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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...

OM, Celtics, Juve, Warriors, Canadiens,
Eagles, Seahawks, Fed, Stan, Jo, Liza, Ray
Allen, Curry, Voller, ZZ, Slater, Bird, Wilko,
Tatum....
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Since Maitre de Conférences 1999 PAMPELONNE
2001 Aix Marseille University
Strategy & entrepreneurship Professional i 7
Research . ATP & WTA AT ‘1
Since 2006 Events 5 QY

OPEN 13 PROVENCE
management
Centre d'Etudes et de Recherche en Gestion

cerga

d'Aix-Marseile

Associate Professor Kedge Business School

Member of the Executive Committee 2017-20
Economic Development — Circular Economy — Education

Aix:-Marseille

Aix--Marseille B unersie r' sy | | oS <
e LAVAL fr N R
FEDERATION FRANCAISE DE TENNIS #\ orTEE FedCup
BUSINESS SCHOOL
ﬁ Consulting

Sport Business Strategy & Marketing

e o
AS0_ Jo
Amaury Sport Organisation fk ﬁ “(6 *

A NP PARIBAS OREC A FY

* 'S THE MOTORSPOAT COMPANY

FIBA

Sy

* BNP PARIBAS
s

DROIT AU BUT

Spdexo // A e Ave Baskettal


https://www.google.fr/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwjy5pmHiNDkAhWR5OAKHV0jCOQQjRx6BAgBEAQ&url=https%3A%2F%2Fwww.facebook.com%2FDavisCupTennis%2F&psig=AOvVaw3tzKIM4CIPwcUPCI7KAtE6&ust=1568541889896670
https://www.google.fr/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwjy5pmHiNDkAhWR5OAKHV0jCOQQjRx6BAgBEAQ&url=https%3A%2F%2Fwww.facebook.com%2FDavisCupTennis%2F&psig=AOvVaw3tzKIM4CIPwcUPCI7KAtE6&ust=1568541889896670

INEOS 5

DFFICTAL FERFORMARCE FARTHMER OF NEW TEALAND RUGHEY & THE ALL FLACHS

Sir Jim Ratcliffe, Chairman of INEOS
said, “I am delighted to welcome Jean
Claude as CEO of INEOS Sport with his

many years of experience across
different sports. We have high ambitions
for all our sports teams with a particular
ambition to raise our standards in
football and Jean Claude will bring an
entrepreneurial and innovative flair to all
our teams.”




Manchester United Welcomes Ownership Changes: INEOS
Chairman Acquires 25% of Club’s Shares
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European Super League

New proposals

* Upto B0 teams

» Multi-divisional format

* No permanent members

e Minimum 14 matches per season
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MEN'S COMPETITION

A22

PROPOSED
FORMAT




“Without David Stern, the NBA

would not be what it is today.”
Michael Jordan

STERN TOOK LEAGUE
TO NEW HEIGHTS

TIME IS A RESOURCE - TIMING IS A COMPETENCY



“The ability of an organization and its management to
integrate, build, and reconfigure internal and external
competences to address rapidly changing
environments”

- Teece et al., 1997



Guy Masterman
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Strategic Sports Event
Management

4th EDITION

hﬂutledge Hahdbaﬂk of
Sports Event Management

Ecited by hlena M. Parent and Jean-Loup Chappelat
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BUSINESS PROCESS
MODEL

INPUTS

TRANSFORMATION
I"RINESS
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SOMETHING
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ONE
VISION

TENNIS HAS OVER A BILLION
GLOBAL FANS AND IMMENSE UPSIDE.
ONEVISION IS OUR PLAN TO EXPLORE ITS
FULL POTENTIAL AND REPOSITION OUR
SPORT FOR THE DIGITAL AGE. IT'S TIME TO
THINK BIG, WORK TOGETHER AND PUT THE
FANS FIRST.

