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STRATEGIC AND BRAND MANAGEMENT IN SPORTS ORGANIZATIONS



CENTRE DE COMPETENCES : Competition and Competitiveness DISCIPLINE : Marketing - Strategy - Event Management DUREE (en heures) : 30 H 10 lectures (10*3H)



EFFECTIF : 15-20



PRE REQUIS : Marketing – Strategic Management -



Crédits ECTS : 5 Les 5 ECTS correspondent à 100 heures de travail. Ainsi ces 100 heures se détaillent comme suit: 30 heures de face à face destinées à enrichir les connaissances, 10 heures de rédaction de notes et rapports, 30 heures de lectures, 30 de préparation des présentations orales, de recherche documentaire, d’enquêtes Travail demandé Ce cours implique une participation active de chacun afin de favoriser les confrontations, l’appropriation des concepts et modèles et leur restitution en situation professionnelle. Il requiert aussi un fort travail personnel. LANGUE : English PROFESSEUR RESPONSABLE DU COURS : Lionel MALTESE Lionel MALTESE [email protected] Professor of Strategic and Sport Organizations Management †



Ph.D in Management Science, IAE Aix-en-Provence, University of Paul Cezanne AixMarseille 3 (2004)



†



Affiliate Professor EUROMED Marseille School of Management, Teaching and Research in Strategic and Sport Organizations Management. Scientific advisor of Entertainment Center (Sport – Event – Medias – Leisure) since 2006.



†



Assistant Professor (Maître de Conférences), University of Paul Cézanne Aix-Marseille 3 – IUT Marseille. Teaching in Strategic Management and Organization Behavior. Head of Professional Bachelor in New Technologies of Information and Communication since 2005.



†



Expert for French tennis ATP tournaments (BNP Paribas Masters Paris – Open13 Marseille) :



-



Event Organization



-



Strategic planning



-



Entertainment & New Technologies Management



-



Sponsorship activations.
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Dwight Merunka Dwight MERUNKA is Professor of Marketing at EUROMED Marseille and at Paul Cézanne University in Aix en Provence. He holds an MBA from Ecole des Hautes Etudes Commerciales (HEC Paris) and a PhD from the University Paul Cézanne in Aix en Provence. He has been invited many times at the University of Texas at Austin as a visiting research scholar and has taught in many countries in Europe, Africa and Asia. His work is published in scientific journals such as International Journal of Research in Marketing, Review of Marketing Research, Journal of Business Research, Journal of Forecasting, International Marketing Review, Journal of Consumer Marketing, Recherche et Applications en Marketing or Décisions Marketing. He has received a best paper award from the American Marketing Association annual conference. His research interests cover branding, competition, consumer behavior and cross-cultural consumer research. His interests in sports now cover essentially tennis and golf. He has extensively practiced volley-ball, judo, tennis, golf, ski and squash.



ABSTRACT : This course presents a strategic model for sports events using Resource-Based View approach. After the strategic assets identification (sponsoring, reputation, relational and physical resources) and specific dynamic capabilities, various cases analysis are discusses in the context of international sports events. The main goal of this course is to give a “sensemaking” approach to create, develop and maintain sustainable performance in sports event organizations. « There is no separation between sports and entertainment… merge them together and create something unique ». Robert Johnson (Onwner Charlotte Bobcats) The second part of this seminar includes strategic marketing and brand management. Some of a firm’s most valuable assets are the brands that it has developed and that it manages. This is particularly true in a sport’s context where companies rely heavily on a core brand to market its product and where sports teams or events are known, evaluated and often related to through a unique brand name (Nike, Adidas, Callaway, Rossignol, Li Ning, Wimbledon, USPGA, NBA or Manchester United). The strongly held beliefs and attitudes established in consumers’ minds towards these brands cannot be directly copied or imitated. This course provides students with insights into branding and brand management in a sport context. Main branding concepts, theories and practices will be developed and applied to sports’ brands. This course addresses important questions such as: What is brand positioning? What is brand equity? How do you build brand equity? How can brand equity be measured? How to capitalize on brand equity to expand the business of the brand? The course consists of lectures, exercises, article discussions, groupwork, presentations and a brand project. The course content has relevance to students pursuing different career goals in virtually any type of organization linked to sports or leisure activities with a strong sport dimension.



