


Managing Sport Across Borders
 

Sport is both a global business and a vehicle for social inclusion and community development. 
This book examines key performance areas in sport management that cut across cultural, 
economic and geographical borders, from both commercial and social justice perspectives. 

Written by leading sport management and sport development scholars from around the 
world, the book highlights international management challenges, suggests appropriate 
management practices, and raises questions to stimulate further debate. From a commercial 
sport management perspective it explores key topics including the management of sport 
communication in an age of digital media, crowd funding in sport, managing government 
and commercial alliances, and managing power and politics in sport. From a social justice 
perspective, it examines issues including sport volunteer management, the management of 
sport for inclusion, and academic partnerships in international sport management. 

Offering an authoritative survey of contemporary international sport management, as well 
as signposts for future research and practice, this is fascinating reading for all students, 
researchers and practitioners working in sport management or sport development. 

Anneliese Goslin is Emeritus Professor at the University of Pretoria, South Africa. She has also 
co-chaired the Development Committee of the Council of Sport Science and Physical Education 
(ICSSPE). She served as Chair of the Ministerial Advisory Committee for Recreation for South 
Africa and Vice President of the International Association of Physical Education and Sport for 
Girls and Women (IAPESGW) and The Association for International Sport for All (TAFISA). 

Darlene A. Kluka has been Vice President of ICSSPE. She was an Extraordinary Professor at the 
University of Pretoria, South Africa and is a member of the sport leadership development team for 
the Malawi National Sports Council, Africa. She was also a Dean at Barry University, USA. 

Rosa López de D’Amico is Professor at Universidad Pedagógica Experimental Libertador 
(UPEL), Venezuela and Coordinator of the research centre, Center for Research, Physical 
Education, Health, Sport and Dance (EDUFISADRED). She is also President of the 
International Association of Physical Education and Sport for Girls and Women 
(IAPESGW), Vice President of the International Society for Comparative Physical Educa­
tion and Sport (ISCPES), Treasurer of the World Association for Sport Management 
(WASM) and Executive Board member of ICSSPE. 

Karen Danylchuk is Professor of Sport Management in the School of Kinesiology and the 
Associate Dean (Academic) in the Faculty of Health Sciences at Western University in 
London, Canada. She is also President of the World Association for Sport Management 
(WASM). 



ICSSPE Perspectives 
The Multidisciplinary Series of Physical Education and Sport Science 

The ICSSPE Perspectives series aims to facilitate the application of sport scientific 
findings to practical areas of sport by integrating a wide variety of fields. Each 
volume in the series contains expert contributions from different disciplines and 
different countries addressing a specific topic. The themes of the series come from 
members, partners, and friends of the ICSSPE and are evaluated by its Develop­
ment Committee. 

Also available in this series: 
Published by ICSSPE - www.icsspe.org 

Aspects of Sport Governance 
Edited by Darlene Kluka, William Stier Jr. and Guido Schilling 

Sport for Persons with a Disability 
Edited by Colin Higgs and Yves Vanlandewijck 

Talent Identification and Development 
The Search for Sporting Excellence 
Edited by Richard Fisher and Richard Bailey 

Published by Routledge - www.routledge.com/sport 

Sport and Health 
Exploring the Current State of Play 
Edited by Daniel Parnell and Peter Krustrup 

Ageing, Physical Activity and Health 
International Perspectives 
Edited by Karin Volkwein-Caplan and Jasmin Tahmaseb McConatha 

Managing Sport Across Borders 
Edited by Anneliese Goslin, Darlene A. Kluka, Rosa López de D'Amico and Karen 
Danylchuk 

https://www.routledge.com/sport/series/ICSSPE 

http://www.icsspe.org
http://www.routledge.com/
https://www.routledge.com/


Managing Sport Across Borders 

Edited by 
Anneliese Goslin, Darlene A. Kluka, Rosa 
López de D’Amico and Karen Danylchuk 



First published 2020 
by Routledge 
2 Park Square, Milton Park, Abingdon, Oxon OX14 4RN 

and by Routledge 
52 Vanderbilt Avenue, New York, NY 10017 

Routledge is an imprint of the Taylor & Francis Group, an informa business 

© 2020 selection and editorial matter, Anneliese Goslin, Darlene A. Kluka, Rosa 
López de D'Amico and Karen Danylchuk; individual chapters, the contributors 

The right of Anneliese Goslin, Darlene A. Kluka, Rosa López de D'Amico and 
Karen Danylchuk to be identified as the authors of the editorial material, and of 
the authors for their individual chapters, has been asserted in accordance with 
sections 77 and 78 of the Copyright, Designs and Patents Act 1988. 

All rights reserved. No part of this book may be reprinted or reproduced or 
utilised in any form or by any electronic, mechanical, or other means, now 
known or hereafter invented, including photocopying and recording, or in any 
information storage or retrieval system, without permission in writing from the 
publishers. 

Trademark notice: Product or corporate names may be trademarks or registered 
trademarks, and are used only for identification and explanation without intent 
to infringe. 

British Library Cataloguing-in-Publication Data 
A catalogue record for this book is available from the British Library 

Library of Congress Cataloging-in-Publication Data 
Names: Goslin, A. E. (Anna Elizabeth), editor.
 
Title: Managing sport across borders / edited by Anneliese Goslin, Darlene
 
Kluka, Rosa López de D’Amico, and Karen Danylchuk.
 
Description: Abingdon, Oxon ; New York, NY : Routledge, 2020. |
 
Includes bibliographical references and index. |
 
Identifiers: LCCN 2019048723 (print) | LCCN 2019048724 (ebook) |
 
ISBN 9780367312794 (hardback) | ISBN 9780429316036 (ebook)
 
Subjects: LCSH: Sports administration. | Sports--International
 
cooperation. | Sports and globalization.
 
