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athletes participated in all the CEP and obtained the memorial gift watch. The ratio of 
56.3% indicates that the Japanese delegation was willing to participate in the CEP. The 
satisfaction level of all Japanese YOG athletes was also very high with average 4.8 of 5.0 
full  marks.  These  high  evaluations  were  considered  mainly  because  of  the  effect  of  
communication and exchanges with foreign athletes including rivalries, and therefore the 
CEP in the 2010 Singapore YOG achieved the significant effects on education to the 
Japanese YOG participants. 
 
Concluding Remarks 
 
However, there was a problem that no obligatory initiative for sharing their experiences 
was implemented. The experiences which the YOG athletes obtained are invaluable, so 
they should be shared with young people in their home countries. If NOCs take the 
responsibility to tell about the YOG, only competitive aspect would be emphasized and 
then the real  DNA of  the YOG might  be  vanished.  Also if  NFs take the responsibility,  
young Olympians of each sport, who want to share their experience with colleagues 
voluntarily, might be treated as an attention seeker. It is important, therefore, that 
systemized initiatives should be developed by the IOC to transform educational effect of 
the YOG. 
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The Market for Olympic Winter Sports in Germany – Size, Structure and 
Characteristics 
___________________________________________________________________________ 

Christian Alfs, Johannes Gutenberg-University Mainz, Germany, alfs@uni-mainz.de  

Holger Preuss, Johannes Gutenberg-Universität Mainz, Germany,  preuss@uni-mainz.de 
_________________________________________________________________________________ 

Abstract 

Introduction:  
Sport is everywhere in our life and it is not only lifestyle and fun. Sport also creates jobs, 
GDP and a significant turnover. In general politicians accept that sport contributes to the 
overall  welfare  and  economic  development  of  a  country,  however  this  fact  is  generally  
not based on grounded evidence. In Germany, the last scientific studies on this topic 
were done by Meyer & Ahlert (2000) who based their data on a study from Weber et al. 
(1995). However, the increased media interest in sport, its professionalisation and overall 
change towards a leisure-centred society as well as the demographic changes make it 
impossible to use these 18 years old data today. Beyond that, the specific size, structure 
and  the  characteristics  of  the  market,  i.e.  the  amount  of  money  spent  on  the  sport,  the  
socio-demographic data of the people practising and following the sport are of high 
interest for all stakeholders involved. For this analysis of the market for Olympic winter 
sports, skiing, snowboarding, biathlon, sledging, ice hockey, ice skating and curling are at 
the focus of this study.   
 
Research Questions:  
What are the characteristics of the demand for winter sport in Germany? For a very short 
presentation at this conference the focus will be on the size of the market, the target 
group(s)  and  a  selection  of  relevant  characteristics  of  the  demand  related  to  Olympic  
winter sports. 
 
Theory:  
This study is based on consumption theory and consumer behaviour.  
 
Methodology: 
 In 2009, n=5,000 persons were interviewed using CATI (Computer Assisted Telephone 
Interviews) based on the Rösch telephone sample system (RTS). By this, a representative 
and randomized selection of the interview partners was secured. These 5,000 persons 
were interviewed towards their active and passive sport consumption behaviour and 
enabled us to quantify the sport consumption by e.g. sport, intensity of practice or 
motivation behind their activities. Then, another n=10,500 persons were interviewed by 
CAWI (Computer Assisted Web Interview) (randomized selection from a panel 
representing Germany) to identify the particular consumption pattern behind a sport 
practiced. By multiplying the number of those practicing a sport with a consumption 
pattern,  we can calculate  the sport  consumption of  Germans and their  meaning for  the 
German economy. Furthermore, by collecting data on the socio-demographic 
background of the people participating and following a certain sport, the characteristics 
of these target groups can be shown.  
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Results:  
The following two tables show the preliminary results for the Olympic winter sports 
skiing, snowboarding, biathlon, sledging, ice hockey, ice skating and curling. Table 1 
shows the market size and the demand concerning active participation in the sports. 
Table 2, on the other hand, shows the demand and market size for passive consumption 
of the mentioned winter sports.  
 
Tab. 1: Results for active participation in the analysed Olympic winter sports in Germany 

 
 
 
 

active 

16+ u16 

# Spendings # Spendings 

rel. abs. per p. total rel. abs. per p. total 

Curling 0,63% 438.000 192 € 84.263.074 €     
Ice Hockey 0,82% 574.243 771 € 443.133.338 € 

    
Ice Skating 7,22% 5.052.253 234 € 1.182.418.231 € 1,36% 104.937 759 € 79.730.421 € 

Skiing 15,41% 10.786.949 954 € 10.291.745.994 € 4,55% 413.303 1.294 € 535.147.629 € 