GOALS: Know -



The available strategic management tools for a sport event : creation and evolution.



The theories explaining sustainable performance. provide an understanding of the important issues in planning and evaluating brand strategies,



Know how to
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-



Identify sport event strategic assets and capabilities. Manage and articulate strategic assets. Control the ressource dependency of the stakeholders Develop and implement entrepreneurship capabilities Provide concepts and techniques to improve and manage brand equity, and apply these concepts to sport brands.



Know to become -



Strategic Planner for or in sports organisations (club or event) - Sport event manager Brand Manager (Marketing director) for sports organisations (clubs, event, federation, sports products…)



PLAN OF THE COURSE: Part 1 : Resource-Based View for sports organizations (15H) by Lionel Maltese Lecture 1 : - Course presentation : sport organizations (focus on events) – strategic management approaches & strategic marketing implementation



- Mauws M.K., Mason D.S., Foster, W.M. (2003), “Thinking Strategically about Professional Sports”, European Sport Management Quarterly, 3:3, pp. 145-164. - Berman S.L., Down J., Hill C.W. L. (2002), “Tacit Knowledge as a Source of Competitive Advantage in the National Basketball Association”, Academy of Management Journal, 45:1, pp. 1331. - Smart D.L., Wolfe R.A. (2000), “Examining Sustainable Competitive Advantage in Inter Collegiate Athletics: A Resource-Based View”, Journal of Sport Management, 14, p. 133-153. Lecture 2 : - Business plan & Managing your relational assets (Public Relations, Networking, Individual relationships) - Erickson G.S, Kushner R.J (1999), “Public Event Networks : an Application of Marketing Theory to Sporting Events”, European Journal of Marketing, 33, 348-359. - Luo, Yadong (2003), “Industrial Dynamics and Managerial Networking in an Emerging Market : The Case of China”, Strategic Management Journal, 24, pp. 1315-1327. - Lee, Dong-Jin, Pae, Jae H., Wong Y. H. (2001), “A Model of Close Business Relationships in China (Guanxi)”, European Journal of Marketing, 35 : 1-2, pp. 51-69. Lecture 3 : - Sponsorship activations strategies - 3 articles (students presentations) : - Amis J., Pant N., Slack T. (1997), “Achieving a Sustainable Competitive Advantage : A ResourceBased View of Sport Sponsorship”, Journal of Sport Management, 11, pp. 80-96
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- Amis J. (2003), “Good Things Come to Those Wait : The Strategic Management of Image and Reputation at Guiness”, European Sport Management Quarterly, 3 : 3, pp.189-214. - Maltese, Lionel and Prevot, Frédéric, “Importing Sport Organisation Reputation in China : the Case of Olympique Lyonnais Football Club”, Reputation Institute's 12th International Conference on Corporate Reputation, Brand, Identity and Competitiveness, Beijing, 26 May - 1 Jun 2008.



Lecture 4 : - The key for the success : Managing you Reputation - McGaughey S.L., Liesch P.W. (2002), “The Global Sports-Media Nexus : Reflections on The “Super League Saga” in Australia”, Journal of Management Studies, 39 : 3, pp.383-416. - Parent Milena M. (2007), Foreman Peter O., “Organizational Image and Identity Management in Large-Scale Sporting Events, Journal of Sport Management, 21, 15-40. - Babiak K., Wolfe R, (2006), “More than just a game. Corporate Social responsibility and Super Bowl XL”, Sport Marketing Quarterly, 15, 214-222. Lecture 5 : Don’t forget your Public : Entertainment and communication strategies - Apostolpulou A., Clark J., Gladden J. M., (2006), “ From H-Town to Mo-Tonwn : The Importance of Super Bowl Entertainment, Sport Marketing Quarterly, 15, 223-231. - Maltese, Lionel (2008), “Managing assets in the field of sports special events : Proposal for a new methodological and analytical approach”, International Journal of Sport Management and Marketing (IJSMM), Special Issue on: “Strategic Issues in the Management of Sport Firms and Organisations: Opportunities and Challenges” , 5 : 3, pp. 310-329.