ANDREA GAUDENZI
ATP CHAIRMAN

TOUR




MORE ACTHON AT THE BIG ENVENTS

Q2

ENHANCED FAN EXPERIENCE

@3
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Value
Proposition

Value Value
Creation Capturing

Seminar DNA







e,measure of who'we are is
what'we ¢ o with what we

have.
Viinge, mgardw -
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Lionel Maltese - Jean-Fhilippe Danglade

Marketing du
et

Préface de Marshall Glickman

Cruslles cont les ctrategies marketing mices &n c=uvre autour de
clubs sportifc comme |2 Pariz Saint-Germain ou le Rughby Club
Toulonnaiz, d'svenement tels gue [= Vendes Globe ou ['Cipen 13,
et de stades modernes 2 ['image de ['O2 Arena de Londres 7

1 . 1 . . 1 . . .
A partir de Fanalyze du business model d=: organizations sportives,
cet ouwnvTage decrypte les utages et tendances marketing tefs quiils
sont pratiques dars b= gport business. || dborde :
& managemant des margques sportives {clubs et evenements
et de leurs part=naires :
esxparience du concommateur au comwr des cpectacias,
et le developpement dec cervices qui lui sont propoces danc
lez enceinte: tportives imarketing des cervices et superientiel) ;
activation de parrainages cportifz et le developpement de:
prestations de relations publiques {marketing relationnel) ;
ez enjeux et impacts territoriaux lies a ['implantation
geographique des margues sportives (marketing territorial).

lustre de nombreus exemples, ce livre propose une analyce
large =t precize du cecteur aux professionnels et aux etodiants
qui seuhaitent se specialiser.
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Strategy is about stretching limited
resources to fit ambitious
aspirations.

— (. K Prahalad —

AZ QUOTES

» "Strategy is the direction and scope of an organisation over the long-term:
What is strategy P which achieves advantage for the organisation through its configuration of

resources within a challenging environment, to meet the needs of markets
and to fulfil stakeholder expectations".




[

g 3
BUSINESS SCH O O .

HEATED By BEy 5 EUROMED MANAGEM ENT




Kedge Business School & Sport Business :
Resources & Competencies ? Strategy ?

Ms ISEM
JPD (N1 France
LM Top 10 World)
JMM Msc Marketing
FR Summer School
+ PGE (ESC)

Network

Research
N1 Europe

Alumni

Networks
Alumni
Companies
Institutions
Academic
(Project)

Communication
Media
N1 (School)

Business Model ?



Resources & Competencies = Assets?

Be reputational to promote you ! Professional &
academic publications — business — networks -
alumni

Be relational : Attract experts both academics
and professionals including alumni to tranfert
knowledge and competencies

Be strategic : Students help for selection

Be Efficient : ?



#1 USA Today Bestseller = #2 Wall Street Journal Bestsealler
New York Timas Besiseller

NETWORKING IS
A GONTAGT SPORT

How 513:{“1:]: Connectied and :Sarl.'in:; Oihees Will Heip You Grow

Expand Your Influpnce—or Even Land Your Mexf loh

JOF SWEENEY..

FEREMERY BY ILCE CANFIELD, C4-CHEATON CF THE CRICCEN S00P FOR FRE 1000 SERIES

I"|'rr"-_- Py
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professional =




SPORTAIMENT BUSINESS

PLACE
& FOR FANS
MOMENT

Resources & Competencies ?

AUDIENCIES |







Marshall Glickman

CEO EUROLEAGUE, former president of the NBA's Portland Trail Blazers

Over the last four decades, sports in North America has evolved from
pure competition to business...from game to entertainment.
Although the quality of competition has remained the centerpiece,
North American sports culture is primarily motivated by money.

In France, as in most European countries, the sports culture has
historically been driven by the competitions themselves, so
consumption trends are not comparable. That said, there is no
question that economic reality is driving French sports organizations
to become more professional and oriented to business and profits.

From the perspective of an American who has extensive experience
working with European and French sports organizations, finding the
right balance between economics and culture is precisely the right
recipe for success.
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NEW Estadio

Santiago Bemabéu

WINNING
WITH DATA

CRM AnD ANALYTICS
FOR THE BUSINESS

FIONA GREEN

<M mB

Domestic cost of television rights
Amount paid (per year) Bl Increase from previous deal (%)

PPE

MFL Barclays MEA MLE ngue 1 NCAR Basketball Eundeshga NEAA F0|':|1IMII HNHL MNHL
Premier League In Canada In the LS

q Y 20 @ imd

Cowiers
2015-2021 20146-2009 2016-2025 200L4-2021 2018-2020 2010-2024 2013-2018 201&-2028 20L4-2026 2011-2021

Broadcasters
CBS, Fox, Sky, BT ABC, ESPHM, Fox, TBS, Canal+, Bein CBS, Turner Sky ESPMN Rogers HEBLC
MBL, ESPN Turner Metwoark ESPM Sports
Television

Moneyball

Live sports events are fast
becoming premium assets
for broadcasters

IS T A

Source: FT research
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POLITIQUE SPORTIVE DU

