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Abstract 

The focus of this study is on the relationship between triple bottom line leverage 

and the branding of sport events, which has been explored from an internal stakeholder 

perspective. Despite the fact that sport events have been known to have significant 

impacts on a host destination‘s economy, society and environment, the majority of 

research in this area has had an ex post rather than ex ante focus. That is, many 

researchers have evaluated economic, social, and/or environmental impacts of sport 

events on host communities, rather than investigating how stakeholders can strategically 

plan to maximise the positive, and minimise the negative, outcomes from sport event 

hosting.  

Thus, moving on from this impact-oriented focus of the sport event literature, 

there is growing interest in the strategic leveraging of sport events. Leverage in this 

context refers to the activities that need to be undertaken around an event itself in order 

to maximise the benefits from hosting that event. Although authors have conceptually 

investigated the potential for triple bottom line (economic, social, and environmental) 

leverage in sport events (cf. Hede, 2008; O‘Brien & Chalip, 2008), there is a lack of 

empirical research in this area. The utility of sport subcultures in order to facilitate triple 

bottom line leverage has also been discussed. Research on sport event leverage has 

highlighted the significant role subcultures can play in enhancing economic (Green & 

Chalip, 1998), social (O‘Brien & Chalip, 2008) and environmental outcomes 

(Trendafilova & Chalip, 2007). What is less understood is how certain values, such as 

those relating to social/environmental concerns can be incorporated into sport 

subcultures. This question led to further investigation of event branding, as the role of 

subcultures has also been discussed from a branding perspective (Schouten & 

McAlexander, 1995). Similar to research on sport event leverage, however, the 
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literature on event branding is also limited, with Parent and Séguin (2008) being among 

the first to propose a model that demonstrates how an event‘s brand may be developed.  

Therefore, this study builds on this burgeoning literature, particularly the work 

of Parent and Séguin (2008) and O‘Brien and Chalip (2008). Specifically, this thesis 

investigates the relationship between branding and triple bottom line leverage of sport 

events.  Thus, this research explores the utility of an event‘s brand in planning for 

sustainable economic, social and environmental outcomes from event hosting. This 

extends the existing literature in this area by empirically demonstrating the potential 

opportunities that event branding holds for triple bottom line event leverage. The 

specific research questions developed to guide the resolution of the research problem 

are: 

 How are internal stakeholders influenced by external stakeholders during the 

event branding process? 

 How do internal stakeholders interact with sport subcultures when developing 

and promoting a sustainable event brand? 

 How can internal stakeholders integrate the event brand to facilitate the triple 

bottom line leverage of sport events? 

Data were gathered through a qualitative ethnographic-type methodology. This 

involved the use of participant observation, informal interviews, and semi-structured 

interviews with internal stakeholders of two international multisport events. Both events 

were properties of the Olympic Council of Asia and were new events; the 2007 Asian 

Indoor Games in Macau was in its second edition, while the 2008 Asian Beach Games 

in Bali was an inaugural event. I gained access to the research sites as an employee of 

the marketing agency in the Macau event and as an accredited guest of the marketing 

consultants during the Bali event. Such access enabled me to gain an insider‘s 
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perspective and understand how internal stakeholders developed their events‘ respective 

brands and strategies for leverage. 

 The findings from this study revealed the focus of the Macau and Bali events‘ 

respective organisers on visiting sports delegates. Organisers of both events were 

concerned about their events being perceived as quality events by visiting sports 

delegates, as building relationships with these delegates was seen as a gateway to 

developing their respective city‘s sport tourism industry. Although this sport tourism 

focus suggested the organisers were primarily concerned with economic outcomes, the 

expectations of some of the external stakeholders led to organisers incorporating 

environmental themes into their respective events‘ brand elements. Additionally, the 

utility of sport subcultures when developing an event‘s brand was also evident, 

particularly at the Asian Beach Games, where an ubiquitous beach-sport subculture was 

found. 

Overall, the findings from this study have empirically contributed to our 

understanding of triple bottom line leverage and event branding. The discussion in the 

thesis‘ final chapter demonstrates the utility of an event‘s brand elements (such as logo 

and mascot) in realising long-term economic, social, and environmental outcomes 

through sport event hosting. It has also been found that a strong event brand plays a 

critical role in attracting event visitors and media and generating communitas within the 

host community. While these three factors have been justified as key opportunities for 

leverage at mega-events such as the Olympics (Chalip, 2004; Chalip, 2006), this study 

focused on two new events, which did not have a strong parent brand (as opposed to an 

Olympic Games). This context presented a unique opportunity to demonstrate the role 

an event brand plays in generating opportunities for leverage. Additionally, this study 

also explores how sport subcultures manifest within a multisport event context. While 
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authors have suggested the utility of sport subcultures in realising economic, social and 

environmental outcomes through sport participation and event hosting (cf. O‘Brien, 

2007; O‘Brien & Chalip, 2008; Trendafilova & Chalip, 2007), the focus of such studies 

has been on single-sport events. This study, however, demonstrates the potential for an 

event subculture within a multisport event context to unify disparate sport subcultures 

featured within an event program, and ultimately, to contribute to economic, social, and 

environmental event outcomes. 

 The findings from this thesis also have implications for practice. With the 

number of new events increasing exponentially in recent years, the study‘s findings urge 

event owners to adopt a more strategic approach in event concept development. Such an 

approach needs to be considered in order to transform new event concepts into 

successful event brands capable of generating positive outcomes for hosts. 

Simultaneously, the findings present tangible empirical exemplars for event organisers 

to more strategically address stakeholder expectations regarding economic, social and 

environmental outcomes. The role of event branding and specific tactics that can be 

considered by event organisers to achieve desired triple bottom line outcomes are 

highlighted. The delimitation of the internal stakeholder perspective adopted for this 

study is acknowledged. Additionally the Asian context of the research sites has also 

been acknowledged as a delimitation. Both delimitations have been considered when 

suggesting directions for future research. 
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Chapter I 

Introduction 

  

The purpose of this chapter is twofold: first, to introduce the research problem 

and the related research methods used to address this problem; and second, to explain 

the structure of this thesis. The first section presents a background review on the main 

areas of research, namely, event leverage and event branding. The section that follows 

highlights the gaps that were identified in the respective literatures, which leads into a 

statement of the research problem and related questions. Section 1.3 then briefly 

discusses the methods adopted for this study, which is followed by a section 

highlighting the structure of this thesis. Sections 1.5 and 1.6 address the delimitations of 

this study and the key definitions and abbreviations, respectively. 

 

1.1 Background 

This research investigates the relationship between branding and triple bottom 

line leverage of sport events from an internal stakeholder perspective. As is briefly 

discussed in this section, common themes are identified between the literatures on event 

leverage and event branding. Surprisingly, however, the relationship between the two 

has not been previously explored. The thesis investigation primarily started with an 

examination of the literature in the area of event leverage where a gap was identified. 

This gap led to further examination of the literature on event branding. Therefore, the 

ensuing section is structured in a similar manner, and begins with a brief introduction of 

the phenomenon of event leverage before moving into a discussion of branding within a 

sport event context.  

Studies have highlighted the economic, social, and environmental impacts sport 

events can have on host destinations (cf. Burgan & Mules, 1992; Burns, Hatch & 
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Mules, 1986; Chalip, 2001; Crompton, 1995; Fredline & Faulkner, 2001; Getz, 2005; 

May, 1995; Reid, 2007; Schmidt, 2006). In terms of economic benefits, major sport 

events are viewed as products that are capable of drawing large audiences and attracting 

multi-billion dollar revenues for the host economy. In the United States, the ―Big 4‖ 

national sports leagues generate approximately US$16 billion in direct revenue 

annually, while sale of league and athlete-related merchandise is worth more than 

US$75 billion (Plunkett Research, 2008). In Australia, thirteen of the top 20 highest 

rated television shows during 2007 were live sports programs (AFC, 2007), while the 

Commonwealth Department of Industry, Science and Resources (2000) suggests that 

major sport events in Australia generate approximately AU$3 billion in tourism revenue 

per annum. In France, the 2007 Rugby World Cup attracted an additional 400,000 

visitors to the destination, contributing €4 billion to the French economy (Rugby New 

Zealand 2011 Ltd., 2008). Such figures highlight the lucrative nature of the sport events 

industry, leading to growing investments globally. Indeed, a surge in tourism and local 

economy, along with improvements to sports facilities and local infrastructure are some 

of the most commonly cited benefits used by governments and event organisers to 

justify the heavy expenditure needed for hosting sport events (Chalip, 2000). However, 

it has been suggested that such benefits are rarely realised as the costs of hosting major 

sport events often surpass these purported economic benefits (Bramwell, 1997; Mules 

1998). Moreover, it has also been noted that such events have significant impact, often 

negative, on the host nation‘s society (cf. Fredline & Faulkner, 2001; Reid, 2007) and 

environment (cf. Collins, Flynn, Munday & Roberts, 2007; May, 1995). Accordingly, 

researchers have called for a more strategic approach to generating event benefits 

(Bramwell, 1998; Mules, 1998). The strategic leverage of events responds to this call.  

Leverage, in this context, refers to ―activities which need to be undertaken 

around the event itself (in order) to maximise the long-term benefits from events‖ 
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(Chalip, 2004, p. 228, parenthesis added).  While research in the area of sport event 

leverage has started to gain momentum in the last decade, the research conducted to 

date is still scant, and has primarily focused on the economic outcomes of events (cf. 

Chalip, 2004; O‘Brien, 2006; O‘Brien & Gardiner, 2006; O‘Brien, 2007). It is only 

recently that some authors have extended this discussion to social and environmental 

leverage of sport events, and the notion of triple bottom line leverage of sport events has 

emerged (cf. Getz, 2009; Hede, 2008; O‘Brien & Chalip, 2008).  

O‘Brien and Chalip (2008) have been among the first to consider the application 

of Elkington‘s (1999) triple bottom line approach to sport event leverage, which 

encompasses a ―People, Planet, and Profit‖ (3Ps) view of business practices. The triple 

bottom line approach calls for businesses to balance the interests of their respective 

stakeholders, and is appropriately dubbed a ―win-together‖ approach (Marrewijk & 

Were, 2003). In the context of sport events, O‘Brien and Chalip (2008) suggest that 

while such events can be leveraged for economic outcomes, they can also be used to 

focus the attention of event stakeholders on, and change their attitudes towards, targeted 

social and environmental issues. 

To this end, O‘Brien and Chalip (2008) and Trendafilova and Chalip (2007) 

suggest that sport subcultures related to the focal event can help change the sport event 

community‘s attitude towards target social and environmental issues. Subcultures are 

essentially ―cultural units sharing much in common with the larger parent cultures, but 

also possessing identifiable cultural elements of their own‖ (Donnelly, 1981, p. 565). 

While recent research on sport event leverage has highlighted the significant role 

subcultures can play in enhancing economic (Green, 2001; O‘Brien 2007), social 

(O‘Brien & Chalip, 2008) and environmental outcomes (Trendafilova & Chalip, 2007), 

what is less understood is how values of social/environmental concern can be 

incorporated into a sport‘s subculture. In order to address this gap, I explored literature 
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on branding, as subculture was identified as a common theme between event leverage 

and branding. 

Although strategic brand management in events is not a new phenomenon, it has 

only recently been discussed in the literature. Brands have traditionally been defined as 

marks of identification used to differentiate among products of competing 

manufacturers (Keller, 2003). However, event organisers have recently started to realise 

the potential for strategic brand management practices in sport events. This is evident 

from Forbes‘ first-ever list of the World‘s Most Valuable Sporting Event Brands, which 

was released only recently in 2007. There has also been an increasing development of 

―brand protection‖ guidelines within events, such as the 2006 Melbourne 

Commonwealth Games and 2010 Vancouver Winter Olympics. These practices 

highlight the focus event organisers have placed on strategic brand management of sport 

events. Literature exploring sport event branding however, has been scant with 

Merrilees, Getz and O‘Brien (2005) and Parent and Séguin (2008) being the only two 

articles that explicitly refer to event branding. Out of the two studies, Parent and 

Séguin‘s work has been broader in scope, while Merrilees, et al. (2005) discuss only one 

aspect of the branding process – how strong local networks can help event organisers 

successfully deliver a global event brand in a local host community context. In their 

study, Parent and Séguin (2008), usefully suggest three contributing factors to the event 

branding process; namely, the event‘s leadership group, the context within which the 

event is held, and the nature of the event. There is, however, room to expand these 

factors, as is proposed later in this thesis.  

Having briefly discussed the literature on sport event branding, its application to 

sport subcultures and leverage can be addressed. It has been noted that customers often 

develop strong emotional bonds with brands (Morgan, Pritchard, & Piggott, 2003; 

Muniz & O‘Guinn, 2001). A brand which customers strongly identify with can lead to 
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the development of a brand community, which is ―a specialised, non-geographically 

bound community, based on a structured set of social relationships among admirers of a 

brand‖ (Muniz & O‘Guinn, 2001, p. 412). In another study on the social bonds 

developed among owners of Harley Davidson motorbikes, Schouten and McAlexander 

(1995) note that the brand becomes part of the consumers‘ identities, as they begin to 

identify with the brand‘s values and culture. This phenomenon they label as, 

―subcultures of consumption‖ (Schouten & McAlexander, 1995, p. 43). In a sport event 

context, Filo, Funk and O‘Brien (2007) demonstrate a similar bond that may develop 

between the event and participants based on the values of the event. Similar cases have 

been reported by Chalip (2006). Although these authors have not discussed their 

findings from the perspective of event branding, the bond that event stakeholders appear 

to develop with values engendered in an event is similar to the one discussed by 

Schouten and McAlexander (1995) in their discussion of subcultures of consumption. 

As the nexus between event branding and triple bottom line leverage of sport events has 

not been previously explored, this led to the framing of the research problem.  

 

1.2 Research Problem 

The main gap identified in the relevant literatures was that although literature on 

triple bottom line leverage of sport events suggests the potential of incorporating 

social/environmental concerns within a focal sport‘s subculture, the question of how this 

could be achieved remains unaddressed. While I found a conceptual link between event 

branding and triple bottom line leverage of sport events, this relationship has not been 

explored empirically. Accordingly, the focus of this thesis is illustrated in Figure 1.1, 

and the research problem is stated as:  

What is the relationship between branding and triple bottom line leverage of sport 

events? 
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 Through a critical examination of the relevant literatures in Chapter 2, and the 

presentation of results in Chapter 4, the findings of this investigation address this 

research problem, primarily from an internal stakeholder perspective. Essentially, a 

positive relationship was found whereby the event brand can be utilised as a tool to 

support and enhance triple bottom line leverage of sport events. This finding is 

discussed in detail in Chapter 5, where the results from this study are integrated with 

relevant literature and presented in a diagrammatic form, to illustrate how event 

branding can be utilised to maximise triple bottom line leverage of sport events.  

 

 

 

 

 

 

 

 

 

 

Figure 1.1. A diagrammatic representation of the focus of this thesis. 

 

 To assist the investigation, three questions related to the research problem were 

drafted. These specific questions were based on the review of literature in Chapter 2 and 

are presented at the end of that chapter following a discussion of the gaps identified in 

the literature. The three questions essentially focused on the involvement of 

stakeholders in the event branding process, the relationship between sport subcultures 

and sustainable event brand and, finally, the role of an event brand in facilitating triple 
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bottom line leverage. The results presented in Chapter 4 are structured around these 

three research questions. While the research problem and questions are related to the 

main gap identified in the literatures, there were additional gaps considered during the 

selection of the research sites for this study. Brief explanations of the study‘s research 

methods and research sites are presented in the next section. 

 

1.3 Methods 

 For the purpose of this thesis, a qualitative ethnographic-type study was 

conducted within the context of two international sport events. The two events studied 

were the Macau 2007 Asian Indoor Games (AIG), and the Bali 2008 Asian Beach 

Games (ABG). The Macau AIG was in its second edition, held between October-

November 2007, while the Bali ABG was an inaugural event, held in October 2008. The 

governing body of both events is the Olympic Council of Asia (OCA), which also owns 

the Asian Games, Asian Winter Games, and Asian Youth Olympics.  

Primarily, two distinct data gathering techniques provided a large set of rich data 

that were later analysed and integrated. Data were gathered through participant 

observation and semi-structured interviews conducted at the research sites. As will be 

discussed later in detail, participant observation was possible as I obtained employment 

with the Macau event and was an accredited guest of the marketing consultants during 

the Bali event. Such participation thus presented opportunities to conduct informal 

interviews with event stakeholders. In addition, data gathering at both sites also 

included more formal interviews. Accordingly, 39 semi-structured interviews were 

conducted with internal stakeholders of the two events. A snowball sampling method 

was used to identify participants, while a mid-range scheme, a partly deductive and 

partly inductive approach (Denis, Lamothe & Langley, 2001), was used to code data. 
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The process of data gathering, analysis, and limitations associated with the selected 

methods are discussed in detail later in Chapter 3.  

 

1.4 Thesis Structure 

 This thesis broadly follows the structure outlined by Perry (1998a). Chapter 2 

critically reviews the literature on triple bottom line leverage and event branding. 

Supporting literature from the broader sphere of branding and sustainability is also 

reviewed in this chapter. Towards the conclusion of Chapter 2, four research gaps are 

outlined, which leads into a statement of the research problem. In Chapter 3, the 

methods employed for data gathering and analysis are outlined. The limitations of the 

selected methods are also acknowledged in this chapter. In Chapter 4, the results of this 

study are presented. The structure of this chapter is based on the three research 

questions outlined earlier. The discussion chapter, Chapter 5, then integrates the results 

from Chapter 4 with the literatures reviewed in Chapter 2, in order to highlight the 

findings of this study. Conclusions about the research problem are also presented, and a 

framework is proposed that highlights the relationship between branding and triple 

bottom line leverage of sport events. Additionally, implications for theory and practice, 

and directions for future research are also suggested towards the conclusion of this final 

chapter. Having briefly introduced the research problem and thesis structure in this 

chapter, a critical review of the relevant literatures is conducted in the next chapter. 

Prior to that, however, the delimitations of this study along with the definition of key 

terminologies and abbreviations are addressed in the following subsections.  
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1.5 Delimitations 

According to Perry (1998a), the scope of the research often presents certain 

delimitations in a thesis. In this thesis, these delimitations are based on two aspects: 

first, the internal stakeholder perspective that was adopted for data gathering; and, 

second, the context within which the research was conducted. In terms of the internal 

stakeholder perspective adopted, due to time and budget limitations, I had to rely on 

interviews conducted primarily with internal stakeholders of both events‘ respective 

organising committees. Literature on branding, however, suggests that a measure of a 

brand‘s equity would also need to consider the consumer‘s (external stakeholders) 

perspective (cf. Hatch & Schultz, 2003; Keller, 2003). However, it has also been 

suggested that branding will need to start internally first, before it can be communicated 

externally (Balmer and Gray, 2003; Urde, 2003). Taking this fact into consideration, the 

insights from internal stakeholders were considered valuable in understanding how the 

events‘ respective brands were developed. Accordingly, the focus of this thesis is then 

based on the ―intended brand‖, which can also serve as a starting point to explore the 

phenomenon of branding within a sport event context (cf. Parent & Séguin, 2008). 

Additionally, the context within which this study was conducted presents a delimitation. 

Both the events selected are held within Asia and have a common governing body, the 

OCA. Although two sites, rather than one, were selected in order to improve the 

analytical generalisability of findings (Yin, 2003), it is acknowledged that events 

outside this particular context may present different perspectives on strategic event 

leverage. These two delimitations provide opportunities for developing 

recommendations for future research and this aspect is addressed later in Chapter 5. 
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Table 1.1 

Definition of Useful Terms 

Term Explanation 

Special Event An infrequent occurrence that provides opportunities for exceptional leisure or social 

experiences to customers and guests while generating impacts for hosts (Getz, 2005). 

Sport Event A kind of special event that is focused around a sport activity (Getz, 2005). 

Subculture A segment of mainstream culture (such as national or religious) that has its own 

cultural elements (such as symbols, languages, gestures) but still share some 

common characteristics with the broader culture (Trendafilova & Chalip, 2007). 

Event Leverage Activities that need to be undertaken around an event itself in order to maximise the 

benefits from hosting that event (Chalip, 2004). 

Triple Bottom 

Line Approach 

 

Liminoid space 

 

 

Communitas 

An approach considered by organisations that want to balance their efforts in order to 

be economically, environmentally and socially responsible (Elkington, 1999). 

A setting where members of the host community let down their collective guard, pay 

less attention to social distinction and conflict, and flow with the celebratory stride of 

an event (Chalip, 2006). 

A shared sense of communal purpose that can emerge among community members 

within a liminoid space (Handelman, 1990). 

Stakeholders Individuals or groups that either impact or are impacted by an organisation‘s 

operations and objectives (Freeman, 1984). 

Brand A name and/or logo which can help differentiate among competing producers, while 

also communicating a promise of value to customers. This promise can have a strong 

emotional or social appeal for customers (Kotler, 1994; Morgan, et al., 2003). 

Sustainable 

Brand 

A brand that communicates the organisation‘s commitment to socially and 

environmentally sound practices (Hartmann, et al., 2005). 

Green-washing The practice where an organisation presents disinformation in order to promote itself 

as being environmentally responsible (Ramus & Montiel, 2005). 

Event Concept The core idea behind an event, which will position it as unique or different compared 

to other events. 

Event Subculture The formation of a subculture around an event‘s concept. 
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1.6 Definitions and Abbreviations 

 The meaning of terminologies used by different researchers may often vary 

(Perry, 1998a). Accordingly, Perry (1998a) advocates defining key terms and 

abbreviations in Chapter 1, in order to improve the readability of the thesis. Following  

 

Table 1.2 

Table of Abbreviations 

Abbreviation Term 

AIG Asian Indoor Games 

MAIGOC Macau Asian Indoor Games Organising 

Committee 

  

ABG Asian Beach Games 

BABGOC  Bali Asian Beach Games Organising Committee 

  

CCTV Central China Television 

EAG East Asian Games 

FNPF Friends of National Park Foundation (Indonesia) 

IOC International Olympic Committee 

KONI Indonesian National Olympic Committee 

LG Lusophony Games 

MCT Ministry of Culture and Tourism (Indonesia) 

MGTO Macau Government Tourism Office 

MOC Macau Olympic Committee 

NOC National Olympic Committee 

OCA Olympic Council of Asia 
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this suggestion, key terms used in the thesis are defined in Table 1.1. These definitions 

will be further justified in the relevant sections later in this thesis. Table 1.2 then 

addresses the abbreviations, the majority of which will appear in Chapters 4 and 5. 

Overall, this chapter has introduced the research topic, while also presenting 

information on the research background, methods, thesis structure and delimitations. 

This section has defined some of the key terms and abbreviations used in this thesis. 

The following chapter critically reviews the literature on triple bottom line event 

leverage and event branding, along with other supporting literatures.  
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Chapter II 

Literature Review 

 

In Chapter 1, the outline of this thesis was presented. The discussion in Chapter 

1 briefly introduced the study‘s main research focus on the triple bottom line leverage of 

sport events, and suggested sports subcultures and event branding as potential 

contributors to such leverage. Accordingly, Chapter 1 introduced the purpose of this 

study, which is to investigate the relationship between sport event branding and triple 

bottom line leverage from an internal stakeholder perspective.  

The purpose of this chapter, Chapter 2, is to critically review the literatures 

related to the research topic. Essentially, section 2.3 and 2.5 are the two main sections 

as they refer to triple bottom line leverage and branding in the context of sport events. 

However, as the research on both these areas is limited, literature from the broader 

management context in regards to sustainability and branding is also reviewed. These 

other sections provide a thorough review of the key concepts which further support the 

discussion in sections 2.3 and 2.5.  

The first section elaborates on the different types of sport events and reviews 

literature on the economic, social and environmental impacts of hosting such events. 

Towards the conclusion of this section, the call for triple bottom line leverage of sport 

events is noted. However, before proceeding to explore the literature on event leverage, 

section 2.2 introduces the notion of sustainability and clarifies the triple bottom line 

approach in sustainable management. This section also highlights how stakeholder 

expectations have led to a growing focus on sustainable management. Section 2.3 then 

presents literature on sport event leverage from a triple bottom line perspective. The 

literature reviewed in section 2.3 suggests the potential of sports subcultures as a 

contributing factor to achieving triple bottom line outcomes through sport events. This 
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leads to a review of the brand management literature in section 2.4, whereby subcultures 

are noted as a common link between the literatures on sport event leverage and brand 

management. Branding is further explored in the context of sport events in section 2.5, 

which is followed by a section that summarises the literature review and highlights the 

gaps that were identified therein. Accordingly, this final section reiterates the research 

problem and related research questions. 

 

2.1 Sport Events and their Impacts 

An understanding of the types of sport events and the impacts they can have on 

host communities provides essential background to the later discussion of event 

leverage. This section, therefore, begins with a review of literature that highlights the 

emergence of sport events as tools for facilitating tourism and more broad economic 

development outcomes. This discussion leads into the categories of sport events, which 

will be referred back to throughout this thesis. Following the categorisation of sport 

events, the impacts such events have on host communities from an economic, social, 

and environmental perspective is reviewed. The section concludes with the call for the 

strategic leverage of sport events, which is discussed later in section 2.2. 

In the past, researchers, sport managers, and destination marketers have treated 

sport and tourism as two separate domains (Glyptis, 1991). Sport-related tourism, 

although not a new development, has started to gain much attention from researchers, as 

it has become a popular tourism product (Chalip, 2001; De Knop, 1990; Gibson, 1998, 

Hall, 1995). The convergence of sport and tourism has been dubbed ―sport tourism‖, 

which encompasses all forms of active and passive sport activities that create the need 

for travel away from the home or work locality (Standeven & De Knop, 1999). Sport 

events are known to constitute a significant share of the sport tourism industry (Chalip, 

2001). 
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Sport events form part of a broader special events industry. Special events have 

been defined as one-time or infrequent occurrences that provide opportunities for 

exceptional leisure, social, or cultural experiences to customers and guests (Getz, 2005). 