Snowboarding 3,19% 2.231.733 898 € 2.005.277.085 € 
    

Sledging 2,71% 1.896.543 249 € 473.757.362 €     
Biathlon 0,21% 147.117 672 € 98.930.312 € 

    
total 

 
19.968.637 

 
14.579.525.396 € 

 
518.240 

 
614.878.050 € 

 
Tab. 2: Results for passive consumption in the analysed Olympic winter sports in Germany 

 passive 

 16+ 

 
number of people Spendings 

 
rel. abs. per person total 

Curling 0,02% 14.682 618 € 9.083.953 € 

Ice Hockey 0,84% 587.270 628 € 368.832.503 € 

Ice Skating     
Skiing 0,31% 220.226 583 € 128.568.528 € 

Snowboarding 0,02% 14.682 1.391 € 20.434.302 € 

Sledging     
Biathlon 0,08% 58.727 559 € 32.865.503 € 

total 
 

895.587 
 

559.784.789 € 

 
For the presentation at the conference, further and more detailed results will be 
presented. The spendings on the different sports will be shown split up into categories. 
Beyond that, an analysis of the socio-demographics of the respective target groups will 
also be presented.  
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Leveraging Sport Sponsorships: Effects of Contribution vs. Affiliation 
Approaches on Consumer Attitudes toward the Sponsor  
___________________________________________________________________________ 

Reinhard Grohs, University of Innsbruck, reinhard.grohs@uibk.ac.at 
Mario Ruggiero, University of Innsbruck, mail.Mario.Ruggiero@googlemail.com 
___________________________________________________________________________ 
 
Abstract 

Sponsorship has become an important marketing communication tool, helping 
companies to achieve goals such as increased consumer goodwill or more positive 
attitudes toward the sponsor. In 2010 companies spent 30 billion USD on sports 
sponsorship supporting, for example, sport events, teams, athletes and organizations 
(IEG, 2011). To leverage their sponsorship investment, sponsors use other marketing 
communication tools such as advertising and sales promotion activities. An issue that 
remains debated is how sponsors should communicate their sponsorship engagement. 
 
This study identifies two approaches sponsors can take for communicating their 
sponsorship given the same amount of sponsorship and leverage investment. In the first 
approach, called affiliation, the communication theme is the association between the 
sponsor and the sports entity. This association is communicated to the public via various 
communication channels. The second approach is called contribution; a sponsor affiliates 
with  a  sports  entity  as  well,  but  the  central  communication  theme  is  a  concrete  
contribution (usually arising from the company’s core competencies) the company 
provides for the sports entity.  
 
Next, we explain from a theoretical point of view how the affiliation and the contribution 
approach may differ in their impact on consumer attitudes toward the sponsor. 
Attribution theory suggests that the effect of the communication approach on attitudes 
toward the sponsor is mediated by the fit between sponsor and sponsored object as well 
as motives attributed to the sponsor. Additionally, social identity theory predicts that the 
positive effect of the contribution approach will be stronger for individuals with high 
levels of identification with the sponsored object.  
 
An empirical study tests the corresponding hypotheses in a moderated mediation 
framework (Muller  et  al.,  2005).  228 respondents  receive  one out  of  four  press  releases  
that manipulate the sponsorship communication approach (contribution vs. affiliation) of 
two sponsors from different product categories in two sports sponsorship contexts. After 
reading  the  press  release,  respondents  fill  out  a  questionnaire  with  multi-item  scales  
measuring their attitudes toward the sponsor, perceived fit between sponsor and sponsor 
object, attributed sponsor motives, identification with the sponsor object and perceived 
contribution. 
 
A series of regression analyses reveal that communicating a concrete, relevant and visible 
contribution to a sponsored object is more effective compared with promoting the 
association  in  terms  of  the  overarching  goal  of  building  up  favourable  attitudes  toward  
the sponsor. This effect is mediated by a more positive fit between sponsor and sponsor 
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object as well as altruistic sponsor motive attributions. An individual’s identification with 
the sponsor object moderates the mediation in that the contribution approach is more 
effective for highly identified individuals. 
 
Sponsors can use this information for selecting appropriate sponsorships (where the 
communication of a concrete contribution is possible and appropriate) and aligning the 
sponsorship communication strategies accordingly, thereby distinguishing themselves 
from ambush marketers. While some limitations – in particular with regard to the 
external validity of the experimental design – remain, this study can be an important step 
in investigating how companies should communicate their sponsorships to maximize 
sponsorship effectiveness. 
 
 
Reinhard Grohs, Ph.D., is Assistant Professor at the Brand Research Laboratory and at 
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Coping with stressors in youth sport events 
___________________________________________________________________________ 

Elsa Kristiansen, Norwegian Research Project on Sporting Events, elsa@kristiansen.cc 
___________________________________________________________________________ 

Abstract 

How elite youth athletes experience major competition is a relatively unexplored research 
field. Therefore, research conducted with youth athletes who experienced participation in 
the European Youth Olympic Festival (EYOF) in 2007 may highlight some apparent 
issues such as how they coped with the stress attached to a major competition. The 
present investigation examined how the Norwegian Youth Team (N=29) experienced 
competitive  and  organizational  stress  during  the  2007  EYOF  in  Belgrade,  Serbia.  
Participants were age 14-17 competing in handball, track and field, swimming and judo 
and we used qualitative methodology (open-ended questionnaires and interviews) in this 
exploratory investigation.   