Classification: LCC GV713 .M36154 2020 (print) | LCC GV713 (ebook) |
 
DDC 796.06/9--dc23
 
LC record available at https://lccn.loc.gov/2019048723
 
LC ebook record available at https://lccn.loc.gov/2019048724
 

ISBN: 978-0-367-31279-4 (hbk)
 
ISBN: 978-0-429-31603-6 (ebk)
 

Typeset in Galliard
 
by Taylor & Francis Books
 

https://lccn.loc.gov/
https://lccn.loc.gov/


Contents
 

List of illustrations vii 
List of Contributors viii 
Series Editor Introduction xv 
Acknowledgements xvi 

Introduction 1 
ANNELIESE GOSLIN, DARLENE A. KLUKA, ROSA LÓPEZ DE D’AMICO AND 

KAREN DANYLCHUK 

PART I 
Commercial perspectives on sport management 3 

1 Integrative framework for international sport business management 
and its macro-environment 5 
ANNELIESE GOSLIN AND DARLENE A. KLUKA 

2 Strategic visionary management as enabler of commercial sport 
management 41 
EUISOO KIM, TYREAL YIZHOU QIAN AND JAMES J. ZHANG 

3 Managing sport communication in the age of digital media 64 
VERENA BURK AND MARCEL FAHRNER 

4 Crowdfunding in sport management 83 
MING LI AND YU HUANG 

5 The influence of power and politics in sport 101 
SPENCER HARRIS AND MATHEW DOWLING 



vi Contents 

6 Technology and sport marketing 127 
BRENDA G. PITTS 

7 Government and commercial alliance in sport 147 
JERÓNIMO GARCÍA-FERNÁNDEZ, PABLO GÁLVEZ-RUIZ, SALVADOR ANGOSTO­

SÁNCHEZ AND MOISÉS GRIMALDI-PUYANA 

PART II 
Social justice perspectives on sport management 167 

8 Managing community development through sport 169 
BELLA BELLO BITUGU, AUSTIN WONTEPAGA LUGUTERAH AND 

GEORGE KWABLA AHIABLE 

9 Paradigm shifts in volunteer management 185 
ENGELA VAN DER KLASHORST 

10 Managing sport and inclusion 205 
MARY A. HUMS 

11 Networks and academic partnerships in international sport 
management 222 
COLLEEN COLLES AND HEATHER ALDERMAN 

Index 240 



Illustrations
 

Figures 

1.1	 Involvement in international business activity (adapted from Griffin, 
2005) 22 

1.2	 Integrative framework for international sport business management 27 
2.1	 Vision, goals, and strategy 45 
3.1	 Relationship between mass media and sport and related 

management fields in a digital context 73 
6.1	 The Pitts and Stotlar Sport Marketing Management Model (2013) 138 
7.1	 Plan of Seville and management model of the sports facilities (IMD, 

2019, p. 14) 161 
10.1 Exclusion-segregation-integration-inclusion	 206 

Tables 

1.1	 Influential investors’ involvement in international sport business 
(Forbes, 2018) 8 

3.1	 Four models of public relations based on Grunig and Hunt (1984) 68 
4.1	 Definition of crowdfunding 85 
5.1	 Examples of the sport–politics relationship 103 
5.2	 Hard–soft power continuum 105 
5.3	 Traditions in the analysis of power 105 
5.4	 Lukes’ (1974) dimensions of power 107 
5.5	 Timeline overview of the Russian doping scandal (2014–2019) 109 
6.1	 Social media engagement for 2019 FIFA Women’s World Cup players 136 
7.1	 Typologies of sports organizations 151 
7.2	 Classification in Europe in the sports market 152 

Boxes 

1.1	 Globalization of sport: the case of European soccer 14 
1.2	 The Superleague: sign of a global sport business age 14 
1.3	 Sport-related multinational corporations 24 



Contributors
 

George Kwabla Ahiable is a programme manager with a leading sport for 
development organization, Right to Play Ghana. He has over eight years of 
experience designing, planning and implementing sport for development 
programmes in education, health, gender and child protection thematic 
areas. His areas of interest include project management, monitoring and 
evaluation of sustainable development projects and programmes. He co­
authored a paper on “The Informal Economy and Microfinance in Kumasi: 
The Future of the Tree, 2011”. Ahiable is an experienced facilitator and 
trainer having played lead roles in the design, planning and facilitation of 
several partner engagement processes for government institutions, civil 
society and the NGO sector on different programme models and themes. 

Heather Alderman is the executive director of the Commission on Sport 
Management Accreditation (COSMA), located in Fort Collins, Colorado, 
USA. She was hired to develop the accreditation process for sport manage­
ment programmes in 2008 and has worked to promote excellence in sport 
management education worldwide by growing the accrediting body. She provides 
training, presents at conferences and collaborates with colleagues on research in 
accreditation. Alderman has worked with psychologists, podiatrists and teachers in 
the areas of continuing education and quality assurance. Her graduate background 
in sociology provides a foundation for programme evaluation, survey research and 
statistical analysis. She is a champion of disability rights and served on the Arling­
ton County Special Education Advisory Board for seven years and currently serves 
on the Colorado Special Education Advisory Board, the Alternative Dispute 
Resolution Board, the Equity and Diversity Advisory Council for the Poudre 
School District. 

Salvador Angosto-Sánchez is a doctoral candidate at the Universidad de Murcia, 
Physical Activity and Sport Science programme, Faculty of Sport Science. He 
teaches Human Resources and Sport Events at the Faculty of Sport Science, 
University of Murcia in Spain. He has published more than 30 scientific papers 
indexed in international databases. His research focuses on sport management, 
service quality, evaluation of impacts on sporting events and sport volunteering. 