Derrett (2004) extends this definition to the impacts special events can generate for 

hosts. He suggests that such events entertain and provide recreational activities for 

residents and visitors, while the media coverage these events generate can result in 

enduring positive impacts for the host destination, as they enhance the destination‘s 

image in the tourism marketplace. Indeed, the categorisation of special events by Allen, 

O‘Toole, McDonnell, and Harris (2002) is also based on the scale of impacts events can 

generate. This categorisation of events is depicted in Figure 2.1. 

 

 

Figure 2.1. Categorisation of Events based on Scale of Impacts. (Source: Allen, 

O‘Toole, McDonnell, & Harris, 2002, p. 12). 

 

As illustrated, events are categorised based on the scale of impacts they create. 

The impacts generated are a measure of events‘ costs and benefits, which include 

factors such as, the degree of media coverage, attendance, and infrastructure required to 
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stage them. Mega-events, or ―must-see events‖ (Getz, 2005), generate the highest level 

of impacts, capable of affecting whole economies while attracting large audiences and 

global media coverage. Typical examples of mega-events include the Olympic Games 

and the FIFA World Cup. The impacts of hallmark events are comparatively less, 

although, still very significant. Hallmark events are often used to enhance awareness 

and appeal of a tourist destination (Ritchie, 1984) and may, therefore, become 

synonymous with the destination. Typical examples include the Dubai Shopping 

Festival or the Edinburgh Festival in Scotland. Major events, although at the lower-end 

of the impacts scale, are still capable of attracting significant visitation and media 

attention. Examples of major events include the Australian Tennis Open, or in Canada, 

the Terry Fox Run. Local events generate lower-level impacts and are typically held 

within the capacity of a host community‘s available infrastructure. 

In terms of sport event impacts, research has primarily focused on the economic 

impacts such events can have on host destinations (cf. Burgan & Mules, 1992; Burns, 

Hatch & Mules, 1986; Crompton, 1995; Lynch & Jensen, 1984; Preuss, 2005; Turco & 

Kelsey, 1992). Traditionally, when measuring sport events‘ economic impacts, 

researchers primarily focused on revenue generated from tourists visiting the host 

destination specifically to attend such events (Crompton, 1995). In the early 1990s, 

research extended to a measure of the potential economic benefits event hosts could 

accrue from showcasing the destination through event media internationally (cf. KPMG, 

1993; Ernst & Young, 1994). Such studies suggest that hosting major sport events can 

attract significant attention from the international media, both print and television, 

which contributes to the promotion of their host destinations internationally. Such 

promotions can, therefore, help brand host destinations and attract tourists after the 

event (Brown, Chalip, Jago, & Mules, 2002; Chalip, 2005; Chalip & McGuirty, 2004). 
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Research, however, also suggests that sport events generate significant social and 

environmental impacts on host destinations. 

The study of social impacts of sport events has gained attention in recent years 

(cf. Fredline, Deery, & Jago, 2005; Fredline & Faulkner, 2001; Reid, 2007; Small, 

Edwards, & Sheridan, 2005; Waitt, 2003; Wood, 2005). Some commonly cited social 

benefits accrued from hosting sport events include an improved quality of life for locals, 

urban regeneration, enhanced cultural understanding, and the encouragement of healthy 

lifestyles through sport participation (Cashman, 2006; Reid, 2007; Schulenkorf, 

Thomson & Schlenker, 2009; Waitt, 2003). However, some research has also 

acknowledged the negative impacts major sport events can have on society, such as, 

traffic congestion, noise pollution, increase in crime rates, and social dislocation due to 

increases in housing costs (Fredline & Faulker, 2001; Reid, 2007). While research on 

economic and social impacts has identified both positive and negative outcomes for host 

communities, the limited body of work on environmental impacts has primarily 

recorded negative implications of hosting sport events (Collins, Flynn, Munday & 

Roberts, 2007; May, 1995; Schmidt, 2006). For instance, Collins et al. (2007) 

conducted an ecological footprint analysis, a measure of the carbon emissions produced 

for by the staging of the 2004 Football Association (FA) Cup finals. Their findings 

reported that the FA Cup finals had a ―significant global ecological impact‖ with 

visitors‘ travel, consumption of food and drinks and the wastage produced being key 

contributors to the event‘s carbon emissions (Collins, et al., p. 473).  

Although researchers have studied the impacts sport events can have on host 

destinations, it has been argued that such studies may not always be accurate. For 

instance, Mules (1998) and Crompton (1995) argue that quantifying the economic 

impacts of sport events relies on several assumptions. More specifically, Crompton 

(1995) highlights that economic impact studies usually do not take opportunity costs 
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into consideration as they may be difficult to identify. That is, such studies fail to 

explore what economic benefits could have been accrued had the money invested in 

hosting a sport event been invested elsewhere in the economy. Mules (1998) also argues 

that in regards to the media exposure gained through hosting an event,  

(Impact studies) may overestimate how much it would cost to reach 

potential tourists with a promotional message about a destination . . . 

Professional tourist promotional campaigns are likely to be more focussed 

on demographic characteristics of potential visitors, and may, therefore, 

cost less than the scatter gun approach (p. 22, parenthesis added). 

The work of Foley (1991) presents similar concerns. He suggests that the measure of 

economic impacts through hosting events usually rely on political agendas rather than 

the careful measurement of real impacts. Indeed, Mules (1998) and Crompton (1995) 

suggest that politicians often have vested interests in utilising public funds for hosting 

such events, as a result of which, the measure of economic benefits is often overstated. 

A similar argument is presented for the measurement of social and 

environmental impacts. For instance, Summerville, Buys, Germann and Cuthill (2006) 

suggest that the identification and measurement of social impacts is a complex process. 

That is, unlike physical science, where problems are clearly defined and lead to singular 

solutions, social scientists rarely come across such situations, as social realities can be 

multiple in nature (Sparkes, 1992; Vanclay, 1996).  Moreover, in terms of measuring 

social and environmental impacts, it has been suggested that putting a value figure on 

such impacts is difficult and may not make much sense to the average layperson 

(Norman & MacDonald, 2004). Therefore, while a sport event may generate positive 

economic impacts on paper, it may have negative social and environmental impacts 

which may be difficult to measure and quantify in monetary or numerical terms.   
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Highlighting the issues that emerge in measuring sport event impacts, Bramwell 

(1997), Mules (1998) and Solberg and Preuss (2007) suggest that the costs of hosting 

major sport events often surpass the purported benefits. Accordingly, some researchers 

have called for a paradigm shift from the traditional ex post focus of impact studies to 

an ex ante focus on the strategic leverage of events (cf. Bramwell, 1997; Chalip, 2004; 

Chalip & McGuirty, 2004; Mules, 1998). These researchers propose that, rather than 

merely measuring the impacts generated through hosting a sport event, event 

stakeholders should focus on how to strategically maximise both the short- and longer-

term term positive outcomes for the destination, while minimising the negative ones. 

Moreover, given that sport events do not merely impact solely on the destination‘s 

economy, but also its society and environment, some have called for a focus on 

adopting a triple bottom line approach to event planning (Getz, 2009; Hede, 2008; 

O‘Brien & Chalip, 2008). Before exploring the application of the triple bottom line 

approach in sport event management, a clarification of the notion of ―triple bottom line‖ 

is first warranted. In the following section, the triple bottom line approach and related 

concepts (such as, sustainability and corporate social responsibility) are defined, while 

the application of these concepts in general management practices is also discussed. 

 

2.2 Sustainability: A General Overview 

 This section is split into two subsections which clarify the theories and issues 

linked to the notion of sustainability. The discussion in the first subsection explores 

corporate sustainability, corporate social responsibility (CSR), corporate citizenship, 

and the triple bottom line, as these terms have often overlapped in the literature. Based 

on the arguments presented in the first subsection, the discussion in the second 

subsection merges these discrete principles to illustrate that they are, in fact, moving in 
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the same direction. The merging of these principles is primarily needed to enhance the 

reader‘s understanding in sections that will follow later in this thesis.  

 

2.2.1 Sustainability: A Review of Key Concepts 

There exists an overwhelming amount of research in the area of social and 

environmental responsibility in the management context (cf. Birch, 2001; Bowen, 1953; 

Carroll, 1991; 1998; Freeman & Liedtka, 1991; Matten, Crane & Chapple, 2003; 

Marrewijk, 2003; Philips, 2003; Valor, 2005). Surprisingly, a significant portion of this 

research has focused on defining and redefining the many terminologies that have been 

associated with the management practice of social and environmental responsibility 

(Valor, 2005). This subsection explores the literatures that attempt to define some of the 

popular terminologies in the area of social and environmental responsibility, namely, 

corporate citizenship, corporate social responsibility (CSR), corporate sustainability and 

the triple bottom line.  

The notion of CSR has been a constant source of debate since its inception. CSR 

is considered to be one of the oldest in the broad array of terminologies used to discuss 

social and environmental responsibilities of business management (Carroll, 1999; 

Valor, 2005). An early draft of CSR‘s definition appears in Bowen‘s (1953) work on 

the ―social responsibilities of the businessman.‖ Bowen (1953, p. 6) defines it as the 

obligations of organisations ―to pursue those policies, to make those decisions, or to 

follow those lines of action which are desirable in terms of the objectives and values of 

our society.‖ Over the years since Bowen‘s definition, the term CSR has been redefined 

by many authors (cf. Carroll, 1991; Eilbert & Parket, 1973; Epstein, 1987; Fitch, 1976). 

Frederick (1994), for example, notes how the concept of CSR was traditionally viewed 

primarily from a philosophical and moral perspective due to the use of the word 

―responsibility‖. This traditional moral stance became a key argument against the CSR 

principle where authors suggested that such a stance alone makes the CSR concept 
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impractical in business management (cf. Freeman & Liedtka, 1994; Frederick, 1994). 

Frederick‘s (1994) solution to the argument was to change the term corporate social 

responsibility to corporate social responsiveness. This shift, he argues, acknowledges 

the view that management responds to social pressures, rather than contributing to 

society as a moral choice. Marrewijk (2003) has further noted that managers and 

researchers have criticised the use of the word ―social‖ in the CSR concept, as it may 

limit understanding to only being responsible to society, with no consideration of 

environmental concerns or the organisation‘s original objective of making a profit. 

Accordingly, some have resolved to use different terminologies, such as corporate 

responsibility (cf. Goodpaster, 1983) and corporate environmental responsibility (cf. 

DesJardin, 1998).  

The notion of corporate citizenship is also often associated with CSR. In some 

cases, researchers have used both terms interchangeably (cf. Swanson & Niehoff, 2001; 

Waddock, 2001). Walker and his colleagues (2010) have also explored the link of these 

two terms and integrated them in a sport management context. Matten and Crane (2003) 

suggest that the term, corporate citizenship, was introduced in the early 1990s, 

primarily by corporate actors. Some authors, such as Birch (2001), suggest that 

corporate citizenship was primarily an extension to the CSR principle and was drafted 

specifically to overcome the shortcomings of CSR. Birch (2001) and Walker et al. 

(2010) suggests that unlike the CSR firm, which approaches social responsibility as an 

external affair, organisations that are good corporate citizens approach values of social 

and environmental responsibilities as they see themselves being part of the broader 

society and are, therefore, giving back to society. Such views, however, have been 

considered in Carroll‘s (1991; 1999) definition of CSR. As he suggests, ―the CSR firm 

should strive to make a profit, obey the law, be ethical, and be a good corporate citizen‖ 

(1991; p. 43).  By the term, ―good corporate citizen‖, Carroll (1991; 1999) refers to the 
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philanthropic responsibilities, whereby an organisation gives back to the community as 

an act of charity. Carroll‘s definition, therefore, considers corporate citizenship to be a 

part of the broader CSR principle. However, in a 1998 article, Carroll defines corporate 

citizenship the same way as he defines CSR in his 1991 and 1999 articles. That is, 

Carroll (1998) suggests the same four faces of ―economic, legal, ethical, and 

philanthropic responsibilities‖ when defining corporate citizenship as he did when 

defining CSR in 1991 and 1999. This, therefore, once again suggested that authors had 

failed to clearly address the difference between CSR and corporate citizenship, as many 

used both terms interchangeably.  

An additional point of debate regarding the poor conceptualisation of the 

corporate citizenship concept is the notion of organisations being good corporate 

citizens. Matten and Crane (2003) reflect on this as they suggest that, ―there seems to be 

no common understanding about the precise definition of corporate citizenship; and the 

qualifications such as ‗good‘ corporate citizen further underline the elusive nature of 

this view‖ (p. 5). Indeed, by proposing that an organisation can be a good corporate 

citizen, the advocates of corporate citizenship would be suggesting that organisations 

may also be bad corporate citizens. This would, therefore, suggest that all organisations 

are corporate citizens, unlike in the notion of CSR where an organisation‘s members 

would adopt such a view to doing business. Based on such arguments, Valor (2005) 

suggests that although the notion of corporate citizenship was developed to overcome 

limitations of the CSR concept, advocates of corporate citizenship have been unable to 

clearly define how it can do so. As a result, ―CSR presents more advantages to 

advancing the social control of companies and should be considered a superior theory 

vis-à-vis achieving social control of companies‖ (Valor, 2005, p. 205). 

Another term frequently used in the context of social and environmental 

responsibility is corporate sustainability. Corporate sustainability is based on the notion 
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of sustainable development. Banerjee (2002) suggests the corporate sustainability 

principle emerged in the 1980s as organisations and communities began to explore the 

relationship between development and the environment. As proposed by the World 

Commission on Environment and Development (WCED, 1987), sustainable 

development addresses the ability of humanity ―to ensure that it meets the needs of the 

present without compromising the ability of future generations to meet their own needs‖ 

(p. 8). The WCED elaborates that sustainable development is, ―a process of change in 

which exploitation of resources, the direction of investments, the orientation of 

technological development, and institutional change are made consistent with future as 

well as present needs‖ (1987, p.9).  

Therefore, corporate sustainability is a focus on the future implications of 

current business practices. It is a broader concept than CSR, which can lead to varying 

definitions for different organisations (Marrewijk, 2003; Redclift, 1987) Although some 

understand sustainability as incorporating the social impacts of development 

(Marrewijk, 2003), it has been argued that the concept focuses primarily on 

environmental impacts – concentrating on maintaining or improving the condition of 

natural resources for future generations (Kirkby, O‘Keefe, & Timberlake, 1995; 

Redclift, 1987). However, Kapten and Wempe (2002) argue that social concerns are 

taken into consideration in the WCED‘s definition, as environmental issues can only be 

pursued if social issues, such as poverty and lack of education, are addressed first – 

thus, interlinking the economic, social, and environmental agenda. In practice, 

organisations appear to acknowledge the economic, social, and environmental view 

towards sustainable management. The organising committee of Vancouver 2010 Winter 

Olympics, for example, defines sustainability as, ―managing the social, economic and 

environmental impacts and opportunities of the Games to produce lasting benefits, 

locally and globally‖ (VANOC, 2008a, p. ii). The linkages between social, 
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environmental and economic issues, however, are more clearly demonstrated within the 

triple bottom line approach.  

The triple bottom line approach has started to gain notable attention from 

researchers. Unlike the other terms discussed thus far, the advantage of the triple 

bottom line approach lies in the clarity of the term. The term ―bottom line‖ refers to the 

final profit and loss of an organisation (Kilcullen & Ohles Kooistra, 1999). Unlike the 

misunderstandings noted earlier for corporate sustainability and CSR as focusing only 

on social or environmental responsibilities of organisations, the triple bottom line 

approach clearly acknowledges the link among the economic, social, and environmental 

responsibility of organisations. Acknowledging the linkages, Elkington (1999), who the 

approach is attributed to, identifies ―shear zones‖ that exist in between the three bottom 

lines. These create opportunities for mutual benefits, provided the organisation adopts a 

strategic approach towards the leveraging of these opportunities (Elkington, 1999). 

O‘Brien and Chalip (2008) present a similar view in the event context, suggesting that 

cross-leveraging opportunities exist across the three bottom lines, thus, enabling event 

organisers to achieve multiple outcomes. An example is the development of the Umm 

Tais Nature Park, which was an environmental initiative at the 2006 Doha Asian 

Games. The event‘s organisers and Qatar‘s Supreme Council for the Environment and 

Natural Reserves aimed to increase awareness of Qatar‘s natural environment and offset 

the environmental impacts of the event (DAGOC, 2007). However, the project was also 

seen as a significant eco-tourism attraction (G-forse, 2006), thus, also generating 

economic benefits. Therefore, while there appears to be some ambiguity among the 

various understandings of CSR and sustainability, the triple bottom line principle 

clearly highlights the social, economic, and environmental aspects within its definition. 

As Marrewijk states, the triple bottom line refers to, ―a situation where companies 

harmonise their efforts in order to be economically viable, environmentally sound and 
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socially responsible‖ (2003, p. 103). Accordingly, he notes that the triple bottom line 

approach is also viewed as the People, Planet, and Profit (3Ps) approach. Organisations 

adopting such an approach, therefore, aim to achieve what Kapten and Wempe (2002) 

label ―the balanced company.‖  

The triple bottom line approach, however, does have its critics. Elkington‘s 

(1999) focus has primarily been on using the triple bottom line principle in regard to 

accounting, that is, as a means to measure and calculate the total environmental, social, 

and economic value of an organisation. The practice of triple bottom line reporting 

attracted significant attention from many firms during the early-2000s (Kolk, 2003; 

Sherwood, 2007). However, as an accounting tool, the triple bottom line perspective has 

been criticised. It has been argued that the social and environmental bottom line of a 

corporation cannot be easily measured (Norman & MacDonald, 2004). Furthermore, 

Norman and MacDonald (2004) argue that the calculated environmental or social value 

of a firm may not make a lot of sense to the layperson. For example, if one was told that 

the social and environmental bottom line of an organisation was ―42, or 42 thousand, or 

42 million – we may not be sure what the right answer should look like, but this kind of 

answer, even (or especially?) if it were expressed in monetary units, just does not seem 

right‖ (Norman & MacDonald, 2004, p.250, parentheses in original). Acknowledging 

Norman and MacDonald‘s argument, this study refers to the triple bottom line as the 

approach an organisation adopts in order to harmonise the economic, social, and 

environmental obligations it holds towards its stakeholders.  

 

2.2.2 Merging the Principles 

The discussion in this subsection integrates the various notions discussed in 

subsection 2.2.1. It is practical to integrate these definitions as one can see them as 

complementary, rather than contradicting each other.  
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Regardless of the variance among authors in defining CSR, corporate 

sustainability and triple bottom line, it is clear that these concepts collectively focus on 

the economic, social, and environmental responsibilities of organisations. Some authors 

have, therefore, sought to clarify the arguments based around these principles by 

attempting to merge the concepts and concentrate on the outcomes that these principles 

focus on. The discussions by Carter and Rogers (2008) and Dyllick and Hockerts‘ 

(2002), for example, primarily focus on the conceptual development of corporate 

sustainability. However, they often refer to the triple bottom line when elaborating the 

focus on economic, social, and environmental outcomes. A similar focus on unifying 

the principles of triple bottom line, CSR, and corporate sustainability is found in the 

works of Henriques (2004) and Marrewijk (2003), as discussed later in this subsection.  

The management of stakeholder expectations is also a common theme between 

the discussion on CSR, corporate sustainability and the triple bottom line principle. 

Stakeholders are defined as individuals or groups that either impact or are impacted by 

an organisation‘s operations and objectives (Freeman, 1984). It has been suggested that 

some stakeholders will possess more power than others based on the resources these 

stakeholders own or have access to (Frooman, 1999; Pfeffer, 1997). As suggested by 

Frooman (1999, p. 196), power is ―structurally determined in the sense that the nature 

of the relationship – that is, who is dependent on whom and how much – determines 

who has power.‖ The triple bottom line, being a relatively new concept, clearly 

addresses the focus on stakeholders who demand more transparency from the 

organisation not only in terms of financial performance, but also social and 

environmental performance (Elkington, 1999; 2004; Henriques & Richardson, 2004). 

Corporate sustainability also has a focus on stakeholders, however, Henriques (2004) 

suggests that corporate sustainability is a much broader concept that encompasses the 

triple bottom line. Indeed, unlike the triple bottom line, which is focused on balancing 



29 
 

the economic, social, and environmental outcomes to meet the expectations of current 

stakeholders, corporate sustainability extends the focus to future stakeholders as well 

(Dyllick & Hockerts, 2004). The notion of CSR, however, as noted earlier in section 

2.1.1, was traditionally approached from a purely moral stance. This was one of the key 

arguments against the traditional CSR approach, as Freeman and Liedtka (1994) argued 

that the principle was weak as it depicted business and society to be separate and made 

social responsibility an act of charity rather than practical necessity for businesses. 

However, the current view on CSR does emphasise the management of stakeholder 

needs. Indeed, it has evolved from a purely social responsibility view (cf. Bowen, 

1953), to economic + social responsibility (cf. Carroll, 1991), and finally, to a principle 

that meets the needs of an organisation‘s stakeholders (cf. Henriques, 2004; Werther & 

Chandler, 2006).  

Noting such commonalities between the notion of corporate sustainability, CSR, 

and triple bottom line, some authors have proposed new models to illustrate the 

integration of these principles (Marrewijk, 2003). For example, Henrique (2004, p. 26) 

suggests that sustainability is a ―whole-system property.‖ That is, the principle is much 

broader than the triple bottom line and CSR, as the joint efforts of several organisations 

to fulfil their economic, social, and environmental responsibilities will lead to a 

sustainable future for society in general. This view also appears in the work of 

Linnanen and Panapanaan (2003), who propose merging the three principles, with 

corporate sustainability being the all-encompassing principle. As illustrated in Figure 

2.2, the triple bottom line, through the bubbles of ―economic‖, ―social‖, and 

―environmental‖ responsibility, develops CSR. With the three bottom lines placed at the 

heart of the structure, the organisation enters a sustainable trajectory. Linnanen and 

Panapanaan‘s suggestion also acknowledges Elkington‘s (1999) notion of shear zones  
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that exist between the respective bottom lines, as each individual bottom line appears to 

be interlocked with the other two.  

 

 

 

 

 

 

 

 

 

 

Figure 2.2. Triple bottom line and corporate social responsibility as part of corporate 

sustainability. (Source: Marrewijk, 2003, p.102). 

 

An additional model, as proposed by Marrewijk (2003) is illustrated in Figure 

2.3. Taking Henrique‘s (2004) discussion into consideration, this model would appear 

to be better than the one depicted earlier as corporate sustainability is shown as a long-

term goal, which will be met through CSR. Moreover, the figure illustrates that the 

triple bottom line, represented through the ―People‖, ―Planet‖, and ―Profit‖ pillars, 

supports the CSR principle. The three pillars appear to balance the structure, which is in 

line with the understanding of the triple bottom line discussed earlier. 

 In conclusion, this section has reviewed the ongoing discourse on social 

responsibility. The first subsection specifically explored literatures on CSR, corporate 

citizenship, corporate sustainability and triple bottom line. It was discussed that 

corporate citizenship was closely linked to the notion of CSR and, although the notion 
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Figure 2.3. The relationship between the triple bottom line, corporate social 

responsibility, & corporate sustainability. (Source: Marrewijk, 2003, p. 101). 

 

of corporate citizenship was introduced as a means to advance the CSR concept, 

advocates of corporate citizenship had failed to clearly illustrate how it was different 

from CSR. The discussion then moved to explore the notion of corporate sustainability 

and triple bottom line. As with CSR, arguments for and against these two concepts were 

also noted. The second subsection, therefore, explored the commonalities among these 

discrete principles while discussing two models that highlighted the complementary 

nature of the principles. This was needed as the works reviewed in later sections often 

use the words sustainability and triple bottom line almost interchangeably. Therefore, 

when referring to sustainability within this thesis, the triple bottom line principles are 

seen as being part of the broader movement and vice versa. Having clarified these terms 

and their use in this thesis, the following section reviews the extant literature on the 

triple bottom line approach in the context of sport events.  
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2.3 Leveraging Sport Events for Sustainable Outcomes 

The purpose of this section is to explore the literatures germane to the 

phenomenon of sport event leverage. The section is split into two subsections. The first 

examines work on the economic leverage of sport events, while the second subsection 

extends the discussion to social and environmental leverage. Overall, there is limited 

empirical research conducted in the two areas, particularly in the case of social and 

environmental leverage of sport events. The concluding comments at the end of this 

chapter will, therefore, highlight the gaps present in the literatures on sport event 

leverage. 

 

2.3.1 Leveraging for Economic Outcomes 

The discussion in this subsection builds on the issues highlighted in section 2.1. 

As discussed, the practice of assessing the economic impacts of sport events has gained 

momentum in recent years, as such studies assist in legitimating the public funding that 

is required for hosting of such events. However, it was also discussed that such impact 

studies are based on several assumptions and may not always accurately illustrate the 

benefits possible through hosting a sport event. Moreover, Mules (1998) and Bramwell 

(1997) also found that the costs of hosting such events may often surpass the purported 

benefits. This led to a call for research on the strategic management of sport events and 

leverage for positive economic outcomes, rather than the traditional ―build it and 

benefits will come‖ view of hosting major sport events.  

 Chalip (2004) was among the first to explore this more strategic approach, as he 

suggested that a host destination‘s portfolio of events can serve as a leverageable 

resource to generate positive economic outcomes. The model proposed by Chalip 

(2004), as illustrated in Figure 2.4, starts from a portfolio of events being the first step 
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to event leverage. Acknowledging that sport events present opportunities to brand a 

destination, Brown, Chalip, Jago and Mules (2002) emphasise the importance of an 

appropriate events portfolio that complements the destination‘s desired image. They 

suggest that hosts need to identify what desired association sets they wish to strengthen 

through event hosting. Association sets are defined as, ―groups and concepts that are 

meaningfully related to a target word or brand‖ (Meyers-Levy, 1989, p. 197). Therefore,  
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Figure 2.4. Chalip‘s model for maximising economic outcomes through sport event 

leverage 
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Brown, et al. (2002) suggest that there may be desired associations, such as excitement 

or abundant natural assets, and equally, unwanted associations, such as poor cultural 

amenities or unwelcoming residents. Upon identifying what associations should be 

reinforced and which ones modified as part of the destination‘s image, an appropriate 

portfolio of events can be created. This suggestion is supported by the work of Hall 

(1992) who discusses the need for developing a portfolio of events. He suggests that, ―a 

wealth of tourist infrastructure and ‗ready-made‘ tourist attractions does not ensure the 

long-term future of event hosts as a major tourist destination‖ (Hall, 1992, p. 173). It is, 

therefore, fair to say that although events are described as one-off occurrences, the 

hosting of a special event need not be a one-off investment for host cities; rather, events 

that compliment the destination‘s desired image need to be organised at regular intervals 

to reinforce association sets in the minds of the destination‘s targeted audiences. 