The first purpose was to examine organizational and competitive stress sources 
experienced. To date, organizational stressors have been found to have the greatest 
impact  of  any  other  single  factor  of  performance.  As  a  consequence,  organizational  
stressors (e.g., sport organization politics, coaches, selection criteria, housing and 
planning) can disrupt athletic performance because they are (environmentally diverse and 
temporally) unstable compared to competitive stressors. The novelty of both the size of 
the  competition  and  the  hot  weather  turned  out  to  be  major  stressors  for  the  young  
athletes.  

In addition to perception of organizational stress, many of the adolescent athletes were 
overloaded with competitive stress. They had typical performance pressure from 
themselves and national federations; one was even told that “you have to deserve to be 
here”. The extra pressure and many novel issues led to lack of concentration, anxiety and 
lost self-confidence. As a result, the athletes experienced EYOF as both “immense” and 
“pretty scary” and some of the more inexperienced athletes found it hard to focus on the 
task when faced with the high calibre of competitors. One athlete expressed that he/she 
“found it hard to plan my own race because of the high level of my competitors. When 
would they speed up, and if someone started early, would they make it all the way in?”  

In examining the second purpose of this investigation, how the athletes coped with 
competitive and organizational stressors, it became apparent that the athletes needed to 
be prepared for the total competitive experience that included organizational stressors as 
competitive and organizational stressors frequently occur in combination. The 
adolescents’ perception of how they coped with these novel and complex competitive 
demands was flavoured by their concern about the availability of social support.  Several 
athletes mentioned the coach as being important with comments such as: “My coach was 
with  me,  and  told  me  what  to  do  during  every  step  of  the  warm  up;  he  had  previous  
experience from competitions in such an extreme heat”. The Norwegian athletes pointed 
out that it was a great experience for their potential adult athletic career: “I need to get 
used to this if I want to stay in this game”, as one of them stated after his/her 
disappointing performance. Hence, Youth Olympics is an opportunity for young elite 
athletes to learn how to cope with “the big time” and mature as an adult elite athlete. 



 
45 

 

Elsa Kristiansen, Ph.D., is a researcher on the Norwegian research project on sporting 
events (funded by the Norwegian Olympic and Paralympic Committee and 
Confederation of Sports). She has lectured for twelve years at the Norwegian College of 
Elite Sport, Bærum.  
Her long list of publications includes: 
 Kristiansen, E., Halvari, H., & Roberts, G. C. (in press). Organizational and media stress 

among professional football players: Testing an Achievement Goal Theory model. 
Scandinavian Journal of Medicine & Science in Sports. 

 Kristiansen, E., Hanstad, D. V., & Roberts, G. C. (2011). Coping with the media at the 
Vancouver Winter Olympics:  “We all make a living out of this”. Journal of Applied Sport 
Psychology, 23(4), 443-458. 

 Kristiansen, E., Murphy, D., & Roberts, G. C. (in press). Organizational stress and coping in 
US professional soccer. 

 Kristiansen, E., & Roberts, G. C. (2010). Young elite athletes and social support:  
Coping with competitive and organizational stress in “Olympic” competition. Scandinavian 
Journal of Medicine & Science in Sports, 20(4), 686-695. 

 Kristiansen, E., Roberts, G. C., & Abrahamsen, F. E. (2008). Achievement involvement and 
stress coping in elite wrestling. Scandinavian Journal of Medicine & Science in Sports, 18(4), 526-
538. 

 Kristiansen, E., & Roberts, G. (2011). Media exposure and adaptive coping in elite football. 
International Journal of Psychology, 42, 339-367. 

 Kristiansen, E., Roberts, G., & Sisjord, M. K. (2011). Coping with negative media coverage: 
The experiences of professional football goalkeepers. International Journal of Sport & Exercise 
Psychology, 9(4), 295-307. 

 Roberts, G. C., & Kristiansen, E. (2010). Motivation and Goal Setting. In S. J. Hanrahan & 
M. Andersen (Eds.), Handbook of applied sport psychology: A Comprehensive Guide for Students and 
Practitioners (pp. 490-499). Routledge. 

 Roberts, G. C., & Kristiansen, E. (2011). Goal setting to enhance motivation in sport. In G. C. 
Roberts & D. C. Treasure (Eds.), Advances in motivation in sport and exercise (Vol. 3). Champaign, 
IL: Human Kinetics. 

