Discussion

Our findings will have significant implications, helping to understand the most effective
messenger for sponsors to communicate their intended message to sport fans. Moreover, our
results will identify tactics that can be used to sport wash and/or greenwash through sustainable
sport sponsorships. This foundational research can help identify and minimize reputational risk
for sport brands. Additionally, such understanding can help regulators enforce emerging
greenwashing legislation and protect financially vulnerable sport brands from predatory
sponsors looking to greenwash or sport wash their brands.
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Aim and Research Questions

The scope of this research was to explore the understudied area of environmental sustainability
in football leagues that have been overlooked by previous research. The aims were to initially
a) investigate the current situation on environmental sustainability, b) assess the degree of
adoption of environmental sustainability practices, c¢) determine the position of the clubs’ level
within the contextual framework of the “three waves” typology (McCullough et al., 2016) and
d) identify the crucial factors influencing the integration of environmental sustainability into
their strategic planning. The originality of this research lies in its approach of engaging key
stakeholders in the field of professional football leagues.

Theoretical Background and Literature Review

In recent years, research on environmental sustainability in sports has gained increased
scientific interest (Trendafilova and McCullough, 2018). In this context, drivers, and factors
inhibiting the adoption of environmental practices have, among others, been investigated
(Babiak & Trendafilova, 2011; Trendafilova et al., 2014b). However, the sport sector is at an
early stage in terms of a structured and institutionalized approach to environmental
sustainability. ( McCullough et al. (2016). Although there is a growing interest in the
environmental management of football events and facilities by football organizations (Daddi
et al., 2021a), the level of environmental sustainability in small and mediums-sized leagues
has not been investigated in the existing literature. McCullough et al.(2016), designed the
typology of the “three waves”, a framework that seeks to highlight the need for a strategic
approach to environmental issues through various aspects such as available resources,
planning, and establishing partnerships and relationships with stakeholders. However, there is
aneed to place greater emphasis on new theoretical advancements pertaining to leagues, clubs,
and competitions in order to make significant strides in environmental management within the
sports industry (Trendafilova & McCullough, 2018).

Research Design, Methodology and Data Analysis

Qualitative research through semi-structured in-depth interviews was applied in the current
study to investigate the opinions of executives and their intentions on implementing
environmentally sustainable practices in the Greek Super League. A total of five interviews
were conducted, three with senior directors of football clubs participating in the Super League,
one with the vice-president of the organizing authority Super League and one with a senior
director in the Hellenic Football Federation (HFF). Although the research intended to highlight
initial findings with possible further investigation in the future, the specific sample forms the
33,33% of the professional league decision making bodies composition (the general assembly
and the board of directors, 5/15). The content of the questions was formed by adapting
questions regarding environmental practices in sport organizations from studies conducted by
Babiak and Trendafilova (2011), Trendafilova et al. (2013), Trendafilova et al. (2014a), and
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Daddi et al. (2021b). 420 codes emerged from the initial coding of the interview data. Codes
were then grouped leading to 11 initial possible themes. Thematic analysis of the transcribed
data resulted in five main themes (culture and leadership, coordination and planning, facilities,
resources, and promotion in the market and society) and a sum of 19 subthemes.

Results/Findings and Discussion

Findings revealed a primary level of implementing environmentally sustainable management.
CSR was found to play an important part in all the sport organizations involved in the study,
with environmental practices being included -or having the potential to be included- in the
context of CSR activities. The prevailing factors preventing the adoption of environmental
practices were:: lack of mentality/culture, lack of expertise, the ownership status, age and
bureaucracy in relation to the facilities, limited funding, lack of regulation and the lack of
pressure from various stakeholders. Willingness to adopt environmental practices on the
operational and governance level was observed. The results also indicated willingness to raise
awareness through the large societal impact of football.

Conclusion, Contribution, and Implication

The present study fills up the gap in the existing literature, providing data on the level of
feasibility and implementation of the “three waves” typology in small and medium-sized
leagues. The typology (McCullough et al., 2016), seems able to contribute to the development
of environmental practices. The results contribute in the build-up of a new theoretical
framework and a roadmap for environmentally sustainable development, highlighting a need
for: a) the establishment of a legal framework with environmental criteria regarding the
licensing of facilities, b) the simplification of procedures for the implementation of “green”
practices, c) the implementation of sustainability tables, d) the adoption of informational
programs for athletes and organization employees, €) organization of educational activities, f)
the conclusion of partnerships, g) the exploitation of digital media platforms, h) the
exploitation of popular football players as advocates of “green” practices in campaigns or
social media, i) the adoption of incentives for fans to travel sustainably, j) the creation of
“social actions” and investment funds or foundations and k), the development of strategic plans
by sport governing bodies.
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Aim and Research Questions

Climate change is arguably one of the most immediate and devastating phenomena that the
sport industry is facing. The industry has the responsibility to play a role in addressing the
severity of climate change. Football, in particular, is susceptible to climate change while also
being a highly influential sport at participatory and professional levels, alike.

Within football, there are a variety of club ownership structures which may influence the
approach to football and the business of sport (Cleland, 2010). Clubs that are supporter-owned
could be positioned differently regarding investment in organisational priorities, such as
revenue generation or climate action, compared to clubs without supporter ownership (Smith
& Casper, 2020). Therefore, the purpose of this study is to determine the position of climate
action among organisational priorities for supporter-owned football clubs.

Theoretical Background and Literature Review

A growing body of research has begun examining the responses of sport organisations to their
climate vulnerabilities (Orr, 2021). These efforts often include environmental sustainability
strategies alongside climate action to holistically approach the climate crisis. Additionally,
sport organisations face growing demands to respond to societal concerns and are expected to
have the capacity to address them by their stakeholders and consumers.

Decision-making regarding how sport organisations engage in these efforts often derive from
team ownership directives. Within the landscape of professional football, supporter-owned
clubs are known to strategise the running of the club differently from those without supporter
input and may place increased priority on social issues (Cleland, 2010; Geraghty, 2022).
Additionally, research across the business and finance sectors indicate there are comparative
advantages when organisations are member or investor-owned (Birhall, 2012; Lecuyer et al.,
2017). Our research is situated within the League of Ireland (Lol) where many of the clubs are
supporter-owned — similarly to member-owned businesses. Supporter-owners representing the
interests of the fans could influence the trajectory and reception of club initiatives (Hamil,
2019).

Research Design, Methodology and Data Analysis

A case study focusing on Lol clubs uses the Delphi method to identify supporter owners’
organisational priorities and find consensus among supporter-owners’ priorities — particularly
for climate action as one of these priorities. This approach is useful for addressing the
research’s purpose as it gathers expert opinions on a subject through the use of: a series of
questionnaires, feedback given to the participants, and opportunities to revise their judgements
(Day & Bobeva, 2005). This iterative process includes organisational goals related to climate
action, like climate justice and adaptation. The supporter-owners involved in the management
of the club are the focus for those qualified to provide expert opinions on this matter. The
Delphi method recognizes that not all supporter-owners will share an opinion, but allows for
the perspectives of multiple individuals to contribute to the consensus.

Results/Findings and Discussion
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Through the Delphi method, we will able to accomplish several ends: 1) gather multiple points
of view to generate a broad range of ideas about the value of climate action to supporter
owners, 2) provide an opportunity for participants to reflect upon their previous responses in
light of the responses of the group, and 3) narrow the broad range of ideas down to a general
consensus amongst the group on the priority of climate action while identifying areas of
divergence. A qualitative and quantitative analysis of panelists’ responses allows the
researchers to identify and organise key themes and consensuses.

As the data collection process is ongoing, expected organisational priorities are being
categorized into the following key areas: financial, competitive, community, facilities, and
legal issues. Additional key areas are anticipated as the Delphi method refines the findings.
The researchers expect several Lol clubs will be better positioned to address climate action
and environmental issues than others. At this time, it is unclear if climate action will emerge
as its own key area, or if pro-climate actions will be absorbed into existing categories. Data
collection will conclude in Summer 2023, ahead of the EASM annual conference.

Conclusion, Contribution, and Implication

Research is limited in professional sport models that are supporter-owned. This gap in research
is not exclusive to climate and environmental issues, but holistic organisational and business
priorities. Study findings will not only provide insight for supporter-owned research in sport
management and sport ecology, but will be a tool for clubs in the league. Triangulating social
organisational goals across clubs in the league will create common ground opportunities to
advance the areas clubs feel are priorities, draw attention to ones that have been neglected, and
provide cooperative opportunities for new and emerging goals. Further, implications from this
study can contribute to the dialogue on the managerial priority of climate action within sport
organisations. Finally, future research based on these findings can help determine if supporter-
owned clubs may be more altruistic in their operation as a reflection of their communities.
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Aims and Research Questions

Based on recent studies in the management literature, a key enabler to environmental
sustainability performance in organizations is the presence of a designated staff person or
group (committee, office) with a sustainability mandate (Miller & Serafeim, 2014).

In this study, we examine the new sustainability roles being established in sport organizations
to understand: RQ1) which organizations are hiring full-time staff members to these roles,
RQ2) where these roles sit within the organizational structure, RQ3) how the roles are defined
in job descriptions, and RQ4) who is hired into these roles — analyzing characteristics such as
gender, level and discipline of higher education, career stage, and relevant work experience.
Finally, RQ5) addresses how organizations with a full-time sustainability staff perform on
sustainability indicators (e.g. accreditations, a sustainability plan, venue certifications)
compared to organizations with no desginated staff member.

Theoretical background and literature review

Across sectors, research has shown that when capacities are sufficient (organizational capacity;
Stevens, 2018) and attention is paid to sustainability issues (attention-based view; Sun & Sun,
2021) it becomes more likely that organizations will implement sustainable practices. We also
draw on the upper echelons theory which posits that senior staff members shape firm strategies
and outcomes (Hambrick, 2007), and has been theoretically and empirically supported in
research on the roles and efficacy of Chief Sustainability Officers in private firms (Fu et al.,
2019; Velte & Stawinoga, 2020). Based on this theoretical framework, we argue that
sustainability-focused personnel are a critical component to organizational capacity and serve
to direct attention to sustainability issues in organizations, driving action. Further, the more
senior these sustainability roles are in the organization’s internal structure, the more effective
they can be.

To date, progress toward an energy-efficient, nature positive and carbon-neutral sport sector
remains slow. Most of the improvements remain aspirational and efforts are limited to narrow
operational functions such as waste management or lighting efficiency. However, with a
growing number of sustainability professionals being hired into sport organizations, the speed
of progress could increase. Despite the first full-time sustainability officer roles in sport being
established a decade ago (e.g., Marylebone Cricket Club hired Russell Seymour into the role
of Sustainability Manager in 2013), we are not aware of any research which examines
sustainability staff in sport organizations, despite the theoretical potential for these individuals
to play an important role in advancing sustainability goals.

Research Design, Methodology, and Analysis

Between January 2023 and June 2023, job postings for full-time sustainability positions in
sport are being collected on LinkedIn, Google Jobs, and sport job search websites (e.g.
Teamwork Online, Global Sports Jobs). Simultaneously, a qualitative survey has been
distributed to the attendees of the sport sustainability conferences (e.g. Sport Positive Summit,
Green Sports Alliance) who have job titles with ‘sustainability’ or ‘environment’ in the title
(sample of 79), and to LinkedIn users with ‘sustainability’ in their job title who are working at
sport organizations to address RQ2 and RQ4. As of April 15, we’ve collected 37 job
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descriptions and 47 survey responses from sustainability positions at pro and elite sport
organizations, and sport event organizations.

As a second step, the sustainability performance of the organizations with a full-time
sustainability staff-person will be compared to like-organizations which do not have a
designated sustainability staff-person (e.g. organizations in the same league, or competing in
the same region and at the same level), using secondary data found on organizations' websites
and in annual reports.

Preliminary Findings
Preliminary findings show a plurality of positions in the professional sport landscape across
Europe and the U.S, while youth and intercollegiate sports are not yet represented in the

sample. It is anticipated that job postings and survey responses will grow through Summer
2023.

For RQ 2, 3, and 4, preliminary findings suggest there are roughly an equal number of men
and women in these roles, with a majority holding graduate degrees. Most have been in their
roles less than 2 years, and report directly to the CEO or other C-suite executive. Survey results
will be independently analyzed and coded by the researchers to identify specific content areas
of participants’ job duties and experiences.

Conclusion, Contribution, and Implication

This study contributes a preliminary qualitative investigation into the emergence of full-time
sustainability roles in sport organizations. Theoretically, it extends the sport ecology and
human resources literature through the joint application of organizational capacity, attention-
based view and upper echelons theory, which have not (to our knowledge) been used in
tandem. This study offers practitioners insights into how sustainability jobs are currently
defined and situated within the organizational structure, and what types of individuals have
been hired into these roles, which might inform future job descriptions and staffing efforts.
Sport scholars might also use the findings of this study to inform the curriculum design of sport
ecology coursework.
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Aim and Research Questions

In recent years, a sustainability transition in all sectors can be witnessed, also in the sport
industry. Adopting sustainable initiatives can be a challenge due to resources, lack of
knowledge and competing agendas (Cury et al., 2022). The United Nations’ global
development framework, the 2030 Agenda for Sustainable Development, thus serves as a
starting point for many sectors, including sport, to start their work with sustainability in their
own organization. Especially because sport is seen as «an important enabler of the 17
Sustainable Development Goals (SDGs) defined in the Agenda 2023 (Lindsey & Garby, 2019).
In this study, we aim at examining the relevance and usability of the SDGs for sport
organizations’ sustainable transition. The research questions are as follows: 1) Which SDGs
do Norwegian sport organizations prioritize in their sustainability transition and why? 2) How
can the scope of their sustainability initiatives be understood in connection to sustainable
development through (S4SD) and in sport (SDoS)?

Theoretical Background and Literature Review

Existing sport management literature connected to sustainability has focused on ecomic
dimensions, organizational longevity, social and environmental welfare (Breitbarth et al.,
2023; McCoullough et al., 2020). In the past years, a line of research can be found focusing on
the impact of climate change on sporting industry and how stakeholders adapt towards these
changes (McCoullough et al., 2020). Existing research shows that sport organizations
implementing sustainable practices face lots of pressure (McCullough & Cunningham, 2010)
and are overwhelmed by the options for starting the transition process. We apply the concept
of contributions to global sustainability through sport and sustainable development by
Triantafyllidis and Mallen (2021). The concept builds on distinguished and interrelating stages
necessary for approaching sustainability. Stage 1 refers to Sustainable Development of Sport
(SDoS) which are the sustainable practices taken by sport organizations regarding management
of sporting products, services as well as sport consumer behavior with the goal to approach
sustainability from an environmental, social, economic, technological, and political
perspective. Stage 2 refers to Sport for Sustainable Development (S4SD) and is defined as the
«contribution of sport to our global societies’ viability» (Triantafyllidis & Mallen, 2021, p.
16). Both stages are included in the process of sustainable development in sport, alongside
individuals’ and organization’s capability to thrive despite barriers towards the achievement
of sustainability, such as stressors, mistakes, faults, attacks or failures.

Research Design, Methodology and Data Analysis

A qualitative research deisgn was applied. Data were generated from document analysis. 204
sport managers from Norwegian sport organizations were asked to write an essay answering
the following question: «which SDGs are most relevant for your own sport organizations,
provide an explanation for your choice?» The informants were participants recruited from an
online course on sport and sustainability where they gained specific knowledge on the 17
SGDs and sport. Data were analyzed by all authors in a three-step procedure: 1) the identified
SDGs were transferred to an analysis file and the respective explanations were coded by
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establishing thematic patterns. 2) For each SDG, another round of thematic coding was
conducted in order to provide the importance of each SDG and the reasoning for its
prioritization. 3) The third step was an analysis of the themes in light of the theoretical
framework, where we categorized the themes and SDGs in the stages of the sustainable
development framework by Triantafyllidis and Mallen (2021).

Results/Findings and Discussion

Data analysis is still ongoing, but the final results will be presented at the EASM Conference
2023. SDGs that sport managers consider as most relevant and important to focus on in their
sport organization are: SGD12 "Responsible Production and consumptio"n (75%), SDG10
"Reduced Inequalit"y (50%), SDGS5 "Gender Equality" (45%) and SDG3 "Good Health and
Wellbeing" (45%).

While the reasoning for SDG12 is mostly based on S4SD arguments and that sport
organization must do something, because sports is seen as a «cause to problems» by using and
producing of sports equipment, SDGs10, 5 and 3 are seen as relevant because sport
organizations see sport as an «opportunity» to contribute to achieving these SDGs by being
role models, influencing stakeholders or collaborating with actors. While argumentations for
SDG 12 and 10 are more connected to S4SD (Triantafyllidis & Mallen, 2021), the focus of
SDGS is rather argued to play a major role in the SDoS processes.

Conclusion, Contribution, and Implication

By assessing the priority of SDGs and the argumentation behind the prioritization, the study is
a critical analysis of the relationships between sport and the 17 SDGs. Providing hierarchies
of SDGs in the sport industry might help to shape policy priorities and make the start and
process of the sustainability transition process less overwhelming and easier to develop for
sport organizations. The study adds knowledge to the dynamics across different drivers and
facilitators that shape knowledge advancements and implementation of strategies for
sustainability transitions.
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1. Aim and Research Questions

Corporate Social Responsibility (CSR) activities are diverse and vary depending on the
institutional context. CSR is defined here as actions undertaken by a company to promote
social good, that are not intended to directly generate financial revenue and are not required
by law (McWilliams & Siegel, 2000).

CSR activities have become commonplace in European and North American sport. From an
institutional theory perspective, institutional pressures influence CSR activities (McWilliams
& Siegel, 2000). In comparison to Europe and North America, the Chinese sports industry is
undergoing institutional change transitioning from a predominantly state-led to a market-
oriented approach. At present, the institutional pressures within Chinese sport and nature of
CSR practices are not well understood (Liu et al., 2019). This study aims to extend the
literature beyond a Western-centric focus and explore CSR practices in Chinese sport with the
objective of identifying a typology of CSR practices specific to China contributing to
institutional analyses of CSR in sport.

The Chinese Basketball Association League (CBAL) is the largest commercial domestic sports
competition in China and separated from the government leading in 2017, making it an
appropriate case study to research CSR in the transitioning sport industry. Accordingly, the
following research question is offered: What CSR practices has CBAL used since 2017?

2. Theoretical Background and Literature Review

CSR research in sport is heavily influenced by Western-centric perspectives and studies from
different contexts are required (Carlini et al., 2021). China’s government institutions (e.g., a
socialist market economic system) and cultural logics (e.g., Confucianism) differ significantly
from Western economies (Gao, 2009). Consequently, CSR practices in China may diverge
from those in Western markets due to institutional differences, but limited research has
examined CSR activities in the Chinese sports industry.

Previous research has analysed attitudes towards CSR activities among sports fans (e.g., Liu
et al., 2019), but without an analysis of organisational behaviour, it remains unclear what
practices Chinese sports organisations engage in. Mapping CSR practices provides theoretical
insight into the nature of CSR practices, institutional pressures within Chinese sport, and the
commercial and social positioning of Chinese clubs, as well as guiding domestic and
international sponsors on CSR activation.

3. Research Design, Methodology and Data Analysis

Adopting a qualitative methodology, data were collected via posts on CBAL’s official WeChat
account. WeChat is a social media platform with 1.268 billion monthly active users through
which CBAL shares news and activities on its account. Data analysis was performed on 2,008
posts, collected from WeChat between October 2017 to January 2023. Initial screening
excluded posts related to match results and adverts, leaving 229 posts comprising of
infographics, videos, and news articles. After inductive coding of the 229 posts, codes were
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collapsed to develop an initial typology of four CSR types, which were refined by the team
against the data. Lastly, each post was categorised using the finalised typology.

4. Results/Findings and Discussion

CBAL’s CSR practices are categorized into four types: nationalist, public, organisational, and
environmental CSR.

Nationalist CSR is characterised by publicity, patriotism, and compliance, which are relevant
to the CBAL’s past status as a state-operated league. For example, the CBAL observed a
moment of silence for Nanjing Massacre to remember the national history and cultivate
patriotism. In contrast, Western professional sports promote compliance with regulations (e.g.,
anti-doping) (Fifka & Jaeger, 2020).

Public CSR encompasses the most extensive range of categories, including education (e.g.,
delivering educational basketball camps), community (e.g., organising grassroots basketball
leagues), culture (e.g., spreading basketball history), humanistic care (e.g., caring for the
disabled), and philanthropy (e.g., donations to disaster relief funds).

Organisational CSR targets internal stakeholders by focusing on supporting employees, justice
(e.g., punishment of players’ inappropriate behaviour), and transparency (e.g., disclosure
policies).

Environmental CSR aims to protect the biosphere such as initiatives to protect marine
ecosystems, but it is not widely practiced in the CBAL (1.7% of all posts). In comparison,
English football clubs rarely engage in environmental initiatives, but environmental efforts are
more common in German football (Jager & Fifka, 2020).

5. Conclusion, Contribution, and Implication

When compared to CSR in European sport, public and organisational CSR activities mirror
previous research, while nationalist and environmental CSR initiatives manifest differently in
Chinese sport. This indicates that despite the transitioning industry, government influence
remains strong in Chinese basketball.

From a theoretical perspective, the prominence of nationalist CSR in comparison to other
countries suggests that the Chinese sports industry still embeds a governmental logic from the
historically state-led approach reaffirming the utility of institutional theory in understanding
CSR practices in sport (Walzel et al., 2018). Future research should qualitatively explore how
competing institutional logics influence CSR activities in Chinese sport.

For practitioners, the four CSR types identified can guide domestic and international
sponsorship activations when working with Chinese sport organisations. For example, the
effectiveness and outcomes of different CSR types can be evaluated to inform strategy and
investment.
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As stressed by the Sport for Climate Action initiative of the United Nations, “meeting the scale
of the [climate] challenge requires action by all sectors, including the sport sector to achieve
the goals of the Paris Climate Change Agreement” (UNFCCC, 2018): sport organisations are
increasingly called to display environmental leadership by engaging in environmental
protection. Despite increasing efforts for a greener sport sector, professional sport lags behind
other industries' response to integrate environmental and climate change practices in
operations and governance mechanisms. Under this perspective, the European ERASMUS +
funded GAMES project aims at analysing the environmental sustainability practices adopted
in Athletics, Biathlon and Floorball and implementing environmental practices in such sport
sectors. The project aims at supporting sport organisations since they often lack a coherent
environmental and climate change strategy and governance and operational capabilities to
assess and reduce their environmental impacts (Trendafilova et al., 2014).

Despite the increasing commitments, little is known about how sports organizations are
tackling environmental issues (Todaro et al., 2022). In this field, studies are focusing especially
on sports such as football (Daddi et al., 2021). To the best of our knowledge, no studies have
been carried out on Athletics, Biathlon and Floorball to evaluate the state of the art of the
environmental operational and governance efforts of such organisations. To fill this gap, the
present abstract details the preliminary results of the first survey on Athletics, Biathlon and
Floorball organizations in Europe investigating the level of implementation of environmental
governance and operational practices as well the main barriers faced while addressing such
challenges. The three Sports represent three different contexts involving both indoor and
outdoor activities as well as different infrastructures, equipments and environmental pressures.
The theoretical implications of this diversity will enrich our understanding of the results by
comparing similarities and differences.

The online survey was administered to sustainability managers of a wide array of organisations
operating in the three sport sectors, ranging from international federations to national
federations and clubs. The survey was available in several languages to increase the spread of
the survey. The research is still in progress: complete results will be available by June 2023.
To date, the number of responses is 43. Responses come from several countries, respectively:
Italy (33%), Sweden (20%), Slovakia (10%), Germany (7%), Austria (7%), Finland (7%),
Sweden (6%), Spain (7%), France (3%), Hungary (3%) and Czechia (3%). The sport sectors
are represented by sport organizations as follows: Biathlon (47%), Athletics (40%) and
Floorball (13%).

Preliminary results show a higher adoption and implementation of operational practices than
governance practices in all the three sport sectors.

In terms of operational practices, results highlight that the most implemented practices to
mitigate environmental impacts of sport events are related to mobility of supporters and fans,
plastic consumption waste management, suppliers’ management, accommodation of fans,staff
and branding materials. The least implemented operational practices instead relate to water
consumption, management of temporary infrastructures and greenhouse gases emissions of
key activities. Regarding the latter aspect, the survey also shows indeed that only less than
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25% of involved sport organisations calculated their carbon footprints, measuring solely direct
emissions.

In terms of implementation of organizational practices, structures or governance mechanisms
to manage environmental and climate change issues, results show that sport organisations have
not implemented such practices in a systematic way. However, the most common practices
relate to informing the top management about environmental aspects of operations, articulating
an environmental strategy and periodically setting new environmental improvement
objectives, and officially appointing a person or team to environmental management issues.
Instead, organisations still need to officially adopt written procedures or management systems
to manage environmental aspects of operations, disclosing information about the
organizations’ environmental performance, allocating budget to initiatives aimed at improving
environmental performance of the organization and periodically collecting data to elaborate
key performance indicators about environmental aspects and greenhouse gasses.

Preliminary results also show that environmental management of the supply chain has not yet
been addressed in these sports. Moreover, they highlight that the main challenges or barriers
to the implementation of environmental practices are financial constraints or high up-front
investments and lack of internal personnel to work on environmental initiatives. Instead, lack
of cooperation from suppliers and stakeholders as well as lack of top management are
recognised as less relevant.

Our study shows for the first time the level of environmental implementation and awareness
in Athletics, Biathlon and Floorball. Although some environmental operational practices are
being implemented, all organizations still lag in governance structures to face environmental
sustainability challenges. When final data are ready, comparisons among the three sport sectors
will be carried out. Building on Athletics, Biathlon and Floorball, the research results provide
relevant implications for sport practitioners and policy-makers in these sport sectors and
helpful directions for future research in the whole field of sports sustainability management.
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Aim and Research Question

“We do not inherit the earth from our ancestors, we borrow it from our children.” (Native
American Proverb). Sports organisations plan for the development of their sport, including
youth development. Given the emerging climate change crisis, sports need to take
responsibility and play their part in mitigating climate change, ensuring their sport has minimal
impact on the environment, protecting the borrowed earth for those future youth.

The International Olympic Committee (IOC) sustainability strategy in 2017, commits to
‘engage and assist Olympic Movement stakeholders in integrating sustainability within their
own organisations and operations’ (IOC 2017, p41). Such stakeholders include National
Olympic Federations and their affiliates. In 2019, the UN and IOC launched its Sports for
Climate Change Action Framework, to guide sport through sport-tailored climate action
principles, to achieve the global climate change goals. The Olympic Federation of Ireland
(OF]) is a signatory.

The aim of this study is to explore the commitment of the OFI affiliated sports to environmental
sustainability, by analysing the integration of environmental considerations into publicly
available sports policy documents.

Theoretical Background and Literature Review

The ever-growing warnings about the impact of current practices on the environment and
resultant climate change, is according to Del Fiacco and Orr (2019), resulting in environmental
protection rapidly taking on an important spot in the sport agenda.

Cury et al. 2023 looked at environmental policy integration within Australian Olympic Sport
through website document analysis. They adapted the Becken et al. (2020) framework and
found that there was minimal evidence of alignment with existing international agendas and
guidelines set by the UN Sports for Climate Action Framework. A number of studies have
been conducted on the integration of environment concerns into sport policy including Ciletti
et al. 2010, McCullough et al. 2020, North America, Cury (2023) Australia and Geeraert
(2016) the EU, apart from those there are few studies in this area.

Research Design, Methodology, and Data Analysis

The Cury et al. (2023) framework was used in this study to assess the commitment of OFI
sporting bodies to environmental policy. Publicly available policies, annual reports, strategic
plans available on the organisation website were accessed and analysed. Analysis of website-
published documents is a common practice approach to assessing formal commitment to
environmental sustainability. McCullough, Pelcher & Trendafilova (2020) used this approach
to determine the value North American sport organisations placed on environmental issues.
The parameters used in this study included Signalling (number of publications mentioning
environmental sustainability and climate adaptation), Coverage (substantiality of mention),
Scope (environmental focus of documents) and Alignment (reference to other policies,
frameworks etc).

The 38 OFI sports were included in the sample. Data collection involved the collation of all
publicly available documents from the official website of each organisation. The documents
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were scanned for the keywords of environment and environmental sustainability. A total of 25
documents were identified and analysed.

Results/Findings and Discussion

Of the thirty-eight sports (n=38), only eleven referenced the environment or environmental
sustainability. Applying the framework parameters - 71% had no evidence across any
parameter.

Signalling - 10.5% had one publication, 13.1% had two to three publications, 2.7% had four
to five publications and 2.7% had 6+ publications.

Coverage - 2.7% had no formal guideline or sustainability policy, 15.8% had at least one
policy, and 10.5% had at least one policy along with progress update.

Scope - 8% identified the natural environment as an area of concern but provided insufficient
information to determine specific scope, 21% were focused on environmental sustainability,
none focused on climate change adaptation.

Alignment — 8% had no reference, 15.8% referenced international policy or guidelines and
5.2% had reference to national policy.

The level of commitment across the sports organisations varied hugely from no commitment
to specific environmental policy documents, a sustainability register and an advertisement for
a sustainability officer. That 71% had no reference to the environment or sustainability is a
key finding, which was much higher than the Cury et al. (2023) study of 41.3%. There was
more focus on the environmental impact than climate change adaptation, possibly due to the
less extreme impact of climate change (extreme heat/ bushfires).

Conclusion, Contribution, and Implication

Despite the Irish Government's Action for Sport Strategy outlining the requirement for
sustainability to be central to the formation of all strategies, DTCAGSM (2021), this has yet
to filter down to OFI affiliates and reinforces McCullogugh, Pfahl and Nguyen’s (2016)
comment that the pressures towards the adoption of more environmentally responsible practice
are not yet consist or significant. Given the current environmental crisis and the time limitation
on being able to make an impactful change, this is very concerning and lacks pressure from
key stakeholders. The level of commitment needs to be addressed urgently and needs to be
linked to government funding streams, to encourage greater action.
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The study of sports environmental sustainability (SES) is a relatively new topic, both in the
sports management literature and sports industry (Cury et al., 2022). Thus far, existing research
have already provided evidence that environmental initiatives taken by sports organizations
have the potential to generate positive impacts on fan engagement and their environmental
behaviours, proving the role of sport as a vector of societal change (Casper et al., 2017). Most
of these studies have demonstrated that an organization's environmentally responsible
behaviour can positively influence fan identification and commitment to a professional sports
team (Casper et al., 2017). Fan identification and commitment are associated with fan
engagement, which reflects the degree of connection and involvement fans have with the
organization and its activities. Engagement is beneficial for organizations, as it can lead
stakeholders to various forms of loyalty and patronage, such as repeated attendance and
financial support. Most of the existing research have concentrated on professional sports and
on a single type of stakeholder —i.e., fans — who are characterized by a high level of emotional
attachment to their team (Inoue & Kent, 2012). Therefore, there is a need to broaden the study
of SES and to examine the applicability of the fan engagement literature, to other organizations
in the sports industry (e.g., participatory sport) and to other stakeholders beyond fans (e.g.,
members, volunteers, employees) (Babiak & Trendafilova, 2011; Casper et al., 2017).

A stakeholder perspective has been acknowledged for its relevance for understanding and
implementing sustainability initiatives, as it provides a holistic view of stakeholders’ needs
and concerns to organizations (Thompson & Parent, 2021). Despite the importance of
considering stakeholder expectations for organizations in their quest for loyalty and
legitimacy, studies have largely overlooked stakeholders' expectations regarding
environmental sustainability (Babiak & Trendafilova, 2011). Considering that internal and
external stakeholders have power over decision-making capacity and ultimately on ability to
act of sport organizations (Thompson & Parent, 2021), it is relevant to give more attention to
stakeholders’ perceptions regarding pro-environmental strategies within sports organizations.

The objective of this abstract is to offer a conceptual model for studying individual reactions
to pro-environmental initiatives. This framework is elaborated on previous research that has
extensively investigated stakeholder engagement in environmental sustainability within the
professional sports sector (Casper et al., 2017). We seek to examine how stakeholders of sports
organizations perceive the environmental initiatives of their organizations, and the impact of
such perceptions on the stakeholders’ levels of satisfaction, commitment and identification
with the organization.

This paper aims to introduce a conceptual framework for analyzing the indirect influence of
stakeholders' perception of environmental sustainability within a sport organization on their
loyalty. Building on social identity theory and based on the existing literature, we hypothesise
that perceived environmental sustainability positively affects stakeholders' satisfaction,
identification, and commitment to the organization (Casper et al., 2017; Luo & Bhattacharya,
2006). These factors, in turn, are considered to play a significant role in shaping stakeholders'
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loyalty. Furthermore, several moderating factors are explored including stakeholders' values,
needs, and level of knowledge concerning environmental sustainability, that may impact this
relationship (Casper et al., 2017; Luo & Bhattacharya, 2006). The conceptual model presented
herein will serve as the foundation for a forthcoming data collection endeavor through an
online questionnaire within the participatory sport sector, encompassing a diverse set of
internal and external key stakeholders, including employees, volunteers, and members. At this
stage, this study, which is part of a PhD research, is still under development.

Given the significant power of stakeholders to shape organizational actions (Thompson &
Parent, 2021), this study's focus on developing knowledge on environmental sustainability in
sports from a stakeholder perspective will provide valuable contributions to the management
strategies of sports organizations. This conceptual model as well as the forthcoming data
collection will help organizations to better understand the behavioural factors that drive
stakeholders’ engagement in sustainability activities. By understanding these factors,
organizations can design more effective sustainability initiatives that align with their
stakeholders’ values and motivations and that should secure stakeholders’ loyalty which is
fundamental for any organizations. Finally, we aim, through this conceptual framework, to
broaden the understanding of individual reaction to pro-environmental initiatives by studying
other sport contexts and a broader range of stakeholders including volunteers and members.
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1. Aim and Research Questions

Sustainability has become a growing concern for various industries. However, some
businesses have embraced associated responsibilities more enthusiastically, effectively and
efficiently than others. Sports organisations and clubs have often been scrutinised for their lack
of commitment to environmentally sustainable practices. Some football events and clubs for
instance have been criticised for incurring high carbon footprints, particularly where associated
infrastructural development and transportation proves costly to the environment (Talavera, Al-
Ghamdi, & Kog, 2019). Further down the pyramid, Forest Green Rovers Football Club
(FGRFC) have led the way in environmentally sustainable practices. In 2017 FIFA heralded
the lower league English club as ‘the greenest football club in the world’. In 2019, its chairman
Dale Vince was appointed as a United Nations Climate Champion, with the UN also
recognising FGRFC as the first Carbon Neutral football club in the world as part of its Climate
Neutral Now pledge (Samuel et al, 2022). Addressing this context, this research has three aims:
to examine fan perspectives of and engagement in the club’s various commitments to
sustainability; to analyse the use and impact of media outlets in conveying the club’s green
approach and environmental strategy; and to compare FGRFC to other clubs who have adopted
similar environmentalist CSR initiatives.

2. Theoretical Background and Literature Review

Contemporary theories of sustainability typically attempt to frame the prioritization and
integration of social responses to environmental, economic, organisational and cultural
concerns. Approaches include Corporate Social Responsibility, Green Economics,
Stakeholder Theory and Corporate Sustainability. This research is positioned at the
intersection of the first two. Applied to this context, CSR affirms the ethical obligations of
football clubs, assuming responsibility in social, economic, and environmental realms. In
green economies, financial viability and income growth are enhanced by investment in
economic activities, infrastructure and assets that facilitate reduced carbon emissions and
pollution, enhanced resource and energy efficiency, and/or the protection of ecosystem
biodiversity.

Sport organisations and events have implemented various initiatives aimed to enhance
environmental sustainability, from recycling programmes to more advanced practices focusing
on offsetting carbon emissions (McCullough, Pfahl, & Nguyen, 2016). As recognized by the
United Nations Framework Convention on Climate Change, football clubs may have an
inherent advantage and duty in promoting sustainable practices, notably by leveraging fan
engagement (Sartore-Baldwin & McCullough, 2018). However, there may also be cultural
resistance and institutional friction concerning the adoption of environmentally responsible
behaviours (Millington & Darnell, 2020). This work addresses the internal and external
challenges FGRFC face in promoting and enhancing environmental sustainability.

Research Design, Methodology and Data Analysis
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This research featured a triangulated approach to data collection which involved administering
online questionnaires, conducting semi-structured interviews and undertaking a media content
analysis. The questionnaire featured both open and closed questions (with a Likert scale
adopted for the latter). These questions, together with those posed to interviewees focused on
the various concrete actions the club has taken to improve its environmental sustainability,
namely cutting emissions from travel, reducing waste, serving only vegan cuisine and
developing systems of water irrigation. Text and video content pertaining to such issues was
also analysed, both from the club’s communication channels and through external media
representation. This approach yielded both qualitative and quantitative data, analysed
thematically and statistically respectively. Match-going fans of FGRFC and others competing
in the same division were recruited via social media as research participants. The perspectives
of more than 50 supporters were obtained, and over 25 media sources were analysed.

Results/Findings and Discussion

This research project began in September 2022 with an extensive review of literature
pertaining to theatrical underpinnings and contextual application. The data collection process
is currently ongoing — and all data will be analysed by the end of June 2023.

Conclusion, Contribution, and Implication

Until the data has been analysed conclusions and a statement of contribution cannot be
articulated. However, the work also extends to a discussion of the responsibility of sports
businesses to promote climate action and the approach of football clubs to develop impactful
CSR strategies — shaping the implications of the work. This work examines club
communications and related media coverage. It also addresses the receptiveness of key
stakeholders — including fans of the club and supporters of other teams in the wider region —
to the approaches and challenges associated with adopting innovative environmentalist
practices. This will provide insight for other clubs and researchers pertaining to the extent and
nature of receptiveness and resistance to such sustainability strategies.
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Background and Research Questions

F1 fans may have different motives that draw them to engage in the sport, including their love
of competitive racing, entertainment, achievement seeking, social interaction, acquisition of
knowledge, and catharsis, as well as specific purposes that only F1 can provide such as the
sound of the cars’ engines, aesthetic of the tracks (Kim et el., 2013; Ballouli et al. 2016;
Schneiders & Rocha, 2022).

The current study aims to examine F1 fans’ identification with the sport through its teams
versus drivers and differentiate between both motivations behind the fans’ identification and
their influence on their Pro-Environmental Behaviors (PEBs). Thus, this study investigates the
following question: How does F1 fans’ team versus driver identification compare in
influencing the fans’ PEBs?

This study draws from the fan identification theory, which describes the extent to which fans
feel a personal connection to certain sports, teams, and athletes. Deriving from social identity
theory, the fan identification theory explains how the performance of a sports team or certain
athlete is relevant to the fans on a personal level (Wann, 2006). Fan identification is related to
fans attending sports events, following media news, and purchasing merchandise, and although
it may be specifically related to sports teams or athletes (Brown et al., 2013), there is a lack of
research done on how these two levels of fan identification and how they impact fans’
behaviors.

The literature shows that when fans have high team identification, they view the involvement
of athletes in their teams’ environmental initiatives as positive (Inoue & Kent, 2012). Some
fans may identify with athletes regardless of their team and may follow and support them when
they change teams. But will fans be influenced by that to change their own environmental
behaviors? Moreover, will fans’ PEBs be influenced by whether their identification is on the
team or athlete level?

Methodology

The population investigated in this study is F1 fans and the specific sample will comprise
current self-identifying F1 fans who will be recruited from the online platform Reddit. F1 fans
are active on Reddit with more than 3 million users posting on the subreddit »/formulal, which
makes Reddit a suitable recruitment source for this study.

Participants will complete a quantitative online survey and will be asked about the main
motives behind their F1 fandom and whether these motives are specific to certain F1 team(s)
or driver(s). If they answer yes to at least one of both questions, they will be directed to the
rest of the survey where they will be asked a series of questions that will help us learn more
about the relationship between F1 fans’ specific identification with teams or drivers and their
intentions to take on more environmentally friendly behaviors.

More particularly, participants will be asked about their fan identification using two different
scales. The first Sports Spectator Identification Scale (SSIS) by Wann et al. (1993) is on the
team level in which participants will be asked about the following constructs: the extent of
their fandom (through self-description), the importance of being an F1 fan, and the extent of
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their dislike of the rival team (which provides an intergroup focus) (Lock & Heere, 2017).
Moreover, Mahony et al. (2000)’s Psychological Commitment to Team scale will be used to
add questions on participants’ extent of behavioral consistency in supporting their favorite F1
team. Similarly, the second fan identification scale is on the athlete level, Lee et al. (2016)’s
scale, which measures constructs such as a self-description of the level of fandom, fandom
importance, and commitment that the fan has towards an F1 driver(s).

Moreover, participants will be asked about their sustainable lifestyle during and outside of
racing events and their intentions to support the team’s environmental initiative using
Lichtenstein et al. (2004)’s single-item measure. Participants will then be asked about their
intentions to engage in pro-environmental behaviors in their daily lives (Inoue & Kent, 2012).
and whether that is influenced by their fandom of specific F1 drivers or teams.

Results

The survey results will be collected through Qualtrics and analyzed through ANOVA tests
using the statistical software SPSS.

Conclusion

F1 has been trying to work on its sustainability goals, mainly by influencing its fans to follow
the trend and join forces in living a more sustainable lifestyle and choices. This study
investigates the level of F1 fan identification and compares the influence of the team versus
driver fan identification on fans’ PEBs.

This study contributes to the literature on fan identification and PEBs in sports, particularly in
motorsports, by differentiating between team and athlete fan identification and their impacts
on consumer behaviors. On the practical level, the findings of this study help environmental
communicators and marketers in designing campaigns that target the type of identification that
the majority of F1 fans have.
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Research Aim

The professionalisation of football has been ongoing in the past three decades in China.
However, the corporate social responsibility (CSR) concept is still new, with minimal
knowledge about Chinese consumers’ CSR perceptions. The CSR perception models in the
professional football industry are mostly designed for the Western context. This study sought
to test the psychometric properties of the scale for consumers’ perceptions about CSR of the
Chinese Super League (CSL) clubs. More specifically, after rectifying the problems in the
factor structure of the exploratory test (Wang et al., 2022), conducting a further literature
review, more comprehensive validation examinations were conducted with two new data sets.

Theoretical Background

CSL consumer is defined as “the ultimate user of the CSL football-related product” based on
the definition of consumer (Giese et al., 2000). Grounded on the concept of ‘sustainable
development’ (economic, social, and environmental dimension; UN, 2015; WCED, 1987) and
globalisation theory (cultural dimension; Giulianotti & Robertson, 2009), Wang and Pyun
(2023) developed the conceptual CSR model with four dimensions: economic, social,
environmental, and cultural responsibilities. Firstly, economic growth should balance
environmental and social issues for sustainable development. Besides, China is considered to
have unique socio and cultural conditions. However, the factor analysis results showed that
most items in the social dimension loaded on other dimensions, which failed to form an
independent and homogeneous dimension in the model (Wang et al., 2022). This study thus
reconsidered the social domain and proposed two new dimensions: youth, based on Larson’s
(2000) positive youth development theory and community, grounded on Mcmillan and Chavis’
(1986) sense of community theory. Youth responsibility refers to the clubs' CSR practices that
benefit the young generations' education and health. Community responsibility refers to the
clubs' CSR practices that focus on their community and endeavour to improve the community
members' fitness. Thus, the new proposed model contains five dimensions: economic, youth,
community, environmental, and cultural.

Method

As social dimension in the previous study was found problematic, this study looped back to
the earlier steps of Churchill’s (1979) procedure to redefine the social dimension, resulting in
two dimensions. 10 items for youth and 13 items for community were newly generated, and
27 items for the remaining dimensions were identified and purified. After a content validity
analysis, 43 items were scaled on a 7-Likert scale. The first data set (N = 231) was collected
from November 2022 to January 2023 for EFA. After confirming the factor structure, the
second round of data (N = 322) was collected from January 2023 to February 2023 for CFA.
The targeted samples were CSL consumers in China, and online questionnaires were
distributed to the CSL-related online groups (e.g., the CSL community/fan/communication
groups) through various platforms such as WeChat, QQ, Weibo, Baidu Tieba, and Douyin.
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Results

For EFA, 219 valid samples were retained after screening. The skewness and kurtosis values
for the measures ranged from -0.83 to 0.08 and -0.76 to 0.27, respectively, showing that the
data were normally distributed within the value of £1.00 (Kline, 2015). The multivariate
normality was tested with the critical value of 77.42 by calculating Mahalanobis distance (p <
.001). Seven outliers ranging from 78.75 to 128.60 were deleted. The Cronbach’s alpha values
ranged from .88 to .97 (> .70; Hair et al., 2010). Bartlett’s test of sphericity supported the
overall significance of the correlation; ¥*(903) = 10336.86, p < .001. The KMO measure of
sampling adequacy statistic was. 96, higher than .70. With the .40 factor loading cut-off, five
dimensions, as initially conceptualised, with 32 items were retained for CFA. After the
univariate and multivariate normality test, 284 samples were retained for CFA. The CMV was
checked with both Harman’s one-factor and unmeasured latent method factor test. The overall
model fit tests were satisfactory; y*(454) = 959.13, y*/df=2.11 (< 3.00), RMSEA =.06 (< .08),
IFI = .94, TLI = .94, and CFI =94 (all > .90). CR values ranged from .92 to .96 (>.70),
supporting reliability of measures. The AVE values of five dimensions ranged from .68 to .79
(> .50), and three problematic items whose loadings were less than .707 were deleted. The
squared root of AVE values of the dimensions (.82 to .88) was all greater than their respective
correlations (.30 to .48). Thus, both convergent and discriminant validity were achieved.

Conclusions and Implications

The overall CSR was structured as a five-dimensional 29 measures construct (i.e., economic,
youth, community, environment, and cultural responsibility). The results provide empirical
evidence to support the multi-dimensional nature of CSR and measure consumers’ cognitive
structure underlying it. It furthers the football CSR research agenda in the eastern context.
Besides, it enables future researchers to examine possible antecedents (e.g., CSR capability
and communication) and consequences (e.g., attitude and watching/purchase/attendance
intention) of CSR perceptions to explain consumers’ decision-making process on football
consumption behaviour.

Sustainability and Sport Management 118



Sustainability and Sport Management 119

ID: 1512
Sustainability and Sport Management - Revised Version
Topics: Equity, Diversity and Inclusion in Sport Management

Evaluating a Professional Sport Team’s Environmental Promotion:The Role of
Internalisation

Yamashita, Rei; Ogiso, Waku

Toyo University, Japan; yamashita081@toyo.jp

Aim and Research Questions

Environmental sustainability is one of the key elements that sport organisations must focus on.
This is because sport sectors are characterised by an excessive reliance on the environment
during sport consumption (McCullough et al., 2019), and understanding how sport consumers’
pro-environmental behaviours (PEB) are shaped can be useful for sport organisations in
establishing marketing strategies. In this way, corporate social marketing (CSM) refers to an
attempt to change consumer behaviour through promotional activities undertaken by
companies and organisations (Kotler & Lee, 2005). To encourage civic engagement and social
responsibility, professional sport organisations are valuable for two reasons (Babiak & Wolfe,
2009). One is that sport spectators are more invested in the team because of their emotional
connections. Furthermore, sport organisations have been recognised as potential promotors of
consumers’ value internalisation of environmental issues. However, the role of internalisation
remains underexplored in the context of CSM by sport teams. Hence, this study aims to reveal
how spectators’ evaluations of CSM characteristics and environmental credibility are
associated with PEB mediated by internalisation.

Theoretical Background and Literature Review

Internalisation theory (Kelman, 1958, 1961, 2006) was applied in this study, stating that
internalisation occurs when an individual adopts a given behaviour induced by another. Using
this theory, Inoue and Kent (2012a) conducted an empirical study to reveal that a team’s
positive environmental practices increase consumer internalisation of the team’s value.
Additionally, they have suggested a conceptual framework including the organisation’s
credibility (Inoue & Kent, 2014); however, this framework has not been empirically
investigated. The degree of congruence between orientation of sport organisations’
environmental promotion and individual’s personal values can help provide a constructive
theoretical contribution. Hence, based on Inoue and Kent’s conceptual model, we tested seven
hypotheses towards Japanese professional basketball spectators.

