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Contextul si interesul cercetarii

., Nu cei mai puternici sau cei mai inteligenti vor supravietui, ci aceia care pot gestiona cel mai

bine schimbarea”.

Prof. Leon C. Megginson, Presedinte al Southwestern Social Sciene Association

Pornind de la ideea amintita anterior, cercetarea si-a propus in primul rind sa adapteze
cunostintele din domeniul afacerilor internationale la sistemul sportiv. Demersul era unul dificil
si in acelasi timp unul necesar, intrucat literatura de specialitate (chiar si cea internationald) nu
oferea alternative privind analiza Tn acest domeniu. Tn plus, datele care puteau si sprijine un
asemenea demers (fie ele de ordin financiar, fie ele din analizele sociologice privind implicarea
in sport) erau fie insuficiente, fie trebuiau colectate din zeci de rapoarte anuale privind
activitatea organizatiilor sportive.

Sistemul sportiv este unul complex, care spre deosebire de altele presupune o
multitudine de actori interesati implicati In procesul gestionarii afacerilor internationale.
Gruparea lor era una imperativ necesara din perspectiva temei alese. Tocmai de aceea, titlul
lucrarii contine sintagma ,,0 noud perspectiva”, ea referindu-se la o noua perspectiva de analiza
privind actorii implicati in sport. De asemenea, titlul lucrarii contine sintagma ,,0 noud
dimensiune ”, sintagma care se refera la dimensiunea analizei in sine, Th viziunea unor profesori
precum Ricky Griffin si Michael Pustay (autori ai tratatelor ,,/nternational Business”), sportul
reflectand cel mai bine domeniul afacerilor internationale.

Dincolo de tranzactiile care pot fi realizate in acest domeniu raportate la sistemul sportiv,
lucrarea 1si propune sa surprinda exact complexitatea la care autorii amintiti anterior se refera.

Tntrucat mediul sportiv este unul diferit depinzand de mai multe categorii de actori,
analiza s-a derulat pe mai multe planuri:

- un prim plan al definirii termenilor si conceptelor necesare;

- un al doilea plan privind analiza politicilor publice de care sistemul sportiv are nevoie pentru
a putea supravietui;

- un al treilea plan privind analiza brandingul in sport, intrucat acesta reprezintd un proces
complex care face ca organizatiile sportive private sd se identifice cu comunitatile din care fac

parte, obligand astfel actorii publici sd le sprijine;
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- un al patrulea plan privind analiza guvernantei in sistemul sportiv, mai exact a modului cum
este organizat raportul dintre toti actorii implicati in sport si principiile care guverneaza aceasta
organizare;

- un al cincilea plan (partea practica, ultimele doua capitole) privind analiza derularii afacerilor
internationale in mediul influentat de planurile anterioare de analiza.

Tntrebarea de cercetare de la care a plecat lucrarea este, asadar: ,, Ce anume influenteazi
afacerile internationale in domeniul sportiv si cum pot fi tratate incertitudinile legate de
mediul in care ele sunt gestionate?”

Prin urmare enuntul tezei si totodata raspunsul la intrebarea de cercetare este:

Guvernanta sportiva (sistemica) influenteazi afacerile internationale in sport si
poate reprezenta principalul proces de tratare a incertitudinilor legate de mediul Tn care
ele sunt derulate, prin gestionarea dinamicii proceselor de branding si politici publice.

In cercetarea intreprinsa un rol important a fost jucat de pasiunea pentru sport coroborati
cu interesul pentru modul in care pietele sunt influentate de diversi factori. Acest lucru a dus la
cercectarea pe de o parte a dinamicii mediului Tn care pot fi derulate afacerile internationale in
sport, iar pe de altd parte la identificarea unor variabile noi, dintr-o noua perspectiva care ar
putea sa influenteze acest mediu.

Prin urmare, confirmarea existentei acestor variabile a fost facuta odata cu studiile de
caz efectuate avand ca obiect principalele organizatii sportive din lume si anume:

- Federatia Internationala de Fotbal (FIFA) — care Inglobeaza sub umbrela sa toate confederatiile
continentale de fotbal (precum UEFA spre exemplu) si organizeaza competitiile globale si
membrii lor afiliati (federatiile nationale);

- Uniunea Asociatiilor Europene de Fotbal (UEFA) - federatia europeana de fotbal care
inglobeaza toate federatiile europene (si alte cateva federatii precum Israel sau Kazahstan) si
organizeaza competiile eurpene de fotbal la nivel de echipe nationale si de cluburi sportive;

- Federatia engleza de fotbal (The FA) — cea mai veche federatie de fotbal din lume care
organizeaza cea mai importanta competitie de sport nationald si anume Premier League.

In final, vor fi propuse mai multe instrumente de analizd noi in domeniul afacerilor

internationale in domeniul sportiv.



Obiectivele si ipotezele cercetarii stiintifice

In raport cu problemele prezentei cercetiri, obiectivele acesteia pot fi grupate in procesul
de conceptualizare si cel de operationalizare al domeniului ales.
a. In privinta procesului de conceptualizare obiectivele cercetirii au fost deja indeplinite,
respectiv:
v" 1. revizuirea literaturii de specialitate privind identificarea beneficiilor sportului pentru
societate?;
v' 2. revizuirea literaturii de specialitate privind domeniul ales spre analizi, respectiv cele
privind?:
V' a) clasificarea actorilor interesati;
v"b) procesul de branding in sport;
v' ¢) politicile publice in sport;
V' d) procesul de guvernantdi sistemica si management In sport.
v" 3. identificarea dinamicii procesului de branding si a politicilor publice in sport, Tn
raport cu mediul si performanta sportiva;
v' 4. identificarea variabilelor care pot afecta dinamica afacerilor internationale si a

guvernantei sistemice?;

b. In privinta procesului de operationalizare, obiectivele cercetirii inca ramase de indeplinit
sunt:

1. identificarea modului in care pot fi crescute veniturile sistemului sportiv/organizatiei
sportive;

2. identificarea metodelor prin care poate fi promovat un sport in sine/ o organizatie sportiva
(cresterea ariei de promovare si cresterea ariei de selectie);

3. identificarea unui set de instrumente de actiune in privinta cresterii eficientei afacerilor
internationale in sport;

4. dezvoltarea unui plan strategic de abordare a afacerilor internationale si guvernantei

sistemice in sport, precum $i a unor noi metode de analizd;

! obiectiv realizat in Cap.3 al prezentei cercetéri;
2 obiective realizate in primele 4 capitole ale prezentei cercetri;
3 obiectiv realizat in Cap.5 al prezentei cercetéri;
4 obiectiv realizat in Cap.5 al prezentei cercetari;



5. identificarea principalelor tendinte in ceea ce priveste guvernanta sistemicd si afacerile
internationale in sport.

Ipotezele confirmate pe parcursul cercetarii sunt:
Ip:. Popularitatea Tn randul principalelor mijloace social-media este in general reflectia
succesului organizational financiar global generat de brandurile sportive, prin urmare
procesul de branding sportiv are in primul rand in vedere platforma de comunicare, dar si
recunoasterea olimpicd, lucru care asigurid promovarea globalid a imaginii unui sport/
organizatii sportive. Aceastd ipotezd de cercetare a fost confirmatad odata cu analiza efectuata
in studiul de caz dedicat organizatiei FIFA.
Ip2. Dimensiunea culturala afecteazd modalitatea in care poate fi construit si comunicat
brandul sportiv. Aceastd ipoteza de cercetare a fost confirmata odata cu analiza efectuata in
studiul de caz dedicat organizatiei1 UEFA.
Ips. Istoricul local privind crearea si comunicarea brandurilor sportive contribuie la emotia
colectivi generatd de anumite sporturi, competitii sportive sau evenimente sportive. Aceasti
ipoteza de cercetare a fost confirmatd odatd cu analiza efectuatd in studiul de caz dedicat
federatiei engleze de fotbal (The FA).
Ips. Politicile publice privind brandingul de loc se reflecti si in dezvoltarea brandurilor
sportive locale, acestea din urmad fiind chiar in centrul procesului de branding de loc. Aceasta
ipotezd de cercetare a fost confirmatd odatd cu analiza efectuatd in studiul de caz dedicat
federatiei engleze.
Ips. Autonomia sistemului sportiv depinde in mare mdasura de modul in care statul si
organizatiile internationale se raporteaza la acesta, fiind la discretia acestora de a se implica
sau nu in sistemul sportiv si de a o limita sau nu prin intermediul politicilor publice. Aceasta
ipotezd de cercetare a fost confirmatd odatd cu analiza efectuatd in studiul de caz dedicat
organizatiei FIFA
Ips. Guvernanta sportiva (sistemica) poate sd creeze un cadru care sda incurajeze investitiile
publice si/sau private in sport. Aceasta ipoteza de cercetare a fost confirmata odata cu analiza
efectuatd in studiul de caz dedicat organizatiei UEFA.

Pe intreg parcursul partii practice si mai ales pentru demostrarea ipotezelor de cercetare
au fost folosite urmatoarele metode de cercetare calitativa: analiza de continut (a

documentelor anuale privind raportul de activitate al organizatiilor sportive enuntate anterior),



observatia, analiza cauza-efect, analiza input-output, analiza scenariilor, iar cercetarea se va
incheia prin crearea unor instrumente care pot fi folosite in coordonarea strategica in afacerile
internationale, tratarea riscurilor in managementul afacerilor internationale si nu 1n ultimul rand
in evaluarea performantei organizatiilor sportive sau a celor implicate in sport. In plus, la
inceptul lucrdrii a mai fost folositd si metoda revizuirii literaturii de specialitate, iar la finalul

lucrarii este folosita si metoda de evaluarea a rezultatelor SWOT.
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Pozitionarea epistemologica si metodologia cercetarii stiintifice

Tntr-un domeniu precum cel al afacerilor internationale, unde un nou fenomen atrage
rapid atentia partilor interesate, explorarea calitativa poate ajuta la identificarea si intelegerea
unui nou fenomen/concept, dar si a resurselor necesare unei cercetdri academice utile. Pietele
mereu in dezvoltare, companiile mereu dornice de expansiunea globala ofera o certitudine si
anume ca ele sunt mereu vrednice de o cercetare empirica, prin urmare se poate pune intrebarea:
Este nevoie de noi conceptualizari, noi aborddri teoretice (in primul rdnd) sau ceea ce este
stiut despre acest domeniu din punct de vedere teoretic este suficient cit sa lumineze intreg

spectrul cunostintei privind managementul afacerilor internationale?

Din aceasta perspectiva, cercetarea respecta rigorile intrebarii, intrucat se concentreaza
in primul rdnd pe noi aborddri teoretice, cercetarea existentd in domeniul afacerilor
internationale in sport fiind una insuficienta. In acelasi timp, ea formuleazi in a doua faza si
detaliile privind operationalizarea conceptelor studiate, oferind astfel o noua metoda de analiza

atat in sport, cat si in afacerile internationale.

Aceeasi autori enumerati anterior in tratarea domeniului afacerilor internationale

urmaresc urmatoarea directie de analiza:

d) managementul
operatiunilor in
afacerile
internationale

c) managementul
strategic al afacerilor
internationale

b) mediul
international

a) pietele mondiale

Figura 1. Directii de analiza in literatura de specialitate in managementul afacerilor

internationale
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Proiectul de cercetare urmareste de asemenea o directie similara de analiza, identificand
cateva dintre pietele principale in care sistemul sportiv activeazad, mediul international si oferind
instrumente de actiune privind managementul strategic si cel al operatiunilor in afacerile
internationale. Totusi, perspectiva este una diferita intrucat toate acestea sunt analizate in raport
sistemul sportiv, ele dand nastere unei alte dinamici si depinzand de anumite variabile cu totul

diferite.