- Final exam on individual business plan on sports organizations (club or event) with presentations. Part 2 : Teaching and learning principles This course will use a variety of teaching methods including lectures, readings, exercises and presentations. Lectures will be highly interactive, demanding the participation of individuals in group work, discussions, and workshops. Since the course is both conceptual and applied to a given business context (Sport Industries), interactivity and sharing work results and experience is a key dimension in this course. The instructor will provide concepts, theories, measurement and models in the area of brand management. All this material needs to be applied to various sport industries (manufacturers, events, sport teams) and this will essentially be done through the work of participants. Participants should be prepared to share their results and to learn from each other. There will be presentations of articles by the participants as part of the exercises, sharing knowledge and ideas and class participation. This list of recommended articles and articles to be presented is given below. Course Material
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The required readings for the class will be made available to participants at the beginning of the seminar. A copy of the slides presented in class will be made available to participants.



Session Plan Date



Topic



Lecture 1 Brands and Brand Management: Fundamental Concepts Understanding Consumer Behavior Segmenting the Market



Readings/Cases/Project Due Readings: • Keller o •



Chapter 1



Fullerton and Merz (2008), Sport Marketing Quarterly, 17, 90-108.



Exercise: Preferred Sports Brands (individual work) Exercise: Segmenting a sports market (group work) Readings: Wann, Grieve, Zapalac and Pease (2008), Sport Marketing Quarterly, 17, 6-19.
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Lecture 2 Positioning the Brand



Building Brand positioning Profiles



Readings: • Keller o



Chapter 3



Exercise: Positioning statement of the brand (group work) Articles : presentations & discussion • Ross (2007) •



Wann, Grieve, Zapalac and Pease (2008)



Readings: • Keller o o o o



Chapter 4 Chapter 5 Chapter 6 Chapter 7



Exercise: Positioning profiles of competing brands (group work) Articles : presentations & discussion •



Gladden and Funk (2002)



•



Bauer, Stockburger-Sauer and Exler (2008)



Articles : presentations & discussion Lecture 3



Readings: • Keller o



Chapter 2



Consumer Based Brand Equity Exercise: Sports Brand association networks (group work) Articles : presentations & discussion • Ross (2006) • Ross, Russell and Bang (2008)
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Brand Equity and Building Consumer Brand/Relationships



Readings: • Keller o o o



Chapter 8 Chapter 9 Chapter 10



Exercise: Building Brand Resonance and Consumer relationships (group work) Articles : presentations & discussion • Kaynak, Salman and Tatoglu (2007) Lecture 4



Readings: • Keller o o



Chapter 11 Chapter 13



Brand Loyalty



Lecture 5 Sports Brand Analysis Projects



Brand Analysis Project This project should be conducted by groups of 3 participants. It might exceptionally be done by a pair of participants. Your assignment is to pick a major Sports Brand and conduct a brand analysis. It can be a manufacturer’s brand, a major event, a major team, a major association, etc. The analysis will be based entirely on information from secondary sources (communications, internet sites, retailers, articles, reports, brochures, etc.) as well as your own professional experiences and insights. Specifically, you will assess brand planning, value and growth of your chosen sports brand by addressing these questions: 1. Brand planning assessment. How would you characterize the positioning of your sports brand? What have been the key marketing activities that have most contributed to the success of that positioning? Where are there the greatest opportunities to further enhance that positioning? 2. Brand valuation assessment. How to you analyze consumer-based brand equity? How has your sports brand built brand resonance? How do you assess the brand’s strength? Are there any weaknesses to correct?
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3. Brand management assessment. Through what actions and operations has the brand developed over the past years? What are the plans for the continued management of the brand? You must identify your brand in the first class as part of the first individual written exercise. The Brand analysis projects will be presented by the participants during the last day of the seminar. Following reactions and comments, the written report may be modified .Your report must not exceed twelve single-spaced, 12-point font, 1-inch margin pages. Exhibits can be added and are not included in the page total.



