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= Trends to Track

by Greg Curchod*

ooking to the regions that sur-
|_round the host cities may well be

the key to bigger, more successful
and financially secure events. Most
organising committees already work
closely with the regional authorities of
their host city in areas such as trans-
port and security matters. In the future,
however, in order to get wider areas
involved in the events, federations and
organising committees will need to give
more attention to the regional authori-
ties not only of the host city, but of the
entire host region.

“City-regions”: a new unit scale for
sports events?

As urban centres become larger and city
boundaries become less clear, the dis-
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The UEFA EURO 2008 in Austria and Switzerland was a great success,
not only for the eight host cities, but also for neighbouring regions
that weren’t directly involved in its organisation. It showed a new way
for sporting events to expand beyond the borders of its host cities,
while also giving international federations a lesson in how to create
bigger more successful events for the future.

tinction between a host city and the sur-
rounding towns becomes blurred. Rights
holders, therefore, will have to start con-
sidering new unit scales for their events
to spread the impact even wider.

By expanding the geographical platform
an event has, federations will create
new opportunities to involve more key
stakeholders and investors who can
take an active part in the organisation of
the event. Not only will they be spread-
ing the costs but the risks and benefits
of the event as well.

Event owners, therefore, need to con-
sciously take note of this trend and start
to package their events in such a way
that the tourism and investment bene-
fits for the region are clear. With the
costs of staging sports events continu-
ally on the rise, this could be the
answer for hosting financially secure
and lower risk sports events. At the
same time, it creates an event that will
touch more lives and reach out to more
people who will feel that their tax
money is being used on an event that
touches them directly.

As an example, The London 2012
organisers are currently going out of
their way to try to convince the regions
surrounding London that they too can

get involved in the Olympic Games. As a
first step they have recently announced
the officially approved training camps
that are purposely displaced through-
out the entire country.

This concept applies mostly to large
scale events like the Olympics, and
team events such as the Football World
Cup and Rugby World Cup. Individual
sports, however, can benefit from such
an approach as well. For example,
preparation events can be held close by
a week or two before the main event, as
we have seen with the Artois Champi-
onships in London’s Queen’s Club being
held just a week before the main event
of Wimbledon Championships in Lon-
don. This allows for a greater area than
just Wimbledon to get involved in the
tennis hype that hits the city.

Stretching the geographical region of
the event also allows for more promo-
tion and therefore an increased aware-
ness that the event is taking place. The
best example of this is the Olympic
torch relay. The relay enables the 10C
to spread its message of peace and
humanity around the world. The torch
relay for the Sydney 2000 Games drasti-
cally helped to improve low approval
ratings about the event all over Aus-
tralia.
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From
the Olympic
Capital

Dear friends from
Lausanne and beyond,

As the streets become qui-
eter and daily life returns to
normal it's natural for us to
reflect on what a great event
the UEFA EURO 2008 was for
N Switzerland. The EURO, by
b far the biggest sporting event
ever hosted in Switzerland, was a big
success, and together with our col-
leagues from the City of Lausanne we are
thrilled with the impact it had on our
region.

Even though we did not host any events in
Vaud, we definitely benefited from the
event. These benefits, however, did not
come alone. We build a strategy prior to
the event that allowed us to capture some
of the excitement. Through hosting a
team, hosting media, and hosting many
fans we were able to feel like we were an
integral part of the event.

This edition of the Olympic Capital Quar-
terly has tried to stress the importance of
this very message: as a “non-host” you
can only reap benefits if you plan well in
advance. The overflow of fans will not
automatically come to regions surround-
ing the host cities - the regions need to
reach out, promises need to be made and
expectations have to be met. We hope the
fans enjoyed their stay in Vaud.

As we close the door on the UEFA EURO
our eyes turn to the next great event of
2008 - the Beijing Olympic Games. Let
the Games begin!

With kind regards,

Nicolas Imhof
Head of Sports
State of Vaud

By expanding the geographical platform an event has,
federations will create new opportunities to bring on board

more key stakeholders and not only be spreading the costs,
but the risks and benefits of the event as well.

> UEFA also launched a Champions

League Trophy Tour to promote the
league. This kind of creative thinking can
be done by all federations, big or small.

Non-hosts: a new kind of ambush
marketing?

It could be suggested that a non-host
city can benefit from an event taking
place close by simply by acting as if it
was hosting. In other words, the non-
host city can reap the benefits of host-
ing the event but without sharing the
costs or risks. Is this a new kind of
ambush marketing? Certainly not. The
involvement of a wider region should be
an integral part of the event organisa-
tion - and something that rights hold-
ers encourage rather than prohibit.

