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The Olympic Games are the most prestigious sport event in the world, which provides extraordinary sporting,
social, cultural, and environmental opportunities for the host city and the region. Hosting the Games has
several positive effects on the city such as boosting businesses, creating new enterprises, improving
relationships between the city’s stakeholders, promoting its international image, accelerating urban
redevelopment, and much more. It can enable changes, which might normally take several decades. This
opportunity, however, does come with the possibility of negative effects during the preparation, operation,
and legacy phases of the Games. Mismanagement, crowding-out, sunk costs, and displacements of parts of the
community are examples of negative aspects, that should also be considered when hosting the Games.
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The reflection of Agenda 2020 in the coverage of the 2008 and 2012 Olympic
Games by Israeli journalists

Yoav Dubinsky, University of Tennessee, Knoxville, ydubinsk@vols.utk.edu
Lars Dzikus, University of Tennessee, Knoxville, ldzikus@utk.edu

Introduction

This research compares the coverage of Beijing 2008 and London 2012 and how issues from that
coverage reflected and shaped some of the 40 recommendations of Agenda 2020 (International
Olympic Committee, 2014). The last two summer Olympic Games before Agenda 2020 represent
different philosophies of how to host Olympic Games and how to approach international media,
while setting new records of exposure. While Beijing used the Olympic Games as a demonstration
of power, London used them to renovate poor areas of the city, focusing on sustainability and
community engagement. Issues compared between the coverage of the two Olympic Games were
addressed in some of the 40 recommendations of Agenda 2020.

Literature Review

Hosting mega events and especially the Olympic Games embody opportunities, but also risks.
Hosting countries and cities try to use the Olympic Games to renovate infrastructure and build new
facilities (Preuss, 2015), leverage local businesses and new technologies (Chalip & Leyns, 2002),
leverage tourism (Weed, 2008), improve the local and international political and social image and
show superiority on the sports field (Shaw, 2008). The Olympic Games also serve as a tool for cities,
regions, states and countries to improve their destination brand, the images of their products
(Nadau, O’Reilly & Heslop, 2011) and reposition themselves to become global cities (Whitson,
2004). However, Olympic Games also embody social, economical and political risks, which resulted
in financial losses, White Elephants, local and international demonstration and with several hosting
communities to vote against bidding for the game in local referendums.

Methods

This research analyzes how Beijing and London were represented in 390 articles written by Israeli
journalists who covered both the 2008 Olympic Games and 2012 Olympic Games. These journalists
were selected mostly as they were foreign journalists, thus covering both the 2008 Beijing Olympics
and the 2012 London Olympics for foreign audiences, where neither English nor Chinese are the
first languages. Secondly, these journalists were selected for being experienced and working long
enough in the field covering two Olympic Games, so there is a base for comparison. The analysis
compares different categories coming out of place branding research that are reflected in Agenda
2020 such as: the organization, the culture, facilities, security, economy, environment, community
involvement, and socio-political issues.

Main Findings

Both organizing committees were complimented and criticized on different issues. With Beijing
2008, most negative references were towards the government; Human rights violations, politics,
lacking a democratic culture and spending of public money on impressive giant venues that will be
left as White Elephants after the Games. Those issues were mostly raised prior to the Opening
Ceremony and in the conclusions after the Closing Ceremony. The organization itself was
complimented by athletes and journalists for delivering exceptional Games. With London 2012 the
references towards the British government were usually positive but the organizing committee
received criticism for not being prepared enough and less strict and less punctual than in Beijing,
especially during the first week of the competitions. The confusion was also pointed out by athletes
during their interviews. In the coverage of London 2012 the public’s engagement got more
exposure, illustrating British authorities as open and the organization as transparent, trying to
deliver sustainable, people-oriented games.
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Conclusions

The significance of the research is to show what international journalists focus on when covering
Olympic Games and how those issues were addressed in Agenda 2020. Key issues of Agenda 2020,
such as the importance of community engagement, sustainability and culture were all reflected in
the articles. Yet, while criticizing gigantism and public spending, the overall coverage was very much
impacted by how the Olympic Games were practically delivered.
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Sport Business Platform: Developing a Model for Sustainable Demands

Geraldo Hruschka Campestrini, Rio de Janeiro State University, geraldocamper@terra.com.br
Elizabeth Harris, Rio de Janeiro State University, beth.edfisicauerj@gmail.com

The conception and construction of this study stem from the necessity of having more detailed
analysis on business deals that support sport management. As such, the objective of this
investigation is to develop a model for practical use that can relate sports activities with business
opportunities.

Methodologically, we conducted a systematic review of strategic planning documents developed
between 2011 and 2015 by a large Brazilian sports consultancy company for twelve different
clients: two sports practice entities, one sports administration entity, two hosts of international
events, four private companies and three governmental organizations. Initially, the documents
went through content analysis in order to describe management procedures and methods focusing
on the companies and institutions put together for this research; this particular document
organization by content was based on the methodology recommended by Edwards & Skinner
(2009).

In addition, the systematic review consisted of an overview of the 12 sport strategy proposals
interfaced with business as referred to the following research question: what sort of operational
model is able to select, synthesize and appraise relevant evidence with the finality of reinterpreting
the business-oriented sports development?. Thus far, the result of the systematic review focused
on an acting profile common to the 12 cases which separated the strengths and the weaknesses of
the organizations of a sporting nature in their relationship with private and public entities, the
media and fans. On the organizations’ side, a protection of their core business was evident in the
historic context of each analyzed case. Furthermore, the meaning of sports management involves
an eminently sporting reality due primarily to inherent characteristics of sports and secondly to
business, as previously identified by Pires (2007).

Still regarding strengths and weaknesses, it was identified that the latter tend to involve a general
absence of dialogue with the external environment, contrariwise to Olympic Agenda 2020
(International Olympic Committee, 2014), which propose that there be closer relationships
between sport and social and communitarian institutions. Indeed, the interest of non-sporting
organizations in associating themselves with sport and modifying their conducts in order to amplify
their capacity to attract people and bolster their gains —a tendency predicted by Gratton & Solberg
(2007) - is now a common target for these institutions that have associated sport with business.

In essence, the identification of a relationship model for sporting activities and business
opportunities has implicated in the possible insertion of the strengths and weaknesses observed in
the 12 cases in a platform with a holistic business view, composed by the interests and
interdependent relationships of the various stakeholders involved. This hypothesis branches out
from the “platform” solution, a high efficiency technological tool for the management of
information, people, resources and various institutions, as described by DaCosta (2016).

Coherently, the systematic review also emphasized three factors that are related to stakeholders
and common to all of the cases that were analyzed: project, content and sport, with the first being
a way to integrate sport and business; the second being a synergetic bond in the integration and
the third, the final product of the relationship that was produced and managed. Arguably, we
noticed that the framework that best translated these relationships arose from the design of that
which could be denominated “sport business platform” on account of technological mainstream
here already identified as a profile of updated companies.





















































































































































































