Research Design, Methodology and Data Analysis

This study conducted a questionnaire survey among spectators of the game during the Carbon
Neutral Action at the venue. With the help of the basketball team located in Tokyo, a
questionnaire link was sent to the spectators after the game. Nine hundred data were collected,
and 612 samples were included in the data analysis (valid ratio: 68%). Thirty items were
adopted from previous literatures (e.g., Inoue & Kent, 2012b). For data analysis, we examined
the normality of the data using the skewness-kurtosis test. Skewness was scored in the range
of £ 2 (from —.139 to —1.87) and + 7 (from —.063 to 6.26) for kurtosis; this means that the data
satisfied the normality assumption (Curran et al., 1996). Testing the proposed hypotheses,
confirmatory factor analysis (CFA), structural equation modelling (SEM) and bootstrapping
estimation with 5,000 resamples to calculate bias-corrected 95% confidence intervals (Cls) for
indirect effects of an organisation’s environmental credibility were assessed using SPSS and
Amos 28.0.
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Results, Findings and Discussion

After confirming that there was no serious issue regarding the common method variance using
the post hoc test, CFA using maximum likelihood estimation was performed. All factor
loadings and construct reliabilities were above the threshold. However, the two constructs’
AVE were slightly below .50 (perceived effort = .49, daily recycle = .46). The model fit was
acceptable (y*/df=2.75, p <.001, CFI=.95, TLI = .94, RMSEA = .05 (LO90 = .05, HI = .06),
SRMR = .043). Using maximum likelihood estimation, SEM was performed to test the
hypothesis, indicating that all hypotheses were supported. The adjusted R square for each
variable were as follows: environmental credibility = .71, internalisation = .63, daily recycling
= .16, in-game recycling = .27 and perceived efficacy on PEB = .28. Finally, to test the
mediation effect of internalisation, the bootstrapping method was applied. Data showed that
the organisation’s credibility had positive indirect effects on all three dependent variables (3
daily recycle = 25,[7 < 001, 95% CI [17, 37], B in-game recycle = 43,p < 001, 95% CI [32, 56], B
efficacy = .46, p < .001, 95% CI [.35, .59]), indicating the significance of internalisation as a
mediator. Hence, internalisation had a mediation effect on the three dependent variables.

Conclusion, Contribution and Implications

The spectators’ evaluations of CSM by the sport organisation were positively related to
environmental credibility, which led to the spectators’ PEB-related outcomes (i.e. daily
recycling, in-game recycling and perceived efficacy on PEB) through internalisation. This
indicates that spectators’ overall evaluation of the project the team is undertaking will lead to
an increased belief in the team’s approach to a specific assignment. As a result, when spectators
internalise the values which team execute, it predicts behaviour and self-evaluation. This
research helps shed light on how spectators assess teams’ initiatives and how that impacts the
significance of their own environmentally responsible actions. Future research needs to
confirm whether spectators’ attitudes and actions are altered as a result of teams’ efforts.
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1. Aim and Research Questions

Previous studies have often pointed out how the importance of fans’ emotional connection
with sport organizations (Koenigstorfer et al., 2010). However, little is known about how this
connection can benefit society as a whole, particularly in terms of pro-environmental
behaviours. This research aims to examine the relationship between fans’ perception of clubs’
pro-environmental sustainability initiatives and their pro-environmental behaviours, as well as
the moderating role that brand love may exert in this relationship.

2. Theoretical Background and Literature Review

There is a tendency for consumers to value the efforts made by brands toward sustainability
(McCullough et al., 2020). Similar to other sectors, sport is not immune to pressures, problems
and challenges in terms of the environment, the use of resources and climate change (Breitbarth
et al., 2023). Sport fans’ perceptions of pro-environmental sustainability initiatives by
professional clubs have been researched under different paradigms and it is often suggested
that investment in sustainability generates both club and social benefits (Cayolla et al., 2023).
Nevertheless, despite sport fans developing strong emotional connections with their clubs, the
role of brand love in this relationship is yet to be known. The inclusion of brand love (i.e., a
deep love relationship) is important because the brand helps to define a fan's identity (Ahuvia,
2022) and, thus, is expected to encourage favourable behaviours. In this sense, we aim to
examine the moderator role of brand love in the relationship between fans’ perception of clubs’
pro-environmental sustainability initiatives and their pro-environmental behaviours.

3. Research Design, Methodology and Data Analysis

Data were collected in partnership with a professional football club, with an online self-
administered questionnaire (n=1,537) distributed to members registered in the database. All
items were measured on a 7-point Likert-Type scale (1=Strongly Disagree to 7=Strongly
Agree), Fans’ perception of clubs’ pro-environmental sustainability was measured through 6
items and Fans’s pro-environmental behaviours were captured through 7 items adapted from
Cayolla et al. (2023), while brand love was captured through 6 items adapted from Bagozzi et
al. (2017). Data were analysed using AMOS 22.0, and a two-step structural equation modelling
was carried out.

4. Results/Findings and Discussion

The results of the CFA showed an acceptable fit to the data [}*(53)=408,184 (p<.001); y*/df =
7,702; CFI=.977; TLI=.967; NFI=.974; RMSEA=.066 (CI=.060-.072); SRMR=.0497]. The
composite reliability (CR) values were above the cut-off point of .70 (.86<CR<.94), and
convergent validity was accepted given that the AVE values ranged from .62 to .89.
Discriminant validity was also accepted as the AVE value for each construct was greater than
the squared correlation between that construct and any other. Similarly, the assessment of the
structural model indicated an acceptable fit to the data [¢*(79)=676,330 (p<.001); y*/df = 8,561,
CFI=.963; TLI=.943; NFI=.958; RMSEA=.070 (CI=.065-.075)]. The analysis of the path
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coefficients indicates that fans’ perceptions of club pro-environmental sustainability initiatives
positively influence fan’s pro-environmental daily behaviours (SRE=.605; p<0.001) . Also,
brand love positively moderated the relationship between fans’ perception of club’ pro-
environmental sustainability initiatives and their pro-environmental behaviours (X? Diff =
447,641; p<0.001, such that the relationship between club pro-environmental sustainability
initiatives and fans’ pro-environmental daily behaviours is higher for fans with very high brand
love (SRE=.620; p<0.001) than for fans with high brand love (SRE=.534; p<0.001). The model
accounted for approximately 41% of the variance in fan’s pro-environmental behaviour
(R?=.41). These findings suggest there is a learning effect from fans and clubs appearing as
teaching levers as suggested by the literature (Casper et al., 2020) and brand love seems to
moderates it. This is important because both academics (Carroll & Ahuvia, 2006) and
practitioners (Roberts, 2006) emphasize the managerial importance of the feeling of love
toward a brand, and this research advances how this stronger emotional connection may be
beneficial for society as a whole.

5. Conclusion, Contribution and Implication

These results suggest that fan’s brand love moderates the relationship between club pro-
environmental initiatives and fans daily pro-environmental behaviours, strengthening it. By
incorporating the brand into the consumer's identity, brand love is vital for achieving better
performances in the fan's environmental sustainability behaviour. In this way, it is up to
managers to create and better communicate the initiatives executed or to be implemented to
promote reinforcement of love towards the fans' brand.
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Aim and research questions:

Sport federations occupy a key position in the sport structure of many Western countries. Their
objective is to enable, promote and develop sport in a national and international context (Nagel
et al., 2015). Sport federations often pursue a social mission besides their sport-related tasks.
Therefore, the United Nations is looking at federations to drive climate awareness and to
stimulate pro-environmental behaviour among their stakeholders (UNFCCC, 2017). However,
at present, no literature is available that provides a framework for sport federations to improve
their environmental management, which might have the effect that it is forgotten in their
professionalisation process or not implemented in a lasting way. This study aims at filling this
gap by developing and empirically testing a framework that can be used to guide (i.) future
academic research on environmental sustainability in sport federations and other (sport)
organisations and (ii.) the strategical implementation of environmental initiatives in sport
federations and organisations.

Theoretical background and literature review:

To the best of the authors’ knowledge, only Cury and colleagues (2023), Hugaerts and
colleagues (2022) and Sandvik and Seippel (2022) have looked into how the national or
regional sport federation sector has integrated environmental sustainability in their
management and strategy. In short, the authors found a lack of environmental commitment in
the daily operations and policies of the examined organisations and they stipulate the
importance of improving this matter. Against this backdrop, this study will draw from the
framework presented by Fifka and Jaeger (2020) and other literature in the field to present a
research framework that can model, evaluate and guide the integration of environmental
sustainability into the organisational structure of sport federations. The presented framework
comprises five levels and ten steps that will be thoroughly examined and discussed as a basis
for this and further empirical work.

Research design, methodology and data analysis:

A Belgian and more particularly, Flemish context was chosen to collect the data for this study
since the structure and government involvement of Flemish sport federations is characteristic
for federations located in other European countries. A mixed-method approach including
interviews, a survey and document analyses administered among sixteen Flemish sport
federations form the basis of this study. The three data collections will be used to analyse and
discuss the different levels and steps in the framework and the state-of-affairs within the
Flemish sector. All data for the research was collected between March 2022 and November
2022 and was provided by/collected among lead executives of each federation. The
quantitative data was analysed using Excel and SPSS 29 and the qualitative data was analysed
using the software NVivo.
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Results, findings and discussion:

The results highlight that sport federations are mostly motivated by societal drivers. More
precisely, the questioned federations indicate that they see it as a moral obligation to act
environmentally sustainable. The findings also show that a lack of resources like financial and
human resources are the most limiting obstacles to take more initiatives. Nonetheless, the
management of most federations has a positive attitude towards integrating sustainability in
their organisational structure. This has resulted in the implementation of different initiatives
with waste management and reducing the impact on the ecosystem as the categories with the
most frequently mentioned initiatives. When looking at the framework, however, a thorough
strategical planning and the evaluation of the outcomes of the initiatives is in the majority of
the questioned federations currently absent, which leaves considerable room to further
integrate sustainability in their organisational structure. The findings indicate that the creation
of an environmental commission can benefit the environmental commitment of sport
federations. This commission can focus on finding collaboration opportunities, provide
recommendations to strategically integrate the topic in the policy of the federation and follow
up on the environmental initiatives in which education initiatives should get a central position.

Conclusion, contributions and implications:

The present study aims to make both a valuable theoretical and practical contribution by
focusing on the underresearched sport federations sector. The study provides academic insights
into how environmental sustainability is currently integrated in the organisational structure of
sport federations. This enables to identify how upcoming research can further extent this
knowledge by focusing on specific steps of the framework that need further enquiry to better
assist the federations. Furthermore, the study presents a research framework adapted to the
federation context. By doing so, it offers sport managers a step-by-step tool to improve the
practical implementation of environmental sustainability in their organisation. By doing so it
stimulates long-term thinking and goal setting within the organisation, which will enable the
institutionalisation of environmental practices in the sector. If the framework is implemented,
sport federations can take an important step towards becoming more environmentally
responsible organisations and they will become valuable contributors to the pertinent
objectives of the United Nations.
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Aim

The aim of the study is explore how educators in event management make sense of education
for sustainable development in Higher Education and pedagogical approaches adopted. While
events generate significant financial and social benefits, there can also be negative
consequences on local and global communities, particularly around environmental issues
(McCullough et al., 2020). The theoretical framework underpinning the research is sense-
making, where a person seeks to make sense of a phenomenon when there is confusion,
uncertainty and complexity (Weick, 1995).

Design and implementation

The initial study was conducted at an outreach campus in a recently designated technological
university in Ireland. Staff from an Event Management programme were involved in the
research, with some staff also lecturing on other programmes. Data collection consisted of
focus groups and semi-structured interviews. The data was collected in June and July, 2022
and was analysed using thematic analysis.

Findings indicate that an integrated approach, with a co-ordinated effort between staff from
academic, administrative and management positions, as well as student involvement is
essential to embed sustainability principles. The role of personal values and taking personal
responsibility was outlined by several staff who felt that educators need to consider the
implications of their activities on communities and people and environmental damage that
events can cause (Sterbenk, 2022). Staff engage in sense-making activities by participating in
collaborative projects, such as developing authentic assessments that are useful to
communities. An example given was the development of a dome by Art students, that could
be used for various events being held in the community. Staff on event management
programmes also play a role in influencing students and stakeholders, such as lobby groups,
state agencies involved in event management and the community. The overarching feedback
from the study was a request for practical pedagogies that support education for sustainable
development.

One teaching and learning approach highlighted in the study was the potential for debate as a
tool to embed the sustainable development goals into a teaching, learning and assessment
strategy. The debate outlined involved students in their final year as part of a sustainability-
related module. It involved students researching a topic, preparing for counter-arguments and
developing a reflective piece. The lecturer noted that a limitation to this debate was the
trepidation of the students involved at this stage in their studies. Despite this, they noted that
students liked the debate and found the peer feedback from their opponent particularly useful.
The lecturer plans on expanding the use of debating to include other programmes and having
an evaluation panel, thus incorporating a transdisciplinary approach.

The study also found another approach, jigsaw collaborative tool, to be useful in an event-
management context. This technique may encourage students to adopt a broader perspective
on sustainability issues and can potentially attract more socially aware students onto event
management courses (Yilmazdogan ef al., 2015). It involves students acting as experts in a
group with a view to developing a topic for presentation. This could involve considering how
to stage an event, with event controllers, marketing and designers acting as an expert in their
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area. Each expert has researched their topic and shares this with the other experts (Sanchez-
Muioz et al., 2022). The member then joins a temporary group who have examined the same
topic and evaluates their learning with a view to them becoming experts. The individual
member then returns to their original group for co-operative learning. Debrief and evaluation
of the experience/tool takes place. It was felt that it could be very useful for teaching students
on an Event Management Programme.

The findings indicate that staff struggle with embedding sustainability principles into curricula,
programmes, and practice. They felt that institutional and management support are critical to
the success of a sustainable development approach. Other problems related to student numbers.

Outputs/outcomes

One of the outputs of the study has been the running of a seminar on Education for Sustainable
Development at the Campus. This is based on the recommendations arising from the study and
involves talks about using innovative pedagogies for sustainable development. These include
teaching using virtual reality, designing modules to support sustainable development, and
debating as an education tool. Another output from the study has been to create greater
awareness around education for sustainable development at the Campus. This has been
facilitated by the development of the Strategic Plan for the university.

Reflections/future developments

The study indicated that there was goodwill and enthusiasm for initiatives relating to education
for sustainable development. The pedagogical approaches of debating and jigsaw appear to be
appropriate in the event management setting as they capture the complexity and collaboration
involved in the sector. Further research is needed to examine the experiences of Event
Management students as a key stakeholder.
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Aim and Research Questions

This project started with a simple research question, what is sport management? Strip away
the socially constructed dogma, the definitional debates, the Zeigler lectures and our ideas
about what sport management should be - and what are we left with? Our answer: sport
management is the knowledge it produces. The aim of this study is to revisit and empirically
answer Zeigler’s (1987) seminal questions regarding sport management’s origins, evolution,
status, and direction(s). Applying the North American Society for Sport Management’s
(NASSM) list of 98 journals servicing sport management to bound our scholarly domain, we
undertake a two-phase co-citation analysis to answer these seminal questions. In doing so, we
provide an empirically informed critical analysis and future research agenda to inform and
advance the evolving nature of sport management scholarship.

Theoretical Background and Literature Review

Our study joins the ongoing conversation about the nature of sport management (see for
example - Zeigler, 1987, Slack, 1998; Chalip, 2006; Doherty, 2013; Gammelsater, 2021).
Building on these seminal scholars, we make the modest contribution of adding empirical
weight to these discussions which have often remained conceptual. Theoretically we lean on
Thomas Kuhn’s (1962) structure of scientific revolutions to critique the ‘normal science’ of
sport management (i.e., our socially constructed paradigms, norms and beliefs). Specifically,
we argue that lacking empirically informed critical analyses of our scholarship, that important
discussions about sport managements future will remain confined to subjective views of what
sport management should be, as opposed to more objective analyses around what sport
management is.

Research Design, Methodology and Data Analysis

Our research design consisted of two phases. Phase one focused on the macro field of ‘sport
studies’ which included approximately 33,114 articles across 59 journals that were on the
NASSM list and accessible within the SCOPUS database. These articles collectively
referenced 1,149,294 citations from 308,617 sources. The co-citation analysis performed in
phase one delimited the sample to sources (i.e., journals) that had been cited more than 500
times which reduced the sample to the top 252 sources. From this list, we produced a co-
citation network map that clustered the field of sport studies into six disciplines. Phase two
involved a second co-citation analysis with a focus on the ‘sport management and marketing’
discipline identified in phase one. This included 3562 articles from eight journals that
collectively referenced 170,700 citations from 43,709 sources. The phase two analysis was
delimited to sources (i.e., journals) that had 400 citations which reduced to the sample to the
top 54 sources. We empirically quantify the relative centrality, prominence, and inter-
connectedness of these key journals, articles, and authors within this cluster.

Results/Findings and Discussion

The macro analysis of 59 journals in phase one identified six disciplines within the field of
‘sport studies’, these included: (1) sport management and marketing; (2) leisure and tourism;
(3) sport economics; (4) sport sociology; (5) physical education; and (6) sport exercise science
and psychology. The disciplines of sport sociology, sport economics, and leisure and tourism
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were more proximal to sport management and marketing, relative to physical education and
sport exercise science and psychology. Phase two focused on the main sub-disciplines that
make up ‘sport management and marketing’. Four sub-disciplines were identified (1) sport
management; (2) leisure and tourism management; (3) general management; and (4) sport
marketing. The most cited journals were Journal of Sport Management, Sport Management
Review, and European Sport Management Quarterly. The most cited authors were seminal
sport consumer behavior scholars Dan Funk, Daniel Wann, Jeff James and Galen Trail, with
the most cited articles a combination of seminal works by these authors and methods papers
(e.g., Fornell & Larcker, 1981).

Conclusion, Contribution, and Implication

In returning to Zeigler’s (1987) original questions, the origins of sport management largely
arose out of sport sociology and physical education scholarship at a time of global
professionalization within the sport industry and subsequent need to adopt a more scientific
approach to managerial practices. Sport management has evolved as a discipline with more
publications in the last ten years than the proceeding thirty years. Sport managements status is
in a period of transition - simultaneously at the tail end of a first generation of seminal scholars
who fought to stake sport managements claim in a competitive academic landscape, whilst
concurrently producing a quantity knowledge, scholars, programs, and impact unprecedented
in the disciplines history. Based on our preliminary analysis we offer three provocations to
stimulate conversations regarding the future of sport management: (1) is sport management a
discipline or a field? (2) given the growth of sport management do disciplinary or
interdisciplinary journals best serve sport managements ambitions for the next generation of
scholarship? and (3) how will our ideas of sports distinctiveness and contribution to knowledge
(both theoretical and practical) influence the maturation of sport management scholarship?
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1. Aims and research question

Public secrecy among sports actors represent a challenge in addressing illicit behaviors in
sports, especially in cases of sport-related fraud (Moriconi & de Cima, 2021). Public secrecies
are organizing principles of social relations, usually upheld by those in positions of power.
They insinuate the existence of a general knowledge that cannot be articulated, where
individuals acknowledge the presence of hidden information without necessarily knowing the
content (Numerato, 2016).

The existence of public secrecies in football is acknowledged yet excluded from football
governing bodies’ official preventive narratives regarding sport-related fraud (Numerato,
2016). This delegitimizes anti-fraud policies by limiting the discourse to a specific set of nodal
points which determine the boundaries of the discourse, restricting our understanding of the
issue (Moriconi & de Cima, 2021). The disconnection between preventive policies and the
reality in football ultimately leads to the failure of these policies to meet their objectives.

This study aims to deconstruct public secrecies in Belgian and Luxembourgish football and
how they are sustained by official UEFA (Union of European Football Associations), RBFA
(Royal Belgian Football Federations) and FLF (Fédération Luxembourgeoise de Football)
policies. We investigate how different forms of labeling shapee these narratives and how
labeling football governing bodies can challenge public secrecies in football.

Guiding research questions are: 1) How do the anti-fraud narratives of UEFA, RBFA and FLF
shape and sustain public secrecies regarding the prevention of sport-related fraud in football?,
and 2) How do different types of labeling impact preventive narratives and what is their
potentiality in challenging public secrecies?

2. Theoretical background and literature review

Prior research explored the influence of public secrecies on the preventive narratives regarding
match-fixing. Moriconi (2018) exposed the gap between UEFA’s official match-fixing
narrative versus the realities in Iberian football. By portraying match-fixing as an issue of
individual morality and attributing it to organized crime, UEFA fails to address the roles of
internal governing failures and public secrecies. Moriconi and de Cima (2021) attribute low
reporting rates on match-fixing to the harmful consequences for players’ and referee’s careers,
which is linked to public secrecies. Visschers et al. (2020) found that RBFA referees perceive
match-fixing as common, but rarely report it due to fear of repercussions. Lastly, Numerato
(2016) posits how match-fixing is endemic among the Czech football landscape, despite not
being openly acknowledged.

Labeling entails processes by which certain groups, individuals or behaviors are assigned a
‘label’ based upon cultural and social expectations. Labeling actors can be official instances
(top-down), peers (horizontal), or broader societal actors (bottom-up/online labeling) (Merz,
2019). Drawing from postmodern labeling perspectives on corporate deviance, we examine
how varieties of labeling affect anti-fraud narratives. Additionally, unraveling labeling
processes enables us to understand how football governing bodies understand fraud and the
factors that contribute to (not) defining certain activities as illicit (Merz, 2019).
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3. Research design, methodology and data analysis

This study adopts a critical policy analysis (CPA) approach to examine the anti-fraud
preventive narratives of UEFA, RBFA and the FLF. CPA questions the traditional ‘problem-
solving mentality’ by shifting to a ‘problem questioning’ approach that interrogates the
assumptions and silences embedded in proposed policies (Bacchi, 2009).

Bacchi (2009) follows a WPR approach (What’s the Problem Represented to be?), entailing
six phases in the policy analysis process. The phases are: 1) analyzing the policies and
narratives to unravel how these represent the problem; 2) analyzing the underlying conceptual
logics that construct the problem; 3) tracing the ‘genealogy’ of the problem; 4) identifying
what is left unproblematic, highlighting public secrecies; 5) examining the practical
implications; and 6) questioning the problem representation. In this analysis, we focus on the
labeling processes and their manifestation in each phase of the CPA.

Additionally, semi-structured interviews will be conducted with approximately 20 individuals
involved in Belgian and Luxembourgish football, including referees, players and federation
officials. The interviews provide insights into the perspective of key stakeholders and allow to
unravel the contradictions between football governance and practice.

4. Results, findings and discussion

Data collection is ongoing. The CPA’s initial findings align with prior research on anti-fraud
narratives, while also exploring new forms of fraud. Moreover, results address the potentiality
of labeling within the varying contexts and the reinforcing structures for it to be able to
challenge public secrecies.

5. Conclusion, contribution and implications

Results and conclusions will be final and available by the time of the conference. By exploring
this research area through an integrated sport management and sport criminology lens, we
expand our knowledge on public secrecies and their roles in the construction of preventive
narratives. We further broaden the understanding to other cultural regions and types of fraud.
CPA is an innovative and lucrative method to extend this knowledge. Additionally, we explore
the potential of labeling in creating more accountability in football governing bodies.

Broader, New, and Critical Aspects of Sport Management 131



Broader, New, and Critical Aspects of Sport Management 132

ID: 464

Broader, New and Critical Aspects of Sport Management

Desired Social Development Outcomes of An English Elite Youth Football Academy
Kuebel, Tim; Geurin, Andrea; Hayday, Emily

Loughborough University London, United Kingdom; t.kubel@lboro.ac.uk

Aim and Research Questions

The aim of this research is to investigate the social development mechanisms and outcomes in
an English elite youth male football academy. Consisting of three studies, this research (i)
developed a definition for social development in an elite football academy, (ii) explored
player’s perceived social development outcomes, and (iii) determined how the desired social
development outcomes in players are developed over time. In addition to providing a better
understanding of social development mechanisms in and outcomes of academy involvement,
one aim is to provide an alternative measure to evaluate youth football academies that is
centred around the social development outcomes rather than football specific outcomes.

This proposed presentation will focus on the first study, which utilized five focus groups with
different football academy stakeholder groups to answer the following research questions:

RQ1: What is the definition of social development in an elite youth football academy?
RQ2: What are the desired social development outcomes in an elite youth football academy?
Theoretical Background and Literature Review

Social development has been vaguely defined in many ways, but there is no consensus around
what skills/competencies constitute social development (Gledhill et al., 2017; Harwood et al.,
2016; Premier League 2022). A common definition views social development through the lens
of psycho-social skills that are associated with talent development in football (i.e., Gledhill et
al., 2017). Another common lens through which it is viewed is Positive Youth Development
(PYD), focusing on the development of life skills that allow young athletes to succeed in their
sport and beyond (Harwood et al., 2016; Holt et al., 2017).

Creating a coherent definition for and outlining the desired outcomes for social development
is crucial when trying to evaluate social development strategies in football academies.
Therefore, this research aims to provide novel insights into this underexplored area by
providing an elite football academy’s definition for social development and outlining desired
social development outcomes.

The four-corner coaching model, which was released in conjunction with the Elite Player
Performance Plan (EPPP), aimed to “develop more and better home-grown players” and lists
social development as one of four pillars guiding holistic player development (Premier League,
2022). In October 2022, the Premier League released a 10-year-report outlining the success of
the EPPP. The athletic achievements (i.e., minutes played by academy graduates) listed in the
report illustrate the success of the EPPP in relation to developing more and better homegrown
players. However, the social (also referred to as off-pitch) development of players is only
fleetingly explored and lacks quantifiable data (Premier League, 2022). That is partly due to
the fact that the desired social development outcomes are only vaguely defined, making it
difficult to measure success in that domain.

Most young academy football players don’t reach the elite senior level (i.e., due to injury or
de-selection) and need to rely on their educational and personal development after their
football career is over. Rongen et al. (2021) outlined that experiences of and outcomes from
academy involvement vary greatly and that a clear definition of and focus on desired (non-
football related) outcomes is essential when trying to provide all players with positive
developmental experiences.
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Research Design, Methodology, and Data Analysis

This project utilised a mixed-methods case study approach exploring social development
within one elite youth football academy. For this study, data were collected through five focus
groups with 27 key stakeholders in the academy (i.e., senior staff, u-13 to u-18 coaching staff,
education staff, sport science staff, and player care/safeguarding). Furthermore, extensive
participant observations were used to triangulate the results, and member checking to ensure
the accuracy of the results. The data were analysed using Braun and Clarke’s (2019) reflexive
thematic analysis (RTA). Data were coded inductively, guided by the research questions. The
six steps of RTA were followed.

Results/Findings and Discussion

Data analysis for this study is currently in progress and will be completed by the time of the
conference in Belfast. Preliminary data analysis shows that social development in the academy
is defined very similarly to PYD, with the aim of allowing young people to thrive in the modern
world through the development of life skills, club-specific values and behaviours, and
providing formal and informal developmental experiences.

Conclusions, Contribution, and Implication

A main theoretical and practical contribution of this study is the development of a tool based
on the academy's desired social development outcomes. This provides an alternative measure
of success for academies that is focused on social development outcomes rather than on
performance-based KPIs. Providing an additional variable to evaluate success in an elite youth
football environment that is focused on the person behind the player will not only help youth
football academies improve the experiences of young football players, but it also fits the
Forward Thinking in Sport Management spirit of this year’s EASM conference.
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Aim of the research

This project is part of a long tradition of research into sport facilities and spaces (Bale, 1993).
This paper aims at offering another way of assessing the status of newly-built facitilites
through the lens of French social sciences. The objective is threefold: understanding the status
of newly-built sports facilities may help: local authorities to defend their project; clubs to adapt
their marketing programme to suit their “home” status; and stakeholders to “accept” such
project more willingly and rapidly.

Theoretical background

Augé (1992) theorises the concept of “non-places” as anthropological spaces where human
beings remain anonymous, and thus do not hold enough significance to be regarded as
“places”. Examples include motorways, hotel rooms, airports and shopping malls. Stadia too
can be perceived as non-places, especially when it comes to newcomers.

The perception of a space as a non-place is subjective: one can view any given location as a
non-place. Conversely, a shopping mall is not a non-place for a person who works there every
day, and a stadium is not a non-place for a season-ticket holder. Augé therefore opposes the
concept of non-place to the notion of “anthropological place”, which offers people a space that
empowers their identity, where they can meet other people with whom they share social
references.

If newly-built sports facilities can be considered as non-places and may evolve towards the
status of “place” with time, the concepts of hyper-places and heterotopias are also worth
investigating.

Lussault (2017) defines hyper-places as spaces where people gather and whose congregation
creates a local society. A hyper-place is dense, diverse and intense; connected to other hyper-
places through social networks; hyper-scalar, ; a space where people share experiences; and
people who gather in hyper-places share a spatial affinity with each other. If one extrapolates,
then sporting facilities can be considered as hyper-places.

Whenever justifying the need for a new sporting facility, practitioners, politicians, architects
often focus on utopian arguments. On the contrary, many examples have led scholars
(Perelman, 1998) and observers to believe newly-built stadia and arenas may turn into
dystopias.

Foucault believes there are utopias that can be considered as counter-spaces. These are what
he calls “heterotopias”, that is to say cultural, institutional and discursive spaces that are
somehow “other”. Heterotopias are worlds within worlds, mirroring and yet upsetting what is
outside. Examples include ships, cemeteries, bars, brothels, prisons, gardens of antiquity, fairs,
Turkish baths (Foucault, 2009), walkways (Roux and Guillard, 2014) or music festivals
(Masset and Decrop, 2017). One may legitimately wonder whether a newly-built stadium or
arena can be considered as a modern heterotopia.
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Although it is difficult to envisage a stadium as a “crisis heterotopia” or a “heterotopia of
deviation”, Hetherington suggests that a heterotopia derives from a modern and utopian
conception of social space where both the expression of freedom and the exercise of control
coexist. Relatedly, a stadium could well be considered as a heterotopia. Besides, just like the
closure of brothels and the localisation of cemeteries outside the city walls in Western
civilisations, evidence shows that new sports facilities are built somewhat on the outskirts of
the city centre. A sporting facilitiy can also be considered as a heterotopia as it can be a single
real place that juxtaposes several spaces. In fact sports facilities may even become heterotopias
of time: they exist in time but also exist outside of time because they are built and preserved
to be physically insusceptible to the ravage of time. The fifth principle is strong as stadia and
arenas are heterotopias of ritual and purification, that is to say spaces that are isolated and
penetrable yet not freely accessible like a public space. Entry to a stadium or an arena requires
special rituals, just like a Turkish bath. Finally, sports facilities also have a function in relation
to all of the remaining spaces: they create a space of illusion that exposes every real space but
also create a real space per se, a space that is other.

Thus, sporting facilities may be considered as non-places, places, hyper-places or heterotopias.
Their status will depend on their own identity and the identity of spectators who attend games
there, their shared history and the social relationships that may have developed there. A
sporting facility will not bear the same signification whether one attends his/her first home
game or whether he/she is a season-ticket holder. Such symbolic meaning may also be affected
by the length of time that characterises the relationship between the individual, the club and
the facility.

Conclusion

This topic can be discussed further, including international contributions to give this project a
more global perspective; and conduct an empirical study in order to assess whether French
social sciences could help design new segmentation and targeting strategies for practitioners
who wish to attract various publics within their premises.
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Aim and Research Questions

In this presentation we consider whether unsafe behaviours and practices in high performance
sport are negative manifestations of a system that values authority, autonomy, meritocracy,
and drive. We draw on the too-much-of-a-good-thing (TMGT) effect (Pierce & Aguinis, 2013)
to address the question: Is maltreatment in high performance sport a case of traditionally
acceptable values “gone bad”?

Theoretical Background and Literature Review

Increasing reports of athlete maltreatment in sport at all levels are framing the conversation
about unsafe sport, and driving the call for a safer sport culture (Ewing, 2022; Mountjoy et al.,
2022). There is a particular interest in the sport culture that may be supporting the negative
behaviours and practices that seem to persist (Ewing, 2022), and so it is important to
understand the values underlying that culture. As part of a larger research program
investigating safe and unsafe aspects of high performance sport culture, we have uncovered
athletes’ perspectives of unsafe behaviours and practices; namely, coach behaviour, teammate
and fellow athlete behaviour, lack of resources and an inattentive sport system. We have
further interpreted that these unsafe aspects stem from a high performance sport system that
values authority, autonomy, meritocracy, and drive. In this presentation we draw on the TMGT
effect to consider whether such traditionally acceptable values in sport “go bad.”

TMGT explains the counter-theoretical effect of variables that are anticipated to contribute to
desirable consequences but that lead instead to negative outcomes. Pierce and Aguinis (2013)
coined the TMGT effect in the field of management to describe the inflection point beyond
which the impact of a variable — for example, an assertive leadership style — becomes
asymptomatic (no more effect) or even negative. Scholars have since identified a curvilinear
effect of, for example, perceived organizational support (Harris & Kacmar, 2018) and
volunteer remuneration (Harman & Doherty, 2017) on individuals’ attitudes and performance.
TMGT may help to explain unexpected, contradictory, and confusing phenomenon, and inform
effective management.

Methodology and Data Analysis

An interpretative qualitative methodology was used to further analyze data from a study
investigating athletes’ perspectives of unsafe sport culture at the high performance level in
Canada. In that study, we interviewed 28 athletes and identified several manifestations of
unsafe sport (e.g., coach behaviour) and their underlying values (e.g., authority). In a
subsequent contextual analysis (Patton, 2015) based on the same data we considered those
values of autonomy, authority, meritocracy, and drive from two consecutive perspectives: (1)
their intended positive role in high performance sport, and (2) evidence of unsafe
manifestations that appear to reflect when they are TMGT. Our analysis involved revisiting
the data individually, then collaboratively, to identify evidence of, for example, “too much”
autonomy from the athletes’ perspective. Analysis was concluded when consensus was
achieved.
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Results/Findings and Discussion

We present the findings as a model illustrating the qualities of these traditional high
performance sport values, and how evidence suggests they play out beyond a point at which
they engender unsafe behaviours and practices, among coaches, athletes, and the sport system
itself. For example, autonomy is traditionally valued for coaches to bring expertise and
experience to a particular context where their knowledge can be adapted as necessary.
However, the athletes described circumstances where too much autonomy allows the coach to
be a gatekeeper of power and resources. Our discussion focuses on (1) the merits of the TMGT
effect to understand maltreatment in sport, (2) the findings as a platform for shifting the culture
of high performance sport, and (3) directions for future research.

Conclusion, Contribution and Implications

This study shares the TMGT effect with the field of sport management, through the context of
unsafe sport. Our findings help to address the call for safer sport with the consideration that
what a sport system traditionally values may be “too-much-of-a-good-thing” and may explain
negative behaviours and practices. This helps to inform efforts towards addressing and
resolving the persistent maltreatment in sport by identifying what aspects of culture (values)
require attention; either to shift those values, or at least recognize circumstances when they
have negative consequences.
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Aim and Research Questions: This paper studies the use of fitness marketing campaigns from
2010 to 2022, specifically focusing on their use of history to market goods. The field of sport
management has provided few critical studies of the fitness industry. Conversely, physical
cultural and sport historical scholarship has long been critical of the fitness industry, with a
particular onus on body, gender, and ethnic politics. How have certain groups appropriated
history within the fitness industry and is this appropriation problematic or advantageous? The
aim of this paper is to provide historical context to sport management scholarship on the fitness
industry by evidencing the uses and abuses of history therein.

Theoretical Background and Literature Review: In 1874, Friedrich Nietzsche wrote “The Use
and Abuse of History in Life,” the second of four essays in his Untimely Meditations. In it,
Nietzsche questions the previously held notion that knowledge of the past is an inherent good,
as was popularized by Georg Hegel earlier in the nineteenth century. More recently, Canadian
historian Margaret MacMillan expanded on this notion by writing that “the past can be used
for almost anything you want in the present” (2010, xiii). This is the crux of contemporary
heritage politics (Smith, 2006), in which the past is used to validate the present. This tactic is
apparent in populist politics, wherein nostalgia for an idyllic past is often evinced. At the cross-
section of cultural history, heritage, and identity politics sits the realm of sport, which is not
immune to the appropriation of history (Delheye, 2014). Drawing on historical scholarship on
physical culture and fitness (Hargreaves & Vertinsky, 2007; Heffernan, 2022; Mehlman
Petrzela, 2023), this paper will highlight how and why the fitness industry uses and abuses
history.

Research Design, Methodology and Data Analysis: A key element of our research design is a
historical analysis of fitness industry advertising through content analysis of various media
sources specific to the fitness industry. In doing so, the research examines Rogue Fitness, SBD,
and Onnit public promotional materials from 2010 to 2022. Relying on secondary source
materials, the foundation of our study will contextualize historical advertising trends within
the fitness industry to better understand how history is used in contemporary marketing. Then,
we shall conduct a media analysis of select fitness company advertisements. Finally, we shall
present two case studies (one being Rogue Fitness and the other SBD) as examples of the
trends within the fitness industry.

Results/Findings and Discussion:

A recent trend within western fitness companies in the past decade has been the utilization of
history and tradition to elevate a company’s brand. Both Rogue and Onnit are relatively new
fitness companies but, through the use of history, have elevated themselves as “prestige’ brands
with a seemingly longer lineage than is, in fact, the case. There are, however, problems with
this approach. By uncritically using history through a Western lens, Onnit, in particular, have
utilised very anarchic understandings of Indian and Persian history to promote their products.
As these brands grow in size, there is some potential for criticisms.

Conclusion, Contribution, and Implication: The examination of fitness and bodybuilding
companies, despite their profitability, is still relatively small when compared to more
traditional sporting industries. Rogue and Onnit are just two examples of fitness companies
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that use and/or abuse history for their own purposes. If this type of instrumentalization of
history within the fitness industry is left unchecked, unsettling consequences may arise. For
example, there is a trend of American and Western fitness influencers who travel to India and
Iran (in particular) to train in “traditional” cultures. The onus on “primal,” “traditional,” and
“wild” imagery tends to marginalize based on gender, ethnicity, and body type, leading to a
less inclusive environment. Also, the role of the supplement industry, which provides the
fitness industry with Vedic medicines and other “natural” solutions, cannot be understated. In
an era when gender, ethnic, and body politics are constantly in the limelight, the impact of the
fitness industry — and history it portrays — cannot be taken lightly. With differing perspectives
on what it means to be fit, healthy, and beautiful, keeping “body influencers” in check is
imperative.
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Aim and Research Questions

Elite athlete activism advocacy has become increasingly visible and influential in recent years,
as more athletes use their platform to speak out on social and political issues (Magrath, 2022).
Given the increasing relevance and proliferation of academic studies, a structured review of
athlete activism, athlete advocacy and athlete protests is timely. The scoping review is guided
by the following research questions: 1) How has elite athlete activism, advocacy and protest
been covered in the literature? 2) What themes and topics are covered in the elite athlete
activism, advocacy, and protest literature? 3) What are the research gaps in the elite athlete
activism, advocacy, and protest literature that could be organized in a future research agenda?

Theoretical Background and Literature Review

This study examines the literature on activism, advocacy, and protest by elite athletes.
Research in this area covers a wide range of issues, topics, actors and methods such as case
studies of specific events, analysing specific acts of activism or advocacy or measuring
consumer perceptions of these actions (Magrath, 2022). There are frameworks to better
conceptualise the different eras and forms of athlete activism and advocacy (e.g., Cooper et
al., 2019). Athlete activism has mostly been defined as an athletes’ use of their sporting
platform to promote social justice (Kluch, 2020). Rather than focus only on activism, the study
positions advocacy and protest as highly complementary concepts to activism. While activism,
advocacy and protest are all strategies for promoting social or political change, nuanced
differences exist between them, yet the literature is replete with their inconsistent use (Lee &
Cunningham, 2019). Based on these inconsistencies, this scoping review considers all three
terms.

Research Design, Methodology and Data Analysis

Scoping reviews endeavour to map the existing scholarship on a specific topic and provide an
overview of the research that has and has not been conducted (Arksey & O’Malley, 2005). The
study uses a three-phase search process. This entailed a systematic database search which
included all studies published in English until January 27, 2023. This was supplemented by a
systematic manual search of the leading sports journals (ESMQ, SMR, JSM, SSJ & 1JSC).
Editions from 2016 onwards were also screened. 2016 was the year of Colin Kaepernick’s
NFL protest and the commensurate increase in academic coverage on topic. Approximately
86% of all literature has been published since 2018. Finally, a manual screening of the
reference lists of included articles was conducted to identify any articles missed in the previous
searches. Peer-reviewed, empirical articles (quantitative, qualitative or mixed methods) with a
substantive focus on activism, advocacy or protest by elite athletes were included. After
duplicates were removed, 5267 studies were screened for relevance followed by data
extraction. Findings are reported through descriptive frequency analyses to summarise key
characteristics of included studies and a qualitative thematic analysis to group the studies into
themes.
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Results and Discussion

This study identified 144 empirical articles related to elite athlete activism, advocacy, and
protest. The evidence from this study reveals that empirical research on this topic is relatively
recent and increasingly popular with one study appearing in 2008 and peaking at 33 studies in
2022. A drastic upsurge in studies occurred in 2018 brought on by the 2016-17 NFL protests,
which account for more than one third of all research on this topic. Results highlight the
interdisciplinary nature of the topic with studies appearing in 88 different journals, with
Communication and Sociology & Political Science being the dominant subject areas. Only
eight studies (5%) appeared in Sport Management journals. Studies overwhelmingly
originated in America (81%) and focused on the American context (81%). A wide range of
study methods and designs were identified. Results also support the notion that the terms
activism, advocacy and protest have been used inconsistently in the literature.

Conclusion, Contribution, and Implications

As the first systematic review of literature on activism, advocacy, or protest by athletes, our
study highlights the increasing relevance of this topic to the field of sport management while
identifying gaps in research. Research gaps include a lack of diversity in the cultural context
of studies and inadequate research into organisational tolerance and consumer delegitimization
of athlete activism, advocacy and protest. A limited use of theory is also identified. Future
research should move beyond the American context as public awareness for activism and
advocacy by athletes is increasing globally. Methods such as multiple case studies and the
application of management theory is recommended. By combining the terms activism,
advocacy, and protest into one systematic review, we identified the inconsistent use of these
terms while demonstrating the need for research conceptualising and categorising the
differences between these concepts in terms of actions taken by athletes.
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Aim: Implementing exercise during work hours is frequently embraced to address workplace
health promotion. However, intervention exercise programmes are often short-lived. We still
lack knowledge about potentials of exercise and sport-like activities to impact on community
experiences at the workplace, whether activities can break down organizational silos, and how
programmes can become sustainable after the intervention. Accordingly, this study
investigates how employees, managers and selected employees acting as exercise-ambassadors
at their workplaces (Edmunds & Clow, 2016) perceive exercise activities” impact on work
community at five workplaces. We engage with the exercise activities in a critical performative
way (Spicer et al. 2009) i.e. by balancing possible progressive managerial paths such as
improving health and fostering a tolerable working environment with inappropriate constraints
and structural limitations such as inducing work-overload, blurring the boundaries between
leisure and workhours, or conducting managerial control.

Theoretical background and literature review: Most research on workplace exercise focus
on measurable health improvements or engage in critical management studies (Overbye &
Wagner, 2023). To find a balanced approach, this study adopts an institutional logics
perspective (Lounsbury et al. 2021) and argues that once exercise is introduced during work
logics of profession and corporation interact with a logic embedded in community that
influences and frames exercise and sport-like activities. For example, embodied play-like
activities and voluntarism known from sport and exercise activities can either challenge,
collide or blend with the bureaucratic roles from a corporate logic, or personal reputation and
the quality of the craft characterizing the logic of profession.

Research design: The study is anchored in a qualitative driven mixed methods design (Mason,
20006) exploring a 1-year exercise at work programme at five Danish workplaces (two private
production companies delivering furniture and insulation products, and three public services
providers within healthcare, municipal administration, and waste and renovation). Encouraged
by peer colleagues acting as exercise-ambassadors, employees were offered time for voluntary
exercise during work. The activities were developed in collaboration between the workplaces
and the Danish Confederation for Company Sports. Theory and insights into existing topic-
related literature are used by the researchers as pre-understandings enhancing the interpretation
and expanding the horizon.The presentation will draw on observations of preparatory seminars
prior to the launch of the exercise-at work project, qualitative interviews with managers and
the employee exercise-ambassadors at the beginning and end of the exercise-at-work
programme (n=31), and data from a web based questionnaire distributed to employees in the
final stage of the project period (n=266).

Findings: In a Scandinavian context, exercise and sport-like activities are normally anchored
in leisure time activities organized by civil society organizations such as associations thus
drawing heavily on a community logic. Once transferred to work settings, the presentation will
provide insights into how implementing exercise at work influences community and can lead
to feelings of organisational cohesion and experiences of community. We will illustrate how
and to what extent exercise leads to reduction of work-related silos and increases collaboration
and friendships across boundaries at the workplaces, but also how logics of profession and
corporation occasionally represent contradictions leading to tensions between logics. The
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findings will be used to elaborate on community and organizational research from an
institutional logics perspective (Georgiou & Arenas, 2023).

Conclusion and implications: A model where employees are acting as ambassadors has the
potential to implement exercise during work beyond a short-termed intervention. It may
enhance experiences of community at work and reduce organizational silo creation. However,
the study illustrates that implementing exercise is not matter of harmonious blending of logics
but shall rather be seen as an oscillation between tensions and co-existence of logics where
active support from top- and middle management is considered crucial for successful
implementation. For instance, exercise collides with existing work tasks as exercise is
considered subordinated to the core activity of the workplace (e.g. processing of raw materials
or delivering a tax-funded public service) or it is considered incompatible with professional
practices of employees. Hence, this study points to the organizational complexity of
implementing exercise during work. By drawing attention to community potentials, the study
adds to existing research: It goes beyond studies relying on short-term interventions that seek
to measure the health effect which often is the case for much occupational health literature.
Simultaneously, it points to studies neglecting progressive managerial aspects (such as
embracing the community potentials of sport and exercise) as often seen in critical
management studies.
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Aim and Purpose Statement: There has been an influx of athletes and organizations
advocating for mental health awareness, partnering with and creating mental health
foundations, and signing endorsement deals with mental health companies. For example,
Olympian Michael Phelps became the face of the prominent online therapy application
Talkspace, NBA star Paul George recently announced a partnership with another online
therapy platform Betterhelp, and FIFA announced a sponsorship deal with an online wellness
application, Calm, prior to the 2022 World Cup. On one hand, mental health services backed
by athletes and sport organizations with high social capital may decrease public mental health
stigma. Conversely, there is a growing critique that these mental health companies are
capitalizing on individual’s struggles, as professional, especially online, therapeutic services
are behind an increasingly steep paywall in many countries. Therefore, the purpose of this
conceptual work is to critically examine mental health partnerships in sport from different
theoretical perspectives. Specifically, we will discuss the benefits, challenges, and ethical
considerations of mental health partnerships (i.e., sponsorships and endorsements) in sport,
and present directions for future critical research.

Theoretical Framework and Literature Review: From a sport marketing perspective,
partnerships between sport entities (i.e., athletes or sport organizations) and mental health
companies should benefit both brands. Athletes may benefit from increased brand exposure,
impact on brand image, the ability to promote a personal cause, and financial benefit.
Furthermore, these types of partnerships may also improve the athlete’s well-being, either from
receiving the company’s services and/or having a platform to speak openly about their mental
health. The mental health company could see numerous benefits of sport partnerships, such as
increase in consumer brand awareness, positive attitudes, or behavioral intentions to
utilize/purchase their service. The effectiveness of these partnerships may be enhanced by the
brand congruence between the sport entity, mental health company, and consumer’s attitudes,
and the perceived credibility and trustworthiness of the endorser (Hovland et al., 1953;
Ohanion, 1981). From a societal perspective, there may be benefits to sport entities partnering
with mental health companies. Contact theory posits that both virtual and in-person social
contact with an individual with a mental health diagnosis, especially an individual with high
social capital, can decrease mental health stigma (London & Evans, 2010). Contact
interventions using videos of athletes discussing their mental health diagnoses administered at
the college level have indeed decreased mental health stigma among program participants
(Kern et al., 2017).