Developing the right portfolio of events is, therefore, suggested as the first step to 

leverage for economic outcomes through sport event hosting (Chalip, 2004). These 

events can then be leveraged for short- and long-term leverage. 

 

Short-term Leverage 

Chalip (2004) suggests that hosting events presents opportunities in two forms, 

firstly, event visitors and trade and, secondly, event media. These opportunities were 

also noted earlier in section 2.1, where it was discussed that studies on economic 

impacts of sport events have focused on the revenue generated through event visitors 

(cf. Burgan & Mules, 1992; Crompton, 1995), and destination promotion through event 

media (cf. KPMG, 1993; Ernst & Young, 1994). As illustrated in Figure 2.4, event 

visitors and trade provide opportunities for immediate leverage, where the strategic 

objective is to optimise total revenue and commercial exchange. Event media present 
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opportunities for long-term leverage, where the objective is to enhance the host 

destination‘s image.  

In terms of immediate leverage, Chalip (2004) identifies four tactics. The first 

two tactics, enticing visitor spending and lengthening their stays in the host region, are 

inter-linked. Indeed, the visitors that a major sport event may attract and the ―new 

money‖ their spending generates into the host economy has been the prime focus of 

economic impact studies (cf. Burns, Hatch and Mules 1986; Faulkner 1993; Gripaios 

1995). However, it has been argued that rather than assuming such income to be 

intrinsically generated through event hosting, event organisers and related stakeholders 

must strategically plan to entice spending by event visitors and to lengthen their stay 

(Bramwell, 1997; Chalip, 2004; Mules, 1998; O‘Brien, 2007). Such strategic planning 

is illustrated in the works of Green and Chalip (1998), Green (2001) and O‘Brien (2007) 

who highlight how event-related augmentations can help entice visitors to stay longer 

and spend more in the host community. Moreover, these authors also emphasise the 

potential for linking such augmentations to the focal sport/s subculture. Here, 

subcultures are defined as, ―segments of the main culture (such as national or racial) 

that have their own cultural elements (such as symbols, languages, gestures) but still 

share some common characteristics with mainstream culture‖ (Trendafilova & Chalip, 

2007, p. 24, parentheses added). In their study on a US-based women‘s flag football 

event, Green and Chalip (1998) demonstrate how the event‘s organisers developed 

event augmentations based around the sport‘s subculture that enabled participants to 

socialise, while, at the same time, extended their stay in the host region. A similar 

scenario was found by O‘Brien (2007) in the case of a regional surfing festival, thus, 

leading to an extension to Chalip‘s (2004) model, as is illustrated later in this section. 

According to O‘Brien, ―event-related augmentations, such as a post-event dinner/party, 

could be used to entice additional spending by attendees at the actual augmentation; 
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while also providing additional reasons for attendees to lengthen their stays beyond the 

actual competition period‖ (2007, p. 144). Event-related augmentations, therefore, are 

viewed as key means to entice spending and lengthen the stays of event visitors.  

The third tactic illustrated in Chalip‘s (2004) model is to retain event 

expenditure within the host community. Retained expenditure can be viewed from two 

perspectives. The first perspective is a measure of expenditure that was retained from 

hosting an event which would have otherwise been lost had the event been held 

elsewhere (Dwyer, Mellor, Mistilis & Mules, 2000). For instance, local companies may 

have considered sponsoring the event or local residents may have travelled to the 

destination hosting the event. However, the measurement of such retained expenditure 

is based on several assumptions and may, therefore, be difficult to justify (Getz, 1994). 

The second perspective is a measure of the ―leakage(s) out of the host community‖ in 

the form of imported goods and services (Dwyer, et al., 2000, p. 182). This perspective 

can be justified and also strategically managed by event hosts. As Chalip (2004) 

suggests, organisers should attempt to source the majority of event-related goods and 

services from local suppliers. Sourcing local labour and suppliers, therefore, helps to 

minimise leakage of event expenditures outside of the host economy, and erstwhile 

contributes to positive economic outcomes from event hosting.  

A fourth tactic suggested by Chalip (2004) for immediate economic leverage is 

the enhancement of business relationship through the event. Chalip suggests that sport 

events are also opportunities to meet and network with business people such as, ―those 

associated with event participants, or whose businesses provide supplies or services to 

the event‖ (2004, p. 237). Networks, in this context, refer to the ―associated or bonded 

structures‖ that represent the complex relationships an organisation maintains with 

various stakeholder groups (Olkkonen, 2001, p. 312) The potential benefits to be 

realised through networking at events has been documented in the works of Olkkonen 



37 
 

(2001), O‘Brien (2006; 2007) and O‘Brien and Gardiner (2006). For instance, Olkkonen 

(2001) explores the complex web of relationships that exist among event stakeholders 

which play a key role in delivering the benefits related to sport event sponsorship. 

Additionally, he finds that the external networks that each stakeholder manages outside 

the event can further be utilised to maximise the event‘s offering. 

More relevant to the discussion on event leverage, O‘Brien and Gardiner‘s 

(2006) study explores how regional stakeholders of the Sydney 2000 Games used the 

hosting of pre-Olympic training camps as an opportunity to develop business 

relationships between regional and visiting event stakeholders such as sponsors, foreign 

dignitaries, and media personnel. According to O‘Brien and Gardiner (2006), strategic 

partnerships between a region‘s economic and sports agencies were crucial in utilising 

such pre-Olympic training camps as opportunities to drive future business into the 

respective host regions. Indeed, O‘Brien (2006) also found that during the Sydney 

Olympics, the Business Club Australia (BCA) leveraging initiative, although initiated 

by the Australian Trade Commission (AusTrade), also involved the organising 

committee and the IOC. The BCA initiative was targeted at facilitating networking 

between Australian and international corporate actors through the Sydney Olympics. 

This networking initiative was essentially an event-related augmentation that assisted 

Australian business stakeholders to utilise the Sydney Olympics as a platform for 

facilitating future international trade facilitation opportunities. O‘Brien (2007) 

acknowledges that although business relationships can be enhanced during the event 

and take immediate effect (for example, sponsors working together at an event), the 

tactic of enhancing business relationships is more a long-term leveraging opportunity. 

As O‘Brien suggests, ―sport events are not so much the time to actually do business, but 

they provide valuable opportunities for relationship development and the facilitation of 

future business‖ (2007; p. 154). Moreover, O‘Brien (2007) also suggests that if the 
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event(s) assists in enhancing the host destination‘s image internationally, this again will 

be a doorway to attract future business opportunities to the region. Accordingly, he 

extends Chalip‘s model, as illustrated in Figure 2.5. As shown, O‘Brien firstly extends 

tactic number four, enhancing business relationships, as both an immediate and long-

term leveraging tactic. He also links the strategic objective of enhancing the 

destination‘s image to tactic four, as the achievement of such an objective will attract 

future business opportunities. In contrast, it is also suggested that if event participants 

have a positive experience at the host destination, it contributes to word-of-mouth 

promotion of the destination in international markets (Kang & Perdue, 1994). 

Therefore, the strengthening of relationships through events can contribute to both 

immediate and long-term objectives. Tactics five and six, which are exclusively related 

to the long-term strategic objective, are discussed in the following subsection.   

 

Long-term Leverage 

The strategic objective of enhancing the image of the event hosts relies primarily 

on media coverage of the event. The effects of event-related media coverage in 

promoting the host destination have been acknowledged by a number of researchers (c.f. 

Brown, et al. 2002; Hiller, 1989). Accordingly, Chalip (2004) suggests two tactics to 

realise the long-term objective of promoting the host destination, which are to showcase 

the event through event advertising and reporting, and to use the event in destination-

related advertisements. 

As illustrated in Figure 2.5, tactic number five suggests that regional event 

stakeholders can utilise event reporting, through television broadcasts of the event and 

the press coverage it receives, to showcase the destination. In terms of television 

broadcasts, the destination‘s scenic backgrounds may also be inherently showcased 

through certain outdoor events, such as cycling or marathons (Chalip, 2004). 
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Alternatively, the use of ―video-postcards‖ has also been advocated (Getz & Fairley, 

2004). Video-postcards refer to short promotional clippings of the host destination‘s 

iconic landmarks, which can be inserted into an event‘s broadcast (Chalip, 2004; Getz 

& Fairly, 2004). Such tactics related to event reporting can be utilised to promote the 

host destination. 
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Figure 2.5. O‘Brien‘s extension of Chalip‘s model for maximising economic outcomes 

through sport event leverage. 
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Certain aspects of the event, which may not be directly linked to the actual 

sporting competitions, can also be utilised for destination promotion. One such aspect 

suggested by O‘Brien (2007) is event augmentations. Event-related augmentations as a 

tactic for immediate leverage was discussed earlier in this section (cf. Green, 2001), 

however, O‘Brien (2007) suggests that these augmentations also hold potential for long-

term leverage. O‘Brien‘s (2007) extended model highlights the role of sports 

subcultures in further enhancing media coverage of the event, and in turn, the 

destination. As O‘Brien (2007) suggests, event augmentations that incorporate the focal 

sport‘s subculture are popular fodder for media actors‘ human interest stories. The 

imagery thus generated can contribute significantly to an event‘s longer-term leverage, 

particularly in terms of enhancing, reinforcing or changing the association sets that 

stakeholders have of the event and/or destination. Alternatively, Green, Costa and 

Fitzgerald (2003) discuss the potential that an event‘s logo has for destination 

promotion. Through a content analysis of the television broadcast of a major American 

sport event, Green et al. (2003) found that the event‘s logo received significant coverage 

throughout the event‘s broadcast and press coverage. They, therefore, suggest that the 

event‘s logo presents an opportunity to promote the destination by incorporating the 

destination‘s name and landmark characteristics in the logo‘s design. Such tactics, 

although not linked to the reporting of the sports competitions featured in an event, 

present additional opportunities for event stakeholders to maximise long-term leverage 

of their events through media coverage. 

Tactic six in Figure 2.5 suggests that regional stakeholders, particularly the 

destination‘s tourism agency, can incorporate the event within the destination‘s 

international and regional promotions. Such a tactic allows the destination to co-brand 

with the event‘s image while also giving international tourists an additional reason to 

visit the destination (Brown, et al., 2002; Chalip, 2004; Getz & Fairley, 2004; Hall, 
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1992). This tactic, however, relies on the formation of strategic partnerships among 

public and private sector agencies responsible for sport, tourism and economic 

development (Chalip, 2001; 2004). 

A number of studies have described partnerships among tourism and sport actors 

as generally weak, which results in a failure to maximise economic outcomes from 

hosting sport events (cf. Chalip & Leyns, 2002; Chalip & McGuirty, 2004; Weed, 

2003).  Chalip and McGuirty (2004) suggest that, ―(The poor partnerships) are 

somewhat surprising given the degree to which event marketers and destination 

marketers both stand to gain from robust marketing alliance‖ (p. 279, parenthesis 

added). Accordingly, O‘Brien (2006) suggests that sport events are merely ―seed 

capital‖, and to realise their full potential, event hosts need to form strategic 

partnerships among various government sectors and event stakeholders. From this 

perspective, the event should be viewed as an opportunity for the whole destination and 

not just one or few government departments. In addition to public sector partnerships, 

O‘Brien (2007) also emphasises the need for community support for the successful 

hosting of an event. Indeed, community support is crucial as many major sport events 

rely on public funding (Mules, 1998). However, it is also suggested that community 

support for the event contributes to a more positive experience for event visitors 

(Sparrow, 1989), which, in turn, can contribute to word-of-mouth promotion of the host 

destination (Kang & Perdue, 1994). Therefore, with the local community emerging as a 

key event stakeholder, researchers suggest the discourse of event leverage for economic 

outcomes be extended to triple bottom line leverage of sport events (cf. Chalip, 2006; 

Getz, 2009). The next subsection explores the limited, but growing, literature on the 

triple bottom line leverage of sport events.  
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2.3.2 Leveraging for Triple Bottom Line Outcomes 

The potential for triple bottom line leverage in sport events is explored in this 

subsection. As was noted in section 2.1, although the majority of sport event impact 

studies have focused on economic impacts, the study of social and environmental 

impacts of sport events has also started to gain momentum in recent years. It was noted 

in section 2.2 that stakeholders now expect business people to consider the impact of 

their operations on society and the environment. Therefore, as sport events do have 

notable impacts on society and the environment, it stands to reason that the same 

stakeholder expectations have been extended to the event management context (Getz, 

2009; Hede, 2008). Building on the models for economic leverage of sport events 

illustrated in the subsection 2.3.1, this subsection focuses on how event organisers can 

leverage their sports events to manage the social and environmental impacts their events 

generate.  

The potential for event leverage to cultivate positive social outcomes has 

emerged in the work of O‘Brien and Chalip (2008) and Schulenkorf, et al. (2009). 

These researchers note incidents from the sport event context, such as the marching of 

the North and South Korean teams under one flag at the Sydney Olympics, as evidence 

of how sport events can potentially address social issues. The works of both O‘Brien 

and Chalip (2008) and Schulenkorf, et al. (2009), however, suggest that such symbolic 

demonstrations are merely anecdotal and do not necessarily represent event leverage for 

social outcomes. Schulenkorf, et al. (2009) explore the types of socio-cultural 

experiences that emerged through participation in an inter-community marathon event, 

which was established primarily to enhance understanding among conflicting cultural 

groups within Sri Lanka. While precisely how such positive socio-cultural experiences 

were secured was beyond the scope of their report, the theme of trust emerged as a key 

contributing factor for social leverage. Indeed, Schulenkorf and his colleagues note that 
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trust in the event organisers and the event itself was one reason why members from 

conflicting community groups participated in the event. A similar outcome is found by 

Filo, Funk & O‘Brien (2007), who note that the trust in event organisers and the social 

cause behind the event led to the participants feeling a sense of attachment to the event. 

It was also noted in the earlier subsection that support from the local community 

contributes to successfully hosting and leveraging sport events (Kang & Perdue, 1994; 

O‘Brien, 2007). The discussion by Filo, et al. (2007) and Schulenkorf, et al. (2009), 

therefore, suggests that adding a social cause to the event can help generate trust and, as 

a result, enhance community support. In their study, Schulenkorf, et al. (2009) further 

demonstrate that the event‘s ―politically neutral logo‖ played a role in enhancing the 

trustworthy image of the organisers and the event. This point, however, is discussed in 

later sections as it supports the discussion on event branding. 

The celebratory aspects of sport events have also been considered as potential 

antecedents to social leverage (Chalip, 2006; O‘Brien & Chalip, 2008). Many major or 

mega sport events, such as the Olympics, Cricket World Cup, Australian Tennis Open, 

among others, bring not only sports and entertainment activities with them, but also 

history, tradition, and culture, which host community residents and visitors often 

identify with, strongly.  As noted by Chalip (2006, p. 110), ―there is a sense that 

something important is happening – a sense that is felt more than understood . . . . It 

feels as if new energy has been injected into the communal atmosphere – an energy that 

can be shared by all.‖ Chalip (2006) suggests that the celebratory nature of an event 

cultivates a liminoid space, a setting where members of the host community let down 

their collective guard, pay less attention to social distinction and conflict, and flow with 

the celebratory stride of the event. This liminality can further develop into a strong 

sense of belonging, referred to as communitas (Getz, 2007). Communitas is a shared 

sense of communal purpose that can emerge among community members (Handelman, 
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1990). Getz (2007) further suggests that in the event management context, liminality 

and its resulting communitas is always transient, unlike in the case of a subculture, 

where members seek the desired social state on a permanent basis. Moreover, 

Thomassen suggests that there are degrees of liminality, which can vary based on ―the 

extent to which the liminal experience can be weighed against persisting structures‖ 

(2009, p. 18). Chalip (2006) suggests that in order to create a higher degree of liminality 

and communitas, organisers will need to foster social interactions and prompt a feeling 

of celebration through their events.  

Figure 2.6 illustrates six tactics which event organisers can use to generate a 

feeling of celebration and foster social interactions among community members. The 

first tactic, enable sociability, is focused on creating opportunities for event 

participants/spectators to socialise. The sociability aspect of sport events has been 

explored by a number of researchers (cf. Green & Chalip, 1998; Melnick 1993). For 

instance, Melnick (1993) urges sport managers to utilise their events to promote the 

possibilities their events present as places to socialise. Chalip (2006) suggests that this 

can be achieved by considerations made when selecting the event‘s venue and the 

facilities it may offer. For example, the event venue may be close to an area with several 

eateries. This would, therefore, encourage event participants/spectators to visit such an 

area after or before the event for a meal, while also providing them with an opportunity 

to interact with other event participants/spectators. The second tactic, creating event-

related social events, or event augmentations as discussed earlier in subsection 2.3.1 can 

also provide event spectators/participants with an opportunity to socialise beyond the 

actual sports competitions. The third tactic, facilitate informal social opportunities, 

includes tactics that are more informal and can be enjoyed by visitors who do not 

necessarily have opportunities to attend the event itself. One example for informal 

social opportunities is the ―FanFests‖ during the 2006 FIFA World Cup, which enabled 
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non-ticketholders to view the matches on large screen televisions while socialising with 

friends and other spectators. The fourth tactic, produce ancillary events, involves other 

events, such as art and cultural festivals, which can be held during the period of the 

sport event. However, Garcia (2001) suggests that such ancillary events should fit with 

the overall theme of the sport event in order to maximise social interactions. The final 

tactic, theme widely, involves the dressing of the host destination in event colours which 

can contribute to the feeling of ―something special is happening‖ among host 

community residents and event visitors.  
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Figure 2.6. Objectives and means for generating liminality and communitas. (Source: 

Chalip, 2006, p. 114). 

While these tactics eventually contribute to liminality and communitas, this 

alone is not event leverage. Chalip (2006) argues that this ‗feel-good‘ factor is typically 

short-lived and often serendipitous. Event organisers rarely attempt to actually create 
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liminality, and almost never attempt to strategically leverage this resource to influence 

social issues that have the potential to affect the community in the long term. The 

extension to Chalip‘s (2006) discussion was, therefore, to explore how the liminality 

generated through events could be leveraged for short and long-term social outcomes.  

O‘Brien and Chalip (2008) extended the discourse on event leverage to the triple 

bottom line approach. Based on the economic leverage work discussed by Chalip (2004) 

and O‘Brien (2006; 2007), O‘Brien and Chalip (2008) consider the application of a 

similar framework to leverage for desired social and environmental outcomes. They 

acknowledge the existence of opportunities for cross-leverage, which is in line with 

Elkington‘s (1999) concept of shear-zones. Moreover, they suggest that the triple 

bottom line approach is not merely an ethical concept, but a practical one, as it can 

assist in addressing the needs of many event stakeholders. Similarly, Hede (2008) 

suggests that some key event stakeholders, such as sponsors, that were traditionally only 

concerned about economic outcomes, are now focusing on events that balance social 

and environmental outcomes. She suggests that this is because many sport event 

sponsors have a focus on cause-related marketing for their own products, and therefore, 

would primarily seek to be associated with sport events that have a similar image. Hede 

(2008), therefore, suggests that the first step to triple bottom line leverage of sport 

events is for event organisers to identify the key event stakeholders and what 

expectations (in terms of economic, social and/or environmental outcomes) they may 

have of the event. Although not explicitly stated, O‘Brien and Chalip‘s (2008) model 

for social leverage of sport events acknowledges the importance of understanding 

stakeholder expectations, as they suggest that the sheer need of such a framework 

emerges from the fact that event organisers are expected to balance the impact their 

events have on host nation economies, societies and environment.  
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Figure 2.7. O‘Brien & Chalip‘s proposed model for social leverage of sport events. 

 

The framework for leveraging social outcomes through sport events, as proposed 

by O‘Brien and Chalip‘s (2008), is illustrated in Figure 2.7. Although the model 

primarily discusses leverage for ―social issues‖ through the event, O‘Brien and Chalip 

suggest that it can be extended to leveraging for environmental concerns as well. The 

model is built on the economic leverage model suggested by Chalip (2004) and O‘Brien 

(2007), and also incorporates Chalip‘s (2006) suggestion that event-generated liminality 

can be leveraged for social outcomes through events. Communitas and event media 

have been highlighted as opportunities for leverage. Communitas can be utilised to 

bring the targeted social/environmental issues to the attention of event stakeholders, 

while the event media can assist event organisers and relevant stakeholders in changing 

the community‘s agenda towards the focal issue/s. In terms of focusing stakeholders‘ 
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attention towards targeted social/environmental issues, four means have been discussed. 

The first and second tactics are inter-linked. O‘Brien and Chalip (2008) suggest that 

event organisers and relevant stakeholders must work together to align the sport event 

with targeted social/environmental issues, which would be relevant to the host 

community. The studies of Filo, et al. (2007) and Schulenkorf, et al. (2009) demonstrate 

how sports events that align their objectives with social issues can help generate 

awareness of those issues and lead to positive social outcomes for event participants. 

O‘Brien and Chalip (2008) further suggest that in order to maximise the positive social 

outcomes to be attained through event hosting, event stakeholders will need to make 

sure that the targeted social issues are not only relevant to the host community, but also 

the focal sport subculture. Indeed, the works of Green (2001) and O‘Brien (2007) 

demonstrate the potential of sport subcultures to make an event more appealing for 

participants/spectators and the media, while enhancing the social celebrations related to 

an event. O‘Brien and Chalip (2008) suggest that as sport subcultures can play such a 

key role in the success of the event, addressing social/environmental issues relevant to 

the focal sport‘s subculture can help influence members of that subculture. 

Alternatively, Trendafilova and Chalip (2007) discuss this in the context of outdoor 

recreational sport activities. They note that outdoor sports enthusiasts do not consider 

their actions to individually have a significant impact on the environment; however, the 

collective actions of these participants can eventually leave behind a damaging 

ecological footprint. Accordingly, they suggest that sport subcultures can play a key 

role in unifying the values of these participants, encouraging them to ―work together‖ 

and minimise the damage their individual participation causes to the environment.  

 The third tactic in the model is lengthening visitor stays. This tactic is similar to 

the one discussed earlier in Chalip‘s (2004) model for economic leverage. The logic of 

extending visitor stays from a social perspective is that they will have more 
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opportunities to interact with and be exposed to the targeted social issues. Tactic four, 

accordingly, is based on enticing event stakeholders to engage with targeted social 

issues. O‘Brien and Chalip (2008) suggest that event organisers and relevant 

stakeholders should focus on creating opportunities, such as incorporating the targeted 

social issue within event augmentations and communications, for event participants and 

spectators to engage with the issue. Overall, these four tactics can help event organisers 

and relevant stakeholders to focus the attention of the broader event stakeholder groups 

on the targeted social/environmental issues. O‘Brien and Chalip also suggest two 

additional tactics, which utilise event media as an opportunity, to change community 

agendas towards targeted social issues. 

 Tactics five and six are similar to the ones discussed earlier in Chalip‘s (2004) 

model for economic leverage. Tactic five suggests that event organisers and relevant 

stakeholders can showcase the targeted social issue through event advertising and 

reporting. That is, just as event broadcast and press coverage can be utilised to promote 

the destination (Chalip, 2004), O‘Brien and Chalip (2008) suggest the same has 

potential to showcase social/environmental issues. Moreover, as event organisers have 

started to feel the pressures of managing the social and environmental impacts of their 

events, a growing number of international event planners are organising event 

augmentations based around social or environmental issues (Kearins & Pavlovich, 

2002; Schmidt, 2006). Considering event augmentations prove to be popular with 

visiting media (O‘Brien, 2007), such augmentations are an additional opportunity for 

event stakeholders to generate positive social or environmental outcomes through their 

events. 

The sixth tactic similarly suggests that the event organisers can partner with an 

existing community group that is affiliated with the targeted social issue, and the event 

organisers‘ can utilise the charity‘s existing public relations network to promote the 
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event in relation to the targeted issue. Olkkonen (2001) suggests that the partnerships 

sport event organisers form with sponsors and various other stakeholders are key to 

maximising benefits for event stakeholders. As he notes, while sponsors rely on the 

event for image transfer, the sponsors‘ existing marketing network can contribute to 

event promotion. In a like manner, O‘Brien and Chalip (2008) suggest that while 

targeted social issues can be promoted through the event‘s promotions, the event can 

also appear in issue-related publicity conducted by community groups the event may 

partner with. Such a tactic will not only enhance the event‘s image (Filo, et al., 2007) 

but also maximise awareness of the targeted social/environmental issue. 

 This subsection has explored literature related to triple bottom line leverage of 

sport events. The discussion in this subsection has noted that research on managing 

sport events from a triple bottom line perspective, although yet scant, is gaining 

momentum. The works of various authors have contributed, although not always 

explicitly, towards this triple bottom line view of sport event management (cf. Chalip, 

2006; Hede, 2008; Schulenkorf, et al., 2009; Trendafilova & Chalp, 2007). These 

studies have been linked in this subsection to the framework for triple bottom line 

leverage proposed by O‘Brien and Chalip (2008). The discussion in this subsection has 

also highlighted the role sport subcultures can play in enhancing leverage for social and 

environmental outcomes, as Trendafilova and Chalip suggested that values related to 

social/environmental concerns can be incorporated within a sports subculture to 

promote sustainable outcomes. However, the research discussed in this subsection has 

not explored how such values can be incorporated within a sport‘s subculture. As the 

discussion in the following section demonstrates, the notion of subcultures has also 

emerged in the literature on branding. A branding perspective may, therefore, have 

potential to extend the current literature on triple bottom line leverage of sport events.  
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2.4 Brand Management 

This section presents an overview of branding principles from the broader 

marketing management stream, which are relevant to this study. This section is split into 

three subsections. The first subsection highlights literature on corporate branding, while 

also noting some key differences between the traditional product branding and corporate 

branding approaches. The second subsection extends the discussion towards the notion 

of sustainable branding. The final subsection examines how subcultures develop and 

exist within a branding context. The discussion in this final subsection also draws 

reference from sports‘ subcultures, in order to illustrate that subcultures are a common 

theme between literature of triple bottom line leverage and branding.  