QATAR

2006 @

Naissance de Burrda Sport
Organisation des XVémes Jeux
Asiatiques & Doha

20m

Organisation de la Coupe d'Asie des Nations
de Football

2012 @

Naissance de entité BelN Sports

2014 @

Création de l'entité BelN Media Group

2021

Ter GP de Fl organisé au Qatar sur le circuit de
Losail

2022

Organisation de la Coupe du Monde
FIFA 2022

LEQATAR N'A CESSE DEMONTEREN
PUISSANCE L TISSEMENTS
DANSLE SPORT AUCOURS DES 20 DERNIERES
ANNEES

2003

Naissance d/Al-Jazeera Sport

2010

Attribution de [organisation de la Coupe du
Monde FIFA 2022

20m

Acquisition de 70% du capital social du PSG par
asl

2012

Controle de 100% du capital social du
PSG

2015

Orgarisation du Championnat du Monde de
Handball

2021

Organisation de la Coupe arabe de la FIFA

acofoot.fr

FIGURE 1

Companies are paying record amounts to stream live sports
Notable recent live sports rights streaming deals

Total deal value

League Sport Company Geography (value per year) Deal length

National Football American football Amazon United States US$13.28 11 years

League (Thursday (US%$1.2B/year) 2022-2033

Night Foothall)

Indian Premier Cricket Viacom18 India US%3B 5 years

League (Digital (US$600M/year) 2023-2027

rights)

Premier League Football (soccer) Viaplay 9 European US$2.78 6 years
countries (US$450M/year) 2022-2028

Serie A Football (soccer) DAZN Italy US$2.58 3 years

{US$840M/year) 2021-2024

Major League Football (soccer)  Apple Global Us$2.58 10 years
Soccer (US$250M/year) 2023-2032
Laliga Football (soccer) DAZN Spain Us32.4B 5 years

(US3470M/year) 2022-2027

Ligue 1 Football (soccer) Amazon France USE750M 3 years
(US$250M/year) 2021-2024

Major League Baseball Apple 8 countries US$595M 7 years
Baseball (Friday currently (US$B5M/year) 2022-2029
Night Baseball)

Naotes: Some deal values were converted from euros to US dollars at the September 20, 2022 exchange rate of 1.00 euro =
1.00 US dollar. Value per year is the deal value averaged across the duration of the contract.
Source: Multiple public sources.®

Deloitte Insights | deloitte.com/insights



."1‘,. U.S.-Saudi Business Council

F~ SSuadlsssadl JlacHl sulae

Saudi Arabia Introduces New Opportunities
INn Sports and Athletics

7

$650 M

Support to 170 clubs
in Saudi Arabia

$1.8B

Worth of Investments
for the next five years

=

Source: Ministry of Investment

23%

increase
in mass participation
and activity levels

il
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THE REALLY BIG BUSINESS
OF SPORTS FAN ENGAGEMENT




Efficiency is doing things right; effectiveness is
doing the right things.

(Peter Drucker)

Assets Manager : the « road » for EFFICIENCY ?



The right effort allocation

Efficiency

'A fascinating, c"ﬁ?npelling and im‘pres‘siuely detailed insight
inta the surreal world of a sparting icon
Donald McRae, The Guardian 3
TRIS DIXON ?
Econom Effectiveness

Reducing costs of inputs To achieve the goals



TENUP

AU CCEUR DU JEU

A NEW
SETTING
RECHERCHER NEW
RESERVER, DEFIER! ROLAND
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TEN

Resource or asset ?
Lid FEDERATION
Mission ? FRANCAISE

FFT action for key stakeholders ?
Clients and Suppliers ?

Value proposition from FFT ?

i U R
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Strategic triangle model

2. reservoir

Sport Competencies

Competencies for non profit
organizations

Clubs

Resacurce

1 $ + Reputation
\ Business Competencies

<
<

Professional
Tennis
MEVES

Resource

4 Reputation

5 Community

1$

3 Reputation

\ 4
Professional Competencies



Success comes from knowing that you did your best to

CO m p ete n Ci e ? become the best that you are capable of becoming. John

Wooden

Success is peace of mind
which is a direct result of
self-satisfaction in knowing

EXPERIENCE Tou i vou b i s
Knowledge of becoming.