EVALUATION : Lionel Maltese : 50 % Presentations (40 %) : - 20 % : Groups presentations about scientific articles analysis of sport organizations and resourcebased approach: understanding sports organizations evolution and organizational innovation (focus on specific resources and capabilities) Exam (80 %) : Case Study and essay on creation or development of sports organizations: Business Plan and Model Dwight Merunka : 50 % Article presentation



20%



Exercises and class participation



30%



Brand Analysis Project



50%



COURSE REFRENCES AND LINKS: http://corto.leo.free.fr/ISM.htm EXHAUSTIVE BIBLIOGRAPHY (Lionel Maltese) �� : advised reading � : specific references �BEECH, John, CHADWICK, Simon, The Business of Sport Management, Prentice Hall – Financial Times, Pearson education, 2004. �BOWDIN, Glenn A.J., ALLEN Johnny, O’TOOLE William, HARRIS Robert, McDONNELL Ian, Events Management, Broché, 2006. �CHALIP Laurence and MCGUIRTY Johanne, “Bundling sport events with the host destination”, Journal of Sport Tourism, 9(3), pp.267-282, 2004. ��CORNWELL, T. Bettina, MAIGNAN, Isabelle, “An International Review of Sponsorship Research”, Journal of Advertising, 27 : 1, pp. 1-21, 1998.
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��COVELL Daniel, WALKER Sharianne and SICILIANO Julie, Managing Sport Organizations : Responsibility for Performance, Broché, Eds 2, 2007. �FAHY, John, FARRELLY, Francis John, QUESTER, Pascale G., “Competitive advantage through sponsorship: A conceptual model and research propositions”, European Journal of Marketing, 38 : 8, pp. 1013-1030, 2004. �FOMBRUN, Charles J., Reputation. Realizing Value from the Corporate Image, Harvard Business School Press, Boston, 1996. ��FOMBRUN, Charles J., VAN RIEL, Cees B. M., “The Reputational Landscape”, Corporate Reputation Review, 1 : 1-2, pp. 5-13, 1997. ��FOMBRUN, Charles J., VAN RIEL, Cees B. M., Fame Fortune. How Successful Companies Build Winning Reputations, Prentice Hall, New York, 2003. �FOSTER, William M., MAUWS, Michael K., “One thing money can’t buy : A resource-based view of the National Hockey League (NHL)”, Presentation for North American Society for Sport Management (NASSM), Colorado Springs, June , 2000.. �GERRARD Bill, “A Resource-Utilisation Model of Organizational Efficiency in Professional Sports Teams”, Journal of Sport Management, 19:2, pp.143-169, 2005. �GETZ Donald, Event Management & Event Tourism, Cognizant Communication Corp-Broché, 1997. ��HOWARD Dennis R. and CROMPTON John L., “Tactics used by sports organizations in the United States to increase ticket sales”, Managing Leisure, 9, 87-98, April 2004. ��KESENNE Stefan and PAUWELS Wilfried, “Club objectives and ticket pricing in professional team sports”, Eastern Economic Journal, Vol32, N°3, Summer 2006 ��Maltese, Lionel and Prevot, Frédéric, “Importing Sport Organisation Reputation in China : the Case of Olympique Lyonnais Football Club”, Reputation Institute's 12th International Conference on Corporate Reputation, Brand, Identity and Competitiveness, Beijing, 26 May - 1 Jun 2008. ��Maltese, Lionel, “Managing assets in the field of sports special events : Proposal for a new methodological and analytical approach”, International Journal of Sport Management and Marketing (IJSMM), Special Issue on: “Strategic Issues in the Management of Sport Firms and Organisations: Opportunities and Challenges” , 5 : 3, pp. 310-329, 2009. �MASTERMAN Guy, Strategic Sports Event Management An International Approach, Elsevier, 2004 �RISHE Patrick and Michael MONDELLO, “Ticket Price Determination in Professional Sports : An Empirical Analysis of the NBA, NFL, NHL, and Major League Baseball”, Sport Marketing Quarterly, 13, pp. 104-112, 2004. �SUPOVITZ Frank, The Sports Event Management and Marketing Playbook, John Wiley & Sons, 2004.



Brand Management (Dwight Merunka)
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REFERENCES Textbook used for the course (required readings): KELLER, Kevin (2007), Strategic Brand Management, third edition, Prentice Hall.