 Sisjord, M. K., & Kristiansen, E. (2008). Serious athletes or media clowns? Female and male 
wrestlers' perceptions of media constructions. Sociology of Sport Journal, 25(3), 350-368. 

 Sisjord, M. K., & Kristiansen, E. (2009). Elite women wrestlers' muscles. International Review 
for the Sociology of Sport, 44(2/3), 231-246. 

  



 
46 

 

 
4th INTERNATIONAL SPORT BUSINESS SYMPOSIUM 

 
 
 
 
 
 
 
 

Der soziale Faktor im 
Management 

 
 
 
 
 

Papers: 
 

 Werkmann, K. (GER), Preuss, H. (GER), Bielons, G. (ESP): Die Motivation 
von Mega Sport Event Volunteers – das Beispiel der Davis Cup Volunteers in 
Spanien 2008 und 2009 
 

 Könecke, T. (GER): Socially Exposed Athletes - An Analysis of Sport Heroes 
in  Commercials  ///  Sozial  exponierte  Athleten  –  eine  Analyse  von  
Sporthelden in der Werbung 
 

 Dresen,  A.  (GER):  Doping  im  Spitzensport  als  Störfaktor  wirtschaftlicher  
Nutzenorientierungen



 
47 

 

Die Motivation von Mega Sport Event Volunteers – das Beispiel der 
Davis Cup Volunteers in Spanien 2008 und 2009 
___________________________________________________________________________ 

Katrin Werkmann, Johannes Gutenberg-Universität Mainz, Germany, werkmann@uni-mainz.de  

Holger Preuss, Johannes Gutenberg-Universität Mainz, Germany,  preuss@uni-mainz.de  

Gerado Bielons, Universidad Atónoma de Madrid, Spain; gerardo@eventsgb.com 
___________________________________________________________________________ 

Abstract 

Introduction and aim of research 

The  Davis  Cup  is  the  biggest,  annually  returning  Team-Competition  of  the  world.  In  
2010, 125 countries entered at this tennis tournament. In 2008 the semi-final between 
Spain  and  the  USA happened  in  Madrid.  In  2009  the  quarter-final  between  Spain  and  
Germany took place in Marbella. In each case the organizers had to recruit 80 volunteers 
to organize and stage the tournament. 

The  aim of  the  research  is,  to  determine  which  factors  in  the  work  environment  cause  
satisfaction and dissatisfaction for the volunteers at the Davis Cup tournaments in Spain 
2008 and 2009. A questionnaire ran among all volunteers (n=160) detected intrinsic and 
extrinsic motivational patterns of the temporary employees. This research provides 
important information for all organizers of events in order to improve their motivation 
program to ensure enough volunteers. 

Theory 

Theoretically the volunteer recruitment process and incentives at the Davis Cup is similar 
to that of the recruitment and incentives at other sport events. 
The challenge of motivating volunteers has long been recognized as an integral part of 
managing sport events. According to Edginton et al. (2001), motivation plays an 
exceedingly important role in moving an organisation towards excellence. Yet despite the 
agreement over the significance of work motivation, there’s considerable controversy 
over which of multiple factors motivates volunteers at events to work. The complexity of 
work motivation is evident in the interaction of the forces among an individual, the job 
and the work environment that account for the level, direction and persistence of effort 
expended at work (Steers & Porter, 1991). Pinder (1998) has described work motivation 
as the set of forces, internal (individual needs and motives) and external (environmental 
forces), that initiate work-related behaviour and determine its form, direction, intensity 
and duration. Given the relative intricacy of work motivation, it’s not surprising that 
numerous theories have been developed to explain this phenomenon. 

Method 

A questionnaire was dealt to the 160 volunteers of both tennis events. In total 123 of the 
questionnaire, which would returned from the volunteers, passed the inter-individual 
consistence  tests.  The  sample  is  representative  for  the  volunteers  of  the  2008  and  2009  
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Davis  Cup in  Spain.  The questionnaire  consists  of  25 questions.  The research design is  
based on a socio-economic, theoretical foundation. 

Statistical methods will be used to explain the importance of several intrinsic and 
extrinsic factors describing the work motivation and satisfaction of the volunteers. 

Results and Discussion 

As the most important motives for applying as a Davis Cup Volunteer in Spain the 
volunteers opted for “I want to have fun”, “I want to see behind the curtain of the event-
organization” and “I want to extent my knowledge and experience”. On the other hand, 
the most unimportant motivations for applying are “to see VIPs” and “It is good 
auxiliary income”. 