John R. Wooden,
Head Basketball Coach, Emeritus, UCLA

EXPERTISE TEAM = PYIRAMNMID OF SucCCl
Know-How Being
(know how to be)



My strategy : creating my ecosystem |

Paul D. Reynolds Elgar

Media
Communication

Teaching

BUSINESS CREATION

Ten Factors for Entrepreneurial Success

Students
Alumni
Customers

y

Applied Business
Research Consulting
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Introduction au Management stratégique & Marketifig St
appliqués aux joueuses & Jr>=urs de tennis professionnels

Lionel Maltese
@lionelmaitese — lionelmaltese.fr
Maitre de Conférences Aix Marseille Université — CERGAM IAE Aix-En-Provence
Professeur Associé Kedge Business School
Manager Délégué ATP WTA Events — Consultant Partner Sport Business Marketing

Membre du Comité Exécutif FFT — Développement Economigue

> ®E 0000 NaN:NaN )
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Value Creation

Core comperencies

Key resolrces

CroveErnance
E""F Com P {ementary assels

Value networks

Value
Communication

Communication channels

Value Proposition

f’rm.f'.'.li'.!‘ oflerine

Service """»"'*:""-’-"'.'*:

& Pricing model

Eihos and story

Value Capture

# Revenuwe model

Cost shructure

Value Delivery
# Distribution channels

Profit allocat Target marker segments
rofit allocation '



Key words

Strategy
Sp@rt‘z Events /

J

L

Business Model Eﬁﬁ@ien@v/
elations Reputation
Fans Culture



Personal reflexions...

U Sport Business = SME Market

U Business comes from Media for mega event and championships

U Stock of resources are often important but competencies not...

U Sport = uniqgue communication platform but we can define it as a moment and a place

U Unicity in sports = Emotion as a marketing tool to attract customers and stakeholders

U Your Job : understand the offer and help to sell or market sport event products then be a
sport manager




Government

(Japan Sports Agency/Japan Tourism Agency/J5C)

Spectators
’?

Stadiums/Arena

Content Holder

(Leagues/Team/Production)

Sports &
Entertainment
Client

Sports Promoting

Company

Business Ecosystem
(Moore, 1993)

“An economic community supported by a
foundation of interacting organizations and
individuals—the organisms of the business
world. The economic community produces

goods and services of value to customers,

who are themselves members of the
ecosystem. The member organisms also
include suppliers, lead producers,
competitors, and other stakeholders. Over
time, they coevolve their capabilities and
roles, and tend to align themselves with the
directions set by one or more central
companies”.



Clubs and Franchises :
- Contracts : transactions and salary

- Motivation : training, selection,
financial premiums

- Athlete = “asset” for the
managers

THE MATCH E

Cape Town |

N s/

ROGER FEDERER vs RAFAEL NADAL

CAPE TOWMN STADILM T FEBRUARY 2020

Events .
- Fees (ATP, PGA for instance)

- No control of sport performance by the
managers

- Dependency of the athletes (calendar
for instance) and their professional
associations (ATP, PGA, UCI...)

e

Professional athletes management and control




HBR.ORG

arvar
Business
Review

MAKING

STRATEGY
WORK

H d

How to Avoid the ’

Trapsand _ _
Execute Brill

g

A The Eig idea

Reaching the

Rich World's
Poorest Customers

Huhammad Yunus et al.

&8 Growih

Red Ocean Traps

W, Chan Kim and Resds Hauborg

.  Main “goals” for this seminar !

Psychological Dista
Rebeorn Hamiliea

Sports organizations [professional Events & Clubs] = management “stake” ?

Proposition of a new Strategic Management and Business Model for these organizations

Understand & manage key factors of success (or failure) : sponsoring, public relations,
reputation, physical (stadium) & local factors, managerial skills...

Develop your professional skills on : strategic analysis & formulate Sport Organizations
Business Plan (ROADMAP) : STRATEGIC PLANNER for sport organizations

PROJECT TO STRATEGIC ACTIONS !




ROUTLEDGE
g INTERNATIONAL

Focus on “Event Concept”

S UL LTI In sports context, “event” is everywhere :

National Championships (every week ! : NBA, MLB, NFL, NHL, LNF,
Top 14, Premier League...)

National and International Competitions (JO, World Cups...)

| ~N A N One shot events (every year) : Roland Garros, Tour de France, ATP,
ROUH@OQO Ha[ deOQK Of PGA, Superbowl, Formula 1... exhibitions...
Sports Event Management
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Capture More
Value









But... we need definitions (Covell and al.,
2007)

* Organization : « Any group of people
working together to achieve a common
pupose or goals thant could not be attained Organization
by individuals working separately »

Two or more people
interact to achieve a

common objective
* Management: J

* The coordination of human, material,
technological, and financial resources

needed for the organization ti achieve
its goals.

