
LECTURE 3

Lionel Maltese
Maître de Conférences Aix Marseille University – CERGAM IAE 

Aix-en-Provence - #OIMS Laval University Canada
Associate Professor Sport Business Management Kedge Business 

School
Delegate Manager Marseille – Lyon ATP250 - Senior consulting 

sport business management
Twitter : @lionelmaltese

Strategic Management and 
Advanced for sports organizations

Summer School
SPORT EVENT MANAGEMENT







Reputation

Partnership – 
Sponsorship

Privates - Public – Media

Commercial Brand

Merchandising

Social networks &
capital

Public Relations

Stadium

Ticketing

Athletes as 
suppliers for the   
« show content »

Key synergistic  
resources 
« Heart »

Deployment 
resources  
« Lung »

Market-based 
resources

Commercial resources linked to 
products & services and profit centers

Intangible Resources 
« Event 

expressiveness » 

Hedonism

Sport 
Management Communication

Activation
CRM

Negociation

CRM 
BtoB Networks

Brand 
Management
Co-branding

Hospitality
management

CRM 

Resources

Competencies

Sport 
Performances

 




FOCUS ON 
RELATIONAL 

BUSINESS MODELS How to implement ?

How to involve ?

How to maintain ?

How to create dependency and 
control the external environment ?
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Relational (« Meetic ») Business Model 

Offer attractivity

1. SPONSORSHIP
1. PR
2. Visibility
3. CSR

2. Media rights
3. Ticketing



RBV first model for a sport organization
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RELATIONAL RESOURCES AS PIVOTAL

To generate profit with Public Relations & Hospitality

With the support of  Social capital & Networking core compencies

With the understanding of  sports events organizations as « THE PLACE TO BE » !

BtB markets and relationships



FOCUS ON RELATIONAL RESSOURCES 
AND THE OFFER

Public 
Relations 



SKODA TOUR DE FRANCE VIP PROGRAM



YOUR CONTENT (BRAND EQUITY)

The relation = 

Your social capital

Your individual relationships

Your support (place) = hospitality = way of life (french touch for instance) 

Your optimization = sport as emotional moment and place to generate extrabusinesses



PUBLIC RELATIONS (PR) ?

Public Relations is a management function which tabulates public attitudes, 
defines the policies, procedures and interest of an organization followed by 
executing a program of action to earn public understanding and acceptance. " 
(Edward Bernays)

According to Michel Crozier (1957) : Public Relations is a set of processes used 
by managers to gain external publics’ sympathy and goodwill.



PR = MARKETING ASSET

A very « large » communication tool : financial communication, lobbying, media, Sponsorship…

More than 200 definitions… for us : It’s a marketing activity implemented by a firm, a public or 
private organization, a person or a group, to create, establish, maintain or improve, on the one hand 
loyalty, understanding and sympathy, and on the other hand, the relationships with the public inside 
and outside the institution, at the origign of its development (Kotler and Dubois, 2004). 



PR FOR EVENTS MANAGERS

Press-relations : control & development

Events creation during your event

Political PR

« People » exploitation (dedicated person in your organization)

Construction and management of relational networks inside and outside your event

Forging an « iron cage » for your event network : be carefull about the balance between 
quantitative and qualitative interpersonal relationships



« CELEBRITY UTILITY » : PEOPLE AND EX 
PROFESSIONAL ATHLETES

« Open the doors »…

Personal relationships with important CEO

Adress book

Relationships with the athletes

« Special » information access



THE EXAMPLE OF CHINA : THE IMPORTANCE OF INTERPERSONAL RELATIONSHIP 
(GUANXI - 关系 ) IN BUSINESS

The Chinese word « guanxi » (关系) refers to the concept of drawing on connections in 
order to secure favors in personal relations (Luo, 2000).

Key characteristics : 

Implicit mutual obligations, assurances and understanding

Attitudes toward long term social and business relationships

More than a friendship or a simple interpersonal relationship : it includes reciprocal 
obligations to respond to requests for assistance.

So Guanxi means interpersonal linkages with the implication of continued exchange of 
favors  in my experience in a PR agency we can tranfer this phenomemon in sports 
events context !







CEO are also key FANS !!!!!!!!!!!!!!!!!!!!!!!



