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Abstract

The present paper examines promotion and commuoncésues of CSR activities of
major sport clubs and organizations in Greece. C&Rstrengthen the image, reputation,
achieve financial benefits, and create a competitdvantage for sport teams and
organizations. Thus, CSR communications are imjperédr their existence, protection of
the image and reputation and a safeguard of cotiveetadvantage. The qualitative
approach of the present study involves the cordeatysis of interviews administered to
marketing managers in seven different case studfeprofessional sport clubs and
organizations. The query on “How your club or oligahon promotes or communicates
CSR activities?” revealed the promotional mix of RC&ctivities and illustrated six
categories of communication in the Greek profesdisport context.

1. Introduction

The promotion and communication issue of CSR &etvin major Greek sport
clubs and organizations was examined in orderg@idde most common pattern among
them. While CSR can operate as an image boogtetatien enhancer, achieve financial
benefits, and create competitive advantage fort spganizations, the promotion and
communication of CSR efforts are somehow down rateshderestimated in the scope of
sport marketing and management. Thus, CSR relataechanications are important part
for the existence of a team, the protection ofrtfage and reputation and the safeguard of
competitive advantage. The query on “How your ohwborganization promotes or
communicates CSR activities?” revealed the promakionix of CSR activities and
illustrated six categories of communication in@reek professional sport context.

Theoretical Background

Waller and Conaway (2011) have acknowledged theggtbwing priority on
CSR issues creates a challenge for managers to “‘feav to communicate CSR
issues to stakeholders. Maignan and Ferrell (20@4k also suggested that in

* E-mail: john_douvis@yahoo.com, tel. 0030-6944200417



Douvis John et al. / Gymnasium

order for businesses to benefit from CSR, initegivthey have to achieve a smart
communication of CSR efforts to relevant stakehadd®omering and Dolnicar
(2009) have recommended that firms need to infdreir tconsumers in order to
achieve a better perception of their CSR initisgtivBlumrodt, Desbordes, and
Bodin, (2010) held that managers have underestdhthteimportance of CSR, and
disregarded the CSR communication as a real idsorawagement strategy. Hamil
and Morrow (2011) have implied that when enhancechmunication of CSR
activities implemented, then the accountability doss stakeholders and the
development of relational partnerships and netwarkdacilitated, and improved.
Walker and Parent (2010) have realized that thentyapf clubs, leagues, and
sport related organizations make use of the Inteaméhe reporting of their social
involvement practice. Lindgreen and Swaen (2010¥ Haund that organizations use
annual reports and websites to promote their bmanthe eyes of consumers and
stakeholders. Web based information tends to receiscrutinized attention from the
public concerning the quality and reliability ofetrshared information, (Jahdi &
Acikdilli, 2009). Besides, Pomering and Dolnica0@®2) have stressed out that the
emphasis must be placed upon public relations rrathan advertising when
communicating CSR. However, they make clear thaidifertising is used, then the
implementation factors need to be considered ierai@ avoid and reduce consumer
skepticism. Research has showed that CSR commianicabuld create a hostile
response to a firm by triggering stakeholders’ sk and cynicism, (Lindgreen &
Swaen, 2010). Consumers’ cynicism and mistrustitocompanies” or “green washers”
have been pinpointed as the difficulty towardsabeeptance of the CSR message when
communication activities are used (Jahdi & Acikdil009). The key challenge for
effective CSR communication is to overcome staldgrel skepticism and generate
favorable CSR attributions (Du, Bhattacharya, &,3€10). Jahdi and Acikdilli (2009)
have alleged that CSR type communications wouleédsential for the survival, the
maintenance of the image and reputation and thegtian of competitive advantage.
Thus, ethics and social responsibility should beuded in the strategic marketing
communication process. Public relations, advegjsand sponsoring (cause related
marketing) are considered as powerful communicatiats for conveying the CSR
message. They have proposed on site techniquesasutdrge TV screens, centre
brochures, and signs as CSR message conveyorgiréeémdand Swaen, (2010) have
argued that the stake is on what to say and howlitoabout CSR programs and
achievements in order to avoid negative connottidahdi and Acikdilli, (2009) have
also suggested that the content of the messagetatds evidenced to the main users of
the message, influences CSR awareness and inhirsutcess of communication
methods. The disclosure of CSR information is dépenhon the target audience.
Therefore, the CSR message should involve intelligeformation, regarding the
supported social issues or cause, and the sigriifitgportance of them for the society,
and provide focused details on how and where C8Rtives have influenced the
community and helped to address specific sociakgsgPomering & Dolnicar, 2009;
Walker & Kent, 2009). Du et al., (2010) have praubghat the content of the
communicated CSR message should incorporate theitment, impact, motives, and
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the fit with core values, of CSR activity. The chelng process, and company or
stakeholder specific factors are important anduamfte the results of CSR
communication. Likewise, Morsing (2006) has recomehéhat information package
should address the following four issues: a) thenme that CSR constitutes a common-—
shared concern, b) the proposition that CSR igdtirtk core business, c) the evidence to
demonstrate that CSR has an organizational suppod, d) and the results to
demonstrate that CSR has an objective claim.

