
FROM OLYMPICS TO CITIZENSHIP MANAGEMENT : SPORT, BUSINESS, PURPOSE









Information 
is key : you & 
me 
Last diploma : a long time ago….

Phd Business Management IAE Aix en Provence 2004 - 
Econometrics Engineer Aix Marseille University 2001

Last sport experience 2023 :
o ATP Marseille Strategy

o FIBA World Cup 3*3 – 3xFestival

o Public Relations Audit for Clubs and 
Sponsors / Sodexo Live !

• Sport Practice Fan… :
o Tennis, Basket, Soccer, Rugby Seven, 

Paddle board… 

o OM, Celtics, Juve, Warriors, Canadiens, 
Eagles, Seahawks, Fed, Stan, Jo, Liza, Ray 
Allen, Curry, Voller, ZZ, Slater, Bird, Wilko, 
Tatum….  



Since 2005
Maître de Conférences 
Aix Marseille University

Strategy & entrepreneurship

Since 2006 
Associate Professor Kedge Business School

 

Business Management

Since 
2001

Research

Since 
1999

Professional
ATP & WTA 

Events 
management

Manager 

Sport Business Strategy & Marketing

Consulting

Member of the Executive Committee 2017-20
Economic Development – Circular Economy – Education 
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2 Teams Post Olympics Event / 
Marseille City













EMOTION ²
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Opportunism

or

Pragmatism ? 





CAUSE RELATED 
MARKETING

• Cause marketing or cause-related marketing
refers to a type of marketing involving the 
cooperative efforts of a "for profit" business 
and a non-profit organization for mutual 
benefit. The term is sometimes used more 
broadly and generally to refer to any type of 
marketing effort for social and other charitable 
causes, including in-house marketing efforts by 
non-profit organizations. 

• Cause marketing differs from corporate giving 
(philanthropy) as the latter generally involves a 
specific donation that is tax deductible, while 
cause marketing is a marketing relationship 
not necessarily based on a donation.



Ethical Corporate Responsibility 
(Babiak & Wolfe, 2006)



Discretionary Corporate Responsibility (Babiak & Wolfe, 2006)















Event Stakeholders

Communication 
platform

Stakeholders 
with legitimacy

OGN - 
Association

Financial
Stakeholders 

Private or 
plublic 

organizations

DonationClassical

Commercial

Sponsorship

CAUSE

Donation



Process

ROI or ROO for :

Sponsors ONG Event 

Activation program

Legitimacy with your OGN or association

Cause identification : local aspects, fit with your main sponsors or cities…



The core objective : create sponsors 
network = cross partnership

HOW ?



CSR : ressources arrangement and synergies



Solutions :

Corporate Social Responsability and Cause marketing

Cross businesses (not easy…) using public – private 
networks… 

Danger : impossible to put the offer or attractiveness 
on your website or business presentations…

Destination marketing : public sponsorship strategy 





















Value Proposition and Activation Platform 
Interactional Typology

ACTIVATIONS

Visual
Interactions

Relational
Interactions

Experiential
Interactions

Engaging
Interactions

VISUAL CONTENTS
Optimize your 

media/digital/in stadia 
exposition

Visual Dilution

HUMAN CONTENTS
« PR » / ex Champions / 

Premium

Relationship Volume

FESTIVE CONTENT
Specific animations/ 

Enlargement & 
reinforcement

Experiential Imbalance

EMOTIONAL CONTENTS
Common brand 
content/sport 
authenticity

Forced Wedding

AUDIENCES



Activation tools

Visibility Relations Experience Engagement

Billboards

Printed
supports

Media
Supports

Human
Supports

Naming

Branding

Scoring
Referees PR

Web Marketing
Web 2.0

Mobile
Maketing

Seminars
Conferences Games

Stands

Fans
Objects

Official
Supplier

Special Events

Cause Related
Marketing



















Preamble

Your story 
and vision

FIX YOUR 
GOALS 3-5 

YEARS



Business ROADMAP

For sport organizations  specific “hybrid” 
approach  : RBV development at first and 

environment analysis as a kind support in a 
generic (classical) “background”

3 levels (chapters) :

Evaluation

Organization

Restitution



Evaluation 
step

3. Description of the main characteristics of the 
“macro” environment :

Economical Political Sociological 
& cultural

Legal 
aspects

2. Potential and rent evaluation of each asset 
(V.R.I.O)

1. Assets (resources & capabilities) identification 
linking to the main profit centers and key 

stakeholders



Evaluation step

4. Description of the main 
characteristic of the “micro” 

environment ( “5 forces model”) :

• Identification of your stakeholders 
linking to resources access and 
sharing : analyze your control and 
negotiating power !

• Customers (marketing 
segmentation) : analyze your 
control and negotiating power !

• Competitors (direct - substitutes –
new entrants) analyze the threats  

5. First summary :

• Financial needs : budget necessary 
to implement

• Human needs : competencies ? 
Recruitment ? Formation ? 
Placements ? Consulting agencies ?

• Global profitability of the 
development project

• First prices fixation : ticketing –
Public Relations – Communication 
supports - Merchandising…     



Asset orchestration
If capabilities are dependent on co-specialized assets, it makes the coordination 
task of management particularly difficult. Managerial decisions should take the 
optimal configuration of assets into account. Asset orchestration refers to the 
managerial search, selection, and configuration of resources and 
capabilities. The term intends to convey that, in an optimal configuration of 
assets, the whole is more valuable than the sum of the parts.



Organizational 
step

Value Creation
Assets 

Orchestration 

1. Articulation and 
orchestration of resources with 
your capabilities : exploration 
and exploitation to optimize 
the whole potential of assets 
portofolio ?

2.Interactions between 
resources : analyze the links 
and the creation of a system ?

3.Renew or reject your assets ?



Resume
“BUSINESS 

MODEL”

Definition : a sort of diagram 
which explain how you can 

generate profits (more 
precisely your turnover) 



Business 
Model ? 

« The essence of the idea is 
‘how you get paid’, or ‘how 
you make money’ with a 
taxonomy of alternative 
mechanisms ». (Chesbrough 
et Rosembloom, 2002)

« Business model refers to 
the core architecture of a 
firm, specifically how it 
deploys all relevant resources 
». (Tapscott, 2001)



5 “keys” to explain for your Business Model

Business 
Model

Positioning ? Singularity ?

Trade ?

Core human 
compenetencies ?

Description of the 
demand in your market? 



Restitution step

 Business and marketing actions :

 Stadia / Arena management (“Model based on Fans”) : 
 hospitality 
 CRM (Ticketing) 
 Merge sport and Entertainment 

 Sponsorship Activations

 CSR Strategy

 Reputation and Brand Management 

 Sport area development : training – coaches – scout… : 
sport performance !
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