However, critical scholarship critiques the neoliberal approach to mental health care,
especially in countries with limited publicly funded mental health services (Cosgrove &
Krater, 2018; Esposito & Perez, 2014). Due to the individual focus of neoliberalism, mental
health services reify an individualized approach to care, leading to increased profits for private
therapeutic services and corporate pharmaceuticals, instead of addressing the larger systemic
issues that contribute to diminished mental health. Commodification results in mental health
services being reserved for those who can afford it, further exacerbating the diminished mental
health of individuals from historically under-resourced communities, while at the same time
creating a culture that blames these individuals for not seeking professional mental health care.
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Guised and praised as mental health advocacy, sport entities” endorsements of mental health
companies may be the ultimate example of the commodification of mental health in the
neoliberal state: individual brands and companies profiting from services that are only
accessible to those from high socioeconomic statuses, while at the same time further
pathologizing those who cannot afford the services they are advertising.

Discussion: The ethical question we posit is: Does the good of possibly destigmatizing the use
of mental health services and mental health programs through sport partnerships outweigh the
harm of upholding the neoliberal approach to mental health care? We will end with a
discussion of examples where we see these ethical considerations unfolding from the
individual level (e.g., Simone Biles) to the for-profit organizational level (i.e., FIFA’s
partnership with Calm) to the non-profit level (e.g., The Kevin Love Fund). We will present
the benefits of these partnerships from a marketing and contact theory perspective and a
critique from the lens of neoliberalism and critical theory. Mental health partnerships in sport
will then be juxtaposed to other ethical discussions, such as alcohol and tobacco athlete
sponsorships (McDaniel et al., 2001). Although similar, mental health sponsorships can
provide a more nuanced ethical discussion, as there are both clear societal benefits and clear
oppressive structures at play.

Conclusion: In an area that has not been examined by sport management scholars, there is a
need to establish conceptual and empirical studies on mental health partnerships in sport.
Future research will benefit from taking multiple theoretical approaches to grapple with the
ethics of the commodification of mental health care in varying cultural and geopolitical
systems, as we continue to negotiate the tensions of mental health advocacy in a neoliberal
context.
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Aim and Research Questions

The current study aims to identify if there existed a discrepancy with regards to research topics
and trends between academia and the field in the realm of sport management. This study first
asks whether there was a difference in the results of keyword analysis conducted mainly on
titles and abstracts of publications included in the two areas. This study further analyzed the
research topics and methodologies of the two areas with various ways(Keyword Analysis,
Word Cloud, CONCOR Analysis) based on Social Network Analysis(SNA).

Theoretical Background and Literature Review

One of the major concerns for sport management is the relevance of scholarly research to the
field of sport industry. Zaharia and Kaburakis (2016) explained the various reasons why
collaboration between sport management academia. Pitts (2001) also pointed out that research
areas and academic subjects were limited, and that there was a gap in the depth of research as
quantitative studies met the demands of the industry. More than 20 years passed since Pitts
(2001) mentioned scholarly journal articles littered with complex figures and formulas have
become the mainstream in academia. However, it is questionable if scholarly journal articles
are still useful and helpful for sport managers and practitioners to rely on. As many scholars
encouraged collaboration between academia and the field (Bowers, Green, & Seifried, 2014;
Irwin & Ryan, 2013), it is important to identify where the academia and the field stand on the
same line and mutually beneficial when it comes to research topics and field projects.

Research Design, Methodology and Data Analysis

Sport industry journals have tried to reflect the latest trends and concerns of decision makers
that are not covered in the academia field in order to help sport management researchers by
narrowing the gap with the academia field and at the same time narrow the gap between the
two fields (King, 2013). The content analysis was utilized to identify and compare the research
topics and trends between academia and the field of sport industry. A total of 32 (16 scholarly
journals and 16 trade journals/magazines each) published from 2014 to 2020 were selected and
used to represent topics and trends of academia and the field. All the words and phrases
obtained from a collective review of 32 journals were inserted and saved in Excel file,
categorized into the themes, and analyzed by Social Network Analysis (SNA), including
Semantic Network Analysis and CONCOR Analysis.

Results/Findings and Discussion **

The results showed that keywords extracted from scholarly articles were more likely to
emphasize research methods and objectives which were considered the core components of
the peer-reviewed journals to be published while the field and/or trade journal articles were to
cover general sport business environment and current topics and trends (i.e., esports and sports
betting). The speed of development of sport industry is very fast and the practitioners in the
field need to keep up with the pace of industry development. As Ratten (2023) asserted, the
rapid growth of sport industry makes it difficult that academic journals satisfy the practitioners
in the field because the academic journals are supposed to provide valid, trustworthy, and
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reliable data to the field which takes longer time than their counterpart journals. This study has
a couple of limitations. Firstly, the data analysis heavily depended on the Social Network
Analysis in using keywords and phrases from the abstracts not the full body of papers.
Secondly, it the main roles of academia and the field are genuinely different based on their
target audiences so that the scope and types of contents handled in academia and the field
would not be the same.

Conclusion, Contribution, and Implication **

This research provides a couple of meaningful implications. First, it revealed there existed a
considerable discrepancy with regarding to the topics of interest between sport management
academia and the field of sport industry through content analyses. Second, sport management
academia needs to try to contain special sections and/or volumes for industry practitioners not
only to attract their eyes and attention, but also to meet the needs and wants of the field
practitioners. Last, the authors strongly believe that it will be of great help and mutually
beneficial if sport management academia and the field of industry seek ways to re-cooperate.
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Aim and Research Questions:

Event related research has begun to focus much attention on the social impacts of hosting. Part
of this work stems from the negative attention of mega events which offer little in terms of
economic and tourism impacts for the host cities (Byers et al., 2020). In this study, we sought
to use a novel approach to consider post-event experiences of persons with disabilities in a city
that previously hosted a large-scale event (ParaPan American Games 2015 and
Commonwealth Games 2014) emphasising strategic initiatives to support new engagement
and accessibility in the region (Misener et al., 2018). The focus of these narratives was on
access and opportunity related to sport participation as was a legacy focus for each event.

Theoretical Background and Literature Review:

The emphasis on understanding how events might be opportunities for social projects has
helped shift attention to a direction that positions events as catalytic opportunities bringing
resources, and immense opportunity (Misener et al., 2019). But what the host does with that
opportunity cannot be judged solely on the timeframe of the event itself, rather it is the
enduring impacts that demonstrate the value of the event related activities. The lens of ableism
is used to critically reflect upon the normative understandings of legacy. Ableism is
underscored by a worldview in which it is taken for granted that people possess a norm-level
of skills (Campbell, 2009). Given the scope of programs developed through the event,
narratives are a telling way to consider legacy impacts upon individual experiences.

Methodology:

Vignettes are a narrative strategy for documenting data obtained through research in
compressed sketches (Ely et al.,, 1997). These types of vignettes can become sites for
community members to have a direct voice in the research process by telling their stories and
supporting the development of the vignettes. We adopted this narrative approach to present the
research data collected through a series of conversational reflective interviews. Each
participant was invited to be involved in a series of guided conversations. To increase
accessibility of the work, participants were given the option of how they chose to complete the
conversation - written, audio recording, or direct with researchers. Twelve participants were
involved in four sets of conversations, each one building upon themes brought forward in the
previous discussion. All participants identified as ‘disabled’ and participated in a legacy
program or facility of the event hosted. After all reflective conversations were completed, a
one-on-one interview was done with each participant discussing the high-level themes and
ideas that would form the development of the vignette sketches. In this case, we chose to
present a composite of stories which depict a mix of experiences amalgamated into individual
narratives (Ely et al., 1997). Therefore, the narratives presented in the findings reflect the
themes rather than a descriptive account of a particular situation.

Findings:
1 helped a friend get into the new local swim program. For me, it was an opportunity to give

back for the many times others had helped me. But I soon realized that this shiny, new space
that I call home didn’t recognize her or value what she had to offer. It worked for me as a
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high-performance athlete, but she didn’t get the kind of things that made life easier for me.
After a few weeks, I just couldn’t manage supporting her and doing my own workouts. She
simply stopped coming to the gym.

We present some exemplars of the vignettes that have been developed to showcase the impacts
and experiences which vary greatly. Many of the participants talked about the ongoing
awareness and opportunities to get involved in community sport, and they felt supported — for
a time. But that feeling often did not last, and in the face of adverse conditions such as the
pandemic, all but disappeared. The opportunity to be recognized in the ongoing legacy of the
Games was real, but require continual work to reiterate needs, values, and desires for inclusion
rather than the drastic shift of attitudes anticipated. Ableism, in all its theoretical forms,
continues to rear its ugly head in all the stories, regardless of the positive potential held for
progressive legacies in sport.

Discussion and Conclusion:

In this work, we add to the discussions about the potential of narrative approaches in sport
management (e.g. Erickson, et al., 2019; Hickey & Roderick, 2022) to showcase and
emphasise the power of individual voices to shape our understanding of event legacy. We offer
critical insight through these stories about ongoing narratives of legacy for persons with
disability, highlighting the ever-present impact of ableism (Campbell, 2009). This research
also emphasises the need for the individuals experiencing impairment to have their distinctive
voices heard alongside structural inequities being addressed at a societal level.
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Aims & Research Questions: In many federated national sport governance models, regional
(e.g., state, provincial, territorial) organizations play an important role in the implementation
of national sport policy. Although they represent important considerations for policy objectives
related to increasing sport participation, little research has considered the role of regions and
regional government policy within sport institutions. In this conceptual paper, my objectives
are twofold: (1) to examine the implications of regional, or sub-state level geographic areas
for sport policy implementation, and (2) to identify how insights from a spatial justice
framework can inform sport policy implementation both theoretically and practically.

Theoretical Background & Literature Review: Although sport participation opportunities
are ostensibly shaped by space and place - that is by our physical and built environments as
well as the meaning we associate with them - the scholarship related to geographies of sport
remains fragmented across various subdisciplines of sport history, sociology, and management
(Chadwick, 2022; Koch, 2006). Therefore, little work in sport policy has attended specifically
to geography and its implications for sport institutions. In the Canadian context, policy scholars
have advocated for regional development approaches, constituted by place-based policy
development that encourages collaboration between geographic regions (Vodden et al., 2019).
However, discussion of regional development approaches are scarce in sport research.

The concept of spatial justice emphasizes the spatial or geographic elements of social in/justice
and calls scholars and practitioners to consider fairness and equity in the context of distribution
of resource and service provision (Soja, 2013). The framework considers space as socially
constructed and implicated in establishing and challenging power relations. Lefebvre (1991)
suggests that spaces are constituted through three interrelated dimensions: representation of
space, spatial practices, and spaces of representation. In sport policy, Jeanes et al (2022) used
spatial justice to identify how injustices are constructed through policy and planning which
marginalizes opportunities to engage in informal sport despite the potential to engage
(particularly equity-owed) participants outside of club sport structures. I build on these
discussions to examine how regions are socially constructed in the context of sport policy and
subsequently how spatial justice can inform critical discussions of policy implementation in
multi-level sport governance systems.

Research Design & Methodology: In this paper, I draw insights from three ongoing research
projects in the Province of Ontario, Canada, to examine the implications of regions and a
spatial justice framework for sport policy implementation. These projects involved (1)
examining the role of sport events in rural cultures, (2) examining regional policy related to
sport and recreation, and (3) spatially analyzing data to examine geographic and demographic
patterns in sport participation at two Provincial Sport Organizations. Data in these projects
include interviews with sport organizers, policy documents, and participation data (including
age, gender, and postal codes as a proxy for geographic location).

Results/Findings & Discussion: I argue that regions are constructed in various ways within
sport policy contexts. Within the province, regional spaces are imagined and associated with
specific histories and traditions that are engaged and acted out in various sporting contexts. In
a large and geographically diverse province, many regions exist with their own imagined
boundaries and implications for sport and spatial practices. For example, sport events are
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organized to celebrate histories of settlement and migration in specific parts of the province.
These spatial practices are implicated in shared narratives and in constructions of communities
and belonging. Sport participation patterns also illustrate the importance of regions as spaces
of representation that enable and constrain sport practices. Spatial analyses of sport
participation and demographic data reveal how participation patterns in different sports are
shaped by demographic makeup of regions (e.g., ethnic concentration, socio-economic status,
and urban/rural context). Ultimately, regions have implications for the way that policy is
understood and implemented by sport organisations, and the way that they pursue (or not)
policy objectives established by national sport policy frameworks.

Conclusion, Contribution & Implications: Through a lens of spatial justice, these findings
illustrate the importance of space and how it is constructed for sport policy implementation.
Theoretically, regions are relevant for sport institutions as they may be implicated in logics
that underpin policy implementation and contextualized analyses of how legitimacy is
understood by those who implement policy. Practically, considering space has implications for
the way policy objectives are set and subsequently how outcomes are monitored and evaluated
in multi-level sport governance frameworks. More nuanced and precise measures of sport
participation which consider space (and regions) can inform the way resources are distributed
and sport development initiatives are targeted for diverse and equity-owed citizens.
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Commercial associations between sport and organizations that promote potentially harmful
products raises some critical issues for government and sport regulators and current practices
in the marketing of sport (Thomas, et al., 2018). Harmful products such as gambling are
communicated through sport to children and young people. As yet the impact of this exposure
to gambling marketing on children and young peoples’ attitudes in Ireland is underexplored.
This presentation and the research it is based on seeks to address this. We seek to examine the
exposure of children and young people to sports gambling marketing; explore children and
young people on the prevalence and strategies used to market gambling services using live
sport; and, understand the influence of gambling marketing on their attitudes towards gambling
and sport.

The explosion of gambling advertising across sport broadcast platforms since the British
government deregulated gambling in 2005, combined with the ease of access facilitated by
smartphone technology has resulted in the ‘gamblification’ of sport (Lopez-Gonzalez &
Griffith, 2018). This has also had an impact throughout the island of Ireland given their shared
media and sporting ecosystems. The frequency of gambling advertising on broadcast and social
media across Ireland has increased exponentially over the last decade and is particularly
prevalent around and within live sports programmes.

The theoretical framework guiding this research draws upon grounded approaches (Shaw,
2015). Consumer culture and mediatisation frames young consumers’ thoughts and decisions
around patterns of behaviour and sense-making (Reith, 2005).

This study adopts a qualitative research design and uses focus groups for data collection. Once
ethical approval was gained, a purposive sampling approach was used by engaging with local
sports clubs and youth groups in both Northern Ireland and the Republic of Ireland. To reduce
the potential for satisficing responses and peer pressure, each focus group mixes three age
cohorts (14-15, 16-17, 18-24). The transcripts are being inductively analysed to identify
emergent ‘superordinate’ categories and sub-topics.

Findings are preliminary but initial analysis indicate strong awareness of gambling marketing
from young people irrespective of geographic location. However, there are differences within
the different age ranges in the study. For participants aged 14-15, gambling is a normalised
and acceptable part of sport. For this group, there is a lack of awareness of the harms that could
arise from gambling. Participants under 18 were not questioned on their gambling activity and
to mitigate any harms, if participants under 18 mentioned personal involvement in gambling
activity, all conversation was redirected away from the topic. However, some participants
under 18 referenced an awareness that peers were gambling in private syndicates or online
with operators. In addition, there was a misunderstanding within this group about the strategies
used by gambling operators to target young people, incorrectly associating boasting with
success. This raises concerns around the impact of influential figures on social media and their
influence on young people’s attitude to gambling.

For those aged 16 — 17, gambling is a normalised part of sport. Participants within this age
range are aware of sport sponsorship and marketing strategies through social media. At times,
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the participants shared concerns related to personal participation in gambling activity. There
is an awareness within this group of potential gambling related harms. Finally, for participants
over 18, gambling is a normalised and acceptable part of sport. This age range are aware of,
and understand marketing strategies. Throughout the fieldwork, these older participants
referenced humorous content and free bets, or incentives to gamble through sport, as a
normalised, enjoyable part of social sport fandom that is a common and shared experience.

These findings provide an important contribution to our understanding of the exposure,
awareness and influence of gambling marketing through sport on young people throughout the
island of Ireland. Early findings suggest marketing strategies used by gambling operators are
influencing the perceptions, acceptability, and normalisation of gambling amongst children
and young people. This raises concerns about the potential uptake and participation of young
people in gambling related activity now, and in the future, as they transition from childhood
into early adolescence and adulthood.

Upon completion, the findings will contribute to the understanding of youth experiences with
gambling marketing through sport and discussions pertaining to sport marketing and health. In
addition, the findings could inform the development of legislative measures on both sides of
the border which aim to protect young people from substantial exposure to gambling marketing
and better regulate the marketing strategies of gambling companies on traditional broadcast
and social media.
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The abstract relates to professional practice and it examines the management of professional
football academies in Turkey in the view of system approach theory.

Aim: The study aims to investigate the effective managerial ways to improve the productivity
of the management practices of football academies inside the club system in Turkey.

Purpose and Background: Turkey is one of the countries in Europe that has the youngest
population with 13 million young below 24 years old (TUIK, 2020) and thus it has a great
potential for developing elite athletes in football. Yet it hasn’t realized this potential into any
reality. Turkey is among the biggest 20 economies of the world and the government heavily
invests money in football and football facilities since two decades. Turkish Football Federation
is one of the richest federation of Europe with constant back-up from the government and big
sponsors. There are 28 sport faculties at Turkish Universities all around the country with
thousands of coaches graduating each year (YOK, 2020). It means that the country does not
have any lack of financial, infrastructure or human resource problems. Yet there is not even a
single championship in any international football competition in the last 100 years of the
country. Far from doing so, Turkish national football team even did not attend to FIFA World
Cup in 2006, 2010, 2014, 2018, 2022 and to EURO 2004, 2012, 2016, 2020. Even though
Turkish league is the 6" richest league of Europe (Deloitte, 2020), none of the Turkish clubs
has ever won anything in any of UEFA club competitions in the last 22 years. The key question
of management research is how to improve the performance of organizations (Covell et al.,
2007) and as Cruickshank and friends (2019) state; one of the most impactful factors for the
success of elite sport development systems is the management behind those systems. This
constitutes the ultimate rationale of the research because there is an evident failure in elite
footballer development in Turkey at international scale.

Design and Impementation: The paper focuses on understanding the critical roles of the
academy management and the club governance as well as the influences of external key
stakeholders of the system in order to provide holistic clarification. Because the management
of football academy is a multifaceted process and it includes different stakeholders in the
system. In order to understand all of the influential stakeholders and the interconnected parts
of the system, this paper discusses the subject from the perspective of the actual football
academy managers in the field. The participants in the sample were the official managing
directors of the academies in 15 different professional football clubs that compete in the top 2
leagues of the country. As a sampling method, we applied purposive sampling with participants
whose perspectives or experiences are relevant to the study question (Patton, 2015). In order
to facilitate the purposive sampling process, we used criterion sampling method. The
participants were only selected from the academies that have raised at least one player who
played in Turkish A National Football Team the in the past 20 years. Data were collected by
means of structured, in-depth interviews with open-ended questions. Qualitative content
analysis is used to analyze the data. The data was first transcribed verbatim in native language
and then translated into English for the evaluations of other two researchers to allow intra-
coder reliability. The data analysis is conducted as the combination of inductive analysis where
the new categories emerged from the collected data and deductive analysis where the existing
literature was used to have pre-defined categories.
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Outcomes, Reflections and Future Development: The outcome of the researched showed
that there are some domains that directly affect the practical management of the football
academies in Turkey which are namely; input, process, feedback and environment domains.
Input domains is simply the quality of the young players, coaches, staff and resources that
enter into academy system. The process domain is related to the service and management
quality inside the academy. Feedback domains is the fruitful and constructive communication
inside the academy and the club between the internal key stakeholders of the system. Lastly,
it’s also found that external influencers such as the country’s sport policy or the country’s
football federation constitute the environment domain which indirectly but heavily affects the
final performance of the football academies in Turkey. The quality of the final outcome of a
football academy will be the result of how well this interdependence is cultivated to produce a
unified whole. Therefore the system theory approach is needed for a successful football
academy management process in the case of Turkish football. The results contribute on the
system theory in sports management and the practical findings are hoped to be employed by
the executives of the clubs and the federation as well as the governmental authorities.
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1. Aim and Research Questions

North American professional sports continue to evolve globally, attracting spectators and
premier athletes from around the world. In professional sports today, enormous sums of money
are spent on corporate sponsorships, licensing, media rights, marketing, advertising, team
salaries, ticket sales, concessions, merchandising, and so on. Balanced competition has been
deemed critical for a league's long-term success. Research suggests that an imbalanced league
could lead to negative effects on fan interest, which is directly associated with demand for
attendance and broadcasts (Kessene, 2006; Zimbalist, 2003). Competitive balance is the
concept often measured as a reflection of the degree of parity among league teams.
Competitive balance has been argued to yield significant implications for that league’s success
and sustainability. One of the most well-tested measures of competitive balance in the
literature is the Herfindahl Index of Competitive Balance (HICB). This mathematical model
utilizes success ratios to determine balance across a league (Plumley et al., 2018). While the
application of the HICB is generally supported, it has been primarily used to assess the sport
of football in Europe. This study seeks to test the HICB’s applicability in closed-league, North
American professional sports.

2. Theoretical Background and Literature Review

The body of literature surrounding competitive balance has primarily been studied throughout
football in Europe (Sung & Mills, 2018; Inan, 2017). Kessene (2006) and Zimbalist (2003)
consider balance within a league to be critical to the success of a league. Their research has
recently been challenged by Sung and Mills (2018), who noted that super teams could
positively impact attendance and growth, and that enabling imbalance may be beneficial for
leagues. Our research aims to address these differing perspectives by evaluating North
American professional sports leagues including the National Football League (NFL), National
Basketball Association (NBA), Major League Soccer (MLS), National Hockey League (NHL),
and Major League Baseball (MLB). Further, this study seeks to analyze the general importance
of competitive balance in these leagues as it relates to league revenues.

3. Research Design, Methodology, and Data Analysis

Data were collected by inputting the following statistics from the official league and team
websites of relevance: wins, ties, and playoff appearances beginning with the 2000 season
through 2022. The data was then converted into a point system based on each respective
league’s win value. In scenarios where a point system was already utilized, there was no
change with respect to calculating points. However, for leagues that do not implement a point
system, the point system was determined by the win percentage, where the value of a tie was
equal to half of a win. Once the data collection was completed, the research utilized Excel
statistical tools to calculate the HICB scores for each season for each league. Two of the most
utilized tools in Excel were the sum of squares function, which contributes to determining the
competitive balance levels for each season and league, and the t-test function, which identified
periods of time where competitive balance levels experienced statistically significant changes.

4. Results/Findings and Discussion
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The results from the research indicate that the MLB was the most competitive league, while
the NFL was the least competitive based on the HICB levels. The levels of all leagues remained
consistent from the year 2000 to 2022, but some organizational changes such as the NBA’s
enactment of athletes no longer being able to compete directly out of high school, did result in
statistically significant impacts on the balance of the league. Throughout the research, possible
limitations exist in understanding how the number of games affects competitive balance levels
across professional sports leagues.

5. Conclusion, Contribution, and Implication

The longitudinal study considers competitive balance in North American sports leagues and
how they compare to each other over time. The research attempts to identify whether there is
an ideal level of imbalance for a league to be sustainable and whether there have been structural
changes that have significantly altered competitive balance. The study focuses on the five
major men’s North American sports leagues where the initial findings presented yield more
broad implications. Recently, some European leagues have begun to show interest in adopting
policies and structures that resemble closed systems like those of North American professional
sports leagues, which add significance to this research and future implications. While this study
allows future research to explore international differences among various sporting systems, it
also poses the question of whether competitive balance should be measured differently in
closed-league systems that prioritize an end-of-season playoff. Moreover, results of this study
call into question the general importance of competitive balance in a closed-league system that
is designed to keep teams competitively relevant each season. It may be the case that long-
term dominance is not as critical in these situations. However, further work should explore this
question.
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1. Aim and Research Question

It is argued that mass sport participation has health and well-being, social capital and
educational benefits for individuals and also help to reduce crime and antisocial behaviour.
The collective value of these impacts for England is estimated to be £45 billion (Davies et al.,
2019). Current sports strategy in England, remains focussed on addressing the inequalities in
participation to widen access to these benefits (Sport England, 2021). The policy challenges
of these inequalities have increased with cost-of-living/fuel price increases putting sport and
leisure facilities, and particularly swimming pools, at risk of closure.

Drawing on a synthesis of datasets, this paper uniquely analyses the compositional (i.e.
individual) and contextual (i.e. area) characteristics that are associated with sports, health and
fitness participation, and their contribution to health, to address the research question:

“How are spatial socio-economic conditions, sports facility provision and individual
characteristics associated with health enhancing sport and physical activity in England?”

Answering this question will contribute towards better understanding the challenges faced for
policy as well as where best to emphasise intervention.

2. Theoretical Background and Literature Review

The research draws on a synthesis of theories drawn from economics, sociology and
epidemiology. These emphasise that individual, socioeconomic and family factors are
associated with participation in sport, health and fitness activity (Downward and Muniz, 2019).
This is tied to a socio-ecological framework that incorporates area features of neighbourhood,
as it is known that these shape behaviour in a multi-level context (Wicker et al., 2013).

3. Research Design, Methodology and Data Analysis

Data are drawn from the Active Lives Survey covering the pre-Covid period of 2018-2019
which are matched to sports facility data from the Active Places Survey, as well as the index
of multiple deprivation at the local authority level to produce a hierarchical data set. The
sample comprises n= n=173,070 individuals (n=76,764 men; n=96,306 women) matched to
n=309 local authorities. Two dependent variables are analysed. A composite measure of
traditional sports participation (i.e. in team sports, racquet sports, martial arts etc.) and a
composite measure of health and fitness participation (i.e. keepfit, weight training, cross
training etc). In each case a binary measure of undertaking the activities or not in the last 28
days is developed. An ordered variable that measures their contribution to health enhancing
activity is also developed. Multi-level logit and ordered logit regressions are estimated
respectively. The covariates include a large set of individual characteristics such as age,
gender, socio-economic status, disability, ethnicity, family status, location etc. as well as the
local authority index of multiple deprivation and the number of relevant facilities in the area.
Separate analyses are undertaken for men and women.

4. Results/Findings and Discussion

The results identify that the individual compositional characteristics of ageing, disability, non-
White British ethnicities, and lower socio-economic status are associated with lower
participation and corresponding access to health benefits. There is some variation in the
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association with family composition. The presence of children is more likely to be associated
with less participation generally in health and fitness activities, and for women with one child
in traditional sports. However, the presence of multiple children is associated with greater
participation in traditional sports. Importantly, the contextual effect of multiple deprivation is
associated negatively with any participation; the number of swimming pools is shown to be
positively associated with traditional sports participation, highlighting their importance, whilst
the number of pitches is negatively associated with female participation in traditional sports.
This is indicative of their oversupply for women (Downward & Rasciute, 2015). The results
also suggest that health and fitness gyms are positively associated with male participation in
health and fitness activities, whilst the same is the case for studios for females. Sports halls are
not. These results are indicative of the changing nature of sports supply meeting the needs of
health and fitness activity, particularly through the growing private sector (Kumar, et al.,
2019). Overall, the results suggest that whilst facility provision may help to improve
participation in sport, health and fitness activities, the challenges faced by policy makers
remain substantial in terms of the inequalities in sport. Significantly, this research also
highlights that multiple deprivation independently of individual characteristics is associated
with participation.

5. Conclusion, Contribution, and Implication

This paper presents the first large-scale empirical work on the relationships between sports and
health and fitness participation and local deprivation and facility provision in a UK (English)
context, and that examines multiple deprivation. The results confirm the recognised challenges
of addressing inequalities in sport participation and through that access to health. The paper
also shows that the context of participation and particularly the influence of multiple
deprivation and facility provision need to be directly accounted for in policy. Scaled up
intervention across localities will be needed to address this, recognising the differences
between men’s and women’s participation.
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1. This study seeks to understand how municipal council organisations can enhance their
provision of recreational sport for their residents. Forming part of a wider action research
project with a council organisation in the region of Porto, Portugal, it uses Self-Determination
Theory to understand the basic psychological needs of residents participating in recreational
sport activities. More specifically, this study’s research questions are: how can municipal
council organisations best respond to key intrinsic and extrinsic motivations and amotivations
for (a) participants and potential participants in recreational sport and (b) recreational sport
participants with particular social norms e.g. swimmers, skateboarders.

2. Recreational sport has become a key consideration for governments hoping to increase the
level of physical activity, and consequently health, in their populations (Teixeira et al., 2012,
Weed, 2018). While issues such as infrastructure (Wicker et al., 2009; Hallmann et al., 2011),
access (Rodrigues et al., 2017), and other social and environmental aspects (Downard et al.,
2014) have been identified as key determinants for sport participation in previous research,
less empirical attention has been given to how organisations tasked with providing recreational
sport in a municipal area can use this understanding to enhance their recreational sport
provision.

This study uses Self Determination Theory (SDT) to better understand how the provision of
recreational sport can be enhanced in the Porto municipal region. SDT considers the role of
basic psychological needs in individuals, drawing on a range of mini-theories, and has been
used to understand the motivations and amotiviations of physical activity and recreational sport
(Ryan & Deci, 2017; Standage & Ryan, 2020; Teixeira et al., 2012).

In using the SDT framework, with a particular focus on Causality Orientations Theory (COT),
this research considers how exposure to autonomy-supportive, controlling, or amotivating
environments (Ryan & Deci, 2017) can contribute to recreational sport participation. By using
this framework from a municipal council’s provision perspective, this study extends
understanding of SDT by building knowledge on how the recreational sport provision can be
enhanced by addressing the basic psychological needs of current and potential participants.

3. This study is part of a wider action research project that seeks to understand how a municipal
sport organisation can enhance its provision for recreational sport. Action research is an
approach where academic researchers work with practitioners as co-researchers to build
knowledge (Herr and Anderson, 2005).

In the first phase of the action research project, a mixed method research design was
implemented, that incorporated both quantitative and qualitative data (Diehl et al., 2018) to
understand the basic psychological needs of recreational sport participants and non-
participants in the Porto municipal region.

The quantitative data was collected through an online survey of 642 residents (79%
participants, 21% non-participants of recreational sport) in the Porto municipal region.
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Motivations and amotivations of recreational sport participation was measured based on
Breuer et al.’s (2011) established battery (e.g. I participate in recreational sport because it
relaxes me). Five choices to answer were presented; disagree, tend to disagree, undecided, tend
to agree, and agree. The completeness of the final item battery was tested according to
Newman & Pineda (2013). A thorough descriptive analysis of the motivations and
amotivations was performed and calculated using Cronbach’s alpha. A factor analysis was
conducted with oblimin rotation to summarise the items. All analyses used IBM SPSS
Statistics 28.

The qualitative data was collected through 10 focus groups with recreational sport participants
in the Porto municipal region. The qualitative data was analysed thematically using Braun and
Clarke’s (2006) thematic analysis process.

4. Initial results from the quantitative study found the four most critical motivations were
“because it is healthy” (completely agree: 83.7%), “because it is important” (76.7%), “because
it makes me feel good” (65.8%), and “because it is fun” (44.4%). Reliability was good
(Cronbach’s alpha = 0.882). Factor analysis of all items revealed five factors; health,
enjoyment, body image, contact to others, fun; KMO=0.832; Bartlett <0.001.

In addition, initial qualitative results highlighted socialisation and enjoyment from recreational
sport activity as a key intrinsic motivation. While body aesthetics and health were key extrinsic
motivations. Identified amotiviations were time and economic constraints, while key
controlling events that contributed to amotivations were lack of information and flexibility
related to recreational sport participation.

5. As this is still the initial stage of the action research process, the data collection is ongoing,
and the contribution and implications are still under consideration. The early results suggest a
focus on addressing the psychological needs of socialising will be important for autonomous
motivation. In addition, information and access to recreational sport act as controlling events
that inhibit autonomous motivation of recreational sport participation, as previously discussed
by Ryan and Deci (2017). This study, therefore, has the potential to extend knowledge of SDT
in addition to adding important practical understanding for organisations tasked with
enhancing the provision of recreational sport.
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Aim and Research Questions

Building on reinforcement theory (Skinner, 2011) and achievement goal theory (Nicholls,
1984), this study aims to investigate the influence of relative position within leaderboards in
apps on physical activity intentions. We propose a curvilinear effect (i.e., U-shape) of
leaderboards positions on physical activity intentions.

Theoretical Background and Literature Review

As a typical gamification element, leaderboards visually display the ranks of players according
to their accomplishments. They have been widely adopted in numerous contexts to praise the
top performers, motivate individuals, and stimulate competition (Amo et al., 2020; Hydari et
al., 2022). Yet, there are several shortcomings of previous literature, including (1) the lack of
consideration of nuanced effects of relative positions of the target person and (2) the
assumption of linear effects and linear models.

Reinforcement theory suggests that individuals’ behaviors are shaped by their consequences,
where the consequences modify the tendency to repeat a behavior (Skinner, 2011).
Leaderboards make use of typical praise mechanisms that may produce positive enforcements
for the ones with relatively higher positions. Also, since individuals tend to avoid the
perception that they are lagging behind, positive enforcements may also occur for lowly ranked
individuals. Thus, individuals who have the highest (lowest) position within the leaderboards
may perceive positive feelings of reinforcement, and might therefore be most motivated to
become physically active. Individuals with mid-level rankings should have lower physical
activity intentions compared to those at the top or bottom of the leaderboard. We therefore
propose a U-shape relationship for the variables under consideration.

Research Design, Methodology, and Data Analysis

We employed an online experimental design to manipulate the leaderboard ranks and to assess
their potentially curvilinear effects on physical activity intentions. Participants were asked to
read a manipulated leaderboard that has 16 different positions of rankings (1, 2, 3, 4, 5, 10, 19,
25, 41, 47, 63, 69, 79, 85, 86, 87, and 88) and 88 full ranks. For each of the 16 different
conditions, participants’ position was indicated on the leaderboard as “YOUR POSITION”.
Names on the manipulated leaderboards were female for a female person and male for a male
person to rule out gender effects.

We utilized a quota sampling approach (e.g., equal age and gender groups) and recruited the
participants via Amazon MTurk by financial compensation. We aimed for 100 participants for
each of the 16 rank conditions. In total, we recruited 1,585 participants (Mcondition = 99, SD =
2, ranging from 96 to 102 participants). Participants had a mean age of 50 (SD = 13) and a
balanced gender distribution (50% female).

The dependent variable is physical activity intention, a single-item question referring to the
next seven days. The independent variable are the 16 conditions of rankings. As control
variables, participants indicated their prior physical activity levels, adoption of apps and
leaderboards, and demographics.

Results and Discussion
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We conducted a descriptive visual inspection of the z-score (calculated by “(x—
mean(x))/sd(x)”’) of participants’ physical activity intentions across the 16 manipulated
ranking conditions within leaderboards. We found an initial U-shaped distribution, with the
highest physical activity intentions for ranks 1 (M = 0.54, greater than the mean), 87 (M =
0.38), and 88 (M = 0.29), and the lowest for ranks 63 (M = -0.46, less than the mean), 69 (M =
-0.42), and 79 (M = -0.42). Additional ANOVA and post-hoc tests with Bonferroni correction
confirmed the condition differences and the robustness of the U-shape (not reported).

We applied the generalized additive model to assess the hypothesized U-shaped relationship
between relative positions within leaderboards and physical activity intentions. In addition to
the traditional approach, the generalized additive model can flexibly and better model
nonlinear relationships by using smooth functions, which are strictly additive (Hastie et al.,
2009). After controlling for all other variables, we observed a significant U-shaped smooth
effect of different conditions on physical activity intentions (effective degrees of freedom =
6.68 [(e.g., EDF of 1 is linear, higher EDF for more wiggly curves)], F = 11.10, P < 0.001;
Adjusted R? = 0.48). In particular, the smooth effects were highest for ranks 1 (s = 2.4, by
assuming other variables are at their average value) and 88 (s = 2.3), and lowest for rank 69 (s
= 1.5).

Conclusion, Contribution and Implications

The present study is an initial investigation of the effects of relative positions within
leaderboards on consumers’ physical activity. The findings contribute to deepening an
understanding of the relative positions of a unique gamification element of leaderboard on
health behaviors, by challenging the conventional linear relations. Practically, the findings
provide implications for health professionals and gamification system designers, in regard to
when and how leaderboards can be implemented in various contexts to engage consumers.
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1. Aim and Research Questions

The current study will use Self-determination theory and the Exercise Motivation Inventory-2
to examine pickleball. The purpose of this study is to explore motives and behavioral intentions
related to pickleball participation. Three research questions address this aim:

RQ1. What motives prove most salient to pickleball participation?

RQ2. What motives help predict future intentions related to pickleball participation?
RQ3. What participation clusters help to explain pickleball participation?

2. Theoretical Background and Literature Review

Pickleball represents one of the fastest growing sports in North America, and its reach has
expanded across the globe at an exponential rate (Sports and Fitness Industry Association,
2022). The sport has proven easy to learn, while having lower barriers to entry and wide appeal
across age groups (Greenberg, 2022). Mass media coverage of the sport continues to proliferate
with TV broadcasts, social media, and podcasts dedicated to pickleball. Yet limited academic
research has explored the sport in-depth, including reasons for its expansive popularity and
participation rates.

Self-determination theory (SDT) provides an avenue to examine pickleball in greater detail.
SDT helps to explain intrinsic motivations (competence, achievement, experience) and
extrinsic motivations (monetary gains, status) for engaging in various behaviors as well as a
motivation for not participating (Deci & Ryan, 2000). The theory suggests that individuals
seek the fulfillment of motives, and they select and engage in behaviors that help to achieve
those motives. SDT studies examining sport, physical activity, and exercise have used the
Exercise Motivation Inventory-2 (EMI-2) to better understand reasons for participating in
these activities (Ingledew & Markland, 2008). The EMI-2 addresses an array of related
participation motives, including challenge, health pressures, social recognition, stress
management, and weight management (Ingledew & Markland, 2008). A subset of these studies
has also explored the role of age in participation and identified similarities and differences in
motives based on age and other variables (Rodrigues et al., 2022).

As noted above, limited research has focused on pickleball participation, and none have used
the EMI-2 to explore motives related to this activity. The current study addresses this research
gap by leveraging the EMI-2 to collect data from pickleball participants. Additionally, much
of the previous pickleball research focused on older participants (e.g., Casper et al., 2021).
Given the spread of pickleball participation across generations, understanding the potential
effects of age on this participation becomes increasingly important.

3. Research Design, Methodology and Data Analysis

The study will use survey design to collect data from current pickleball participants ages 18
and older. Surveys will be distributed to participants through the organizational and social
media channels of local pickleball clubs and facilities.

Study participants will be asked to complete the survey using Qualtrics. The survey instrument
will include the complete EMI-2 with its 51 items across 14 sub-scales, measuring stress
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management, revitalization, enjoyment, challenge, social recognition, affiliation, competition,
health pressures, ill-health avoidance, positive health, weight management, appearance,
strength and endurance, and nimbleness. Additional survey items will address future intentions
to play pickleball, watch pickleball, and purchase related merchandise. The survey will also
ask respondents about their participation with length of time playing the sport and number of
days and hours played per week. Demographic items will include age, gender, race and
ethnicity, relationship status, education level, and household income.

Multiple regression will be used to address RQ1 and RQ2 by analyzing how intrinsic and
extrinsic motives predict pickleball participation and future intentions to engage in pickleball
activities (i.e., playing, watching, and purchasing), respectively. Cluster analysis will be used
to address RQ3 by examining intrinsic and extrinsic motives in conjunction with participation
and demographic variables to develop participation profiles. [The researchers will have the
results by the time of the conference].

4. Results/Findings and Discussion and 5. Conclusion, Contribution, and Implication

The results of the study will offer theoretical implications such as expanding the use of EMI-
2 to an emergent niche sport, exploring potential multigenerational similarities and differences,
incorporating behavioral intention variables, and using cluster analysis to further investigate
participants. Practical implications stemming from this research include gaining a better
understanding of why people play pickleball and what potential outcomes result from their
participation. Practitioners can use this information to develop tailored and targeted marketing
campaigns to reach users both old and young to continue participation in the sport.
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Aim and Research Questions

The purpose of this study was to 1. investigate physical activity (PA) patterns (activity and
group size) in two US residential neighborhoods during 2020 and 2021; 2. examine physical
activity patterns while controlling for known correlates (day of week/temp/weather) during the
COVID-19 pandemic.

Theory and Literature Review

In March 2020 as the SARS CoV-2 virus spread, governments issued ‘stay-at-home’ orders to
protect public health. In many communities, PA outdoors was designated an essential activity
recommended for physical and mental health (Razani et al., 2020). To guide the investigation,
we adopted the theoretical lens of positive psychology, notably the links among subjective
well-being (SWB), social interaction, leisure-time physical activity (LTPA), and life
satisfaction (Diener & Ryan, 2009; Wiese et al., 2018). Ding et al (2020) found that community
interest in PA increased significantly following the initial stay-at-home orders. In a survey of
Chinese urban residents, Li et al (2022) found that 80% used their neighborhood green space
for PA and that resident social cohesion was associated with promoting mental health. Social
cohesion and support may also be related to PA in neighborhoods as being outside exercising
increases the probability of meeting others and building relationships (Li et al., 2022). Chen et
al (2021) found that neighborhood social support helped to buffer the effects of stress and
promoted coping and psychological wellbeing.

Research Design and Data Analysis

A systematic observation protocol was employed in US residential neighborhoods in Florida
(FL) and Minnesota (MN). Trained observers were unobtrusively positioned to view a
150ft/45.7m ‘observation zone’. The same zone was used throughout the data collection. Unit
of analysis was ‘group” i.e., one or more people together. Only one group in the zone was
observed at a time and behaviors recorded on a standardized data sheet. Observations occurred
2020: March 31 to Sept 12" and April 111" to May 27 MN; 2021: April 4" to June 1% FL
only; on weekdays and weekends during four-time blocks (sunrise-9:59am, 10:00am-1:59pm,
2:00-5:59 pm, and 6:00 pm-sunset) and observed between one and two hours. Activity (e.g.,
walk, bike, run), group size, temperature, weather (e.g., sunny/cloudy/precipitation), start/end
time were recorded. Given this methodology, we were unable to accurately count total numbers
of people participating in PA in each neighborhood. We used observed group size as a proxy
for the number of people participating in neighborhood PA. Data were analyzed using SPSS
26 Descriptive Analysis, Cross-tabulation, Correlation, and Analysis of Covariance
(ANCOVA).
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Results and Discussion

In 2020, N=521 Physical Activity observations were recorded, n=342 FL and n=168 MN.
Activities: Walkers (n=233); dog walkers (n =89); cyclists (n =64), runners (n=27), strollers
(n= 15) mixed activity (n =76). In 2021, N=95 FL. Activities: Walkers (n=51); dog walkers (n
=18); cyclists (n =10), runners (n=1), strollers (n=12) mixed activity (n=3). Chi-square
revealed that activity type was correlated with years (X? (6, N=616) =33.562, p<0.001). The
only activity type that saw a correlation between group size and pandemic year was walking
(X2 (3,N=284)=10.957, p=0.012). Specifically, larger group sizes were observed in 2020 than
2021. Next, we used an ANCOVA to explore common correlates of PA to attempt to further
explain the increase in PA participants in 2020. Controlling for starting and ending
temperatures, and weather, results indicated that walker’s group size was strongly correlated
with the year (2020 beta ~.6 compared to 2021); and moderately correlated with state, where
more FLs than MNs went walking (beta ~.4); and weekday/weekend where more people
walked on weekends (beta ~.25).

Conclusion and Implications

The data are suggestive that during 2020 and the initial lockdowns, more people were engaged
in PA, primarily walking. The group sizes of other activity types were not impacted suggesting
that residents not only sought outside PA, but also PA that facilitated social interaction. Since
stay-at-home-orders restricted people’s social interactions, Li et al (2022) suggested that
interacting with neighbors was crucial to maintaining mental health during this time. Similarly,
our data supports their self-reported data as more residents in both states were observed
engaging in PA where they could talk. Also, given the importance of PA to wellbeing during
times of crises, walkable neighborhoods that afford social interaction are essential to promote
SWB (Diener & Ryan, 2009). Wiese et al (2018) found that LTPA and SWB combined are
significantly associated with positive affect and life satisfaction, but not negative affect. As
such, access to safe spaces and neighborhoods where people can exercise and interact is
particularly important during a public health emergency and is a key recommendation
(Kennedy et al, in press). Theoretically, our findings denote the adaptive nature of SWB and
the role of individual initiative which contrasts with homeostatic theories of well-being. This
is consistent with studies where COVID-specific well-being is associated with PA and traits
such as adaptability and creativity (Horwood et al., 2022).
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Aim and Research Questions

In recent years, the increasing visibility and prevalence of human brand activism, especially
on digital engagement platforms has challenged the notion that sport remains apolitical.
Through their brand activism, human brands are demonstrating the power of sport to promote
change and raise awareness about major concerns. Multiple actors, such as professional
athletes, coaches, managers, club representatives or legends are using their fame, social
standing and media reach on online and offline platforms to draw attention to and advocate for
important social and political issues. Although brand activism has emerged as a relevant topic
in sport management literature, previous research has primarily focused on single case studies
as well as dyadic effects of athlete activism on individual actors, such as fans, media or
sponsors (e.g., Brice, 2022; Rey & Capra, 2023). The purpose of this study is to examine
human brand activism on digital engagement platforms based on a multi-actor perspective.
Drawing on recent literature on brand activism and human branding, this study conceptualizes
a novel Athlete Brand Activism Continuum (ABAC) by identifying different categories of
athlete brand activism and actors involved.

This background leads to the following research questions:
RQ1: Which categories of athlete brand activism can be identified?
RQ2: Which actors are involved in an athletes' brand activism?

RQ3: How can athlete brand activism be conceptualized as a strategic framework based on a
multi-actor perspective?

Theoretical Background and Literature Review

The rise of digital engagement platforms and the development of various social media channels
enables human brands to build, evolve and maintain their brands (e.g., Bredikhina et al., 2022).
The use of their social media profiles empowers human brands to communicate and interact
directly, freely and at any time with multiple actors worldwide (e.g., Doyle et al., 2020). Based
on a multi-actor perspective, this includes various actors, such as fans, sponsors, media, clubs,
associations or other athletes. Professional athletes are increasingly using their brands on social
media to continuously raise awareness about social issues and concerns, and are becoming
more vocal about subjects such as human rights, gender equality, racism, climate change and
sustainability, or LGBTQ+ rights (Jain et al., 2021; Vredenburg et al., 2020). Several scholars
have examined athlete brand activism using single case studies, such as a single sporting event,
like the Olympic Games or a single athlete brand, mainly from the United States. Drawing on
recent literature on brand activism, advocacy and protest as well as human branding from a
multi-actor perspective focused on digital engagement platforms, this study develops an
Athlete Brand Activism Continuum (ABAC) based on a network-oriented framework.

Research Design, Methodology and Data Analysis

This study is based on a multiple case study analysis by applying a multi-method approach to
provide in-depth insights. The multiple case study refers to three major sporting events, the
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Summer Olympic Games in Tokyo 2021, the Winter Olympic Games in Beijing 2022, and
FIFA Wold Cup in Qatar 2022.We followed the research proposal of Jain et al. (2021) as well
as Vredenburg et al. (2020) and examined athlete brand activism from a network-oriented
perspective in sports management. For this purpose, we combined a literature review based on
144 relevant articles with a netnographic approach by observing and examining 48.185
comments on 84 activism posts by a total of 608 German athletes on Instagram. All athletes
participated in one of the three events.

Results and Discussion

The findings indicate the first conceptualization and strategic framework of human brand
activism by introducing a novel continuum. Based on the multi-actor perspective, this study
identifies eleven different actors groups, which are affected by human brand activism.
Furthermore, this study examines four categories of athlete brand initiated activism which can
be distinguished according to the level of actor engagement, ranging from low (advocacy) to
high (protest). These categories differ significantly in terms of various variables, such as
subjects of activism, intent of activism, involved actors, brand meaning co-creation or effects
on personal branding.