Rationamentul deductiv este cel mai des folosit in domeniul cercetarii. O cercetare
bazata pe un astfel de rationament presupune dezvoltarea unei intrebdri si a unui raspuns
(declaratii) privind teoriile existente n literatura de specialitate. Acest raspuns ar sugera faptul
ci existd o legdtura intre doud sau mai multe concepte (sau variabile). Tn demonstrarea lor vor
fi confirmate mai multe ipoteze, colectate date privind testarea lor si utilizarea rezultatelor

pentru a confirma, modifica sau respinge teoria utilizata in dezvoltarea lor.

In privinta metodologiei prezentei lucrari, ea isi are baza in fundamentele metodologiei

deductive de cercetare® si ar putea fi comprimati astfel:
|. IDENTIFICAREA PROBLEMELOR .
(STABILIREA CONTEXTULUI CERCETARII)
II. PREZENTAREA POSIBILELOR SOLUTII

I1l. IDENTIFICAREA OBIECTIVELOR DE
ANALIZA
IV. PREZENTAREA METODELOR DE _
ANALIZA ST ANALIZA PROPRIU-ZISA
V. COMPRIMAREA SI EVALUAREA
REZULTATELOR

Figura 2. Metodologia cercetarii

5 Gratton C., Jones l., Research methods for sports studies, 2010, Edit. Routledge, New York, p.36
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In ceea ce priveste realizarea obiectivelor, aceasta se va realiza prin metodele de
cercetare calitativa utilizate pentru demonstrarea ipotezelor de cercetare si vor fi: analiza de
continut (a documentelor anuale privind raportul de activitate al organizatiilor sportive enuntate
anterior), observatia, analiza cauza-efect, analiza input-output, analiza scenariilor, iar cercetarea
se va incheia prin crearea unor instrumente care pot fi folosite in coordonarea strategica in
afacerile internationale, tratarea riscurilor in managementul afacerilor internationale si nu in

ultimul rand, in evaluarea performantei organizatiilor sportive sau a celor implicate in sport.

Aceste analize se vor centra Tn special pe modalitatea de aplicare a variabilelor

identificate anterior si pe dinamica proceselor in cadrul studiilor de caz propuse.

Analiza propriu-zisa va fi axata pe mai multe studii de caz si anume avand ca obiectiv
principal fotbalul — fiind principalul sport ca punct de interes Tn intreg sistemul sportiv global,
atat din punctul de vedere al popularitatii organizatiilor sportive private, cat si din perspectiva

organizatiilor sportive cu caracter public:

1) FIFA (Federatia Internationala de Fotbal) si modul cum aceastd organizatie se

raporteazd la scena afacerilor internationale, In principal prin promovarea competitiei ,,FIFA

World Cup”;

2) UEFA (Federatia Europeand de Fotbal) si modul cum aceastd organizatie se
raporteazd la scena afacerilor internationale, in principal prin promovarea competitiei ,,UEFA

Champions League”;

3) F.A. (Federatia Engleza de Fotbal) si modul cum aceasta organizatie se raporteaza la

scena afacerilor internationale, in principal prin promovarea competitiei ,,Premier League”.
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Prezentarea sintetica a capitolelor si concluziilor lucrarii

Capitolul 1 intitulat ,,Notiuni introductive” trateaza notiunile introductive esentiale
ce trebuiesc retinute si mai exact face o ampla revizuire a literaturii de specialitate in domeniul
afacerilor internationale n sport si a conceptelor ce urmeaza a fi utilizate. In acest sens trebuie
amintite notiuni precum: sportul privit ca o afacere internationald, distinctia intre principalele
patru categorii de actori implicati In sport (organizatiile sportive cu caracter public, organizatiile
sportive private, organizatiile publice implicate in sport, organizatiile private implicate in sport),
distinctia intre sportul amator si cel profesionist, importanta marketingului sportiv si dezvoltarea

brandurilor sportive si nu in ultimul rand prezentarea importantei eticii in sport.

Capitolul 2 intitulat ,,Politici publice in sport” continua expunerea teoretica cu
detalierea politicile publice in domeniul sportiv si oferd diferite exemple pozitive de actiuni
concentrate a statelor in acest domeniu. Capitolul se deschide prin prezentarea importantei
sportului in societate din perspectiva economica, sociala si a sanatatii populatiei. Pornind de la
importanta acestui domeniu pentru sandtatea populatiei este facutd mai apoi o radiografie
privind importanta politicilor publice in sport la nivel international (pe modelul european),

national si local.

Capitolul 3 intitulat ,,Brandingul sportiv” continua expunerea teoretica cu prezentarea
procesului de branding sportiv. Sunt prezentate originile aplicarii acestui concept in sport,
precum si clasificarea lui in cadrul acestui domeniu. Crearea emotiei sportive apare ca rezultat
al procesului de branding, iar in finalui acestui capitol este prezentata legatura intre promovarea
sistemului sportiv si conceptul de divertisment modern. Sportul este astdzi asadar cea mai
avansatd formd de divertisment datoritd diferitelor procese de branding desfasurate fie
individual, fie sub umbrela brandingului de eveniment. El in sine un mijloc ce contribuie la
procesul de promovare, brandingul de eveniment (ca parte integrantd sau nu a unei competitii

sportive) oferind o grupare a continutului de divertisment produs sub umbrela sa.