Sports federations that are looking for
ways to increase investments in their
events can assist neighbouring regions
to get involved by documenting and
developing ideas of how the region can
benefit from the event. Regions need to
be aware that they too can benefit, not
by directly hosting the event, but by
using the event as a platform for com-
munication and activation of special
projects for the benefit of the host city,
the sport, and of themselves as a ‘non-
host'.

Some tactics for non-hosts

But how can surrounding cities get more
involved in an event taking place next
door? The UEFA EURO 2008 provides
some examples. There were around fifty
non-host cities that had an integral part
in the organisation of the event.

Typically, there are three areas in which
these cities were active: Team camps,
media centres and fan hospitality.

1. Attract training camps and base camps

Many EURO base camps were the
result of the organising committee
teaming up with the tourism offices

of the regions in order to provide the
teams with the best possible training
venues and accommodation.

To make hosting a team even more
successful, cities can look to attract
the national teams of countries that
are heavily represented within their
own local community. For example,
the French speaking part of Switzer-
land was focused on attracting the
base camp of the Portuguese Team as
the Portuguese community in this
part of Switzerland is extremely large.

Because the “base camp market” is
becoming very competitive, tourism
authorities are advised to start initial
contacts with team leaders very
early, before teams or athletes are
even qualified for the event.

.Become media-friendly

National media will follow their
national teams to their base camp so
another main consideration for the
non-host's strategy to host a base
camp is also the nature or “national-
ity” of the media coverage that they
will get out of it. Non-host's should
focus, therefore, on attracting media
from international markets where
they would most like to be present
and promote themselves.

A strategy with the tourism authori-
ties should be implemented to
ensure that the media are fed with
the appropriate messages about the
place. Special events for the media,
such as tours and photo opportuni-
ties with players should be organ-
ised on behalf of the city.

To be successful with the media,
however, non-hosts will have to
become as media-friendly as host
cities, providing journalists with
working conditions that can compete
with the turn-key solutions that host
cities will naturally be offering.



3.Welcome the fans

Fans will prefer to stay where the
event actually takes place. Depending
on the size of the event, however, the
host city will not be able to absorb the
accommodation demands which
allows for neighbouring cities to
attract the overflow of visiting fans.

In terms of accommodation, large
sports events are quite good at
developing a collaboration between
the main city and its non-host neigh-
bours, adding hotels from surround-
ing areas into travel packages. But
much more can be done in order to
create an experience for the fans
outside the centre of the event.

The success of public viewing, or ‘fan
parks’ as they are often known,
should not prevent the development
of other innovative ideas. Fans that
are not going to see the event live
will travel reasonable distances if
the right promises are made. The
key here is to always link the product
or promise to the sport event itself.
For example, advertising that the
non-host city is located near a beau-
tiful lake is not enough, but putting a
big screen on the lake where specta-
tors can watch the event may just do
the trick.

Thinking bigger, for better events

Teams, media, fans - they are all part
of the pie. The bigger the pie, the more
successful the event. The more suc-
cessful the event, the better it is for the
sport, its federation and all the host
and non-host cities. The key to future
success is to find ways to stretch the
concept of a host city, and involve more
regions, if not the entire country, in an
event, bringing sports events to a new
scale.

*Greg Curchod is the Director
of TSE Consulting, Switzerland.
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UEFA EURO 2008: :

capturing the action

Lausanne, despite not being a host
for the UEFA EURO 2008, decided to
do everything it could to ensure that
the Olympic Capital fully experi-
enced the event.

We secured the Netherlands
National Team'’s base camp through
existing relations with the manage-
ment of the team. Their presence
attracted media from Holland and its
opponent countries and hundreds of
fans assisted to the team’s training
sessions at our Olympic Stadium.

A large public viewing area, the
‘UBS Arena’, was set up in Lau-
sanne and had a capacity of 10,000
spectators. Developed by a private
company and sponsored by a large
Swiss bank, UBS, sixteen such are-
nas were set up in host cities
around Switzerland. Lausanne

\.

hosted the largest
one. Surrounding
the arena, we put
together different ¥
“villages” featur-
ing a lot of sports
related activities & )
for families, as well as a large
food court that focused on traditional
foods from the participating teams.