CSR awareness difficulty has been confirmed andeaddd throughout the
literature. When consumers have low or little infation about the CSR activities,
then low CSR awareness occurs. CSR awareness nscial anoderator of CSR
effectiveness and negative affect CSR communicaéiffarts (Du et al., 2010;
Pomering & Dolnicar, 2009; Walker & Kent, 2009; \W&, Kent, & Vincent, 2010).

Regarding the source of the message, accordingalieVand Kent, (2009)
CSR information should come from creditable andted sources such as fan
groups; club related social networking platformsc. etAn unreliable or
untrustworthy source of communication could infloerthe CSR communication
by diminishing its effectiveness. To overcome nuisty hyperlinks to trusted non-
governmental organizations, academic institutiomd governmental departments
must be provided. Therefore, successful and effe@iSR communication requires
the source reliability and credibility to be addred (Jahdi, & Acikdilli, 2009).

Purpose of the study

The present study seeks to record, compare andocete the promotional
practices and the communication of CSR activities professional sport
organizations in Greece. A supplementary intentbrihe study was to analyse
CSR communication in order to draw some implicaifor Greek sport marketing
and management practitioners with respect to temture findings.

2. Material and methods

Seven case studies have been investigated witlsthef personal interviews
as a data collection method. The participating rgareor executives of different
sports organizations (professional clubs, leagaes, sport betting firms) have
been interviewed and encouraged to present the theily sport organizations
promote and communicate their social initiativelse Tjuestion, “How your club or
organization promotes or communicates CSR actpAtidias been particularized to
the CSR initiatives that teams or organizationsehavdertaken within the last five
years. Participants’ responses were digitally réedrand transcribed verbatim to
electronic documents as cases and then conteryizadalndividual responses have
been tabulated as cases (1- 7). The results asemiesl on Table 1.

3. Results and Discussions

The promotional mix represents the variety of aithat respondents have
mentioned when questioned about the way they chtmoegpand the information
and publicize their CSR activities. The promotiomaix of CSR activities has
depicted six thematic entities of promotion and pmmication which were
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categorized as the following: i) annual reports pmmication; ii) traditional
communication; iii) web-based communication; iéldi of play communication; v)
resource-based communication; and vi) public r@testicommunication. According
to the responses of the executives and managersalareports are a usual way for
documenting and presenting CSR activity to themsfathe public and their
shareholders. Worth mention is the fact that theigyating clubs and sport
organizations showcased an increasing patternilafing web-based information
and communication to expose their CSR efforts. Thisbe considered as a source
of transparency and direct communication. The fa#lglay communication refers
to the implementation of the initiatives during tgames and matches in the
leagues. This can be assumed as a very valuabtgicerahat results in the
dissemination of the social message to multiplgorects (spectators, participants,
TV and radio audiences and internet followers). Témults indicated that, clubs
and sport organizations utilize their unique comioation assets such as their
athletes, executives, supporters-fans, partnemssps to promote CSR. Public
relations and marketing communication were alsdizai to enhance the
promotion of CSR. Specific CSR themed support aartigypation in cultural and
artistic events, development of promotional cawsdated campaigns as well as
support and participation in CSR events organizgdobal authorities, represent
some of the described strategies.