Capitul 4 intitulat ,,Managementul si guvernanta in sport” este ultimul in ceea ce
priveste partea teoreticd a prezentei lucrdri. El prezinta tranzitia spre un sistem de guvernanta
care integreazd managementul sportiv si se referd la prezentarea modului in care conceptul de

management si cel de guvernantd isi gasesc aplicarea in sport, ca punte intre sistemul public si
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cel privat din sport. Sunt prezentate principalele modele de guvernantd (organizationald si
politicd), relatiile dintre acestea si nu in ultimul rand importanta guvernantei sistemice care le
inglobeaza pe toate acestea si la care lucrarea face referire raportand-o la sistemul sportiv. Spre
deosebire de capitolele ce tin de partea practica si ale caror concluzii vor fi integrate n
concluziile finale ale lucrarii, primele patru capitole teoretice contin fiecare concluzii
preliminare, nu doar pentru a concentra esenta continutului lor, ci si pentru a sublinia directiile

viitoare spre care ar putea continua Cercetarea teoretica.

Capitolul 5 intitulat ,,Globalizarea afacerilor internationale in domeniul sportiv”
este de fapt unul din cele doud capitole practice ale prezentei lucrari si se deschide cu un scurt
studiu de caz care ar putea redefini piata sportului actuala si anume implicarea guvernului chinez
in promovarea fotbalului ca sport national. Analiza conceptului de globalizare a afacerilor
internationale 1n sport a deschis mai multe directii de actiune i anume: prezentarea importantei
competitiilor sportive internationale si a evenimentelor sportive majore, identificarea dinamicii
procesului afacerilor internationale precum si a variabilelor care pot influenta afacerile

internationale in sport (sau definirea importantei sportului in sine pentru societate).

Capitolul 6 intitulat ,,Analiza privind managementul afacerilor internationale in
fotbal in raport cu procesul de guvernanta” este al doilea capitol la partii practice si ultimul
capitol al lucrdrii si vizeaza o analizd punctuala care prezinta mai intdi metodologia intregii
lucrari, iar mai apoi ofera trei studii de caz privind cele mai importante organizatii sportive si
competitiile sportive organizate de catre acestea, care sunt cele mai populare competitii sportive
st din lume si care definesc cel mai raspandit sport din lume si anume fotbalul. Ea cuprinde, de
asemenea, o analiza detaliatd privind dinamica proceselor si identificarea principalelor variabile
care influenteaza afacerile internationale in fotbal si de asemenea cuprinde si diverse propuneri
privind instrumente nou create de analizd in domeniul afacerilor internationale si nu in ultimul

rand prezinta principalele tendintele din domeniu.

Principalele concluzii sunt legate de faptul cd afacerile internationale derulate in

domeniul sportului trebuie sa tini cont asadar de trei aspecte majore:

- cultura si policile publice derulate in domeniul sportului intr-un stat- acest fapt presupune
modul in care actorii publici decid sa se aseze in raport cu federatiile sportive nationale si

internationale;

15



- procesele de branding sportiv si implicit modul in care cluburile sportive se raporteazd la
mediul in care activeazd- acest fapt presupune ca in functie de sport, de impactul pe care acesta
il are in societate, dar si in functie de diferitele tipuri de procese de branding si re-branding
aplicate atat la nivel organizational, cat si personal (cel al sportivilor) si sportiv (a sportului in
sine), organizatiile sportive sa 1si adapteze modul de abordare in functie de piata si cerintele ei.
Spre exemplu, in fotbalul din SUA, datorita faptului ca organizatiile sportive private (cluburile)
nu beneficiaza de traditia pe care o au cele europene, acestea decid sd isi promoveze imaginea
sportivilor Tn primul rand (ex. cazul clubului L.A. Galaxy care promova intens atat pe plan
national cat si international imaginea unor sportivi precum Zlatan Ibrahimovich sau David
Beckham).

- mediul international care presupune o implicare din ce in ce mai puternicd a organizatiilor
internationale in sport — fie pe calea judiciara (deciziile CJUE in domeniul sportului, in special
in ceea ce priveste domeniul concurentei), fie prin intermediul guvernantei europene in
domeniul sportului (ex. eforturile Consiliului si Comisiei Uniunii Europene privind stabilirea
unor principii organizatorice comune si echitabile in ceea ce priveste organizarea sportului la

nivel european).

De asemenea viitorul curs al afacerilor internationale este in prezent mai mult ca
niciodata conditionat de abilitatea colectiva a oamenilor de a face fata externalitatilor
complexe la nivel mondial, schimbarilor climatice si energetice, disponibilitatea apei si
aprovizionarea cu hrani, presiunile migratorii in crestere, ,,popularizarea” sistemelor
democratice, atentiei mass-media constanta, securitatea etc. Toate acestea necesita cercetari
privind negocierea si colaborarea complexd a mai multor parti. Scolile de relatii internationale
si diplomatie s-au concentrat Th mod expres pe toate aceste domenii si mai putin pe domeniul
sportiv, fara a constientiza ca acest domeniu reprezinta principalul punct de interes social pentru
aproape toate natiunile si culturile in general. Strategiile organizatiilor sportive sau a celor
implicate in sport vor necesita astfel intelegerea si negocierea situatiilor complexe create intre
diferitele organizatii. In privinta factorilor generali de mediu, anterior am aritat faptul ca acestia
reprezinta o variabila a afacerilor internationale in sport in sine, astfel ca problemele privind
energia, apa si in general sustenabilitatea, nu se limiteaza la industriile extractive, ci pot afecta

chiar si sistemul sportiv.
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Globalizarea s-a mutat de bunuri si capital la oameni. Migratia nu este un fenomen
nou, dar ceea ce este nou este cresterea populatiilor multiculturale, nu neaparat in ceea ce
priveste sectorul organizational, cat cel al consumatorilor in general (ex. diversificarea culturala
din Germania din ultimii ani). Pietele mixte, unde oamenii au diferite identitati culturale, devin
din ce in ce mai importante de studiat, iar studiul acestora trebuie sa depaseascad studiile

traditionale interculturale.

Dincolo de metodele de cercetare cantitative bazate Tn special pe interviuri
structurate si chestionare standardizate, este nevoie de o cercetare calitativa care sa ia In
considerare diferitele variabile multiculturale si actiunea actorilor publici care pot
influenta contextul in care piata se afli. Companiile multinationale trebuie sa ia n
considerare acest context multicultural al pietelor, si isi ajusteze atat oferta cat si

modalitatea de a tranzactiona tinind cont de diferite variabile.