Many other activities were organised by
the city in conjunction with the State of
Vaud, for example 22 public foosball
tables were placed in different key areas
of the city, Canton de Vaud branding was
set up around the city with information
points and other various hospitality initia-
tives for our visiting guests.

Patrice Iseli
Head of Sports
City of Lausanne, Switzerland

Ekurhuleni and the FIFA

%4 World Cup 2010:

Ekurhuleni

METROPOLITAN MUNICIPALITY

Ekurhuleni, South Africa, will not
host World Cup games in 2010. Nev-
ertheless, due to its important posi-
tioning beside Johannesburg and its
international airport, OR Tambo
International, the municipality has
secured a special place within the
2010 organisation.

Just a two-hour flight from the sta-
diums hosting matches, Ekurhuleni
makes an ideal base camp for sup-
porters and teams. Most foreign vis-
itors will have to pass by the
international airport when arriving
in South Africa.

As part of our 2010 strategy, the city
has developed a concept of being
the “Welcome Village”. We will host
a Fan Zone and Fan Village that will

hosting as a “non-host”

be visible to passengers flying into the
airport. The slogan “stay to play” is
being used to promote the concept that
supporters are invited to stay in
Ekurhuleni and to jump on a plane to
attend the games.

Ekurhuleni is also working on five legacy
programmes that will run over the next
three years focusing on infrastructure
development, social cohesion and sport-
ing culture, expanded tourism, clear city
identity, and human capital develop-
ment. So, it is evident, that even as a
“non-host”, Ekurhuleni is expecting to
benefit a lot from the 2010 World Cup.

Joe Mojapelo

General Manager,

2010 & Special Projects

City of Ekurhuleni, South Africa
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l= In the Manager’s seat

Exclusive interview with

André Gueisbuhler,

Secretary General

of the International Gymnastics
Federation (FIG)

W M. Gueisbuhler, what is the main
reason for such a large International
Federation like FIG to move to the
Olympic Capital?

It was the Canton of Bern's sudden
decision that the FIG must pay taxes
which launched the discussions to
leave Moutier and establish our head-
quarters elsewhere.

We chose Lausanne for the following
reasons:

e We did not want to leave Switzerland

e Lausanne is the Olympic Capital and
the seat of the 10C

e Lausanne is the seat of over 20 Inter-

national Federations

Lausanne was keen to have the FIG

in Lausanne and made us a very gen-

erous offer to buy the former head-

quarters of the FIVB

Lausanne granted the FIG a tax

exemption

e |t is easier to find staff with the spe-
cific education, knowledge and expe-
rience in sport in Lausanne

The easiest way to summarise our
decision is to take an example from
the USA: If you are in the computer
and IT business you are in Silicon Val-
ley, if you are in finance, you are at
Wall Street in New York. In Switzer-
land, if you are an IF and part of the
Olympic movement, you are in Lau-
sanne and not in Moutier.

Why International Gymnastics
moved to the Olympic Capital

In each issue, the Olympic Capital Quarterly gains insight on the
actual issues sports managers based here in the Olympic Capital face
on a daily basis in their organisations. In this issue we speak to André
Gueisbuhler, Secretary General of the International Gymnastics Fed-
eration (FIG) who is currently moving the Federation to its brand new

headquarters in Lausanne.

B As an administrator and a manager,
what is the main challenge that you
have faced in the move?

The main challenge was and still is to
recruit over 50% of new staff. We lost
a lot of knowledge and experience
which must now be rebuilt. A few staff
members will commute between
Moutier and Lausanne, which is 1
hour 40 minutes by train (one way)
and | foresee that they will also not
continue to do this for a long time.
This means that | will have to face an
extremely high fluctuation rate for
probably another year.

B So, as part of the move, you will have to
hire new employees in Lausanne. What
would you say are the key skills that a
modern sports administrator should be
looking for when hiring new staff?

For me, the most important is a good and
specific education, the ability to commu-
nicate, perfect in English and French,

additional languages are also an impor-
tant asset. Teamwork, efficiency, flexibil-
ity and reliability are the other key
qualities | am looking for. And if all this
can be combined with experience in Gym-
nastics, then | have my perfect employee.

B Will you use the opportunity of this
move to change the way that FIG
works internally (internal structure,
reporting procedures, etc)?

There are no significant changes
planned but obviously this new begin-
ning and especially the recruitment of
so many new staff, offers a unique
opportunity to revise certain structures
and to completely review every single
job description. Working on 4 different
floors in Lausanne, compared to 2
floors in Moutier made me think a lot
about the mere physical placement of
every staff member and our depart-
ments and thus the information flow.