Conclusion, Contribution and Implication

This research provides three main contributions to the field of sport management: First, we
apply the multi-actor perspective for the first time in the specific context of athlete brand
activism by identifying different categories and relevant actors on digital engagement
platforms. Second, we extend the so far underrepresented research by introducing a novel
Athlete Brand Activism Continuum (ABAC) based on our multi-method approach. Third, we
mark a starting point for a more comprehensive understanding of brand meaning co-creation
of athlete brands. Moreover, our findings expand brand managers' expertise in brand building
and brand management on digital engagement platforms and add a network-oriented
perspective to previous dyadic relationships. The findings can be applied to other types of
human brands as well as various forms of athletes.
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Aim

This study examines the strategic creation of sponsorship networks, exploring social media
platform TikTok’s use of sport as a driver of content creation, audience attention, and brand
authenticity. As a relatively new entrant into the sponsorship industry, TikTok’s approach to
partnership development and activation provides a unique perspective into sponsorship
network creation and engagement.

Literature Review

The study of sponsorship networks is a small yet important subset of the extant sponsorship
literature. Reflective of the integrated nature of sponsorship relations and the discrete decision-
making practices involved in sponsorship network creation and collaboration, sponsorship
network research has afforded important insight into the strategic, multilateral, multiple-
stakeholder perspective of sponsorship embraced today. Cobbs (2011), notably, pioneered this
line of research, employing network analysis to explore relationship marketing within
sponsorship agreements. His findings emphasized the roles played by cohesion, social capital,
power, and growth and sponsorship portfolio development and maintenance. Subsequent
research into sponsorship networks (e.g., Burton et al., 2020; Chadwick et al., 2022) has
highlighted the geopolitical motivations behind sponsorship illustrated through network
creation through the lens of structural and relational embeddedness (Granovetter, 2017).

Indeed, the application of network theory to sport marketing scholarship has emerged as a
valuable means of exploring relations and engagement with multiple stakeholders. Schyvinck
et al. (2022), for example, employed social network analysis to investigate cause-related
marketing strategies; their findings noted that actor type and role within CRM networks
informed partner integration. Similarly, Naraine (2019) adopted a social network analysis
approach to examine the social media following of professional sports organizations,
suggesting that social interactions and relationships bear significant structural characteristics
and commonalities, meriting further study.

The examination of sponsorship networks as a means of investigating partner embeddedness,
strategic integration, and sponsor objectives, thus presents a potentially valuable extension of
present sponsorship research. This is particular importance in the context of social and digital
media. Whilst a myriad studies into sponsor activations on social media in recent years have
contributed to our understanding of the marketing potential of such platforms, little research
to date has explored the platforms themselves as brands. Given the increased role digital
content hosts and creators now play in sport marketing, broadcasting, and sponsorship
activation, understanding better social media brands as discrete marketing channels unto
themselves is invaluable.

Methods

To examine TikTok’s growing strategic sponsorship portfolio, a social network analysis of the
brand’s partnerships and investments in sporting properties was undertaken. First, a document
analysis of press releases, news publications, corporate filings, and trade journals was
conducted to construct a database of TikTok’s official partnerships alongside pertinent
structural details about the agreements, such as the duration of the partnership, the nature of
sponsorship, the brand’s stated aims, and key assets exchanged. In total, approximately 375
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documents were reviewed and analyzed, yielding a preliminary database of 27 official
partners. This analysis only featured and included sports properties (e.g., teams, leagues,
competitions) and excluded individual athlete or influencer agreements, and placed specific
emphasis on official sponsorship agreements, rather than merely official brand accounts.

Upon completion of this document analysis, a social network analysis of the brand’s
sponsorship portfolio was conducted using data visualization software Gephi, allowing for an
in-depth look into the discrete relationships developed and the global strategy behind TikTok’s
sponsorship activities.

Findings

The study’s results suggest that TikTok’s partnership strategy and selection process is
informed by three central objectives: (i) sport as geopolitical tool for global relations and
expansion; (ii) sponsorship activation as a vehicle for content creation and curation; and (iii)
content integration. The resultant structural embeddedness of the brand’s partnerships,
alongside the varied breadth and diverse scope of sponsorship relationships developed, suggest
that TikTok’s sponsorship portfolio fulfill multiple objectives — both strategic and geopolitical.

Conclusions

The results uncovered in this analysis of TikTok’s sponsorship activities extend sponsorship
network scholarship and provide renewed perspective into the strategic and relational
considerations taken by brands when engaging in corporate partnerships. Particularly given
the brand’s complicated legal status in many Western countries, TikTok’s strategic use of sport
sponsorship as both a geopolitical and content-creation tool is informative for future research.
As more social and digital media brands enter into the sponsorship arena (such as Spotify’s
partnership with FC Barcelona), understanding the unique strategic and structural
considerations behind content economy partners is imperative.
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Aim and Research Questions

In a backdrop of changing fandom in which younger generations of fans are distancing
themselves from football, web3 or blockchain technology presented itself as a potential
solution to the fandom issues and their financial implications they bear for sports organisations.
Fan tokens, operating like virtual shares of sport organisations were quickly adopted within
the sport ecosystem, with six UK football clubs promoting them as a fan relationship marketing
tool for their younger and technologically savvy fans. Fan tokens were nevertheless also met
with severe criticism by the sport industry, with the Football Supporters Association advising
against them. In this study, we focus on fan token consumers in order to investigate the
following question: Are fan tokens a new relationship marketing tool or a new investment
opportunity for football fans?

Theoretical Background and Literature Review

Fan relationship marketing or nurturing and maintaining meaningful and profitable
relationships between sport teams and their fans is widely considered the ‘holy grail” for sport
teams, in order to achieve commercial success (Abeza et al., 2013). Sports are considered
privileged in terms of fan relationship marketing, due to the deep connections and emotional
commitment that fans have with them (Apostolopoulou & Papadimitriou, 2018), thus allowing
them a particular advantage in terms of how committed their fans / consumers are to them.
Team identification is indeed considered important in terms of fans’ behaviour, with highly
identified fans being more likely to consume products produced by sport teams, and thus
purchase their favourite team’s merchandise (Wann et al., 2001). Purchasing these allows for
an enhancement of their sense of connection with the team (Gwinner & Swanson, 2003) and
indeed further feeds into the identification they can feel (Apostolopoulou et al. 2012). If sport
merchandise have indeed important and multiple meanings for their consumers
(Apostolopoulou et al. 2012), then here we investigate how are fan tokens viewed by their
consumers.

Research Design, Methodology and Data Analysis

Data collected through 10 focus groups with a total of 60 fan token consumers were used for
this study. The focus groups were conducted in person in the UK between June and November
2022, and were recorded and transcribed. All data were analysed manually following a
thematic analysis protocol without any a priori codes (Braun and Clarke, 2006).

Results/Findings and Discussion

The analysis revealed the existence of a wide divide in the individuals using fan tokens. On
the one hand, the fanatics were the most popular consumer category, capturing those who
viewed fan tokens as a means of feeling closer with the club they support and through which
their voice mattered. Fanatics purchased fan tokens as they would with any merchandise sold
by the club, as a form of habit and loyalty. These fans also appreciated the novelty of web3
and as such praised the clubs for engaging with this technology, while being indifferent to the
criticism fan tokens have received.

On the other hand, a smaller part of the fan token consumers would fall under the investors
category, describing those engaged with fan tokens not purely due to their loyalty with the
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clubs, but predominantly as a potential investment. The investors argued that purchasing fan
tokens did not improve their relationship with the clubs, with some purchasing fan tokens of
clubs they did not support, and all highlighting that they did not engage with the voting
capability they were provided with. The web3 trend was also quoted as a reason for their
purchase, with the potential profit of reselling the fan tokens being considered the main reason
why they became fan token consumers.

Conclusion, Contribution, and Implication

Through this study insights to this novel application of blockchain technology in sport are
provided, by shedding light on how fan token consumers perceive them. As such, it is revealed
that on the one hand, fanatics consume fan tokens as a way of self-expression and identification
with the team they support, as previous research on sport merchandise has argued. For fanatics,
fan tokens enhance their connection with the favourite team and create a dialogue with it which
was not possible before the introduction of web3 technology.

It is revealed however that on the other hand, another category of fan token consumers exists,
capturing those who view fan tokens as an investment opportunity and not as a fan relationship
marketing tool. For the investors, attachment with the team is not required, and engagement is
not pursued. Instead, it is the potential for profit from this novel technological advancement
that is driving their consumption, revealing a type consumption that has yet to be captured by
existing research.

This exploratory study, despite its limitations, is the first to reveal these two categories of fan
token consumers’ perceptions, potentially paving the way for future research in this rapidly
developing area.
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Aim and Research Questions

Sustainability has become an increasingly important theme in the sport management field and
in academia in recent years. There is largely consensus in the sports business that sustainability
will also continue to grow in relation to sports sponsorships, both from the sponsors’ and the
sponsees’ point of view (Cornwell, 2023). While many sponsors and sport organisations have
implemented measures to act in a more sustainable way, it is largely unknown what this means
for sport sponsorships. A holistic consideration of the economical, ecological and social issues
regarding sustainable sport sponsorships is missing to date. The present research aims to
advance the knowledge of what characteristics are associated with sustainable sport
sponsorship and what factors determine its success.

Theoretical Background and Literature Review

Sustainability and corporate social responsibility (CSR) have in common that both concepts
build on the three pillars of environmental, economic and social aspects (Madzik et al., 2018).
While there is some research on CSR and sponsorships in sport, which predominantly focuses
on the social dimension (Walzel & Schubert, 2018), there is a very limited research on
sustainability and sport sponsorship and more importantly, no clear understanding of what
characterise sustainable sport sponsorships holistically in terms of environmental, economic
and social aspects.

Research Design, Methodology and Data Analysis

Due to the exploratory nature of this study, we opted for a qualitative research approach and
used semi-structured individual in-depth interviews, which facilitates an intensive discussion
with the interviewees as well as grasping new aspects in this context. In total, we conducted
13 in-depth interviews with representatives from five different stakeholder groups: three
individuals representing the sponsors from different industries (bank, automobile and
supermarket chain), three representatives of sponsees (two sport clubs, one national sport
federation), two senior managers from sponsorship service providers, four sport consumers
with different sport backgrounds and one elite athlete.

Results/Findings and Discussion

We identified eight characteristics that describe sustainable sport sponsorships. Following the
three dimensions of sustainability (environmental, economic, social), four characteristics can
be summarised under the economic dimension of sustainability (long-term horizon /
perspective, independency of individual sponsors, good governance practice, credibility and
authenticity). Another three (promoting sport and its values, responsibility for sport and
athletes, mutual partnership with benefits for society) fall under the social dimension of
sustainable sport sponsorship and the environmental dimension is represented by one
characteristic: ecologically friendly implemented sport sponsorship.

Conclusion, Contribution, and Implication

The present study explored the understanding of sustainability and sport sponsorship in a
holistic way by considering a good number and variety of stakeholders involved. The results
extent the knowledge what characterises sustainable sport sponsorships and what factors
determine their success. While previous research focused on the social and environmental
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aspects of sustainability in terms of sport sponsorships (Cornwell, 2020; Close Scheinbaum et
al., 2019), this study also identified relevant economic criteria.

For this study, we only invited sponsorship stakeholders from Germany to the interviews,
which limits the generalisability of the results. Furthermore, the characteristics and criteria
identified might not be relevant for all sponsors and sponsees or to different extent, because
the sport sponsorship market is very diverse with a huge variety of sponsors and sponsees with
different aims and objectives.

However, the results help sponsorship managers in companies with a sustainable oriented
management approach to align their sponsorship activities in sport in a more sustainable way
and to contribute to the company’s perception of a sustainable organisation. Additionally, they
can use the findings to develop ideas how they can implement sponsorships in sport for
contributing to the sustainable development goals. Furthermore, the findings are also important
for sponsees in the way, what they can do to be attractive for sponsors which focus on
sustainability and how they can increase sponsorship outcomes for the sponsors in times where
sport consumers becoming more and more sensitive for sustainability themes.
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Aim and Research Questions

The aims of this study were to explore the motivation and behaviours of ambassadors in
community sport for women and girls.

Theoretical Background and Literature Review

Although there have been improvements in how sport for elite women’s sport is being
marketed, there is important work left to do at community level. It is time to consider an
alternate approach to understanding how community sport for women and girls is being
promoted and by whom. We know that marketing functions often informally feature within
established roles in community sport (i.e., administrators, managers, coaches), but how
individuals in these and other roles particularly serve as marketing agents to develop
community sport for women and girls has yet to be explored. Ambassadorship is an appropriate
lens to consider this.

Ambassadors provide a credible testimony of distinctive character and can influence others
(Andersson & Ekman, 2009). The literature to this point has focused mostly on paid
ambassadors (e.g., Turner, 2017) who often quite narrowly represent products and brands. This
doesn’t quite capture the ambassadorial role in community sport. In sport contexts,
ambassadors carry out a broader selection of important marketing functions including
produce/service design, implementation, promotion, information sharing and more. Also, not
all ambassadors in community sport are paid.

In a previous phase of this wider research project (manuscript in development),
ambassadorship in community sport was defined and five ambassadorial types were
conceptualised. Typologies are an avenue for researchers to define and explain specific
elements or variables that will be part of their research (Collier, Laporte and Seawright, 2008).
The definition and development of the typology involved a review of the literature and in-
depth interviews with eleven experts across community sport, development roles within sport
organisations as well as community sport marketing researchers.

From that work, the following working definition has been adopted: An ambassador in
community sport is a relatable and credible person in a position of influence. They are
intangible assets performing a variety of marketing functions on behalf of the wider sport
community.

The five ambassador types are: Prominent Stalwarts (long-term, multi-dimensional
engagement), Athlete Advocates (credibility based on performance), Grassroots Champions
(high-impact local volunteers), Within Vocation (paid sport development roles), and Male
Allies (enduring focus on developing women and girls’ community sport).

The next step to advance this area of research is to better understand motivations and
behaviours of community sport ambassadors, an approach which aligns with the Job
Characteristics Model (Hackman and Oldham, 1975). Understanding this ubiquitous but
understated role will allow sport organisations to create conditions in which ambassadors
thrive and the wider sport benefits.

Research Design, Methodology and Data Analysis

Seventeen individuals from across the five ambassadorial types were interviewed in a semi-
structured format. The context of this study (and the wider research project in which the
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definitional and conceptual work took place) is women’s basketball in New Zealand. An array
of stories and rich content were presented when interviewees were asked to outline motivation
for their ambassadorial work in basketball as well as specific behaviours to develop community
basketball. It was clear that although not every interviewee necessarily thought of themself as
an ambassador, the important work they do reflects their role as a marketing agent for the sport.
The interview transcripts were explored using reflexive thematic analysis, generating codes
and conceptualized patterns of shared meaning (Braun et al., 2014).

Results/Findings and Discussion

Numerous important themes were evident from the analyses of interview transcripts. One each
related to motivation and behaviour is described below and others will be put forth in the
presentation.

Almost each interviewee articulated that their engagement in community girls’ basketball was
fuelled by a desire to share their passion and create a pathway for others to develop the same.
One noted that “...it’s just the love of the game... a lot of girls.. love the game, but don’t quite
know where to go or who to go to”.

An overarching sentiment from the interviewees as it related to their behaviour was the notion
of approachability and how that shapes their ambassadorial activity: “...a five minute
conversation... can impact a young kid and inspire them” Another noted that “letting them
know that they have someone they can reach out to is more important than anything”.

Conclusion, Contribution, and Implication

This study is an important follow-on to the definitional and conceptual work on community
sport ambassadors that preceded it. These ambassadors report common motivation and
behaviour for which systems and processes can be structured around. It is in the interest of
sport organisations to create a community in which ambassadors of women and girls’ sport
flourish.
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Women's football is experiencing rapid growth, and athletes benefit from lucrative potential
of social media for earning income off the field. Establishing a strong athlete brand plays a
pivotal role in maximizing athlete monetization opportunities (Kunkel et al., 2021). Despite
the frequent club transfers observed among European women's football players between
seasons, and the corresponding growth of their social media following, the impact of these
transfers on personal brand development remains largely unexplored.

Two main factors likely contribute to the change of social media followers. First, athletes
transferring to another club is considered newsworthy, widely covered by mainstream media
and social media outlets, increasing the salience of the athlete in consumers’ mind and bringing
exposure to the athletes’ social media profiles. Second, social identity theory indicates
individuals form positive associations toward members of their in-group (Tajfel & Turner,
1979). When athletes become part of a team, they are included in the in-group, resulting in
positive attitudes and behavior from fans (Lock & Funk, 2016) of the new team. This
understanding is crucial for athletes’ brand growth as fans actively support and engage with
new members of their in-group (i.e., athletes who join their favorite team; Su et al., 2020). At
the same time, athletes leave an existing in-group consisting of fans of their previous team.
Given relative scarcity of research on women's sports in comparison to male counterparts, we
examined how changing clubs in women's football influences athletes’ social media following.

Methods

We collected public Instagram data of 1061 women’s football players competing in five first-
tier European leagues (England, France, Germany, Italy, and Spain) twice over a one-year
period (June 2021-June 2022). We obtained the number of Instagram followers of athletes by
web scraping and recorded their respective team and league affiliations. We further collected
the number of Instagram followers of the former and new team and whether the athlete
competed in national team games. We log-transformed the follower changes and used linear
regression to examine the data.

Results

A linear regression demonstrated a positive relationship between transfer-related factors and a
change of social media followers (F(4,1052)=25.35, p<.001, R*=.09). Results show that
transferring to a new team (f=.12, r=4.19, p<.001) was a significant predictor of social media
follower growth, even when controlling for the social media followers of athletes' 2022 club
(p=.22, =7.20, p<.001), playing in national games (f=.15, =4.84, p<.001). However, social
media followers of athletes' 2021 club (f=-.04, r=-1.43, p=.153) was not significant. These
results suggest that transferring teams was associated with 13.2% increase in the followers,
indicating that transferring to a new team has a notable impact on the change in social media
following.

Discussion

Results indicate athletes who transferred experienced a greater increase in social media
followers than athletes who did not transfer. This increase could be attributed to various
factors, such as heightened exposure due to playing for a new team, acquiring a new fan base,
or receiving more media coverage. This demonstrates that the positive impact of joining a new
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in-group outweighs the negative impact of leaving an existing in-group, contributing to our
understanding of social identity theory in the context of transferring. A possible explanation
may be that team fans who followed the athlete during their tenure with the team developed a
connection with the athlete that extends beyond in-group membership connected to the team.
In addition, athletes transferring to teams with a high number of followers experience increased
social media growth. This may be attributed to the increased exposure ‘big clubs’ receive from
mainstream media or getting exposed to the larger fan base these clubs have through the club's
posts and stories about the athlete.

Interestingly, the control variable of playing in national games indicates the large impact on
the growth of athletes' social media followers. This is likely due to the amplified media
attention national games attract, resulting in increased exposure for athletes and, subsequently,
higher social media following. These findings show multiple other factors beyond transferring
contribute to development of athletes’ social media following.

Conclusion

We demonstrated athletes who transferred have a larger increase in social media followers than
those who did not transfer. We also found playing in national team games and transferring to
a team with many followers positively impacts athletes' social media followers. This is because
exposure, acquiring a new fan base, and receiving more media coverage contribute to an
increase in social media following.

Athletes and their management teams can make strategic decisions regarding career moves
and branding strategies. Prioritizing participation in national games and joining teams with
large social media followings can be effective strategies for enhancing an athlete's brand
growth and monetization potential.
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Introduction

This study explores the strategic role that values congruence plays in property brand image
creation and communication. The work considers the World Surf League’s (WSL) sponsorship
programme development, seeking to understand better how commercial rights holders employ
sponsorship networks as a source of brand marketing for sports properties.

Literature Review

A sponsor’s impact on an event or rights holder’s image is an important area of sponsorship
scholarship. It has been suggested that consumer perceptions of a sponsor may inform their
impression of or attraction to an event as a product of signaling theory (Walker et al., 2011),
wherein brand knowledge and associations related to the sponsor impart prestige, value, or
legitimacy to the sponsee. The resultant impact on event image and perceived value or size
may be magnified by network effects within a sponsorship programme; concurrent
sponsorships of a property by contributory brands may have a significant effect on event
image, strongly correlated with the joint consumer-based brand equity of the sponsors (Yousaf
et al., 2018).

The development of sponsorship networks may thus be an important strategic consideration in
developing sponsee brand identity and image, and in communicating the event or property’s
value. Strategic portfolio creation on the part of sponsors can aid in the creation of a unified
brand image and personality, as well as improved brand meaning (Chien et al., 2011). The
extent to which these findings may apply to sponsees in the development of sponsorship
programmes, however, has not yet been explored. Moreover, the extent to which signaling
theory may apply to diverse brand image components beyond event size or legitimacy merits
greater study. Property-owned cause marketing, for example, has been shown to positively
impact sponsor involvement (Irwin et al., 2003). For those properties for whom brand values
and corporate social responsibility may play important roles in the sponsorship decision-
making process, the role that sponsors may play in communicating such values is an important
consideration.

Methods

To examine rights holders’ use of sponsorship networks in brand image creation and
communications, the WSL was chosen as an exemplar case. Niche sports organizations afford
corporate partners improved access to target audiences as well as distinct and highly
differentiated brand identities and market orientations with which to align (Greenhalgh &
Greenwell, 2013). Moreover, signaling theory is of particular importance for niche sports
properties, for whom sponsor procurement may play a significant role in communicating the
event or property’s size (Greenhalgh & Greenwell, 2013). The WSL are actively involved in
cause marketing through their One Ocean campaign and have prioritized values congruence
and environmental advocacy in securing new sponsors, providing a new lens through which to
investigate signaling theory.

To explore the WSL’s sponsorship programming, a document analysis of all sponsorship
announcements, corporate communications, press releases, and trade publications for the
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period 2020-2023 was undertaken, resulting in approximately 375 documents analyzed by the
research team. In total, the study’s sample included 51 current partnerships agreed or
announced over a four-year period. The research team then collated all partners into a database
of WSL sponsors, including the sponsor, type, year of partnership creation, stated sponsor
values, and partnership objectives, facilitating a social network analysis of the WSL’s
sponsorship programming (cf. Cobbs, 2011). An ego network was created, with the WSL, its
continental associations, One Ocean, and the WSL’s sponsors serving as nodes, and the
relationships between entities as edges. The relationships between sponsors and the WSL were
then qualitatively examined drawing on sponsor values, communicated strategy, geolocation,
and partnership objectives to explore the WSL’s network of sponsors and the role that values
may play as signals of the WSL’s brand identity.

Findings

The WSL’s network of partners suggests that the property has placed strong emphasis at the
global level on aligning with brands based around cause orientation. In so doing, the WSL
have prioritized values alignment and environmentalism in their sponsorship dealings, using
cause espousal and advocacy as a signaling cue for consumers. The WSL have additionally
sought out strategic regional partnerships reflective of the competition’s host countries and
environments as a means of driving authenticity and engaging with local stakeholders, often
at the expense of category exclusivity. Finally, the property’s network of sponsors highlights
their use of partners to communicate prestige and scale, as the property has secured major
investment from globally recognized brands at both the regional and international level.

Conclusion

Whilst signaling theory has previously been shown to inform consumers’ impression of an
event’s size or worth, the strategic use of sponsorship by the WSL suggests that sponsees may
succeed in leveraging strategic partnership development as a means of articulating values-
based signals or to drive brand image creation. For properties engaged in cause marketing and
corporate social responsibility efforts, therefore, sponsor identity and values congruence may
play influential roles in building sport brand image.
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1. Aim and Research Questions

Many companies have supported individual athletes as part of their sponsorship. Although
there have been some studies on the sponsorship of individual athletes from the perspective of
endorsement and athlete branding (Lee et al.,2016; Arai et al.,2014), most of those studies
have examined the impact on potential consumers. Even in studies examining the effects of
sports sponsorship on employees (e.g., Demirel et al., 2018; Edwards, 2016), the sponsored
subjects are typically teams or events, and the impact of individual athletes' sponsorship has
yet to be adequately explored. What are the employees' perceptions of companies that sponsor
individual athletes, and how does it impact them? This study aims to investigate the effects of
sponsorship on organizational identification among employees of companies that sponsor
individual athletes from the perspective of internal marketing.

2. Theoretical Background and Literature Review

In sponsorships, companies expect the unique image of a sport, team, or athlete to transfer to
their brand. One of the most studied factors that affect sponsorship mechanisms is image
congruence between the sponsor and the sponsored entity. Sponsor fit, which refers to the
congruence of the image of both parties, is considered an essential theoretical concept for
increasing sponsorship effectiveness. Previous studies have identified brand knowledge,
involvement, experience, loyalty, and attachment to the sport and athlete as antecedents of
sponsor fit (Speed & Thompson, 2000). Therefore, sponsor fit, as perceived by the sponsoring
company's employees toward the company and the athlete, is an essential factor to consider
when evaluating the effectiveness of sponsorship.

Organizational identification is a specific form of social identification that refers to how
individuals perceive themselves as members of a particular organization. Research has shown
that organizational identification affects various work-related attitudes and behaviors (Riketta,
2005). To determine the impact of corporate sponsorship of individual athletes on employees'
organizational identification, we tested seven hypotheses related to identification with the
athlete, sponsor fit, attitude toward sponsorship, brand commitment, and organizational
identification.

3. Research Design, Methodology, and Data Analysis

An online survey was administered to employees of Company A in July 2021. Specifically,
employees were invited to participate via email notifications sent through the company's
intranet system. To clarify the impact of company sponsorships for individual athletes on
employee organizational identification, this study focused on the relationship between
Company A and a Japanese male canoeist, an athlete supported by Company A. Company A
operates a portal site for human resource information services under Brand X. In this study,
we asked participants about their brand knowledge and commitment to Company A's core
business, Brand X.
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4. Results/Findings and Discussion

We collected a total of 365 survey responses and conducted the analysis using 350 responses
after excluding 15 respondents who did not recognize that Company A was supporting the
athlete. The sample used in the analysis of this study consisted of 221 males, 126 females, and
three respondents who chose not to answer, with an average age of 30.17 years (SD = 5.90).
The average length of service with Company A was 5.59 years (SD = 4.56).

As the hypothesized model was tested using structural equation modeling, the hypothesis
model fit the data well (y2/df = 3.246, RMSEA = .080, CFI = .93, TLI = .91), and all
hypotheses were supported. This result confirms the impact of corporate sponsorship of an
individual athlete on the organizational identity of employees working for the company. When
employees of the sponsoring company perceive a match between the company and the athlete,
it significantly impacts their attitude toward the sponsor (f = .60, p < .001) . Therefore,
companies must choose individuals consistent with their corporate image when considering
support for individual athletes. Attitudes toward sponsorship also significantly positively
affect brand commitment (f = .20, p <.01) and organizational identification (f = .16, p <.05),
suggesting that it is adequate to incorporate a wide range of employee opinions.

5. Conclusion, Contribution, and Implication

This study contributes to academic knowledge by providing new insights into the effects of
sponsorship from an internal marketing perspective. Since organizational identification is
associated with a wide range of attitudes and job performance, corporate leaders should utilize
sports sponsorship to create a sense of cohesion and unity among employees.
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Research Objectives: The Premier League (PL) has achieved acknowledged success with
respect to an established global brand nowadays. To improve the profitability in the Chinese
market, the PL should build effective brand strategies promoting Chinese consumers’
cognitive and affective responses toward this sport brand in a more positive way. However,
the existing measurement scales of brand equity designed for either generic or sport industries
may not be fully applicable to the Chinese market of the PL. For instance, the stadium and
concessions related items in Ross et al. (2008) are not relevant to the Chinese market as few
Chinese consumers can attend the PL games in stadiums. On the other hand, Chinese
consumers’ cultural characteristics, such as perceived esteem from groups (Filieri et al., 2019),
have not been acknowledged in the existing scales. Therefore, this research aims to develop
the PL brand equity measurement model which is specifically suitable to the Chinese market.

Literature Review: Grounded on Keller’s (1993) concept, this study defined brand equity as
Chinese consumers’ cognitive and affective responses towards the PL, encompassing brand
awareness, brand association, perceived quality, and social image. Firstly, brand awareness is
considered fundamental in forming sport brand equity (Ross et al., 2008) and highly
determines the PL clubs’ brand equity in China (Bodet & Chanavat, 2010). Secondly, brand
association plays a significant role in brand equity building in the sport industries (Ross et al.,
2008) and is an influential brand equity dimension in the Chinese service industries (Jung &
Shen, 2011). Thirdly, Chinese consumers’ perceived quality of the PL clubs, such as on-field
performance and achieved success, also determines their perception and evaluation of the clubs
significantly (Bodet & Chanavat, 2010). Lastly, social image, identified by Lassar et al. (1995)
and refers to perceived esteem from groups, was empirically evidenced as an important role in
Chinese consumers’ evaluation of a brand (Felieri et al., 2019). Thus, brand awareness, brand
association, perceived quality, and social image are conceptualised as applicable to the PL
brand equity measurement model.

Method: 366 adult consumers of the PL in China without any restrictions on education
backgrounds or genders were recruited. Outliers were identified using the Mahalanobis
distance at p = .001, resulting in the elimination of 26 responses. For the instrument
development, 52 items were firstly generated from existing measurement scales, such as “I am
proud of being a follower of the PL” (Filieri et al., 2019; Lassar et al., 1995) or self-developed
(e.g., “I am familiar with the PL teams’ Chinese nick names”). Secondly, 15 redundant and
unrepresentative items were removed by expert validation and another nine items were
eliminated by Q-sort analysis. As a result, a questionnaire including 28 items (seven brand
awareness items, six brand association items, eight perceived quality items, and seven social
image items) was prepared for a further analysis. The internal consistency of the measures
using Cronbach’s alpha (>.70) and item-total correlation (> .50) was tested. Furthermore, a
factor analysis was employed to confirm the initially conceptualised factor structure. In EFA,
Bartlett’s test and Kaiser-Mayer-Olkin (KMO) were employed to test if the data are
appropriate for EFA. Furthermore, a principal component analysis was employed to extract
factors with over one eigenvalue, and a direct oblique rotation was utilised to examine the
factor structure.

Results: The items of brand awareness and social image were reliable with the .81 and .85
Cronbach’s alphas, respectively. However, the Cronbach’s values of brand association (.62)
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and perceived quality (.67) indicated that the items were not reliable enough. Thus, item-total
correlations were inspected. Additional three brand association items and four perceived
quality items were removed due to low item-total correlation value. A total of 21 items were
retained for EFA. In EFA, the KMO statistic was .90 and the p-value of Bartlett’s test was
<.001, which was appropriate for EFA. Furthermore, as proposed, a total of four components
were extracted with over one eigenvalue. In the pattern matrix, all brand awareness items, three
brand association items, four perceived quality items, and six social image items loaded on
proposed components. One cross-loading social image item was eliminated.

Conclusions: The EFA revealed seven brand awareness items, three brand association items,
four perceived quality items, and six social image items were acceptable. Furthermore, the
contents of the retained brand association and perceived quality items were narrower than their
definitions, which requires further clarifications of the definitions and new item generations.
This study provides an insight into Chinese consumers’ cognition and affection towards the
PL. Based on the EFA results, further revisions on the factor structures and the measures will
be carried out and tested by another EFA, followed by a confirmatory factor analysis. The full
scale development procedures will be presented at the conference.
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Aim and Research Question

For around 2/3 of voluntary sports clubs (VSCs) in Germany, the financial situation can be
classified as problematic (Breuer & Feiler, 2022). However, a large part of the financial
resources of VSCs is attributed to revenues that cannot be directly influenced (e.g., public
subsidies) or are associated with further liabilities (e.g., membership fees). Accordingly, a
stronger emphasis on sponsorship income and the associated management can be observed as
a functional strategy for increasing club revenues (Hindmarsh, 2020). Current developments
indicate that VSCs have been able to meaningfully increase their sponsorship income in the
recent years (Breuer & Feiler, 2022). Therefore, it can be assumed that professionalization
processes of sponsorship management in VSCs have already been taken place. While the
sponsorship management in professional sports organizations is well investigated (e.g., Dietl
& Schweizer, 2014), the development of sponsorship management in mainly voluntary sports
organizations has not been considered yet. Therefore, how transformative developments of
sponsorship management for VSCs unfold is a "black box" in the current literature. The aim
of this study is to analyze professionalization processes of sponsorship management in VSCs,
which leads to the following research questions: (i) To what extent are sponsorship
management structures transformed during professionalization processes in VSCs? (i) What
underlying (promoting and hindering) factors determine these processes?

Theoretical Background and Literature Review

The only existing sponsorship management process model in VSCs (Hindmarsh, 2020) merely
describes the timing of sponsorship engagements "from inception to end of agreement"
(Hindmarsh, 2020, p. 1), and do not take transformative developments (i.e., how sponsorship
management in VSCs becomes more business-like) into account. To analyze these
transformative professionalization processes, a conceptual multi-level framework by Nagel et
al. (2015) is used. The framework differentiates next to three forms of professionalization
(strategies & activities, people & positions, structures & processes) between causes and
consequences of professionalization, which makes it possible to shed light on the holistic
transformative developments of sponsorship management in VSCs. Such transformative
developments can be driven by external stakeholders (e.g., sponsors), emerge from the VSCs
itself (e.g., financial needs) or be initiated by club members (e.g., key actors). Consequently,
different transformative developments of sponsorship management can have an impact not
only on the VSCs itself (e.g., financial resources), but also on external stakeholders and VSC’s
members.

Research Design, Methodology and Data Analysis:

The analysis is based on a multiple case study design (Yin, 2014), which investigates
multidivisional VSCs in Germany (n=3). When selecting the clubs, it was ensured that the
clubs had certain (contrastive) developments in sponsorship management (e.g., acquisition of
sponsorship staff) and differed in their organizational characteristics (e.g., number of
members). To analyze transformative processes in the sponsorship management of the sports
clubs "from inside-out" in a differentiated manner, data in each club was collected through (i)
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document analysis (e.g., strategy papers, sponsorship reports), (ii) 3-4 problem-centered
interviews with decision makers, and (iii) 1-2 focus groups with club members. The data was
analyzed performing the qualitative content analysis, first with theory-based deductive coding
and supplementary inductive coding, considering specific characteristics and developments of
the mainly volunteer-driven VSCs. For a subsequent determination and visualization of causal
relationships during the transformative processes, the method of visual mapping (e.g.,
Parmentier-Cajaiba & Cajaiba-Santana, 2020) was used.

Results/Findings and Discussion

Results indicate that the transformation of sponsorship management in VSCs is initiated by
the recruitment of competent staff responsible for sponsorship management. Due to the
organizational form of VSCs, even the recruitment of responsible volunteers could be
identified as professionalization. In the multidivisional clubs studied, ex-ante individual
departments managed their sponsorships autonomously, which often led to lack of
transparency and price differences for similar sponsorship services. As part of
professionalization processes, these activities were bundled and managed centrally, which was
accompanied by further developments (e.g., expansion of marketing opportunities). Due to the
fact that the VSCs had limited media coverage, emergent developments of alternative
activation opportunities for sponsors (e.g., team sponsorships) occurred.

In these processes, divergent interests between volunteers and full-time staff made it difficult
to professionalize, which was identified as a key hindering factor. In contrast, key actors, who
drove sponsorship out of their own affinity, were important drivers for professionalization of
sponsorship management in the otherwise rather sluggish transforming VSCs. Overall,
professionalization of sponsorship management contributed to longer partnerships, increased
sponsorship income, and thus diversification of club revenues.

Conclusion, Contribution and Implication

The findings reveal that the professionalization of sponsorship management in VSCs is
characterized by the simultaneous approach of volunteer and paid managers and limited
marketing opportunities due to low media coverage. In addition, transformation processes of
sponsorship management were often associated with complex planned and emergent sub-
processes. Therefore, the findings contribute to the functional control and management of
transformative processes of sponsorship management in VSCs.
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Aim and Research Questions

The aim of the current study was to investigate how athletes present themselves to their
stakeholders when multiple brands (e.g., personal, sponsor, endorser) could be presented.
Specifically, in a niche sport where working with sponsors and endorsers is a significant
financial endeavor for the athlete, how do athletes present their brand amongst the potential
other cooperating brands.

RQ1: Which logos (e.g., personal, endorser, sponsor) do athletes utilize in Instagram posts?
RQ2: Is there a difference in logo utilization based on self-presentation?

RQ3: Is there a difference in logo utilization based on in-season and off-season?

RQ4: Is there a difference in logo utilization between male and female athletes?
Theoretical Background and Literature Review

Self-presentation theory (Goffman, 1959) and signaling theory (Spence, 1973) are utilized as
the theoretical underpinnings of the current investigation. Self-presentation theory has been
used many times in content analyses of athlete brands (e.g., Geurin-Eagleman & Burch, 2016),
as the theory provides clear groupings for the type of content that is posted by athletes.
Signaling theory is used more heavily in athlete logo studies (Pedersen & Williams, 2022),
considering the logo is a communicative tool. These theories provided the framework for how
the researchers examined the projected cooperation between athlete brands and
sponsor/endorser brands. Previous athlete branding studies have examined Instagram posts to
understand the impact of different content types (Li et al., 2021), while other studies have
interviewed athletes to understand their inclination and perceptions of branding (Hodge &
Walker, 2015). This examination, however, utilized the novel approach of logo presence
within athlete Instagram posts to understand which brands athletes are deliberately
incorporating and tying their brand to.

Research Design, Methodology and Data Analysis

A content analytic approach was utilized to explore the research questions. The top 25 male
and female disc golf athletes based on official Professional Disc Golf Association (PDGA)
rankings at the end of the 2022 season were used as the sample for this study. Professional disc
golf athletes were chosen given the number of female and male athletes that currently have
personal logos, in addition to their commitment to branding (Woods et al., 2022). The athletes’
10 Instagram posts (or fewer for athletes that did not post 10 pictures since the 2022 season)
before and after the start of the 2023 season were collected, thus providing the sample of social
media posts by males (n = 357) and females (n = 329). Excluding video content, but including
pictures that were presented in Instagram carousels, a total of (n = 1,396) observations were
recorded and collated. The pictures were examined for the presence of an athlete logo, an
endorser logo, a sponsor logo, or any combination or absences of those brand marks. Pictures
were also categorized based upon the perceived self-presentation of the athlete. Results were
then analyzed using paired sample t-tests in SPSS 27.

Results/Findings and Discussion
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The study revealed numerous findings related to how niche sport athletes, both those who have
personal logos and those who don’t, choose to present brands on their Instagram accounts.
While no significant difference was found between females and males in their athlete logo
usage once the season started (¢ (15) = 1.332, p = .21; ¢ (19) = 3.09, p = .53; for females and
males, respectively), male athletes sustained a higher level of personal logo usage (9% before
the season compared to 18% during the season) than female athletes (6% to 4%). Additionally,
male athletes posted significantly fewer images compared to the pre-season of just their
endorser’s logo (¢ (19) = 3.39, p <.005) once the season began, due to the increased usage of
images depicting both the endorser and the athlete logo (n =46, 17%). The same trend was not
prevalent amongst female athletes, as these athletes posted just the endorser logo in 43 more
images than their male counterparts in the same timeframe. These results, while just a snapshot
of the overall findings of this investigation, suggest that certain athletes should capitalize on
the ability to promote their brands alongside sponsor and endorser brands to a greater extent
than they currently do.

Conclusion, Contribution, and Implications

Athletes, as brands themselves, are in the unique position to grow their brand alongside other
entities  (e.g., endorsers, sponsors) that value their promotion, reach, and
characteristics/qualities. Athletes have the unique ability to capitalize on growing their brand
through cobranding with endorsers and sponsors, although few athletes in this study have fully
recognized this ability. As no research currently indicates any detraction of value from
sponsors by athletes that self-promote, the current investigation presents novel findings on how
athletes are choosing to communicate internal and external brands with their followers.
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[Aim and Research Questions]

The spread of different social and cultural standards among groups categorized by factors like
race, gender, sexuality, physicality, and ability highlights the importance of "inclusive"
advertising (Licsandru and Cui, 2018). In response to growing interests and needs of
advertising inclusivity, sport marketers have been working to create more inclusive and diverse
sports advertisements to appeal to individuals from diverse and evolving demographic and
psychographic groups. Nike, for example, engages with social issues and provides visibility to
a range of identities. In their recent TV commercials, Nike features stories about diverse
athletes and showcases inclusive products, such as the Nike Pro Hijab for Muslim female
athletes and athletic wear in plus sizes. They also send a serious message about equality with
well-known African American players in the world like LeBron James, Serena Williams,
Kevin Durant that suggests “equality should have no boundaries.” While organizations like
Nike showcase a range of identities, including diverse athletes and inclusive products, the
sports industry's inclusive advertising has primarily focused on gender, race, and ethnicity,
without actively including people with disabilities. Given that sports can aid individuals with
disabilities in developing their social skills, independence, and empowerment, the absence or
overlooking of people with disabilities in sport advertising is concerning. As such, it is
essential to research effective strategies for communicating inclusivity in sport advertising to
these minority consumers. This study aims to identify such strategies, with a focus on engaging
both people with limited auditory capabilities (i.e., deaf and hard-of-hearing) and those without
such disabilities (i.e., hearing people).

[Theoretical Background and Literature Review]

Diversity in advertising has been explored in various aspects such as gender roles, cultural
identity, political ideology, and religious and spiritual appeals to create more personalized
advertising (Eisend, 2019). However, recent studies indicate that people with disabilities are
often excluded from advertising representations (Timke, 2019). Previous research has shown
that consumer-spokesperson congruence leads to favorable brand evaluations (Appiah, 2002).
Although previous research has mainly focused on instances where the consumer and
spokesperson belong to the same "racial and ethnic" group, this can be applicable to individuals
who identify as deaf and hard-of-hearing (D/HH). Furthermore, language choice can influence
the perceived emotionality of marketing communications, with information conveyed in the
consumers' native language being perceived as more emotional than in their second language
(Puntoni et al., 2009). Therefore, considering that American Sign Language (ASL) is the native
language of D/HH individuals in the U.S., using ASL to deliver advertising messages could
result in more positive advertising outcomes. Based on these previous findings, we propose
the following hypotheses:

H1: Including deaf athletes in the ad will generate more positive attitudes toward the ad and
the advertiser (i.e., sportwear brand), both among the D/HH and hearing consumer groups.

Sport Marketing and Sponsorship 192



Sport Marketing and Sponsorship 193

H2: The inclusion of ASL interpreter in the ad will generate more positive attitudes toward
the ad and the advertiser (i.e., sportwear brand) among the D/HH consumer groups, but there
will be no significant difference among hearing consumer groups.

[Research Design, Methodology, and Data Analysis]

A 2 (Inclusion of deaf athletes in the ad: yes vs. no) x 2 (Inclusion of the ASL interpreter: yes
vs. no) x 2 (Disability: D/HH vs. hearing) between-subjects experimental design was
employed. A 1-minute TV commercial of a fictious sportwear brand will be presented to the
research participants. After watching the TV commercial thoroughly, the participants
answered questions regarding attitude toward the ad and attitude toward the brand. Prior to the
main experiment, pre-tests for manipulation check were conducted. Data for the main
experiment was collected from faculty and student members of a U.S. university for deaf and
hard-of-hearing education, as well as general hearing public using Amazon Mechanical Turk,
with 50 participants in each condition. Data analysis is in progress but will be completed before
the conference, and the results will be presented at the conference.

[Expected Results/Conclusion]

The proposed model suggests that the inclusion of deaf athletes will have a positive impact on
consumers' attitudes towards the ad and the sport brand. This effect is expected to be observed
in both D/HH groups, as well as the hearing groups. Furthermore, the inclusion of ASL
interpreters delivering the message in the ad is anticipated to result in more positive attitudes
towards the ad and brand among the deaf and hard-of-hearing groups. If all proposed
hypotheses are supported, sport marketers and advertising executives could broaden their
scope of inclusivity by incorporating more diverse groups to represent a wider range of
athletes. Although this study includes data collected from the general population through
Amazon MTurk, there is a limitation that the D/HH data is collected from a US university.We
will provide a detailed explanation of the theoretical relationships, along with several specific
research models in the presentation.
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Professional spectator sport contributes significantly to international economic activity.
Football is the most popular sport in the world, with many people participating and enormous
earnings resulting from Football and related activities (Chadwick, 2006). Professional football
attendance and TV viewership have climbed dramatically since the 1990s. Professional sports
create surroundings that foster passion, fandom, and allegiance. Fans/spectators contribute to
the vital game-atmosphere partnership by attending live games and filling stadiums, which has
important repercussions for those watching the game on television as well (Alonso & O’Shea,
2013). However, professional football clubs face challenges in attracting fans, impacted by
factors like competition from broadcasts, transportation costs, team performance, and game-
related expenses (Alexander et al., 2000). Fans are motivated to attend games based on
multiple factors, which may vary depending on their demographics, emotional attachment, and
personal preferences (Funk et al., 2009).

According to industry reports, football has recently emerged as the most popular sport in the
Middle East in terms of both attendance and participation (Theodorakis et al., 2019). While
football is the most popular spectator sport in Qatar, the data show 65% of Qataris do not
attend domestic league matches. In Qatar, factors such as TV, traffic, weather, and paid
spectators affect game attendance. Fans increasingly follow European leagues due to their
higher quality, and the Qatari government's efforts to import foreign talent have had
unintended consequences, as fans feel disconnected from non-local players (Lysa, 2021).
Despite these challenges, QSL's Executive Director, Abbassi, has committed to enhancing the
quality of football and fan engagement in Qatar, including implementing measures to educate
and support clubs through these transitions. Moreover, the Central Scouting Team (CST) is
formulating a comprehensive player development strategy to boost Qatari players' global
presence (The Peninsula Qatar, 2022).

A distinct feature of Qatari football is tribal and traditional identities persist alongside Qatari
and global identities, emphasizing their importance in football fandom. Qatari football clubs
have deep-rooted affiliations with tribal and kinship ties, which continue to influence younger
generations' support despite modernization and urbanization. These cultural connections exist
throughout many Middle Eastern countries with professional sport clubs. While studies have
examined sport fandom in various locations, these regions have yet to be thoroughly explored
(Lysa, 2021).

Given unique challenges, sports organizations must effectively market themselves and adapt
to fan preferences (Chadwick, 2006). The significance of sports marketing lies in its deep
connection with individuals (Ratten, 2016). Marketing managers oversee the marketing mix,
devise targeted strategies, advocate for customers, and bridge consumers and products. Their
role is essential for successful strategy execution. Identifying key characteristics that attract
spectators and participants is crucial for sports marketers (Ratten, 2016).

Marketing managers in the Qatar football league are uniquely important because they need to
navigate the complexities of local fan culture while addressing global competitive pressures.
Football teams marketers and business organizations should not consider the Middle East a
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homogenous market since there are significant variations in attitudes and behaviors among
football fans in this region that should be considered before promotional and sponsorship
strategies are to be applied (Theodorakis et al., 2019). To date, there have been no studies
explored sport teams' marketing managers' roles or challenges impacting their strategies to
boost game attendance in this region. Most of the previous studies focused on attendance
obstacles, motivation, and team identification. Thus, this study aims to explore marketing
managers' roles and strategies in enhancing local league attendance in Qatar.

The present study will employ a qualitative research design to examine marketing managers'
perceptions of their role in driving local league attendance in the QNB Stars League. A
purposive sampling technique will be utilized to recruit participants meeting the inclusion
criteria (i.e., marketing managers and team administrators). Interviews will be conducted until
saturation of data is reached. Interview questions will focus on their experiences, strategies,
challenges, and successes in attracting fans to games and promoting team loyalty.
Transcriptions will undergo thematic content analysis to identify challenges and effective
strategies, considering the Qatari context and fan culture to inform tailored marketing
approaches.

This study will contribute to the marketing literature by exploring the role of marketing
managers on local league attendance. The findings will provide practical implications for
sports teams, organization leaders, and marketers, aimed at improving the effectiveness of
marketing strategies for similar countries. This research will offer valuable insights for
decision-making and resource allocation in pursuit of increased attendance and fan
engagement in the Qatari context. This study it’s limited by its reliance on the subjective
perspectives of marketing managers and its exclusive focus on Qatari football, potentially
impacting the breadth of factors considered and the generalizability of findings. The unique
cultural nuances of Qatari football fandom, although insightful, might not easily apply to other
regions.
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1. Aims

The role of sport organizations in promoting consumer wellbeing represents a key research
priority in sport management (Inoue et al., 2020). Specifically, policymakers and researchers
highlight the potential capacity of sport organizations to support individuals in maintaining
and enhancing their wellbeing during crises (Su et al., 2021; United Nations, 2021). Building
on this notion, we investigate the role of consumer identification (Bhattacharya & Sen, 2003)
with a sport organization in promoting wellbeing during and after a crisis. Our aims are to (a)
demonstrate the extent to which consumers’ identification is associated with their social
wellbeing, and (b) uncover the psychological processes explaining this relationship. To this
end, we analyse data from US and UK consumers of sport organizations during and in the
aftermath of the COVID-19 pandemic.