Contributii personale si sinteza propunerilor

Principalele contributii si propuneri ale autorului au fost:
- revizuirea literaturii de specialitate privind concepte precum autonomia sistemului sportiv,
brandingul sportiv, politicile publice Tn sport etc. — din dorinta de a pune sub o noua lumina
concepte si interpretdri care produc dezbateri in literatura de specialitate;
- definirea si interpretarea proprie a principalelor categorii de actori implicati in sistemul
sportiv si a procesului de guvernanta sistemica din sport — din dorinta de a aduce claritate in

ceea ce priveste categorisirea si procesul de analiza a principalilor actori din sport;
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-dezvoltarea unei metodologii noi de analizd in afacerile internationale in sport — care sa aiba
n vedere contextul Tn care acestea se deruleaza si variabilele le-ar putea influenta;

- dezvoltarea unei analize calitative relevante privind organizatii precum FIFA, UEFA si The
FA — care a avut in vedere confirmarea ipotezelor de cercetare amintite anterior;

- identificarea dinamicii proceselor in contextul guvernantei sistemice din sport — intrucat o
organizatie dinamicd, moderna trebuie sd fie in pas cu schimbarile sistemului in care activeaza
si, prin urmare, trebuie sa acorde o atentie sporitd mediului,

- identificarea $i analiza unor variabile privind afacerile internationale in sport — intrucat ele
pot face diferenta intre acceptarea unui sport si succesul unei competitii sau eveniment sportiv
ntr-o cultura sau respingerea sportului si esecul competitiei sau evenimentului sportiv. Tocmai
din acest motiv, analiza variabilelor a identificat un numar de patru perspective din care pot fi
analizate variabilele si anume: factorii psihologici, procesul de branding, cresterea loialitatii si
mediul. Una dintre contributiile si propunerile majore a fost ca aceasta analiza sa fie extinsa atat
din perspectiva analizei scenariilor privind dezvoltarea fotbalului, cat si din perspectiva
raportarii sale la modul in care fiecare din tipurile de organizatii sportive identificate 1si pot
creste veniturile din aceasta perspectiv;

- dezvoltarea unor noi instrumente de analizd in afacerile internationale in sport — propunerile
si princilalele contributii au fost formularea unui plan strategic de actiune in guvernanta
sportiva, un model nou de analizd a riscurilor in ceea ce priveste derularea afacerilor
internationale in sport si, nu in ultimul rand, identificarea unor indicatori de masurare a
performantei in managementul afacerilor internationale in sport;

- identificarea principalelor tendinte in materia afacerilor internationale in sport - situatiile
paradoxale din aceastd materie, modul in care piata chinezd evolueaza, dar si promovarea

sporturilor de contact.

Limitele si perspectivele viitoare ale cercetarii

Pentru a putea realiza un asemenea demers de cercetare lucrarea avea inca de la Inceput

anumite dificultiti in realizarea ei (limite ale cercetirii) si anume:
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- lipsa unei literaturi de specialitate ample care sd acorde in mod expres atentie derularii
afacerilor internationale in sport;

- lipsei centralizdrii datelor financiare din diverse sporturi si mai ales a unor studii destinate
compararii lor;

- neclaritatea datelor cu privire la importanta sportului in economia mondiald, precum si In
economiile nationale;

- lipsa unor definiri clare a multora dintre conceptele ce urmau a fi utilizate.

Directii viitoare de cercetare ar putea consta in:
- analiza privind importanta afacerilor internationale in domeniul sportiv din perspectiva
importantei lui in domeniul sanatatii, plecand mai exact de la rezultatele Eurobarometrului
privind inactivitatea fizica;
- analiza privind importanta afacerilor internationale in domeniul sportiv din perspectiva
importantei economice (plecand de la definitia Vilnius privind domeniul sportului);
- analiza privind identificarea si tratarea riscurilor in managementul afacerilor internationale in
sport;
- elaborarea un studiu comparat de drept international vizand regimul fiscal din diverse tari in
ceea ce priveste sustinerea sistemului sportiv. In masura in care acest lucru ar putea fi posibil de
realizat, el ar putea oferi o claritate in ceea ce priveste pietele mai atractive si mai putin atractive
pentru eventualii investitori Tn sport;
- 0 analiza detaliata privind expansiunea globala a companiei UFC si a masurilor pe care le-ar
impune un asemenea demers aplicind modelul de analiza in afacerile internationale propus in
partea practica.

In incheiere, trebuie mentionat faptul ci multa vreme sistemul sportiv s-a confruntat cu
mai multe critici privind legalitatea si utilitatea guvernantei sale. In loc si propuni o
restructurare greu de realizat in sensul reorganizarii din temelie a sistemului sportiv, lucrarea
vine Tn sprijinul tuturor actorilor implicati in fenomenul sportiv si se doreste a fi un manual de

bune practici in domeniul afacerilor internationale in sport, adaptat sistemului sportiv actual.
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The context and interest of research

"It is not the strongest or smartest who will survive, but those who can best manage change."

Prof. Leon C. Megginson, President of the Southwestern Social Sciene Association

Starting from the previously mentioned idea, the research aimed first of all to adapt the
knowledge in the field of international affairs to the sports system. The approach was a difficult
one and, at the same time, a necessary one, as the specialized literature (even the international
one) did not offer alternatives regarding the analysis in this field. In addition, the data that could
support such research (either financial or from sociological analyzes of involvement in sport)
were either insufficient or had to be collected from dozens of annual reports published by sports
organizations.