 

2.4.1 Corporate Branding 

This subsection explores the corporate branding literature. The discussion begins 

with a brief examination of how the notion of corporate branding emerged. This will be 

followed by a review of the corporate brand building process, which will lead into a 

discussion on some key differences between product brands and corporate brands.  

The meaning of brands in society has changed over the years. The fundamental 

definition of a brand suggests that it is ―a name, term, symbol, or design, or a 

combination of them,‖ which enables customers to differentiate between competing 

producers of the same product or service category (Kotler, 1994, p.444). However, 

Kotler‘s definition is very narrow. In order to expand on this fundamental definition 

Morgan, Pritchard, & Piggott (2003, p. 286) suggest that a brand may also communicate 

a ―promise of value,‖ which evokes beliefs and emotions within users. Morgan, et al. 

(2003) elaborate that brands have social identities; therefore, when consumers choose 

their brands, they are making lifestyle choices. It was also noted in the earlier section 

that association sets, which are images that are meaningfully associated with a brand, 
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can also develop as consumers interact with brands within the context of a specific 

environment or experience (McAlexander, et al. 2002). Indeed, Keller (2001) suggests 

that developing an identity (name, logo, etc.), awareness and positive associations are 

all part of developing a strong brand. Moreover, given the emotional and social appeal 

of a brand, a more appropriate way of referring to a brand would be within King‘s 

(1984) definition. He suggests that ―a product is something that is made, in a factory; a 

brand is something that is bought, by a customer. A product can be copied by a 

competitor; a brand is unique‖ (King, 1984, p. iii). King‘s (1984) definition, although 

relevant to current branding perspectives, primarily highlights the relationship between 

producers and customers, which is merely one facet of branding. More recently, 

branding has evolved from a ―product brand‖ approach to that of ―corporate branding‖ 

(Balmer & Gray, 2003).  

Literature on corporate branding first appeared around the late 1980s in the form 

of the ―company brand‖ (Balmer & Gray, 2003). Bernstein (1989) and King (1991) 

were among the first to explicitly discuss the concept and further assess the company 

brand. Bernstein (1989) held the organisation‘s Chief Executive Officer (CEO), not the 

marketing manager, responsible for the development of a strong company brand, as the 

CEO would give the brand its initial meaning, reflecting the corporation‘s values. King 

(1991) further called for a multidisciplinary approach to the development of a company 

brand, with the human resources department playing a crucial role, as the brand‘s values 

were to be felt among all personnel within the organisation. Therefore, a corporate 

brand emerges from the core values of an organisation and serves as ―a powerful 

navigational tool to a variety of stakeholders for a miscellany of purposes including 

employment, investment and, most importantly, consumer buying behaviours‖ (Balmer 

& Gray, 2003, p.973).  
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Corporate branding advocates emphasise the relationship the organisation forms 

with its key stakeholders. Urde (2003) suggests that corporate brands, unlike product 

brands, emerge from both an internal and external brand building process. That is, while 

traditional branding focused on how customers relate to a company‘s product, corporate 

branding focuses on how internal stakeholders, such as employees and investors, and 

external stakeholders, such as consumers, relate to the company. Figure 2.8 illustrates 

the corporate branding process, as proposed by de Chernatony (2002).  

The corporate branding development process begins internally. De Chernatony 

(2002) suggests that the first step in the corporate branding process is establishing the 

vision, culture, and objectives of the company. Urde, similarly, suggests that an 

organisation must first establish, ―what we, as an organisation, stand for and what 

makes us who we are‖ (2003, p.1019). While this suggestion would seem to contradict  

the traditional ―customer first‖ approach to branding, it is more in line with Bernstein‘s 

(1989) approach, which holds the corporation‘s CEO responsible for giving the 

organisation and the corporate brand its initial identity. Accordingly, Ellwood (2000, p. 

151) suggests, ―once you understand which business you are in, it is easier to express 

that added value through the brand personality.‖ De Chernatony (2002) further suggests 

that these values of the organisation, as emerging from the values of the CEO, will also 

take into consideration the ―brandsphere‖. The ―brandsphere‖, essentially, scopes what 

key stakeholders may impact or be impacted by the brand. This includes the corporation 

itself (including employees), along with customers, suppliers, competitors, and other 

stakeholders from the broader macro environment (de Chernatony, 2002). The role of 

these stakeholders is taken into consideration when developing the internal identity of 

the organisation, which then influences the corporate brand concept. 
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Figure 2.8. The corporate branding process. 

 

 De Chernatony (2002) suggests that through the internal identity of the 

organisation, the corporate brand concept is developed. Although he does not elaborate 

on what the corporate brand concept is, a description of this can be found in the work of 

Argenti and Druckenmiller (2004). Argenti and Druckenmiller (2004) differentiate 

between the identity, image and brand of the corporation. They suggest that the 

corporate identity is primarily focused on answering the question, ―who are we?‖ The 

corporate brand then is a promise, where the central question is, ―who do we say we are 

and want to be?‖ Both these aspects are inter-linked, as also noted in de Chernatony‘s 

model, where the internal identity develops the brand concept. Argenti and 
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Druckenmiller (2004) suggest that the corporate brand image then is how the 

stakeholders see the corporate brand. This is the next phase in de Chernatony‘s model, 

where the corporate brand concept is communicated to stakeholders. 

 The role of organisation‘s employees is key in communicating the corporate 

brand to other stakeholders. De Chernatony (2002) suggests that the corporate brand 

will be enacted through the behaviour of employees, along with other supporting 

systems that outline ―how we do things.‖ Indeed, Balmer and Gray (2003) also 

emphasise the importance of a strong internal culture that employees can identify with, 

as they will further help deliver the brand to other stakeholders. Therefore, as depicted 

in Figure 2.8, the staff and systems help communicate the brand to stakeholders, while 

the level of their satisfaction is monitored for the constant redevelopment of the 

corporate brand.  

Another way of viewing the corporate brand is the model suggested by Hatch 

and Schultz (2003). Their model, as illustrated in Figure 2.9, is broadly in agreement 

with de Chernatony‘s (2002) discussion. As shown, the corporate brand lies in the 

middle of an on-going interaction between the organisation‘s vision, culture and image. 

The vision, as discussed earlier, emerges from values of top-level management. The 

culture reflects the second phase of de Chernatony‘s model, that is, how staff members 

behave and interact with the brand. The third is the image, which, as discussed earlier, 

was based on how the brand is perceived by stakeholders. However, one addition in 

Hatch and Schultz‘s model is that there is a direct two-way interplay between the image 

and the vision. This suggests that the organisation‘s leader(s) plays an equally direct 

role in communicating the brand to stakeholders, rather than indirectly through staff 

behaviour and systems alone. This does ring true in the practical scenario where the 

leaders of some of the most successful corporate brands, such as Virgin and Body Shop, 
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have lived the brand themselves (Maio, 1999). Therefore, the vision, culture and image, 

through ongoing interactions, make up the core elements of a corporate brand.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.9. Corporate branding in the middle of continuous interplay between an 

organisation‘s vision, culture and image. 

 

Overall, this subsection has reviewed the corporate brand building process. 
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corporation itself in order to develop relationships with multiple stakeholders. While the 

corporate brand‘s focus on multiple stakeholders has been demonstrated, it is worth 

noting that in the literature reviewed in this subsection the primary focus appears to be 
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demonstrated through the discussion in earlier sections on sustainability, social and 

environmental issues can also have a significant impact on an organisation‘s operations. 

The following subsection, therefore, extends the corporate branding literature to discuss 

the role of sustainable branding in addressing environmental and social concerns, while 

also contributing to the economic objectives of business.  

 

2.4.2 Sustainable Branding 

This subsection highlights the literatures discussing the potential for sustainable 

brands. The notion of sustainable branding has started to gain some research attention. 

However, different authors have discussed the concept using different terminologies 

such as soul branding (Maio, 1999), citizen branding (Willmott, 2003) and sustainable 

branding (Brady, 2003; Burger, 2007). Essentially, the logic behind these terms is 

similar, as will be demonstrated throughout this subsection.  

With emphasis placed on businesses to adopt sustainable practices, the 

development of sustainable brands has also emerged in the literature. A sustainable 

brand communicates the organisation‘s commitment to socially and environmentally 

sound practices (Burger, 2007; Hartmann, Ibanez & Sainz, 2005). Maio (1999), in using 

the term ―soul branding,‖ suggests that such brands meet society‘s need for higher 

values. She notes that,  

It is not revolutionary but, instead, seems evolutionary. It stems from the 

kind of appeal of emotions that has long been the hallmark of consumer 

marketing, and it takes emotional appeal to the next level – a level perhaps 

demanded by the evolution of society (Maio, 1999, p. 11-12). 

This ―evolution of society‖ discussed by Maio (1999) can be elaborated by 

looking at Maslow‘s (1954) theory of human needs. Maslow (1954) suggests five levels 

of human needs, which are: 1) physiological needs (need for shelter, food, sex); 2) 
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safety needs (financial security, family stability); 3) group needs (need to be loved and 

belong to a group); 4) esteem needs (status, prestige); and, 5) self-actualisation needs 

(need to be as good as a person can be). Maslow‘s (1954) theory of human needs is a 

helpful tool for brand managers, as it can be used to identify what level of the needs 

hierarchy the target audience is in (Ellwood, 2000). For instance, marketing the 

emotional dimensions of a brand to a group that still seeks to fulfil physiological needs, 

will most likely prove to be an ineffective strategy. Based on Maslow‘s model, Maio 

(1999) suggests that most stakeholders now seek to be the ―best they can be‖ and are 

attracted to brands that are more than just products and sales. For instance, 

McAlexander, Schouten and Koenig (2002) note that participants of events organised 

by an automobile brand respected and appreciated the organisation‘s efforts in creating 

a social gathering for its consumers, rather than exploiting the event for hard-sell sales 

tactics. Maio (1999) suggests that organisations should consider using the corporate 

brand as a means to bring about positive changes in their approach to social and 

environmental issues, as these are expected by stakeholders. 

Authors have, however, warned against the practice of green-washing the brand 

(cf. Brady, 2003; Kalland, 1993; Maio, 2003; Ramus & Montiel, 2005). Green-washing 

is described as the practice where an organisation presents disinformation in order to 

promote itself as being environmentally and socially responsible in the public image 

(Ramus & Montiel, 2005). Brady (2003) notes that, more often than not, organisations 

have merely attempted to green-wash their image through their marketing and branding 

efforts. He, therefore, suggests that while branding is a key component in 

communicating the organisation‘s commitment to social and environmental 

responsibility, the brand will need to be aligned to actual values and actions instilled 

throughout the organisation. This is elaborated in the work of Winn and Angell (2000) 

who suggest that the process of becoming environmentally and socially responsible is 
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evolutionary. They suggest that the first stage is the level of awareness of key social and 

environmental issues among top management. This was also discussed earlier in section 

2.4.1, where the values held by an organisation‘s leadership group play a key role for 

the corporate brand creation (Maio, 1999). Accordingly, such values result in policy 

development and finally implementation in order for an organisation to make a claim of 

being socially or environmentally responsible (Winn & Angell, 2000).  

Indeed, Lyton Burger, founder of SustBrands marketing, suggests that, 

―sustainable brands have heart. It‘s in the language, the conversations, the board room 

discussions and decisions. Sustainability becomes part of the corporate glue‖ (Burger, 

2007, p. 46). He points out the case of international coffee chain, Starbucks, noting that 

its employees live the brand, as evident from their knowledge about the deeper values 

behind the brand. Maio (1999) suggests that such brands gain a competitive edge as 

they proactively accept the notion of sustainability, rather than under pressure from 

lobby groups and legislative bodies. Accordingly, she suggests that such brands 

celebrate human values and express uplifting emotions through their operations.  

Sustainable brands can have an impact on the organisation‘s relationship with its 

key stakeholders. The inspirational values such a brand displays can draw consumers 

closer and develop a ―sacred‖ bond between the brand and the customer (Belk & 

Tumbat, 2005; McAlexander, et al. 2002). Moreover, Balmer and Gray (2003) suggest 

that this bond is not only restricted to consumers, but also applies to other stakeholders, 

such as employees and suppliers. Indeed, Willmott (2003) notes that sustainable brands 

not only generate customer loyalty, but have more direct implications for the 

organisation‘s relations with employees, suppliers, and the broader community. He 

suggests that employees are motivated by a sustainable brand, while suppliers and 

community members develop a trust in the brand. All of these factors, eventually, 
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contribute to more effective performance of the organisation, which leads to a positive 

impact on the organisation‘s relationship with its customers too (Willmott, 2003).  

Overall, the discussion in this subsection has highlighted the logic and benefits 

usually attributed to a sustainable brand. Although literature on sustainable branding is 

still scant, it is an emerging phenomenon in practice. As discussed thus far, focusing on 

social and environmental responsibility and clearly communicating such values and 

practices throughout an organisation‘s operations makes sense primarily because such 

responsible practices are expected by customers. Moreover, it was noted that the 

companies that do evolve into sustainable brands can inspire the broader stakeholder 

community, which indirectly has a positive impact on the organisation‘s relationship 

with customers. The bond that brands can develop with their respective stakeholders is 

explored in more detail in the next subsection, which reviews the literature on 

subculture.  

 

2.4.3 Subcultures 

This subsection provides a critical review of the notion of subculture, primarily 

within a branding context. More specifically, literature on consumption-related 

subcultures, that is, the community-like environment consumers may form around a 

brand or consumption pattern (Muniz & O‘Guinn, 2001), is explored. This 

notwithstanding, reference is also made to some of the work on sport subcultures in 

order to highlight its relevance to both the sport event leverage and branding contexts.  

Brands, when marketed strategically, can lead to a strong bond between the 

consumer and the brand. Belk and Tumbat (2005) suggest that strategically managed 

brands can serve almost as a religion to their followers. They term such brands as ―cult 

brands‖, which can result in the formation of what Muniz and O‘Guinn (2001) describe 

as ―brand communities‖. Using a diagram, Muniz and O‘Guinn (2001) illustrate how 
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customers within the structure of a brand community are linked with one another, as the 

brand serves as a common bond (see Figure 2.10). The brand, therefore, enhances 

sociability among individuals who consume the brand and identify with its values. 

Schouten and McAlexander label this phenomenon as ―subcultures of consumption,‖ 

which develops when, ―people identify with certain objects or consumption activities, 

and through those objects or activities, identify with other people‖ (1995, p. 48).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.10. The brand community triad. 

 

It has, however, been argued that a subculture per se, is not the same as a 
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group, who interacted within an ethos-driven structure. De Burgh-Woodman and Brace-

Govan (2003), however, suggest that a subculture and a subculture of consumption are 

not necessarily the same thing. They suggest that a subculture of consumption is 

specifically based around a brand or consumption activity and will disappear if the 

brand or product that it is centred around ceases to exist. A subculture, on the other 

hand, does not rely on brands or products. Indeed, the definition of subculture that is 

rooted in the anthropology literature suggests that the term subculture refers to, ―cultural 

variants displayed by certain segments of population . . . (which are) worlds within the 

larger world of our national culture‖ (Komarovsky & Sargent, 1949, p. 143, parenthesis 

added). Therefore, the core definition of the term subculture is not consumption-based, 

but rather, suggests that the term is used to describe subgroups within the broader 

national culture, which may perform rituals or traditions that are distinct from the 

national culture. A subculture of consumption can, therefore, be viewed as a type of 

subculture, whereby a subgroup is formed that practices its own rituals and has its own 

ethos. However, in this context, such a group emerges from a particular consumption 

activity. 

Having examined the concepts of subculture and subculture of consumption, the 

difference between these concepts and sports subcultures can be discussed. When 

describing how subcultures differ from subcultures of consumption, De Burgh-

Woodman and Brace-Govan (2003) do so by discussing examples of sport subcultures. 

They discuss the example of the surfing subculture, where they suggest that although 

surf-brands like Rip Curl and Billabong interact closely with members of the sport 

subculture, the subculture itself will not cease to exist if these big brands go bankrupt. 

However, it can be argued that the sport of surfing, in itself, is based on consumption of 

an experience. Green‘s (2001) definition of sport subcultures would suggest so, as she 

notes that sport subcultures emerge as members participate in the sport directly, such as 
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physical participation in the sport activity, or indirectly, in terms of, ―viewing, reading, 

discussing with others and purchasing products (related to the sport)‖ (Green, 2001, p. 

4, parenthesis added). Moreover, the sport itself is at times viewed as a brand, as noted 

in the case of the English Cricket Board‘s attempt to ―rebrand‖ cricket from an old-

fashioned sport to a more dynamic one (Bennett, Ali-Choudhury, & Mousley, 2007). 

The same has also emerged in the case of basketball, where the International Basketball 

Federation rebranded itself with a focus on showcasing the sport as more ―challenging, 

exciting and fascinating for everyone – everywhere‖ (TSE Consulting, 2009, p. 87). 

Such examples suggest that a sport subculture shares commonalities with the core 

concepts of a subculture of consumption or brand community. Adapting Muniz and 

O‘Guinn‘s (2001) model of brand communities, therefore, Figure 2.11 highlights how a 

sport subculture, just as a brand, serves as a common-link between participants. This 

figure will be revisited later as it is relevant to the discussion in subsection 2.5.2.  

 

 

 

 

 

 

 

 

 

 

 

Figure 2.11. Adaptation of Muniz & O‘Guinn‘s (2003) model to demonstrate the 

commonality between sport subcultures and brand communities. 
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The discussion in this subsection has demonstrated how the notion of subculture 

serves as a common theme between the branding and sport event domains. It was 

highlighted in section 2.2 that although work on sport event leverage has suggested that 

values of environmental and social concern could be incorporated within a sport 

subculture, the question of how such values would be incorporated had not been 

investigated. The discussion in this section has illustrated the commonalities between 

sport subcultures and brand communities. Thus, it is practical at this point to examine 

the literature on event branding to explore its contribution to the discussion on triple 

bottom line leverage of sport events.  

 

2.5 Sport Event Branding 

The purpose of this section is to review the literature on sport event branding. 

Literature studying brand-related concepts in a sport event context is relatively new, 

with most research focusing primarily on how sports teams develop and strengthen their 

brands (cf. Gladden & Funk, 2002; Gladden, Milne & Sutton, 1998; Pons & Richelieu, 

2004; Richelieu, 2004). Some research has, however, started to explore how brands of 

one-off sport events (cf. Merrilees, et al., 2005; Parent & Séguin, 2008) and sports 

leagues (cf. Kunkel, Funk & King, 2009) are developed. The discussion in this 

subsection primarily reviews the literature on how brands of one-off sport events are 

developed, as this is directly linked to the research topic. However, references are also 

drawn from the broader literature on event marketing and branding of sports teams.  

The term ―event marketing‖ has primarily been explored from the perspective of 

how companies market their products and brands through events (cf. Close, Finney, 

Lacey & Sneath, 2006; Sneath, Finney & Close; 2005; Schmitt, 1999; Schreiber & 

Lenson, 1994). However, some researchers have also explored how events themselves 

can be marketed (cf. Hoyle, 2002; Masterman & Wood, 2006). Hoyle (2002) suggests 
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that there are three prime aspects that make an event marketable, which are: 1) the 

entertainment it features; 2) the excitement it can generate among audiences; and, 3) a 

uniqueness about the event concept. He eventually suggests that the organisational 

leader plays a key role in creating the uniqueness about the event. Although the leader 

can be seen as a contributor to the development of an event‘s marketing and branding, 

the three aspects described by Hoyle (2002) primarily suggest what aspects make an 

event marketable, rather than how an event brand is developed. Considering events can 

be used as vehicles to generate awareness and change attitudes towards key social and 

environmental issues (Filo, et al. 2007; O‘Brien & Chalip, 2008; Schulenkorf, et al., 

2009), an understanding of how an event brand can be developed is more relevant to 

this thesis investigation.  

While mega-events such as the Olympic Games and FIFA World Cup are well-

known sport event brands, research on the development of sport event brands has been 

very limited. This is somewhat surprising, considering a strong event brand can 

generate positive interest and participation from the host population, sponsors and 

media (Getz, 2005). The work of Parent and Séguin (2008) is one of the most detailed 

in the area, as they suggest a framework for the creation of a one-off event‘s brand (see 

Figure 2.12). ―One-off‖, in this context, refers to sport events that may have various 

iterations, however, are one-off in the sense that they have different host cities at each 

iteration (such as the Olympics). The work of Getz (2005) also briefly touches on the 

subject of event branding. His suggestion is that when developing an event‘s brand, the 

leadership group will first identify where the event will be positioned, after which an 

appropriate name and symbol can be designed. Merrilees, et al. (2005) have also 

contributed to the discussion by exploring how strong ties with stakeholders can 

contribute to the successful branding of a one-off sport event. The suggestions by both, 

Getz (2005) and Merrilees, et al. (2005), however, can broadly be considered within the 
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framework proposed by Parent and Séguin (2008), as is done later in this section. In 

addition to Parent and Séguin‘s (2008) framework, the work of Green, et al. (2003) is 

also relevant to the discussion on triple bottom line leverage and event branding, as they 

have explored the potential that an event‘s logo has for destination marketing. 

Accordingly, this section is divided into four subsections. The first three subsections are 

based around the three contributing factors from Parent and Séguin‘s framework, while 

integrating other perspectives linked to the discussion. The fourth subsection 

particularly builds on the work of Green, et al. (2003), and focuses on the potential of 

event brand elements for leverage. 

 

Figure 2.12. Parent and Séguin‘s (2008, p. 543) framework for the creation of one-off 

large scale sporting event brands. 

 

2.5.1 Event’s Leadership Group 

The role of the leadership group is crucial when developing an event‘s brand 
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develop the vision and set the direction for the event, they play the most important role 

within the creation of the event brand. This suggestion is in line with the corporate 

branding literature discussed earlier, where, it was highlighted that the organisation‘s 

CEO sets the direction for the corporate brand (Balmer & Gray, 2003; de Chernatony, 

2002). Moreover, Parent and Séguin suggest that the event‘s leadership must possess 

three key skill sets, namely political/networking skills, business/management skills, and 

sport/event skills.  

In terms of political/networking skills, Parent and Séguin‘s (2008) focus is on 

the networks that event organisers need to form in order to successfully develop the 

event brand. They find in their investigation of the Montreal 2005 FINA World 

Championship that the organising committee was headed by three leaders, the Mayor of 

Montreal, the Director of the Montreal Formula 1 race, and the President of a media 

network. Parent and Séguin note that the backgrounds of these leaders brought in 

existing contacts within the local and international political, sports, and media arenas, 

while they had the skills to develop new networks where needed. Such networking 

skills were crucial for developing and communicating the event‘s brand. Indeed, this is 

also illustrated in the works of Merrilees, et al. (2005) and Olkkonen (2001), who note 

that the various networks event organisers formed were crucial for the delivery of the 

actual event and its brand. In contrast, it is suggested by Mossberg and Getz (2006) that 

the involvement of too many stakeholders may make branding an event a very complex 

process. However, Mossberg and Getz‘s (2006) discussion is limited to the difficulties 

faced when branding large-scale community festivals, where they note that event 

owners are often non-profit organisations which, in search of financial aid, may feel 

obligated to co-brand or co-produce their festivals with corporate sponsors or public 

sector stakeholders. This results in multiple event-owners, which can make it difficult to 

develop a unified brand image. However, this argument need not apply to major one-off 
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sport events where the event owner is usually the governing body of the event (such as 

the International Olympic Committee owning the Olympics) while the organising 

committee is often a public sector entity established solely for the planning and 

implementation of the event (such as the Vancouver Organising Committee for the 2010 

Winter Olympics) (Parent & Séguin, 2008). This aspect of developing strong networks 

to promote an international event locally (Merrilees, et al. 2005) is discussed further in 

subsection 2.5.3, as it is also relevant to the discussion on event context.  

By business/management skills, Parent and Séguin (2008) refer to basic 

leadership qualities that emerge from the areas of business management. They suggest 

that the organising committee‘s leadership must be well-versed in strategic management 

practices, financial management skills, and communication skills; as well as have the 

ability to lead and motivate subordinates. Indeed, such views also emerge in business 

management research discussing the role of leadership (cf. Goleman, 1998). Parent and 

Séguin suggest that such business/management skills, and, more importantly, a strong 

track record of leadership in past business projects, adds credibility, as stakeholders 

believe the leadership is qualified and capable to deliver on the promises.   

The third skill set, sport/event skills, refers to the technical sport and event 

management skills needed to successfully organise the event. Parent and Séguin (2008) 

suggest that the leader(s) would need to have an understanding of the type of contest 

and the specific requirements of such events. Indeed, event organisations, unlike 

―normal‖ businesses, are considered to be ―pulsating organisations‖ (Deery & Jago, 

2005). That is, events expand in number of employees and scale of operations when 

nearing the actual staging of the event, and then rapidly contract in size upon 

conclusion. Moreover, the functional areas that operate within a sport event context 

would be different than a broader management context. For example, anti-ambush 

management activity is undertaken at most international events, but is a practice specific 
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to event management with little application in other management contexts. Parent and 

Séguin add that an understanding of the sport featured during the event is also necessary 

as, ―you need people who know the product‖ before being able to sell it as a brand 

(2008, p. 537). Therefore, a strong understanding of the event management context and 

the sport/s featured within the event enables the leadership to successfully market and 

manage the event. 