SELECTED ARTICLES (papers in Bold will be presented by participants) Apostolopoulou (2002) “Brand extensions by U.S. Professional Sport Teams: Motivations and Keys to Success”, Sport Marketing Quarterly, 11, 4, 205-214. Bauer, Stockburger-Sauer and Exler (2008), “Brand Image and Fan Loyalty in Professional Team Sport: A Refined Model and Empirical Assessment, Journal of Sport Management, 22, 295-226. Boyle and Magnusson (2007), “Social Identity and Brand equity Formation: A Comparative Study of Collegiate Sports Fans”, Journal of Sport Management, 21, 497-520. Campbell (2002), “Brand Extension Evaluation”, Sport Marketing Quarterly, 11, 2, 117-120. Ferreira, Hall and Benett (2008), “Exploring Brand Positioning in a Sponsorship Context: A Correspondence Analysis of the Dew Action Sports Tour”, Journal of Sport Management, 22, 734-761. Fullerton and Merz (2008), “The Four Domains of Sports Marketing: A Conceptual Framework”, Sport Marketing Quarterly, 17, 90-108. Gladden and Funk (2002), “Developing an Understanding of Brand Associations in Team Sport: Empirical Evidence from Consumers of Professional Sport”, Journal of Sport Management, 16, 54-81. Gladden, Irwin and Sutton (2001), “Managing North American Major Professional Sport Teams in the New Millennium: A Focus on Building Brand Equity”, Journal of Sport Management, 15, 297-317. Jowdy and McDonald (2002), “Tara Nott Case Study: Celebrity Endorsements and Image Matching”, Sport Marketing Quarterly, 11, 2, 186-189. Kaynak, Salman and Tatoglu (2007), “An Integrative Framework Linking Brand Associations and Brand Loyalty in Professional Sports”, Brand Management, 15, 5 (May), 336-357. Koo (2006), “Effect of Perceived Sport Event and Sponsor Image Fit on Consumers’ Cognition, Affect, and Behavioral Intentions”, Sport Marketing Quaterly, 15, 2, 80-90. Quester, Beverland and Farrelly (2006), “Brand-Personal Values Fit and Brand Meanings: Exploring the Role Individual Values Play in Ongoing Brand Loyalty in Extreme Sports Subcultures”, Advances in Consumer Research, 33, 21-26. Richelieu (2003), “Building the Brand Equity of Professional Sports Teams”, Working paper 2003-026, University of Laval, Canada. Ross (2006), “A Conceptual Framework for Understanding Spectator-Based Brand Equity”, Journal of Sport Management, 20, 22-38. Ross (2007), “Segmenting Sport Fans Using Brand Associations: A Cluster Analysis”, Sport Marketing Quaterly, 16, 1, 15-24. Ross (2007), “Assessing Brand Associations for Intercollegiate Ice Hockey”, Sport Marketing Quarterly, 16, 106-144. Ross, Russell and Bang (2008), “An Empirical Assessment of Spectator-Based Brand Equity”, Journal of Sport Management, 22, 322-337.
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Ross, James and Vargas (2006), “Development of a Scale to Measure Team Brand Associations in Professional Sport”, Journal of Sport Management, 20, 260-279. Wann, Grieve, Zapalac and Pease (2008), “Motivational Profiles of Sport Fans of Different Sports”, Sport Marketing Quarterly, 17, 6-19. Xing and Chalip (2006), “Effects of Hosting a Sport Event on Destination Brand: A Test of Co-Branding and Match-up Models”, Sport Management Review, 9, 49-78. Yoon and Choi (2005), “Determinants of successful sports advertisements: The effects of advertisement type, product type and sports model”, Brand Management, 12, 3, 191-205.
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dance concept event 1902 - Wellness Sport Club 

20 mars 2016 - DANCE CONCEPT. EVENT 1902 _. FORMULAIRE D'INSCRIPTION. DIMANCHE 20 MARS - WELLNESS 100 COURS GAMBETTA 69003.










 








Event Monitor .fr 

Event Monitor. 1.0. Introduction. 2.0. Adding an Event. 3.0. SNMP Trap â€“ only implemented on the product TMC-1. 4.0. TSL UMD Input. 5.0. Trigger Action.










 








dance concept event 1902 - Wellness Sport Club 

Téléphone : Mail : TARIFS. Cours à l'unité: Ü13h00-14h30 : Brahim Zaibat & Katrina Patchett: 35 € AU LIEU DE 45 €. Ü15h00-16h30 : Brahim Zaibat: 25 € AU ...










 








overturning the barstow sport event patents 

following a successful demonstration in late 1990 at the Crucible ..... to waive the precondition test before performing the actions associated with an event.