List of contributors ix 

Bella Bello Bitugu is the Director of Sports at the University of Ghana and also 
the Chair of the International Scientific Network on Sport for Development 
and Peace. He is an expert in development through sport and is involved in 
issues of sport, globalization and development at different levels of engage­
ment. He taught at the University of Innsbruck in Austria for 15 years and 
coordinated several sport for development projects across Europe and Africa for 
over 15 years. From April 2012 to August 2013, he served as the Country 
Manager of Right to Play Ghana. Since October 2013, Bitugu has been the 
Director of the Sports Directorate at the University of Ghana where he oversees 
all issues relating to sports. He also teaches courses in the area of sociology of 
sport and development through sport, and provides consultancy services in the 
area of development through sport for diverse organizations. 

Verena Burk is senior lecturer at the Institute of Sports Science, Department 
Sport Economics, Sport Management and Sport Media Research at the Eber­
hard Karls University of Tübingen, Germany. Her research and teaching are 
focused on sport journalism, public relations in sport, social media and sport, 
and national/international elite sport. She is responsible for the Institute’s 
Bachelor programme, “Sports Science with Profile Media and Communication 
in Sports”, and she coordinates the international partnership programmes with 
Sports Science Institutes of foreign universities. She is also the contact person 
for elite sport athletes at the University of Tübingen. Since 2007, she is a 
member of the Executive Committee of the International University Sport 
Federation (FISU). 

Colleen Colles is Professor of Sport Management in the Department of Human 
Performance and Sport at the Metropolitan State University of Denver. She 
serves as the programme chair for Sport Management and as assistant depart­
ment chair. Colles has over 25 years of experience teaching in higher educa­
tion and has also been a collegiate volleyball coach, athletic administrator 
and sport event manager. She is an active member of the North American 
Society for Sport Management, the Sport & Recreation Law Association 
(past president and finance officer) and the Commission on Sport Manage­
ment Accreditation (past chair and board member). Her current research 
and professional development focus on international sport management, 
academic and community partnerships, and creating meaningful study 
abroad opportunities for students. 

Karen Danylchuk is Professor of Sport Management in the School of Kinesiology 
and the Associate Dean (Academic) in the Faculty of Health Sciences at Wes­
tern University in London, Canada. Throughout her career, she has also served 
as Coordinator of Intercollegiate Athletics and women’s tennis, squash and golf 
coach. Prior to working at Western, Danylchuk taught at Hong Kong Inter­
national School. Her research interests include sport participation, women’s 
representation in sport, leadership and sport marketing. She has published 
extensively and presented her research globally. Danylchuk is a leader in global 



x List of contributors 

sport management, currently President of the World Association for Sport 
Management (WASM) and former president, treasurer, and chair of Interna­
tional Relations of the North American Society for Sport Management 
(NASSM). She has been awarded the Earle F. Zeigler Lecture Award 
(NASSM’s highest scholarly honour), the Garth Paton Distinguished Service 
Award, and is a NASSM Research Fellow (inaugural group). 

Rosa López de D’Amico (PhD BA (PE); BA (Foreign Languages) cum laude, 
MEd (Literature), PhD (Sport Organization) and Ewing Postdoctoral Fel­
lowship (University of Sydney)) is professor at Universidad Pedagógica 
Experimental Libertador (UPEL), Venezuela and coordinator of the research 
centre ‘EDUFISADRED’. She has nearly 190 publications and has been a 
speaker in five continents; she has participated in over 40 research projects. 
She received the CDCHT Award (Venezuela University Council for Scientific 
Development in Humanities, Technology and Science), and, internationally, 
the Gold Medal award of ICHPER-SD. Currently, she is president of the 
International Association of Physical Education and Sport for Girls and 
Women (IAPESGW); vice president of the International Society for Com­
parative Physical Education and Sport (ISCPES); treasurer of the World 
Association for Sport Management (WASM); and executive board member of 
ICSSPE. She was the first president of the Latin American Association for 
Sport Management (ALGEDE), and she is a member of 11 journal editorial 
boards, as well as editor of the ALGEDE journal. 

Mathew Dowling is a senior lecturer at the Cambridge Centre for Sport and 
Exercise Sciences at Anglia Ruskin University United Kingdom. His current 
research interests surround the application of organizational and political theory 
to understand sport organizations and systems. He is widely published in sport 
policy and politics, organizational change, systemic governance, professionali­
zation and comparative methods in sport. 

Marcel Fahrner is a senior lecturer at the Institute of Sports Science, Department 
Sport Economics, Sport Management and Sport Media Research at the Eberhard 
Karls University of Tübingen, Germany. His main research topics are sport gov­
ernance, organizational development in sport, and competencies in sport educa­
tion and management. In addition to research and teaching, he is responsible for 
the Institute’s degree programmes Sports Science with Profile Sport Management 
(BSc) and Sport Management (MSc). 

Pablo Gálvez-Ruiz holds a PhD in Physical Education from the University of 
Málaga. Currently, he is a professor and researcher at the Universidad 
Internacional de Valencia, Spain, and participates in different Masters in 
sport management. His research areas are sport management and sport 
marketing, specifically in fitness centre models. He is also interested in 
organizational culture and engagement and contributes substantially to lit­
erature with more than 25 peer-reviewed articles indexed in international 
journals and book chapters in international editorials. 



List of contributors xi 

Jerónimo García-Fernández is professor and researcher in the Physical Education 
and Sport Department at the Universidad de Sevilla, Spain, where he teaches 
Bachelor and Master level courses in the Sport and Exercise Sciences programme. 
He is a member of Fitbe Spin-off, a start-up focused on consumer management in 
fitness centres. He has published more than 60 articles indexed in international 
journals as well as various book chapters. His main research topics are sport man­
agement, customer loyalty and satisfaction at fitness centres. 