The few presented results in this abstract are only some findings of the research. This and 
other results will be presented backed by theory and in greater detail at the conference. 
The results are important to learn more about volunteer motivation. As a matter of fact, 
they need to be satisfied with their work in order to offer their voluntary work for other 
events. 
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Socially Exposed Athletes - An Analysis of Sport Heroes in Commercials 
 
Sozial exponierte Athleten – eine Analyse von Sporthelden in der Werbung 

________________________________________________________ 

Thomas Könecke, Johannes Gutenberg-Universität Mainz, Germany, koenecke@uni-mainz.de 

________________________________________________________ 

Abstarct 

Background and Research Question 

In 1996 Holt and Mangan stated that “a sport without a hero is like Hamlet without the 
Prince” (Holt & Mangan 1996, 5) . Sport is to a large extent perceived through its 
prominent athletes, the “sport heroes” (c.f. e.g. Gebauer 1997). Consequently, it can be 
stated that it is due to the athletes and their perception that spectator sport has been able 
to attain the social and economic importance it has today. But regardless of this, Holt 
and  Mangan  also  point  out  that  “varieties  and  purposes  of  sporting  heroism are  rarely  
examined” (1996, 5). Filling this gap in research is what the general research project, the 
findings presented here are extracted from, aims at. Based on an identification of the 
specific characteristics which enable the sport system to create prominent and popular 
social figures at an unparalleled rate, specific tasks were identified, these popular athletes 
are expected to perform. The exact research question for this presentation is: Can the 
tasks identified as relevant for the construction and reception of sport heroes hold true if 
double-checked with popular commercials involving socially exposed athletes? 
 
Past Research and Methodology 

In the first step of the general research project, a scientifically sound categorization of the 
different types of exposed athletes based on extensive qualitative meta-analysis was 
derived. This model takes into consideration the omnipresence of sport and its special 
characteristics addressed in more classic sport-sociological literature (c.f. e.g. Elias 1975 
and 1983), the fact that the terms “hero” and “heroism” are very frequently used and 
regularly overused in the sport system (c.f. Barney 1985), and other key factors identified 
in more recent publications (e.g. Emrich & Messing 2001; Bette 2008a and 2008b; 
Könecke & Schunk 2012).  
 
At first, three major characteristics of the sport-system were identified, that especially 
enable it to produce exposed figures and “athletic heroes”:  

1. Only sport-related actions of (potential) sport heroes matter. 
2. Athletes  can  only  be  “temporary  heroes”  (if  any  at  all)  and  have  to  renew their  

reputation periodically. 
3. The sport system reduces complexity if compared to everyday life. 

Apart from these rather general “environmental” characteristics, the following more 
specific “great tasks” were identified, sportsmen are (very often implicitly) expected to 
fulfill:  

1. Achieving an outstanding performance. 
2. Overcoming considerable external hardship. 
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3. Conquering their internal hells (private hell [fear and self-doubt] and public hell 
[failure and humiliation]) (c.f. Izod 1996, 187). 
 

The research presented here aims at testing these characteristics and tasks by looking at 
commercial communication involving more or less prominent athletes. This seems very 
insightful  because  using  these  social  figures  for  marketing  purposes  should  be  done  by  
stressing very specific characteristics and behaviors that are especially admirable. 
 
Major Findings 

The three “great tasks” introduced above could be found to be very dominant features in 
commercials using athlete-based communication involving prominent sport figures. It 
seems that it is even more important for athletes to not only excel in sport (first task) but 
to also “deserve” this excellence by fulfilling the second and third task. These two tasks 
are  actually  very  often  stressed  and  seem to  be  key  factors  in  guaranteeing  an  athlete’s  
perception as a positive role model. Interestingly, this sometimes even seems to hold true 
if the athlete is not (very) successful in sport, i.e. if he seemingly fails to fulfill the first 
task.  
 
Conclusion / Management Implication 

It has long been known that sport “heroes have the capacity to influence their admirers in 
fundamental and profound ways“ (Russell 1993, 124). Consequently, they are frequently 
used as role models in and far beyond sport. Furthermore, they have a key function as 
promoters in sport marketing. The results presented here enable researchers and 
practitioners to better understand this function. Apart from that, the findings of this 
project offer important implications as to how young athletes should be prepared for 
competition in high interest sports. 
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Coping with the media during the Vancouver Winter Olympics 
___________________________________________________________________________ 

Elsa Kristiansen, Norwegian Research Project on Sporting Events, elsa@kristiansen.cc 

Dag Vilar Hanstad, Norwegian School of Sport Sciences, Norway, dag.vidar.hanstad@nih.no 
___________________________________________________________________________ 

Abstract 
The  purpose  of  the  2010  Vancouver  study  was  to  examine  the  journalist-athlete  
relationship at a major competitive event in order to better understand how the media 
may become a stressor and how elite athletes cope with the journalists, the interview 
demands and the subsequent media story. Being available for the media is considered to 
be part of the job of being an elite athlete.  