Table 1 CSR Promotion & Communication: Responses per Case

Cases Responses
Case| Annual CSR Program, Press releases, Advertisingersmscommercials,
1 information, Official announcement on the webdit&R Report
Press releases —announcements, Lack of CSR rapoi8R posts on the
website (exclusive page), Intention to publish G8ports, Archive activities on
the website, Archive Video & communications on thebsite, Direct Media
briefing right after the action, In the final magshof European Championship,
No CSR communication to Internal Stakeholders
Sports & Daily newspapers, Internet sites (Blogs, €lubs, official website),
Banners inside the stadium, Announcements by a#)l&xposure on sponsqrs
Case| CSR page, Through high reputation partners (UN),chdnnels, friendly TV
3 channels, Official website and via live broadca&tws and press releases, No
use of the social networking site (Face book, ewittc), Intention to upload
material on YouTube, Through word-of-mouth, Live&dcast via internet
Shareholders intelligence with the social accodlitabreport, Update the
public with press releases, Report displays af@cheaction or in total,

Case

ste Advertising of actions on website, Advertising oftians in the media,
Messages by the logo of the action on the websKesual report, Activity
display in major games of the championship
Through websites, With press releases, Printed spedia, Through corporate
Case public relations/marketing, Electronic media, Brows and publications,
5 Intention to create a detailed CSR printed repArtjstic Exhibitions with

Sports content, Online auctions, In home matcheésriBution of informative
material of the action
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Through events, of regional administrative bodi@éthin the stadium by
adjusting rituals & audio & Video messages involyspectators, Brochures o
the fans, Official website through banner, Websifethe official league
Case | sponsor, Radios and newspapers locally and nalypn@lommunication
6 sponsors, In the Web site of supporters of the té&mess conferences, Central
formulated communication policy, Promotional cangpai that involve the
players, At European championships matches, Banimerthe stadium, I
specially designated places
Annual report, View Action within field of play, Bplaying action on th
website, View Action by media (partner subscriptiplatform), No display
action by advertisements, Allocation of media pargnto promote third part
actions (mediating role), Customize ritual in atyivcontent, Televised o
ceremonial fiesta, Interviews with leading actolromotional T-shirts
Speeches of representatives, Involvement of pagxecutives in the awarding
of prizes, Presentation at derby matches

1%

Case

<]

4. Conclusions

The literature suggests that initiatives must begahtly communicated to
relevant stakeholders, to inform consumers in oraerbetter perceive CSR
initiatives (CSR awareness). It also suggests Wiagn CSR communication is
implemented, stakeholder accountability, partn@shand network development
are facilitated and improved. The challenge is teercome stakeholders’
skepticism and generate favorable CSR attributibos.these reasons the content
of the CSR message and the source credibility &mnajor importance. More
specifically CSR awareness can be used, as a measuCSR effectiveness,
therefore it is crucial to use CSR type of commatian in order to enhance the
sport consumers’ and fans’ awareness levels oreitierging social initiatives of
the organization. The response to the question “iyowr club or organization
promotes or communicates CSR activities?” has fedethe promotional mix of
CSR activities, which illustrates six categories a@mmunication. Taking into
consideration the suggestions from the literaturel @he findings from the
interviews, we can draw some conclusions regartiieggeneral pattern of CSR
promotion in professional sport in Greece. The gamaodel of promotion of CSR
activities follows the imperatives of the findingbtained from the literature. As
presented in Table 1, in all cases the promotio@8R actions comes into effect
through many different ways. However, the aim & pgresent study, besides the
extensive case by case analysis was to illustia¢e general pattern of CSR
communication in professional sport in Greece. & @bhttempts to develop a general
conceptualized outline of the overall CSR promatiogpattern. In this table, every
response has been indexed into similar nodesdiraufated the six categories of the
promotional CSR mix. The criterion of indexing sities into one or the other
category was the proximity of the activity to thearacter of the category.
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Table 2 Promotional mix of CSR, Types of communication: Categorized Responses

Type of
Promotion

Description

Annual Reports

Annual report, CSR Report, Intention to publish G&ports, Shareholde
intelligence with the social accountability repéeport display after eaq
action or in total, an Analytical annual progranC&R