Anneliese Goslin holds degrees in BA (PE); BA (PE) Hons; MA (PE) cum laude; 
DPhil (PE); MBA, cum laude; and a Higher Education Diploma. She is 
Emeritus Professor at the University of Pretoria, South Africa. In her aca­
demic career she contributed four chapters in textbooks, supervised 23 
doctoral students and published extensively in accredited journals. She 
served as chair of the Ministerial Advisory Committee for Recreation for 
South Africa and vice president of IAPESGW and TAFISA and received the 
distinguished South African State President’s Award for service to the South 
African sport and recreation industry. She has co-chaired the Development 
Committee of ICSSPE. She delivered keynotes at international conferences 
for the IOC, the International Convention on Science, Education and 
Medicine in Sport (ICSEMIS) Convention, and the World Association of 
Sport Management (WASM) Conference. In 2019 she was awarded the 
ICSSPE Philip Noel Baker Research Award, the organization’s highest 
honour. 

Moisés Grimaldi-Puyana holds a PhD by the Universidad de Cádiz and Master in 
Management Organizations and Facilities by the Faculty of Sciences of Physical 
Activity and Sports at the Technical University of Madrid. He is a Bachelor of 
Sciences of Physical Activity and Sports by the Universidad de Granada. He has 
experience as general manager of sport facilities. His research interests include 
physical activity and sports at the Universidad de Sevilla (Spain). He has published 
various research articles indexed in international journals and different books. 

Spencer Harris is an associate professor of Sport Management at the University of 
Colorado, Colorado Springs, USA. He started working in sport development in 
1993 and has worked for the University of Hertfordshire, Sport England and 
Right to Play. He completed his PhD at Loughborough University in 2013 
focusing on the governance of the London 2012 Olympic Legacy. His research 
interests centre on sport governance and, specifically, the sport, politics and 
power relationship. 

Yu (Kevin) Huang is a professor at the Department of Sport Science of National 
Tsing-hua University, Taiwan, ROC. He specializes in sport marketing, sport 
event management, as well as professional sports. He has published more than 
30 articles in academic journals and several book chapters and his sport mar­
keting textbook was the first such text in Taiwan. He has been a columnist and 
has published numerous position papers in the newspaper media. Also, he has 
been involved in many practical projects in the sport industry, including serving 



xii List of contributors 

as director of the Department of Sports in Kaohsiung City from 2015 to 2017 
and organizer of several international multi-sport events. 

Mary A. Hums, Professor of Sport Administration at the University of Louisville, 
was the 2009 North American Society for Sport Management (NASSM) Earle 
F. Zeigler Lecturer, the 2014 NASSM Diversity Award Recipient, an Erasmus 
Mundus Visiting International Scholar at Katholieke Universiteit of Leuven, 
Belgium, and represented the United States at the International Olympic 
Academy in Olympia, Greece. Hums worked the Paralympic Games in Atlanta, 
Salt Lake City, Athens, and Vancouver, and the Para-Pan American Games in 
Toronto. She co-authored Article 30.5 of the UN Convention on the Rights of 
Persons with Disabilities. Author/editor of five books, 150+ articles and book 
chapters, her research focuses on diversity in sport, particularly sport for people 
with disabilities and sport and human rights. She earned her PhD from The 
Ohio State University, an MBA and MA from the University of Iowa, and a 
BBA from the University of Notre Dame. 

Euisoo Kim, MBA, MA earned his BA in Physical Education, and MA in Inter­
national Commerce at Korea University. In the middle of his college years, he 
served mandatory military service for 26 months as a sergeant. After gradua­
tion, he worked for a global container liner, Hanjin Shipping, as a marketing 
assistant manager in charge of North America for six years. Upon completion of 
his MBA degree from Cornell University in 2012, he worked as an underwriter 
for marine and aviation insurance at Samsung Fire and Marine Insurance 
Company for three years. As a doctoral student majoring in Sport Management 
and Policy at the University of Georgia, he has taught Sport Finance and several 
physical education courses. His areas of research include globalization of sport 
and consumer behaviour, how globalization would affect domestic and overseas 
consumers’ viewership and attendance in sport events. 

Engela van der Klashorst has been lecturer in the Department of Sport and 
Leisure Studies at the University of Pretoria, South Africa. She specializes in 
Sport for Development and has published on issues of exclusion including 
gender and socio-economic status. For the last 12 years, she has divided her 
time between teaching sport-related subjects in both the department’s under-
and post-graduate, and her work in the non-governmental sector. Her experi­
ence in this sector is evident in her current role with the Centre of Multicultural 
Youth (CMY) in Melbourne, Australia, in which her promotion of inclusive 
sport opportunities for young women from refugee and migrant background 
has resulted in the sustainment of the CMY South East Women’s Sports Hub. 

Darlene A. Kluka, holds BA and MA degrees from Illinois State University, a PhD 
from Texas Woman’s University, and a DPhil from the University of Pretoria 
(UP), she was an Extraordinary Professor at UP and is a member of the sport 
leadership development team for the Malawi Sports Council. A charter member 
of USA Volleyball Sports Medicine and Performance Commission and former 
vice president of USA Volleyball, she has also served on its Board of Directors. A 



List of contributors xiii 

past president of IAPESGW, she has also served as president of NAGWS. She has 
served as vice president of ICSSPE. She was a member of the United States 
Olympic Committee (USOC). Kluka has numerous honours, including Interna­
tional Academy of Sports Vision Research and ICSSPE Philip Noel Baker 
Research Awards, and is in the AAHPERD/SHAPE, American Volleyball Coa­
ches Association (AVCA), and Commission on Sport Management Accreditation 
(COSMA) Halls of Fame. She has published three texts, over 300 juried pub­
lications, and presented over 300 professional/research papers in five continents. 