* Responsibility for performance




But :
what is performance for sports organizations ?

Performance indicators (Pis) give us an
evaluation process that can provide objective
and meaningful performance feedback to aid
future decision making.

The methods of evaluation are both
qguantitative and qualitative but all the final
results depend upon one or more manager’
interpretation (judgement)

Organisational Performance
Management in Sport

The key for sport organizations : your
stakeholders analysis.

lan O'Boyle




Stakeholder Sport organizations —
Management performance and stakeholders

Q'S

You can evaluate returns for :

Media
Stakeholder Stakeholder Athletes
Identification Engagement
Sponsors
Stakeholder Stakeholder INSHEUtons
Analysis Communication Spectators

Cities
Suppliers

Owner

-> Various PIs for different objectives and muliple stakeholders...

SustaiNet
SOFTWARE

Urrbrelia designed by Jardson Aratlfo, Tag designed by Slephen JB Thamas,
Conversation designed by Takao Umehara, all from The Noun Project



Scale of impacts
(attendance,
media, profile,
infrastructure,
costs, benefits)

High

Low

LOCAL MAJOR HALLMARK MEGA-EVENT

Category of event



Categorization of events

S MISSIONANINNOW

ff

;: .
il | '

Local or community events :

Local consumers (Beach events,
Corrida, Snowboard & Surf
contest, ATP International

Series Tournaments, National
Events...)

Major events : Media interest
(coverage & benefits) and
capability of attracting
significant visitor numbers
(Formula 1, Master Series ATP,
PGA...)



Categorization of
events

. S e
L Y
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Hallmark events : identified with
the spirit or ethos of a town, city
or region (synonymous with the
name of the place) & very
traditional (Wimbledon is the best

example, 24H du Man, Paris Dakar,

Masters Evian...)

Mega events : so large that they
affect whole economics and
reverberate in the global media
(Olympic Games, FIFA World Cup,
IAAF World Championships,
Superbowl, March Madness, NBA,
MLB, NHL Finals...)




Public Sport institutions
sponsors

A 4

;/Event / « Athletes
Club

Suppliers

A

Spectators




How to control external environment
(stakeholders) and how to be independent to
perform, to develop and maintain ?

Now before studying strategic analytic tools :

What is Strategy ?

What are the more “sensemaking” approaches to

analyze a sports organizations and their stakeholders
?
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POSITIONING

S.W.O.T . Resource- Permanent
Competitive Based View Transformation
> Forces Advantage RBV

\ VRN J

v

STRATEGIC STRATEGIC
« FIT »
« INTENT »

Michael Porter & Co Gary Hamel and C. K
Prahalad & Co



FIT

e What business are we in ?

e S-C-P: Structure Conduct Performance

* The structure of the industry will dictate the conduct
of firms and thereby their performance (most popular :
SWOT or “five-forces” model (Porter, 1979)).

* The bigillustration is the 5 Forces Model (Porter, 1979).
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INTENT

What are we able to make with what we have ?

RBV (Resource-Based-View, Wernerfelt, 1984, Barney, 1991,
Grant, 1991) : certain assets (resources and capabilities) with
certain characteristics will lead to sustainable competitive
advantage.

Strategy dictated by unique resources and capabilities of the firm
(what can the firm do best?)



Concepts definitions

* Resources : stocks of available factors that are owned or controlled by the firm (Amit and Schoemaker,
1993)

% Capabilities : a firm’s capacity to deploy resources, usually in combination, using organizational processes, to
effect a desired end” (Amit and Schoemaker, 1993)

% Dynamic capabilities : the firm’s ability to integrate, build, and reconfigure internal and external
competences to address rapidly changing environments” (David J. Teece, Gary Pisano, and Amy Shuen).

* Dynamic capabilities can be distinguished from operational capabilities, which pertain to the current
operations of an organization. Dynamic capabilities, by contrast, refer to “the capacity of an organization to
purposefully create, extend, or modify its resource base” (Helfat et al., 2007). The basic assumption of the
dynamic capabilities framework is that core competencies should be used to modify short-term competitive
positions that can be used to build longer-term competitive advantage.

* Asset = resource + capability




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.

\ C * The term intends to convey that, in an
YN AMl S optimal configuration of assets, the whole is
CAPABXLITIE more valuable than the sum of the parts.
. . ~anacement
| & strateglt mdndb




Resource Based-View : VRIO model (Barney, 1991)

Resources & capacities
Lead to
Sustained Competitive

Advantage




Valuable

|dentify
valuable
resources

Process to Conduct VRIO Analysis

Organized

Check Assess the Evaluate if the
valuable inimitability resources
resources of rare are well
for rarity resources organized

Sustainable
Competitive
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IS THE RESOURCE OR CAPABILITY...? IS THE COMPANY WELL...?