Traditional
Communication

Press releases —announcements, Direct Media Qrigfint after the
action, news, and press releases, Update the pubficpress release
With press releases, Press conferences, Advertisstgrs, commercial
information, Sports & Daily newspapers, TV channdlendly TV
channels, advertising of actions in the media, t€dinsport media
Brochures and publications, Distribution of infotive material of the
action, Brochures to the fans, View Action by thedia (Cable TV
subscription platform), TV Coverage of ceremoniakths, Radio an
newspaper/ locally and nationally, Speeches oft¢hen's executives (
representatives

Web based
Communication

Official announcement on the website, CSR posts wabsite
(exclusive page), Archive activities on the wehskechive Video &
communications on the website, Internet sites (8ldgin clubs,
official website),Visibility on sponsors CSR pagdefficial website
and via live broadcast, Advertising of actions osbgite, Message
by the logo of the action on the websites, Throughbsites,
Electronic media, Online auctions, Official websitéarough banne
on the site of the official league sponsor, Dispigyaction on the
website, Intention to upload material on YouTubeelbroadcast vig
internet, On the website of supporters of the team

IS

v

U

br

Field of Play
Communication

Banners inside the stadium, Customize ritual iniviict content,
Presentation at derby matches, In home matchés ifnal matches g
the European Championship, Within the stadium byssidg rituals &
audio-video messages involving spectators, ViewioAcwVithin the
field of play, Activity display in major games dig championship, I
Matches at European level, Banners in the stadium

—

Resource-based
Communication

Announcements by athletes, Through high reputgiemners (UN),
Through word-of-mouth, Allocation of media partnds promote
third party actions (mediating role), Promotionangpaigns tha
involve players, Interviews with leading actorsyvdivement of

Public relations
Communication

partners, executives in the awarding of prizes, nSprs
communication
Through corporate public relations/marketing, Gantformulated

communication policy, Promotional T-shirts, ArtistExhibitions with

Sports content, Through events with regional adstnative bodies

In agreement with the findings of Walker and Par@10) and Lindgren
and Swaen (2010), professional sport organizatiorthe Greek context use the
Internet extensively for the promotion and commatian of CSR activities. In
addition, the use of the field of play during mashand the adjustment of the
ritual of the game to CSR actions (starting of ¢gfaene, halftime and commercial
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breaks, closing of the game) are in accordance Yatidi and Acikdilli (2009),
who proposed the utilization of on-site techniqeesh as the usage of video
boards, match program, signage and banners as C8&sage conveyors.
Promotion and communication of CSR activities tlgtodraditional ways such as
advertising and public relations have also beehzeti in the examined cases
(Jahdi & Acikdilli, 2009; Pomering & Dolnicar, 2009

The present study is limited with respect to theareiation of CSR
awareness, the trustworthiness of the source o€C®Ie messages, the content of
CSR message, and the magnitude of CSR informaigsemiinated through the
promotion of CSR in professional sport organizagionGreece. This is due to the
conciseness of the research question of the pressedirch paper, which excluded
from the analysis issues beyond the scope of thidysThus, future work in this
field should, address the issue of identificatibmetevant stakeholders in the field,
in order for Greek sport clubs and organizationsdmmunicate CSR efforts with
more precision and effectiveness. In addition,heirtresearch could examine the
content of the messages of each case and expdhd @malysis of more cases in
the specific field, through the examination of setary data. This will shed more
light and will provide further valuable insight amad the correctness of the CSR
communication efforts. Issues such as commitmempact, motives, and the fit
with core value that belong to the communicated GB&ssage should be the
parameters of future content examination.

Implications for sport Marketing and Management

In conclusion, it is suggested that managers anecwies of sport
organizations need to re-evaluate the importandet@me-examine their approach
to cause related strategies, thus getting involwece energetically with the design
and implementation of CSR initiatives. It is impera for sport organizations to
enhance the awareness and the positive percepdiotisattitudes of the sport
consumer toward CSR initiative, by putting intogiree CSR communication as a
real issue of management strategy. This means dponel effectively to the
challenge of learning how to communicate CSR issoiesakeholders, to take care
the quality and reliability of the shared infornwetti in order to overcome
stakeholders’ skepticism, to generate favorable @8Rbutions, and to use the
ethics and social responsibility in the strategi@rketing communication process.
They also need to rely their communication effarispublic relations, advertising,
and sponsoring (cause related marketing) and seuiimate their CSR messages
through creditable and trusted sources such agréamps and social networks.
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