 








final exam conflict – sport event - McGill University 

Please obtain the signature of the Intercollegiate Manager (or designate) confirming your expected absence. ... mentioned team, representing McGill University.










 








Guide ECTS à l'USJ 

la rédaction d'un rapport ou d'un mémoire ; ...... mémoires, notes de recherche ...... ou auprès du contrôleur européen de la protection des données s'agissant ...










 








final exam conflict â€“ sport event - McGill University 

in the Faculty Student Affairs Office. Pour les conflits d'horaire touchant les examens finals, vous devez vous adresser au vice-doyen aux Affaires Ã©tudiantes de ...










 








Economics and Finance of Professional Team Sports - Sport Event 

the US National Football League and further analysis of earnings in Italian ... Simmons R, 2006, 'Demand for spectator sports', in Handbook of the Economics of Sport, ... 2005, 'Efficiency of the odds on English professional football matches', in.










 








overturning the barstow sport event patents - Challenging DDB 

Howard Clark, Britain 72-68-72_212 -4. Vijay Singh, Fiji. 71-73-69_213 -3. Tommy Armour III, U.S. 70-71-72_213 -3. Eduardo Romero, Arg. 68-70-75_213 -3.










 








BMC Impact Solutions Event Management Guide .fr 

Any contract notices should be sent to this address. ... send an e-mail message to [email protected]. (In the ..... Organizing events in the event list .
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Event Summary 

28 juin 2018 - AZEVEDO João Paulo. POR. 119. +7. 24. 6. FARIA José. POR. 119. +5. 20. Qualification. 7. VASILJEVIC Borko. SRB. 118. 8. VATOVEC Denis.










 








Guide d'utilisation ECTS - European Commission - Europa EU 

une analyse des besoins et de consulter les parties intÃ©ressÃ©es ...... (cours internationaux ou comparatifs, ...... 5 Veuillez vous reporter au site web du Guide ECTS pour de plus amples exemples. Dans ce ...... De nombreuses autres informations su










 








EVENT 35 

then continue on the same level as above structure. 30 minute- levels heads up and frozen on level if structure goes below 15BB average. (Casino Reserves the ...










 








Langue Language Heures Hours ECTS Année du 

right and legal systems have to organize this right the best for everyone / Religion is itself a system of values and commandments, producing norms and it is.










 








Note d'explication sur les crÃ©dits ECTS 

prÃ©alable Ã  l'application du systÃ¨me de notation ECTS. Les grades sont attribuÃ©s aux Ã©tudiants ayant rÃ©ussi, selon l'Ã©chelle de rÃ©ussite suivante : A les 10 % ...










 








FFT14 - Event 

the Devil and the Good Lord are not in ... I thought the devil was an angel that had gone mad and that had to be ... the joy of caring for wounded souls,' writes Boris Cyrulnik ... The author's unrestrained style, profound words and open heart.










 








event 35 

If the average big blind upon reaching the final table is below 30,000, the structure will be rolled back to the appropriate level with a 30BB average as a minimum ...










 








Sport 

Le sport est un pilier fondamental de la sociÃ©tÃ© civile. Au cours des quatre derniÃ¨res dÃ©cennies, le Conseil de l'Europe a Å“uvrÃ© Ã  la promotion des valeurs ...










 








Event Summary 

28 juin 2018 - Finals. 1. PERILLI Alessandra. SMR. 113. 41. +3 FMGR. Gold. 2. GALVEZ MARIN Fatima. ESP. 114. 41. +2 FMGR. Silver. 3. PALMITESSA ...
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then continue on the same level as above structure. 30 minute- levels heads up and frozen on level if structure goes below 15BB average. (Casino Reserves the ...










 








Since 1982 PROFIL Productions work for Special Event, Expo ... .fr 

Since 1982 PROFIL Productions work for Special Event, Expo and Theme Park, specially for laser design and programming, laser equipment consulting and ...










 








Guide d'utilisation ECTS - European Commission - Europa EU 

Section 2 ECTS et l'espace européen de l'enseignement supérieur (EEES)......14 ...... 6 Université de Sciences Appliquées (Fachhochschule Vorarlberg - FHV).










 








Inertial e ects in channels with periodically varying 

Jan 21, 2012 - and inert solute transport [4], depending on the typical mass transfer time ... As such we resort to solving the system of governing equations ...
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