Ten Norwegian winter Olympians with media experience were interviewed shortly after 
the 2010 Vancouver Winter Olympics. The participants were of both genders. It was also 
a  criterion  that  the  athletes  needed  to  be  a  medallist  in  their  sport;  however,  there  was  
one exception to this rule as we wanted to include participants from all the sports in the 
sample. Finally, the interviewees needed to have extensive experience with journalists 
and different types of media coverage. The participants were all in their 20s and 
beginning of  the  30s,  and half  of  them had previous  Olympic  experience.  It  was a  very 
elite sample; the Norwegian Olympic team took 23 medals during the Olympics in 
Vancouver, and our participants were involved in 13 of them; 5 gold, 4 silver and 4 
bronze medals.    

The results yielded some interesting evidence. Media contact is considered to be part of 
the  job  of  being  an  elite  athlete,  but  the  inexperienced  athletes  struggle  more  and  get  
affected more easily. There are media rules to follow during these major events, even 
though intrusive questioning may negatively affect the athlete’s preparation and self-
confidence. Consequently, elite athletes must learn to cope with the journalists’ presence. 
While the best advice is to be understanding of the journalists’ need for stories and inside 
information, the athletes keep their distance because the media coverage is a constant 
stress factor. One way of coping was the use of social support within a mastery climate to 
protect the athletes from the media demands. In some cases, it was productive to have 
the support-personnel meet the media and become a “lightening rod” to take the 
attention from the athlete when “catastrophes” happened. This was to give the athletes 
time to concentrate and refocus in order to perform well. Further, the Olympians used 
problem-focused strategies, avoidance coping and on occasion taking a “media break”. In 
conclusion, the elite athletes learned a variety of coping strategies, and also learned that 
“you will not survive if you take it personally”.  

One of the topics discussed during the 2009 IOC Conference in Copenhagen was how to 
expand the Olympic audience by using the new media. The Digital Age makes it possible 
to communicate all over the world and transmit information and results instantaneously. 
Undoubtedly, this can be used as a mean to make the YOG more popular and get more 
media attention to the young elite  athletes.  The fact  that  the  athletes  are  young and we 
have no research about how they will perceive this unexpected attention; how to protect 
them should also be a main concern for both the Organizing Committee as well as team 
leaders.   

Elsa Kristiansen, see page 47.  Dag Vidar Hanstad, see page 21.  
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Describing the Olympic Games Knowledge Transfer Stakeholder 
Network 
______________________________________________________________________________ 

Milena M. Parent, University of Ottawa, mparen3@uottawa.ca 
_______________________________________________________________________ 

Abstract 

In 1999, the International Olympic Committee (IOC) began its knowledge transfer 
program with the 2000 Sydney Olympic Games in order to assist future Olympic Games 
organizing committees (Chappelet, 2001). However, such formal IOC-led knowledge 
transfer capacities/processes do not exist for other stakeholder groups. The strategic and 
procedural/organizational importance of prior (contextual and event hosting) knowledge 
has been noted by various researchers, with a particular focus on the 2000 Sydney 
Olympic Games (e.g., Frawley & Toohey, 2009; Halbwirth & Toohey, 2001), 
highlighting the importance of prior event knowledge and the possibility of managing 
knowledge in a growing organization. The knowledge based view of the firm sees 
organizations as existing to create, transfer, and apply knowledge – be it tacit or explicit, 
organizational or individual – within and outside the organization (Kogut & Zander, 
1992).  

Moreover, major sports events require the coordination of a multitude of stakeholders 
who impact or are affected by the actions of the organizing committee: different levels of 
government,  the  community,  sponsors,  the  media  organizations,  the  various  levels  and  
types of sport organizations involved and/or holding the rights to the event, and the 
delegations (i.e., the actual athletes, their coaches/trainers, and support staff). As an 
added level of complexity, these stakeholders do not only deal with the organizing 
committee but also with each other, thereby creating a network or web of relationships. 
Networks are governance structures that help to create and transfer knowledge (cf. 
Kogut, 2000; Reagans & McEvily, 2003). They can be characterized in terms of their 
density, hierarchy/centrality, types of relationships, quality of relationships, and 
multiplexity (Berry, et al., 2004; Brass, Butterfield, & Skaggs, 1998; Burt, 2000; Cousens, 
MacLean, & Barnes, 2007; Knoke & Yang, 2008; Provan, Isett, & Milward, 2004; 
Provan, Veazie, Teufel-Shone, & Huddleston, 2004; Rowley, 1997; Scott, 2000; 
Wasserman & Faust, 1994).  

While  we  may  know who  the  stakeholders  are  and  what  their  basic  needs  are  (Parent,  
2008), we do not have a good understanding of the network of relationships nor how 
they transfer knowledge to other events/organizations or learn from previous 
events/organizations.  Thus,  the  purpose of  this  paper  is  to  use  network theory and the 
knowledge based view of the firm to begin examining the knowledge transfer stakeholder 
network within an Olympic Games, more precisely, the 2010 Olympic Winter Games. 