One aspect in Parent and Séguin‘s model that needs further exploration is how 

internal and external stakeholders may influence the event brand. As depicted in Figure 

2.12, Parent and Séguin‘s (2008) model suggests after the event‘s leadership (along 

with context and nature of event discussed later in this section) have drafted the initial 

event brand, it is communicated to internal and external stakeholders. These 

stakeholders then, ―reflect their perceptions (image) of the brand back to the leadership 

group so that the leaders may modify the event‘s brand as needed‖ (Parent & Séguin, 

2008, p. 544). Earlier in subsection 2.4.1, it was highlighted that there is a direct two-

way interaction between the vision (set by leader) and image (perceived by 

stakeholders) of the corporate brand (Hatch & Schultz, 2003). It was also noted that 

while the event organisers set the direction for the event, when attempting a balance in 

the triple bottom line outcomes of the event, organisers must start with stakeholder 

expectations (Hede, 2008). Therefore, although not specifically illustrated in Parent and 

Séguin‘s (2008) discussion, it is likely that the event‘s leadership group sets the initial 

direction and vision of its event as a function of the expectations of key stakeholders. 

The role of an event‘s leadership group in giving the event brand its identity has 

been discussed. It was established that this event branding literature is in line with the 

literature on corporate branding, which suggests that the organisation‘s CEO would be 

responsible for establishing the corporate brand. It was noted that leaders, in order to 

successfully develop and implement the event brand, would have political/networking, 
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business/management, and sport/event skills. There is, however, potential to further 

explore how stakeholders may influence the event leadership‘s vision in terms 

expressing desired economic, social, and environmental outcomes expected from the 

event. Although the event‘s leadership group plays a crucial role in developing the 

event‘s brand, Parent and Séguin (2008) also suggest that the context and nature of the 

event influence the process. These factors are explored in the following subsections. 

 

2.5.2 Nature of the Event 

The second factor that Parent and Séguin (2008) suggest will influence the 

event‘s brand is the nature of the event. This is illustrated in Figure 2.12 as the 

International Federation (IF) contributing to the ―event‖ which has an impact on the 

event brand. The term, ―nature of the event,‖ however, is a very broad term and appears 

to have not been fully explored in Parent and Séguin‘s (2008) discussion. This 

subsection will discuss three concepts that can further illuminate the term, ―nature of the 

event‖. 

Parent and Séguin‘s discussion is primarily focused on what could appropriately 

be termed the ―parent brand.‖ The term, parent brand, emerges from the literature on 

brand extensions and primarily refers to a setting where the corporate brand (for 

example, Kellogg‘s) co-brands with a product brand (for example, Coco Pops), thus 

demonstrating a parent-child relationship (Keller, 2003). This has also been discussed in 

the branding of sports teams, as Gladden, et al. (1998) suggest that the league or 

division a team is a part of contributes to the brand equity for that team (consider the 

reputation of a NCAA division one team against a division three). The same is 

applicable to one-off sport events, as the reputation of the parent brand can be 

transferred to the child brand. Essentially, Parent and Séguin (2008) suggest that the 

international federation that owns the event will have developed the event‘s parent 
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brand regardless of the current edition of the event – such as, the strength of the 

Olympic Games brand, regardless of each iteration of the event, such as, Sydney 2000 

or Beijing 2008. They suggest that the strength of this parent brand will have an impact 

on developing a strong and well-recognised event brand. Moreover, they suggest that 

the parent brand should be a recognised brand among members of the host community 

in order for it to add value to the event brand locally. They discuss this with a 

comparison of the popularity of aquatic sports within Canada and Australia. As they 

suggest, ―While a world aquatics championships can be easily branded in Australia, 

where aquatic sports are popular, that is not the case in Canada, where aquatic sports 

have little recognition or brand power‖ (Parent & Séguin, 2008, p. 539). Indeed, the 

work of Merrilees, et al. (2005) also touches on this, where they explore how event 

organisers of the Brisbane Goodwill Games managed to deliver the global Goodwill 

Games brand locally to the Australian community. Merrilees, et al. found that the 

networks event organisers developed locally were essential to the delivery of the event 

brand. However, this aspect discussed by Merrilees, et al. is more relevant to the 

discussion on ―event‘s context‖, and will be explored in the next subsection.  

There is, however, a gap in the work of Merrilees, et al. (2005) and Parent and 

Séguin (2008). It is worth noting that both studies have focused on events that had 

existed in the international sport events circuit for a number of years; the FINA World 

Championships in Montreal was in its 11
th

 iteration, while the Goodwill Games 

(summer) in Brisbane was in its fifth. Therefore, the parent brands of these events had 

been through enough iterations to be recognisable international brands, and, therefore, 

served as a point of reference for the respective event organisers. However, there have 

been no studies exploring how an event owner of a new event would influence the event 

brand. That is, how would a brand new event concept, with no previous history, 

influence the child event brand? Indeed in such a case the event owner‘s involvement 
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would have some impact on the event brand creation process, even if the parent brand 

may be new. Therefore, the ―nature of the event‖ category suggested by Parent and 

Séguin (2008) can be extended further. 

The second aspect that can broadly fall under the ―nature of the event‖ category 

is the event concept. The event concept refers to ―the way we do things‖ as may be 

established by the event‘s owner. This is only very briefly discussed in Parent and 

Foreman‘s (2007) study on the factors that contribute to an event organisation‘s 

identity, which is, essentially, an antecedent for the discussion by Parent and Séguin 

(2008). Parent and Foreman (2007) suggest that aspects such as the scope, institutional 

context, components, needs and results from the nature of the event category will 

impact the organising committee‘s identity. This view involves the actual values and 

concept behind an event, not the strength or recognition of those values. This view of 

the event can exist regardless of the strength of the parent brand and would still 

contribute to the event brand. For example, the International Olympic Committee‘s 

vision behind the Youth Olympic Games is to ―inspire young people around the world 

to participate in sports‖ (IOC, 2009, p. 1). These values that drive the event concept 

have accordingly been translated into the Singapore Youth Olympic Games‘ brand by 

the event‘s organisers, who suggest that the event‘s logo celebrates the ―spirit of youth‖ 

(SYOGOC, 2009). Moreover, from a single-sport event perspective, the event concept 

can also be translated into the sport‘s subculture. 

 

2.5.3 Event’s Context 

The third aspect that can also be discussed under the ―nature of the event‖ 

category is the influence a sport‘s subculture may have on the event brand. It was 

discussed earlier that sport subcultures presented an opportunity for event stakeholders 

to maximise leverage (Green, 2001; Green & Chalip, 1998; O‘Brien, 2007). Although 
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the works of Green and Chalip (1998), Green (2001) and O‘Brien (2007) are primarily 

focused on event leverage, the authors acknowledge that sports subcultures have 

implications for event marketing as the celebration of the subculture makes the event 

more appealing to participants. Their discussion, therefore, has implications for event 

branding and is, accordingly, illustrated in Figure 2.13. This figure is essentially 

adapted from the Figures 2.10 and 2.11 on brand communities, which were discussed in 

the earlier section. As illustrated, the sport‘s subculture can be incorporated within the 

event brand, which can further attract participants and enhance socialisation through the 

event.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.13. The role of sport subculture on event brand‘s ability to attract participants. 
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The third contributing factor in Parent and Séguin‘s (2008) model, the event‘s 

context, refers to the networks formed within the host community to successfully 

deliver the event brand. Parent and Séguin (2008) suggest that the three skills sets of the 

event‘s leadership group, which were discussed in the earlier subsection, would have to 

be applicable within the host community. They elaborate this through the example of 

how the leadership of the Montreal 2005 FINA World Championships may have been 

well connected in Lausanne, Switzerland (FINA‘s headquarters), however, this network 

had no significant influence on the development of the brand within Montreal. Indeed, 

this also emerges in the study by Merrilees, et al. (2005), who focus on how organisers 

of the Brisbane Goodwill Games attempt to deliver this global brand (the Goodwill 

Games) at a local level.  Merrilees, et al. find that the local networks the event‘s 

marketing team developed with sponsors, suppliers and media were crucial to 

successfully branding the event in a local context.  

An additional concept that can be classified under the broader ―event context‖ 

category, is the impact a destination‘s image can have on a brand. This idea is primarily 

discussed in the work of Chalip (2004) who suggests that a symbiotic relationship may 

exist between the event brand and destination‘s brand. Chalip‘s (2004) suggestion is a 

conceptual one, derived from the view of image transfer as discussed in the event 

sponsorship-related literature (cf. Gwinner & Eaton, 1998). Moreover, Chalip‘s (2004) 

discussion is primarily focused on how an event can be used to maximise economic 

outcomes for a destination, rather than on how an event‘s brand is developed. 

Nonetheless, the suggestion that a destination‘s existing image can impact an event‘s 

brand image, and vice versa, has implications for the study of event brand creation. 
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2.5.4 Event Brand Elements: Potential for Leverage 

The potential for an event‘s logo as a means to promoting the host destination 

was discussed in subsection 2.3.1. It was noted in the study of Green, et al. (2003) that 

an event‘s logo receives considerable coverage through print and broadcast media. 

Accordingly, they suggested that destination marketers and event organisers should 

utilise an event‘s logo as an opportunity to promote the destination. They suggested that 

showcasing the destination‘s name in large fonts while incorporating images of 

landmarks from the destination can help viewers and readers associate the event with 

the destination. Although Green, et al.‘s (2003) discussion primarily has relevance to 

literature on event leverage, the use of an event‘s logo, which is merely one facet of 

branding, suggests the potential for strategic branding in sport events. This, therefore, 

supports the argument of this thesis that there is potential to maximise leverage through 

strategically branding the sport event.  

The potential use of an event‘s logo can also be extended to studies related to 

social impacts. It was noted in subsection 2.3.2 that Schulenkorf, et al. (2009) explored 

how a participatory sport event in Sri Lanka helped enhance understanding and develop 

social capital among event participants who were from rival communities in Sri Lanka. 

Schulenkorf, et al. (2009) highlight that, in order to encourage participation, event 

organisers had to ensure that potential participants perceive the event and its 

stakeholders as trustworthy. One method through which the organisers appeared to 

enhance their trustworthiness was through the event‘s brand elements. Schulenkorf, et 

al. (2009) suggest that the event organisers developed a politically neutral logo and 

catchphrase in order to generate a level of trust from participants. As they note the 

response of the event organiser,  

Our logo says ‗Connecting Sportspeople‘, which is a very neutral 

statement. It does not give any ideas or links towards any political 
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affiliation . . . we have (images of people), and we try to put a ball in 

between them and try to make people interact through the medium of sport 

(Schulenkorf, et al., 2009, p. 444).  

Although, the potential of an event‘s logo was only briefly discussed by Schulenkorf, et 

al., it did however emphasise the potential a sport event‘s logo has to generate trust 

among target stakeholders. The event organiser‘s politically neutral stance and the cause 

behind the event, which was primarily focused on connecting members from opposing 

communities through sports, enhanced the trustworthiness and credibility for event 

organisers. Indeed, Filo, et al. (2007) also note that the social cause behind an event‘s 

concept can attract participants and generate a bond between the participants and the 

event. The event‘s brand elements may, therefore, provide an opportunity to 

communicate the event‘s social/environmental cause to target stakeholders, thus, 

contributing to leverage.  

 

2.6 Summary of Relevant Literature and the Gaps Identified 

The critical review of literature conducted in Chapter 2 can now be summarised. 

As discussed, the main focus of this thesis is on how event branding can contribute to 

triple bottom line leverage of sport events. The first section of Chapter 2 introduced the 

various types of sport events and highlighted that these events can have economic, 

social and environmental impacts for host communities. Moreover, it was argued that 

the costs of hosting large-scale sport events often surpass the purported benefits. This 

led to a call for a more strategic approach to leveraging sport events in order to ensure 

that the benefits often attributed to the hosting of such events are realised by host 

communities.  

Before exploring the literature on strategic leverage of sport events, however, 

the interrelated concepts of CSR, corporate sustainability and triple bottom line were 
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discussed. The extensive academic debate around the terminologies was reviewed. 

However, at the conclusion of section 2.2 the author demonstrated how the principles of 

CSR, corporate sustainability, and triple bottom line could be viewed as moving 

towards the same direction. The merging of these principles was practical as the 

literatures reviewed in later sections interchanged the terminologies during discussion. 

The third section focused on the strategic leverage of sport events. It was noted 

that literature in the area of sport event leverage, although still scant, is gradually 

gaining momentum. Moreover, it was highlighted that some researchers have started 

focusing on how the triple bottom line approach can be utilised for event leverage. It 

was noted that this balancing of the event‘s economic, social and environmental impacts 

seems practical as it is an expectation of key event stakeholders. To this end, the role 

sport subcultures could play in facilitating leverage was discussed. Although literature 

suggested that an event could be used to promote values of environmental and social 

awareness to members of the focal subculture, the question of how such values could be 

engendered within the subculture had not been previously explored. This highlighted a 

gap in the literature, which led to an examination of the literature on branding, as 

subcultures was posited as a common link between the literatures on branding and sport 

event leverage. 

The fourth section reviewed brand management from three perspectives, 

corporate branding, sustainable branding and subculture of consumption. The discussion 

on corporate branding suggested that in a business environment where focus has been 

shifting from creating shareholder value to stakeholders, organisation leaders need to 

communicate the corporate brand to various stakeholders rather than customers alone. 

This discussion was extended to the literature on sustainable branding which 

highlighted the practicality of incorporating sustainable business and branding practices 

as these are expected by an organisation‘s stakeholders. Finally, the extant work on 



78 
 

brand communities and subcultures of consumption was reviewed. These works were 

explored in relation to event management literature on sport subcultures, in order to 

highlight a potential link between event leverage and branding. Accordingly, the 

discussion was extended to literature on event branding. 

The final section explored literature on event branding. It was noted that 

literature specifically addressing event branding was scant, with only two articles that 

explicitly discussed the concept (Merrilees, et al., 2005 and Parent & Séguin, 2008). 

Utilising Parent and Séguin‘s framework for event branding, the role of the event‘s 

leadership group, nature of the event, and event context, was reviewed. Drawing in 

additional references and examples, the broader category of ―nature of event‖ was split 

into the parent brand, event concept and sports subcultures, all of which had potential to 

contribute to the event brand. Similarly, the event‘s context was reviewed from the 

perspective of how networks within the regional context of the event are needed to 

successfully brand the event, while the destination‘s existing image also has potential to 

influence the event‘s brand. In addition to the discussion of Parent and Séguin‘s 

framework, literature from event leverage, which highlighted the potential use for a 

focal event‘s brand elements to attain positive economic and social outcomes, was also 

reviewed. The potential for event brand elements to sustain positive economic and 

social outcomes further supported the focus of this thesis, that is, the potential for 

maximising triple bottom line leverage through strategic event branding. 

Given the different areas of research that have been reviewed in this chapter, 

Figure 2.14 has been drafted in order to present the schema of relevant literature and 

clearly outline the links between the different areas of study. As exhibited in the figure, 

the areas of triple bottom line leverage and branding are key, while these are explored 

within a sport event management context. The role of stakeholders and subcultures is 

also considered, as outlined in the research questions that are presented at the end of this 
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chapter. The model, therefore, highlights that sport events, stakeholders and subcultures 

are common themes within both areas of triple bottom line leverage and event branding. 

Overall, four gaps have been identified in the literatures reviewed, which are 

listed in Table 2.1. The first gap, as discussed earlier, was that literature on sport event 

leverage has not thoroughly explored how values of social and environmental concern 

can be incorporated as part of a sport subculture. This first gap was the starting point for 

this investigation, as a potential link between branding, event leverage and subculture 
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was noted. An additional gap within the sport subcultures literature was that the 

extant work has only focused on single-sport events, with no exploration of how sport 

subcultures exist within a multisport event context. The third gap in the context of triple 

bottom line leverage of sport events is that there is a lack of empirical research on the 

subject, as the work done thus far has primarily emerged from theoretical underpinnings 

(cf. Hede, 2008; O‘Brien & Chalip, 2008; Trendafilova & Chalip, 2007). Therefore, 

there is a need for more empirical research on the subject, to acknowledge the 

practicality of the triple bottom line approach in a sport event context. Finally, the 

fourth gap was identified in the event branding literature. It was noted that the scant 

literature on event branding has only focused on events where the parent brand, as 

controlled by the event owner, has been through a number of iterations. However, an 

understanding of how inaugural sport events develop their brand was yet to be explored.  

 

Table 2.1 

The Gaps in Literature 

 Gaps 

 

1 

 

Studies have suggested that values of social/environmental concern can be incorporated 

in a sport subculture; however, the question of how values can be incorporated in a sport 

subculture has not been explored. 

2 Studies on sport subcultures have focused on single-sport events; no studies have 

investigated how sport subcultures exist within the context of multisport events. 

3 Limited studies have conceptually argued the potential for triple bottom line leverage 

through sport events, but there is a lack of empirical research in the area. 

4 Studies on sport event branding have focused on events with a considerable history; no 

studies have explored the branding process in the context of new sport events. 
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These gaps have been considered not only during the construction of the 

research problem, but also the selection of appropriate research sites and methods. More 

specifically, the second, third and fourth gaps have been considered when selecting the 

research sites, which are two new international multisport events based in Asia. That is, 

the fourth gap is based on the lack of research on the branding of new sport events, 

therefore selecting two new sport events will help address this gap. Meanwhile, the 

second gap is based on the lack of studies aimed at exploring how sport subcultures 

exist within a multisport event context, therefore, the selection of two multisport events 

will help address this. The selection of two research sites also has implications for the 

third gap in order to try and move the discussion of triple bottom line leverage in sport 

events from a conceptual argument to a practical one. Finally, the first gap, which 

triggered an examination of the event branding literature, has been considered within 

the research problem and related questions, which are listed below. 

 

Research Problem:  

What is the relationship between branding and triple bottom line leverage of sport 

events? 

 

Research Questions: 

1. How are internal stakeholders influenced by external stakeholders during the event 

branding process? 

2. How do internal stakeholders interact with sports subcultures when developing and 

promoting a sustainable event brand? 

3. How can internal stakeholders integrate the event brand to facilitate the triple bottom 

line leverage of sport events? 
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The research problem and its related questions will be explored within the 

milieu of the event brands of the Olympic Council of Asia (OCA). Primarily, this study 

focuses on the OCA‘s recently launched and lesser-known brands, namely the Asian 

Indoor Games and the Asian Beach Games, as these event brands will need to form 

stronger ties locally (and globally, in time) in order to achieve success for host nations 

and the OCA. These research sites are discussed in detail in the following research 

methods chapter. 
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Chapter III 

Methods 

 

The preceding chapter, Chapter 2, critically reviewed the literature on sport 

event leverage and branding and identified the gaps therein. Accordingly, the research 

problem was articulated, focusing on investigating the relationship between branding 

and triple bottom line leverage of sport events. Three sub-questions were formulated to 

address the research problem.  

The purpose of Chapter 3 is to discuss the research methods employed for this 

investigation. The first section of this chapter presents a broad overview of the 

methodology adopted for this study, while justifying the application of the research 

methods selected. This is followed by a review of the research sites selected for this 

investigation. Sections 3.3 and 3.4 then highlight the process through which data were 

collected and analysed, respectively. Section 3.5 describes the steps taken in order to 

improve the reliability of data, which is followed by a section on the ethical 

considerations for this study.  

 

3.1 Overview of Research Design 

In this section an overview of the research design and methodology is presented. 

A qualitative ethnographic-type methodology was considered for this research. 

However, the discussion in this section is based on Perry‘s (1998a) suggestion that the 

researcher should also acknowledge other methods in order to justify the 

appropriateness of the selected research design for his/her study. Accordingly, the 

following discussion begins with brief review of the quantitative and qualitative 

paradigms and the mixed methods approach, before moving into the methodology 

adopted for this research.  
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In presenting arguments in favour of using either qualitative or quantitative 

research methods, a number of researchers have long disputed the worth of the 

respective non-favoured technique.  Indeed, the dispute between advocates of 

quantitative and qualitative researchers has been documented over several decades (cf. 

Johnson & Onwuegbuzie, 2004; Sieber, 1973). Quantitative researchers believe that, 

just as in physical sciences, the social scientist should also make objective inquiries that 

can be generalised regardless of time and context variations (Johnson & Onwugbuzie, 

2004; Nagel, 1986). Moreover, advocates of such a method argue that the observer and 

the observed are distinct and separate entities (Tashakkori & Teddlie, 1998). Qualitative 

researchers, on the other hand, believe that realities are multiple in nature and time and 

context-free generalisations may not be possible to achieve in social science (cf. Lincoln 

& Guba, 2000; Smith, 1983). As Guba (1990) suggests that the observer cannot be 

separated from the social phenomenon that is being observed, as the subjective observer 

is part of the reality that is being observed.  

Noting the debate between quantitative and qualitative paradigms, a number of 

authors recommend using a mixed methods approach in order to gather an improved 

perspective on the phenomenon being studied (cf. Easterby-Smith 1991; Gable, 1994; 

Johnson & Onwuegbuzie, 2004). In such an approach the researcher proceeds to 

investigate through both quantitative and qualitative methods. Such an approach has 

also been recommended for thesis writing, as it, takes both perspectives into 

consideration (Gable, 1994). However, it has also been argued that although both 

paradigms are considered, this is often done with conflicting epistemologies (Greene & 

Caracelli, 1997). Moreover, Patton (1990) argues that the one-size-fits-all approach is 

inadequate in selecting the appropriate research methodology. Rather, he suggests that 

selection of an appropriate methodology will depend primarily on the nature of the 

research problem itself. In support, Perry suggests that given the budget and time 
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constraints PhD scholars face, it is appropriate to select one ―major‖ methodology 

which is derived from the research problem (1998a, p. 28). Therefore, while a mixed-

method approach may appear to be best practice as it considers both paradigms, these 

authors suggest that it is purely the nature of the research problem that will drive the 

selection of an appropriate research method. 

Broadly, this research adopts an ethnographic-type approach, in order to explore 

how stakeholders construct and interact with the realities surrounding them. The reason 

for classifying this research methodology as ethnographic-type, stems from the debate 

surrounding the word ―ethnography‖. Emerging from the domain of anthropology, 

ethnography is very often viewed as a long-term study, where the researcher spends a 

number of years within the community s/he is observing (Schwartzman, 1993). 

However, as researchers from the fields of organisational behaviour (cf. Schwartzman, 

1993) and education (cf. LeCompte & Preissle, 1993) started using ethnographic 

methods, certain aspects needed to be modified to fit these non-anthropological 

contexts. Although these modifications have often met criticism from ―hard-core‖ 

ethnographers (cf. Rist, 1980), Hymes (1980) argues that such modifications are 

expected as researchers adopt ethnographic methods to non-anthropological contexts. 

As he suggests,  

It has not helped that some people talk as if the key to ethnography were 

a personal psychological experience, rather than the discovery of 

knowledge . . . . There is no reason to think professional ethnographers 

privileged. In their own lives they are in the same situation as the rest – 

needing to make sense out of a family situation, a departmental situation, 

a community situation, as best they can (Hymes, 1980, p. 89 & 99). 

Noting the debate, many researchers within the social sciences context have started to 

use the term ethnographic-type approach (cf. Kouraogo, 1993; Quinn, 1992; Schuster, 
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1996). The term ethnographic-type suggests that although ethnography methods have 

been adopted by these researchers, certain aspects of the traditional anthropology view 

of ethnography are not taken into consideration as these were not relevant to the context 

being studied.  

Having clarified the logic behind using the term ethnographic-type, the 

definition of ethnography and its application to this study can be explored. A broad 

definition of the term ethnography can be found in Fetterman‘s (1989) work, who 

suggests that ethnography is the study of a group or culture. Fetterman‘s definition, 

however, is very basic. De Laine (1997) suggests that a clear definition of the term 

―ethnography‖ may be problematic due to the ambiguity that surrounds the term. 

Angrosino (2007) points out that this is due to the varying disciplines from which 

ethnographers derive, such as structural-functionalism, feminism, and Marxism. 

However, he identifies commonalities between the varying approaches, which are, 1) 

ethnographers attempt to identify patterns within behaviour or expressions of group 

members under study; and, 2) the emphasis of any ethnographic study is on field-

research. Schwartzman (1993, p. 3) similarly suggests that, ―one of the defining 

characteristics of ethnographic research is that the investigator goes into the field, 

instead of bringing the field to the investigator. Ethnographers go into the field to learn 

about a culture from the inside out.‖ Silverman notes that although ethnography has 

been traditionally rooted in anthropology, ―non-anthropologists are more likely (to use 

this approach) to study particular milieu or ‗subcultures‘ in their own society‖ (2000, p. 

37, parenthesis added). The focus of this study on sports subcultures and brand values 

has been emphasised in Chapter 2. Unlike the traditional view of ethnography, however, 

this study is not based on several months of fieldwork physically. That is, although I had 

constantly observed the two events being studied for many months through secondary 

sources (such as media release and marketing collateral), I was physically present at the 
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research sites only one month prior to the commencement of each respective event. 

Considering the view that event organisations are pulsating in nature (Deery & Jago, 

2005), the time-frame adopted was appropriate as the majority of the ―action‖ within 

these research sites took place in the month leading up to each respective event. A 

description of how and when I entered the research sites and conducted participant 

observation and semi-structured interviews is detailed later in section 3.3.  

Therefore, this research is focused on a fieldwork investigation, which will assist 

in extending the literatures reviewed in Chapter 2. The research will explore the 

relationships among branding, sport event leverage, and sustainability, utilising two 

event brands of the Olympic Council of Asia (OCA) as case studies. This will help 

address the research questions within a practical context, while at the same time 

acknowledging emerging concepts from the field. Moreover, as these events are based 

in Asia, it will assist in extending the literatures on event branding and leverage which 

have primarily focused on events based within Western nations. Moreover, in order to 

explore how event brands are constructed within the context of new sporting events, this 

study will examine the OCA‘s recently launched and lesser-known brands, the Asian 

Indoor Games and the Asian Beach Games. The following subsection discusses these 

research sites. 