Ming Li is Professor and Dean of the College of Education and Human 
Development at Western Michigan University. He has serve as president of the 
Alliance for Sport Business (ASB), chair of the Board of Commissioners of the 
Commission on Sport Management Accreditation (COSMA) and president of 
the North American Society for Sport Management (NASSM). Li has published 
more than 30 articles in refereed journals, numerous book chapters and several 
textbooks in sport management, including Economics of Sport, Research Methods 
in Sport Management and International Sport Management. He is a former 
editorial board member of several professional journals, including Journal of 
Sport Management, Sport Marketing Quarterly and International Journal of 
Sport Management. He was the recipient of both the Garth Paton Dis­
tinguished Service Award and the Diversity Award from NASSM, the Founding 
President Award presented by ASB, and the Distinguished Alumni Award of 
the Guangzhou Sport University. 

Austin Wontepaga Luguterah is a lecturer in the Department of Physical Edu­
cation and Sports Studies, University of Ghana. He has published on sport and 
poverty reduction, sports entrepreneurship, leadership behaviour in sports, 
technical aptitude of coaches in high school sports, the role of tertiary educa­
tion in developing human resource for the Ghanaian public service, and making 
primary school science education more practical. He has more than 25 years of 
experience in teaching physical education and managing sports. His research 
interests include sport policy and governance, contemporary sports manage­
ment, public sector management, sports entrepreneurship and teacher 
education. 

Brenda G. Pitts is Professor Emerita, having been professor of Sport Management 
at the University of Louisville, Florida State University and Georgia State Uni­
versity. She co-founded the World Association for Sport Management (WASM) 
and Sport Marketing Association (SMA). She is a research fellow of both the 
North American Society for Sport Management (NASSM) and SMA, and is the 
recipient of numerous awards such as the 2012 and 2016 Diversity Award, the 
prestigious Dr Earle F. Zeigler Scholar Award, Distinguished Sport Management 
Educator and the Dr Garth Paton Distinguished Service Award. She has deliv­
ered over 250 presentations at conferences around the world, published over 
200 papers in numerous scholarly journals and books, and is author/editor of 22 
books. Having served on the executive boards of NASSM and SMA, she is 



xiv List of contributors 

currently editor-in-chief for the Sport Management Series of books for WASM, 
and the Scientific Committee Co-Chair for WASM. 

Tyreal Yizhou Qian is an assistant professor of Sport Management in the School 
of Kinesiology at Louisiana State University, USA. His research is primarily 
focused on new media (e.g. e-sports, online streaming, social networking ser­
vices) and motivational information systems (e.g. gamification) in sport con­
sumption. Qian’s secondary research interest pertains to the identification and 
examination of the cultural, social and political complexities and influences that 
characterize the contemporary Asian sport industry. His research has been 
published in academic journals including European Sport Management Quar­
terly, Communication and Sport, International Journal of Sports Marketing and 
Sponsorship and Social Behavior and Personality. He has also made numerous 
presentations at both national and international conferences. 

James J. Zhang is Professor of Sport Management at the University of Georgia, 
USA. His primary research interests are applied measurement and/or applied 
studies examining sport consumer and organizational behaviours. Dr Zhang has 
published extensively and is a frequent presenter at international and national 
conferences. He has served the profession in various leadership roles, such as 
the president of North American Society for Sport Management (NASSM), 
editor of the International Journal of Sport Marketing and Sponsorship, and  chair  
of the Measurement and Evaluation Council of American Alliance for Health, 
Physical Education, Recreation and Dance (AAHPERD). He has received 
recognitions as Fellow of National Academy of Kinesiology, Fellow of NASSM, 
Dr Earle F. Zeigler Lecture Award, Fellow of the Sport Marketing Association, J. 
B. Nash Scholar from the AAHPERD, University of Florida Research Founda­
tion Professorship, Measurement and Evaluation Council Honor Award and 
Southern District Scholar of AAHPERD, and the Richard Reiff Inter­
nationalization Award at UGA. 



Series Editor Introduction
 

By publishing Perspectives, the International Council of Sport Science and Physi­
cal Education (ICSSPE) aims to facilitate the application of sport scientific findings 
to practical areas of sport by integrating a wide variety of fields. Each volume of 
Perspectives contains expert contributions from different disciplines and different 
countries addressing a specific topic. The themes of the Perspectives series come 
from members, partners, and friends of ICSSPE and are evaluated by its Devel­
opment Committee. 

The Development Committee is the organisation’s main body for the analysis 
of global and regional developments in sport, physical education and physical 
activity. As ICSSPE’s goals involve research, education and policy development 
in these areas, the Committee fully supports this Perspectives series publication, 
Managing Sport Across Borders, as it links directly with three drivers that have 
been established: governance, leadership, and development. This is one of the 
few books that provides perspectives of managing sport globally relative to social 
justice through volunteer management, socio-cultural value systems, and a 
demand for an inclusive approach. 



Acknowledgements 

ICSSPE thanks Mr Sidney Greenberg for supporting the production of this 
publication. 



Introduction
 

Anneliese Goslin, Darlene A. Kluka, Rosa López de 
D’Amico and Karen Danylchuk 

Sport has become a global brand and commercial entity while simultaneously 
recognized as a vehicle for social inclusion and community development. This 
publication explores this dichotomy and the complexity of sport as well as the 
impact and challenges thereof on modern international sport management prac­
tices. In this publication, sport management is approached from commercial and 
social justice perspectives across borders. By illuminating and clarifying this 
juxtaposition in international sport management, selected key areas are 
conceptualized and debated on a continuum of global sport management 
ranging from commercial to social justice contexts. This text examines key per­
formance areas in sport management that cut across cultural, economic and 
geographical borders and includes perspectives of recognized sport management 
experts. From a commercial sport management perspective, key performance 
areas include clarifying the concept of international sport management, visionary 
sport management as an enabler, managing sport communication in an age of 
digital media, crowd funding in sport, managing government and commercial 
alliances and managing power and politics in sport. From a social justice per­
spective, issues include paradigm shifts in sport volunteer management, man­
agement of sport for inclusion and academic partnerships in international sport 
management. In each chapter, recognized international experts in sport man­
agement representing a variety of global regions explore and clarify key concepts, 
highlight international management challenges, suggest appropriate manage­
ment practices, and provide guidelines to position key international sport man­
agement issues optimally. Chapters conclude with questions to stimulate further 
debate on the topic. This text is unusual, as it focuses on the dichotomy of sport 
management and is an essential text for developing global mindsets in interna­
tional sport management. 





