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% Chanavat, N., Desbordes, M., Lorgnier, N.(Eds.) (2017). Routledge of
football marketing. Editions Routledge, UK, 448 p.

% Chadwick, S., Chanavat, N., Desbordes, M.(Eds.) (2017). Handbook in sport
marketing. Editions Routledge, UK, 408 pages, décembre, 2&éme édition.

% Desbordes, M., Richelieu, A. (2019). International Sport Marketing :
Contemporary Issues and Practice. Editions Routledge, avril, 224 p.

% Desbordes, M., Aymar, P., Hautbois, C. (2019). The Global Sport Economy :
Contemporary Issue. Editions Routledge, mai, 330 p.

% Bhasu, B., Desbordes, M., Sarkar, S. (Eds.) (2022). Sport management in an
uncertain environment. Springer India, Mumbai, India, under press.
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Course Title Sports Economics and Marketing

Credit Hours 32 (one credit hour is 45 minutes)

At the end of this class, the students will
learn:

Course Objectives * Whatis “the fair price” of a football
player ?

% Are athletes overpaid.?
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* What is the salary cap, which applied in
the US system ?

% Does the draft exist somewhere else, as
it does in the USA ?

* Why did F1 grand prix move to Asia
and in the Middle East ?

% |s ecology a necessity when organizing
the Olympic Games ?

* What about the legacy of the

Olympics ?

% Why do sponsors pay so much to be
on a football jersey ?

% What is merchandising and why is it a
crucial question when buying an expensive
player ?

* What does “hospitality” on sport
events mean ?

Course Description

This course will be divided into 10 big
sections.

For each section you will have a video with
approx. 1h of recording.

Each section will use some strong
theoretical concepts, like the
* Louis-Schmelling paradox ” in sport
economics, the “product life cycle theory”,
“ the service marketing approach ”, the
“country branding approach”, the “OTT
(over the top) approach of broadcasting
events ", “ the CSR (Corporate Social
Responsibility) approach ”, the * SWOT
model”, “the neo-marketing approach of
sport”, “the strategic construction of the
brands”, “the economics of TV rights” or
“the particular situation of sport’s labor
market”.

Each section will be also illustrated with a
lot of case studies to give a very illustrated
approach. Prof. Michel Desbordes has
taught in many different countries like
China, USA, Canada, Senegal, England,
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Morocco, Iran, Russia, Korea, Spain,
Germany, India-+, and can therefore have a
very broad approach of sport marketing in
a very pedagogical way.

Additionally, he has published 34 books
and can be considered as very “up to
date”, together with the regular help of his
doctoral students who conduct top
research in the field.

This is the global approach that Pr. Michel
Desbordes wants to use during this course.
We will try to bring managerial solutions
during the course. After having enrolled
this course, students may have the will to
follow a full academic program in sport
management or to take some more

specific courses on other topics.

Brief introduction of the course

This course makes the link between sport economics and sport marketing in a

global perspective. The topics of geopolitics, country branding and

internationalization will also be used for a better understanding of the issues.

Also, is an introduction to sport management and sport marketing. Students

who enroll in this course will have a basic knowledge to understand the main

issues in sports field.

Topics

Module 1

Objective:

This part will be the broad introduction to the topic, and will
allow students to understand in which sense it is particular and
requires some specific skills. It is not only “marketing applied to
sport” , but also a question of “marketing of sport”.
Description:

Understanding sport marketing in the world: definitions,
general concepts and theoretical framework.

Module 2

Objective:
Sport marketing is everywhere, it is not only a question of
companies investing in sport. Everything. is connected
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countries, cities, federations, organizations, leagues, involved in

sport.

Description:

Current issues of sport marketing : globalization, trends for

brands and geopolitics.

Objective:

Sport economics is actually a mix of 3 big universes and it is

important to understand the global system and how those
Module 3 universes match together.

Description:

The 3 big universes of the global sport economics

Objective:

Sport marketing is a complex field and requires a lot of inputs

from other fundamental research fields. Sport economics is
Module 4 probably the most important one.

Description:

Some marketing concepts to make a link between sport

economics and sport marketing.

Objective:

Sport marketing is at a crossroad and it is very important to

understand the key issues for the next 10 years. Sport and

entertainment are actually fully linked and this is important to
Module 5 understand why.

Description:

Some recent trends and the future of sport marketing

distribution, e-sports, content rules, sponsorship vs. partnership

Objective:

Different models to analyze the strategy of organizations do

exist, but some of them are better than others in the case of
Module 6 sport.

Description:

The concepts and 7 models of strategy.

Objective:

Analyzing the reasons why the 2 biggest Leagues in the world

(the NBA from USA and European football) have started to
Module 7 become more international since the beginning of the 2000's.

Description:

Marketing of football and the NBA: product life cycle and

international branding strategies.
Module 8 Objective:




Here we will focus on some iconic brands in the field of
professional sport and describe what is a brand, and why some
brands are stronger than others.

Description:

Branding in sport : case studies.

Objective:

Here we will see that not all leagues/events have the same
approach  of internationalization. In  Some  cases,
internationalization is a necessity and easy because the sport is
Module 9 universal. In other case, it is either not expected and also very
difficult for cultural reasons (the diffusion of the sport).
Description:

The main strategies implemented by leagues/sport toward
internationalization : case studies

Objective:

Here we will show the students that the evaluation of the value
of a sport brand (manly a football club) depends on very
Module 10 different financial criteria (KPI) and also on the obejctives of the
buyer (owner).

Description:

Financial data and value of the brand in football : 3 methods.

Required Readings

1.Chanavat, N., Desbordes, M., Lorgnier, N.(Eds.) (2017). Routledge of football
marketing. Editions Routledge, UK, 448 p.

2.Chadwick, S., Chanavat, N., Desbordes, M.(Eds.) (2017). Handbook in sport
marketing. Editions Routledge, UK, 408 pages, décembre, 2eme édition.
3.Desbordes, M., Richelieu, A. (2019). International Sport Marketing
Contemporary Issues and Practice. Editions Routledge, avril, 224 p.
4.Desbordes, M., Aymar, P., Hautbois, C. (2019). The Global Sport Economy :
Contemporary Issue. Editions Routledge, mai, 330 p.

5.Bhasu, B., Desbordes, M., Sarkar, S. (Eds.) (2022). Sport management in an
uncertain environment. Springer India, Mumbai, India, under press.

Suggested list of the topics for the final project
1.The Chinese market for sport brands

2.China and football : the future of the World Cup ?
3.Sport and geopolitics

4.The internationalization of sport brands

5.Sport sponsorship and ambush marketing




6.Sport broadcasting and OTT platforms
7.Sport and FANG/GAFA : which investments for which issues ?

Criteria

Quiality of the sources used by students

The flow of the presentation

Clarity of thinking

Honesty and methodology used for the assessment
Ability to have a broad and international perspective

Class Expectation

This class is an introduction to sports economics and marketing. Sport
marketing, sport management in general, requires some skills, but also a lot of
passion. You may have the chance to find the “dream job” of your life, working
on a big sport event, for a football or basketball club or franchise, this is
unique and you should not miss it.

Through this course, Dr. Desbordes can also help you to define better your

professional project.