2. Theoretical Background and Literature Review

The social identity approach (SIA) to health and wellbeing (C. Haslam et al., 2018; Jetten et
al., 2017) is used as the main theoretical framework. The SIA posits that shared social identity
provides access to social and psychological resources that have significant consequences for
wellbeing. Sport organizations are an important platform that allows people to develop their
social identification (Lock & Heere, 2017). Hence, drawing from the SIA, our empirical model
tests how consumers’ identification with a sport organization is linked with social wellbeing.
Mediation pathways are established between identification and social wellbeing by focusing
on five types of group-based psychological resources (i.e., social support, purpose and
meaning, relatedness, in-group norms, trust) that result from consumers’ identification with a
sport organization (Inoue et al., 2022). Moreover, social identity scholars argue that the
mobilization of group-based resources is facilitated through a form of leadership known as
‘identity leadership,” which rests on the capacity of group/organizational leaders (e.g., chief
executive) to represent and create shared social identity within the group/organization (S. A.
Haslam et al., 2020; Steffens et al., 2014). Thus, our model specifies identity leadership as a
moderator that strengthens the relationship between consumers’ identification, perceptions of
psychological resources, and social wellbeing.

3. Methods and Results

This research consists of three studies conducted with US (Studies 1 and 2) and UK (Study 3)
consumers of sport organizations. In Study 1, we recruited survey participants, all of whom
were US residents, in July 2020 through Amazon Mechanical Turk. The final sample was 714
respondents (56% female, mean age=42.2 years) who indicated that they were supporters of a
sport organization and passed an attention filter question. Consistent with our hypothesis, the
results of multiple regression analysis indicated that respondents’ identification with a sport
organization was positively associated with social wellbeing (B=.30, p <.001), controlling for
the effects of their sociodemographic characteristics (e.g., age) and individual-level and state-
level COVID-19 (e.g., the number of COVID-19 cases in the home state) impacts.
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In Study 2, we recruited participants from the US in March 2022 via Prolific Academic. The
final sample was 489 US residents (40% female, mean age=39.6 years) who indicated that they
were supporters of a sport organization and passed an attention filter question. The results of
structural equation modelling (SEM) showed that identification with a sport organization had
a significant total positive effect on respondents’ social wellbeing (=.22, p <.001). In addition,
four out of the five types of psychological resources examined (i.e., social support, purpose,
in-group norms, trust) fully mediated the link between identification and social wellbeing.

In Study 3, we recruited participants from the UK in April 2022 via Prolific Academic. The
final sample included 490 respondents (49% female, mean age=39.4 years) who identified
themselves as fans of a Premier League club and passed an attention filter question. Using
SEM, Study 3 revealed that respondents’ identification with their favourite Premier League
club had a significant positive total effect on social wellbeing (f=.12, p <.001) and this effect
was mediated by the psychological resources that were found as significant mediators in Study
2. In addition, identity leadership served as a significant moderator (B=.12, p=.02) amplifying
the effects of identification and psychological resources on social wellbeing.

4. Conclusion, Contribution, and Implication

This research theoretically advances the literature in two ways. First, we draw on recent
theoretical advancements in the SIA, in relation to wellbeing (C. Haslam et al., 2018) and
leadership (S. A. Haslam et al., 2020), to demonstrate the mediating and moderating
mechanisms that establish and amplify the association between consumer identification and
wellbeing. Second, this research highlights the utility of two social identity-related concepts—
group-based psychological resources (Cruwys et al., 2014) and identity leadership (S. A.
Haslam et al., 2020)—for understanding how sport organizations and their leaders may affect
consumers’ perceptions, group norms, and wellbeing during crises. Practically, our findings
inform sport organizations of how they can play a greater role in future crisis relief efforts by
expanding their capacity to promote consumers’ social wellbeing.
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Aim and Research Questions

The management of a sport property’s media content has long been understood to be a vital
organizational function, often accounting for between 40% and 60% of central revenue within
mature sport properties (Fujak et al., 2022). Critically, whilst media revenue has largely
underwritten the growth of the collective sport industry, the norms underpinning sport media
practices are in the midst of a paradigmatic shift in response to digitalisation and innovation
(Fujak & Karg, 2022). Accordingly, this study aims to illuminate both the existing and
emerging practices of sport media stakeholders, particularly with reference to media
digitalisation and audience measurement. This aim corresponds to our central research
question: have audience measurement norms evolved in response to the digitalisation of sport
media?

Theoretical Background and Literature Review

Although the digitalisation of sport media has been long foreshadowed (Todreas, 1999), there
has been a comparatively scant body of work exploring management practices within sport
media (Fujak & Frawley, 2022). Such scarcity belies the centrality of media as a revenue
source for mature sport properties and has become a problematic knowledge gap with the
advent and progression of digital sport media technology (Fujak et al., 2022). Technological
innovation has changed how the sport media product is created, distributed, and consumed,
leading to a ‘new’ sport media ecosystem featuring new ways to package and distribute
products, a new and more complex array of organisations, and new revenue streams (Fujak et
al., 2022). Whilst the sport media ecosystem has evolved, the dominant measurement practices
used to value, report and evaluate sport media success in this new setting remain emergent
(Fujak & Karg, 2022). This lag in part reflects the embedded norms, beliefs, processes and
logics of managers and their organisations in valuing and negotiating media rights (DiMaggio
& Powell, 1983).

Research Design, Methodology and Data Analysis

Due to an identified scarcity of research surrounding sport media practices and norms (Fujak
et al., 2022), we plan to conduct semi-structured interviews with sport media industry
professionals (N~15) delimited to the Australian sport setting. There are three groups of
interest. First, are rights owners (sport properties), ranging in size and complexity from
Australia’s largest sport media properties (e.g., Cricket Australia) to smaller sport
organisations (e.g., Hockey Australia). Second, are rights holders (media organizations), which
will include both traditional free-to-air broadcasters and emerging digital/over-the-top
broadcasters. Third are media agencies, who act as intermediaries between advertisers and
broadcasters within the sport-media relationship model, and who are hence impacted by sport
media measurement norms. Following verbatim transcription of all interviews, we will apply
the method of thematic analysis to the data (Braun & Clarke, 2006).

Results/Findings and Discussion

In-depth interviews with identified stakeholders have commenced, with full findings to be
disseminated as part of the conference presentation. Whilst the study is underpinned by an
inductive qualitative approach, it builds upon prior conceptual work grounded within sport
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media measurement (Fujak et al., 2022). This prior work offers a roadmap of scholarly
provocations, to which this study begins to explore empirically. Accordingly, it is anticipated
that the results of this study will begin to address such questions as:

e With sport produced in new forms and distributed in new ways, how will
meaningful measurement of ‘total” sport audiences be re-established?

o How will the ability to analyse viewing data at the granular behavioural level
influence stakeholders within the sport media market?

e To what degree will commercial value derived from new ways of producing and
using sport content and platforms influence future sport media rights valuations?

e  Will there remain a singular central media ‘currency’ in the digital paradigm, and
what might be the corresponding implications for sport valuation?

o How will sport media ecosystems adapt to the asymmetries of information arising
from platforms owning deep behavioural user data? (Fujak et al., 2022)

Conclusion, Contribution, and Implication

The study is situated within a dynamic empirical context whereby technological innovation is
influencing long-established and commercially significant sport media industry norms.
Accordingly, this study intends to make a significant contribution across the scholastic-
practitioner divide. In relation to industry, the study is well placed to identify the emerging
practices and norms within sport media, so providing practitioners with an articulation of the
state of affairs. In relation to scholarship, the study begins to address a paucity of empirical
sport media scholarship grounded in the measurement and valuation of sport media content
(Fujak & Frawley, 2022). Given the continued projected growth of media as both a revenue
source and strategic resource for sport properties, the study endeavours to further catalyse
much needed scholarship within this domain.
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1. Aim and Research Questions

This exploratory study aims to analyse how French consumers of football club-brands perceive
the heritage of the brand by exploring the meanings that they attribute to the heritage of the
brand. Through a semiotic analysis of consumers' discourse, four perceptions of the heritage
of club-brands are identified. The research question is: What does brand heritage mean to
consumers?

2. Theoretical Background and Literature Review

Building a brand identity and personality has an important place in the management and
strategy of sports organisations (Bodet et al., 2020) and many club-brands have chosen an
internationalisation strategy (Maderer et Holtbriigge, 2019) to strengthen their positioning and
increase the power of the brand. Recent research has shown a tension between marketing
strategies aimed at the international development of the club-brand and its heritage (Maderer
et Holtbriigge, 2019). Urde et al. (2017, p.4-5) define brand heritage as a “dimension of a
brand’s identity found in its track record, longevity, core values, use of symbols and
particularly in an organisational belief that its history is important”. Bodet et al., (2020) confer
that consumers, regardless of where they come from, attach a certain importance to a club's
heritage which is perceived as an element of differentiation for the brand that creates a greater
sense of loyalty for the consumer. However, club-brands are faced with different categories of
consumers with different needs and behaviours (Samra et Wos, 2014). In the case of France, a
dichotomy emerges for consumers between clubs with strong economic capital that are
internationally recognised, and those with cultural capital with mainly local consumers
(Lestrelin, 2022). Despite certain structural and economic differences between club-brands, all
aim to develop and stand out. Therefore, it is interesting to study consumer perceptions on the
various roles and effects of heritage in their relationships with club-brands.

3. Research Design, Methodology and Data Analysis

To answer the research question, 30 semi-directive interviews (40 minutes on average) were
conducted with French consumers of football club-brands. Consumers were recruited by
snowball sampling until semantic saturation of observations was reached. The sample was
composed of people aged between 21 and 75 years. Respondents revealed their perceptions
on: the reasons for choosing a club-brand, the benefits of consuming a club-brand and the
positioning of the club-brand. The analytical framework of semiotics (Greimas' semiotic
square) proposes a typology of relations that identify distinctive categories with intrinsic
features (Floch, 1988) and was utilised as a powerful tool for identifying complex relations.

4. Findings and Discussion

The interviews reveal the importance of heritage of club-brands, regardless of consumer
origins (geographical or cultural) and heritage is presented as a cause of loyalty and attachment
to the brand.

Following the semiotic square analysis, four diverse perceptions of heritage were identified
along two main axes (longevity and stability):
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- Longevity-based brand heritage is linked to desires to stay in touch with origins, territory,
the past, and play the role of guardian of traditions. According to the semiotic square analysis
two types of perceptions are highlighted:

o Historical heritage: the history of the club, its sporting successes, the myths that
make the club famous or its links with its city and territory that allow the
consumer to become attached to and identify with the club, sometimes perceived
as a form of nostalgia.

o Cultural heritage: built up over time, sometimes disappearing - such as songs,
atmosphere, or rituals that allows a congruence of values to be built between that
of the brand-club and the consumer.

- Stability-based brand heritage relies on elements of the present to act as a showcase for
consumers and as a means of asserting its brand personality:

e Identity heritage: the logo, the club's colors, slogan or its stadium, identity
elements that allow consumers to relate to the brand.
o Philosophical heritage: players, coaches or the way of playing are not specific to
a club. However, clubs can create a philosophy through a way of playing or by
basing their strategy on players from the academy with whom consumers can
identify.
5. Conclusion, Contribution, and Implication

Our analysis identifies four perceptions of brand heritage based on two axes: stability
representing the past heritage of the brand and longevity linked to its present and future. The
research contributes by defining consumers’ heritage related needs of club-brand and sheds
light on the relevance of heritage for the brand in its relationship with the consumer, regardless
of its development objective. For marketing managers, the research findings show how
consumers interact with the concept of heritage and marketers can adapt their communication
to their targets. Future research can explore how the four diverse perceptions of heritage along
the two axes affect consumer identity and impact on loyalty and overall behaviour.
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Aim and Research Questions

The present study aims at exploring how the destination image and the perceived social capital
among the participants of a recurring long-distance running event influences their intentions
to return to the event, as well as the interaction between the dependent variables.

Theoretical Background and Literature Review

The popularity of running events, to include recurring ones, has been steadily growing (Baker,
Jordan & Funk, 2018), and trail running respectively has noted a 231% increase the last 10
years (Andersen, 2022), suggesting that competition for acquiring and maintaining market
shares is intensifying too.

Academic literature has long highlighted the importance of external factors, namely the event
and destination attributes altogether in repeating behavioral intentions relevant to event
participation (Kaplanidou, Jordan, Funk, & Ridinger, 2012). More recent evidence, have
shifted the attention to consumer characteristics too, suggesting that participants’ traditional
demographic characteristics do not predict repeat participation. Scholars, therefore, point to
the direction of behavioral characteristics, like the running subculture, i.e. for marathon
runners collecting races is viewed as a way to build social capital (Baker et al., 2018). Putnam’s
(1995) approach on social capital, addressed as the “networks, norms, and social trust that
facilitate coordination and cooperation for mutual benefit” (p.67) is operationalized in the
sports events context, as a construct that encapsulates three key components — trust,
reciprocity, and network (Zhou, Kaplanidou & Wegner, 2021). Although, the bonding process
is a prevalent form of social capital among runners (Zhou & Kaplanidou, 2018), on the one
hand its effects on consumer behavior remain underexplored. On the other hand, potential
interaction effects similar to the moderating effects of social identity on consumer outcomes
(Madrigal, 2001) have been totally neglected.

Based on the above, we formulated the following hypotheses:

HI: Destination image will positively influence intentions to participate in the event in the next
two years;

H2: Social capital positively influences intentions to participate in the event in the next two
years;

H3: Social capital will moderate the relationship between destination image and the intentions
to participate in the event in the next two years.

Research Design, Methodology and Data Analysis

Two online surveys were conducted for two consecutive years, with the sample being set to
runners of summer mountain-running event in Southern Europe. 865 fully usable
questionnaires were collected two weeks after the events, suggesting a satisfactory response
rate (23.46%). Variables were measured with the social capital scale for runners (Zhou et al.,
2021); the destination image scale and the behavioral intentions items adapted from
Kaplanidou et al, (2012). All constructs were prepared to have single-item indicators, while
data curation resulted to a sample of 725 questionnaires. IBM® SPSS® 27 was used for data
analysis.
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Results/Findings and Discussion

The average age of the sample was approximately almost 42 years old (min 18-max 67), most
were male (77.2%) and 99.9%% were employed earning on average 1,714 euros per month.
56.7% were returning runners, who had taken part to the specific event at least once in the past.

To test the hypotheses, a hierarchical multiple regression analysis was conducted. After
centering destination image (IV), and social capital (IV) to avoid potentially problematic high
multicollinearity and after computing the destination image-by-social capital interaction term,
the two predictors and the interaction were entered into a simultaneous regression model.
Results indicated that better the destination image (B =.403, SE =.041,  =.327, p <.001) and
greater the social capital (B =.311, SE =.048, B =.259, p <.001), the higher the behavioral
intentions, thus supporting H1 and H2. The results revealed a negative moderating impact of
social capital on the relationship between the destination image and the behavioural intentions
for that event (B=-0.162, p=-.171, p=.000), therefore providing support for H3. Together, the
variables accounted for approximately 74.4% of the variance in behavioral intentions R? =
744, F(3,720) = 295.52, p < .001.

Conclusion, Contribution and Implications

The results of our study, confirm previous literature on the significance of destination image
(Kaplanidou et al., 2012). Simultaneously, they enrich the body of knowledge by highlighting
the importance of social capital as an antecedent of behavioral intentions.

A less expected, yet particularly interesting result is the negative moderating effect of social
capital on destination image. Apparently, social capital overshadows destination image and
weakens its relationship with behavioral intentions.

Event organizers could benefit from the results in the following ways. Apart from focusing on
the event characteristics and the surrounding atmosphere, they should also emphasize
enhancing social capital. Indicatively, they may apply marketing principles relevant to
community building, i.e. creating appropriate social media accounts, and managing those
effectively by focusing on relevant and engaging content. This could safeguard the
consequences of unpredictable negative factors pertaining to events and/or the destination, i.e.
bad weather.
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1. Aim and Research Questions

In recent research on European professional football, the role of fans as active and highly
relevant stakeholders within the governance of national leagues has been emphasised.
However, literature reviews criticised that, first, there is a substantial lack of quantitative
survey evidence on fans’ attitudes (Garcia & Welfort, 2015), and, second, available studies
focus on single cases of Western European countries and clubs (Winell et al., 2023). Therefore,
this study draws the attention to the interesting case of active fans of the Russian Premier
League (RPL). It is based on a large online survey (N=4,098), measuring attitudes of fans
towards features of the league governance. Following intriguing earlier findings on supporters
of other post-socialist countries, such as China (Ma et al., 2022), the data analysis notably
pursues the question which attitudes determine the acceptance or rejection of the
commercialisation of the RPL.

2. Theoretical background and literature review

Garcia and Welfort (2015) argue in their thorough review on fan engagement in European
football that the attitudes of supporters towards the governance of football leagues is not well
understood and needs more empirical studies. Among others, Biscaia et al. (2018) further
developed that idea by conceptualising and measuring fan identity using stakeholder theory.
Garcia and Llopis-Goig (2021) were the first to analyse a large survey of fan attitudes towards
league governance among supporters of various European countries. However, the insights of
such cross-country surveys remain quite global and still preoccupied with the views of Western
European fans. At the same time, qualitative case studies beyond this this narrow scope of
research, for instance, Choluj et al. (2020) on supporters of Legia Warsaw, remain limited in
their implications. Ma et al. (2022) is the first survey study of attitudes of fans of leagues from
emerging football countries, such as China. Hence, this study contributes to this literature by
adding new evidence from the other powerful post-socialist country which is Russia.
Understanding Russian football culture will be important, once the current ban of the RPL
clubs expires and a reintegration of Russian clubs in European football is intended.

3. Research design, methodology and data analysis

The design of the mentioned survey follows the approach of Ma et al. (2022) for Chinese
football fans. The questionnaire, adapted for the Russian case, operationalises established
constructs in the pertinent fan research, such as the psychological attachment of sports
supporters to their favourite team (Biscaia et al., 2018) and diverse issues of debate concerning
football commercialisation and governance (Garcia & Welford, 2015). Further adjustments
were made for specifics of Russian professional football, e.g., the introduction of a fan ID or
the exclusion of Russian teams from international competitions (due to the war in the Ukraine).
The structure of the questionnaire and the resulting (independent) variables are grouped into
categories of determinants of the overall or general attitude towards football commercialisation
(i.e. COMMERCE as dependent variable in regressions): (1) self-reported attendance
behaviour; (2) membership or attachment; (3) fan identity; (4) attitudes towards commercial
issues in football; (5) attitudes towards football governance; (6) attitudes towards club
governance; (7) behavioural intentions regarding future fan behaviour; and (8)
sociodemographics. The attitude measurement applies the intuitive five-point Likert scale
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throughout. Overall, 47 ordinal variables, twelve binary variables, and two metric variables for
the constructs of age enter the exploratory data analysis by multiple regressions. The survey
was distributed from 20 September through 24 October 2022 by social media channels and
fan-based internet sport communities.

4. Results/findings and discussion

On average, respondents attend 5.05 (SD=5.32) home and 3.09 (§D=4.52) away matches per
season. Only 9% of respondents are season ticket holders and away matches are rarely
attended, which is typical for Russian fan culture, given the long distances between club
locations in the largest country of the world. The high mean of the IDENTITY construct
(M=4.19, SD=0.87) suggests that respondents are passionate about their favourite club, while
official fan club memberships are not common (9%) and only 5% describe themselves as
Ultras. The low self-organisation and attachment may be explained by a lack of trust into the
governing bodies. Statements, such as, ‘clubs should more approach fans’ (M=4.57, SD=0.69)
and officials ‘disregard fan rights’ (M=4.30, SD=0.97), yield high ratings. Yet, 82% of the
respondents do not think that commercialisation harms the fans (M=2.45, SD=1.18).

5. Conclusion, contribution and implications

The descriptive findings are in line with results on the Chinese case (Ma et al., 2022).
Interestingly, fans from such post-socialists rather perceive commercialisation of their home
league as progress. However, the high level of mistrust of Russian fans is intriguing and should
be focussed in further regression analyses. Early results could not clarify this attitudinal
structure which clearly differs from Western European fan culture. More regression results and
insights will be presented at the conference.
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Research Aim

Grounded on the social identification theory (Tajfel, 1978), the involvement theory (Beatty,
1988), and the associative network theory (Till, 2011), this study aimed to examine the
mediation effects of perceived brand community character (PBCC) in the relationship between
brand associations (BA) and brand community identification (BCI) among Chinese football
fans.

Theoretical Background

PBCC refers to “individual brand community members' perceptions of the interactions within
the brand community, according to whether they exhibit key brand community characteristics:
consciousness of kind, shared rituals and traditions, and a sense of moral responsibility”
(Relling et al., 2016, p.108). According to the associative network theory (Till, 2011), with the
increase of fans' BA which refers to “anything in a consumer’s memory linked to a specific
brand” (Aaker, 1991), fans' memory nodes for the team and community are continuously
strengthened. As the memory nodes are continuously activated, fans will deepen their PBCC.
Thus, BA is hypothesised to positively influence PBCC. According to the social identification
theory (Tajfel, 1978), fans can acquire their community identity by doing more BA’s activities,
which involve activities related to football teams, players, coaches, stadiums and matches.
Thus, BA positively influences BCI, which refers to “the degree to which individuals
categorize themselves as members of a brand community” (Algesheimer et al., 2005).
According to the involvement theory (Beatty, 1988), as fans become more involved, they
would build PBCC in a more positive way, which, in turn, enhances their identity with the
community. Thus, it is assumed that both BA and PBCC positively influence BCI. Further, it
is well documented that PBCC’s three dimensions play a partial mediation role among some
psychographic and behavioural intentions (Relling et al., 2016). A fan community offers a
space for fans with high PBCC to express their ideas or complaints about bad experiences with
the football club. Therefore, PBCC plays a partial mediating role in the relationship between
BA and BCI.

Method

The research population was Shanghai Shenhua FC fans. Using a convenience sampling
technique, 542 valid samples (508 males and 33 females between 19 and 78 years old with
various educational backgrounds and occupations) were recruited and randomly split into two
sets for the analyses. BA was measured with nine items (Daniel et al., 2016) scale, PBCC was
measured with eight items (three items for consciousness of kind, two items for shared rituals
and traditions, and three items for a sense of moral responsibility; Relling, 2016), and BCI was
measured with three items (Zhou et al., 2012). After testing the psychometric properties of the
measures using the first data set, the hypotheses were tested with a path analysis with
bootstrapping using the other data set.

Results

In the first step (n = 271), CFA showed an acceptable model fit: ¥*(158) = 485.72, CFI = .93,
RMSEA = .08, IFI = .93, TLI = .92, and SRMR = .05. Composite reliability values ranged
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from .89 to .91, meeting the .70 cut-off. While the AVE values ranging from .54 to .82 seemed
satisfactory, the further examinations on the individual factor loadings ranging from .58 to .93
identified several problematic items showing lacking of convergent validity, thus they were
removed. The correlation coefficients across the variables were smaller than their respective
squared root of AVEs, supporting discriminant validity. In the second step (n = 271), SEM
revealed a marginally acceptable model fit (possibly due to the model complexity): y*(153) =
709.89, CFI = .95, RMSEA = .10, IFI = .92, TLI = .90, SRMR = .06. The path analysis
supported five out of six hypotheses. BA was positively related to all PBCC dimensions (b =
.78 for consciousness of kind, b = .82 for shared rituals and traditions, and b = .81 for a sense
of moral responsibility). However, only two PBCC dimensions (b = .63 for shared rituals and
traditions, and b = .35 for a sense of moral responsibility) were positively related to BCI. The
consciousness of kind was not significantly related to BCI. Moreover, bootstrapping was
conducted 5,000 times to verify the indirect effect of PBCC, and the results showed that the
significant positive relationship between BA and BCI was mediated by two dimensions of
PBCC, shared rituals and traditions and a sense of moral responsibility (b =.82, 95% CI [ .67
~.92)).

Conclusions

This study expands the brand community perspective to the context of football fan
communities and applies the existing theories to test the direct and indirect effects across BA,
PBCC and BCI. Compared with other brand communities, the football fan community is more
distinctive and has great brand values. To build a successful football fan community, football
club practitioners thus should consider the roles of PBCC in the promotion of football
community and the formation of community identification.
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Aim and Research Questions

Sport teams are often called to address various types of crises that happen with their teams and
players. But it is unclear in the literature how using denial or apology communication
strategies, as well as, forming the responses in an analytical or narrative format influence fans’
attitude toward the team’s reputation, credibility and integrity, which are critical variables in
brand equity (Jang et al., 2015; Ko et al., 2020; Laer & Ruyter, 2010). The purpose of the study
was to explore how the type of a crisis response (denial vs. apology) and the format of the
response (narrative vs. analytical) influences sport fans’ overall attitudes toward a sport team’s
reputation, credibility, and integrity.

Theoretical Background and Literature Review

Scandals among athletes have been an important theme in sport management for a long time
(Hwang, 2017). Considering that athletes are part of teams, one athlete’s transgression can risk
the reputation, credibility, and integrity of the whole team (Hwang, 2017). Teams have to
respond to any transgressions. To protect a team image from the athlete scandal, it is important
for the misbehaved team to develop crisis response strategies (Hwang, 2017). Well-established
crisis response strategies can mitigate damages caused by athlete scandals. Research (Laer &
Ruyter, 2010) has found that the narrative messages in crisis response tend to elicit more
favorable responses than the analytical ones among message recipients. In addition, based on
research examining whether communications after a crisis should deny or apologize for the
crisis, it appears that apology elicits more favorable responses about the brand’s integrity,
reputation and credibility (Sato et al., 2015; Isaacson, 2012). Based on the literature review the
following hypotheses were formed: H1. Apology messages will produce more favorable
responses in a team’s integrity, reputation and credibility than denial messages. H2. Narrative
messages will produce more favorable responses in a team’s integrity, reputation and
credibility than analytical messages.

Research Design, Methodology and Data Analysis

The study employed a 2x2 factorial experimental design, testing hypotheses using an
experimental approach. A varsity men's basketball team from a large Southeastern University
in the US was chosen as the target for the crisis message. Data for the study were collected
through surveys distributed to undergraduate and graduate students in various sport and non-
sport management classes at the University. To ensure an adequate sample size, data were also
collected from sports-involved students, particularly those encountered at the University's
tennis courts. SPSS 27 was utilized for data analysis. A total of 125 students participated,
randomly assigned to four different experimental packet surveys representing apology/denial
and narrative/analytical groups. Participants read a fictional scenario with different response
types and formats, evaluating the basketball team's reputation, credibility, and integrity, and
completing manipulation check questions. The manipulation checks were successful, with
respondents accurately identifying the nature of the message (apology or denial) and the format
(analytical or narrative). MANOVA was conducted to examine the main effects of type and
format of response, with all test assumptions being satisfied.
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Results and discussion

The results of this study revealed that there were significant main effects of type of response
and format of response. Regarding the type of response, the inspection of the mean scores
showed that only for the dependent variable integrity of team, the mean scores of apology (M
=3.44, SD = 0.86) were higher than the mean scores of denial (M = 3.00, SD = 0.84). Thus,
apology was more effective than denial for team integrity. These results partially supported
HI1. Regarding the format of response, the inspection of the mean scores indicated that for all
the three dependent variables, the mean scores of narrative messages (M = 5.18, SD =1.23; M
=4.89, SD = 1.28; M = 3.48, SD = 0.91) were significantly higher than the mean scores of
analytical response format messages (M = 4.60, SD = 1.27; M =4.27, SD = 1.28; M = 2.96,
SD = 0.76). Thus, narrative response format worked better than analytical format for all
dependent variables, which supported H2. Also, there was no significant interaction effect
between type and format of response.

Conclusion, contributions and implications

The results of this study suggested that narrative format and apology response type is a
preferred coping strategy that scandalized sports teams should pursue. Narrative response
format and apology response type can allow the teams to maintain their overall image
effectively. These results support and strengthen previous literature that discussed the
importance of being apologetic (Sato et al., 2015; Isaacson, 2012) and the narrative structure
of the message (Laer & Ruyter, 2010). Implications are relevant for team managers who must
respond in crises and our results suggest the preferred way to protect a team’s integrity,
reputation and credibility is to focus on narrative, storytelling messages but be apologetic about
the crisis.
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Aim and Research Questions

This study aims to examine the relationships among motivation, subjective well-being (SWB),
and loyalty among winter sport tourists in Spain. The objective was to test the role of SWB as
a mediator of the relationship between motivation and loyalty.

Theoretical Background and Literature Review

Winter sport tourism has experienced significant growth in the past 50 years along with the
dramatic change in climate, technology, and demographic profiles of tourists (Hudson &
Hudson, 2015). However, ski resorts in Spain have witnessed a decline in the number of visits
and a decrease in annual income over the past five years. In order to promote winter sport
tourism in Spain, a better understanding of the needs of winter sport tourists is necessary.

Sport and travel are believed to contribute to the enhancement of SWB. Despite the growing
interest in winter sport tourism, limited empirical research exists to study the well-being of
winter sport tourists, as well as its relationships with other factors, such as motivation and
loyalty (Mirehie & Gibson, 2020). Motivation plays a crucial role in predicting tourists’
behaviors and loyalty, making it an essential factor to consider when mapping out strategies to
increase visits to the resorts (Yoon & Uysal, 2005). Previous research has provided evidence
that SWB could be a positive outcome of motivation and SWB could also contribute to hikers’
behavioral intentions (Kim et al., 2015). However, more knowledge of different types of travel
in the active sport tourism context is needed to understand the role of motivation and loyalty
as an antecedent and a consequence of SWB respectively.

Research Design, Methodology and Data Analysis

Motivation was measured with 32 items (seven dimensions) adapted from the Recreational
Experience Preference (REP) scale by Alexandris et al. (2009). SWB was measured with the
four-item scale by Kim et al. (2015). Loyalty was measured with the three-item scale by Chang
and Gibson (2015) using seven-point semantic differential scales. The data were collected via
an online survey using the snowball sampling technique. A total of 392 responses were
received. Only the survey filled by the respondents indicating that they have skied in the past
two years was used, resulting in 318 effective responses (177 males, 55.7%; 137 females,
43.0%). Confirmatory factor analysis (CFA) and structural equation modeling (SEM) were
applied by using SPSS and AMOS.

Results

Item reliability, construct reliability, convergent validity, and discriminant validity were tested,
which showed acceptable results. In addition, the results of the measurement model showed
an adequate model fit (x*/df=1095.117/552=2.098; IFI=0.924; TLI=0.913; CFI=0.924;
RMSEA=0.059; SRMR=0.075). The results of the structural model also showed an adequate
model fit (x*/df=1053.303/551=2.022; 1F1=0.930; TLI=0.919; CFI=0.929; RMSEA=0.057,
SRMR=0.075). According to the analysis, four dimensions of motivation were found to be
significant predictors of SWB (escape, f=0.283, p<.001; social recognition, f=-0.155, p<.05;
enjoying nature, $=0.254, p<.001; and skill development, =0.344, p<.01) while excitement,
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socialization, and achievement had no impact on SWB (p>.05). Two dimensions of motivation
were found to be significantly associated with loyalty (excitement, f=0.161, p<.01; skill
development, $=0.187, p<.05), while escape, social recognition, enjoying nature, socialization
and achievement had no impact on loyalty (p>.05). SWB was also positively associated with
loyalty (B= 0.587, p<.001). The mediating role of SWB between motivation and loyalty was
further tested using the bootstrapping test. The results showed that SWB mediated the
relationship between escape and loyalty (B=0.166; p<.001; 95%CI=[0.055, 0.204]), social
recognition and loyalty (p=-0.091; p<.05; 95%CI=[-0.111, -0.008]), enjoying nature and
loyalty (B=0.149; p<.01; 95%CI=[0.036, 0.196]), and skill development and loyalty (f=0.202;
p<.01; 95%CI=[0.065, 0.351]).

Discussion and Conclusion

This study enriches our knowledge of the important role that SWB plays in winter sport
tourism. The results provided evidence of the relationships among winter sport tourists’
motivation, SWB, and loyalty. In more detail, the dimensions of escape, social recognition,
enjoying nature, and skill development significantly predicted SWB. SWB on the other hand
predicted the loyalty of winter sport tourists. The mediating effect of SWB suggested that even
if individuals are motivated to take part in winter sport trips if their SWB is not felt, they will
not express an intention to participate in the activity or engage in word-of-mouth
communication. What should be noted is that social recognition was found to be negatively
associated with SWB. These results are in line with prior studies on recreational skiers and
hikers, in which escape, enjoying nature, and skill development are influential motivational
factors while social recognition is the least important factor (Alexandris et al., 2009; Kim et
al., 2015). In conclusion, SWB is an essential factor in the tourism experience, which further
influences loyalty. These results proposed that marketers and administrators should create an
environment in which SWB should be fostered.
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Aim and Research Questions

The purpose of this research was to investigate how gamification factors (e.g., competition,
social interactions, and rewards) and health-related technologies (e.g., physical activity and
health data) of smartwatches influence consumers' continuous usage intention (CUI). The
secondary aim was to determine how self-health efficacy mediated the relationship between
smartwatch attributes and CUI. The study examined the following research questions: 1) How
do smartwatches' gamification and health-related technologies affect CUI? 2) Between
gamification and health-related technologies, which factor considerably impacts CUI? 3) Does
self-health efficacy mediate the relationships between gamification factors, health-related
technologies, and CUI?

Theoretical Background and Literature Review

In the post-pandemic era, consumer needs to monitor and maintain their health conditions have
increased. Smartwatch brands have focused on developing data recording technologies and fun
elements as the demand rises. Tsai et al. (2022) discussed that smartwatches' gamification
aspects, such as competition, social interactions, and rewards, effectively attract consumers
and create positive interaction. Also, smartwatches build positive perceptions and CUI among
consumers by conveying quantified information about daily activity and health conditions
(Siepmann & Kowalczuk, 2021).

Although smartwatches have attracted much scholarly attention, there needs to be more
quantified research on the diverse effects of gamification factors and health-related
technologies on smartwatch usage behavior (Puri et al., 2022). The study found that self-health
efficacy is an essential psychological connection between consumers' perception of
smartwatch characteristics and CUI (Puri et al., 2022). Furthermore, Rieder et al. (2020)
discussed that the information about consumers' health and activity levels on smartwatches
leads consumers to engage in more exercise and social interactions, which enhances self-health
efficacy. In other words, a high self-health efficacy derived from using smartwatch attributes
substantially correlates with CUI (Puri et al., 2022; Rieder et al., 2020). However, the
communication and public health study pointed out that health self-efficacy mediates the
relationship between social interactions or rewards and users' intention to continue using an
online health community (Liu & Wang, 2021). Therefore, further verification of the specific
role of self-health efficacy in the electronic environment is needed to address previous studies'
diverse and ambiguous findings. Consequently, we speculate that self-health efficacy can
mediate the relationship between smartwatch attributes and CUI. Understanding various roles
of self-health efficacy in smartwatch consumption will be the necessary groundwork for
innovating the smartwatch user experience to the next level.

Methodology

Through Prolific, 328 respondents' data was collected in the USA via convenience sampling.
Only Apple Watch users participated in the study to improve the internal validity of the
questionnaire. Apple Watch was a subject of the study because it has an outstanding market
share over other brands and has proper gamification and health-related technologies (Statista,
2023). The survey consisted of 24 items in total, including 10 items of gamification factors
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(competition 3 items, social interactions 3 items, and rewards 4 items), 8 items of health-related
technologies (physical activity data 5 items and health data 3 items), 3 items of self-health
efficacy and 3 items of CUI. The data analysis included frequency analysis, reliability analysis,
Confirmatory Factor Analysis, and a Structural Equation Model using SPSS 28.0 and AMOS
26.0.

Results

The measurement of each variable was shown to be reliable by Cronbach's alpha value (> 0.7).
The CFA results showed that the measurement models (chi-squared/df = 2.46, p<.001, CFI =
.93, RMSEA = .06) fit the data well. Moreover, convergent (C.R > .70; AVE > .50) and
discriminant validity (y <.70) showed an acceptable level. The SEM measurement models also
showed an acceptable fit (chi-squared /df = 2.31, p<.001, CFI=.93, RMSEA=.06) to the data.
Based on the SEM results, the self-health efficacy showed positive partial mediated effects on
the relationships between the sub-factors such as health data (B_direct=.37, B_indirect=.08),
social interaction ((B_direct=.04, f indirect=.09), reward activity (B _direct=.15,
B_indirect=.04), competition (B_direct= -.04, B_indirect= .04)) and CUI. However, the self-
health efficacy showed a significant negative partial mediated effect on the relationship
between the physical activity data (B_direct=.23, B_indirect= - .09) and CUI.

Conclusion and Implications

This study investigated the effects of smartwatch attributes and consumers' self-health efficacy
on CUIL The results showed that self-health efficacy is a crucial component of smartwatch
consumption and proved its mediating role. Additionally, its mediating influence altered the
negative effects of competitive attributes on CUI to be profoundly positive. This study also
demonstrated that the smartwatches' activity tracking technology was confirmed to be less
decisive for continuous use when consumers have high self-health efficacy. For the limitations,
since self-health efficacy can be variable with time, a longitudinal study needs to be conducted
based on the results. Finally, the findings contribute to a further understanding of diverse
factors behind the continuous usage of smartwatches and provide the mobile healthcare market
with insights for effective product development and marketing.
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Aim and Research Questions

This systematic literature review examines studies in the field of sport consumer behavior to
gain a comprehensive understanding of how service quality is measured in various sport
participation services by focusing on the dimensions on service quality, i.e., the proposed
measuring models — reflective and formative. The study poses two research questions:

RQ1: How can studies measuring service quality in sport participation services be
systematized according to the dimensions of service quality included, and could an
inconsistency in the conceptualization of the outcome dimensions suspected in the literature
be revealed?RQ2: How can studies measuring service quality in sport participation services be
systematized according to the measurement model specified for service quality, and is there
evidence of measurement inaccuracies?

Theoretical Background and Literature Review

The measurement of service quality emerges by the nature of services which are differentiated
from goods by their “intangibility, inseparability of production and consumption,
heterogeneity, and perishability” (Zeithaml et al., 1985, p. 33). Thus, the physical resources of
the sports service, staff/interaction, outcome and program seem to be important variables
determining the sport consumers’ quality perception (Alexandris et al., 2004; Kim & Kim,
1995).

Service quality as a latent variable or construct can only be measured indirectly by using
observable indicators. In this regard, the measurement of latent variables could be specified in
two ways: reflective measurement models are typical of classical test theory and factor analysis
models which assume that the construct causes the measurement of the indicators and index
construction with formative measurement models which assume that the direction of causality
flows from the indicators to the construct (Hair et al., 2022).

Research Design/Methodology and Data Analysis

Conducting the systematic literature review, we followed the Collection, Analysis, and
Discussion (CAD) framework of Bichler et al. (2022). We finally reviewed 55 studies
investigating service quality in various sport participation services. The categorization of the
studies was done by a multistep procedure. As a first step, we conducted an analysis to
categorize the studies according to the main dimensions of service quality derived from theory:
physical environment, personnel/interaction, program, and outcome, and listed the aspects and
statements considered as an outcome dimension (RQ1). The next step was to categorize the
studies that examined structural models according to how the measurement models for the
dimensions of service quality were specified as first-order or hierarchical models, reflective or
formative in each layer. Next, the guidelines for selecting measurement models by Jarvis et al.
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(2003) and Hair et al. (2022) were used to discuss whether the specifications provided in the
studies met the criteria (RQ2).

Results/Findings and Discussion

The results of the analysis reveal that studies measuring service quality in participation sport
services could be categorized in studies using a hierarchical model, i.e., ‘process dimension
studies’, ‘plus outcome (no program) studies’, ‘all-in studies’, and in first order studies
measuring overall service quality. We provide these results including aspects such as ‘types of
sports’, ‘country’, and the ‘purpose of the study’ for further guidance.

Furthermore, we categorize the reviewed studies regarding the applied measurement model of
the service quality construct, or the customer satisfaction construct based on service quality
dimensions - for scale development studies and studies estimating and testing structural
models. We found that the specification of the service quality measures depends on the method
applied for investigating structural models and the purpose of the study: Applying CB-SEM
service quality is specified as reflective measurement models, in studies applying PLS-SEM
we found reflective and formative specified measurement models on all layers of the models.
We also found studies for which we discuss the accuracy of the measurement model.

Conclusion, Contribution and Implication

Our literature review provides scholars guidance in selecting preliminary studies for their
research projects from the appropriate category also including ‘type of sports’, ‘country’, and
‘purpose of the study’ by the coding. Furthermore, the categorization of the studies highlights
gaps in the literature, e.g., a certain inconsistency in the conceptualization of the outcome
dimension. Most of the reviewed studies seem to devote little attention on the specification of
the measurement model of service quality although hypothesis tests involving structural
relationships among constructs will be only as valid or reliable as the measurement models are
explaining how these constructs are measured. We discuss the criteria for increasing accuracy
reported in the literature. Our work encourages scholars to apply appropriate measurement
models to enrich their result interpretations which are suitable for managerial implications.
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Aim and Research Questions

For experiences such as youth sport and physical activity (SPA), value is derived though the
interaction between the producer and consumer; in other words, value is co-created (Vargo &
Lusch, 2011). The youth SPA experience can be considered unique because there are three
main value co-creation stakeholders: 1) the sport provider; 2) the youth participant; and 3) the
parent/guarding of the youth participant who have yet to be considered as an important value
co-creation stakeholder of youth SPA. Thus, there remains much to understand about the
complexities of value co-creation of youth SPA experiences.

During the pandemic, the ways in which youth could engage in SPA was altered (e.g., Brady,
2020). As past experiences can shape how value is interpreted (Best et al., 2017; Vargo &
Lusch, 2011), these new experiences during the pandemic could further influence how value
is conceptualized for these stakeholders, and as such, how value is co-created moving forward.
Therefore, the purpose of this presentation is to explore the value co-creation of youth SPA
experiences during the pandemic, and how, if at all, these experiences might impact value co-
creation post-pandemic.

Theoretical Background and Literature Review

Under a Service-Dominant Logic, service providers must cultivate relationships with their
consumers (Vargo & Lusch, 2011). It is through relationship building that value is derived,
and as such, consumers play an active role in defining and creating value (Vargo & Lusch,
2011). In the youth SPA context, youth themselves are an important value co-creator. Youth
most often seek: (1) fun experiences and (2) an opportunity to be with their friends from their
SPA (e.g., Best et al., 2017). During the pandemic, however, these two main factors were
altered, particularly the social nature of youth SPA (e.g., Brady, 2020). Understanding how, if
at all, these changes impacted youths’ perceptions of value could inform their role as a value
co-creation stakeholder moving forward.

Parents have often been thought of as simply a purchaser of youth SPA experiences (e.g.,
Green & Chalip, 1998). Recent work has suggested that parents can play a much more active
role in the youth SPA experience (e.g., Horne et al., 2023). Understanding parents’ role as a
value co-creation stakeholder can provide insight into how value was co-created in youth SPA
during the pandemic. These experiences may have altered perceptions of value, thereby
possibly affecting value co-creation post-pandemic.

While perceived value of youth SPA experiences is determined by each family, value is
embedded in the exchange with providers (Vargo & Lusch, 2011). Youth SPA providers can
create conditions under which value might be interpreted by youth SPA consumers through
mobilizing their resources (Vargo & Lusch, 2011). The resources available to youth SPA
providers and the ways in which they could mobilize their resources were altered during the
pandemic. Thus, the interaction between the provider and consumers (i.e., youth and parents)
was fundamentally different during the pandemic, thereby altering how value was co-created.
As such, these experiences with resource mobilization for value co-creation during the
pandemic could have implications for how value is co-created post-pandemic.
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Research Design, Methodology and Data Analysis

A case study methodology (Creswell, 2014) was employed to explore the experiences of
families and SPA providers in Ontario, Canada.

Data were collected via focus group interviews with youth and their parents (n=14
families/focus group interviews, including 19 youth and 17 parents) and semi-structured
interviews with youth SPA providers (n=12). In the focus group interviews (from January-
March 2021), families were asked about their experiences with and perceptions of value of
youth SPA before and during the pandemic, and if/how they would like to engage with youth
SPA post-pandemic. In the semi-structured interviews (from April-May 2021), the youth SPA
providers were asked how they engaged in value co-creation before and during the pandemic,
and if/how they will respond to family’s reconceptualization of value post-pandemic.

Drawing from Braun and Clarke (2006), a reflexive thematic analysis was conducted. Details
of the analysis will be provided in the presentation.

Results/Findings and Discussion

At the time of abstract submission, all data were collected, and analysis was underway. The
full analysis will be completed and ready to present by the time of the conference. A discussion
of the nuance of value co-creation in youth SPA experiences between youth SPA providers,
youth, and their parents will be offered.

Conclusion, Contribution, and Implication

Understanding how each of the key value co-creation stakeholders of youth SPA (i.e., youth,
parents, sport providers) experienced the pandemic and effects of these experiences on their
perceptions of value informs how value co-creation might look post-pandemic. In doing so,
this presentation contributes to theoretical understandings of the unique value co-creation
relationship of youth SPA. Although this presentation is in the context of the pandemic, it
provides insights into the broader understanding of youth SPA experience post-pandemic.
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Aim and Hypotheses

The purpose of this study is to investigate innovative fitness app usage intention by extending
the explanatory power of Technology Acceptance Model (TAM) by adding a new variable,
consumer innovativeness. This variable, which has been found to be a significant predictor of
explaining adoption behavior in technology, was examined to further understand behavior
intention in the fitness segment of the sport industry.

H1 — Perceived usefulness will have a positive effect on fitness app usage intention.

H2 — Perceived ease of use will have a positive effect on fitness app usage intention.

H3 — Consumer innovativeness will have a positive effect on fitness app usage intention.
Theoretical Background and Literature Review

As individuals are increasingly provided with a variety of online fitness platforms, it is
necessary to understand consumers’ intentions to use fitness apps with innovative features.
The Technology Acceptance Model (TAM) — which considers perceived usefulness (PU),
perceived ease of use (PEU), and behavior intention — is a theory that has been used to
understand and predict technology acceptance intentions (Venkatesh & Davis, 2000). In order
to increase the explanatory power of the theory, additional variables have been added (Chiu &
Cho, 2021). Despite the rapid growth of the current fitness app segment of the sport industry
and the provision of personalized training plans and functions that have gained popularity,
research on the intention to use online fitness apps with innovative features from the
perspective of consumers and the theoretical approach to the usage intention remains in its
early stage. Consumer innovativeness (CI) — a characteristic where people based on their
predisposition and cognitive style are more open to pursuing or adopting innovative content,
products, experiences, etc. — has been considered as a significant predictor of adopting
innovative technologies (Jeon et al., 2020). In the sport industry, adding CI to TAM has been
found to have a direct effect on the intention to use (Kim et al., 2017). Therefore, the
hypotheses developed and tested for the current study are based on the idea that CI will
significantly influence the intention to use apps with innovative features (e.g., real-time
feedback, on-camera options, competing with others through online records) and the variables
of TAM will also significantly influence the intention to use fitness apps.

Research Design, Methodology and Data Analysis

Data were collected via Prolific, resulting in 356 responses used to test the hypotheses.
Structural equational modeling (SEM) was applied to test the model fit and path coefficients
by using AMOS 21 program. After confirming the proposed model has a great fit, path analysis
was performed to check the coefficient of each variable to behavior intention. Lastly, to present
demographic statistic results, frequency analysis was performed by using SPSS 25.