PR CONSUMING REASONS Happiness & passion : 
individual « happiness 
therapy »

Demontration : be visible for 
their guests 

Strategic : CRM and collecting 
information about guests to 
anticipating their needs



PR SEGMENTATION
Cibles Marketing Goals

Prospect Improving prospects RDV 

Current 
customer

Loyalty & CRM

Lost customer Understanding of company errors 

Ambassadors Lobbying, viral marketing 

Employee Internal communication and human relation management



PR & PRESS RELATIONS

Do not reduce PR with press relations

Generally, PR are using to 
(Occurrence Agency Study, 2003) 
:

Brands and products communication (70 %)
Institutional communication
Press relations (53 %)

But on the fiels, the tools are :
Press relations (97 %)
Institutional communication (91 %)
Internal communication (89 %) 









INTERPERSONAL “TIES” EFFICIENCY 
(GRANOVETTER, 1973)

“The Strength of Weak Ties”, 4 criteria :

Relation duration 

Emotional intensity

Intimacy

Services reciprocity between stakeholders  





MAIN OBJECTIVE OF A PR STRATEGY ?

Gathering your network 
thanks to an event (partner 
club, community…) and make 
it Valuable – Rare – Non 
Imitable (or Substituable) -
Organizational



DANGERS !

Too much ties to manage ? Strength or Weak Ties ?

Dependency ?

Be careful to the rumors inside the networks…



PRODUCT –SERVICE - EXPERIENCE

PRODUCT
Hospitality Servicing

Players
VIP People

PR



OCCADE EXAMPLE
NOW CANAL PLUS EVENT…

Grand Slam of 
Tennis of Lyon
GPTL









PARTNERSHIP STRATEGY (GPTL)

« 5 balls »
Strategy

SFR 2003
ARKEMA 2006

Beghin Say 
2005

PERRIER 2004

Banque Rhône 
Alpes 2006

http://www.alp-assurances.com/sommaire.html
http://www.bnpparibas.com/
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Cascade of assets
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RELATIONAL BUSINESS MODEL

Reputation Social Capital

Partnerships

Physical Resources 
(stadium)

Individual 
networking PR infrastructure 

development

CRM 
Activation

B to B

Resources Basis

Indirect impact

Direct impact Deployment

Core Competences



EVENT DEVELOPMENT ?

Balance between PR / Public event or Sport / Business ?

Question : sponsors turnover and control ?

PR rarity ? Overflowing ? 























Business Model Evolution & Innovation ? 













FUTURE ?  

New place (stadium) and new business model ?

Competencies ?

Reputation – relation Construction ?

To pay the players (the central offer) you need money ! 

Coopetition / Resource-Supplier ? 





YOUR DIFFICULTIES

The business of Public Relations 
Entertainment = people !
ROI for your customer…
PR Brand = VIP Event, is it possible ? 



NETWORKING ? 





ASSETS

Unique Iconic Natural place 
Parc de la Tête d’Or - Lyon

1st clay french ATP Event before Roland Garros
Ideal preparation for players

Fans and partners amazing tennis experience    



AN EXCEPTIONNAL TOURNAMENT

The Open Parc Auvergne-Rhône-Alpes or the return of top-level tennis in Lyon!
Qualified as one of the best ATP 250 tournaments, this outdoor clay tournament hosted in the first three 
editions international players including several players in the world top 20: Dominic Thiem, John Isner, Juan-
Martin Del Potro, Jo-Wilfried Tsonga, Thomas Berdych, Nick Kyrgios, Roberto Bautista Agut, Denis Shapovalov, 
Felix Auger-Aliassime, Richard Gasquet ...

This tournament is undoubtedly the new appointment of tennis in France.

More than 50 hours 
broadcasted on TV

42 ATP Tournament (250) in the 
World 

Only 4 in France : Open Sud de 
Montpellier, Open 13 Provence, 
Open de Moselle et Open Parc 

Auvergne-Rhône-Alpes 

More than 280 millions of 
contacts



The Open Parc Auvergne-Rhône-Alpes took place in the heart of the Tête d'Or Park, an emblematic place in 
Lyon – an iconic place to play tennis.

This park which is the 1st Urban Park of France has been transformed in just two weeks to accommodate 
center court, VIP village and to host the tennis lovers.
This site was a great success with both partners and players who have not stopped saying that the frame 
was unpublished !

- Center court of 4500 seats  
- 4 courts 
- One VIP village of 2500 m2
- Many playful and interactive animations 
- Private boxes and VIP seats 
- Premium public relation operations
- An eco-citizen and societal dimension

 

A UNIQUE SITE



THE TOURNAMENT
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