B In Lausanne, Federations regularly
meet to exchange ideas and knowl-
edge. What do you think a Federa-
tion like FIG could learn from other
Federations?

| already had regular contact with my
colleagues, the Secretary Generals as
well as many Presidents of other feder-
ations. Whenever | face a problem, | try
not to reinvent the wheel and seek



| am sure the FIG as an organisation and myself personally
can learn a lot from other IFs.

advice from those who are facing the
same problems. To now be located in
Lausanne will deepen these relation-
ships and this exchange of ideas. | am
sure the FIG as an organisation and
myself personally can learn a lot from
other IFs. | sincerely hope that this is
not a one way profit for the FIG and that
we can also give valuable input and
support to them.

B By moving to Lausanne, you are mov-
ing closer to the 10C: what message
would you like to send the I0C as you
establish yourself in the Olympic
Capital?

It underlines that the FIG is part of the
Olympic Movement, that it is at the side
of the 10C in all the major problems
sport faces in today’s society. The FIG is
the oldest Olympic Federation and one
of the most important ones in the Sum-
mer Olympic Games. Gymnastics is the
base of all physical education, the base
for all other sports.

B What do you expect that the Games
in Beijing will do for your sport inter-
nationally?

| expect, and hope, that the Olympic
Games in Beijing will once again be a
great success for Gymnastics, and boost

for young people to practise Gymnastics.
| expect a record in TV ratings and view-
ing hours and an even wider spread of
beautiful images of Gymnastics through
new media.

B If you could give one piece of advice
to young people dreaming of a
career in sports management, what
would it be?

Study hard in order to be able to go to
University and take a degree in Sports
Management. Make sure your English
is perfect and you have a good knowl-
edge of another three current lan-
guages.

Lausanne sports network goes online

The Maison du Sport International (MSI) in Lausanne has just launched its official website at

www.msi-lausanne.ch.

The site, offered in both English and
French, showcases the MSI with
details about the building and its ten-
ants, including a comprehensive list of
all of the events taking place within
the MSI and a calendar of interna-
tional sports events around the world.

The site is set to develop to become a
virtual place for the exchange of
knowledge and experiences between
the sports industry. The site will
include an intranet for all of the
organisations placed within the MSI. It
will also, however, create an online
network for all sports federations, in
Lausanne and beyond. For example,
the information and presentations for
the next series of monthly IF Staff
Seminars held at the MSI, which will
be launched in January 2009, will be
available on the site.

The launch of the website brings the
MSI one step closer to realising its
objectives of bringing sports organisa-
tions closer together in order to learn
from each other by exchanging knowl-
edge and best practices as well as to
create concrete synergies.

Today, the MSI plays host to more than
thirty sport organisations, of which
approximately twenty are International
Sport Federations. It has recently been
decided to expand the building and
plans are being made for the con-
struction of the fourth building.

For more information about the MSI,
please contact Ms Sabrina Tramparulo
at:

sabrina.tramparulo(dlausanne.ch,
+41 21 315 42 15, or visit our new site:
www.msi-lausanne.ch
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m From the Seminar Room

by Lila de Soysa, Coordinator
of Women'’s Development
Programme, International
Table Tennis Federation

ation (ITTF) has taken an active

approach to building strategies and
developing programmes that give women
a chance to come to the forefront, not only
as athletes but also as leaders, coaches,
technical officials and volunteers.

—|—he International Table Tennis Feder-

In 2001, the ITTF established a Women's
Development Programme that consists of
three main stages; building awareness,
providing education and increasing partic-
ipation. This stemmed from an internal
survey of the Member Associations. The
survey showed that there were no women
in the boardrooms (the ITTF itself had
never had a woman in its Executive Com-
mittee), no national female coaches, many
women’s teams that had never partici-
pated at Continental or World Champi-
onships [if funds are lacking it's always the
men’s team that goes, even if the women'’s
team is stronger), many female interna-
tional umpires that pass the exams never
actually officiate at international events. It
was simple to see that something needed
to be done - it was time for us to act!

‘Rallying for Change’

In order to fully involve all our national
associations and all the men and

We have succeeded in creating a gender sensitive
collective conscience at the ITTF

and this is only the first step towards long-term
sustainable change.