The sports system is a complex one, which unlike others involves a multitude of
stakeholders involved in the process of international business. Defining them was imperative
from the perspective of the chosen theme. That is why the title of the paper contains the phrase
"a new perspective", referring to a new perspective of analysis regarding the actors involved in
sports. Also, the title of the paper contains the phrase "a new dimension", a phrase that refers to
the size of the analysis itself, like in the views of professors such as Ricky Griftin and Michael
Pustay (authors of "International Business" treatises), sport best reflects the field of international
business.

Beyond the transactions that can be made in this field related to the sports system, the
paper aims to capture exactly the complexity to which the authors mentioned above refer to. As
the sports environment is different depending on several categories of actors, the analysis was
carried out on several levels:

- the first one being trying to find appropriate definitions of the necessary terms and concepts;
- the second one being the analysis of public policies that the sports system needs in order to
survive;

- the third level, the analysis of branding in sport, as it is a complex process that makes private
sports organizations identify with the communities they belong to, thus forcing public actors to

support them;
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- the fourth level, the analysis of governance in the sports system, namely the way in which
relationships between all the actors involved in sport are organized and the principles that govern
these relationships;

- a fifth level (the practical analysis part, last two chapters), the analysis of the conduct of
international business in the environment influenced by previous analysis levels.

The research question from which the paper started is, therefore: ""What influences
international business in the field of sports and how can uncertainties related to the
environment in which they are managed can be treated?"

Therefore, the statement of the thesis and at the same time the answer to the research
question is:

Sports (systemic) governance influences international business in sport and can be
the main process that helps dealing with uncertainties related to the environment in which
international business is conducted, by managing the dynamics of branding processes and
public policies.

An important role in the research undertaken was played by the passion for sports
together with the interest in how markets are influenced by various factors. This has led to
research on the one hand on the dynamics of the environment in which international business
can be conducted in sports, and on the other hand to the identification of new variables, from a
new perspective that could influence this environment.

Therefore, the confirmation of the existence of these variables was made together with
the case studies carried out on the main sports organizations in the world, namely:

- International Football Federation (FIFA) - which includes under its umbrella all continental
football confederations (such as UEFA for example) and organizes global competitions and their
affiliated members (national federations);

- Union of European Football Associations (UEFA) - the European football confederation which
includes all European federations (and several other federations such as Israel or Kazakhstan)
and organizes European football competitions at the level of national teams and sports clubs;

- The English Football Federation (The FA) - the oldest football federation in the world that

organizes the most important national sports competition, namely the Premier League.

Finally, several new analysis tools will be proposed in the field of international sports affairs.
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Objectives and hypotheses of scientific research

In relation to the problems of the present research, its objectives can be grouped in the

process of conceptualization and operationalization of the chosen field.

a. Regarding the conceptualization process, the research objectives have already been met,

namely:
1. reviewing the literature on identifying the benefits of sport for society®;

2. reviewing the specialized literature regarding the field chosen for analysis, respectively

those regarding’:
a) classification of interested actors;
b) the branding process in sports;
¢) public policies in sports;
d) the process of systemic governance and management in sports.

3. identifying the dynamics of the branding process and public policies in sports, in relation

to the sports environment and performance?®;

4. identifying variables that may affect the dynamics of international business and systemic

governance’;

b. Regarding the operationalization process, the research objectives still to be achieved are:

1. identifying means by which the income of the sports system / sports organization can be

increased;

2. identifying methods by which a sport in itself or a sports organization can be promoted

(increasing the promotion area and increasing the selection area);
3. identifying a set of tools for action to increase the efficiency of international business in
sport;

4. the development of a strategic plan to address international business and systemic

6 objective achieved in the 3™ Chapter of this research;
7 objectives achieved in the first 4 Chapters of this research;
8 objective achieved in the 5™ Chapter of the research;
% objective achieved in the 5™ Chapter of the research;
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governance in sport, as well as new methods of analysis;
5. identifying key trends in systemic governance and international business in sport.
The hypotheses confirmed during the research are:

1IP1. Popularity among the main social media platforms is generally a reflection of the
global financial organizational success generated by sports brands, therefore the sports
branding process primarily considers the communication platform, but also Olympic
recognition, which ensures the global promotion of the image of a sport or sports
organization. This research hypothesis was confirmed by the analysis performed in the case

study dedicated to FIFA.

IP2. The cultural dimension affects the way in which the sports brands can be built
and communicated. This research hypothesis was confirmed by the analysis carried out in the

case study dedicated to UEFA.

IP3. The local history of creating and communicating sports brands contributes to the
collective excitement generated by certain sports, sports competitions or sporting events. This
research hypothesis was confirmed by the analysis in the case study dedicated to the English

football federation (The FA).

IP4. Public policies on local branding are also reflected in the development of local
sports brands, with them being right at the center of the local branding process. This research

hypothesis was confirmed by the analysis performed in the case study dedicated to the FA.

IP5. The autonomy of the sports system depends to a large extent on the way in which
the state and international organizations relate to it, being at their discretion to be involved
or not in the sports system and to limit it or not through public policies. This research

hypothesis was confirmed by the analysis performed in the case study dedicated to FIFA.

IP6. Sports (systemic) governance can create a framework to encourage public and /
or private investment in sport. This research hypothesis was confirmed by the analysis carried

out in the case study dedicated to UEFA.

Throughout the practical part and especially for the demonstration of research
hypotheses, the following qualitative research methods were used: content analysis (of the
annual activity reports of the sports organizations mentioned above), observations, cause-effect

analysis, input- output analysis, scenario analysis, and the research will conclude by creating
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tools that can be used in strategic coordination in international business, risk management in
international business management and, last but not least, in assessing the performance of sports
organizations or other organizations involved in sports. In addition, the research paper started
with the literature review and at the end of the paper it will also have a SWOT analysis,

evaluating results.

Epistemological positioning and methodology of scientific research

In a field such as international business, where a new phenomenon is rapidly attracting
the attention of stakeholders, qualitative exploration can help identify and understand a new
phenomenon/concept, but also it can identify the resources needed for useful academic research.
As markets are always developing, companies always eager for global expansion offer a
certainty that they are always worthy of empirical research, therefore the question can be asked:
Do we need new conceptualizations, new theoretical approaches (first of all) or what is it known
about this field from a theoretical point of view is it enough to illuminate the whole spectrum of
knowledge on international business management?