Part I
 

Commercial perspectives on 
sport management 





1 Integrative framework for 
international sport business 
management and its macro-
environment 

Anneliese Goslin and Darlene A. Kluka 

Key concepts 

•	 international sport business scenario/context; 
•	 need for international sport business management; 
•	 concepts in international management defined; 
•	 integrative model for international sport business management; 
•	 challenges for international sport business management; 
•	 a conceptual framework for understanding the international sport business 

environment. 

Learning goals 

•	 Provide a conceptual baseline for international sport business management; 
•	 Build a case for international sport business management and sport managers 

who can execute managerial functions across cultures and geographical 
borders; 

•	 Identify and clarify challenges faced by managers in an international sport 
business management context. 

Introduction 

There continues to be little consensus on when and how sport, as a social con­
struct, transformed into a business. Westerbeek and Smith (2003) hinted at this 
blurry transformation in their book, Sport Business in the Global Marketplace, by  
recounting that as early as 78 BC, Gaius Maecenas cautioned cities against squan­
dering huge sums of money to provide sporting infrastructure. Since then, there 
appears to be consensus that sport has now become a global phenomenon, not 
because of substantial increases in participants or spectators but, rather, because of 
its massive business and commercial potential. The universal appeal of sport affects 
lifestyles all over the globe, including business activities of sport organizations and 
business corporations. Fans’ fascinations with sports team successes and failures 
present attractive business opportunities to cities, sponsors and mega corporations. 
Sport is often depicted as the ultimate equalizer in societies, its universality making 
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it an internationally recognizable and marketable product. Sport has been labelled 
a universal aspect of popular culture and has always included an international 
dimension. This, however, has been greatly intensified over recent decades (Thi­
bault, 2009). 

In its 2018 report, Global Entertainment and Media Outlook: 2018–2022, Price­
waterhouseCoopers (PwC) estimated that global sports market growth, even in 
times of recession and economic hardship, is to escalate at a compound annual 
growth rate (CAGR) of 4.4% over the next five years across borders. The most rapid 
growth will occur in digitally driven segments, with virtual reality leading. E-sports 
are projected to be the second fastest-growth area when separated out from video 
games. Newspapers and magazines are projected to experience revenue declines by 
2022. The European Commission’s group on Sport Economics estimated that sport 
business in a broader sense accounted for 3.7% of the European Union (EU) gross 
domestic product (GDP) (European Commission, 2007). In 2018 a study on the 
economic impact of sport through sport satellite accounts in the EU concluded that 
the share of sport-related GDP within the EU is 2.12% and amounts to €279.7 bn. 
Furthermore, the share of sport-related employment amounts to 2.72% of total EU 
employment, equivalent to 5,666,195 persons. 

Relative to the Olympic Games, 2004 in Athens realized a profit of around US 
$106 million (Shortstop, 2009). During a global economic downturn, the Beijing 
2008 Summer Olympic Games produced the most expensive Summer Games in 
Olympic history, US$42 billion, resulting in a US$36 billion loss. The most 
profitable was the 1988 Sumer Olympics in Seoul, South Korea, with a surplus of 
US$300 million. The average cost of an Olympics has been US$3.8 billion, 
resulting in an average loss of US$600 million. Some profit has been made since 
1896, but no more than 5% at any time (Varano, 2016). 

It is not only mega sports events that have the potential to generate revenues 
but also sports stars and champions. Weber Shandwick Sport (2018) suggested 
that international sport business decisions continue to have the capacity to drive 
sharp increases in, among other things, shirt and merchandising sales, sponsorship 
revenue, match ticket sales and global fan bases for professional sports. 

International sport business opportunities in and through sport are evident on a 
global scale. Sport knows no boundaries and moves easily across national and 
continental borders. For example, mega sport events and elite athletes benefit 
from the vast wealth of the Arabian Gulf. Athletes and coaches relocate to the 
Middle East with promises of new nationalities, impressive salaries and lifelong 
benefits. Middle East sponsors cross national borders without hesitation when 
sport business opportunities are identified. Abu Dhabi-based airline, Etihad Air­
ways, signed a three-year deal in 2009 of US$57.24 million to appear on the shirts 
of Manchester City and display their brand and logo on the City of Manchester 
Stadium, the club website, match-day programmes and other club merchandise. In 
the Far East, the Asian Tiger economies of China and Japan are serious players in 
the international sport business arena. The commercial power of China was evi­
dent for the world to see during the run-up and aftermath of the 2008 Beijing 
Olympics. Japan’s sports media market has been described as a “crouching tiger” 

http:US$57.24
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because new technology is changing the way in which the Japanese and the 
world watch sport. Japan’s Uniting Our World Tokyo 2016 Olympic Bid pre­
sented impressive examples of Japan’s global ambition and commitment to unite 
sport and business. Tokyo 2020 will mark the greatest urban transformation of a 
major world city ever which will occur alongside preparations for the largest 
multi-sport event on earth. Although Japan’s sport performances have not always 
been in the top three overall in the world, the same cannot be said for its urban 
infrastructure, sport media landscape and event management expertise. Global 
sport organizations and corporations such as FIFA, FIBA, IRB and US Major 
Leagues have trusted Japan to host their flagship sport events since the begin­
ning of the 21st century. Japan’s international sport business footprint is rein­
forced further by its committed sport sponsors. Sport sponsorships represent 
substantial parts of Sony, Panasonic, Toyota, Canon and Toshiba business port­
folios (Fry, 2009). 