YES

YES O SUSTAINED
COMPETITIVE
VALUABLE ORGANIZED ADVANTAGE

TEMPORARY UNUSED
COMPETITIVE COMPETITIVE
ADVANTAGE ADVANTAGE

COMPETITIVE COMPETITIVE
DISADVANTAGE PARITY



The strategy (tactical) is a function of the external environment (rival teams : opportunities -
threats).

The trainer has a tactic adapted to the adversary and the players (resources) adapt to this
positioning (diagram of play).




Ihe head coach "visionary" (or L R
manager) has resources (players)
and sets up a strategy (tactical)
starting from these forces and
weaknesses (resources), in order
to face to certain opportunities or
threats of the environment (air
play, speed, physical
engagement)
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How can we “implement” that ? It’s very theoretical !

Persuade and control
. our stakeholders
Your and my job : to be able to

. Maintain our
construct a business plan performance
) “ e
(developmgljn’t) Wlth”a specific TolbelreadyAtornew:
RBV analysis” (your “sensemaking opportunities and
background”), and furthermore : threats because of

very instable sports
environment...

So What ?

Managing resources &
capabilities = core
competency of a “modern”
CEO in sport organizations




RESOURCE-BASED
VIEW

Ready-to-Use€

ntations, and Essentl

Categorizing resources

€S
al Resourc
s, Blueprints, Prese

Template

* Physical capital : technology, plants, equipment, geographical localization...
e Human capital : formation, experience, networks - relationships...

» Organizational capital : formal structure, control, routines, process,
coordination systems...

e financial, physical, human, technological, organizational, reputation.

e Fixed assets : plants, equipment...
e “Blueprints” : patent, brand, reputation
e Teamwork “effects” : routines, habits, experience...

The Art of Service




Sport Event & Clubs
Tickettini

Contracts (sponsoring,

Public Relations) & Players
Financial
resources

. TVrights |

Institutions (public

Assets

Players & coach (clubs only)
Partnership
(sponsoring, partners)
Reputation
(event, sport, players)
Relational

(Social capital, relational networks,
Public Relations)

Physical




Sponsoring : brand image, image transfer, notoriety,
visibility, target specificity, TV

— Examples : BNP Paribas, Louis Vuitton, Rollex, Peugeot
7

I /] 7
Indesit, Adidas, Nike, Fedex, Coca-Cola, Philips, Renault
Mercedes...

Leverage and activate !
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e Event Manager’s Social Capital

1t after reading this y 4
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e Eventlegend and history : JO, America’s Cup, Le
Tour de France, Roland Garros, Wimbledon...

e Corporate Reputation

FORMULAI1

2 DRIVE TO SURVIVE
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Dynamic /
Capabilities and

. . : ~
Organization
_ -
* Dynamic Capabilities : “processes { s
to integrate, reconfigure, gain and .| +
release resources — to match and f
even create market change” \ mﬂur}' %‘Ort rgﬂ nlﬁﬂtbn

* Organizational capabilities :
Project Management A WORLD OF SPORT

* Most “organizational event” :
Tour de France !




Concepts

Partnership <
A

R =

Resources
N 7
Players
portfolio
4 ¥ A
Relational
Core . .
Organizational team,

Competencies, Manaaers
Capabilities V
Performance, 4 Sport Success
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Activation

Sport - Hospitality CRM
Management Eelpnieatoy mangg ;’m ent Negociation

Hedonism Brand
Management

Co-branding

Intangible Resources

- Resources
« Event

Q Competencies expressiveness »

CRM

Commercial resources linked to BtoB Networks

products & services and profit centers




THE ESSENCE OF STRATEGY I8
CHOOSING WHAT NOT TO DC




Efficiency Process Etfectiveness
-

Machine -
The amount of LiI'IE' The ratio between

resources needed 1o the actual and the
execute the process | theoretical output

> Productivity -

The ratio between
efficiency and
effectiveness
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Seminar Program

Lecture 1 : Sport Business Ecosystem

Lecture 2 : Sport Business Models

Lecture 3 : Relational Business Model

Lecture 4 : Reputational Business Model

Lecture 5 : FRM — Cultural Business Model

Lecture 6 — 7 : Group Business Model Workshop

Lecture 8 Oral - Exam
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