To meet this objective, a case study of the 2010 Vancouver Olympic Winter Games was 
built by means of 24 semi-structured interviews with all key stakeholders (until saturation 
was  reached)  and  supplemented  by  archival  material  (over  250  documents).  Data  were  
inductively coded for stated relationships with other stakeholders; this information was 
placed in a table (Miles & Huberman, 1994) for subsequent analysis using the network 
analysis software UCINET. Analyses were undertaken to examine density, 
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hierarchy/centrality, types of relationships, quality of relationships, multiplexity, and 
size.  

Findings highlighted that in the case of knowledge transfer, an additional stakeholder 
sub-group for the sport organizations is needed: event organizing committees (current, 
past and future organizing committees of various major sports events). As well, an 
additional stakeholder group is required, which I will call Other Stakeholders, and which 
includes consulting organizations/consultants, professional leagues, international 
businesses, the World Union of Olympic Cities, etc. I also found a significant degree of 
communication between stakeholders without the presence of the organizing committee. 
I will describe additional network characteristics during the presentation. 

These results indicate that the knowledge stakeholder network is not dyadic or hub-and-
spoke in  nature  but  a  true network with multiple  ties  (cf.  Parent,  2008;  Rowley,  1997).  
The findings have implications for both theory and practice, which will be discussed 
during the presentation. 
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Olympic Venues Reloaded - The Innovation Gaps between sports venue 
infrastructure needs of the Youth Olympic Venues and Olympic Venues 
___________________________________________________________________________ 

Robert Kaspar, University of Applied Sciences Kufstein, Austria, robertkaspar@yahoo.com 
___________________________________________________________________________ 

Abstract 

A comparison between the Innsbruck 1964 & 1976 Olympic and 2012 Youth Olympic 
Venues with the Lillehammer 1994 Olympic and 2016 Youth Olympic Venues 

Innsbruck hosted the 1964 Olympic Winter Games and established the infrastructure 
required those days such as ice venues, a bobsleigh run and the snow venues as well as an 
Olympic village. The 2012 Youth Olympic have an innovative Olympic programme thus 
requiring differing sports venues and general innovative und upgraded infrastructures 
from a modern Olympic village to a congress centre hosting the Culture & Education 
programme.  Lillehammer  successfully  hosted  the  1994  Olympic  Winter  Games,  which  
The Associated Press reports is still regarded as among the most successful Winter 
Olympics and most likely the last edition of the Games in a small city. Lillehammer was 
recently  awarded  the  2016  Youth  Olympic  Winter  Games.  The  research  question  is  
whether the cities have developed a long term sports venue and sports events master plan 
when hosting the Olympic Winter Games. The research dates from the author´s doctoral 
thesis on the Lillehammer Olympic Games to current research on the event life cycle 
including various recent research visits to both cities and is based on expert interviews. 
The symposium contribution analyses both Olympic host cities, and tries to reveal how 
the sports venues have been developed, utilised and marketed since the Olympic Games. 
First research findings indicate that the post-Olympic event planning and innovative 
utilisation of Olympic venues remain a challenge for innovative sports and event 
managers. The conclusion will indicate a best-case scenario for any former Olympic 
Winter Games host city considering a bid for the Youth Olympic Winter Games.  
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Olympic TV Rights and European Law 

 

Volker Bernardi, Johannes Gutenberg-Universität Mainz, Germany, World Flying Disc 
Federation, volker.bernardi@t-online.de  

 

Abstract 

The policies of the European Union on the aspects of the free market and anti-trust 
regulations directly influence the sport and the allocation of TV broadcast rights in 
Europe. In particular the directive “Television without frontiers” (Directive 89/552/EEC 
as amended by Directive 97/36/EC) has a huge impact of the method of the distribution 
of TV broadcast rights in the member states of the European Union. 

The directive concerning Events of major importance to society, including sport (Chapter 
II,  Article  3a)  allows  “each  Member  State  to  take  measures  in  accordance  with  
Community law to ensure that broadcasters under its jurisdiction do not broadcast on an 
exclusive  basis  events  which  are  regarded  by  that  Member  State  as  being  of  major   
importance for society in such a way as to deprive a substantial proportion of the public 
in that Member State of the possibility of following such events via live coverage or 
deferred coverage on free television”. 

The fight between the European Broadcasting Union (EBU) as representative of the free 
TV channels and stations in Europe and Pay-TV providers will reach new dimensions in 
the future. 

The lists of sport events based o this directive and establishing sports events of such 
importance in that country that they must be broadcasted in Free-TV have an impact of 
the  value  of  the  product  being  protected  by  the  directive  and  the  strategy  of  sports  
organizations allocating the TV-rights to Broadcasters. Some sports organizations 
consider this exercise of influence as interference in their commercial rights and consider 
attacking the directive in front of the European court of justice.The International 
Olympic Committee (IOC) has to deal with the fact that the revenues resulting from TV 
deals in Europe are depending on the outcome of the policies of the member states when 
implementing the directive to national law and thus are limited to a certain extend.  