Even on the vast continent of Africa, often described as a sleeping giant, sport 
business opportunities continue to mushroom. The 2010 FIFA World CupTM in 
South Africa was marketed as Africa’s chance to establish new frontiers in the 
international sport business arena. Cape Town’s bid for the 2020 Olympic Games 
was based upon FIFA’s World Cup a decade before. 

The attractive commercial power of international sport becomes unmistakable 
in a business portfolio analysis of some of the world’s most influential corporate 
and individual investors and multinational corporations. An international picture in 
terms of types of sport, diverse industries and geographical distribution is listed in 
Table 1.1. Investors include business groups, individuals and governments; this 
demonstrates a diverse appetite for sport business opportunities. 

It becomes evident that sport has moved beyond local playing fields into 
boardrooms, stock markets, world courts, across national borders and even into 
cyberspace. As globalization of the business of sport accelerates, it becomes 
increasingly important for sport managers to function effectively in this interna­
tional sport business arena. Across-border teams and units are responsible for 
organizing and presenting mega sport events, sport enterprises trade across 
national borders. Sport leaders, managers, investors and businesspeople from 
diverse cultural backgrounds interact around virtual and real boardrooms of 
international sport governing bodies and global organizations as part of interna­
tional strategizing teams. A new generation of sport business managers who are 
equipped with appropriate and innovative skill sets is needed to manage the com­
plex and globalized sport environment. 

The broad scope of international sport business management entails transac­
tions, interactions, activities and/or decisions across national borders and cultures. 
The approach to Managing Sport Across Borders, therefore, involves investigations 
of business processes and management functions from international sport business 
perspectives. The book is not aimed at comparing and describing single-culture 
descriptions of national businesses of sport but, rather, to investigate and clarify 
factors influencing management functions across national borders in the complex 
international sport business environment. 



Table 1.1 Influential investors’ involvement in international sport business (Forbes, 2018) 

Influential global investor and business International sport business involvement 
industry 

Ernesto Bertarelli 
Biotechnology 

Warren Buffett 
Insurance, non-controlling stakes in Coca 
Cola, Anheuser-Busch, Wells Fargo 

Larry Ellison 
Entrepreneurial business software 

Malcolm Glazer 
Food processing, health care, real estate, 
broadcasting 

Jerry Jones 

Team Alinghi, sailing (USA) 

Omaha Royals, baseball (USA) 

BMW Oracle Racing, sailing (USA) 

Tampa Bay Buccaneers (USA)
 
Manchester United, football (UK)
 

Dallas Cowboys, American football (USA)
 
Oil and gas exploration 

Vijay Mallya 
United Breweries Group 

Paul Allen 
Microsoft co-founder 

Philip Anschutz 
Anschutz Entertainment Group (AEG), 
Regal Cinemas 

Stan Kroenke 
Kroenke Sports Enterprises and Entertain­
ment 
Sports teams, sports broadcasting, sporting 
goods, sports ticketing 

Marian Ilitch 
Pizza, sports team 

Richard DeVos and family 
Amway 

Vichai Srivaddhanaprabha 
Duty-free 

Ted Fortsmann 
IMG, entertainment and media business 

Tom Hicks 
Private equity investments 

Roman Abramovich 
Steel and investment company, Millhouse, 
LLC 

Dallas Desperados, Arena Football League
 
(USA)
 

Royal Challengers Bangalore, cricket (India)
 
Force India, Formula 1 (India)
 

Portland Trail Blazers, NBA (USA)
 
Seattle Seahawks, NFL (USA)
 
Seattle Sounders, soccer (USA)
 

Sports stadiums (USA)
 
Sports stadiums (Germany)
 
Sports teams, basketball, ice hockey, football
 
(USA and Germany)
 

Holding company in NFL, lacrosse, NBA,
 
NHL, Arena Football League (USA)
 
English Premier League football (UK)
 

Detroit Red Wings, Detroit Tigers
 

Orlando Magic
 

Leicester City
 

Ownership of sport events, sport
 
development academies, elite athlete
 
representation, talent management
 
(globally)
 

Dallas Starts, NHL (USA)
 
Texas Rangers, MLB (USA)
 
Premier League Liverpool Football Club
 
(UK)
 

Chelsea Football Club (UK)
 



Influential global investor and business International sport business involvement
industry

Qatari government Sport events and sport infrastructure
 
Oil, gas and natural resources (Middle East)
 

MotoGP, motor racing
 
Asian Games
 
Sony Ericsson Women’s Tennis
 
FIFA World Cup
 

Silvio Berlusconi AC Milan Football Club (Italy)
 
Business media tycoon, entrepreneur, 
former Italian prime minister, European 
Parliament 

Abu Dhabi United Group of Development Primary owner, Manchester City Football
 
and Investment (ADUG) – Sheikh Club (UK)
 
Mansour bin Zayad Al Nahyan Melbourne City Football Club (Australia)
 
Natural resource wealth of the Middle New York City Football Club (USA)
 
Eastern state 

News Corp Fox-branded sports television channels (USA
 
Global media business and Australia)
 

Sky-branded sports television channels (UK
 
and Italy)
 

Dietrich Mateschitz Formula 1 motor racing (Austria)
 
Red Bull energy drinks NASCAR Team Red Bull (USA)
 

Red Bull Salzburg Football Club (Austria)
 
Red Bull New York Football Club (USA)
 
Red Bull Brazil Football Club (Brazil)
 
Action sports (globally)
 