Results and Discussion

The SEM results revealed an acceptable model fit (x*> = 537.415, df = 164, CFI = .940, TLI =
.94, RMSEA = .08). By examining path analyses, it was found that PU and CI were found to
have a positive effect on fitness app usage intentions. Therefore, H1 and H3 were supported.
PEU was found to be insignificant, so H2 was not supported. Based on the findings in this
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study, people will use the innovative fitness app if they perceive its usefulness. Also, it was
found that CI had a major role in explaining and predicting behavior intention related to using
the fitness app.

Conclusion, Contribution, and Implication

The surge in at-home exercise routines has generated a need for fitness apps and technological
advancements in this market. In addition to conventional methods of attracting users, such as
offering the convenience of using the app anytime and anywhere, fitness apps are now evolving
by integrating with different technologies and equipment. The findings of this study
demonstrate how consumer innovativeness influences user intention. These results contribute
to TAM by adding CI theoretically and contribute to explaining and predicting behavioral
intentions in the growing area of fitness technology.
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Sports play a pivotal role in contemporary societies. Giulianotti (2007, p. 260) described
football as an “increasingly important popular cultural field for identity construction.” This
research investigated similarities and differences between Brazilian and French football fans,
seeking a better understanding of the factors associated to football fandom. The study adopted
as theoretical perspective the Extended Self theory and was also rooted on the literature on
sports fandom. The choice of these two countries was due to their football culture. The football
history is similar, it is developed at the same time but with different fans behaviors. The French
are more critical, while the Brazilians are more passionate.

The literature review examined the Extended Self perspective, fans' attitudes and behavior,
and football consumption. A theoretical framework was extracted from the literature and 12
hypotheses were advanced, concerning (i) antecedents of emotional attachment to the team
and team identification; (ii) affective and cognitive factors that lead to engagement with a
team; (ii1) incorporation of a team to the self; (iv) behavioral consequences (team loyalty), in
addition to a moderating variable (nationality). The Extended Self scale refers to identity,
connecting the concepts of consumer identity and incorporation of the possession to the self.
According to Lock and Heere (2017) it is necessary to distinguish more precisely between the
constructs of fan identity and team identification Thus, the present study responds to a claim
by these authors.

The study uses an online survey and a sample of football fans in Brazil and France.
Respondents were over 18 years old and support a football team. The applied questionnaire
used scales extracted from the literature to measure the key constructs. Family Influence and
Friends' Influence were measured by scales used by Funk et al. (2003), Online Media Influence
measured by Phua (2010). Attitudes toward the Team were measured using the Emotional
Attachment Scale of Jimenez & Voss (2014). Bauer et al.’s (2008) scale was used in Team
Identification and Team Loyalty. Lastly, the Team's Incorporation into the Self, uses an
adaptation of the original Sivadas and Venkatesh (1995) scale.

A total of 807 questionnaires were answered, 542 by Brazilian fans and 265 by French fans.
Some had to be excluded because they were incomplete, or the respondents’ profile did not fit
the target population. Therefore, resulting of 307 Brazilian and 169 French questionnaires. The
follow hypotheses were tested using Structural Equation Modelling (SEM) and in order to
check if there were a direct and positive effect between the constructs the followed
relationships were tested: (i) Family influence to friends’ influences; (ii) Family influence to
emotional attachment to the team; (iii) Family influence to team identification; (iv) Friends'
influence to emotional attachment to the team; (v) Friends' influence to team identification;
(vi) Online media use to emotional attachment to the team; (vii) Online Media Use to team
identification; (viii) Emotional attachment to the team’s incorporation into the self; (ix) Team
identification to the team’s incorporation into the self; (x) Emotional attachment to team
loyalty; (xi) Team identification to team loyalty; (xii) The team’s incorporation into the self to
team loyalty.
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The study provides evidence that the football team can be seen by the fan as a possession and
thus as part of his/her extended self (Belk, 1988, 1989). Emotional attachment and team
identification are antecedents that have an impact on the team becoming part of the fan’s
extended self. It appears that the incorporation of the team into the self does not impact team
loyalty, measured by the consumption of games, merchandise and news. There are relevant
differences between the French and the Brazilians examined in this study.

The main contribution of the study is to use the Extended Self perspective (Belk, 1988, 1989,
2014) as a background to the analysis of football fandom. Therefore, it contributes to the
literature on the extended self, by adding an understanding of the fan’s football team as an
intangible possession that can be part of the extended self and of the attitudinal factors
impacting this process. The study contributes to the understanding of how the incorporation of
the team to the self is influenced by team identification, thus contributing to distinguish more
precisely between the concept of identifying with a team and incorporating it into one’s self.
The results suggest that related issues such as emotional attachment to the team and team
identification may also play different roles depending on the fan’s culture and context. As for
managerial implications, clubs can use this work to better understand French and Brazilian
football fans. With the internationalization of football organizations, the results of cross-
cultural studies can become much more important to the management of these organizations.
In this way, they will be able to develop a more effective strategy to reach their consumers.
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Aim and Research Questions
While there is a long history of sport being leveraged for soft power, recent developments have
seen the emergence of the term ‘sportswashing,” coined as a way of describing how powerful
state (or state sponsored) actors leverage sport to distract from, or distort perception of, their
unethical actions. However, the majority of research (see Fruh et al, 2022; Skey, 2022) into
sportswashing has focused on the hosting of one-off sporting mega-events by autocratic
regimes, and not on their long-term ownership of prominent western sports teams. Still less
has been studied on the role of the team’s fans in such scenarios. Our paper addresses this
lacuna through analysis of a prominent fan forum of Manchester City, an English football club
owned by the Abu Dhabi United Group - a private equity group operated by Abu Dhabi
royaltyln doing so, we expand the study of sportswashing into investigations concerning the
strategy of team ownership. We employ critical discourse analysis to examine how Manchester
City fans make sense of their club’s role as a sportswashing identity.

Theoretical Background and Literature Review
Fruh et al (2022) define sportswashing as the process by which “attention is routed away from
the moral violation [...] through sport” (2022: 3). This distortion of attention is a complex
process, in which the affection for the sporting institution counteracts, though does not
completely mask, the moral violations of the sportswashers. While sportswashing attracts
scrutiny and criticism of such violations, its aim is that this negative attention will be ultimately
outweighed by the positive associations accrued. However, there is a lack of empirical research
on the impacts of sportswashing, particularly pertaining to sports fans; this is a particularly
notable omission given recent journalistic accounts both of fans aggressively defending their
ownership regimes against accusations of sportswashing (Cohen, 2021) and of fans mounting
significant protests against sportswashing ownership regimes (BBC 2022).

Research Design, Methodology and Data Analysis
We analyse three discussion threads from the forums of a popular Manchester City fan site (in
active use for well over a decade and with over 77,000 users). Manchester City were purchased
by the Abu Dhabi United Group in 2008 and, thanks to the Group’s significant financial
support, have experienced unprecedented on-field success in the years since, but have also
been argued to constitute a sportswashing project (Chadwick et al, 2022). The emergence and
circulation of the concept of sportswashing in recent years thus places City fans in the
interesting position of having to reconcile such accusations with the success they enjoy under
the Abu Dhabi Group.

Comments in these threads date from May 2019 to January 2023, comprising 12,507 comments
in total. They were chosen as they represent victories for the club in three different but
overlapping fields: a competitive victory, a financial victory, and a legal/political victory.
Victories were focused on as they afford us the opportunity to assess how users reconciled
their joy over the club’s financial and footballing might with its much-criticised source.
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Van Leeuwen’s framework for legitimisation (2007) was employed to account for both the
ways in which forum users legitimise the status of Manchester City and the motivations and
actions of the club’s hierarchy, and also how they rhetorically delegitimise the club’s critics
and perceived ‘enemies.” Van Leeuwen conceives of four main categories of legitimisation:
authorisation, moral evaluation, rationalisation, and mythopoesis; each of which contains its
own sub-categories.

Results/Findings and Discussion
Findings demonstrate that Blue Moon users employ an interlinked variety of the discursive
tactics identified to not only legitimate City’s success in the face of criticism but also legitimate
the club’s owners as sound businessmen, unfairly maligned by false accusations of
sportswashing. Furthermore, the forum users employ similar tactics in discourses which
function to de-legitimise the perceived enemies of the club, such as the football authorities, the
media, and rival clubs. Forum users discursively construct an overarching view of football’s
administrative structures and media-economy as utterly ethically compromised and thus any
distortion to it as a result of the financial might of City and the Abu Dhabi Group is a laudable
subversive force.

Conclusion, Contribution, and Implication
Analysis of our findings points toward a fanbase that has fully embraced the club’s ownership,
developing a defensive hostility in the face of accusations of sportswashing. The discourses
circulated on the forum function not only to inure City fans against any moral scruples they
may have over the club’s ownership, but also to instil them with a hostility against discussion
of sportswashing. Thus, a hitherto largely undiscussed aspect of sportswashing projects
involving the purchase of sporting institutions is the recruitment of a body of aggressive,
emotionally invested supporters. Given the not insignificant personal and professional impacts
of online abuse on journalists, the implications of a sportswashing regime commanding the
fierce loyalty of active online fans are concerning.
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1. Aims and Research Questions

The aim of this research is to estimate the determinants of direct demand for Gaelic Games.
We do this by modelling both live attendances and television views for Hurling and Gaelic
Football. While the literature concerning demand to attend and view team sports is well-
developed, we are the first to consider both sources of demand for Gaelic Games. Our
empirical work is based on the analysis of two new datasets.

Outside of our general research question — what are the determinants of demand for Gaelic
Games? - we focus on two important issues. First, what is the impact of outcome uncertainty
on consumer behaviour? Second, what impact does broadcasting have on live attendances?
While the first question is well-researched across sport and offers a theoretical basis to our
study, less is known about the latter issue.

2. Theoretical Background and Literature Review

In general, the literature considering demand for live sport has pursued methods set out by
consumer modelling theory — for the most part, we follow these approaches in this work. This
generally splits into two branches; stadia attendance demand and broadcasting demand. Given
the data available to us, we aim to reconcile both strands of literature in one paper.

Fans appetite to consume sports is expected to be theoretically related to a suite of factors
including outcome uncertainty, product quality, aspects of scheduling, market size and
potential substitute products. The literature on live sports consumption has progressed by
considering many aspects of these determinants and has largely focused on empirically testing
the uncertainty of outcome hypothesis. This is a theoretical cornerstone of the sports demand
literature and implies that fans preference to consume live sport is positively correlated with
increasing balance. Various metrics have been adopted to measure a priori balance such as
sporting(talent) based measures and market(betting) odds. The findings regarding fan
preference for balance are mixed across sports.

3. Research Design, Methodology and Data Analysis

We hand-collected official attendance figures for provincial and Championship matches from
the period 2010 to 2018. These figures are widely reported in the media and by the GAA. In
total, we access attendance data on 272 hurling matches and 471 football matches. We acquired
official viewer figures directly from the GAA. These are valuable data and are provided to the
GAA via the Irish national broadcaster (RTE). The dataset ranges from 2013 to 2021 and
covers both hurling and football broadcasts by RTE. The view figures are also inclusive of any
viewers watching on the RTE news station. All broadcasting data does however exclude any
viewership from BBC Northern Ireland. Also, these figures can be considered as linear viewing
only and exclude any streaming viewership (RTE player online).

To measure quality and balance, we use ELO ratings that are specifically adapted for Gaelic
Games. These ratings are developed using a similar method to that of the ELO ratings used in
football. We also assess a range of factors theoretically important to demand such as market
size, travel distances (for attendance demand), product bundling and scheduling.

So far, our empirical strategy has been to estimate a series of linear models where the
dependent variable is the log of attendance/views. Our models include the use of county (team)
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and year fixed effects. For our live attendance models, we also estimate Tobit models to
consider the issue of latent demand.

4. Results/Findings and Discussion

Our initial results suggest that outcome uncertainty does not impact consumer demand to
attend or view Gaelic games. For live broadcasts, we again find no relationship between
outcome uncertainty and demand. We are currently working on our dataset to consider the
impact of broadcasting on attendance so newer results are pending. These results provide
further evidence of fans lack of interst in match-level compeditive balance.

Our preliminary models suggest that for live attendances matches taking place on a Sunday
attract more fans and that 'Double Headers' (match packages) also increase demand.
Expectedly, higher quality matches and those held later on in the tournament attract more
spectators. Match quality significantly impacts demand. We also find that televised replays
increase viewership.

5. Conclusion, Contribution, and Implication

We study a unique sports market as it is one with standard features of professional sports (e.g.
broadcasting rights ) but has no formal labour market. Functioning labour markets could bring
about more balance, but our results suggest that fans do not have a preference for match-level
balance.

Given the results we can make specific recommendations to the GAA and our findings have
practical relevance to their commercial operations. The scheduling effects we identify could
help the organisation maximise revenues. In general, the results add to our understanding of
demand for live team sports. As we argue, exploring this topic has practical implications for
other sports organisations too.
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Aim/Research Questions

We aim to develop a better understanding of sport consumer experiences using neuroscience
methodology. Specifically, we are interested in addressing the question: Can brain system
activation predict engagement (i.e., flow) and ego-involvement with a sport viewership
experience (i.e., watching a televised ice hockey game)?

Theoretical Background/Literature Review

Theories and models of sport consumer behavior often rely on self-reported measures of ego-
involvement (i.e., degree to which watching sport is a central component in a person’s life and
identify) and flow (i.e., experiences characterized by intense absorption and focused attention)
when attempting to understand spectator experiences (Funk & James, 2001; Madrigal, 2006).
However, emerging methodologies and new technologies are providing researchers with new
ways of knowing spectator experiences. The use of these new approaches may be a result of
the limitations of ‘traditional” methods typically employed in sport consumer research. For
instance, insights into spectator experiences gleaned from self-report surveys where fans may
be subject to forms of retrospective biases and lack in situ perspectives. Also, spectators may
not always be truthful when they self-report their thoughts and emotions, or they may be unable
to articulate them while immersed in the viewership experience (Martin et al., 2019).
Spectators’ thoughts and feelings may operate at a subconscious level; therefore, their self-
reported thoughts, feelings, and behaviors may not accurately reflect their decision-making
process (Oppenheim, 1992).

More holistic and objective understandings of spectator experiences may result from
employing neuroscience approaches. Social neuroscience is described as an interdisciplinary
field which aims to investigate the neurobiological mechanisms (e.g., neural, hormonal) that
intersect with social structures, processes, and behavior. The foundation of social neuroscience
posits that “measuring brain activity provides access to psychological processes and neural
circuitry that may serve as the underlying mechanisms that explain individual differences in
behavior and experiences” (Tompson et al., 2019).

We propose three hypotheses: 1) Activation in the medial prefrontal cortex (mPFC) will
predict more engagement/involvement in a televised sport viewership experience. Considering
the role of the mPFC in social cognition and evaluative processing, this heightened activity
could reflect their emotional involvement in the game, feeling a sense of connection with the
team(s), or experiencing personal relevance with the game's outcome. 2) Lower activation of
the left lateral prefrontal cortex (left IPFC) will predict less engagement/involvement. Left
IPFC is an important node in the brain network responsible for working memory and top-down
attentional control, these processes are essential for following the progress of gameplay. 3)
Brain activation across both nodes will add significantly to the prediction of
engagement/involvement beyond demographic and other social cognitive predictors.
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Research Design, Methodology, and Analysis

Data is being collected over a two-phase process. In the first phase, students in undergraduate
classes at a University in Canada are being invited to complete a survey questionnaire designed
to assess their levels of involvement with watching the sport of ice-hockey, using Kyle et al.’s
(2007) modified involvement scale. Data from this pool of participants are being analyzed to
identify viewers with low and high involvement. A total of 150 these participants are being
invited to participate in the laboratory phase of the study. In this phase, participants with high
involvement (n=75) and with low involvement (n=75) watch the same twenty five-minute
video clip of a professional ice hockey game (i.e., a United Kingdom Elite Ice Hockey League
game). Participants are being asked to view the clip while prefrontal activity is being monitored
using a portable functional near infrared spectroscopy (fNIRS) imaging system. After
watching the clip, participants will complete a brief questionnaire, which will assess
psychological engagement using the flow dimension items from Madrigal’s (2006) FANDIM
scale.

Imaging slices used for analyses include slices of 10 second durations, occurring: 1) in the first
minute of game play (starting with puck drop), 2) at the midpoint of the period (minute 13),
and 3) in t he closing minute (minute 25). Additionally, 12 event-related imaging slices will
be analyzed, including five scoring chances for each team and one “momentum shift” face off
in each team’s offensive end. Using regression analysis, we will examine relationships
between activation in each quadrant (left/right, medial/lateral) and engagement, using level of
involvement (low/high) as a moderator.

Results/Discussion
Preliminary results will be shared at the conference.
Conclusion/Contribution/Implications

Researchers often fail to consider how self-report measures of sport viewership engagement
and involvement might interface with biologically-based cognitive systems such as that which
can be captured with brain imaging systems. Conditional upon hypotheses testing, our study
may have potential implications for sport consumer researchers and sport-related
neuromarketing. The results generated from our study will reflect objective, continuous (i.e.,
ongoing throughout the viewership experience), and in situ measures of spectator engagement
not typically captured in previous sport consumer investigations. Such neuroimaging data may
inform design and production elements of more engaging televised sport stimuli for diverse
sets of audiences.
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Aim and Research Question

Spectator sports consumption has become a multi-billion-dollar business. At the same time,
the variety of different sports competing for spectators’ interest has increased tremendously.
Therefore, a key question for sports (event) managers is how to attract spectators to their sports.
Existing research has identified various motives that draw consumers to follow specific sports.
However, not much is known which motives are particularly relevant for niche sports. Such a
knowledge would help niche sports managers to position and market their product more
effectively. Therefore, we address the following research question: Which motives explain
sports spectators’ perceived attractiveness of niche versus mainstream sports?

To answer this research question, the present study 1) identifies motives that explain spectator
sports consumption, 2) develops hypotheses which motives are more relevant for niche or
mainstream sports, and 3) tests the effects of these motives in an empirical study with one
niche and one mainstream sport (with data collection on four more sports currently taking
place).

Theoretical Background and Literature Review

Niche sports are usually distinguished from mainstream sports by the size of the fan base and
the amount of media coverage (Greenhalgh et al., 2011). Many studies have addressed the
motives that attract sport consumers to their sports. The present study reviewed the literature
on sport consumption motives and identified six motives that were commonly used in sport
spectator research (e.g., Funk et al., 2001; Gladden & Funk, 2002; Wann, 1995), including the
motives identified by Greenhalgh et al. (2011) in a study on niche sports consumers:
entertainment, star power, social interaction, knowledge acquisition, group affiliation, and
escape. Based on theoretical foundations (e.g., social identity theory) and the characteristics of
niche versus mainstream sports (fan base, media coverage), we rely on previous research (e.g.,
Greenhalgh & Greenwell, 2013; Miloch & Lamprecht, 2006; Vann et al., 2015) to predict how
motives will have different effects on mainstream versus niche sports’ attractiveness.
Specifically, we propose:

H1-H4: The entertainment / star power /social interaction / knowledge acquisition motive has
a significantly weaker / weaker / stronger / stronger effect on a sport’s perceived attractiveness
for niche versus mainstream sports fans.

Regarding the group affiliation motive and the escape motive, the literature does not suggest
significant differences between niche and mainstream sports fans.

Research Design, Methodology, Data Analysis, and Results

To test the proposed hypotheses, we selected two sports in the same domain (equestrian), one
mainstream (show jumping) and one niche sport ((carriage) driving). We measured the six
motives and sport attractiveness with established (adapted) scales (e.g., Funk et al., 2003;
Gladden & Funk, 2002; Greenhalgh et al., 2011; James & Ross, 2004; Pu & James, 2017; Trail
& James, 2001; Trail et al., 2003; Wann, 1995) and collected data from 592 fans (show
jumping = 275, driving = 317). The reliability of all scales was appropriate (all Cronbach
alphas > 0.77), so we averaged the items of each scale.
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To examine the effects of the different motives, we estimated one moderated regression model
for each motive. Perceived sports attractiveness served as the dependent variable. Each motive
(B1), a dummy variable reflecting the sport (y1, show jumping vs. driving), as well as the
interaction term of these two variables (B2) served as the independent variables, controlling for
interest in equestrian sports, age, gender, and income.

A significant direct effect of the dummy variable in all models showed that driving fans
perceived a higher attractiveness of their sport than show jumping fans (all ps<.01). Significant
interaction terms indicated differential effects of specific motives on sports attractiveness.
Specifically, results showed a significantly more positive influence of the entertainment (Bo=-
.10, p<.01), star power B,=-.11, p<.01), and knowledge acquisition (B>=-.09, p<.01) motives
on sports attractiveness for mainstream than for niche sports fans. The positive effects of the
social interaction, group affiliation, and escape motives did not differ significantly between
mainstream and niche sports fans (all $2<.02, all ps>.55). These results support H1 and H2,
but not H3 and H4.

Contribution, Implication, Limitations, and Further Research

The results of this study can help sports (event) managers of niche sports to position and market
their sports effectively. However, the study only includes two idiosyncratic sports which limits
generalizability. Therefore, we currently collect additional data on four other sports to examine
the stability of the findings in other sports. The results can also help us explore whether indeed
the niche-mainstream distinction is responsible for the differences in sport spectators’ motives,
or if other contextual factors (e.g., geographical, traditional, or seasonal effects of specific
sports) are key. These analyses will also be presented at the EASM conference in Belfast if the
submission is accepted.
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Aim and Research Questions: With Beijing hosting the 2022 Olympic and Paralympic
Winter Games, China's skiing market experienced a substantial surge in demand. Despite
growing academic research on winter sport in developed countries (e.g., North America,
Europe, and Australia), the emerging or developing ski market context has not been
extensively explored (with the notable exceptions of Wang et al., 2020). The purpose of this
study is to investigate the constraints and facilitators influencing skiing participation in China.
This research applied purposeful sampling to include three segments based on the frequency
of skiing participation (i.e., non-, low-frequency-, and high-frequency skiers) to further
understand skiing consumer behavior in China. By doing so, the study offers an enhanced
understanding of the Chinese skiing market and unveils insights assisting industry
professionals to effectively address their customers' diverse needs and expectations.

Theoretical Background and Literature Review: Previous research established frameworks
to identify constraints (i.e., impediments that discourage participation) (Alexandris et al.,
2011). In contrast, some literature has highlighted facilitators (i.e., factors that stimulate
participation) (Kim & Trail, 2010). However, while some notable exceptions exist, current
models that comprehensively integrate both constraints and facilitators and explicate their
interrelationships remain limited.

Research Design, Methodology and Data Analysis: A online survey was developed based
on prior research and consisted of four sections: (1) skiing participation (three items); (2)
constraints (12 items); (3) facilitators (seven items); (4) demographics (six items). [tems in the
constraint and facilitator scale for skiing participation were measured using a 7-point Likert
scale, anchored with strongly disagree (one) and strongly agree (seven). A total of 409
participants completed the survey. The participants included 137 non-skiers (33.5%) (i.e., who
never skied before), 134 low-frequency skiers (32.8%) (i.e., skied before up to two days in the
previous winter season), and 138 high-frequency skiers (33.7%) (i.e., skied three or more days
in the previous winter season). Descriptive assessments, exploratory factor analysis (EFA),
internal consistency analysis, structural equation modeling (SEM), and a chi-square test were
calculated by SPSS 24.

Results/Findings and Discussion: Through the EFA three constructs emerged: general
constraints (a=.88, seven items, such as skiing leads to injuries), facilitators (0=.91, seven
items, such as skiing helps me to release tension), and learning constraints (0=.85, three items,
such as skiing is too difficult to learn). SEM was then developed with the three constructs as
predictors and the level of skiing participation as the outcome variable. The result of SEM
indicated a good fit (y2/df = 3.766, CFI = .898; [TLI] = .87; RMSEA = .081). AVE values
from .52 to .64 showing acceptable convergent validity. The correlation coefficients among
the constructs were smaller than their respective squared root of AVEs, supporting the
discriminant validity of the latent constructs. It was found that the facilitators were a positive
predictor of skiing participation (B = 4.578, SE = .037, p < .001), the construct of learning
constraints was a negative predictor (f = -6.09, SE = .038, p <.001). However, the construct
of general constraints was insignificant (B = 1.937, SE =.031, p =.053). Furthermore, skiing

Sport Consumer Behaviour 231



Sport Consumer Behaviour 232

frequency significantly correlated with household status, income, and education level across
the three segments (p <.001).

Conclusion, Contribution, and Implication: These results support previous research noting
the relevance in skiing participation of the dimensions: facilitators (e.g., stress relief) and
learning constraints (e.g., difficulties in acquiring requisite skills) (Yao et al., 2021). The
findings point to the need for ski resorts in China to offer instructional sessions for beginners
so they may become familiar with skiing fundamentals and enhance their confidence,
particularly among non-skiers and low-frequency skiers. Interestingly, this study discovered
that general constraints did not influence participation frequency. This result could be due, in
part, to the extensive promotion by the nation's official media leading up to the 2022 Olympics,
as documented by Chen et al. (2022). Furthermore, non-skiers never skied before, and the low
frequency skiers only skied 1-2 times per season. Due to the Covid-19 pandemic during the
data collection in China, all participants may reduce the frequency in participating in skiing.
This might present challenges in recalling general constraints. Future research should continue
to investigate the impact of different types of constraints on skiing participation. Moreover,
the findings corroborate previous research, indicating that educational level and income
significantly impact skiing frequency. High-frequency skiers demonstrate an increased
importance on involving their children in the sport denoting a distinctive feature of China’s
emerging skiing market. This suggests that services catering to family skiing may present
increased market potential. This study represents a vital contribution to the currently limited
literature available on the Chinese ski market. The three segments (e.g., non-skiers, low-
frequency skiers, and high-frequency skiers) engenders an enhanced capacity for the prediction
of consumer behavior within the skiing market. This presentation will further detail the key
differences among these groups.
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1. Aim and Research Questions

The aim of this contribution is to analyse the characteristics of indoor climbers in France and
their relations (i.e. satisfaction, attachment, loyalty) to the private climbing centres they are
members of. Since 1990, the number of climbing participants has grown significantly along
with the increasing number of commercial climbing centres. However, this new generation of
climbers has never been studied and we can wonder whether it simply represents a quantitative
extension of the climbers’ population or whether it represents a deeper qualitative change of
the market demand with the apparition of new types of climbers, consequently the emergence
of more commercialised relaitonships between indoor climbers and their centres.

2. Theoretical Background and Literature Review

Combining the artificialization of climbing surfaces with commercialization, artificial
climbing centres, whether private or commercial, have progressively developed in France to
generate is called the “indoorisation” (Van Bottenburg & Salome, 2010) of climbing. With this
indoorisation, new market operators have developed new offers and organizational methods
with lower constraints (Pociello, 1995) in urban centres. For example, in France, 70% of
commercial climbing centres were created after 2005 (Aubel & Lefevre, 2022). In this context,
the number of indoor climbers has increased too.

Therefore, the world of climbing is going through a deep mutation, due to “indoorisation” and
“commercialization”. In order to describe these “new” indoor climbers within these
commercial transformations, we employ an exploratory research approach to identify sport
consumer clusters. For this contribution, we have adopted the framework of Consumer Culture
Theory (CCT) following the article by Askegaard and Linnet (2011). This approach examines
macro and meso-social levels for a better socio-historical understanding of the evolution of
climbing consumption patterns, and cultures and subcultures of markets related to indoor
climbing. Thirst, we use a « Social space of sport » (Pociello, 1980, 1996) To identify the
socio-cultural distribution of indoor climbing modalities (practices, modalities, values) and
second we use Importance-Performance Analysis, Tetraclass Model (Llosa, 1997), place
attachement in recreationnal settings (Kyle & al., 2005) to understand the impact of the
offerings on the formation of climbers.

3. Research Design, Methodology and Data Analysis

We adopted a quantitative survey implemented in cooperation with the French indoor climbing
company, leader in France and located in 13 different cities. The questionnaire comprised 43
questions divided into six blocks: identity project, types of participation, satisfaction, place
attachment and brand identification, values and ethical positions and socio-demographics (age,
gender/sex, employment status, education levels, geographic location...). The survey was
conducted between 1st November to 15th December 2022 in the 29 centres of the company
and using its consumer database. A total of 17,455 usable questionnaires were collected.
Unfortunately, the company did not have a clear idea of its overall consumer population,
therefore, we are not in a position to say whether our sample is representative or not.

4.Results/Findings and DiscussionWe are currently analyzing the results.
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We first started to conduct descriptive statistics, a factorial analysis, PCA. Our first results
seem to confirm the democratization of the activity with a further feminization but also confirm
the other classic characteristics of French climbers: an over-representation of the upper classes
and 25 to 40 years old climbers. Furthermore, the results seem to closely align with those of
Boutroy & Champely (2012) and Aubel & Lefevre (2022). Our PCA shows has double
opposition; 1/ leisure practice versus competitive practice, 2/ vertical fitness versus mountain
incorporating different styles. We identify three clusters: vertical fitness enthusiasts, nature
followers, and performers. However, we will further sub-segment these clusters for greater
precision. The full results will be presented at the conference.

5. Conclusion, Contribution, and Implication

This work contributes filling the knowledge gap regarding French climbers in a context of a
deep mutation of the marketplace. Such a large-scale survey will increase our understanding
of indoor climbers’ profile in France and will allow us to better understand the reciprocal
influence of marketplace’s changes on consumers’ profile, behaviors and (sub)cultures.
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Aim and Research Question

Alcohol consumption is pervasive at both college and professional sport events, and for many
spectators, alcohol is an indispensable part of the experience. Unfortunately, alcohol
consumption by sport spectators is also a major individual and societal problem. Studies found
that sport event spectators’ alcohol consumption resulted in violent behaviors (Ostrowsky,
2016), stadium ejections (Menaker et al., 2018), public arrests (Merlo et al., 2010), and game-
day traffic fatalities (Wood et al., 2011).

However, we do not understand well what drives alcohol consumption at sport events. To our
knowledge, no study has investigated this issue yet, although it is important to know such
drivers to develop effective strategies and alcohol management practices that reduce drinking
behavior of sport spectators. Therefore, this study examines the following research question:

RQ: How do game-day characteristics affect alcohol consumption at sport events?
Theoretical Background and Literature Review

Effects of alcohol consumption at sport events are manifold, and rarely positive. For example,
Merlo et al. (2010) found that in a university town with a successful NCAA Division I football
program, there were on average 70.3 (SD = 35.4) alcohol-related public arrests on each football
game day, significantly more than 12.3 (SD = 8.8) arrests on non-game “control Saturdays,”
and 11.8 (SD = 6.3) arrests on holidays.

Only two studies tried to identify drivers of alcohol-related consequences of sport events.
Wood et al. (2011) found that closer games were significantly correlated with (alcohol-related)
traffic fatalities. They attributed this finding to a combination of drinking and competition-
associated testosterone that spills over into aggressive driving, but — consistent with a
testosterone-based account — only in locations with winning fans. Menaker et al. (2018)
showed that time of kickoff and opponent quality measures predicted increases of alcohol-
related ejections from college football stadiums.

To our knowledge, no study has directly investigated drivers of alcohol consumption at sport
venues. Using appraisal theory, we predict that game-day factors, opponent and league
characteristics, and game characteristics will affect alcohol consumption via elicited emotions
(Menaker et al., 2018; Previte et al., 2015; Wood et al., 2011). Accordingly, we develop the
conceptual model and specific hypotheses.

Research Design, Methodology, and Data Analysis

To test the conceptual model with an empirical study, game-day information, opponent and
league characteristics, game characteristics (independent variables), and alcohol consumption
(dependent variable) need to be measured. The unit of analysis is the game (day). Important
game-day information includes, for example, the weather/temperature, time of kickoff, offers
and prices of alcoholic and non-alcoholic beverages, and location of the stadium. Opponent
and league characteristics describe the opponent, for example in terms of rivalry, status, or
ranking, and the progress of the season in the league. Game characteristics relate to, for
example, straight versus close win/loss (score difference), disappointing versus relieving
win/loss (win despite bad performance/loss despite good performance, cf. Kim et al., 2017),
expected win/loss (betting odds), and important win/loss (promotion/relegation). The
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dependent variable alcohol consumption is measured dividing the total quantity of alcohol
consumed in the stadium on a game day by the attendance in the stadium.

Secondary data on the quantity of alcoholic beverages sold during soccer games in lower
Austrian leagues is used to analyze the individual and combined effects of all drivers of alcohol
consumption on an aggregate level. In this context the only relevant alcohol consumption
happens in the stadium (in contrast to US college football where tailgating has strong links
with alcohol consumption). Currently, data of 150 game days is collected and coded. The data
will be analyzed with a (moderated) regression-based approach, and results will be presented
— if the submission is accepted — at the EASM conference in Belfast.

Contribution, Implication, Limitations, and Further Research

Several studies (e.g., Skoglund et al., 2017) found that there is strong public support for
policies that reduce alcohol intoxication levels at sport events. To develop effective policies,
knowing what drives alcohol consumption at sport events is important. The present study can
identify main and interaction effects of various game-day characteristics on alcohol
consumption at sport events on an aggregate level. This is useful from a public policy
perspective for designing more time- and cost-effective interventions and policies to counteract
alcohol-related problems caused by sport spectators. Policies like limited offer of alcoholic
beverages or additional security and law enforcement personnel (House et al., 2014; Skoglund
etal., 2017) could be instated based on the findings, for example based on temperature, kickoff
time, or opponent ranking. However, a follow-up study should collect additional data on
alcohol consumption before and after the game to inform public policies more
comprehensively. In addition, further research on the individual sport spectator level is needed
to identify the mechanisms underlying game-day effects (mediators, e.g., emotions) and factors
that intensify or attenuate these effects (moderators, e.g., fan identification).
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Over the course of extended sporting events (e.g., World Cup, Olympics), a portion of extreme
fans are likely predisposed to find the right mixture of time and exposure that fuels compulsive
sport consumption. This work examines the compulsive tendencies of fans over the course of
extended sporting events. The topic of compulsive consumption during weeks-long sporting
events has not been investigated. Additionally, the work explores understudied issues of fans’
post-event withdrawal and coping. Results indicate that fervent fans appear to first plan their
compulsive consumption, then obsessively over-consume. These fans admit to a lack of
control, suffer from withdrawal, and cope with a variety of harmful consequences. The work
has far-reaching implications in the field of sport, marketing, and public policy.

Theoretical Background

Compulsive consumption is characterized by extreme desires, dysfunctional emotional states,
a lack of self-control, and the inability to recognize and/or disregard harmful consequences
(Hirschman, 1992). Compulsive buying has been defined as a consistent, habitual pattern of
behavior associated with a corresponding lack of impulse control (Ridgway et al., 2008).
Compulsive sport consumption (CSC) can also be characterized by obsessive-compulsive
tendencies and control issues that potentially lead to harmful consequences. Stemming from a
multitude of internal psychological factors (Wann et al., 2000), various external social forces
(Campbell, et al., 2004), and myriad media-based cues (Martin et al., 2013), fans (as consumers
of sport) can become captivated and compulsively consume the sport(s) they love.

Findings indicate that the seemingly innocuous pastime of sport consumption leads a portion
of extremely avid fans into the destructive sphere of compulsive sport consumption (Aiken et
al., 2018). CSC is characterized by addiction-like tendencies and impulse control issues that
potentially lead to deleterious consequences (Aiken, et al., 2018). CSC also encompasses
distinct issues of loyalty, identification, and social bonding, as well as prideful and passionate
consumption. This leads to a dichotomy in which internalized negative emotional states coexist
with externalized positive ones (Aiken, et al., 2018).

Withdrawal is the collection of symptoms that emerge after deprivation from some desired
object. Psychology-based withdrawal symptoms range from feeling anxious, sad, depressed,
angry, and irritable, to having strong cravings and impaired cognitive functioning, such as a
lack of mental focus (Buckley, 2016). Coping is defined in terms of the cognitive and
behavioral efforts to tolerate, or reduce external and internal demands, conflicts, and stressors
(Duhachek & Iacobucci, 2005).

Research Design

2022 FIFA World Cup (2 parts): In early December (during Group Stage), 573 participants on
Prolific Academic (U.S. and U.K. respondents) successfully completed an initial questionnaire
designed to measure emotions, attitudes, behaviors, identification, and CSC. In late December
(3 days after the final match), 565 participants (from part 1) completed a follow-up
questionnaire to assess withdrawal symptoms and post-consumption coping.
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2023 March Madness (3 parts): In mid-March (before start of the tournament), 482
participants on Prolific Academic (U.S. respondents) successfully completed the first
questionnaire that assessed attitudes, current and predicted emotions, behaviors, identification,
and CSC. One week following the start of the tournament, 460 participants (from part 1)
completed the second questionnaire with similar items from the initial questionnaire. The final
questionnaire was completed by 410 participants three days following the final game. The final
questionnaire assessed emotions, behaviors, withdrawal symptoms, and post-consumption
coping.

Results/Discussion (data/results available for presentation)

Compulsive fans tended to engage in more sports consumption activities (e.g., watching,
talking, social media, etc.) for both events. They also watched significantly more
matches/games throughout the course of both tournaments.

We were also able to compare the emotional experiences of compulsive (vs. less compulsive
fans) over time in both studies. That is, emotional expectations, actual emotional experiences,
and post-reflection and actual emotions. Interesting differences emerged. Compulsive fans
enjoyed watching significantly more than less compulsive fans. There was no evidence of
anhedonia (i.e., a diminished interest or pleasure in response to adding more rewarding stimuli;
Giannantonio and Martinotti, 2012). Compulsive fans expectations about enjoying the event
were much higher and, interestingly, higher than their actual enjoyment post-event.

In terms of self-reported withdrawal symptoms, compulsive fans found life less enjoyable,
more difficult, they didn’t feel like themselves, they felt that something big was missing from
their lives, they had significantly greater needs for mental stimulation, and they were less
interested in work.

Compulsive sports fans of both tournaments appeared to cope post-event in a number of ways.
Perhaps not surprisingly, compulsive fans were significantly more likely to relive tournament
matches/games and felt the need to watch more football/basketball. This would be a method
of internal regulation and emotions-focused coping.

Clearly compulsive sport fans not only watch considerably more matches/games but they also
consume significantly more marketing and media messages surrounding the event. Sport has
become a major part of who they are. When it ends, they are significantly more likely to report
that they “do not feel like themselves.”
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(Purpose)

Sports organizations have used various types of mascots to engage and entertain spectators,
create a sense of belonging, and build unique personalities. These mascots embody the spirit
of the mega-sports event and spread the values highlighted at each edition of the event.
Additionally, they represent both the sporting Games (Butler & Bissell, 2015) and the host city
by playing a role in welcoming athletes and visitors to the events and promoting the history
and culture of the host city (Freeman et al., 2007).The purpose of the current research is
twofold: (1) to explore consumers’ emotional responses and perceptions toward mascots in
mega-sports events and (2) to provide practical implications to the managers for developing
effective and attractive mascots for future mega-sports events.

(Theoretical Background)

The authors utilized anthropomorphism theory and symbolic representation as theoretical
frameworks. Anthropomorphism refers to “the tendency to attribute humanlike characteristics,
intentions, and behavior to nonhuman objects” (Kim & McGill, 2011, p. 95). Well-designed
humanized mascots catch potential fans’ attention and generate the feeling of psychological
closeness for initiating brand-consumer relationship (Aggarwal & McGill, 2007; Ko et al.,
2022). In the context of mega sports events, marketers integrate human-like characteristics and
regionally specific symbols into their mascots. They elicit feelings of welcome, excitement,
and awareness of the unique characteristics of the organization and event host city and country.
Such symbolic representation refers to “the extent to which representatives embody the values,
ideas, and identities of those they represent” (Asada & Reifurth, p.4).

(Method)

The authors carefully selected different types of mascots representing four mega sports events:
The Olympics (summer and winter) and the FIFA World Cup (men’s and women’s). The
authors also considered geographic representation (i.e., different regions), anthropomorphic
types (i.e., animals and objects), and the level of symbolic representativeness of host cities and
countries. The authors selected four Olympic mascots (i.e., London (2012), PyeongChang
(2018), Beijing (2022), and Paris (2024), and four FIFA World Cup mascots (i.e., South Africa
(2010), Brazil (2014), Qatar (2022), and Australia and New Zealand (2023).

The authors utilized Twitter data and machine learning analytics (i.e., Structural Topic Models
and TensorFlow sentiment analysis) approach to explore consumers’ responses toward
selected mascots. To conduct sentiment analysis, the authors use a multi-layered Sequential
Neural Convolutional Neural Network (CNN) with a bi-directional Long Short-Term Memory
(LSTM) layer (Abadi et al., 2016; Hochreiter & Schmidhuber, 1997).

(Results)

The following results are extracted from the pilot study, and the main study results will be
shared at the conference. By using four selected mascots (i.e., London 2012, PyeongChang
2018, Tokyo 2022, and Beijing 2022), the authors collected a total of 3867 cases, which used
English only from 2 weeks before to after the event. Sentiment analysis of the PyeongChang
sample showed more negative connotations than positive, yet the second most generated topic
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included words such as ‘cute’ and ‘love.” Similarly, the Beijing sample included both a higher
number of negative tweets and a longer mean tweet word count than the few positive tweets
collected. The words ‘love’ and ‘cute’ were also part of generated topics and were positively
correlated; however, the words were not included in the same generated topic. The Tokyo
sample included more negative sentiment, albeit shorter, tweets than positive ones, and initial
topical analysis shows the mascot’s name, Tokyo, and Olympics among the top topics
generated. Finally, the initial sample of the London games showed similar topical analysis to
that of Tokyo, with the mascot name and Olympics at the top; however, the second most
generated topic included the term ‘like.” The sentiment of the London tweets was found to be
more negative in the overall count and longer in the mean word count than positive ones. This
means that depending on the types of the mascots, fans might react differently (difference in
the length of tweets) when they express positive or negative emotions toward the mascot. The
result of sentiment analysis on pilot data will help finalizing the selection of Mascots for the
main analysis (e.g., anthropomorphic types; human vs. animal vs. object). Lastly the pilot study
result would also suggest the appropriate timeframe to collect main data (e.g., 6 months before
and after the event) considering the result of pilot study (e.g., fans negative responses on all
four mascots).

(Implications)

The main study will further validate and extend the findings from the big data analysis. The
outcomes of the current study will make both theoretical and managerial contributions. First,
An ML approach will uncover hidden patterns and themes of the important but understudied
mascot research, which expands our understanding of consumers’ psychological responses
toward different types of mascots. They also offer valuable insights for practitioners in mega
sport events to devise effective and attractive mascots. The authors will deliver detailed results
and implications in the presentation.
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(Purpose)

Sports teams and events have used various types of mascots to engage and entertain
participants and spectators, create a sense of belonging, and build a unique personality to
represent the organization and event. However, considering the growing importance of
mascots as symbolic and promotional agents in sport socialization, there is a lack of theoretical
understanding of fans’ psychological and behavioral responses toward a variety of different
types of mascots. Accordingly, the purpose of the current study was to develop an integrative
model that explains the impact of anthropomorphic mascots of sport teams and events in sport
socialization. For a systematic understanding of a mascot’s role, it is necessary to carefully
examine specific aspects of a mascot that influence potential fans’ psychological and
behavioral outcomes during sport socialization.

(Theoretical Background)

To develop a comprehensive conceptual framework, the authors adapted and extended the
anthropomorphism (Epley et al., 2007) and socialization theories. To explain the psychological
outcomes (i.e., perceived sociability, authenticity, and self-brand connection) of the indexical
cues of mascots, the authors also incorporated Relational Models Theory (Fiske, 1992) and
integrative perceived brand authenticity (PBA) framework (Morhart et al., 2015). First,
anthropomorphism refers to “the tendency to attribute humanlike characteristics, intentions,
and behavior to nonhuman objects” (Kim & McGill, 2011, p. 95). Such humanized objects can
help satisfy the fundamental need for social connection by creating humans out of nonhuman
agents, or perceiving nonhumans to be more humanlike (Epley, 2008). Ko et al. (2022)
examined and confirmed the effects of anthropomorphic promotion using a team mascot on
potential fans’ psychological closeness and media consumption intention. The effect was
particularly strong among a high loneliness group. In the context of mega sports events,
marketers integrate human-like characteristics and regionally specific symbols into their
mascots. They elicit feelings of welcome, excitement, and awareness of the unique
characteristics of the organization and event host city and country.

Second, the anthropomorphic mascots play an important role in team branding and fan
socialization. Well-designed humanized mascots catch potential fans’ attention and generate
the feeling of psychological closeness for initiating brand-consumer relationship (Aggarwal &
McGill, 2007; Kim & McGill, 2011; Ko et al., 2022). Possessing such humanized objects itself
can help people satisfy their fundamental need for social connection (Epley et al., 2007). To
understand how and why people start following a sports team, it is crucial to examine how
these socializing agents influence potential fans’ cognitions and behaviors at the initial stage
of sport socialization (Asada & Ko, 2019, 2020).

(Conceptual Framework)

The authors included perceived sociability, brand authenticity (PBA), and self-brand
connection as key psychological outcomes of sport socialization. According to the relational
models theory (RMT; Fiske, 1992), the group members' interaction is based on trust, kindness,
and closeness. This communal sharing is not limited to relationships between humans, rather
it can be created with fictional characters, such as a cute mascot. The concept of perceived
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sociability is the extent to which an individual or group is perceived as being socially active,
engaged, and willing to interact with others. This concept is closely related to perceived
warmth, as both involve judgments about the approachability and friendliness of others (Vazire
& Gosling, 2004). As such, the concepts of perceived authenticity and sociability are key
psychological outcomes of humanized mascots.

Morhart et al. (2015) suggest three cues of authenticity: Indexical, iconic, and existential.
Indexical cues are brand’s features that can be objectively measured (Grayson & Martinec,
2004) while iconic cues are abstract features of brand, which are impression-based (Beverland
et al., 2008). Lastly, existential cues help consumers to discover their true selves (Arnould &
Price, 2000). In the research model, the authors incorporated types of anthropomorphism and
four types of indexical cues (i.e., perceived warmness, competence, cuteness, and coolness) as
antecedents of psychological outcomes and symbolic cue (symbolic representativeness) as a
moderator variable.

Based on the basic tenets of the theories, the authors developed an integrative framework
which includes following propositions.

Proposition 1: Humanized mascots (and perceived anthropomorphism) increase consumers’
perceived warmness, competence, cuteness, and coolness (indexical cues).

Proposition 2: Those indexical cues of mascots elicit perceived sociability, authenticity, and
self-brand connection.

Proposition 3: Psychological outcomes lead to behavioral outcomes (i.e., fan group
membership, media consumption/engagement, attendance, and merchandise purchase).

Proposition 4: Consumers’ socio-demographic (e.g., gender, age, and culture) and
psychographic variables (i.e., symbolic representativeness, sociality motivation and agent
knowledge) will play important moderator roles.

(Implications)

The proposed integrative framework provides an extended view of humanized mascots’ impact
in the sport socialization and offers ample research opportunities for developing theoretical
understanding of the consumers’ psychological process of mascots. We will provide detailed
explanation of the theoretical relationships along with several theoretical and managerial
implications in the presentation.

Sport Consumer Behaviour 242



Sport Consumer Behaviour 243

ID: 1447
Sport Consumer Behaviour - Revised Version
Topics: Sport Consumer Behaviour

Sport Consumer Participation In A Public Medium-sized Local Sports Provider
Affected By Covid-19 And The Current Economic Recession In The UK

Kotthaus, David; Daehnke, Hailey; Dosu, Emmanuel
University of Hertfordshire, United Kingdom; d.kotthaus@herts.ac.uk
1. Aims and Research Questions

The subject of this case study is Hertfordshire Sports Village (HSV), a UK-based public
medium sized company founded in 2003, located on the cmapus of the Univeristy of
Hertfordshire. The paper wants to analyse following questions:

The HSV has set up a Net Promoter Score (NPS) since 2015. However, the NPS does not allow
a deeper insight about sport consumers’ motives. Thus, the research idea is aimed at sport
consumers’ perceptions of visiting a commercial sports facility, especially at the current
inflation rate at +10% in the UK, and based on their own perceived view of realities (Sparkes,
2002). After Covid-19, the effect on sport consumer participation in the UK dropped by 50%.