 

3.2 Research Sites 

The purpose of this section is to provide background information on the two 

research sites selected for this investigation; the Asian Indoor Games (AIG) in Macau, 

and Asian Beach Games (ABG) in Bali. Both events are new events, only recently 

launched by the Olympic Council of Asia (OCA). Before discussing the research sites 

specifically, however, an introduction of the OCA‘s operations and the events that led to 

the development of the AIG and ABG concepts is required. 
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The OCA is the governing body for Olympic-affiliated associations on the Asian 

continent. It currently represents 45 member nations and is one of the five continental 

associations acknowledged by the International Olympic Committee (IOC). The OCA‘s 

core objective is: 

To develop sport, culture and education of Asian youth, those moral 

and physical qualities that come from fair competition in sports, and to 

promote international respect, friendship, goodwill and peace (OCA, 

2006, p. 9, parenthesis added). 

The OCA‘s core identity is derived from that of its predecessor, the Asian 

Games Federation (AGF), which was established in 1949 as the governing body of the 

Asian Games. In the early 1980s, as the Asian Games gained a reputation as the 

―Olympics of Asia‖, the formation of the OCA was conceptualised (OCA, 2007b). After 

more than 20 years of operations, in late 2006, towards the conclusion of the Doha 

Asian Games, the OCA launched a new brand identity through the launch of its new 

logo. This new logo suggested the OCA‘s growing focus on developing its own brand 

along with those of its events. The AGF‘s ―Ever Onward‖ motto and symbol of an 

orange sun remain crucial elements within the OCA‘s new brand identity (OCA, 

2007a). The OCA‘s new logo, as illustrated in Figure 3.1, uses dynamic images of a 

dragon and falcon, to highlight the various cultures from East to West Asia. Meanwhile, 

the OCA‘s sun embodies the ―ever glimmering and warm spirit of Asian people‖ (OCA, 

2007a, paragraph 4).  

Along with the launch of a new brand identity, the OCA has also launched 

several new event concepts in recent years. Aside from the Asian Games, which has 

developed into the second largest multisport event in the world (Silverio, 2007), and the 

Asian Winter Games (since 1986), the OCA has over the last decade launched the Asian 

Indoor Games, Asian Beach Games, Asian Martial Arts Games and Asian Youth 
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Games. Silverio (2007) suggests that these new events emerged as many Asian 

countries that did not have sufficient resources to host mega sport events, began 

approaching the OCA with an interest in hosting major sport events. Moreover, the 

OCA hoped to provide a multisport event platform that could promote lesser-known 

sports not traditionally featured within the Olympic or Asian Games (Silverio, 2007). 

Such factors influenced the OCA‘s decision to launch the new event concepts, most of 

which were to be held bi-annually, thus providing more frequent opportunities for Asian 

cities to host OCA events. This study focuses on two of the OCA‘s new events, namely, 

the Asian Indoor Games in Macau and the Asian Beach Games in Bali. These two 

research sites are explored in the following subsections. 

 

 

Figure 3.1. The OCA‘s new logo. 

 

3.2.1 Macau 2007, 2
nd

 Asian Indoor Games  

The AIG was conceptualised in 2001 as an attempt to, ―further promote the 

noble ideals of the Olympic Movement among the Asian people and arouse their 

interests in sports that are good to their moral and physical qualities‖ (MAIGOC, 2007, 

paragraph 1). The event was formally launched at the 21
st
 OCA General Assembly in 

2002 (MAIGOC, 2007), with Bangkok, Thailand, chosen as host city for the inaugural 
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AIG in 2005. The second AIG, which was the first research site for this study, was held 

in Macau, China from October 26 – November 3, 2007. A total of 2476 athletes from 45 

nations participated in 17 sports, which were further split into 151 events. These 

included some sports that were unique to the Asian region, such as, dragon and lion 

dance and hoop sepaktakraw. Other popular sports that had not featured during the 

Asian or Olympic Games were incorporated within the AIG, such as extreme sports (X-

sports), short-course swimming, indoor athletics and futsal (indoor soccer). In addition, 

there were three demonstration sports, kickboxing, kurash and 3-on-3 basketball, which 

were included due to their popularity and potential development into further OCA 

events (Silverio, 2007). The internal stakeholders, in this context, referred to the 

employees and volunteers of the organising committee. Through interviews with these 

internal stakeholders, key external stakeholders that were identified at this research site 

included the OCA, the International Olympic Committee (IOC), visiting sports 

delegates (members of National Olympic Committees and sports federations), media, 

sponsors (particularly the Venetian-Macao and Central China Television), and the local 

community. 

 

3.2.2 Bali 2008, 1
st
 Asian Beach Games  

Having noticed that many sports within Asian communities were still not 

recognised at an international competitive level, the OCA conceived the Asian Beach 

Games, appointing Bali, Indonesia, to host the inaugural event in 2008. Bali was chosen 

without a formal bidding process as the OCA members felt that the region‘s economy, 

which relied heavily on tourism, had suffered greatly due to the 2002 and 2005 

bombings. The OCA members unanimously chose Bali as the host destination in order 

to help support and re-build the island‘s tourism industry (BABGOC, 2007a). The event 

was held from October 18-26, 2008 and saw 1665 athletes from 45 nations, 



92 
 

participating in 21 sports. Some of the beach-sports included surfing, dragon boat, wood 

ball, beach football, and beach sepaktakraw. Out of the 21 sports, the sports of beach 

basketball and beach water-polo were demonstration sports. As with the AIG, the 

internal stakeholders in this context referred to the employees and volunteers of the 

organising committee. Through interviews with these internal stakeholders, key external 

stakeholders that were identified at this research site included the OCA, the visiting 

sports delegates (members of National Olympic Committees and sports federations), 

media, sponsors/partners (particularly Pertamina and the Ministry of Culture and 

Tourism, Indonesia ), Friends of the National Park Foundation (local charity group) and 

the local community. 

 

3.3 Data Gathering 

 This section describes the methods adopted for data gathering. After a review of 

the secondary data referenced for this study, the section will discuss the ethnographic 

methods employed for primary data gathering, namely, participant observation and 

semi-structured interviews. The applications of these methods to this study, along with 

the time-line of observation and number of interviews conducted, will be highlighted. 

The section will also address potential criticisms of the selected methods. 

The gathering of data began with secondary data from early 2007. These data 

helped identify key personnel within the focal events‘ organising committees. 

Secondary data included statistics and marketing collateral from the OCA, Promoseven 

Sports Marketing (the official worldwide marketing agent), and the organising 

committees of the two events. Print, broadcast, and online news reports and websites of 

the respective events were also valuable sources of data. The accumulation of secondary 

data was ongoing throughout the research and concluded towards mid-2009. 
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 I also collected data through participant observation at the two events. Having 

previously maintained a close professional relationship with the OCA‘s marketing 

agent, I was appointed for the Macau AIG as Anti-Ambush Operations Manager. This 

enabled physical access to the Macau AIG from mid-September 2007 onwards, 

providing with a little over a month for pre-event observations. I stayed in Macau until a 

week after the conclusion of the AIG. Aside from being physically present at the 

research site, I also exchanged emails and conducted informal meetings with the AIG‘s 

Head of Sponsorship, in order to gain first-hand information on the research site. In 

Bali, contact was maintained with the ABG‘s marketing consultants. I made two trips to 

Bali, the first of which was over a month before the event (from mid-July to early-

August 2008). During the first trip, the event‘s marketing consultants assisted me in 

gaining access to key individuals within the organising committee while allowing me to 

operate from the event‘s operations centres in Jakarta and Bali. The second trip was 

during the event period (mid-October to early-November 2008), during which I was 

accredited as part of the event‘s marketing team. This accreditation allowed access to all 

areas of the event, including VIP zones, general spectator stands and the media precinct. 

Therefore, although I was not employed with the ABG‘s organising committee, I 

managed to gain an insider‘s perspective as I was provided access to all areas of event 

operations.  

The benefits of adopting a participant observation approach have been discussed 

in the literature. Atkinson and Hammersley (1994) suggest that participant observation 

is especially useful when the research is aimed at ―exploring‖ social phenomena, ―rather 

than setting out to test hypotheses about them‖ (p. 249). A semi-overt approach, as per 

Whyte‘s (1984) description, was adopted in both cases. This method involved me 

observing the operations and stakeholder interactions of the respective event 

organisations while having notified key members of top management about my research 
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interest. The observed data provided an internal stakeholder‘s perspective, as I was able 

to experience the values and culture of the events‘ brands as an employee. It has also 

been suggested that participant observation provides opportunities to conduct informal 

interviews with groups being observed.  

Informal interviews, also known as unstructured interviews (Collins, 1998), can 

help understand complex behaviour, as such interviews do not impose a prior 

framework on the interviewee (Fontana & Frey, 1994). Although Minichiello et al. 

(1990) suggest that such a style of interviewing will have no predetermined questions, 

others, such as Collins (1998) and Jennings (2001) suggest that they will have at least a 

loosely placed structure as the interviewer attempts to get a more in-depth perspective 

relating to the research topic. Unstructured interviews were conducted, in English, with 

the events‘ respective stakeholders, such as employees, volunteers, visiting delegates, 

spectators, media personnel and business owners from the broader host communities. 

Such interviews were useful as some themes in this research related to identifying how 

the events‘ respective stakeholders experienced their events. As discussed earlier, event 

stakeholders may often feel a strong attachment with their events, however, may 

sometimes be unable to comprehend, or easily express this bond (Chalip, 2006; Filo, et 

al. 2007). Therefore, participant observation and unstructured interviews helped me 

make note of incidents at both research sites that reflected the liminality that these 

events engendered. Questions asked during these interviews were also directed at 

identifying and assessing the events‘ respective brands and leveraging initiatives 

undertaken by organisers and other stakeholders (Refer to Appendix I). These questions 

were based on the categories derived from the literature on branding and event leverage. 

True to the nature of unstructured interviews, however, all interviewees were not asked 

the same questions in a structured series. As Zhang and Wildemuth (2009) suggest, 

because such discussions are held in different settings and the time available for each 
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discussion may vary, the structure and patterns of questions asked may vary. At the end 

of each interview, I took field notes of potentially significant data, which was further 

transcribed into electronic format on my personal laptop. The transfer of notes from 

written to electronic format was done once every two days. Moreover, I also took 

photographs, like other participants in the field, who attempted to ―capture their 

experiences to share with the folks back home‖ (McAlexander, et al., 2002, p. 41). 

These photographs reflected my experience and other cultural elements of the events, 

which were used for content analysis. 

A second method of gathering data adopted for this study was the use of semi-

structured interviews. The rationale behind using a semi-structured interview technique 

over other qualitative methods, such as focus groups and structured interviews needs to 

be acknowledged (Perry, 1998a). Focus groups, as described by Malhotra, Hall, Shaw, 

and Oppenheim (2004), are group interviews generally conducted with 8-12 people at a 

time. Although one of the advantages of such a technique is that the group based 

interactions may add richness to the data (Jennings, 2001), focus groups were not 

considered appropriate for this research. This was primarily because budget and time 

limitations did not allow me to stay at the research sites for very long into the post-event 

phase. At the conclusion of the AIG and ABG the members of the respective organising 

committees were occupied in handling all post-event functions. During such a period it 

was not possible to gather all the interviewees for one single session, rather, research-

related discussions had to be held at the convenience of each interviewee. Indeed, the 

difficulty in gathering all the participants at the same time to conduct a focus group 

study is known to be one of the main disadvantages of the methods (Jennings, 2001). 

Therefore, I chose to focus on depth interviews. 

When selecting the right interview technique the distinctions between the 

structured, unstructured and semi-structured interviewing techniques were also noted. 
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Unstructured interviews, as discussed earlier in this section, were considered during 

participant observation, as Patton (2002) suggests, such interviews are a natural 

extension to the participant observation method. Additional formal interviews were 

conducted with internal stakeholders in order to gain more in-depth perspectives on 

issues identified through observation and secondary data. A semi-structured 

interviewing method was preferred over a structured interviewing technique, because, 

structured interviews may limit the interviewee‘s responses as they are expected to 

answer a set series of questions (Johnson, 2000). Therefore, as the research purpose was 

more focused on exploring the relationship between triple bottom line leverage and 

branding at the events, the structured interviewing technique was not considered, as the 

research needed more rich data.  

The semi-structured interviewing method enables me to frame questions around 

a specific topic, while providing the interviewee open space to discuss other issues s/he 

thinks may be relevant or inter-linked (Jennings, 2001). After identifying the first few 

interviewees through secondary data and participant observation, I relied on a snowball 

sampling method to identify other interviewees who could add insight to the research 

topic. I conducted 16 semi-structured interviews in Macau, primarily with the AIG‘s 

employees. These interviews were conducted in Macau after the event, from 4-11 

November, 2007 and were conducted until data saturation was reached. An additional 

interview was conducted with the organising committee‘s Media Manager one year 

after the AIG, which was treated as a follow-up interview. During the first trip to Bali, I 

conducted 15 semi-structured interviews with the event‘s employees and contractors. 

During the second trip that was made during the event period, I conducted eight 

interviews, four of which were follow-up interviews while the other four were with new 

interviewees. Interviews conducted during both the first and second trip in Bali 

continued until data saturation was reached. The marketing directors of both events 
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were interviewed as these individuals were directly involved with the creation of their 

respective events‘ brand elements. Meanwhile, other internal stakeholders were 

considered to be key contributors to the implementation of the brand based on Balrmer 

and Gray‘s (2003) suggestion that employees play a key role in branding as they help 

execute the brand. Tables 3.1 and 3.2 list the types of participants that were interviewed 

at both research sites. Interview questions were based on categories identified in the 

literature, namely the triple bottom line leveraging initiatives of the events‘ organisers 

and the inherent values of the events‘ brands and target subcultures.  The open-ended 

nature of the interviewing technique further enabled me to modify the questions as new 

categories emerged from the fieldwork. Refer to Appendix II for a guide to the 

interview questions. The categories these questions were based on are discussed in 

further detail in section 3.4. 

 

Table 3.1 

Types and Number of Interviews from the Macau AIG 

Interviewees from Macau AIG Number of 

Interviews 

Directors from Organising Committee 3 

Managers and Coordinators from Organising Committee 7 

Contractors and Consultants with Organising Committee 4 

External Stakeholders: Sponsor & Tourism Agency Representative 2 

Total 16 

 

The ethnographic-type methods discussed in this study thus far have also had 

their critics. A common criticism of field research is that the bottom-up approach of 

case studies can lead to findings that may not be applicable in other contexts (Huberman 

& Miles, 2002). To increase the analytical generalisability of findings, this research 
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studied two events that, although sharing the broad Asian sport culture, were 

differentiated from each other based on the different categories of sports conducted, 

namely indoor and beach sports. Moreover, in line with Huberman and Miles‘ (2002) 

suggestion, approaching the field with an open-mind enabled me to gain insight on 

issues that had not emerged in previous studies. 

 

Table 3.2 

Types and Number of Interviews from the Bali ABG 

Interviewees from Bali ABG Number of 

Interviews 

Directors from Organising Committee 9 

Managers and Coordinators from Organising Committee 8 

Contractors and Consultants with Organising Committee 3 

External Stakeholders: Visiting Media, Tourism Board Representative 

& Environmental Conservation Group 

3 

Total 23 

 

A second criticism against ethnographic methods is that the predominantly 

subjective perspective of ethnographers (Denzin & Lincoln, 2005) may often lead them 

to going ―native‖. Going native in this context refers to a situation where the researcher 

becomes too involved with the case, thus losing objectivity and being biased in his/her 

reporting (Jennings, 2001). This was a key issue, particularly during the AIG, where I 

was employed within a marketing-related role. One might argue that I was, to an extent, 

contributing to the event branding process. However, two facts need be considered; 

firstly, my job description at the event and, secondly, the period of employment. In 

terms of my job description, as an Anti-Ambush Operations Manager, I primarily 
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focused on sponsorship-related activities, specifically, the management of anti-ambush 

operations and the implementation of the OCA‘s commercial guidelines. Moreover, my 

employment contract commenced less than two months prior to the AIG‘s opening 

night. Considering the values of the brand emerge from the cultural dimensions of the 

organisation (Balmer & Gray, 2003; de Chernatony, 2002), the relatively short duration 

of my employment limited my influence on the creation of the brand‘s values.  

Nonetheless, although my job description did not directly influence the branding 

process, the argument of bias still stands. As Hymes suggests, partiality in participant 

observation is engendered in any ―good ethnography‖ and is impossible to avoid (1980, 

p. 99). Indeed, Drury and Stott (2001) suggest that if the researcher attempts to distance 

him/herself from the group under study, s/he undertakes the risk of being seen as an 

outsider. Such practice could lead to misunderstandings and present inaccurate 

observations as people being studied may not act in a natural manner, as they would feel 

they are being watched (Drury & Stott, 2001). In some cases, if the researcher does not 

appear to share the identity of the participants, s/he may also be cast into a ―villainous 

role‖ (Wright, 1978, p. 169), as members may be disapproving of the researcher‘s lack 

of contribution to the common vision. Alternatively, the perception of a shared identity 

would increase cooperation from the group under study (Drury & Stott, 2001). 

Although it may not be possible to completely eliminate bias during the data 

gathering phase, precautionary measures were considered. A continuous dialogue was 

maintained with the research supervisors throughout the data gathering and transcription 

process, in order to discuss ideas and concepts from the field.  The research supervisors 

were not based at the research sites during the period of data gathering, and were, 

therefore, able to provide the perspective of an outsider. This was based on Schouten 

and McAlexander‘s (1995) suggestion, who said that maintaining a continuous dialogue 

among members of the research team, along with critical self-examination, can assist in 
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identifying the degree of involvement and warn of possible researcher bias. Therefore, 

while I acknowledged that bias was inevitable, I frequently reported my experience 

during data gathering to the supervisors in order to gain an outsider‘s perspective. 

Moreover, the emails exchanged between myself and the supervisory team during data 

gathering were re-visited during the data analysis and writing stage in order for mer to 

self-evaluate whether my understanding or views towards certain incidents had 

changed.  

 

3.4 Data Analysis and Interpretation 

 Having described how data were gathered, the process of data analysis is now 

explained. Data analysis for the Macau AIG started during early 2007, as the collection 

of secondary data began. However, interviews were transcribed only in January 2008, 

which was the time that data analysis for primary data also started. Data for the Macau 

AIG was partly analysed before the Bali ABG in order to ensure that any missed 

questions could be followed up with members of the Macau AIG when they visited the 

Bali ABG in 2008. However, the majority of the data analysis process started after the 

Bali ABG, when transcripts of interviews from both events were ready by January 2009. 

Data was analysed until mid-2009. 

A thematic analysis was conducted in order to analyse data. As discussed earlier, 

analytical categories derived from extant theory and others interpreted from data were 

used to collect and analyse data. A continuous dialogue was maintained between data 

and theory, as data were analysed throughout the collection process, and at its 

conclusion (Miles & Huberman, 1994). The use of categories to organise collected data 

has been advocated (Bollens & Marshall, 1973). Due to the limited insight on 

sustainable event branding, data were categorised and coded based on a mid-range 

scheme, which is a partly deductive (theory-inspired) and partly inductive (data-
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inspired) approach that enabled me to develop creative insights from collected data, 

while acknowledging theories that have been previously useful (Denis, Lamothe & 

Langley, 2001). In other words, while the theory-inspired categories helped interpret the 

collected data, the categories interpreted from fieldwork were useful in adding new 

insights to previous theory (Bollens & Marshall, 1973). According to Ely, Vinz, 

Downing and Anzul (1997), when conducting a thematic analysis, one must be careful 

not to suggest that categories ―emerge‖ from fieldwork or theory. Rather, the researcher 

should acknowledge that ―if themes ‗reside‘ anywhere, they reside in our heads from 

our thinking about our data and creating links as we understand them‖ (Ely, et al., 1997, 

p. 206). Indeed, as ethnographic methods are known to be on the subjective end of the 

objective-subjective dichotomy (Denzin & Lincoln, 2005), I acknowledge that themes 

derived, particularly from data, were based on my interpretations. While such a 

subjective perception may raise concerns over reliability of data, the steps taken to 

enhance data reliability are discussed later in section 3.5. 

Both primary and secondary data were coded based on the deductive and 

inductive categories and were also analysed with the use of analytical memos, which 

have been described as notes a researcher makes to develop more abstract ideas or 

themes while examining details in the data (Neuman, 2006). The checklist suggested by 

Braun and Clarke (2006) was considered in order to ensure that a ―good‖ thematic 

analysis was conducted. This checklist is detailed in Table 3.3. Based on this check-list, 

steps were taken during the transcribing, coding, analysing and writing process of this 

thesis. 
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Table 3.3 

Bruan and Clarke’s (2005) Check-list for Conducting a Good Thematic Analysis 

Process No. Criteria 

Transcription 1 Data have been transcribed to an appropriate level of detail, and the transcripts 

have been checked against tapes for ‗accuracy‘. 

Coding 2 Each data item has been given equal attention in the coding process. 

 3 Themes have not been generated from a few vivid examples (an anecdotal 

approach), but instead the coding process has been thorough, inclusive and 

comprehensive. 

 4 All relevant extracts for all each theme have been collated. 

 5 Themes have been checked against each other and back to the original data set. 

 6 Themes are internally coherent, consistent, and distinctive. 

Analysis 7 Data have been analysed - interpreted, made sense of - rather than just 

paraphrased or described. 

 8 Analysis and data match each other - the extracts illustrate the analytic claims. 

 9 Analysis tells a convincing and well-organized story about the data and topic. 

 10 A good balance between analytic narrative and illustrative extracts is provided. 

Overall 11 Enough time has been allocated to complete all phases of the analysis 

adequately, without rushing a phase or giving it a once-over-lightly. 

Written Report 12 The assumptions about, and specific approach to, thematic analysis are clearly 

explicated. 

 13 There is a good fit between what you claim you do, and what you show you 

have done – i.e., described method and reported analysis are consistent. 

 14 The language and concepts used in the report are consistent with the 

epistemological position of the analysis. 

 15 The researcher is positioned as active in the research process; themes do not just 

‗emerge‘. 

The categories used to code primary and secondary data are listed in Table 3.4. 

The table lists the broad deductive categories and subcategories. Inductive categories 

that were interpreted from data are listed in Table 3.5. The link of each inductive 
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category to theory is also presented in the table. However, the logic behind these 

inductive categories will become clearer in Chapter 5.  

As illustrated in Table 3.4, five broad categories were used, namely, economic 

leverage, social and environmental leverage, cross-leverage, branding, and subcultures. 

The following subsections describe these broad categories and their related 

subcategories.  

 

3.4.1 Economic Leverage 

The economic leverage category primarily used the ―means to leverage‖ as suggested by 

Chalip (2004) and O‘Brien (2007) as subcategories. In the subcategories of enticing 

visitor spending and lengthening their stays O‘Brien‘s (2007) suggestion that event 

augmentations based around sport subcultures can contribute to enticing visitor 

spending and stays was also taken into consideration. The use of brand elements to 

promote a destination was also considered as a subcategory, which was based on the 

work of Green, et al. (2004). 

 

3.4.2 Social and Environmental Leverage 

 The data relating to social and environmental leverage were put into one broad 

category based on O‘Brien and Chalip‘s (2008) suggestion that their model for  

social leverage could be extended to environmental leverage. The deductive 

subcategories for social and environmental leverage were based on the means for 

leverage discussed by O‘Brien and Chalip (2008). As with the model for 

economicleverage, the use of event augmentations related to the focal sports‘ 

subcultures was also considered. Although communitas was discussed by O‘Brien and 

Chalip as an opportunity for leverage (leading further into means for leverage), it was 

also considered as an additional subcategory during data coding, as the research  
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Table 3.4 

Theory-inspired Categories for Data Coding 

Broad 

Deductive 

Categories 

Deductive Subcategories Relevant 

Literature 

 

Economic 

Leverage 

Lengthen Visitor Stay (role of sport 

subcultures in event augmentations) 

Taken from 

Chalip (2004), 

 

 Entice Visitor Spending (role of sport 

subcultures in event augmentations) 

O‘Brien (2007) & 

Green, et al.  

 

 Retain Event Expenditure (2004)  

  

Enhance Relationship 

  

  

 Showcase via Event Media   

 Use Event in Destination Promotion   

 Use of Brand Elements to Promote 

Destination 

  

Social & 

Environmental  

Communitas Taken from 

O‘Brien & Chalip  

 

Leverage Align Event with Issue (2008) &  

 Align Values between Issue & Subculture 

(role of sport subcultures in event 

augmentations) 

Schulenkorf et al. 

(2009) 

 

 Lengthen Visitor Stay (role of sport 

subcultures in event augmentations) 

  

 Entice Engagement with Issue   

 Showcase via Event Media   

 Use Event in Issue-related Promotions   

 Potential for Brand Elements to Highlight 

Issues 

  

Cross-

Leverage 

 Taken from 

Elkington (1999) & 

O‘Brien & Chalip 

(2008) 

 

Branding Leadership Taken from   

 Nature of Event: 

- Influence of Parent Brand  

- Event Concept 

- Influence of Sport‘s Subcultures 

Parent & Séguin 

(2008), Merrilees, 

et al. (2005) & 

 

Chalip (2004)  

  

 Event Context: 

- Established Support Networks 

- Influence of Destination‘s Image 

  

  

Focal 

Subculture 

 Taken from 

O‘Brien & Chalip 

(2008) 
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explored whether a degree of communitas was found at the research sites. As with the 

category of economic leverage the potential for the events‘ brand elements to highlight 

social and environmental issues was also used as a deductive subcategory. This was 

based on the work of Schulenkorf et al. (2009) who, although have not explicitly 

highlighted the potential for an event‘s brand elements for social awareness, had briefly 

touched on the issue as was noted in Chapter 2. Therefore, the potential the brand 

elements held for social and environmental awareness was also considered as a 

subcategory for data coding.  