China Media Capital
 City Football Group and Formula E team
 
Public equity and venture capital
 

Micky Arison
 Miami Heat
 
Carnival Cruises
 

Mikhail Prokhorov
 Brooklyn Nets
 
Investments
 

Hasso Plattner and family
 San Jose Sharks
 
Software mogul
 

Nike
 Operating in over 160 countries worldwide
 
Sporting goods and equipment
 Sponsored sporting icons such as Tiger
 
Sports sponsorships
 Woods, Pete Sampras and Venus Williams
 

Mukesh Ambani
 Mumbai Indians
 
Petrochemicals, oil and gas
 

ESPN (several specialized sub-networks:
 Sports television networks cover North
 
ESPNW, ESPN Classic, ESPN2, ESPNU,
 America, South America, Europe and Asia
 
ESPNDeportes3, ESPN College Extra 1–8)
 
Sports television network, media rights
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The international sport business context 

Management theory analyses the context in which institutions conduct their busi­
ness in detail. The intricacies, diversity and multi-dimensional layers of effective 
management are reflected in the dynamic internal and external management 
environments of business entities. Managing the macro-environment implies an 
understanding of economic forces, political systems, diverse infrastructures, legal 
requirements and dominant cultures. At the same time, internal management 
environments respond proactively to dynamic external management environments 
through appropriate strategies, organizational structures, performance and control 
systems. Individual managers merge internal and external business environments 
into meaningful composites through communication, negotiation, motivation and 
visionary leadership (Deresky, 2018). The business environment of sport organi­
zations operating only on a domestic level appears relatively simplistic as they deal 
with a given set of local variables and parameters. Sport is obviously not localized 
or restricted to one country. Sport as a product is extremely mobile. Practically 
every sport business management decision taken in the 21st century is influenced 
by variables in the international business context. 

In its basic form, international business can be defined as those business transac­
tions and activities crossing national borders and involving two or more nations 
(Phatak, Bhagat, & Kashlak, 2005). International business has evolved to a level of 
sophistication and complexity where it is characterized by networks of resources 
moving across national borders. When this definition is applied to an international 
sport business context it reflects the movement of athletes, sport managers, board 
members, shareholders, fans, finished sporting goods, sport sponsorships, sport 
technology, sport events and even sport entrepreneurship and performing manage­
ment functions of accounting, marketing or consulting across national borders. The 
involvement of Kolpak cricket players in the English County Cricket League pre­
sents an example in this regard. Sports agents scout for cricket talent across national 
borders and offer contracts to deserving cricketers under the Kolpak legal agreement 
of the International Cricket Council. International Kolpak players “sell” their 
sporting talent to the highest bidder in the English Cricket League and add value to 
English club cricket. The international business vision of Lalit Modi and Andrew 
Wildblood gave birth to the Indian Premier Cricket League (IPL) franchise. Modi 
wanting to enhance the Indian domestic cricket league by exposing it to global 
spectator audiences auctioned eight cricket team franchises to the highest bidders 
for a total value of US$723.6 million in 2008. The IPL consists of eight cricket 
teams comprised of international cricket players competing against each other in 
home and away matches. Franchisees bid for the services and skills of the world’s 
top professional cricketers to strengthen their teams. In 2019 Virat Kohli is 
undoubtedly the most valuable player in the world. He was bought for INR 17 
Crore to play for the Royal Challengers Bangalore. 

Online video blogs by cricketers, live camera interaction, fantasy cricket and 
online betting took the action of the IPL beyond the borders of India and offered 
international business and sponsorship opportunities. 
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International sport business involves international management. International 
management rests on two basic premises (Phatak et al., 2005). Management tasks 
of planning, organizing, leading and controlling are needed. These procure, allo­
cate, utilize, coordinate and move human, financial technological, physical and 
intellectual resources across borders and merge them into a unified new sport 
business event, product or service. International management demands per­
forming management tasks in a dynamic and heterogeneous business environ­
ment where parameters and variables change at different rates. Change of 
governments cause rapid political changes in the business environment, 
exchange rates fluctuate continuously, economic markets tumble unexpectedly, 
and international trade and labour laws transform over time (Phatak et al., 
2005). The concepts of international business and international management 
have been merged into a single definition that can be applied to a sport busi­
ness context. International management can be defined as a process of achiev­
ing the global objectives of an organization by executing two core 
management activities: (1) effectively coordinating all resources across national 
borders to create new sport products and services, and (2) charting strategies 
leading to desired business goals by skilfully and effectively navigating dynamic 
and often volatile international business parameters and variables. 

Sport events across national borders have occurred for centuries. Some of the 
earliest examples of such “international” sport events involve the Ancient Olympic 
Games. The first recorded Olympic Games were held in 776 BC. For the first 50 
Olympiads (200 years) athletes and traders travelled from 100 city-states, and later 
under Roman rule even from Alexandria and Sidon, to Olympiad to compete for 
the highest honours and trade with spectators and local citizens (de Lange, 1998). 
Those Ancient Games were simplistic in management structure and business 
approach compared to the Modern Olympic Games with its complex business 
models, global alliances, international significance, and impact on regional and 
world economies. Sport traversed from simplistic events to the first multi-national 
sponsorship of sport at the 1976 Montreal Olympic Games spearheaded by Patrick 
Nally (de Lange, 1998). Modern sport as a business constitutes a global economic 
power. Mendelhall, Punnett, and Ricks (1995) analysed the development of 
international management since the second half of the twentieth century in terms 
of the number of actors in the international business environment. The interna­
tional business environment grew from a simplistic two-actor stage where the 
major players were the organization and its foreign commercial partner to the 
modern multi-actor stage characterized by a spectrum of different interest groups, 
economic alliances and international agencies that transcend national borders. 

International sport organizations and managers of the 21st century operate in 
this multi-actor stage. For example, the International Olympic Committee (IOC) 
based in Switzerland, allocates its flagship event, the Olympic Games, to interna­
tional bidding cities that present the event under the financial regulations and 
domestic laws of the host country, sell media and broadcast rights to international 
media networks while environmental groups insist the IOC incorporate “green” 
issues into strategic decisions, and gender equity groups actively campaign for 