Inflation was the next economic drawback hitting UK. It was then tried to analyse the focus of
the users why exactly they are still financially capable to use the facilities. Thus, the results of
the NPS have been checked back and analysed via interviews as the NPS is a non-personal
way of feedback and thus, making it less reliable. Thus, is it the good customer service
executed by HSV and their excellence in sport facilities or the peoples’ enjoyment of doing
sport, but not the sports provider itself? Secondly, how do the current inflation rates of +10%
inflict the consumers’ willingness to still pay the monthly fees?

2 Theoretical Background and Literature Review

Physical activity has always been very important for fostering health and fitness in the society.
The value perceived by the consumers may differ. Based on Aurier et al. (2004) the consumer
experience is dependent on the circumstances of the people participating. In the UK, sport
provider indoor facilities were closed for public usage for over a year during 2020 - 2021. This
research topic also covers areas such as stakeholder management and entrepreneurship.
Rodriguez (2021) claimed that in the US by the end of 2020 17% of sport clubs were
permanently closed. By the end of 2020, the industry revenue fell by 58% in contrast to 2019
sales and 44% of the fitness industry workforce lost jobs. The numbers of daily users at HSV
dropped by 50% compared to pre-pandemic numbers (March 2020) when the gym reopened
in April 2021. Between June 2021 — December 2021 HSV managed to regain 95% of their pre-
pandemic customer usage rate per week. The economic recession has heavily inflicted the NPS
feedback n the UK as the participant numbers were cut by half.

For sport services, creativity and innovation lead to potential autonomous practices as
professional structures have too constraining frame to offer diversified experiences (Garcia-
Fernandez 2020; Riffaud, 2018).

Conceptualizing service quality, we followed the framework of Howat and Assaker (2013),
and examined general facilities and core services within the university’s playgrounds and as
secondary services, a club cafeteria which also includes evaluations of staff quality.

3. Research Design, Methodology and Data Analysis

The data needed for NPS has been collected quantitavively between August 2016 — May 2023
(N = 100) and analysed through regression analysis. A Bonferroni correction was applied to
remove any errors in significance (p < 0.05) (Emerson, 2020). The results showed that there
was a detection of people referring to HSV based on previous experience, thus, proving that
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that the additional qualitaitve analysis via 8 randomly assigned interviewees and frequent HSV
users was needed. Those interviews (n=8; age 20-45) have been done between February — May
2023. The received data was examined through narrative discourse analysis (Viehdver, 2001).
Data coding was based on economic reasons for the users of the facilities as well as still
occuring fear of Covid-19. A second set of coding was based on economic availabilities of the
consumers and how they are capable of being able to visit their preferred sport facility. This
aspect is important as it determiness to understand how individuals construct social reality in
relation to their own interests (Sparkes, 2002).

4. Results/Findings and Discussion

The findings of this case study have shown that the participants are willing to pay higher fees
for good services. It can be assumed that service quality is the main driver for sport consumers
to maintain their current provider. The results based on the NPS have shown a perceived
significance of p < .001 positively influenced. This was proven by the interviews. Thus, it is
important for sport providers to take frequent verbal measurements of their consumer as the
sole feedback via NPS is not capable of showing the feedback.

5. Conclusion, Contribution and Implication

It can be concluded that due to the crisis in the fitness sector and changed consumer behaviour
caused by Covid-19, the current world-wide recession, especially, by the inflation rates, sport
providers such as HSV need to react quickly based on the perceioved realities of the
consumers.

Sport Consumer Behaviour 244



Sport Consumer Behaviour 245

ID: 1454

Sport Consumer Behaviour - Revised Version

Topics: Sport Consumer Behaviour

Understand Your Audience: Mitigating Anger from Rival Sponsorship

King, Jesse!; Stornelli, Jason?; Bee, Colleen”
"Weber State University; 2Oregon State University; colleen.bee@oregonstate.edu

Aim and Research Questions

Brands use sponsorship as a way to leverage the positive associations fans hold toward favored
sports teams. However, the competitive nature of sport produces rivalries (Tyler & Cobbs,
2015) and can lead fans to discriminate against rival teams and sponsors. In the current research
we consider how the framing of sponsorship articulation might moderate this negative
transference when brands sponsor rivals.

Theoretical Background

Recently, Bee, et al. (2019) investigated the cognitive and emotional mechanisms through
which fans respond to rival sponsorships. Their findings indicated that highly identified fans
experience threat and anger in response to the sponsorship of a rival, which negatively
influences attitudes towards the sponsorship and purchase intentions. However, that research
left unresolved the question of whether sponsors of rivals might be able to frame sponsorships
in a way that best attenuates potential threat and anger.

Hechler and Kessler (2018) discussed how different types of moral violations might trigger
anger in different ways. In their research they investigated how moral outrage can trigger anger
when a person intentionally seeks to harm others. Their findings indicated that anger is more
strongly caused by the intention to harm another person rather than actual harm done
(consequential negative outcomes).

Brands can offer many reasons for sponsoring a team and the revenue generated by such
sponsorships can have differential effects on team performance. Our research compares
articulations that reference efforts to improve the performance of the sponsored team with
articulations regarding how the sponsorship helped the team achieve a desired outcome. We
expect that while fans care about intentions to help a rival team, more anger will be produced
if the rival succeeds at the cost of the favored team (i.c., actual harm done). This is because
rather than feeling empathy for the team as the victim of a rival sponsorship, negative outcomes
produced by sponsoring a rival are a greater threat to fans’ goals. Thus, contrary to Hechler
and Kessler (2018), a sponsorship that leads to positive outcomes for a rival should produce
greater anger among fans than intentions to help a rival through sponsorship.

Research Design and Methodology

Data were successfully collected from 556 participants (Mage = 35.4 years, 47.1% male)
previously identified by Prolific Academic as UK residents and as fans of one of the six
Premier League football clubs. Participants were excluded for technical problems, missing
data, and failing attention checks.

We used a 2 (Team: Favored/Rival) x 2 (Intentions: Purposeful/Neutral) % 2 (Sponsorship
Outcome: Consequential/No Consequence) between-subjects design; participants were
randomly assigned to conditions. Participants indicated their favored team and its strongest
rival (from a list). Respondents then reviewed a description about a fictitious granola bar brand
that sponsored a Premier League football club in the preceding year.

Team was manipulated by depicting either the participant’s favored team or as its rival (as
indicated by the participant). We manipulated Sponsorship Outcome by indicating that the
sponsored property had used the money from the sponsorship to increase their buying power
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and win the Premier League championship (consequential outcome) or that the sponsorship
had not affected the money available to the club because it replaced an existing sponsor (no
consequence). We manipulated Infent by portraying the Eden Bars CEO as a strong supporter
of the sponsored property who was motivated to improve the club’s performance (purposeful
intent) or noting that Eden Bars supports many Premier League clubs (neutral intent).

Participants reviewed a “prototype” advertisement depicting Eden Bars as a “proud partner”
of the favored or rival club, consistent with the Team condition. Participants completed a
questionnaire that included measures assessing their emotions, attitudes, purchase intentions,
and identification. We also included manipulation checks for perceived fairness of the
sponsorship, perceived harmfulness of the sponsorship, and intentionality of the sponsorship.

Results and Discussion

A 2 (Group: ingroup vs. outgroup) x 2 (Intentions: purposeful vs. neutral) x 2 (Consequences:
consequential vs. no consequence) between-subjects ANCOVA was conducted separately on
threat, anger, happiness, attitudes, and purchase intentions. Fan identification was included as
a covariate. The Group x Consequences interaction was significant for threat, anger, happiness,
attitude toward the brand, and purchase intentions providing initial evidence that consequences
matter more than intentions (all ps < .01). Evaluating the consequential sponsorship of a rival
resulted in higher levels of threat and anger. The higher levels of happiness, purchase
intentions, and attitudes toward the brand were found when evaluating the consequential
sponsorship of a favored team. Effect sizes, means, standard deviations available.

Rival sponsorships represent a potential transgression that can lead to anger. Our results
suggest that when judging the impact of a rival sponsorship, positive outcomes for the rival
were found to elicit anger to a greater extent than intentions to help a rival. We find brands
should be careful when discussing their contributions to successful outcomes for the properties
they sponsor.
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Introduction: Millions of people across the globe participate in fantasy sports throughout the
year. There is a plethora of reasons why individuals choose to invest their valuable time into
these leagues. Some key motives for participation include camaraderie, competition,
control/ownership, scape, self-esteem as well as social sport (Billings & Ruihley, 2014).
Membership in a league can have a profound impact on people’s relationships and their
willingness to remain in-contact with friends and relatively. With millions of users and billions
of dollars flowing throughout the industry, it is important for practitioners to understand why
people value fantasy sports so much. Therefore, the purpose of this study is to uncover the
commonly perceived positive social outcomes associated with participating in a fantasy sports
league.

Theoretical Background: Sports have always been a platform that brings together people.
Fantasy sports provide fans an opportunity to finally gain the control many have long desired
to run a team of their own (Dwyer & Kim, 2011). The literature that most accurately framed
this study revolved around motivation, specifically, the motivation for consumers to participate
in fantasy sports (Dwyer & Kim, 2011; Ruihley & Harden, 2011). In 2017 the Fantasy Sports
& Gambling Association (2017) reported participation reaching 59.3 million Americans and
it’s been suggested these will continue to grow. These numbers indicate that the fantasy
industry has tremendous momentum and potential for future growth. Based upon the literature
regarding motivations and scant understanding of the social benefits of fantasy sports, the
following Research Questions (RQs) were developed:

RQ1: What social benefits do fantasy sport participants perceive?

RQ2: What are the primary motivating social factors for these individuals to participate in
fantasy sport?

Methods: Semi-structured interviews were conducted with 14 fantasy sport participants from
two separate leagues. Both were well established leagues, with a mixture of participants who
met at various times during high school and college. The intention of the interviews was to
uncover the most prevalent social outcomes as a result of participating in fantasy sports. The
recordings were then transcribed by the author and then coded using open coding.

Results: The interviews’ results included three prominent themes regarding the social
manifestations of fantasy sport participation: fantasy as a social tool, smack talk/bragging
rights and nostalgia. Most obvious was that individuals participated in their leagues for the
wide variety of social benefits they experienced. This first theme was then broken down to
three more sub-themes: camaraderie and deepening of relationships, connectedness and
relationship maintenance, and conversation stimulator. Overall, the theme details the dynamic
ways fantasy league participation can satisfy individuals’ social needs. Additionally,
participants noted how much they enjoy the smack talk in-person, through text or on league
message boards with their competitors. Most individuals emphasized that their main motive to
win was not to make money but to gain bragging rights with friends and family. This theme
worked together with the first, as the smack talk keeps participants engaged and in
communication with one another. Finally, a third and unexpected theme arose revolving
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around nostalgia. It seemed that fantasy sports operated as a bridge between where participants
had been and where they currently are. Many individuals described memories associated with
their league in vivid detail. Participants described both personal memories as well as collective
memories shared by all league members. The shared memories appeared to strengthen the
relationships of league members. Also, these collective memories seemed to increase
individuals’ interest and investment in their league. This study’s participants expressed the
multitude of ways belonging to a league helped them reconnect with their past and fulfill
current social needs.

Discussion: There are many areas of practical importance to this study. This study dove deeper
into the fantasy experience and uncovered various outcomes that influence individuals’
decision to participate. Fantasy leagues operate like fan community groups, as they can connect
and keep connected individuals who might need community or support. Belonging to the same
sport fan community or fantasy sport league can develop an “intrinsic connection,” which
Yoshida et al. (2015) found to be a primary predictor of attendance frequency. This begs the
question as to what the strong social attachment among fantasy sport participants might lead
to. The finding that individuals experienced nostalgia when prompted by thoughts of their
fantasy sport leagues suggests they associate positive memories with their participation. This
specifically has not been discussed in relation to fantasy sports. Therefore, sport marketers and
practitioners have an opportunity to incorporate league history into present day strategic
initiatives to connect with fantasy sport participants’ emotions. Future research should
consider that the camaraderie, friendship, and connected inherent in fantasy sport leagues
might be tremendously beneficial for users’ well-being. Counter to this, although not
demonstrated in this qualitative study, it is important to consider the risks like gambling
addiction around fantasy sports in other studies.
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Aim and Research Questions

This study contributes to how people become expansion club fans, specifically, understanding
the switching behaviours of fans from one club to another. What has been identified is that
there is limited research which investigates the process of club switching, which is when a fan
stops their support for one club and instead chooses to support another (Latypova & Matsuoka,
2022), supporting a need for this research. Consequently, this study aims to understand the
contexts and factors that cause fans of existing football clubs to switch to a newly founded
expansion club, within the same city.

Theoretical Background and Literature Review

The Push, Pull, Mooring (PPM) model, first applied to migration, and later to consumer
switching (Bansal, et al., 2005), is key to this study. It suggests negative factors that push
people away from a brand, in contrast positive factors act to pull people towards another. The
model identifies price, satisfaction, quality, value, trust and commitment as factors that push
individuals away from a brand and attractive alternatives that pull someone towards another
brand. Mooring considers attitude towards switching, subjective norms, switching costs and
prior switching behavior

Switching has previously been identified in relation to sport, whether that be when their club
has been knocked out of a competition, club relocation or through sport sponsorship. Specific
to this study, work has been conducted on the switching behaviour of fans when an expansion
club enters the market, therefore becoming an attractive alternative (Harada & Matsuoka,
1999). In contrast, push factors come from an established club, which in turn causes them to
stop supporting the team. Therefore, established clubs should seek to increase a fans
identification and therefore retain fans. Therefore, this research will provide insight into what
causes fans to leave an established club, an area lacking in research (Latypova & Matsuoka,
2022) and understand what pulls fans towards an expansion club.

Research Design, Methodology and Data Analysis

A qualitative approach, comprising of in-depth interviews and netnographic responses, is
adopted. The research, part of a wider research project, identified fans of two Major League
Soccer expansion clubs, New York City FC and Los Angeles FC. Eleven semi-structured
interviews were conducted. Furthermore, using netnographic principles (Kozinets, 2019), two
posts were placed on Reddit, asking how people became a fan of their chosen club, resulting
in 92 elicited responses. From this, it was understood which participants had previously been
fans of the other established club in its city, prior to the arrival of the expansion club. A
significant amount of data was also scraped from additional Reddit threads concerning how
people became a fan of their club. All netnographic data was paraphrased and combined with
interviews then analysed thematically.

Results/Findings and Discussion

This study indicates that the PPM model can be applied to the switching of fans to an expansion
club, where there are two clubs within the same city, extending previous research (Bansal et
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al., 2005). Themes identified as push factors were club identity, atmosphere, players, negative
experiences, location, choices by owners, connection and front office engagement were
identified as pushing fans away from the established clubs. The expansion club was highlighted
as an attractive alternative, as per previous studies (Harada & Matsuoka, 1999), with factors in
this study identified as connection to the city, new club, infrastructure, owners, club identity,
players and marketing.

What the majority of the findings support is that expansion club fans have a strong affinity and
identity to the city they reside in, supporting previous work (e.g., Heere & Katz, 2014). This
suggests that the established clubs struggled to establish that connection between clubs, fans
and the city, therefore pushing them away, and that expansion clubs did achieve such
connection, pulling fans in. Furthermore, accessibility, encompassed within infrastructure, has
been found to be key in expansion club fandom (Davies et al., 2021), a finding echoed by this
study to aid switching.

Conclusion, Contribution, and Implication

This study provides valuable, detailed insight into the switching behaviour of expansion club
fandom, using MLS as the context. Additionally, this study contributes to the understanding of
expansion club fandom. By using the PPM model as a framework (Bansal et al., 2005), this
study finds it useful in understanding the switching of fans to expansion clubs. This study has
implications for established clubs who should manage push factors before a potential attractive
alternative enters the local market. More importantly, future expansion clubs should
understand which factors can pull fans into their club and which push factors they could
potentially use to pull fans in.
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Aim and Research Questions

The present study identifies relevant medal market governing instruments at the Olympic
Winter Games and examines, how these governing tools affect the competition between
nations for Olympic medals and diplomas.

Theoretical Background and Literature Review

The notable increase of the number of sports disciplines and medals events particularly at the
Olympic Winter Games and the governing role of the IOC has drawn some attention (e.g.,
Andreff & Andreff, 2011; Chappelet, 2014; Weber, Kempf, Shibli & De Bosscher, 2017).
However, there is a lack of research examining the relation between the IOC governing the
Olympic winter programme with regard to the governing tools applied, and how they affect
the outcome of competition between nations for Olympic medals and diplomas per discipline.

Research Design, Methodology and Data Analysis

This paper examines the 15 Olympic winter sports disciplines between 1992 and 2022. The
IOC can, in accordance with the respective IF, implement the following measures to adapt a
discipline’s event programme: (a) inclusion of an event, (b) replacement of an existing event
and (c), adapt the limited number of starting places among eligible member National Olympic
Committees (NOCs) in each discipline representing their nation at the Games (i.e. [OC-quota).
The latter determines the max. number of medals to be contested by a nation in a discipline
(Weber et al. 2017). The data on the IOC quota per discipline are derived from explanatory
competition books for each Games available from the online IOC library. Two relevant aspects
of the outcome competition between nations are analysed: (1) the number of nations entering
a disciplines’ medal or diploma market (Mentry) and (2), the concentration of market shares
between medal- and diploma-winning nations in a discipline. Menny for medal markets is
defined as the number of nations winning at least one medal in time 7 (i.e. top 3 places) and
meanwhile not winning a medal at the previous edition of the Games in time #-/, respectively
for the diploma market (i.e. top 8 places). As proposed by Michie and Oughton (2004) in the
context of teams dominating open leagues over time, the corrected HHI is used as a proxy to
examine the domination of disciplines by nations at every Games under investigation. We
correct for the number of medal-winning nations in time K(?), respectively for diploma, to
enhance comparability over time. Performance data were sourced from the online Podium
Performance database managed by Gracenote. By using simple linear regression analyses, we
tested the impact of the change of number of events per discipline on Meniry and the corrected
HHI (for both, medals and diplomas). The same statistical analysis was performed for the
change in number of contestable medals (Diff[quota]), respectively for diplomas.

Results/Findings and Discussion
(The final results are not yet available)

The preliminary results indicate that the governing tools under study have a significant impact
on both, the market entry and market concentration in the medal markets of the Winter Games
since 1992. There seems to be a difference between the traditional sports (already in the
Olympic programme before 1992) and new sports (included from 1992 onwards). This study
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provides evidence that (i), the IOC, in cooperation with the respective IFs, influences the
outcome of competition between nations for Olympic medals and diplomas comparable the
market governing organisations in mainstream economics; as well as (ii), the governing
measures of the IOC in cooperation with the respective IFs are effective in terms of an
increased competitive balance (e.g., Michie & Oughton, 2004; Weber et al., 2017). Building
on the seminal work of Michael E. Porter (1981) regarding the influence of dominate market
competitors on the market governing measures in mainstream economics, this study provides
also scope to discuss the possible influence of strong winter sports through their board and
commission members in the relevant IFs and/or the IOC programme commission (e.g.,
Geeraert, Alm, & Groll, 2014).

Conclusion, Contribution, and Implication

This paper contributes to the literature on competitive balance providing empirical evidence
from the Winter Games related to the governing role of the IOC and the relevant IFs.
Furthermore, it offers practical implications for the IOC and IFs providing evidence on the
effectiveness of the governing tools applied to the events programme of the Winter Games
since 1992 on a discipline-specific level. Finally, this study also outlines scope for a strategic
management perspective from the viewpoint of strong winter sports nations, to protect “their”
disciplines from market entry of new nations.
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Aim

The aim of this research was to examine the direct economic impact of six international sport
events from different sports in Finland in 2022. The second aim was to develop a coherent
model to examine the economic impact of sport events, in order to get comparable data for the
event organisers and the Ministry of Education and Culture. The commissioner of these
researches was the Sport Event Management Finland project which is funded by the ministry’s
sport division and five cities in Finland.

Theoretical background

The economic impact on the hosting city has gained a lot of attention lately in Finland and the
need for a homogenous model is clear. Economic impact studies are highly contested largely
due to different methodologies being adopted resulting in disparate figures (Crompton, 2006;
Preuss, 2011).

The theoretical background of this study is based on Preuss (2007, 2011) model of sport event
economic impact study and event affected persons. The economic impacts are mainly caused
by consumption, and the amount of event visitors must be taken into account, possibly together
with the crowding out effect, which measures the amount of people avoiding the event. In
order to measure the primary impact, a “bottoms-up approach” as expounded by Preuss (2011)
was utilised to determine individual consumption patterns, including the number of nights in
accommodation, food and beverage, merchandise, tickets, travelling and other expenditures.

This bottoms-up approach further considers the changes in structures caused by the event and
is based on the long-term development plan of the government. International sport events also
have symbolic significance for the hosting nation and city, and its image. At its best the event
creates local identification by inspiring the local industry and residents. By researching the
economic significance of sport events, the government can guide its funding for right direction.

Research design, methodology and data analysis

The spectator surveys were conducted as on-site interviews by using iPads and online surveys
for ticket buyers after the events. The spectator groups in this research were divided into three
groups; local residents, event visitors and tourists. In addition to spectator impact, the event
organiser impact was calculated from their financial data to get more comprehensive
understanding of the economic impact on the hosting city. The questionnaires were developed
based upon the previous impact studies conducted as well as a review of relevant literature.
The survey was quantitative in nature, and data was collected with structured questionnaires.
Data was collected in Webropol software and analysed by using Excel and Wepropol analysis
tools. The studied events were international Swim Meet, Athletics Golden League Meet, Golf
Finnish Challenge, UEFA Super Cup, Ski World Cup and Figure Skating GP. The overall
number of respondents was 4900.

Results

The results indicate that these sport events were arguably beneficial to their hosting cities,
however, due to the different size and nature the economic impact varied a lot. The biggest
economic impact was generated by the UEFA Super Cup (14,5 M€). All together these events
brought around 25 M€ impact on Finnish cities.
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Spending patterns were calculated from each of these events, where average local spectator
spent 117 €, event visitor outside the region 428 € and foreign tourist 1,184 €. These were
further divided into spending averages by purchase categories. The average spending differed
a lot due to the different nature and length of these events. However, these figures give good
indication how different type of event visitors consume.

In addition to the economic impact, this study gives some indications of tourism impacts, such
as the length of stay and consumption on accommodation. The average spending on
accommodation for event visitors outside the region was 180 € and for foreign tourist 388 €.

More detailed results will be presented in the conference.
Conclusion

This study concentrated on direct economic impact and creating a model for to survey different
international sport events in Finland. Getting comparable data from different events, gives
reliable information to the government and helps them to determine the benefits of different
events when deciding the funding support. This information also gives the event organiser
important data to improve its operations and better justify its benefits to its hosting city.
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Aim and Research Questions

This research aimed to explore how and to what extent the Sochi 2014 Olympic and
Paralympic Winter Games (the Games) served as a catalyst for accessibility in the host city
nine years after the event. The research objective was to critically analyse the Sochi 2014
Barrier-Free Environment (BFE) programme and its role in tangible and intangible
transformations of Sochi to an accessible city with possible wider implications for the host
country.

Theoretical Background and Literature Review

Sport event legacy as a catalyst to address global challenges has drawn significant interest
among researchers, which is in lew with the United Nations’s recognition of the importance of
sport in achieving the 2030 Agenda (Byers et al., 2021). Yet, most literature to date focuses
on the Olympic legacies, whilst considerably few studies evaluated legacies and the event
leverage of the Paralympic Games (Darcy, 2016). Moreover, little research has empirically
examined the accessibility legacy of major sport events in non-Western cultures (Kim et al.,
2022). Therefore, the Sochi 2014 Games represent an important and under-researched case.
Despite previous valid studies (i.e., Bukharov, 2018), the issues related to sustainable
Paralympic legacy remain to be largely unexamined. Research on tangible accessibility
improvements (Scheu and Preuss, 2017) or intangible accessibility legacies such as
perceptions of people with disabilities (Pullen et al., 2020) is either limited or completely
overlooked. Unlike other sources, this study seeks to contribute to the Sochi 2014 Paralympic
Games’ accessibility legacy research from a sustainable and longer-term perspective.

Research Design, Methodology and Data Analysis

This research adopted a case study approach to explore qualitatively the role of the Sochi 2014
Games in the transformation of Sochi into an accessible city, and how this phenomenon has
potentially triggered changes in other Russian cities. The analysis of key documents relevant
to the topic (i.e. Sochi 2014 Official reports, United Nations reports, Human Rights Watch
reports) was complemented with semi-structured interviews of 12 key stakeholders that were
grouped into the following categories: people involved in Sochi 2014 Paralympic Games
managerial positions, the Sochi City Administration (SCA) employees responsible for the
Games legacy, managers of the Sochi 2014 Olympic Park venues and Sochi residents with
disabilities.

Results/Findings and Discussion

Overall, it was evidenced that the Games became an impetus for accessibility in Sochi. The
physical environment of Sochi has drastically changed in preparation to and after the Games
and became more accessible for people with disabilities. To this day, Sochi is considered one
of the most accessible cities in the country by accessibility experts and people with disabilities.
Besides the tangible accessibility, the research showed that intangible legacy became possible
due to the attitudinal change of the Sochi residents towards disabilities. Yet, negative
implications as well as programme failures were also evidenced. For example, some facilities
built for people using wheelchairs are now out of use, and the areas far from the city centre
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and the Olympic Park remain widely inaccessible. This was explained, among other things, by
the lack of a long-term planning and poor coordination between various stakeholders involved
in the BFE programme.

Yet, the Sochi 2014 Games unchained the adoption of several measures to enhance the
accessibility environment in a country with a history of denying the very being of people with
disabilities and refusing to host the Paralympics in 1980. After Sochi won the rights to host
the Games in 2007, the country committed to signing and ratifying the Convention on the
Rights of People with Disabilities (CRPD), which was later implemented in 2008 and 2012.
Consequently, the Federal Government developed the Accessible Environment State
Programme to comply with the CRPD objectives. The accessibility regulatory framework
created for the Games was adopted as a Federal Law in 2013. Moreover, the Games facilitated
the knowledge transfer related to accessibility to other sport events hosted in the country (i.e.,
the 2018 FIFA World Cup and the 2019 Winter Universiade).

Conclusion, Contribution, and Implications

The findings of this study highlighted both benefits and shortcomings of the BFE programme.
Research participants by consensus recognised the improvement of accessibility in different
areas of Sochi such as transport, leisure, sport facilities, tourist attractions, and social
infrastructure. By contrast, major programme failures have also been pointed out related to
urban and transport infrastructure development funded by the SCA in the city and the absence
of a long-term strategy for the programme continued implementation. Therefore, it was
evidenced that the work to improve accessibility continues to this day.

Future host cities both in and outside of Russia could utilise the experience from Sochi to
develop their own barrier-free environment programmes. The lessons learned from this case
could potentially inspire other cities to plan a better long-term strategy that would enable and
strengthen the legacy of the accessible environment for local communities to enhance their
quality of life long-term.
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Aim and Research Questions

Every sport mega-event involves the pursuit of short- and long-term legacies. These legacies,
importantly, are often emphasized by local authorities, hosting committees and sport
governing bodies to justify the large-scale economic investments that go into the bidding and
staging of sport mega-events. Yet, in this context, ‘legacies’ compose a contested term that
can be divided according to ‘hard/soft’ and ‘in/tangible’. Moreover, existing research shows
how pre-event rhetoric does not always, nor necessarily correspond with post-event realities
(Preuss, 2007; Boykoff, 2016). Against this backdrop, this study utilizes the Birmingham 2022
Commonwealth Games (hereafter, CWG 2022) as a case study as it aims to critically examine
the ways in which ‘legacies’ were framed before the Games in order to expand our
understanding on the socio-political meanings of ‘legacies’ for this particular event. In
conjunction, Birmingham is home to people from 187 different nationalities and is one of the
first ‘super-diverse’ cities in the UK — wherein citizens from ethnic minority communities
represent over 50 per cent of its population (Birmingham City Council, 2022) — and a key
theme and focus of the CWG 2022 legacy planning specifically centred around the leveraging
of a diverse and sustaining volunteer workforce: To this effect, the research engages with the
following research questions:

1. What were the framed meanings of the legacy ahead of the CWG 20227

2. What post-event promises are made?

3. What were CWG 2022’s ‘legacy’ aspirations?

4. Who or what is framed as responsible for the volunteer legacy post event?
Theoretical Background and Literature Review

Kokolakakis and Lera-Lopez (2022) reported that ethnic minorities tend to engage less with
sport mega-events (SMEs) hosted in their country of residence and suggested that, in part, this
could be due to an associated western image of the Olympic Games that may fail to
accommodate for the cultural diversity of a host nation’s minority ethnic communities. A
cornerstone of the CWG 2022’s Legacy Plan, however, was to embrace and champion
diversity across the communities of the West Midlands and ensure local and representative
volunteer recruitment at the Games. As Geoff Thompson — the deputy chair of the Games —
highlighted in the lead up to the Games, each Commonwealth nation would be represented
within the citizenry of the city of Birmingham. The rhetoric surrounding the planning and
delivery of CWG 2022 consistently emphasised a determination to increase and diversify
volunteering both at and beyond the Games. As Rogerson, Reid, and Nicholson (2022) explain,
diversifying volunteer recruitment may be undermined by a sense of isolation or a lack of a
shared culture of formal volunteering. To strategically leverage what Horne (2017, p.334)
might term a ‘universal legacy’ - “event outcomes that are communal, collectivist, and
inherently democratic, available to all by virtue of being made freely accessible” would require
a Games to be able to instil and nurture a ‘volunteering ethos’ amongst latent and prospective
citizens via its promotional recruitment material, and then the interactions and experiences that
play out during the event and pre-event activities (Rogerson et al., 2022).
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Research Design, Methodology and Data Analysis

This paper draws from documentary research, including publicly available documents relating
to CWG 2022, pre-event reports, and purposively sampled media sources drawn from the
online newspaper and news blog repository LexisNexis. Additional online articles referred to
within the originally sourced documents were snowballed into the pool of articles identified
for analysis. Articles selected spanned between the dates of 21 December 2017 — when it was
announced that the Games were to be held in Birmingham — and 8 August 2022, the closing
day of the event. These documents were analysed using an adapted qualitative discourse
analysis technique. In undertaking our analysis, we approach the articulation of legacy
discourses and claims as taking place in a contested field (cf. Bourdieu). By following this
approach, we examine the power relations between event stakeholders underpinning how
‘legacy’ is defined and produced in document form before the event, and by whom.

Results/Findings and Discussion

The analysis of documents is in progress and will be completed by the conference in
September. Some of the emerging yet tentative themes from the analysis include legacies
framed in terms of (1) public health, (2) regional economic growth and (3) inclusivity and
diversity.

Conclusion, Contribution, and Implication

It is anticipated that the study will make three key contributions to literature and/or practice.
First, it will add to the limited post-event literature on the CWG 2022 case study. Second, it
will enhance our understanding of the changing meanings of ‘legacies’ in the context of an
under-researched event. Finally, it is anticipated that our findings may have practical value for
those practitioners tasked with organizing sporting events and liaising with hosting
communities.
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Aim and Research Questions

The present study aimed: a) to test the applicability of Shonk and Chelladurai’s (2008) event
quality model in the setting of an international swimming event; and b) to explore the degree
to which event quality contributes towards swimmers’ involvement with the event.

Background and Literature Review

Oceanman is the case of a branded international sport event. It hosts recurring open-water
swimming events in different countries, with thirty events organised annually and over 10,000
participants. Shonk and Chelladurai (2008) proposed a conceptual event quality model which
consists of four dimensions, i.e.: 1) access quality reflecting to how accessible are the event
destination, accommodation facilities and sport venues; 2) accommodation quality describing
the quality of the hotels, their services, and the visitors’ interaction with employees; 3) venue
quality referring to the quality of the sport facility, services, and sport equipment, and 4)
contest quality referring to the overall processes of the contest and the competition outcomes.

Involvement has been widely used in the sport marketing literature as one of desired consumer
behaviour outcomes, since it is a strong predictor of consumer loyalty (Alexandris, 2016). The
most prominent model by Kyle et al. (2004) proposed that involvement includes three
dimensions: 1) centrality, which refers to the degree of importance that a sport object manifests
in sport consumers’ every-day life; 2) attraction, which refers to how much interest sport
consumers have in a specific sport object; and 3) self-expression, which refers to the symbolic
value that a sport object holds for a sport consumer. While previous studies (e.g., Alexandris,
2016) showed that event quality can influence the development of positive behavioural
intentions, research that tests the role of quality perceptions in the development of participants’
involvement with a branded outdoor sport events is still limited.

Research Design, Methodology and Data Analysis

An online questionnaire was developed and distributed among ten Oceanman events that took
place in different countries. The survey took place in the season of 2019/20, before the covid-
19 pandemic. The total sample size was 878 participants. The vast majority were males
(64,8%, N=569), between 31-40 years old (32,1%, N=282), and had a university degree
(55,7%, N=4898). Most of the respondents (58,1%, N=510) participated in one swimming
event per year. The following scales were used: a) involvement scale with three dimensions
(attraction, centrality, self-expression) adopted from Alexandris (2016); and b) event quality
scale with four dimensions (access quality, accommodation quality, venue quality, and contest
quality), developed from Shonk and Chelladurai’s (2008) model. All questions were measured
with 7-point Likert scales (i.e., 1=Strongly Disagree and 7= Strongly Agree). A two-stage
analysis was conducted. First, a confirmatory factor analysis was used to test the event quality
model. Next, a regression analysis was employed to test the degree to which the event quality
dimensions contribute to the development of participants’ involvement with the event.
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Results/Findings and Discussion

The results of the measurement model indicated an adequate fit. The goodness-of-fit
indicators, CFI=.92, SRMR=.05, RMSEA=.08 ¥*=881,40, df=126, p<.001, exceeded the
cutoff points. The CR value showed a high degree of reliability (>.70) for the scale. Moreover,
the AVE indicator ranged from .53 to .64, the factor loading index ranged from .67 to .88 and
the correlation matrix found between .611 and .728 among latent constructs. Thus, the
convergent and discriminant validity were met. Additionally, a second order model was
employed to test the event quality concept. The results showed acceptable goodness-of-fit
indicators: CFI=.91, SRMR=.05, RMSEA=.08, ¥*=937,72, df=128, p<.001. The regression
analysis revealed significant contribution (p<.05) of event quality on all the involvement
dimensions (attraction: R>=.40, centrality: R?>=.13, self-expression: R?>=.22). In more details,
all the event quality dimensions had a positive impact on the attraction-involvement dimension
(venue b=.46, contest quality b=.38, accommodation, b=.35 and access quality b=.29). In terms
of the centrality-involvement dimension, only the access (b=.21) and accommodation (b=.35)
dimensions had significant contributions. Finally, the access (b=.20), accommodation (b=.25)
and contest quality (b=.12) dimensions significantly contributed to the prediction of the self-
expression — involvement dimension.

Conclusion, Contribution and Implications

Our study is the first to test the Shonk and Chelladurai’s model empirically and provide
evidence of its theoretical and practical usefulness since the model includes quality perceptions
in the sport setting as well as in the event destination context. The results of the study also
provided evidence for the positive impact of perceived quality on the development of
participants’ involvement with the event, supporting studies conducted in other settings (e.g.,
Alexandris, 2016; Matic et al., 2020; Su et al., 2022). It is worth noting that both core product
of the sport event (e.g., contest and sport venue) and its peripheral aspects (e.g.,
accommodation and destination accessibility) play an important role in the participants’
involvement with it. Event organisers should therefore consider attributes of the event
destination in their decision-making process about hosting an event.

Sport Events 261



Sport Events 262

ID: 1134

Sport Events - Revised Version

Topics: Sport Events

Hosting Sport Mega-Events with Large Crowds during the COVID-19 Pandemic: The
Case of EURO 2020

Rocha, Claudio'; Purves, Richard?; Maclean, Jordan?; Philpott, Matthew?; Hunt,
Kate?; Piggin, Joe*; Fitzgerald, Niamh?

Faculty of Health Sciences and Sport, University of Stirling, UK; *Institute of Social
Marketing and Health, University of Stirling, UK; *European Healthy Stadia Network,
Liverpool, UK; “Loughborough University, Loughborough, UK; claudio.rocha@stir.ac.uk

Aim. The aim of this study was to explore and describe the complex process of re-planning,
re-organizing, and hosting the Men’s European Football Championship Finals (EURO 2020)
with large crowds in attendance during the COVID-19 pandemic. The specific objective of the
case study presented here is to describe the relationship between the system in place to mitigate
virus spread in sporting venues and fans’ intentions to attend other sport events under similar
circumstances.

Theoretical Background. In 2020, sport events were highly affected by the COVID-19
pandemic. Tokyo 2020 Olympic Games and the EURO 2020 were two sporting mega-events
(SMESs) that were postponed. Media and academic reports suggested that, from a point of view
of public health, these events should have been cancelled (Bokat-Lindell, 2021; Horne, 2021).
In the current study, we focused on the EURO 2020 tournament, because this was the first
SME to allow large, international crowds back to sporting venues (UK _Government, 2021).
The event was hosted in a context of conflicting aims: safety of spectators v. UEFA’s
commercial aims. We drew upon institutional theory (Powell & DiMaggio, 1991) and
decoupling strategies (Meyer & Rowan, 1977) because of the conflicting nature of those aims.
Institutional theory posits that management practices can be explained by social pressures;
whilst decoupling is the existence of gaps between formal rules and actual organizational
practices. Sport organizations understand the importance of institutions and their normative
systems by complying with their rules (ultimately to keep legitimacy) while they manage
internal technical constraints to deliver their products in an effective manner (Kikulis, 2000;
Nite, 2017; Rocha & Chelladurai, 2013; Sam & Jackson, 2006).

Research Design, Methodology, Data Analysis. We collected data from different sources,
using a mixed-method approach. In Study 1, we interviewed those responsible for organizing
EURO 2020 matches in the host countries (n=13). In study 2, we used direct observations of
trained fieldworkers (n=11) during the matches. For this conference, we will present results of
study 3, a quantitative study, testing a model, where stadium virus risk management affects
fans’ perceptions of risk, which affects both satisfaction and enjoyment, which both affect
intentions to attend other sport events under similar circumstances. Using a survey
questionnaire, we collected data from spectators (n=509) who attended at least one of the 12
EURO 2020 matches held in the UK. Respondents were UK residents, mainly young males
(75%). Most of the respondents (72.5%) had received two doses of the COVID-19 vaccine
before attending the event. A covariance-based structural equation modelling (SEM) analysis
was conducted, following the two step-approach (Anderson & Gerbing, 1988).

Results and Discussion. CFA results showed close fit between the measurement model and
the data (RMSEA=.039; CFI=.995; TLI=.989). On average, fans rated stadium virus risk
mitigation as poor (M = 2.80; SD = 1.28 — on a 5-point Likert scale). Only three items
(cleanliness, hand sanitizer availability, and signs/reminders) were rated slightly above the
mid-point of the scale. Descriptive statistics also showed that fans perceived that they put
themselves at risk by attending the games (M = 3.39; SD = 1.33), but they indicated that they
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derived much satisfaction (M = 4.25; SD = 1.09) and enjoyment (M = 3.38; SD = 0.90) from
attending, and they would attend other events under similar circumstances (M = 3.78; SD =
1.25). Results of the structural model showed reasonable fit (RMSEA=.064; CFI=.970;
TLI=.959). The model shows that the lower the rates for stadium virus risk mitigation, the
higher the fans’ perceptions of risk (y = - .640; p <.001). In turn, the higher the perceptions of
risk, the lower the fans’ satisfaction (Bl = - .661; p <.001) and enjoyment (B2 = - .488; p <
.001), and the higher the satisfaction and enjoyment, the higher their intention to attend other
events (B3 =.354; p <.001) (B4 =.159; p =.001).

Conclusion, Contribution, Implication. Experts assert that the COVID-19 is not going to be
the only pandemic of this generation (Smith, 2021; The Lancet, 2022). Thus, knowing fans’
intentions of attending other sport events under similar circumstances is likely to become a
key variable to inform sport managers in their job of planning sport events. In the current study,
fans’ rated virus risk mitigation management quite low. However, fans still reported high levels
of satisfaction and enjoyment, supporting the power of sports events and stadium atmosphere
to promote such attitudes (Lee et al., 2017; Uhrich & Benkenstein, 2012). Fans’ perceptions
about stadium risk mitigation management indicate that responses of stadium managers to
conflicting goals may represent an application of patterns of mock bureaucracy (Gouldner,
1954). Theoretical implications involve the use of different patterns of bureaucracy to
understand managers’ decisions and fans’ behaviours. In the presentation, we will expand the
explanation about theoretical implications.
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Aim and Research Questions

The main objective is to estimate and compare the monetary value of intangible social benefits
of one mega sporting event (MSE): UEFA Euro 2012 and two non-mega sporting events
(NMSEs): the 2016 European Men’s Handball Championship and the 2017 Men’s European
Volleyball Championship held in two different sporting arenas in Gdansk, Poland, using
Contingent Valuation Method (CVM). An indirect aim of the study is to compare the valuation
of the social impacts of the sporting events examined to the expenditure incurred for the
construction of two sporting arenas in Gdansk, i.e. Ergo Arena Hall and Arena Gdansk
Stadium.

Theoretical Background and Literature Review

It is assumed that social impacts revolve around different stakeholders in the host communities:
entrepreneurship, public and non-public sector units and most of all — the residents (Parra-
Camacho et al., 2021). These specific impacts improve the quality of life, even though the
catalogue of possible social dimensions is exceptionally capacious and reaches beyond the
one-sided perception of the relationship between the organisation of a sporting event and the
occurrence of potential social outcomes involving the host residents.

Attention is also drawn to the discrepancies in the scope of influence of the said social impacts
on residents, which is related to the size of the sporting events. NMSEs are based particularly
on smaller local resources. They are, therefore, more inclined to operate with a smaller
resource deficiency or even at an optimum level, where demanded and supplied resources are
well-matched (Agha & Taks, 2015).

Research Design, Methodology and Data Analysis

The three sports events took place in Gdansk at different times over five years. To make the
results comparable with the aggregated values, they were brought to the 2017 levels — the year
in which the last analysed events took place. A survey was conducted to determine the city
residents' willingness-to-pay (WTP) using the contingent valuation method (CVM). The
hypothetical scenario was presented, which was similar for each analysed event. Eventually,
respondents were presented with a payment card, including tax amounts (dependent on the
event itself) and asked how they would vote in one of the various amounts. The final number
of respondents differs depending on the event itself (between 250 and 282). To ensure the
research sample representativeness, basic socio-economic parameters were agreed upon each
time, including age, gender and education and their distribution in the population of Gdansk.
While the interview and sampling methods were different for the MSEs (the direct interview
method; the sampling method based on quota selection) and the NMSEs (phone interviews;
the sampling method was non-probabilistic quota sampling), the hypothetical scenario and the
payment vehicle were the same regardless of the sports event (additional tax burden increasing
respondent's household property tax). One of the features of the WTP dependent variable was
that it was non-negative, and at the same time, it also had a high probability of being equal to
zero in the case of many responses received. Therefore, the dependent variable was left-
censored by 0. As such, it was decided to use the Tobit model, which enables such censorship.

Sport Events 264



Sport Events 265

Results/Findings and Discussion

The findings support the importance of sporting events, regardless of their size, for the citizens
of Gdansk. More than 91% of respondents indicated social benefits due to the UEFA Euro
2012. In the case of NMSEs, the share of respondents noting positive social impacts was
smaller and ranged between 48-57%. Nonetheless, it is worth noting that the differences may
not relate solely to the scale of the event but also to the type of sport. The highest average value
of WTP for Euro 2012 determines the highest value among all analysed sports events — nearly
PLN 18.3 million. However, if one compares the amount of intangible social benefits in this
case to the expenses related to the construction of the stadium by the city of Gdansk, it turns
out to be approx. 2.55%. In other words, approx. 40 events of this type would have to be held
to pay for the expenses related to the preparation of the sports facility. Interestingly, although
NMSEs show significantly lower aggregated values related to social impacts, they would
contribute to a faster return on investment, taking into account also lower amounts of
expenditure incurred for the construction of Ergo Arena. The organisation of both NMSEs in
Gdansk determined the acquisition of intangible social benefits at approx. PLN 5.5 million,
which translates into a nearly 5% share in the expenditure on the construction of this sports
facility.

Conclusion, Contribution, and Implication

The findings have implications for policymakers since they indicate that the organisation of
smaller sporting events determines social impacts not smaller than those observed for MSEs.
However, some study limitations should be noted.
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Aims: Knowledge management is increasingly applied in sport mega-events. As a common
knowledge management activity, knowledge transfer (KT) plays a vital role in spreading
knowledge from host destinations or organizing committees to future hosts. However, KT
between events and local stakeholders has attracted limited attention from researchers. In order
to promote winter sports and further develop the winter sport industry in China, the Beijing
Organising Committee for the 2022 Olympic and Paralympic Winter Games (BOCOPWG)
took a series of actions focusing on KT to the public, in particular local stakeholders. As an
important local stakeholder, Beijing winter sport federations were likely to be involved in the
KT process. Therefore, the purpose of this study is to analyse the KT experiences between
BOCOPWG and local winter sport federations. Since less than one and a half years from the
closing of Beijing 2022, this study plans to mainly explore the KT process that occurred during
the pre-Games and Games time.

Theoretical background: KT is the most discussed and researched knowledge management
activity (Heisig, 2009). In the context of sport mega-events, Schenk et al. (2015) defined KT
as information and knowledge sharing, passing on personal knowledge, and transferring best
practices and recommendations. However, Zhou (2023) argued there is still a lack of a
relatively clear distinction between knowledge transfer and knowledge management among
the knowledge management literature. We draw upon the stakeholder theory (Freeman, 1984)
to design this study. Qin et al. (2022) identified sport federations as an important stakeholder
group in the knowledge management process. However, little has been investigated about KT
to national and regional sport federations, which should be one of the primary beneficiaries of
hosting sport mega-events (Parent, 2013).

Methods: This study is guided by the pragmatist paradigm, adopting a case study of Beijng
2022. Qualitative methods for data collection are employed, including document analysis and
semi-structured interviews. The documents range from legally binding documents to various
reports provided by the International Olympic Committee (IOC) or Organising Committees
for Olympic Games (OCOGs). The document analysis is used to collect data regarding the
actions or measures of the Games for KT. Semi-structured interviews will be conducted with
at least three members (president, department manager and winter sport instructor involving
in Beijing 2022) of six Beijing winter sport federations (such as the Beijing Snow Sports
Association and Beijing Skating Association). It is expected that 18 or more participants will
be interviewed. The interviews will be used to collect data regarding the specific circumstances
in which federation members acquired or learned knowledge from the Games (such as what
type of knowledge did they acquire and how did they acquire it). Data extracted from document
analysis and interviews will be analysed via thematic analysis (Braun & Clarke, 2017).
Results: After reviewing 14 related documents, we found that almost all of them report
strategies for KT. Most of the documents published by the IOC mention (a) knowledge support
to the BOCOPWG or (b) other OCOG’s contributions to the successful KT between the
Games’ hosts. There are seven documents (particularly legacy reports) describing KT between
Games and local stakeholders. They report that the BOCOPWG took a series of actions on
promoting winter sport knowledge and Olympic knowledge to the public, such as hosting
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winter sport festivals and building an online learning platform. There were four specific local
stakeholder groups participating in the KT process, including primary and middle school
students, community residents, volunteers, and winter sport instructors. The documents do not
leave clear if the winter sport instructors were connected with local winter sport federations.
The Beijing Ice Hockey Association is the only local winter sport federation mentioned.
However, whether this federation acquired some professional/managerial knowledge from
Beijing 2022 is not indicated. We identify three types of knowledge that can be transferred in
the context of the Olympic Games: (1) Olympic operational knowledge; (2) General
knowledge for the public; (3) Professional knowledge for specific groups. In the document
analysis, we found no evidence of the third type of KT to local winter sport federations. In
addition, this study is still in progress. We are trying to reach interviewees, and two members
of the Beijing Snow Sports Association have been interviewed. Through online training, these
two members both acquired professional knowledge suitable for their positions, such as ski
competition venue standards and international etiquette.