The new technologies like IP-TV open new ways of communication, for the Broadcasters 
and for the sports organizations to avoid such collisions. 

This  paper  will  discuss  the legal  aspects  of  the  allocation of  Broadcast  rights  in  Europe 
and the impact of the European Union policies on the strategy of sports organizations in 
Europe when selling the rights, using the IOC example and considering the markets in 
Germany and the U.K. and comparing the methods taken by various EU member states. 

Additional focus will be on the TV rights concerning the Youth Olympic Games and 
their future. 
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Sportmanager zwischen Sportwissenschaft und Betriebswirtschaftslehre. 
Eine Kernfrage der Ausbildung 
__________________________________________________________________________ 

Norbert Schütte, Ph.D., Johannes Gutenberg  University Mainz, schutte@uni- mainz.de 
___________________________________________________________________________ 

Abstract 

Die Frage, ob und wie viel Sportwissenschaft ein Sportmanager in einem grundständigen 
Hochschulstudium erlernen sollte, ist so alt wie die Entwicklung solcher Studiengänge, 
aber immer noch nicht abschließend beantwortet. Tatsächlich haben sich in Deutschland 
zwei Modelle etabliert: die Ausbildung von Sportmanagern an sportwissenschaftlichen 
Fakultäten (z.B. Uni Mainz) mit großen Anteilen an Sportpraxis und -theorie sowie die 
reine Ausbildung von (Sport-) Betriebswirten (FH Koblenz Remagen), die mit mehr oder 
weniger sportökonomischen Inhalten aufwartet. Es zeigt sich in der Praxis, dass beide 
Typen von Ausbildungen zu erfolgreichen Karrieren führen. Wie ist diese scheinbare 
Beliebigkeit zu erklären?  

Die bisherige Forschung zu diesem Thema (z.B. Horch / Niessen / Schütte 2003) beruft 
sich vor allem auf die amerikanische Methode des „Competency-based-approach-to-
curriculum-development“ (DeSensi et al. 1990). Dieser Ansatz geht davon aus, dass 
praktizierende Sportmanager wissen, welche Kompetenzen sie für ihre Arbeit benötigen. 
So kann mit Hilfe einer schriftlichen standardisierten Befragung die Bedeutung von 
Kompetenzen ermittelt und so in Curricular-Entwicklung eingehen. Tatsächlich spielen 
Kompetenzen aus der Sportwissenschaft laut Horch / Niessen / Schütte für 
Sportmanager im selbstverwalteten Sport nur eine untergeordnete Rolle (2003, 140ff). 
Damit wäre – überspitzt gefolgert – die Beliebigkeit einfach mit der Bedeutungslosigkeit 
sportwissenschaftlicher Inhalte für Sportmanager erklärt.  

Betrachtet man das Ergebnis mit einer erweiterten theoretischen Perspektive, kann das 
Ergebnis auch anders interpretiert werden. So verweist der kontingenztheoretische 
Ansatz (z.B. Donaldson 2001) darauf, dass in unterschiedlichen organisationalen Settings 
sportwissenschaftliche Kompetenzen von unterschiedlicher Bedeutung sein können. Das 
Theorem der Hintergrundserfüllung von Gehlen (1956) insistiert darauf, dass die 
besondere Bedeutung der sportwissenschaftlichen Inhalte gar nicht wahrgenommen 
werden,  wenn sie vorhanden sind.  

Um  die  Frage  im  Rahmen  des  Vortrages  zu  beantworten  wird  auf  eine  Reanalyse  der  
Daten von Horch / Niessen / Schütte (2003) N=199 sowie auf qualitative Interviews mit 
Sportmanagern N=58 zurückgegriffen.  
Tatsächlich erweist sich sportwissenschaftliches Wissen für Sportmanager in 
verschiedenen Positionen und Organisationstypen als unterschiedlich bedeutsam. Dies ist 
in Anbetracht der Vielfältigkeit der Positionen, Organisationen und Anforderungen im 
Feld wenig überraschend.   
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Abstract 

The sports movement has a responsibility in the conduct of their activities to maximise 
positive impacts, minimise negative impacts and foster balanced, enduring growth in 
relation to society, the economy and the environment. 

It  is  fundamental  for  a  successful  bid  for  a  major  e.g.  multisports  event  and  a  positive  
environmental legacy that all studies and planning include social and environmental 
principles from the beginning. 

Objectives of sports social responsibility are: 

- to promote sport at all levels, as a means to contribute to the positive development of 
society, 

- to support and promote sustainability amongst its members, to ensure that the social, 
environmental and economic impacts and opportunities of their activities are 
responsibly managed, 

- to bring sportspeople together to help social projects around the world who are using 
sport as a tool for social change, 

- to develop concrete measurable criteria how the social especially environmental 
guidelines could and should be fulfilled by host cities and sport federations. 
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