Taking steps to equalise
the gender balance in sport

The International Federations and other sports organisations based in
Lausanne and its surrounding area meet regqularly for interactive
half-day seminars. The session’s topics vary, but their objectives are
always identical: to provoke interaction, networking and a cross-
organisational exchange of ideas. In this issue we re-visit the seminar
on Women in Sport where Ms. Lila de Soysa, Coordinator of Women'’s
Development Programmes for the International Table Tennis Federa-
tion, shared her experience on building programmes focused on
developing the role of women in sport.

women involved in table tennis in the
discussions, the ITTF organised a first
women's forum entitled 'Rallying for
Change’ during the 2003 World Cham-
pionships in Paris. ‘Rallying for Change’
culminated in some main recommen-
dations that have been the focus of
the ITTF Women's Development Pro-
gramme ever since:

e The ITTF should not only try to
achieve the 10C target of 20% women
in decision making bodies but should
exceed it in order to be a role model
for other sports federations.

e The ITTF should dedicate more
resources and positions for the devel-
opment programme to women and
motivate national associations to
encourage and increase women's
participation within Olympic Solidar-
ity courses and the ITTF Development
Courses.

e The ITTF should establish a Working
Group on Women and Sport to over-
see that action is actually taken in
favour of women and girls.

The first initiative was to reserve a
position for a woman on the ITTF Exec-
utive Committee. Initially it was a posi-
tion that would only be open for women

for the 1* mandate and then would be
open to all at the following elections. A
woman was elected, (Judit Faragé
from Hungary), and subsequently
another woman, Claude Bergeret,
from France. The ITTF went from no
women in the Executive Committee
for 70 years to 2 women in a couple
of years! Establishing the Women's
Working Group has been a real step
forward. Now there is a group of peo-
ple within the ITTF thinking at all times
about in table tennis and their specific
issues.

Increasing participation

Here are some examples of the pro-
grammes that have been put in place to
increase women's participation in the
following areas:

In leadership:

e The ITTF pays 3 nights hospitality at
the Annual General Meeting if one of
the delegates is a female.

e The ITTF Constitution was changed
so that 25% of all members of Com-
mittees are female.

e Equal numbers of men and women
nominated to officiate at all ITTF
approved events.



ITDF

omen’s
Development

| Programme

For Players & Coaches:

e Host countries have to give free hos-
pitality to 3 men and 3 women (before
it was free hospitality for 5 players
which were usually men).

e Equal prize money is distributed at all

ITTF sanctioned events.

A 400 dollar bonus is given to associ-

ations that host table tennis coaching

courses (including Olympic Solidarity
courses) with over 40% female partic-
ipation.

For Media:

One out of three media scholarships
are reserved for female journalists to
attend the World Championships.
Special section on the ITTF Website is
dedicated to women.

The ITTF magazine and published
material always contain an equal num-
ber of photographs of female and male
athletes.

Spreading the development

We have succeeded in creating a gender
sensitive collective conscience at the
ITTF and this is only a first step towards
long-term sustainable change. It is
slowly but surely rubbing off on our
national associations who support the
ITTF Women's Development Pro-
gramme by creating strategies of their
own, for example:

e Japan Table Tennis Association organ-
ised the Japan Open and invited only
female umpires to officiate at the event.

e Several National Associations have
hired female national coaches.

e Many national associations have created
their own women’s working groups.

e National associations actively
encourage the election of female
board members (Qatar elected its
first ever female board member).

Sports Management Seminar

for Women

Lausanne, September 1-4, 2008

Lausanne, the Olympic Capital, seemed
like the best place to create a common
platform that would bring all the sports
together, united in a common goal: train-
ing women leaders for the sport business.
Therefore a Sport Management Seminar
for Women was created and has taken
place in Lausanne for the past four years.
This year's seminar will take place Sep-
tember 19-4", 2008. The seminar is a
four day education programme that
aims to provide women in sport man-
agement with a solid understanding of
the key skills that are needed to pursue
a successful career in international
sport.

During the four days, participants will
work on case studies and participate in
interactive workshops and lectures.
This year, the 4" edition of the seminar,
will focus on and develop the areas of
marketing and communication. The
participants will also visit an interna-
tional sport federation, attend an inter-
national sports event and have a sport
practice organised by the sport depart-
ment of the University of Lausanne.