From this perspective, the research respects the rigors of the last question, as it focuses
primarily on new theoretical approaches, the existing research in the field of international
business in sports being insufficient. At the same time, it formulates in the second phase the
details regarding the operationalization of the studied concepts, thus offering a new method of
analysis both in sports and in international business.

The same authors listed above in dealing with the field of international business offers

us the following direction of analysis:

C) strategic
management of
international business

d) operational
management

b) international
enviroment

a) global markets

Figure no.1. Directions of analysis in the specialized literature of international
business management
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The research project also pursues a similar direction of analysis, identifying some of the
main markets in which the sports system operates, the international environment and providing
action tools on strategic management and operations in international business. However, the
perspective is different because all these are analyzed in a direct relation to the sports system,
they give rise to a different dynamic and depend on certain completely different variables that
other business environments.

Deductive reasoning is most often used in research. A research based on such reasoning
involves the development of a question and an answer (statement) on the existing theories in the
literature. This answer would suggest that there is a connection between two or more concepts
(or variables). In their demonstration several hypotheses will be confirmed, data collected on
their testing and the use of the results to confirm, modify or reject the theory used in their
development.

Regarding the methodology of this paper, it is based on the foundations of the deductive

research methodology and could be compressed as follows:

|. PROBLEM IDENTIFICATION (ESTABLISHING
THE RESEARCH CONTEXT)

Il. PRESENTATION OF POSSIBLE SOLUTIONS

I11. IDENTIFYING OBJECTIVES FOR ANALYSIS

IV. PRESENTATION OF METHODS OF
ANALYSIS AND THE ANALYSIS ITSELF

V. COMPRESSION AND EVALUATION OF
RESULTS

Figure no.2. Research methodology
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Regarding the achievement of the research objectives, they will be achieved through
qualitative research methods used to demonstrate research hypotheses such as: content analysis
(annual documents on the activity report of sports organizations listed above), observation,
cause-effect analysis , input-output analysis, scenario analysis, and the research will end by
creating tools that can be used in strategic coordination in international business, risk
management in international business management and last but not least, in evaluating the

performance of sports organizations or those involved in sports.

These analyzes will focus in particular on how to apply the previously identified

variables and on the dynamics of the processes in the proposed case studies.

The actual main analysis will focus on several case studies, namely having as its main
objective football - being the main sport as a point of interest in the entire global sports system,
both in terms of popularity of private sports organizations and from the perspective of public

sports organizations such as:

1) FIFA (International Football Federation) and how this organization relates to the international

business environment,, mainly by promoting the "FIFA World Cup" competition;

2) UEFA (European Football Federation) and how this organization relates to the international

business environment, mainly by promoting the "UEFA Champions League" competition;

3) F.A. (English Football Federation) and how this organization relates to the international

business environment,, mainly by promoting the "Premier League" competition.

Synthetic presentation of the chapters and conclusions of the paper

Chapter 1 entitled "Introductory notions" deals with the essential introductory
notions to be retained and more specifically makes a comprehensive review of the literature on
international sports business and the concepts to be used. In this sense, notions should be
mentioned such as: sport seen as an international business, the distinction between the four main

categories of actors involved in sports (public sports organizations, private sports organizations,
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public organizations involved in sports, private organizations involved in sports), the distinction
between amateur and professional sports, the importance of sports marketing and the
development of sports brands and, last but not least, the presentation of the importance of ethics
in sports.

Chapter 2 entitled "Public policies in sport" continues the theoretical presentation
detailing public policies in the field of sport and provides various positive examples of
concentrated action by states in this field. The chapter opens by presenting the importance of
sport in society from the economic, social and health perspective. Starting from the importance
of this field for the health of the population, an X-ray is then made on the importance of public
policies in sports at international level (on the European model), national and local.

Chapter 3 entitled "Sports Branding'" continues the theoretical presentation with the
presentation of the sports branding process. The origins of the application of this concept in
sports are presented, as well as its classification in this field. The creation of emotion in sports
appears as a result of the branding process, and at the end of this chapter is presented the link
between the promotion of the sports system and the concept of modern entertainment. In
addition, the link between the sports branding process and public policies in sports is presented.

Chapter 4 entitled "Management and governance in sport" is the last in terms of the
theoretical part of this paper and refers to the presentation of how the concept of governance is
applied in sport, as a bridge between the public and private sector. The main models of
governance (organizational and political) are presented, the relationships between them and last
but not least the importance of systemic governance that encompasses all these and to which the
paper refers in relation to the sports system.

Unlike the chapters related to the practical part and whose conclusions will be integrated
in the final conclusions of the paper, the first four theoretical chapters each contain preliminary
conclusions, not only to focus on the essence of their content, but also to highlight future
directions that could continue theoretical research.

Chapter S entitled " Globalization of International Business in Sports" is in fact one
of the two practical chapters of this paper and opens with a brief case study that could redefine
the current sports market, namely the involvement of the Chinese government in promoting
football as a national sport. The analysis of the concept of globalization of international business

in sport opened several directions of action, namely: presenting the importance of international
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sports competitions and major sporting events, identifying the dynamics of the international
business process and variables that can influence international business in sport (or defining the
importance sport itself has for society).

Chapter 6 entitled " Analysis regarding the management of international business
in football in relationship with the governance process' is the second chapter in the practical
part and the last chapter of the paper and aims at a specific analysis that first presents the
methodology of the whole paper and then offers three case studies on most important sports
organizations and the sports competitions organized by them, which are the most popular sports
competitions in the world and which define the most widespread sport in the world, football. It
also includes a detailed analysis of the dynamics of the processes and the identification of the
main variables that influence international business in football and also includes various
proposals for newly created tools for analysis in the field of international business and last but
not least, it presents the main trends in the field.