 

3.4.3 Cross-Leverage 

 The broad category of cross-leverage was based on Elkington (1999) and 

O‘Brien and Chalip‘s (2008) suggestion that the three bottom lines are often inter-

linked. Therefore, tactics that were not singularly limited to economic or social or 

environmental leverage, but were related to a mix of two or all three bottom lines were 

coded separately within each relevant category, but also within the broader category for 

cross-leverage. For example, if a particular strategy was considered to be a form of 

economic and environmental leverage, I coded such a strategy within the categories of 

―economic leverage,‖ ―environmental leverage,‖ and ―cross-leverage.‖  

 

3.4.4 Event Branding 

 The branding category was first split into the three subcategories suggested by 

Parent and Séguin (2008). That is, the event‘s leadership group, nature, and context will 

influence the creation of the event brand. Second, as was discussed in Chapter 2, Parent 

and Séguin‘s (2008) work was conceptually extended by splitting two of their 

subcategories. Thus, the ―nature of the event‖ subcategory was split into three further 

subcategories, namely, the parent brand, event concept and sport‘s subcultures. 
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Similarly, the event context was split into two further subcategories, namely, the use of 

strong networks locally, which was based on Merrilees, et al.‘s (2005) discussion, and 

the impact the destination‘s image can have on the event brand, as conceptually 

discussed by Chalip (2004).  

 

Table 3.5 

Inductive Categories interpreted from Data 

Inductive Categories Link to Deductive Category 

Communitas linked to Event Brand Links to the literature on Social and 

Environmental leverage and the role of 

communitas in achieving such leverage (O‘Brien 

& Chalip, 2008). 

Performance of National Athletes Links to the literature on event branding, which 

refers to the role of event context on event 

branding (Parent & and Séguin, 2008). 

Event Subculture Links to the literature on focal subculture and 

extends it from sport subculture (cf. O‘Brien, 

2007) and brand-based subculture (cf. Schouten & 

McAlexander, 1995) to event subculture. 

 

3.4.5 Focal Subculture 

 While sport subcultures were treated as subcategories within the broader 

categories of leverage and branding, the focal subculture was also treated as a separate 

category itself. This was because one of the gaps in the literature identified in Chapter 2 

was that the understanding of how sport subcultures manifest within a multisport event 

context has not been explored. As a result, the broader category of focal subculture, as 
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manifested in the context of multisport events was treated as a separate category in 

itself. 

 

3.5 Data Reliability and Validity 

Different methods of triangulation need to be considered in order to improve the 

reliability of findings (Campbell and Fiskel, 1959; Lincoln & Guba, 1985). Although 

terms such as ―reliability‖ and ―validity‖ are not commonly associated with 

ethnography (Hammersley, 1992; Le Compte & Goetz, 1982), Morse, et al. (2002) 

argue that the concepts of reliability and validity as overarching constructs can be used 

in such a methodology, as it simply means that the researcher attempts to investigate, 

check, question, and theorise throughout his/her research. According to Denzin (1978), 

some methods to consider are; using various sources of information, using different 

methods to gather data, and involving perspectives from different investigators. 

Following these suggestions, I relied on various sources of primary and secondary data. 

As discussed earlier, secondary data was collected from various sources, such as the 

OCA itself, the marketing agents, and organising committees. Additionally, views and 

statistics presented in print, broadcast and online media were also reviewed. Similarly, 

primary data involved an audit trail maintained during the process of participant 

observation and also audio recorded interviews with various internal stakeholders. 

Furthermore, Denzin‘s (1978) suggestion on gathering data from various sources also 

includes a consideration for time and space. That is, the researcher should consider 

gathering data in different contexts or periods of time (Mathison, 1988). The focus of 

this study on two research sites takes into consideration the context factor. Also, in 

order to gather data at different time intervals, the interviews conducted in Bali in 

relation to the ABG were held a few months before the event and then again follow-up 
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interviews during the event. Overall, these factors were taken into consideration when 

gathering data in order to improve the reliability of findings. 

Additionally, following Denzin‘s (1978) advice, I sought perspectives from two 

third party academicians in order to validate data. Both academicians were experts in 

the field of sport event marketing and sustainability. The academicians were provided 

with copies of interview transcripts, which they peer-reviewed in order to validate the 

quality and accuracy of interviews and transcripts respectively. Following this process, 

the academicians were provided with a report for transcripts, justifying the logic behind 

coding certain incidents in selected categories. This was done, primarily, to execute 

more objectivity during the process of data coding and analysis (Denzin, 1978). While 

these academicians did not directly participate in the process of coding the transcripts, 

they provided a check on my coding technique, with the aim of reducing bias.  

Finally, steps have also been considered to improve reliability when reporting 

the findings in this thesis. This consideration is based on Strauss and Corbin‘s (1990) 

suggestion that, because all collected data cannot be presented in its raw form, the 

researcher weaves his/her own interpretations with fieldnotes and interview transcripts. 

Presenting data in such a manner allows the reader to form his/her own interpretation of 

the social phenomena studied, instead of being limited to the researcher‘s subjective 

perspective (Strauss & Corbin, 1990). Therefore, such measures considered during the 

data gathering and reporting stages helped improve reliability of the study‘s findings.  

 

3.6 Ethical Considerations 

 This research received ethics approval from Griffith University‘s Office of 

Research and was conducted in accordance with Griffith University‘s research ethics 

guidelines. Identification of participants, which is how participants are identified by the 

researcher, is an ethical issue in field research and was applicable to this study. 
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Moreover, primary data gathering revealed sensitive material, such as financial figures 

related to the event. Written informed consent of all interviewees involved was sought, 

which briefed them on the scope of this study and the potential risks involved. During 

informal interviews in the field, the participants engaged in research-specific 

discussions were informed about the my study, and their subsequent participation was 

then considered consent.  

 

3.7 Summary 

 Overall, this chapter has described the aspects linked to the research 

methodology of this study. Section 3.1 discussed the qualitative ethnographic-type 

approach and justified how it applied to this study. Following this discussion, the two 

research sites, the Macau AIG and Bali ABG, and background information on the owner 

of these events, the OCA, was discussed. Section 3.3 highlighted the methods used to 

collect primary data for this study at both research sites between early 2007 to late 2008, 

while also discussing the sources used for secondary data gathering. Section 3.4 then 

described the process of data analysis. The deductive categories used to code data were 

discussed within this section, and was followed by a section discussing the methods of 

triangulation considered in order to enhance the reliability of data. Finally, ethical 

considerations for this study were also presented in section 3.6. The next chapter 

highlights the results of this study, which are presented based on the three research 

questions identified at the end of Chapter 2.  
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Chapter IV 

Results 

 

In this chapter the results for this thesis are presented. As highlighted earlier, the 

purpose of this study is to investigate the relationship between sport event branding and 

triple bottom line leverage from an internal stakeholder perspective. The presentation of 

data in this chapter is structured around the three research questions highlighted at the 

end of Chapter 2. The first section of this chapter presents background on the research 

sites, briefly highlighting the objectives behind the Macau AIG and Bali ABG. An 

understanding of the objectives of each respective event was warranted as the objectives 

will serve as a starting point for brand development (de Chernatony, 2002; Parent & 

Séguin, 2008). Accordingly, the discussion in section 4.1 contributes supporting 

information for the discussion in later sections of this chapter which are based on the 

research questions. Section 4.2 is based on the first research question, which explores 

how organisers of the Macau and Bali events were influenced by the respective external 

stakeholders during the branding process of the AIG and ABG. Section 4.3 is based on 

the second research question, which focuses on how internal stakeholders of both events 

interacted with the respective sport subcultures of their events when developing 

sustainable event brands. Section 4.4 is based on the third research question, which 

explores the opportunities that internal stakeholders had to integrate their respective 

event brands to facilitate triple bottom line leverage for their host communities. The 

discussion pertaining to each research question is subdivided into three sections; the 

first two present relevant data from the two events, and the third a concluding summary.  
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4.1 Background on Research Sites 

 The purpose of this section is to highlight background information on the Macau 

AIG and Bali ABG that is relevant to the sections that follow. Essentially, both 

destinations were appointed as hosts for their respective events without a formal bid 

process. The discussion in this section presents a brief description of how these 

destinations were appointed as hosts by OCA members, along with the objectives set by 

the respective organising committees, MAIGOC and BABGOC. An understanding of 

such background information was a starting point to further explore the research 

problem and related sub-questions. To this end, I started exploring the research sites by 

first examining the respective objectives of the AIG and ABG. This examination helped 

to identify whether the organisers planned on leveraging their events for economic, 

social, and environmental outcomes. Indeed, as event leverage is a strategic initiative, it 

has to emerge from an intention to leverage (Chalip 2004).  

 Macau was appointed to host the AIG without a formal bid process, which 

resulted in objectives that were vague and implicit, rather than explicit, in nature. That 

is, while there appeared to be a degree of understanding of what some of the key 

objectives were, this understanding appeared to be limited to top-level directors of 

MAIGOC. During early stages of data gathering, where I mainly relied on the 

examination of secondary data, none of the AIG‘s publicly available documents 

(newsletters, websites, and other marketing collateral) or AIG-related press coverage 

identified the actual purpose behind Macau‘s hosting of the event. Part of the reason 

behind these poorly communicated objectives was because Macau had not been 

appointed as the host destination based on a formal bidding process. Rather, 

interviewees from MAIGOC highlighted that Macau was selected to host the AIG 

because the OCA members were pleased with the ―accommodating‖ nature of Macau‘s 

officials. As the event‘s Marketing Director suggested, ―The OCA felt that Macau 
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(officials) had always been accommodating . . . and will be good hosts.‖ Without a 

formal bid document, however, Macau‘s intention for hosting the AIG was not 

explicitly stated. Furthermore, internally within MAIGOC, a low-level of awareness of 

the number of objectives was also demonstrated during interviews with MAIGOC 

employees; as most were unable identify the event‘s official objectives. The poorly 

communicated objectives had implications for the event‘s brand and community 

support. This is discussed later in section 4.2. Nonetheless, through interviews 

conducted with MAIGOC employees, five implicit objectives were identified, which are 

listed in Table 4.1. 

 A similar situation was found in Bali regarding the ABG. Bali was appointed as 

the host city for the ABG without a formal bid process. BABGOC officials suggested 

that the reason OCA members selected Bali as the host destination was to show their 

support to Bali following the devastating terror attacks in 2002 and 2005 (Sports 

Business, 2007). Therefore, similar to the case in Macau, there was no formal bid where 

the Indonesian National Olympic Committee (KONI) outlined why it wanted to host the 

event. The implicit objectives identified in Bali through interviews with BABGOC 

employees are listed in Table 4.1   

As listed in Table 4.1, the first implicit objective identified was related to 

destination promotion and was common at both events. Indeed, almost every MAIGOC 

and BABGOC employee interviewed highlighted the objective of enhancing the image 

of their respective destinations for sport tourism. In Macau, employees suggested that 

the event would help expand Macau‘s image from a destination for gambling to one that 

is ideal for sport-related tourism. The AIG was the third event within Macau‘s strategy 

of hosting three major multisport events in three consecutive years, namely, the 2005 

East Asian Games, the 2006 Lusophony Games and the 2007 AIG. This strategy further 

emphasised the Macau Government‘s focus on enhancing the destination‘s image as a  
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Table 4.1 

Objectives of the Macau and Bali Games 

 Asian Indoor Games (Macau) Asian Beach Games (Bali) 

1 Enhancing destination‘s image: Sport 

Tourism 

Enhancing destination‘s image: Sport 

Tourism 

2 Promote lesser-known sports Promote lesser-known sports 

3 Foster friendships among Asian nations Foster friendships among Asian nations 

4 Raise profile of the AIG Establish standards for future organisers 

of the ABG 

5 Recognition by IOC / Contribution to 

sports 

Enhance sporting performance of 

Indonesian athletes 

 

sport tourism destination. As the event‘s Marketing Director suggested, ―It‘s actually 

part of the government‘s policy to develop Macau‘s sport tourism. Since 1999, the 

development of the (Macau - special administrative region of China) government, we‘ve 

tried to prepare that platform so that Macau is more than just a casino destination.‖ The 

objective of showcasing Bali as a destination for sport-related tourism was also 

highlighted by BABGOC employees. Employees suggested that while Bali relied on its 

tourism industry, organisers hoped that the event would help diversify Bali‘s image as a 

sport tourism destination.  This was aptly elaborated by the event‘s Deputy Director of 

Operations, who suggested that, ―We understand that this tourism is our main course. 

Like, let‘s say this tourism is fried rice and we want sports to be the garnish.‖ 
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The second, third and fourth objectives at both events were based on the values 

of the event owner, the OCA, and the expectations they had from the respective events. 

The objective of promoting lesser-known sports featured in both the AIG and ABG; 

while fostering friendship among Asian nations was an objective the OCA had set for 

both events. Overall, the first three objectives of each event were similar in nature, the 

first based on the development of sport tourism in the respective host community and 

the second and third derived from values held by the event owner. The fourth objectives 

for each respective event were different, and derived from the OCA‘s specific 

expectations for the brands of the AIG and ABG, respectively. Essentially, in Macau, 

the OCA hoped Macau officials would raise the profile of the AIG, as the event‘s first 

edition in Bangkok was widely viewed as a substandard event. Similarly, in Bali the 

event organisers suggested that they wanted to ―set standards‖ for future organisers of 

the ABG. These expectations are discussed in more detail in section 4.2.  

The fifth objective highlighted in Table 4.1 was unique to the AIG and ABG. In 

Macau, MAIGOC employees expressed the desire of the Macau Olympic Committee to 

be recognised as a member of the International Olympic Committee (IOC). As the IOC 

does not recognise Macau as a separate region from China, any Macanese athletes 

participating in the Olympics need to do so as part of the Chinese Olympic team. 

MAIGOC employees suggested that the AIG was targeted at showcasing Macau‘s 

contribution to international sport in order to present Macau as a humble contributor to 

the IOC‘s vision. For instance, MAIGOC‘s Marketing Director suggested, ―Well, with 

the different events we‘ve been organising, even if it hasn‘t made us a member of the 

IOC, one thing that‘s very clear to the IOC is that we‘re very committed towards 

contributing to the development of sports.‖ Recognition as an IOC member was, 

therefore, the fifth objective MAIGOC had for the AIG. In Bali, organisers suggested 
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that they hoped the ABG would help enhance the performance of national athletes. 

Indonesia‘s performance had been poor at the Olympic and Asian Games (Harsanto, 

2006), therefore, BABGOC and KONI officials hoped that the national team‘s 

performance at the ABG would be superior to previous events. This point is discussed 

later in section 4.2 as it had implications for the event‘s brand.  

Overall, this section has outlined the objectives of the AIG and ABG and the 

process through which Macau and Bali were selected to host their respective events. It 

has been noted that neither of the events were required to go through a bidding process, 

which resulted in no explicit documentation highlighting the events‘ respective 

objectives. However, through discussions with event employees five implicit objectives 

have been identified. It is worth noting that the five objectives listed were not 

consistently identified by all interviewees. Furthermore, some interviewees also 

highlighted other objectives, for instance, in Macau one employee suggested that the 

AIG was hosted in order to make good use of existing venues in Macau. However, this 

objective was not considered as key as it was only identified by one employee and had 

no supporting evidence from secondary data. Similarly, in Bali, one employee 

suggested that the ABG would help ―pump life‖ back into Bali‘s tourism industry after 

the bombings. However, this objective was unjustified as further investigation 

suggested that Bali‘s tourist arrival figures had improved markedly between 2005 and 

2008, regardless of the ABG (Bali Tourism Board, 2008). Moreover, when directly 

asked about this issue, interviewees clarified that Bali‘s tourism industry was already 

doing well and the event was viewed as a means to primarily grow Bali‘s sport tourism 

industry. Such reports by internal stakeholders suggested a degree of ambiguity in the 

events‘ respective objectives. This issue, along with the five objectives identified in this 

section resonate through the discussion in the following sections. The next section now 
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examines how MAIGOC and BABGOC officials were influenced by external 

stakeholders during the development of their respective event brands.  

 

4.2 Stakeholder Influence on Event Branding 

This section is based on research question one: how are internal stakeholders 

influenced by external stakeholders during the event branding process? The section is 

split into three subsections, the first and second highlight relevant data from the AIG 

and ABG respectively, while the third summarises the findings of this section. The first 

two subsections are further structured around three broad external stakeholder groups 

that emerged from the research sites. Key external stakeholders that influenced the 

events‘ respective brands were identified through discussion with internal stakeholders. 

Interviewees were asked directly to identify stakeholders they felt were key in the 

context of their respective events, and were further questioned on the involvement of 

these stakeholders. The stakeholders have been broadly categorised into event partners, 

visiting sports delegates, and influential community groups in the respective host 

regions. Table 4.2 describes the typical stakeholders found in each broad stakeholder 

category. Accordingly, these three broad stakeholder groups form the structure of 

subsections 4.2.1 and 4.2.2.  

 

4.2.1 Macau Asian Indoor Games 

Event Partners 

This subsection highlights how the views of two of the event‘s key partners, 

namely a tier one sponsor and the event‘s media partner, influenced the AIG‘s brand. 

Discussion with MAIGOC employees suggested that internal stakeholders viewed both 

these external stakeholders as key contributors to the prime objective of the AIG to 
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enhance Macau‘s image as a destination for sport tourism. The ensuing discourse 

highlights how these stakeholders influenced the AIG‘s brand. 

 

Table 4.2 

Key External Stakeholder Groups  

Stakeholder Category Typical Stakeholders 

Event Partners Sponsors that provide financial or in-kind support.  

This also included media groups that the events 

partnered with for coverage. 

Visiting Sports Delegates The events‘ owner, visiting National Olympic 

Committees and sport federations. 

Influential Community Group Government agencies (such as tourism, cultural, 

sports), local associations and charities, business-

owners and the general population. 

 

The first stakeholder, the Venetian Hotel Macao, had a vision that was 

complementary to the AIG‘s objectives. The Venetian was one of the event‘s tier one 

sponsors. It is currently Asia‘s largest single structure hotel and is operated by the Las 

Vegas Sands Corporation (Concorde, 2007b). The owners of the Venetian were 

interested in establishing Macau, and more specifically their property, as a centre for 

sport events in Asia. As the President of the Las Vegas Sands Corporation, William 

Weidner, suggested during the AIG sponsorship signing press conference,  

We are delighted to be partnering with (the AIG) . . . . Coupled with our 

upcoming Venetian Macau Cup, the NBA China Games 2007 and the 

Venetian Macau Tennis Showdown, Macau will soon be offering a wide 



119 
 

variety of exciting and unique sporting and entertainment events and 

thus attracting visitors from throughout the region (Macau Daily Times, 

2007, paragraphs 10-11).  

The statement by the President of the Las Vegas Sands Corporation highlights the 

Venetian‘s focus on sport events. As the President suggests, the Venetian was involved 

in bringing many sport events to the region, such as the NBA China Games, the 

Venetian Macau Tennis Showdown and the Venetian Macau Cup (soccer). MAIGOC, 

therefore, viewed a partnership with the Venetian as a key long-term strategy to develop 

Macau‘s sport tourism. This was discussed during an interview with MAIGOC‘s 

Marketing Director, who suggested the importance of such a partnership between the 

public and private sectors in order to maximise tourism outcomes for the city. As she 

suggested,  

You get partners, like the Venetian, who have a vision for their own 

property; it‘s not just going to be gaming, you can‘t just rely on that 

alone. We have the same idea - that‘s the way to go for Macau, 

really. So, the government has their own plans, and the private sector 

have their own plans, so, why not merge them together and make it 

work better for the city? 

Aside from the direct long-term impact the partnership with the Venetian would 

have for Macau‘s sport tourism sector, MAIGOC‘s officials also relied on the Venetian 

to add a level of sophistication to the AIG‘s brand. One MAIGOC consultant, for 

example, suggested that, ―I think the Venetian just bigs the place up a little.‖ On further 

probing of this statement, the interviewee suggested that, by the phrase ―bigs the place 

up‖, he meant that the Venetian enhances the event‘s sophisticated image and also 

Macau‘s profile internationally. Accordingly, MAIGOC chose the Venetian as the 

event‘s headquarter hotel, which accommodated visiting VIPs, officials and media. 
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MAIGOC‘s directors viewed the Venetian as an ideal platform to showcase Macau‘s 

sophisticated hospitality to these visiting delegates, as MAIGOC‘s Chairman discussed, 

―To be able to welcome guests to our city and have them stay in a place like the 

Venetian-Macao, with its spectacular facilities and level of service, will reflect well on 

the Games and our city‖ (Concorde, 2007b, p. 7). As evident from the Chairman‘s 

statement, the Venetian was viewed as a key strategic partner to provide the best 

hospitality to visiting delegations, which would enhance their respective perceptions of 

Macau. The Venetian‘s partnership with the event, therefore, enabled MAIGOC 

officials to portray a sophisticated image of the event to visiting delegates, who were 

also key stakeholders, as will be discussed later in this section. 

 Another key partner, which fulfilled a variety of roles that were important to 

MAIGOC, was Central China Television (CCTV). CCTV was a sponsor of the event 

and also the AIG‘s official host broadcaster. In addition to this, CCTV was also 

contracted to organise the event‘s opening and closing ceremonies. MAIGOC officials 

viewed both the quality of the event‘s broadcast and opening and closing ceremonies as 

key contributing factors to the event and destination‘s brand.  

 In terms of broadcast, the wide coverage of the AIG was the prime means to 

promote the event and destination‘s brand to an international audience. As MAIGOC‘s 

Chairman suggested, ―We are sending a message to the world, the whole of Asia will be 

able to see Macau through their televisions, this is no doubt very important‖ (Page, 

2007, p. 45). The AIG‘s broadcast reached 54 countries and regions throughout Asia 

and Northern Africa (Concorde, 2007c). Therefore, ensuring that the event‘s broadcast 

was of a high quality played a key role in meeting MAIGOC‘s prime objective of 

promoting Macau as a destination for sport tourism.  

Limitations within the event‘s format, however, resulted in missed opportunities 

for destination promotion. One drawback of the AIG was that the event‘s ―indoor 
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sports‖ format did not inherently provide opportunities to showcase scenic landscapes 

of the host city, as could have been otherwise achieved through outdoor sports, such as, 

cycling or triathlon events. As Chalip (2002, p. 9) illustrates, the production of ―video 

postcards‖ by event organisers or destination marketers, which are essentially 

promotional inserts of the city to be played in between competition schedules, can play 

a key role in promoting a host destination. However, such inserts were never produced 

during the Macau AIG, as the following portion of transcript from an interview with the 

event‘s Broadcast Consultant suggests,  

Respondent: The thing you‘d do in major sporting events is to 

provide a series of inserts that are produced by the organising 

committee, which is, obviously, in association with the tourism 

board. And they then provide these to rights holders for broadcast - 

free of charge or within their rights package, which they then have to 

run as part of their rights agreement. 

Interviewer: Was that done here at all? 

Respondent: Ahh (pause). (Chuckles) it‘s in ―the guidelines‖. 

As the interviewee suggests, the production of video postcards was in the event‘s 

broadcast guidelines, however, these were never produced. The respondent highlights 

that such footage is usually done in association with the destination‘s tourism board and 

other related organisations. However, as was established through discussions with many 

MAIGOC employees, the Macau Government Tourism Office (MGTO) did not play an 

active role in the AIG. This issue is discussed in more detail in section 4.4. 

 Aside from the event‘s broadcast, CCTV‘s production of the event‘s opening 

and closing ceremonies was also viewed as a key contributor to the event‘s brand. The 

opening ceremony, in particular, was crucial to MAIGOC from a branding perspective 

as it was the first impression the OCA and visiting delegates got of the AIG in Macau. 
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A high quality opening ceremony was, therefore, vital in order to present a positive 

image to visiting delegates. This aspect is discussed in detail in the following ―visiting 

sport delegates‖ subsection as a high quality opening ceremony was an expectation of 

the OCA. 

 

Visiting Sport Delegates 

Although not explicitly stated as the desired brand image the organisers planning 

for, the discussion thus far has highlighted the emphasis MAIGOC placed on projecting 

a sophisticated brand image, particularly to the visiting delegates of the AIG. It was 

noted that the event‘s partnership with the Venetian and CCTV played a key role in 

communicated this desired image. These key visiting delegates included members from 

the OCA, IOC, international and Asian sports federations (including match officials and 

referees), and NOCs (including athletes and officials). For this thesis, these key visiting 

delegates have been categorised under the broader stakeholder group of visiting sport 

delegates as these bodies were linked with international sports. This subsection will 

specifically highlight how the involvement of two key stakeholders, the IOC and the 

OCA, impacted on the AIG‘s brand.  

The IOC was a key stakeholder that influenced the AIG‘s brand elements. As 

highlighted earlier in section 4.1, the MOC hoped to showcase Macau‘s contribution to 

international sports and thus gain recognition as an IOC member. The IOC, therefore, as 

the supreme organisation of governance in the Olympic movement, was a key external 

stakeholder. Although the IOC had no direct influence on the event, MAIGOC, in order 

to showcase its commitment to Olympic ideals, incorporated an environmental theme as 

part of the AIG‘s brand elements. As the environment has been recognised as the third 

pillar of Olympism, recent Olympic Games have featured a commitment to the natural 

environment through conservation and greening initiatives. While this was not expected 
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of the AIG, nor did the IOC have any direct authority over MAIGOC, the event‘s 

organisers utilised some of the event‘s brand elements to communicate the event‘s 

commitment to the environment. For instance, the event‘s logo, which can be found in 

the appendices of this thesis, featured two green strokes that, ―represented hearty 

growing plants, which symbolize both the environmental commitment of the host city, 

as well as the aspiration for the Asian Indoor Games to grow steadily in this and future 

editions‖ (OCA, 2009, para. 2). Regarding the inclusion of an environmental theme 

within the Games‘ logo, one employee from the marketing department suggested, ―It‘s 

tied in with the IOC vision as well. OCA is under that umbrella. So, everyone is moving 

in that direction together.‖ Another employee suggested more bluntly, ―It‘s politics, 

because, there is the green charter of the Olympic movement, which calls for all 

organising committees to be green.‖ Although the logo presented an environmental 

dimension, the quote above and the lack of any real environmental initiative linked to 

the event suggests that the logo was merely an effort to ―greenwash‖ the AIG brand.  