Last year more than 80 women from 62
different countries participated in the
seminar. We are striving to create an
education programme that is pertinent,

OLYMPIC CAPITAL

Some forthcoming sports
events in Lausanne & area

July 10-13  International Beach Volley

Tournament

www.beachvolleylausanne.ch

August 22-24 Horse sport - Equissima
www.equissima.ch

August 30-31 Lausanne Triathlon
www.trilausanne.ch

Sept. 2 Athletics - Athletissima

www.athlessima.ch

Sept. 19-21 Tennis, Davis Cup
Switzerland-Belgium

www.mytennis.ch

Sept. 20-21 Volleyball Supercup

www.lucvolley.ch

Sept. 19-22 Lausanne Young Master

Chess Tournament

WWW.Lausanneyoung masters.com

Sept. 27

Archery - World Cup Final
www.archeryworldcup.org

Setting targets is a good strategy, but
then one must follow-up by finding,
educating and recruiting women.

For more information or if you are inter-
ested in joining the International Feder-
ation Women's Network who meets
regularly in Lausanne, contact Lila de
Soysa at ldesoysafittf.com or Brigitte
Zufferey at brigitte.zufferey(dfim.ch.

practical and adapted to women in
sport management.

Both men and women from all interna-
tional and national sports federations,
national Olympic committees as well as
other sports organisations are invited to
attend. Participants must be fluent in
English. A continuing education certifi-
cate will be awarded to participants
completing the seminar.

For more information, please contact:
info@aists.org (www.aists.org/women).



July 2008
Volume 3
Number 3

OLYMPIC CAPITAL

(11 K2

Shortcuts

Research, books, and seminars - this is the place to look for new

ideas and hints on the latest trends in sport management!

B Strategic Sports
Event Management: An
International Approach
(Butterworth-Heine-
mann 2004) provides
event managers in the
industry with an insight
into the strategic management of sports
events of all scales and nature. It builds
a conceptual framework for the planning,
organising, managing and evaluating of
sports events. It contains international
cases and examples, of both large and
small sports events, from first-hand
experience and research.

B The 360 Degree
Leader: Developing
Your Influence from
Anywhere in the
Organization (Thomas
Nelson 2006). You don't
have to be the main ‘
leader to make signifi-
cant impact in organizations. Good lead-
ers are not only capable of leading their
followers but are also adept at leading
their superiors and their peers. Debunk-
ing myths and shedding light on the
challenges, this book offers specific prin-
ciples for Leading Down, Leading Up,
and Leading Across.

ADER

B Sport Promotion and
Sales Management,
Second Edition (Human
Kinetics February 2008,
presents a wide-rang-
ing view of what it takes
to be successful in the
field. Moving from theoretical founda-
tions of sport promotion and sales to

fundamental roles of sport sponsorship,
it examines incentives for sport con-
sumers, licensing issues, sales manage-
ment and servicing, and the role of
technology in sport promotion and sales.
It also explores sales training, the art of
ticket sales, customer retention, brand-
ing, and risk management.

B The Executive Ath-
lete: How Sports Psy-
chology Helps Business
People Become World-
class Performers (HRD
Press Inc.,US. Jun
2008) is all about the

The Executive Athlete

R i e
Pomgls v Vol T Pty

Michard ¥ Gersan, PiBL.

similarities  between
executives who want to achieve high lev-
els of performance and athletes who play
at the top of their game. The book shows
how athletes mentally train themselves,
for which the same mental training can
be applied by the executives in business
settings.

B Management of Sports
Development (Butter-
worth-Heinemann 2008)
is a unique book that
covers all the key issues
in the growing field of
sports development. It
is written by an internationally renowne

d
author team and concisely edited into a
logical and comprehensively structured
volume. It is accompanied by a dedicated
website with updates, further articles
and features.

B Sports Marketing: A Strategic Per-
spective (Prentice Hall 2008) provides an
appreciation for the growing popularity
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of women's sports and
the globalization of
sport. This edition
concentrates on the ris-
ing costs, escalating
salaries, and the price

SPORTS MARKETING

arenas versus the incredible appetite of
consumers for sports. Extensive treat-
ment is given to understanding con-
sumers as spectators and participants.

B The Major Sports Events Guide 2008-
2018. Sportcal's latest publication pro-
vides detailed analysis on a wide variety
of forthcoming major world and conti-
nental championships, cups, finals,
multi-sport games and significant series.
Information is provided on 100 sporting
events from over 50 different sports. The
guide offers a snapshot of a selection of
the major sports events market world-
wide, showcasing both previous events
and giving crucial, hard-to-find informa-
tion on future bidding opportunities. The
publication will be supported by a major
redevelopment of Sportcal's Bidding
service into a more in-depth “"Events”
service that will cover all aspects of bid-
ding, delivering and legacy of sports
events.