Conclusion: According to document analysis, the IOC and the BOCOPWG adopt a relatively
myopic vision about the KT process, privileging Olympic operational knowledge (host to host)
and general knowledge for the public. Results from the interviews can provide more specific
information regarding KT to local winter sport federations, and further explore whether related
KT measures were implemented properly and which aspects could be improved in this KT
process. These are still not available, but they will be presented at the conference.

Sport Events 267



Sport Events 268

ID: 1212
Sport Events - Revised Version
Topics: Sport Events

The Effects of Marathon Participants’ Perceived Social Capital on Event Satisfaction,
Re-Participation Intentions, and Word-of-Mouth: A Comparison of Online and
Regular Marathons

Yamaguchi, Shiro!?; Derom, Inge’
"University of Marketing and Distribution Sciences; ?Vrije Universiteit Brussel;
Shiro_Yamaguchi@red.umds.ac.jp

Aim and Research Questions

This study aimed to investigate the effects of marathon participants’ perceived social capital
on event satisfaction, re-participation intentions, and word-of-mouth, comparing two different
formats of the same event: the online marathon (2021) and the regular marathon (2022).
Specifically, the research question of our study was: Do the effects of marathon participants’
perceived social capital on event satisfaction, re-participation intentions, and word-of-mouth
differ between online and regular marathons?

Theoretical Background and Literature Review

Due to the COVID-19 pandemic, marathon events were cancelled, and online marathons
became a popular alternative (Woyo & Nyamandi, 2022). Online marathons offer a service in
which participants store their mileage and time recorded by wearable devices in a running
application and send the data to organizers to prove that they have completed the race distance.
In general, participation in sporting events, including marathons, allows people to celebrate
and interact with each other, strengthening existing networks and providing opportunities to
make new friends (Yamaguchi & Yoshida, 2022). Consequently, participation in marathon
events can foster social capital among participants by building trust, reciprocity, and network
(Zhou & Kaplanidou, 2018). Moreover, studies rooted in social exchange theory have
demonstrated that social benefits, such as social capital, derived from participating in sporting
events, positively influence event satisfaction, re-participation intentions, and word-of-mouth
(Zhou & Kaplanidou, 2018; Zhou et al., 2021). However, their relationship has not been tested
in the online marathons, and it is unclear whether there is a difference in influence between
online and regular marathons within the same event. Therefore, based on the above discussion,
we propose the following three hypotheses:

H1: (a)Trust, (b) reciprocity, (c) network in social capital are positively related to event
satisfaction in online marathon.

H2: (a)Trust, (b) reciprocity, (c) network in social capital are positively related to re-
participation intentions in online marathon.

H3: (a)Trust, (b) reciprocity, (c) network in social capital are positively related to word-of-
mouth in online marathon.

H4: (a)Trust, (b) reciprocity, (c) network in social capital are positively related to event
satisfaction in regular marathon.

H5: (a)Trust, (b) reciprocity, (c¢) network in social capital are positively related to re-
participation intentions in regular marathon.

H6: (a)Trust, (b) reciprocity, (c) network in social capital are positively related to word-of-
mouth in regular marathon.
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Research Design, Methodology, and Data Analysis

Data were collected via online surveys from participants in two editions of the Ako City
Marathon. Following the conclusion of each event, the Ako City Marathon Executive
Committee's secretariat sent an email containing a URL link to the online survey webpage to
all participants simultaneously. 119 survey respondents participated in the online 2021 edition,
and 262 survey respondents in the regular 2022 edition. Of these, those who participated in
this event with a companion were included in this study (2021: n = 61, 2022: n = 107). The
questionnaire in the study measured demographic characteristics (gender, age, and family and
household structure), social capital (Zhou et al., 2021), event satisfaction, re-participation
intentions, and word-of-mouth (Koo et al., 2014). To test the hypotheses, a hierarchical
multiple regression analysis was conducted to examine the relationships between social capital
and hypothesized outcomes for each event separately, with event satisfaction, re-participation
intentions, or word-of-mouth as the dependent variable, socio-demographics as the
independent variables in step 1, and social capital as the independent variables in step 2.

Results/Findings and Discussion

In the online marathon, reciprocity in social capital was found to be positively related to event
satisfaction (8 = .34, p < .05), re-participation intentions (f = .49, p < .001), and word-of-
mouth (f = .51, p < .001). Therefore, Hlb, H2b, and H3b were accepted, while the other
hypotheses were rejected in the context of the online marathon. In the regular marathon,
network in social capital was positively related to event satisfaction (f = .25, p <.05) and re-
participation intentions (8 = .24, p < .05). Thus, H4c and H5c were supported, but the other
hypotheses were rejected for the regular marathon. The coefficient of determination (R?)
increased significantly when social capital was added as an independent variable, indicating
its importance in explaining three outcome factors in the online and regular marathons.

Conclusion, Contribution, and Implication

The study concluded that reciprocity in online marathons and networks in regular marathons
play an important role in determining event satisfaction and behavioral intentions. That is, the
importance of social capital factors may vary depending on the format of the marathon event.
In online marathons, creating a platform that promotes sharing and connection among
participants may be crucial for creating positive attitudes and behaviors toward the event.
Meanwhile, in regular marathons, strengthening the network among friends who participate
together may be key for improving attitudes and behaviors. However, it is important to note
that the study has limitations, specifically regarding the sample size, which prevented the
testing of construct validity.
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The Bundling Of Sports Events — Types Of Bundled Events, Advantages And
Disadvantages
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Aim and Research Questions

The practice of bundling sports events has gained importance in recent years. Events such as
the European Championships have proven to be successful. More and more bundled sports
events are being created and organisers, participants and spectators hope to benefit from this
strategy. Bundling sports events and thereby creating a new event and brand is an innovative
concept. The research aim is to learn more about and understand this phenomenon and why it
is on the rise. The research about event bundling — both within and outside sports — has received
little research attention so far. Therefore, this study has an explorative character and aims to
answer fundamental questions about this trend: How can sport event bundling be defined and
what are the advantages and challenges of this strategy?

Theoretical Background and Literature Review

Xu et al. (2016) were the first to explore the concept of bundling two events together,
specifically the Macau Grand Prix and the Macau Food Festival. They noted that the
motivation, advantages, and disadvantages of this phenomenon remain unclear in academic
literature. However, their focus was solely on simultaneous events at the same location without
altering the individual events. In contrast, this study examines the next "stage" of event
bundling, involving the creation of a new event with a new brand and name by bundling
multiple individual events. Chalip and McGuirty (2004), who have studied the bundling of
sporting events and host city tourist attractions, note the limited attention given to the
application of bundling in sports, despite its extensive research and strategic value in
economics and marketing. Both studies base their research on the literature on product
bundling. Product bundling lacks a standardized definition, but the definition proposed by
Stremersch and Tellis (2002) is often used as a starting point. They describe bundling as the
sale of two or more separate products in a package. Rao et al. (2018) add that product bundling
can also be the marketing of two or more products or services in a package. Product bundling
focuses on finding optimal combinations of products. It is therefore a strategic tool that adds
value through combination. Important to consider is that bundling previously separate products
creates a new product (Eppen et al., 1991).

Research Design, Methodology and Data Analysis

The analysis is based on existing research on product bundling by Xu et al. (2016) and Chalip
& McGuirty (2004). Event bundling examples in the sports world were examined and
compared. Due to limited literature, a qualitative research design was employed, and expert
interviews were conducted. The European Championships Munich 2022 were chosen as a case
study. This event combined the European championships of nine different sports in a single
joint event and serves as a prominent illustration of bundling pre-existing events to establish a
new event concept with an own brand. Moreover, the European Championships have garnered
widespread acclaim as a highly successful event. Focusing on the two most important
stakeholder groups, nine experts involved with the event, including three key members of the
Local Organizing Committee and representatives of the participating national and international
sports federations. The interviews were analysed using the qualitative content analysis by
Mayring (2015).
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Results/Findings and Discussion

The bundling of sports events combines former Individual events into a structured, multi-day
joint event, creating a new event type. It serves as a marketing strategy for the individual
events. Advantages include increased attention, which is the main motivating factor, as well
as enhanced TV viewership, media coverage and spectator attendance. It attracts more fans,
reaches diverse target groups, and offers marketing synergy and new opportunities in terms of
structure and organization. These results would not be achievable for single events.

Challenges involve differing standards, brand awareness, increased workload, and scheduling
conflicts. Including a major sport, diverse disciplines, and cultural programs helps attract
spectators. Free sports offerings generate overall interest.

While the concept's success is evident, its future usage raises questions. Experts anticipate a
shift towards prioritizing TV viewership and reduced emphasis on hosting events at the same
location. The limits regarding the maximum number of participating sports and events are
uncertain, with attractiveness and feasibility likely decreasing beyond a certain threshold.
Changing participating sports, in moderation, can be beneficial.

Conclusion, Contribution, and Implication

Overall, the results emphasize that the advantages outweigh the challenges, which is why the
creation of more bundled sports events can be predicted. Smaller events are encouraged to
participate in bundled sports events to increase awareness and media interest. The bundling
strategy can be customized to different competition and organizational levels, incorporating
multiple sports or disciplines. Additionally, the combination of sports events with non-sports
events, such as music or cultural festivals, is a possibility. Event bundling is expected to
become an established tool for enhancing the success of sports events and beyond.
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1. Research Background and Aim

Hosting sport mega-events is expected by governments to encourage residents’ sport
participation. It could justify the numerous investments during the bidding and preparation of
sport mega-events, benefit residents’ health, and further save the public medical cost.
However, most evaluation reports and research on sport participation legacy do not support
such an expectation. This phenomenon indicates that the prevailing understanding of sport
participation legacy from sport mega-events is incomplete and requires further exploration.
This research aims to propose a theoretical framework of sporting capital, which raises a new
research perspective to evaluate sport participation legacy of sport mega-events. Proposing this
framework is the first step before being tested in the future.

2. Theoretical Background and Literature Review

Previous results have demonstrated that the inspiration effect from sport mega-events towards
sport participation may vary between different genders, ethnic groups and various areas with
different sport resources availability (Kokolakakis & Lera-Lopez, 2022). Generally, females
are more likely to be inspired by locally hosted Olympic Games, especially females living in
suburb areas, while male teenagers increase their frequency of participating in football during
the years of hosting FIFA World Cup (Keays et al., 2018).

In terms of the determinants of people’s sport participation, sociodemographic factors, social
factors, and environmental factors interconnect with each other, which determines people’s
actual behavior with regards to sport participation. Generally, males are more likely to
participate in sport than their female peers. It is caused by gender stereotypes, dominant
masculinity in sport participation, and gender inequality in support from important social
connections and sport resources (Cooky et al., 2016). When it comes to the impact of age on
people’s sport participation, Breuer and Wicker (2009) have claimed that an older age usually
represents a decreasing physiological status that would prevent people from sport participation,
which is verified for men. However, authors have also evidenced that the older females’ sport
participation is higher than the younger female groups, which is caused by determinants
including changing social norms, more spare time and available sport resources. It makes
males’ and females’ tendency of participating in sport converges rather than dropping together
at an older age. Besides, researchers have claimed that sociodemographic determinants like
income, employment, and educational level can play as both facilitators and barriers of
people’s sport participation in different situations (Berger et al., 2008). In short, it would be
elusive to predict and intend to improve people’s sport participation by employing these
determinants that produce a volatile influence on people’s behavior of sport participation.

3. Conceptual Framework and Future Research Design

Based on identified research gaps, this research integrates the components in Theories of
Planned Behavior and Basic Psychological Needs to expand the extant framework of sporting
capital (Rowe, 2017). This framework emphasizes on analyzing psychological, social, and
physical determinants of sport participation, while considering the socio-cultural differences
in various contexts simultaneously. Sporting capital is expected to be mediated by people’s
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attitudes towards sport participation and determined by Self-Concept Dimension involving
perceived competence and self-identity, Social Influence Dimension involving subjective
norm and relatedness, and Physical Skills Dimension involving sporting experience and
physiological status. The present research also adds sport mega-events to the framework for
the first time to include legacy into analysis. As part of a broader research project, we would
establish the index of sporting capital based upon this theoretical framework in next steps. It
would be presented using a 10-point scale. The surveys aiming to measure the determinants of
this index would include not only people’s attitudes towards sport participation, the Self-
Concept, Social Influence and Physical Skills Dimensions, and other factors influencing sport
participation such as sociodemographic, social, and environmental determinants, but also the
legacy of sport mega-events. The index would be created through factor analysis and linear
regression applied to survey responses.

4. Conclusion, Contribution and Implication

In practice, this theoretical framework of sporting capital can be used as an approach of
evaluating sport participation legacy of sport mega-events to better understand and anticipate
people’s future sport participation. In traditional evaluations of sport participation legacy from
sport mega-events, people’s sport participation demand cannot always be satisfied due to
limited sport resources, thus there would be no positive sport participation legacy if using sport
participation growth as an indicator in evaluations. By contrast, the increased people’s
willingness and potential ability of sport participation detected by this new framework could
imply that people would be more likely to participate in sport once sport resources become
available and sufficient. Furthermore, this framework also suggests a necessity to boost
communication between organizations governing mass sport and other sectors supporting the
functioning of the whole society to raise people’s sporting capital from the Social Influence
Dimension. Therefore, it is reasonable to conclude that this framework contributes to future
evaluation of sport participation legacy from hosting sport mega-events.
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Aim and Research Questions:
The driving research question for this presentation will be:

e How was social media utilised to deliver event-related place-branding and
communication strategies in three host towns/city during the Rugby League
World Cup 2021 (RLWC2021)?

N.B. the event was postponed by 12 months due to concerns around the Covid-19 pandemic.
It took place in October and November 2022.

Theoretical Background and Literature Review:

Scholars recognise the importance of the political context in an international sport events
lifecycle. In relation to the United Kingdom (UK), de Ruyter et al. (2020) explored how sports
events have been positioned as exercises in post-Brexit Britain’s growth, such as the 2022
Commonwealth Games in Birmingham. However, there is limited research on the impacts of
hosting such events in non-major urban areas and how national agendas or political changes
(such as, Brexit, the Levelling Up agenda, or the Northern Powerhouse) have influenced the
positioning of an event, particularly around the notion of placemaking. These national agendas
and government visions have been framed by policymakers around the discourse of
placemaking. Pertinent to this project, the Department for Digital, Culture, Media and Sport
(DCMS) has identified place-based strategies for growth as a key area for research and policy
development. Hosting events is one such strategy to drive growth.

Previous research has looked at the North of England sports events from strategic and
operational perspectives, demonstrating that events are significant because they can offer a
range of perceived benefits to a host region and sub-regions, including raising the host’s
profile, stimulating investment and growth, driving tourism, and the events themselves are
increasingly thought of as legacy projects (e.g., Bell and Gallimore, 2018). Other scholars from
across disciplines have developed a more holistic understanding of placemaking as part of
wider policy processes and what the role of events (sporting, cultural and beyond) can play,
such as Richards (2017) and Aquilino (2021). This project engages with established debates
around sports events and placemaking to compare the experiences of Warrington,
Middlesbrough and Doncaster during the RLWC2021.

Research Design, Methodology and Data Analysis:

This research follows a qualitative approach, drawing on a range of official and news media
online sources. Specifically, the Twitter accounts for the three hosts’ local councils, destination
management organisations, as well as the main tournament profile were scraped for posts
during the event period, chosen for their role of communicating an official event narrative. The
presentation will compare the announcements and description of the respective areas’ hosting
elements of the RLWC2021. The data will be analysed through a place-based conceptual
framework, constructed around UK government policies around placemaking and regeneration
(Levelling Up, Northern Powerhouse). Following the approaches of Wodak and Meyer (2009),
Critical Discourse Analysis will elucidate how the official and media sources communicated
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the announcement and description of hosting, such as the articulated benefits and use of
particular phrasing connected to regeneration or larger local/national agendas.

Results/Findings and Discussion:

Through a Critical Discourse Analysis of official event documents, th RLWC2021 is a distinct
example of how the UK has changed strategy in the past decade to bid for and host events in
non-capital or major cities, this is connected to Brexit, Northern Powerhouse and Levelling
Up rhetoric. The official documentsdemonstrate the influence of national agendas to frame
hosting and investment of the RLWC2021. However, the findings beyond the national level
and official documents exhibit a heterogenous experience for each of the three hosts, around
their attempts to communicate in the build up to the event the impacts the event may have via
social media. The Twitter data showcases how the three hosts utilised different Twitter
accounts, such as tourism-based accounts, to communicate about hosting the RLWC2021.
Further to this, the content and discursive framing of the event was different between the three
hosts. They all engaged with official hashtags and tournament branding, but used Twitter and
local print media to communicate a place-specific narrative of the value of hosting the event
in Warrington, Middlesbrough and Doncaster.

Conclusion, Contribution and Implication:

This presentation will critically explore the significance of sporting and political contexts in
the communication strategies by Warrington, Doncaster and Middlesbrough during the
planning and delivery of the RLWC2021. The presentation will demonstrate the diverse and
varying impacts and articulations of placemaking that emerge from specific place-based
contexts, reflecting the potential for events to be leveraged for individual local priorities. It
will contribute to the growing body of non-capital or major city case studies on the hosting of
major and mega events in the UK and globally.
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Aim and Research Questions

This study analyses the development of “SM-veckan” [: “the Swedish national championship
week™], a sport event where several sport federations since 2009 have staged their national
championships together.

The analysis has three steps: 1) identifying the main stakeholders of SM-veckan, 2) describing
how they perceive SM-veckan and 3) analysing how the perceptions influence the event’s
development.

The study aims at understanding how national federations can increase their popularity by
rethinking their national championships and how host cities can support (and make use of)
such “event innovations”.

Theoretical Background and Literature Review

Recently, a branch of research on non-mega sport events has developed and recently also
considered the role of innovation with a focus on the refinement of existing events (Hoff et al.,
2022; Taks, 2016). In contrast, this paper studies the development of a wholly new event albeit
based on traditional national championships.

Theoretically, the paper draws on the classical understanding of innovation as ‘creative
destruction’ with long-term consequences and the more recent idea of innovation as a
“creative” process aimed at rather immediate ‘“qualitative change” for several
beneficiaries(Tjonndal, 2017, pp. 293, 302). The theory's focus on event innovation and
(social) outcome in a broad sense is further reflected in the study's sorting of stakeholders
according to their organisational (e.g. interest in a well-organised events) and social (e.g.
interest in social impacts) commitments (Ferrand & Skirstad, 2015).

Research Design, Methodology and Data Analysis

The main part of the data stems from documents from and semistructured interviews with
representatives from the three most recent host cities and three sports (swimming, canoeing
and padel). The documents have been collected. The interviews will be recorded and analysed
in time for the presentation at the conference. The analysis also includes newspaper coverage
of SM-veckan since 2009 to indicate the public perception of the event and serve as a
background for the interviews.

The analysis of the material happened in three steps(Jones, 2014, Chapter 14).
1. Extracting information related to the formal organisation of the event and main
stakeholders.
2. Coding data related to the perception of the sports and host cities.
3. Forming codes into themes and discuss them theoretically
Results/Findings and Discussion **

The preliminary analysis shows that the main stakeholders of the event consist of a core group
with a stable member base, and a temporary stakeholder group, which changes after each event.
Considering their social and organisational commitments, however adds further nuances.

The Swedish Sport Confederation (Riksidrottsférbundet) and the Swedish national public
broadcaster (SVT) are core members and seems mainly highly organisational commited.
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Especially the broadcaster wishes to streamline the event e.g. by priotising the most popular
sports. The sports confederation wants a stream-lined event too. In order to pull off both a
winter and a summer edition annually, the confederation must work efficiently.

Among the temporary stakeholders, the host cities are both socially and organisationally
engaged as organisers with an outspoken interest in offering something spectacular to the
locals. The other temporary group, the sport federations, is mainly organisational engaged.
They often focus on learning and organising the competition rather than social outcomes - if
allowed to participate at all. The participation of a sport depends on the will of the core
stakeholders, existing infrastructure and the interest of the host. Yet, there seems to be a general
interest from the sport federations in participating in the events.

Conclusion, Contribution, and Implication **

From an innovation theoretical perspective, SM-veckan seems established as an event
considering several beneficiaries, while the preliminary results also indicate that the process
has potential costs and entails creative as well as destructive processes.

The analysis shows that the main stakeholders of SM-veckan are all engaged albeit in different
ways and to different degrees. The core stakeholders, the Swedish national public broadcaster
and the Swedish sport confederation together with the host cities are defining for the continued
development of SM-veckan as a popular event. Although the host cities are temporary
stakeholders, their capacities and interests are taken very much into account, if not even taking
the lead, when developing the event especially with regard to the social outcomes. The
influence of the sport federations, the other temporary stakeholder, seems limited both in terms
of organisation and socially.

The study has at least two implications:

1. Regarding theory on event innovation: The original innovation was to combine
several the national championships but the recent focus seems to be on making
the event appealing. How should we understand this change? Is the later focus
a series of new innovations or refinements of the original (cf. Schumpeter's idea
that innovations should be analysed in a long-term perspective)?

2. Regarding practical implications: Sport confederations seem to organise
combined national tournaments to increase the attention around small sports. It
appeals to the sport federations in Sweden and is potentially useful in other
areas.
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Aim and Research Questions

Golf is one of the most popular sports in Scotland with industry being worth more than £1.1bn
spread across various sectors, including golf tourism (KPMG, 2013). Scotland hosts numerous
high-profile golf events including the Ryder Cup, Solheim Cup and Scottish Open. The Open,
the premier major event in men’s professional golf is held annually rotating around a list of
approved golf courses in the UK, but has most often been hosted in Scotland.

While there has been recent research on Scots volunteering at major sports events (e.g.,
Parkinson et al., 2021), there is limited research into volunteering at golf events in Scotland
and the wider UK. Some research has been conducted on golf event volunteers’ experiences
in other national contexts (e.g., Lachance et al., 2021) and drawing from quantitative
methodologies (e.g., Allan & Bartle, 2014; Lachance et al., 2021). Moreover, limited attention
has been given to the relationship between the volunteer management model employed and
the volunteer experience. Therefore, the purpose of this presentation is to qualitatively explore
experiences of golf event volunteers at The Open and links to the unique system of recruitment
and management employed.

Theoretical Background and Literature Review

This presentation is underpinned by Lachance et al.’s (2021) volunteer experience model. The
model was conceptualised around a golf event in Canada, employing a quantitative
methodology to develop a model predicting volunteer experience. The model suggests that the
constructs of commitment, sense of community, motivation, and satisfaction are important
predictors of the volunteer experience (Lachance et al., 2021).

The present study extends this model by exploring the volunteer experience qualitatively.
There are two main approaches to volunteer management: programme or membership.
Programme management is typically focused on service delivery, with a task and outcome
focus (Meijs, 2021). In contrast, membership management attaches greatest importance to the
volunteers’ needs, goals, shared community, and finding a fit to volunteer roles (Meijs, 2021).
Organisers of major events are more likely to feel that programme management is the best
approach because of the complexity of the event and under a political pressure to deliver well
(Holmes et al, 2018). However, The Open usually draws from a membership management
approach, which is atypical for an event of such a large scale. With the rise of technology-
driven tools for programme volunteer management, some major golf events, including The
Open, are starting to shift toward a programme management model. To evaluate the impact of
this shift on volunteer experience, it is important to first understand the relationship between
the previously used membership management model and volunteer experiences. As such, this
presentation considers The Open in 2013, where a membership management model was
employed. This will form a foundation to future research on Scottish hosted events under the
new model format, which may include The Open.

Research Design, Methodology and Data Analysis

A single case study approach was employed to explore the experiences of members of one golf
club in Scotland who were invited to volunteer at The Open in 2013, where a membership
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model to volunteer management was used. These volunteers would not have had access to
volunteer opportunities at subsequent Open events due to geographic parameters. When the
event returns to their region and this pool of volunteers have access to volunteer opportunities
once again, a different volunteer management model will be employed. Thus, this study is
necessary to be able to draw comparisons between management models for the volunteer
experience.

Data were collected via document analysis and semi-structured interviews. The document
analysis involved collecting and analysing documents pertaining to the volunteer management
processes. The documents were supplemented by one of the authors’ insider knowledge of the
event. Documents were analysed using content analysis. Semi-structured interviews were
conducted with the volunteers (n=8) and were analysed using Braun and Clarke’s (2006)
reflexive thematic analysis. A deductive approach was taken per Lachance et al.’s (2021)
volunteer experience model, as well as inductively to explore potentially different aspects of
the volunteer experience.

Results/Findings and Discussion

While analysis is still ongoing, preliminary findings provide support for Lachance et al.’s
(2021) volunteer experience model and emphasises the sense of community within
participants’ local golf club that is enhanced by the membership model employed. Preliminary
analysis has also identified an additional component of the volunteer experience to involve the
importance of interacting with spectators and athletes. These finding will be elaborated upon
during the presentation. Findings will also discuss the nuance of the volunteer management
model employed with regards to the volunteer experience.

Conclusion, Contribution, and Implication

The insights offered by this present presentation will be necessary to begin to explore the
impact of management models on event volunteers’ experiences. Moreover, the findings
provide insights into the volunteer experiences of major golf events and extend the volunteer
experience model presented by Lachance et al (2021).
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Aim and Research Questions

The Dutch government believes that elite sport events can increase national pride, spread
feelings of togetherness, create positive economic impact and contribute to destination
marketing. Therefore the Ministry of Health, Welfare and Sport, the association NOC*NSF
and the Association of Sports and Municipalities developed the Dutch National Elite Sport
Events Strategy 2021-2030 (Ministry of Health, Welfare and Sport, 2020). NOC*NSF is the
umbrella organisation for sports in the Netherlands. The Association of Sports and
Municipalities acts as the representative of Dutch municipalities in the field of sport.

The objective of the strategy is to reach and inspire as much Dutch people as possible with
international elite sport events. The strategy consists of three pillars: 1) coordination and
coherence in the industry, 2) socially responsible events and 3) using events as a platform to
contribute to societal objectives.

This study is aimed at gaining insight in the awareness and implementation of the strategy
among professionals in the Dutch sport event industry and to contribute to its effectiveness.
Professionals refer to individuals who earn their income in the sport event industry. Research
questions are: 1) what is the level of awareness of the existence of the strategy among
professionals? 2) to what extent do professionals implement the strategy? 3) how do
professionals judge the state of the industry from the perspective of the three pillars? 4) what
can professionals do in order to achieve the objective of the strategy?

Theoretical Background and Literature Review

The hosting of sport events has become a common vehicle for achieving economic, socio-
cultural, political and environmental benefits (Horne & Manzenreiter, 2006; Leopkey et al.,
2010). A sport event hosting strategy can form the foundation of these ambitions. Chappelet
& Lee (2016; 3) argue that sport event hosting strategies can be conceptualised as ‘a series of
decisions and activities by prospective host cities/regions/countries which utilise public
funding and other resources under formal and informal institutional frameworks to regulate
their involvement for supporting the successful bidding and hosting for sport events, via
employing management and marketing tools that coordinate and promote actions of related
stakeholders, such as governments at different levels, sport organisations, commercial
sponsors, volunteer groups, local communities and event owners’. Chappelet & Lee (2016)
distinguish the following elements of a sport event hosting strategy: strategic goals, targets,
stakeholders, tools and management processes.

Research Design, Methodology and Data Analysis

A quantitative approach was implemented, using an online questionnaire. In March and April
2022 data were collected among a random sample of professionals working in the Dutch sport
event industry (n=100). Professionals from all types of public and private organizations and
from all regions were represented in the sample. Closed questions were used for answering the
first three research questions. The fourth research question was measured by an open-ended
question. These answers were analysed through thematic content analysis. Data were reduced
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by means of coding, a process in which raw data are organized into categories according to
their similarity (Patton, 2002).

Results/Findings and Discussion

72 per cent of the professionals knew that the National Elite Sport Events Strategy was
developed. Of those who know this is, 75 per cent was familiar with (a part of) its contents.

72 per cent of the professionals who were (partly) familiar with the strategy argued that their
organisation implemented the strategy.

87 per cent of the professionals argue that participants of elite sport events can act in good and
secure conditions. 59 per cent claims that organisations outside the sports sector do not see or
ignore the opportunities elite sports event may have for them and society too often.

It is guaranteed that the results of the content analysis as regards what professionals can do in
order to achieve the objective of the strategy will be presented during the conference. These
results will offer insights about ways to improve the strategy and its implementation.
Preliminary results indicate that management processes can be improved as professionals ask
for more coordination and leadership.

Conclusion, Contribution and Implication

This study offers a unique and important contribution to research on sport event hosting
strategies. To the best of our knowledge, this is the first large scale study among professionals
working in the Dutch sport event industry. It is possible that the COVID-19 pandemic, which
affected the sport event industry negatively (Grix et al., 2021), influenced the results. There is
very limited academic literature analysing the elements of a sport event hosting strategy. As
such, this research contributes to a relatively unchartered territory in academic literature.
Additionally, the study enhances sport event professionals’ knowledge and reveals managerial
implications on the dynamics of the implementation of sport event hosting strategies.
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Aim and Research Questions

The Covid-19 pandemic caused the cancellation of sports events globally. Tennis, being an
individual sport, is one of the most international sports, with a high impact on the economy. In
this context, the next question arises: How has the pandemic affected the attendance of
international tennis events? This work aims to contrast the age, visitor’s plans in the city/event,
expenditure, economic value, satisfaction, and probability of recommendation of an
international tennis event held in Madrid in pre-pandemic (2019) and post-pandemic (2022)
editions.

Theoretical Background and Literature Review

According to Gratton et al. (2000), international tennis events are considered type B events,
with regular occurrence, significant economic impact, high media coverage, and high spectator
attendance. In the early post-pandemic era, the physical proximity of attending spectators has
become crucial in event management (Escamilla-Fajardo et al., 2020), with tennis, an
individual sport, showing a favorable position in returning to competition (Carmody et al.,
2020). Consumer behavior has also become crucial consideration for organizers of major
sporting events (Sheth, 2020), being required the evaluation of new moral, cultural, and social
parameters once the health emergency subsides (Moscoso-Sanchez, 2020).

Therefore, event organizers need to recognize the evolving dynamics of spectator behavior and
preferences. By understanding the successful reintegration of tennis competitions, and
addressing the shifts in consumer behavior, organizers can effectively tailor their event
offerings to ensure an optimal user experience and meet the expectations of their target
audience.

Research Design, Methodology, and Data Analysis

This study compares two editions of an international tennis event held in Madrid, Spain: one
in 2019 (pre-Covid) and one in 2022 (post-Covid). Surveys were conducted with a
convenience sample of spectators at both editions, with 844 in 2019 and 1374 in 2022. The
average age was 41.28 (+13.83) in the pre-Covid edition and 39.47 (+13.72) in the post-Covid.
Most of the attendees lived in the Community of Madrid (pre=43.7%; post=44.2%).
International spectators were approximately one-quarter of the total spectators (pre=25.0%;
post=25.7%).

An ad-hoc questionnaire composed of 21 questions, including 4 related to sociodemographic
and sample characteristics, 3 items regarding plans in the city and event, 2 items about actual
expenditure and perceived economic value, 13 items assessing satisfaction with various event
attributes, and 2 items about recommending the event and the city. The satisfaction-related
questions were also designed ad-hoc and adapted from previous research (Ledén-Quismondo et
al., 2023). Satisfaction was measured as a unidimensional construct on a 5-point Likert scale.
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Participants were surveyed between matches, in the sports venue for 9 days, in every time slot
(morning, afternoon, and evening). A trained group of researchers collected responses using
QuickTapSurvey software.

The IBM SPSS 29.0 Statistics software was utilized for data analysis in this study, with the
significance level set at p<0.05. Descriptive statistics were used to present the mean, standard
deviation, and percentages for the variables. The normality of the sample was explored using
the Kolmogorov-Smirnov test, revealing a non-normal behavior of the variables. As such, a
non-parametric Mann-Whitney U test was performed to compare the means of linear variables
between both editions.

Results/Findings and Discussion

Statistically significant differences were observed between the pre- and post-Covid editions in
terms of age, with a difference of fewer than two years (older in the 2019 edition). Regarding
the items related to the plans in the city or the event, it was found that the number of days spent
in the city was statistically higher before the pandemic (p=0.531), but after the pandemic, there
was a decrease of one day. The number of days spent in the event did not show any statistically
significant difference, although the group size was found to be larger post-pandemic (3.13
people instead of 2.23). Concerning the actual expenditure and perceived economic value, both
showed a significant increase in the post-pandemic event, with slightly higher values (€179.03
adjusted to inflation). This shows coherence with previous work on sports tourism
expenditures (Guerra et al., 2023).

In terms of satisfaction with the event, 13 items were analyzed, with most of them indicating
significantly higher satisfaction values in the post-pandemic edition. The exception was the
waiting time in the food and beverage area, which did not show any significant difference. The
element with the largest difference (D) was ticket prices (D=0.54).

The probability of recommending both the event and the city was found to be significantly
higher (p<0.001) in the post-pandemic edition compared to the pre-pandemic edition.

Conclusion, Contribution, and Implication

This study intends to contrast the pre- and post-situation of tennis international events. After
the pandemic, the spectators travel in larger groups and spend fewer days in the city, but they
spend more on products and services. This work has clear implications for sporting event
organizers, who could tailor the events' characteristics to their spectators' characteristics,
patterns, and demands.
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Aim and Research Questions

How satisfied are the promoters and non-promoters of sporting events? How related are their
satisfaction and their likelihood of recommending the event? This work aims: a) to determine
the differences in the degree of satisfaction between promoters and non-promoters of the event,
and b) to establish a predictive model identifying the variables that provide a greater
probability of not recommending the event.

Theoretical Background and Literature Review

Net Promoter Score (NPS) is an indicator created by Reichheld (2003). To calculate the NPS,
a threshold of responses is established which classifies customers into promoters (scores
between 10-9), passives (scores between 8-7), and detractors (scores between 6-0).

The NPS is a popular metric in various market sectors, including sports (Dalmau-Torres et al.,
2022). This simple tool measures promoters and non-promoters through a single question,
having gained popularity in managerial practice, but with some concerns among academics
(Baehre et al., 2022). Its limitations are mainly related to the cut-off points adopted,
questionable effect on sales, and the one-single question (Baehre et al., 2022). Some authors
also defend the continuity to use NPS and identify it as part of the academic research agenda
(Bendle et al., 2019), since NPS could be a valid predictor of future sales growth under certain
conditions, including short-time application and interpreted as brand health metric and not as
customer loyalty metric (Baehre et al., 2022).

Research Design, Methodology, and Data Analysis

A convenience sampling of 1372 spectators (1% of the total) (average age=39.47+13.72;
women=35.7%; men=65.3%) of an international tennis tournament held in Madrid, Spain in
early May 2022 were surveyed face to face during their stay in the tournament. A Likert scale
1 to 5 was used to evaluate the degree of satisfaction with different attributes of the tournament:
tournament environment, tournament security, comfort on the courts, shopping area, activities
within the complex, food stalls, variety of food, price of the food, waiting time (queues) in the
food stalls, sustainability of the tournament, ticket prices, level of the matches and level of the
players. The NPS variable was measured on a Likert Scale from 0 (very unlikely) to 10
(extremely likely). For that purpose, the question ‘How likely are you to recommend this
tournament to a friend or colleague?’ was asked.

Two types of analyses were carried out. First, the difference between promoters (n=1038) and
non-promoters (i.e., detractors and passives; n=334) was explored. Due to the size of the
sample, the central limit theorem was applied and the comparison between both groups was
performed through parametric Student's T test for independent samples. To measure the
magnitude of the difference between the means of the groups, Cohen’s d Statistic was used.
Based on Cohen’s d, the effect size was classified as: trivial (<0.20), small (<0.50), moderate
(<0.80), large (>0.80) (Batterham & Hopkins, 2006).
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After the initial analysis, a binary logistic regression model followed. NPS was recoded as a
dichotomous variable (O=non-promoter; 1=promoter) and used as the dependent variable. All
satisfaction variables were included as independent variables. Two preliminary logistic
regression models were performed using the forward and backward procedures with the Wald
Statistic. Collinearity issues were assessed through the correlation matrix. The final model
included ‘tournament security’, ‘level of the matches’, and ‘ticket price’. The cut-off point for
this model was set at 0.7 to improve its specificity. SPSS 26.0 was utilized for the statistical
analysis.

Results/Findings and Discussion

The comparison between the satisfaction of non-promoter and promoter groups was analyzed.
Each of the analyzed variables showed statistically significant differences (p<0.05) with a
moderate effect size (ES=0.50 to 0.79), except for the variable ‘waiting time in the food court’
(ES=0.41) and ‘level of players’ (ES=0.45), which exhibited small effect sizes.

According to the binary logistic regression model, the ‘tournament security’ showed a
statistically significant increase in the odds ratio of being a promoter of the event by a factor
of 1.7 for each unit of growth in this variable. Additionally, for each unit of growth for the
variable ‘satisfaction in the food court’, the odds ratio in favor of the promoter category was
increased by 1.396. Finally, the odds ratio of being a promoter of the event was multiplied by
1.642 for each unit of increase in the variable ‘satisfaction with the ticket price’.

These results align with prior research that identifies that satisfaction plays a critical role in
word-of-mouth behavior (Kim et al., 2014), but contributes to understanding the event’s
attributes that contribute the most to the event brand health.

Conclusion, Contribution, and Implication

This study revealed significant differences in satisfaction levels between promoters and non-
promoters of the event. Moreover, a predictive model was proposed to identify critical
variables that influence event brand health. This work has implications, enabling sports
managers to prioritize their available resources for enhancing the more critical aspects of the
events.
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Aim and Research Questions

Within a hyper-competitive market of the sport industry at national and international level
(Llopis-Goig and Paramio-Salcines, 2023; Paramio-Salcines and Llopis-Goig, 2022), city
marathons, more than just an athletic event, have evolved and grown in number and popularity
as mass events in all developed and developing countries alike. Much research on those events
has focused on evaluating their broad economic, urban, tourist, social, sporting, and symbolic
effects on host cities. However, there are limited studies that have examined the importance of
the contribution of sponsors and its implications to the overall management and further success
of marathons. The aim is to identify selected key strategic decisions that explain the growth
and success of both the Chicago Marathon (the Bank of America Chicago Marathon as it is
currently branded) (Bank of America, 2022; Suozzo, 2006) and the Valencia Marathon (known
as the Valencia Marathon Trinidad Alfonso) (Capsi and Llopis-Goig, 2023; Llopis-Goig and
Paramio-Salcines, 2023; Paramio-Salcines and Llopis-Goig, 2022).

Theoretical Background and Literature Review

Much of the existing academic literature on city marathons has traditionally been devoted to
analyzing the economic, urban, tourist, social and sporting effects on host cities. Not
surprisingly, contemporary academic literature has evaluated those races as purely economic
phenomena, with a particular focus on estimating the economic impact on their host cities.
Other areas of interest have included the tourist impact of large numbers of recreational runners
from outside the host city. Only in recent years have studies integrated the key strategic
decisions implemented by senior management of races either alone or in partnerships with
urban leaders and sponsors that could explain their evolution to become a world major
marathon (Chicago Marathon) or world-renowned marathon (as the Valencia Marathon
represents).

Research Design, Methodology and Data Analysis

This research presents the main findings of both cases based on an analysis of academic and
professional publications, annual reports from both city councils and internal documents
produced by both city marathons’ organizers from their inaugural editions to nowadays, their
official websites, research undertaken by economic groups in those cities (Bank of America,
2022; Instituto Valenciano de Investigaciones Econdmicas, 2023) and not least, personal
communications with staff from the AbbottWMM and the Bank of America Chicago
Marathon. Specifically, this research analyzes the similarities and differences in the evolution
and growth of both races since their inaugural editions, focusing on interdependent factors
influencing management such as the type of organizational structure, the best sporting
performance, ratio of elite and amateur runners, their economic, sporting, social and tourist
impacts, and other indicators (number, type, length and economic contributions from sponsors,
spectators, number of participants from all over the world, prize money to winners or budget
of the race’s management) as well as the key strategic decisions taken by organizers and race
directors of both races over the years.
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Results/Findings and Discussion

Results show that the success of both events —in terms of sporting participation, performance
and economic impact— is closely related to the design and management of the event; the
synergies between the political, business and sporting spheres that the effective political and
organizational leadership has made it possible to implement, the financial contribution
received from their main corporate sponsors (in the case of Valencia Marathon, Fundacion
Trinidad Alfonso became the main sponsor since 2013 to present times, covering nearly half
of the budget of the race, while in the case of the Chicago Marathon, Bank of America owned
and managed the race since 2008 to present times), which have not only provided both races
with financial stability, but have contributed to the attraction of top male and female runners,
and not least, to apport their brand to the name of the race.

Conclusion, Contribution, and Implication

The analysis undertaken allows us to conclude that the growth and success of both events over
the years has been closely related to key aspects to the management of the event; the synergies
between the political, business and sporting spheres that the organizational leadership of the
event has made it possible to implement and, as a consequence of all this, the financial and
managerial contribution from sponsors has made it possible to improve the management of
both races. Regarding the design and management aspects of the race, the study noted the
importance of the date of the race, given its implications in terms of weather conditions and its
place in the national and international marathon calendar, and the location of the start and
finish of the race in the city center, insofar as it contributes to reinforcing both the spectacular
nature of the race and the experience and satisfaction of participants. Finally, there is a constant
need to explore the dynamic aspects of this hyper competitive global city marathons market,
considering that other marathons can imitate or supersede those offered at both marathon cases.
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Research Aim

Research associated with event volunteering and its impact has largely been developed in a
Western context. Drawing on the 2022 Hangzhou Asian Games, this research seeks to develop
a sound measurement model for volunteer motivation at Chinese major/mega sports events.

Literature Review

A range of motivation scales have been developed for sport event volunteers (e.g., Bang &
Ross, 2009; Giannoulakis et al., 2008; Strigas & Jackson, 2003), confirming common
motivations alongside non-sport volunteering contexts, such as altruistic values, career
development, and social interaction. They also highlighted some unique motivational attributes
for sport event volunteers, such as patriotism (Bang & Chelladurai, 2009), love of sport (Bang
& Ross, 2009), Olympic-related (Giannoulakis et al., 2008) and leisure (Strigas & Jackson,
2003).

Although the motivation of sport volunteering has been widely researched, several gaps still
exist. The first concern is related to the timing of data collection. In most studies, volunteer
motivation was measured after events (Bang & Chelladurai, 2009; Bang & Ross, 2009; Strigas
& Jackson, 2003). Nevertheless, motivation refers to possible reasons to act, implying that
motivation is formed before the action. Thus, the measurements after volunteering experience
may be biased. Secondly, there is still a lack of scales of volunteer motivation developed at
non-western sport events. In other words, whether Western volunteer motivation scales are
applicable to non-western contexts remains understudied, and whether new motivations exist
for non-western sport event volunteers needs to be explored. Lastly, little attention has been
paid to the vocabulary of scale items, which may imply certainty of volunteering outcomes or
previous volunteering experience. For example, some phrases such as “I can ...” (Bang &
Ross, 2009, p. 125) indicate an expectation that an individual believes in gaining certain
outcomes from volunteering and suggest that the person may have volunteered before. Such
temporal issues have not been considered in the previous studies. To fill these gaps, this study
will collect data three months prior to the event to minimize the influence of timing on
participants’ responses, investigate sport event volunteering within the Chinese context, where
volunteering remains understudied and the culture is different from Western countries, and
develop measurement items more relevant to first-time and experienced volunteers.

Methods

Following the suggested procedure for developing good measures by Teeluckdharry and
Seebaluck (2021), this research was designed with the following steps. Firstly, the domain of
the construct (i.e., individual volunteer motives) was specified by consulting a wide range of
literature (e.g., three incentives theories and self-determination theory). Secondly, the item
pool was generated by visiting existing literature and scales and conducting a focus group
interview. The interview found two new motivations for Chinese sport event volunteers, which
are virtual social interaction (the desire to be active on social media) and social influence (the
need to meet the tradition and expectations from others or society). Thirdly, content validity
was assessed through a panel of experts and a Q-sort analysis. Fourthly, the questionnaire will
be distributed to the volunteers in June 2023. Fifthly, a number of univariate and multivariate
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statistical techniques will be employed to discover the psychometric properties of the measures
and to test if the data fit the hypothesised measurement model.

Data Analysis and Expected Results

This is, while still under investigation, a two-phase study. In Phase One, the reliability and the
factor structure of the initial measures will be examined through an internal consistency test
and an exploratory factor analysis. The main purposes of this stage are to purify the measures
and determine their factor structure so as to ascertain whether the items would load on the
proposed factor as conceptualised. In Phase Two, a confirmatory factor analysis will be
conducted to confirm the overall goodness-of-fit, composite reliability, and both convergent
and discriminant validity of a revised measurement model. This stage will aim to provide
sound evidence on the adequacy of global and internal model fit to the data. The full results of
the scale development procedures will be presented at the conference.

Conclusion, Contribution, and Implication

This study will contribute to the existing literature on sport event volunteering by adding a
new Chinese context-based measurement of volunteer motivation. In addition, the scale can
be used to predict which motivational factors contribute to volunteers’ affective and
behavioural outcomes in a positive way.
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Aims and Research Questions: Ice hockey is connected with Canadian heritage and identity
and as an institution was studied to address a research gap and expand the theoretical
understanding of legitimacy by investigating the utility of special sporting events (Nite &
Edwards, 2021). The research question was: How was the pre-event media coverage framed
for the 2019 National Hockey League’s (NHL) Heritage Classic that legitimized a special
event in a city without a professional NHL team, Regina, Saskatchewan, Canada?

Theoretical Background and Literature Review: Special events are important to residents,
regions, and nations as they can be an economic driver, tourist attraction, and a source of
identity for that region and nation. The uniqueness of these events can garner local, national,
and international media coverage. As such, hosting events requires resources that can originate
from the hosting community requiring various sources of support. Acquiring this support can
be the most challenging part of hosting an event, as hosts need to seek social acceptance at the
pre-event stage (Kulczycki et al., 2022).

The Heritage Classic represents a special event that generates significant revenue for the NHL,
where the nostalgia and heritage of outdoor hockey are expressed and showcased in
unconventional hockey locations (e.g., football stadiums; Kulczycki et al., 2022). Each
Heritage Classic has unique characteristics of the host destination drawing attention from
residents, tourists, sports fans, and the media (Kulczycki et al., 2022; Ramshaw, 2014).
Specifically, this research focuses on how the media framed the narrative leading up to the
event with the understanding that event information can influence the perceptions of the event
(Entman, 1991).

Drawing on institutional work and legitimacy literature, “institutional work research within
sport management should provide greater evidence of embedded agency's impact on
perceptions of legitimacy and institutionalization” (Nite & Edwards, 2021, p. 826).
Furthermore, organizational legitimacy is the societal acceptance of an organization’s actions
and/or managerial decisions (Edwards & Washington, 2015), shaped by three distinct
legitimacy types: moral, cognitive, and pragmatic. This research focused on pragmatic
legitimacy, whereby constituents’ perceptions (i.e., fans, residents) are shaped by the
organization’s work to provide meaningful benefits to all the stakeholders and constituents
(Edwards & Washington, 2015). Pragmatic legitimacy is further understood by three sub-
categories: exchange, influence, and disposition.

Methodology and Data Analysis: Data collection identified 159 news stories from 35
national and international online media sources, including mainstream media (e.g., Canadian
Broadcast Corporation [CBC], and The Globe and Mail) and sport-specific media (e.g., TSN
and ESPN in Canada and the US) before the Heritage Classic. Systematic keyword searches
(e.g., Heritage Classic, Regina Heritage Classic) focused on the pre-event narrative leading up
to the Heritage Classic.

Analysis progressed through three stages of qualitative analysis (Miles et al., 2020) once the
duplicate articles were removed (Kulczycki et al., 2020). First, the data review confirmed
suitability with the intended research. Next, the automated computer program Leximancer
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identified key themes (or institutional work). Subsequent researcher coding further established
themes and sub-themes within the context of the research question, which was displayed
through a matrix organizing the themes, sub-themes, and news stories (Miles et al., 2020).
Finally, data interpretation occurred by applying institutional work and the sub-categories of
pragmatic legitimacy.

Results/Findings and Discussion: Results included the following institutional work themes:
Host City (sub-theme, e.g., City Pride), Honorary Home Team (sub-theme, e.g., Winnipeg
Jets), Instrumental