The main conclusions are related to the fact that international business in the field of
sport must therefore take into account three major aspects:

- culture and public policies in the field of sport in a state - this implies how public actors
decide to position themselves in relation to national and international sports federations;

- sports branding processes and implicitly the way in which sports clubs relate to the
environment in which they operate - this fact implies that depending on the sport, the impact it
has on society, but also depending on the different types of branding processes and re-branding
applied both at organizational level and personally (that of athletes) and sports (of the sport
itself), sports organizations need to adapt their approach to the market and its requirements. For
example, in US football (soccer), due to the fact that private sports organizations (clubs) do not
benefit from the tradition that European ones have, they decide to promote the image of athletes
in the first place (eg the case of the LA Galaxy club that promoted both national and international
the image of athletes such as Zlatan Ibrahimovich or David Beckham).

- the international environment, which requires an increasing involvement of international
organizations in sport - either through the judiciary (CJEU decisions in the field of sport, in
particular in the field of sports competitions), or through European governance in sport (e.g.
efforts by the Council and the Commission of the European Union to establish common and fair

organizational principles for the organization of sport at European level).
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Also, the future course of international business is now more than ever conditioned
by the collective ability of people to cope with complex global externalities, climate and
energy change, water availability and food supply, increasing migratory pressures,
"popularization" of democratic systems, constant media attention, security, etc. All this
requires research on the complex negotiation and collaboration of several parties involved.
Schools of international relations and diplomacy have explicitly focused on all these fields and
less on sports, without realizing that this field is the main point of social interest for almost all
nations and cultures in general. The strategies of sports organizations or those involved in sports
will thus require understanding and negotiating the complex situations created between different
organizations. Regarding general environmental factors, we have previously shown that they
are a variable of international business in sport itself, so that issues of energy, water and
sustainability in general, are not limited to extractive industries, but can even affect the sports
system.

Globalization has moved from goods and capital to people. Migration is not a new
phenomenon, but what is new is the growth of multicultural populations, not necessarily in terms
of the organizational sector, but in terms of consumers in general (eg cultural diversification in
Germany in recent years). Mixed markets, where people have different cultural identities, are
becoming increasingly important to study, and their study must go beyond traditional
intercultural studies.

Beyond quantitative research methods based mainly on structured interviews and
standardized questionnaires, qualitative research is needed because it takes into account
the different multicultural variables and the action of public actors that can influence the
context in which the market is located. Multinational companies must take into account
this multicultural context of markets, adjusting both their offer and the way they trade
and they must take into account different variables such as the one presented in this

research.
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Personal contributions and synthesis of proposals

The main contributions and proposals of the research paper where:
] reviewing the specialized literature on concepts such as the autonomy of the sports system,
sports branding, public policies in sports, etc. - out of the desire to shed new light on concepts
and interpretations that can produce further debates in the specialized literature;
] own definition and interpretation of the main categories of actors involved in the sports
system and the process of systemic governance in sports - out of the desire to bring clarity
regarding the categorization and analysis of the main actors in sports;
(1 development of a new methodology of analysis in international business in sports - taking
into account the context in which they take place and the variables that could influence them;
] development of a relevant qualitative analysis on organizations such as FIFA, UEFA and
The FA - which took into account the confirmation of the research hypotheses mentioned above;
) identifying the dynamics of processes in the context of systemic governance in sport -
whereas a dynamic, modern organization must keep pace with the changes of the system in
which it operates and, therefore, must pay more attention to the environment;
[ identification and analysis of variables on international business in sport - as they can make
the difference between accepting a sport and the success of a competition or sporting event in a
culture or rejecting the sport and the failure of the competition or sporting event. Precisely for
this reason, the analysis of variables identified a number of four perspectives from which
variables can be analyzed, namely: psychological factors, the branding process, increasing
loyalty and the environment. One of the major contributions and proposals has been to extend
this analysis both from the perspective of the analysis of football development scenarios, and
from the perspective of its reporting on how each of the identified types of sports organizations
can increase their revenues from this perspective;
] development of new analysis tools in international sports business - the proposals and main
contributions were the formulation of a strategic action plan in sports governance, a new model
of risk analysis in terms of international business in sports and, last but not least, secondly, the
identification of performance measurement indicators in the management of international sports
business;
[ identifying the main trends in international business in sports - the paradoxes in this area,

the way the Chinese market is evolving, but also the promotion of contact sports.
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Limits and future perspectives of research

In order to be able to carry out such a research approach, the paper had from the
beginning certain difficulties in its realization (limits of research), namely:
- the lack of an extensive literature that explicitly pays attention to the conduct of international
sports businesses;
- the lack of centralization of financial data in various sports and especially of studies designed
to compare them;
- ambiguity of data on the importance of sport in the world economy as well as in national
economies;

- lack of clear definitions of many of the concepts that needed to be used.

Future directions of research could be:

- the analysis of the importance of international business in the field of sports from the
perspective of its importance in the field of health, starting more precisely from the results of
the Eurobarometer data on physical inactivity;

- analysis of the importance of international business in the field of sport from the perspective
of economic importance (starting from the Vilnius definition of the field of sport);

- analysis on the identification and treatment of risks in the risk management of international
business in sports;

- a comparative study of international law aiming at the fiscal regime in various countries
regarding the support of the sports system. To the extent that this could be possible, it could
provide clarity on more attractive and less attractive markets for potential sports investors;

- a detailed analysis of the global expansion of the UFC company and the measures that such an
approach would require by applying the analysis model in international business proposed in
the practical part.

In conclusion, it should be noted that the sports system has long faced several criticisms
of the legality and usefulness of its governance. Instead of proposing a difficult restructuring in
the sense of fundamentally reorganizing the sports system, the paper supports all actors involved
in the sports phenomenon and aims to be a manual of good practice in international business in

sports, adapted to the current sports system.
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