The event‘s mascot was another brand element with some relevance to 

environmental issues, however, as elaborated on below, was poorly communicated. The 

AIG‘s mascot was based on an endangered species and appeared to have at least some 

relevance to the supposed environmental commitment of the AIG. However, the event‘s 

mascot was almost never promoted from an environmental perspective. None of the 

Games marketing collateral, including the website and official magazine, presented the 

mascot as an endangered species. The message only appeared in an early issue of the 

event‘s official newspaper, which reported that, ―(The mascot) could draw attention to 

the species‘ plight, in line with the AIG‘s theme of Macau‘s commitment to the 

environment‖ (InsideOut, 2007c, p. 3). This was, however, the only promotional 

material that actually mentioned the mascot as an endangered species. Moreover, out of 

the 14 MAIGOC employees and consultants interviewed for this study, 13 were 
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unaware of any event-related environmental initiative. One top-level director from 

MAIGOC, for example, said, ―I‘m not sure, I thought we had something concerning the 

environmental issue, because we have that green effect in the logo, right? But I‘m not in 

a position to tell you because I don‘t know about it.‖ This comment is indicative of 

similar comments from other interviewees that indicate the AIG‘s environmental 

commitment was poorly communicated and appeared to be merely a green-washing of 

the event‘s operations through branding in order to be viewed positively by the IOC 

delegates.  

The second key stakeholder was the OCA, which was repeatedly highlighted as 

an important external stakeholder during discussions with MAIGOC employees. 

Although the OCA, as the event owner, could conceivably be considered an internal 

stakeholder for the AIG, discussions with MAIGOC employees suggested otherwise. 

Employees highlighted that there were minimal management guidelines passed on by 

the OCA, as the AIG was a fairly new event with limited history to draw reference 

from. Therefore, due to the OCA‘s minimal impact on the actual management and 

delivery of the Macau AIG, it was noted to be an external stakeholder.  

The OCA, however, was a key external stakeholder whose expectations were 

considered by MAIGOC when designing the event‘s brand and its elements. For 

example, MAIGOC was expected to promote the OCA‘s newly launched logo as part of 

the AIG‘s promotions. MAIGOC officials also incorporated messages of unity within 

the lyrics of the Games‘ anthem in line with the OCA‘s objective of strengthening 

Asian unity through sports. However, the discussion in this subsection will specifically 

address two key expectations of the OCA that are central to discussions in later sections. 

These expectations were the promotion of the event‘s concept and the lesser-known 

sports featured in the event. 
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The first expectation of the OCA was to popularise the AIG‘s concept. As was 

highlighted earlier as an objective of the AIG, MAIGOC officials wanted to raise the 

profile of the AIG. Many MAIGOC representatives suggested during interviews that the 

first edition of the AIG held in Bangkok was widely viewed as a failure. One 

interviewee from MAIGOC‘s promotions department suggested that,  

I feel the OCA members are betting strongly on their new event concepts. 

And after the flop in Bangkok, they needed some fireworks. And, of 

course, the President of the OCA knew that Macau could provide those 

fireworks, because there was money to be spent here. So, I think that‘s 

why Macau got to host this event in the first place. 

The interviewee‘s comment suggests that the OCA viewed the first edition of the AIG 

as a disappointment and relied on MAIGOC to strengthen the image of the event itself. 

The interviewee also suggests that one of the main reasons the OCA selected Macau to 

host the event was due to the availability of financial resources.  

MAIGOC attempted to meet this expectation of enhancing the AIG‘s profile by 

investing primarily in areas that would be visible to the OCA and visiting delegates. 

One of the main areas of investment was the event‘s opening ceremony, which was 

essentially the gateway to the rest of the event. As one marketing contractor for the 

event suggested, ―They put their money in the opening and closing ceremony instead of 

event promotion, just for face. The visiting delegates won‘t notice the promotions pre-

event; they come in only during Games time – so pre-event promotions had no value for 

the organisers‖ This quote further emphasises that the organisers were primarily focused 

on developing a sophisticated brand image that would impress the OCA and visiting 

delegates. Therefore, MAIGOC invested heavily in the opening and closing ceremonies, 

which would be attended by all key delegates. Indeed, the ceremonies and other 

protocol-related expenses (including hospitality for VIPs) accounted for the largest 



126 
 

portion of the event‘s expenditure (20.90% of total expenditure), while information 

technology (16.89%) and broadcast and media (13.29%) expenses followed as second 

and third largest, respectively (MAIGOC, 2008, p.331). The expenditure on 

promotional activities for the event accounted for 2.26% of the total budget (MAIGOC, 

2008, p. 331). MAIGOC‘s investment in the ceremonies and protocol-related areas of 

the event highlights the focus of MAIGOC officials on strengthening their image and 

networks with visiting officials, as was also noted in the earlier subsection where 

MAIGOC officials hoped to present a sophisticated and welcoming image to these 

visitors. 

 The quality of the opening and closing ceremonies was also important to the 

OCA. The OCA President suggested during a press conference two days after the 

opening of the event, ―Macau has organised the best opening ceremony . . . Everybody 

was doubting whether these Games can take place successfully or not. I think today we 

can proudly say that there are now Asian Indoor Games‖ (InsideOut, 2007a, p. 3). The 

image beside the article where this quote was taken from displayed the OCA President 

holding the arm of MAIGOC‘s Chair during the press conference, as a gesture of 

support. Such statements emphasised the OCA‘s satisfaction with Macau‘s efforts, 

while the image further highlighted the support Macau was receiving from the OCA and 

related stakeholders. 

The second expectation of the OCA which was met by MAIGOC was the 

promotion of lesser-known sports. This expectation was not only linked to the OCA, but 

also visiting NOCs and sport federations that were seeking to promote their respective 

sports. MAIGOC utilised the event‘s marketing material, such as the Games‘ official 

magazine and newspaper, as well as local print and broadcast media during Games time 

to promote some of the sports that featured in the AIG. For example, the October issue 

of a local magazine, Macau Closer, which was distributed throughout all AIG venues 
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for free, ran a special segment for the AIG. One article featured in the segment 

specifically focused on ―Five unusual sports in competition‖ (Phillips, 2007, p. 53). 

These ―unusual‖ sports were lesser-known sports such as kabbadi, hoop-sepaktakraw 

and lion dance. The use of event media was, therefore, one tactic through which the 

organisers met this expectation of the OCA and visiting sports delegates. However, this 

expectation of the OCA had negative implications for the event‘s overall brand, as it 

complicated the creation of a focal sport-based subculture. This issue is discussed in 

detail in section 4.3 as it is more relevant to the discussion on the relation between the 

event‘s brand and sport subcultures. The following subsection discusses the key 

external stakeholders from the host community that influenced the event‘s marketing. 

 

Influential Community Group 

It was discussed in Chapter 2 that the local people are commonly cited as major 

beneficiaries of hosting major sport events (Mules, 1998). Indeed, MAIGOC employees 

also suggested that hosting major sporting events was beneficial for the local 

population. As highlighted earlier in section 4.1, Macau hosted three major multisport 

events in successive years: the 2005 EAG, 2006 LG and 2007 AIG. These events 

resulted in the development of seven new sports venues (MEAGOC, 2006). 

Accordingly, MAIGOC employees noted the role of these events, particularly the EAG, 

as a means of developing ―social facilities‖ in Macau. By ―social facilities‖ these 

discussants were referring to facilities where community members could participate in 

or spectate various sports and entertainment events. This view, therefore, highlighted 

the local community as a key stakeholder for the events. However, this strategy of 

hosting a sequence of three major multisport events in consecutive years had negative 

implications for the AIG, as is discussed in the ensuing paragraphs.  
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Out of the three events, MAIGOC employees suggested that the EAG was 

relatively easy to promote. As one employee from the promotions department 

suggested, ―EAG was easier to promote because it was the first-ever. The locals were 

interested, ‗How about the Games?' And there were many new venues, so people saw 

that and were curious.‖ Therefore, the construction of new venues along with the ―first-

time ever‖ appeal of the EAG inherently attracted the local community.  

However, a major issue arose towards the conclusion of the EAG due to budget 

over-runs, because of which the local population lost interest in future events. The EAG 

was originally budgeted at US$250m but saw a total expenditure of US$525m 

(MEAGOC, 2006). The reported total event expenditure was more than double the 

original budget which resulted in widespread disappointment in the local community 

and led to a government investigation of the event-related expenditure (Macau Business, 

2006)  At the conclusion of the investigation, Macau‘s Secretary for Social Affairs and 

Culture assured of closer scrutiny during future sport events (Macau Business, 2006). 

However, as one interviewee from the event‘s marketing suggested, ―the community 

had already lost faith after the East Asian Games.‖ This was also noted in the Macau 

Quality of Life Report of 2007, which highlighted that Macau community members 

generally, ―expressed little faith in the government‖ (Macau Business, 2007, p. 81). The 

issues arising from the EAG‘s budget overruns resulted in a loss of interest among 

community members to engage with the later events. One issue that highlighted the lack 

of community support for the AIG was suggested by the event‘s cultural events 

manager, who said, 

We had difficulty inviting school students to perform for the AIG‘s 

opening ceremony. The difficulty is that this was not the first time 

we have had such a big show, so they were not interested in 

participating. The schools also got pressured from parents because 
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the parents felt that after school their children still had to go for 

training and then their studies. So the schools got complaints, like, 

―why do our children need to participate in such events?‖ 

The statement illustrates a sense of frustration on the part of school children‘s parents 

who felt their children needed to focus on their education rather than participate in the 

opening ceremonies of multisport events every year. Moreover, Macau‘s events were 

not only limited to the three multisport events, but also featured several other sports and 

cultural events and conferences, such as, the annual Formula 3Grand Prix, Macau 

International Marathon, Macau International Trade and Investment Fair, and the Macau 

Fringe Festival. One local employee from the event‘s marketing agency suggested, 

―Macau has had too many of these multisport events, so it may have killed the 

excitement for people. The only way to get back the enthusiasm would be through a 

well-established Games, like the Olympics.‖ 

In addition to the issues with community support post-EAG, MAIGOC officials 

had minimal investments in pre-event promotions for the AIG. MAIGOC employees 

acknowledged that the AIG was the biggest event out of the three multisport events 

hosted in Macau, in terms of number of athletes and participating nations and media 

coverage. However, MAIGOC did not heavily invest time or effort in the event‘s 

marketing, as one marketing operations employee suggested, 

The marketing efforts were quite poor. I think MAIGOC failed to 

highlight that this was a bigger event than the East Asian Games or 

the Lusophony Games. What benefits do these Games leave behind? 

What legacy? What were the objectives? These were never clearly 

communicated to the local community. 

The interviewee suggests that the actual purpose of hosting the AIG itself was poorly 

communicated to the community. This was also established through the discussion in 
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section 4.1 where most the event‘s objectives were vague and implicit in nature rather 

than clearly communicated throughout the event. The interviewee also highlights that 

the event‘s marketing efforts were minimal. This factor also emerged from informal 

discussions with community members, where I noted that community members were 

rarely able to recognise the event‘s logo when shown by me. Most employees suggested 

budget limitations to be one of main reasons behind MAIGOC‘s modest theming 

initiatives around Macau. This appeared to be a conscious strategy by MAIGOC in 

order to keep the event‘s budget under control. This is evident in official figures 

released after the EAG and AIG, where the organising committee spent a little over 

MOP$8.8m (3.89% of event‘s budget) on community support activities during the EAG 

(MEAGOC, 2006), and under MOP$2.3m (0.66% of event‘s budget) on the same 

during the AIG (MAIGOC, 2008).  

 Overall, Macau‘s multisport event sequencing strategy from 2005-2007 had a 

negative impact on the overall brand of the AIG. As noted in this subsection, the budget 

overruns of the EAG led to MAIGOC restricting its marketing budget during the AIG. 

However, this further impacted community support for the event as MAIGOC was 

unable to highlight that the AIG was actually a larger event with more benefits, than the 

EAG and LG. This issue is discussed further in section 4.3, where it is noted that 

potential social leveraging initiatives linked to the event brand could have helped 

improve the event‘s reputation locally. 

 

4.2.2 Bali Asian Beach Games 

Event Partners 

This subsection focuses on how three of the  key partners of the ABG influenced 

the event‘s brand. All three stakeholders were sponsors of the event, with two of them 

owning media resources that were useful to BABGOC. Revenue generated from 
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sponsorship was extremely important for BABGOC due to the issues the organisers 

faced in securing funds from the national government. While the government had 

agreed to fund a portion of the event initially, a little over two months before the event, 

the promised funding was slashed by almost 70%. This led to an even stronger focus on 

sponsorship revenue. 

When BABGOC officials approached sponsors, one of the company‘s 

approached as a potential tier-one sponsor, had a growing focus on environmental 

conservation. Almost three months prior to the ABG, BABGOC officials approached 

Pertamina, a national oil and gas company, for funding. Pertamina was viewed as a 

potential big budget sponsor and was noted to have a growing focus on sustainability 

initiatives, particularly environmental awareness. This is illustrated through Pertamina‘s 

active role within the Green Initiative Forum (GIF) in Indonesia, which focused on a 

―Global Warming prevention campaign‖ named the Green Festival in April 2008 

(Unilever, 2008). The company‘s President Director suggested that, ―Taking part in 

maintaining environmental balance is Pertamina‘s commitment in running its business 

operations. Therefore, Pertamina always actively participates in environment 

conservation programs such as the Global Warming Campaign‖ (Unilever, 2008, 

paragraph, 8). Pertamina also launched a range of bio-fuel in late 2007, which the 

company was actively promoting around the time of the ABG. Therefore, aside from 

generic contractual benefits such as advertising boards at venues, presenting sponsors 

logos during event advertising, and providing sponsors with VIP seats at competitions 

and ceremonies, BABGOC representatives incorporated an environmental program 

within the sponsorship proposal sent to Pertamina.  

Pertamina eventually signed as the event‘s prestige partner (tier one sponsor) 

and exclusive environmental program partner. The environmental program initially 

proposed by BABGOC was a ―Save the Beaches‖ campaign. When questioned about 
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the idea behind this campaign, one representative from the marketing team explained 

that,  

The Save the Beaches campaign didn‘t exist until we started hitting 

up big oil companies as sponsors. And we thought we need to get lots 

of money off them, what can we add as a value-add that can make the 

proposal a bit more attractive?  And such companies with poor social 

and environmental profiles always want to associate with some sort 

of environmental program. So, we said, ―OK, let‘s create one.‖ We 

thought about how the venues will be created and then the all beaches 

will have to be put back afterwards to the pristine state that they were 

in before-hand, and possibly even better! So, this was a jumping off 

point for a Save the Beaches concept, but no one really had any idea 

on how it will be delivered, or if it will even sell! Now that it has 

sold, we‘ve actually got to try and put something in place! 

 As suggested by the interviewee, there was no concrete idea behind the Save the 

Beaches campaign. When the organisers were drafting the sponsorship proposal for 

Pertamina, they also had opportunities to develop an environmental program around the 

Games‘ mascot, which was an endangered bird, the Bali Starling (refer to appendices). 

However, during informal discussions, some representatives from BABGOC‘s 

marketing team suggested that the concept behind the bird did not directly tie in with the 

beach-related concept of the event. Therefore, they attempted to establish an 

environmental program that was closely tied to the overall concept behind the event 

itself. 

 Closer to the event period, however, the focus of the ABG‘s environmental 

program changed. A little over one month before the event, Pertamina requested to have 

an environmental program that focused on the Games‘ mascot, the Bali Starling, rather 
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than the Save the Beaches campaign. The specific reason behind Pertamina‘s request is 

unclear. It was, however, suggested by one BABGOC director that until about a month 

before the event, ―no real program had materialised‖ based on the ―Save the Beaches‖ 

concept. This issue could have influenced Pertamina‘s decision to utilise the event‘s 

mascot for an environmental program. After discussions with Pertamina, BABGOC 

officials established a ―Neo Habitat‖ program, which focused on protection of the Bali 

Starling. The Neo Habitat program is, however, more appropriately discussed in a later 

subsection, as the program was also relevant to another stakeholder from the broader 

influential community group.  

Another key external stakeholder of the event was the Indonesian Ministry of 

Culture and Tourism (MCT). Ideally, the tourism authority of a destination would be an 

internal stakeholder, as it would be expected to work closely with the event‘s organisers 

to maximise tourism-related outcomes for the region (Chalip, 2004). However, as 

discussed earlier, the ABG was awarded without a formal bid, whereby the OCA 

primarily coordinated with KONI. The interview with BABGOC‘s Marketing Director 

suggested that KONI maintained poor linkages with other Indonesian government 

departments during early phases of planning. As he suggested, ―No one was assigned to 

really do this sort of continuous communication with the government agencies. It‘s 

almost like KONI thought they could do the event alone.‖ Therefore, the minimal 

coordination maintained between KONI and the MCT suggested it to be an external 

stakeholder. 

The timing of the ABG was ideal to utilise the event for tourism. During the 

same year of the ABG, the MCT had launched a tourism marketing program targeted at 

attracting international tourists to Indonesia - ―Visit Indonesia – 2008.‖ While the ABG 

appeared to be a notable tool to entice visitors to Bali, BABGOC directors suggested 
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that they had seen minimal interest from the MCT during early stages of the ABG‘s 

planning. 

With a poor level of support from government agencies, the ABG had no 

international promotions pre-event. BABGOC only received support from government 

agencies approximately one month before the event, when KONI officials organised a 

formal meeting with the Indonesian President, Susilo Bambang Yudhoyono. One KONI 

official, present at the meeting, explained that, 

We had no international promotion until about a month before the 

event. When we met the President, we explained our problems to him 

and he said, ―How come I‘ve never even heard of your event on 

TV?‖ (Chuckles). So, suddenly all the ministers sat on their hands, 

and discussed advertising on ESPN, Star Sports, all those cable 

channels! 

As discussed, the Games received no international mass-coverage until almost one 

month prior to the event, and even this only materialised when the Indonesian President 

questioned the event‘s poor promotional efforts. The MCT was one of the key ministries 

to step forward and support the ABG from there on, as its directors suggested that they 

had additional budget for international promotion, which could be used to promote the 

ABG. BABGOC presented the MCT with videos that had originally been prepared by 

BABGOC for promotional purposes. The MCT, although allowing the promotions to be 

about the ABG, wanted to see the videos showcase Bali‘s culture, rather than purely 

focus on the sport event. As the ABG‘s Marketing Consultant suggested,  

The MCT agreed to let the promotion be about the Games, but they 

took the original advertisement and tweaked it to make it just a bit 

more about Bali. So it had more cultural references in, not as much 

sport only as it did initially. And it looked good, actually. And the 
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coverage was extensive; you were seeing the advertisement on 

ESPN, ANTV, AXN, a lot of the major popular channels.  

 Therefore, the ABG finally received some international promotion, while the 

involvement of the MCT resulted in the modification of ABG advertisements to 

incorporate cultural references. As noted, MCT saw the advertisement as a promotional 

tool for Bali‘s cultural elements, and not the ABG alone. This expectation of the MCT 

was inherent within the ministry‘s role, as it was the Ministry of ―Culture‖ and Tourism. 

Overall, this relationship between the MCT and BABGOC and the promotional videos 

they produced, although not the result of a voluntary strategic partnership, had positive 

implications not only for the event‘s brand, but also for the promotion of Bali as a 

destination. This will be discussed further in section 4.4. 

 A third partner that contributed skills which contributed to the development of 

the ABG‘s and Bali‘s brands was the event‘s official photographer, Getty Images. As 

one of the leading sports photography agencies in the world, Getty Images‘ association 

with the ABG enabled the organisers to showcase Bali‘s image as a sport destination 

within the international print media. Many visiting media actors complimented the 

quality of photos captured by Getty Images, as one journalist from Macau discussed, ―In 

terms of the photos, I think the ABG has done a great job. They have Getty Images, 

which, in terms of quality, is something that is internationally recognised.‖ BABGOC‘s 

marketing team highlighted the significance of Getty Images in presenting quality 

images of the event, which also helped promote the destination visually. As the event‘s 

Marketing Consultant suggested, 

The surfing event went on until quite late, so the sun was almost 

setting, and it looked pretty amazing in photos. Then a lot of the 

sportsmen, because it‘s beach sports, they are pretty cool, they‘ve got 
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style. Such stuff comes out in photos, you know. It looks pretty cool 

in photos. 

Therefore, the involvement of Getty Images provided BABGOC with the skills and 

resources needed to capture high quality images which not only contributed to the 

event‘s image, but also showcased the destination. Some of the images captured by 

Getty Images that were featured in the Boston Globe are exhibited in Figure 4.1. The 

Marketing Consultant also highlights that the nature of sports engendered a sense of 

―style‖, which helped further enhance the images of the event. This factor is linked with 

the event‘s focal sport subculture and will be discussed further in section 4.3. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.1. ABG pictures featured in the Boston globe. 
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Visiting Sport Delegates 

As in the case of the Macau AIG, the potential networks that could be 

strengthened with visiting delegates were important to BABGOC and the Indonesian 

government. BABGOC officials suggested that the political networking opportunities 

the event presented were key to gaining event support from the Indonesian government. 

As one BABGOC director commented on their meeting with the Indonesian President: 

Previously, we kept explaining to the government what the event is, 

who is the OCA, etcetera. But, in the meeting with the President, one 

month before the event, we told him that there will be many heads of 

state coming. So this is a completely different angle. We mentioned 

the names of these VIPs and then the President realised that this is 

something really big and he needs to be there. He realised that this 

was about his face as well now. 

Such discussions highlighted the importance the Indonesian Government and BABGOC 

placed on the visiting delegates during the event. This was specifically addressed by 

BABGOC‘s Director General who saw the networks with visiting delegates as gateways 

to future sport opportunities, as she said, ―The hosting capabilities of Indonesia are 

being evaluated by the participants‖ (Inspire the World, 2008, p. 9).  

BABGOC highlighted the focus on these delegates within the event‘s 

promotions as well. In one instance, I made note of banners put up in Bali which 

displayed pictures of key OCA, BABGOC and IOC officials (see Figure 4.2). I made 

the following comment in my fieldnotes (dated: August 2, 2008): 

BABGOC has put up a huge banner, just outside KONI‘s office, with 

pictures of key OCA, BABGOC and IOC officials. Some images are 

just candid, and almost comical, such as the OCA‘s DG and 

Operations Director looking stressed. The banner welcomes all the 
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delegates and incorporates, or, rather enforces, graphics from the 

Games‘ themeing program. 

I made note of at least two banners with the same design, the second one placed near the 

international airport. Such promotional banners highlighted the focus BABGOC placed 

on the visiting delegates. The images incorporated within the banner had no relevance 

as a promotional tool to communicate the event‘s core image of beach sports. Moreover, 

as highlighted in the excerpt, while BABGOC did utilise some graphics from the 

Games‘ themeing program, these felt enforced as they added clutter to the overall 

design. Such efforts to impress visiting delegates, therefore, seemingly had a negative 

impact on the event‘s overall brand as it was inconsistent with the rest of the ABG‘s 

promotional campaign. 

 

 

Figure 4.2. Banner welcoming delegates to Bali for the ABG. 
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BABGOC also attempted to organise grand, mega-sport event standard, opening 

and closing ceremonies, which had negative implications for the event brand. The 

ceremonies showcased more cultural dimensions of Asia, rather than incorporating 

elements from the core ―beach sports‖ concept of the event. Both ceremonies were 

conducted at a venue centred between Jimbaran and Uluwatu districts away from the 

beaches. The venue was a cultural park that displayed Hindu mythological figures. 

During a discussion with the event‘s Marketing Consultant, it was highlighted that, 

The ceremonies were pretty straight down the line as an Asian or 

Olympic Games ceremony. But if you don‘t have the financial 

resources and still shoot for such high ideals you‘ll always come up a 

little short. You wouldn‘t watch the ceremony and go, ―Hey I‘m 

watching the opening of the Beach Games,‖ you‘d come out thinking 

―I was watching the opening of a very bad Asian Games!‖ So, it 

needs to use more ways of creating a point of difference and this 

event has a real opportunity to be different because it is different.  

Therefore, the ABG‘s beach-sports characteristic presented an opportunity to create a 

point of difference to differentiate the event from the abundance of multisport events. 

The interviewee suggests that BABGOC‘s focus on creating more traditional opening 

and closing ceremonies resulted in the product appearing sub-standard, as BABGOC 

did not have the necessary funds to properly organise such large-scale ceremonies.  

While conducting a formal opening ceremony was not an expectation the OCA 

specifically had of the ABG, it seemed that BABGOC officials had misinterpreted the 

OCA‘s standard as conducting formal mega-event ceremonies. This was highlighted 

through discussions with some BABGOC members, who noted their colleagues had 

witnessed previous OCA events, such as the 2006 Asian Games in Doha, which was a 

mega-event that had a very formal image. Many BABGOC directors that had attended 
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these events confused the ―Doha-standard‖ as the ―OCA standard.‖ This was suggested 

by one BABGOC director who said,  

From the beginning we made it so important that this is an OCA 

standard event, like the Doha Asian Games. We didn‘t make it like 

how the Youth Olympics is approaching now. You know, it‘s going 

to be festivals, it‘s going to be young! 

Similarly, the event‘s Marketing Consultant suggested that,  

BABGOC members were never that innovative because a majority of 

their team has come from the Doha Asian Games. And those guys 

had only seen one Games, which was a really big Games. So, they‘ve 

tried to implement that standard here and fallen short. 

As highlighted, there was potential to conduct the event from a youthful perspective, 

which would complement the event‘s beach-sports concept. However, as many of 

BABGOC‘s operational heads were ex-employees of the Doha Asian Games, they 

attempted to develop a similar mega-event standard for the ABG (a formal brand 

image), even though they did not have adequate resources to do so. This, in turn, had a 

negative impact on the event‘s brand as its opening and closing ceremonies were widely 

perceived to be sub-standard. 

 Overall, BABGOC officials, in an effort to present a positive image to the OCA 

and visiting delegates, considered a number of tactics. This subsection focused on two 

tactics that were most prominent and have relevance to the discussion in the following 

sections. Both the tactics discussed, that is, the display of banners with pictures of OCA 

delegates and the attempt to organise mega-event standard ceremonies, were attempts to 

present the ABG‘s brand image as a formalised and sophisticated, which moved away 

from the event‘s core image of beach sports. The discussion in this subsection has 

highlighted the potential the ABG had to maximise the uniqueness of its beach-sports 
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concept. This point is discussed in further detail in section 4.3 when exploring the 

relationship between branding and sport subcultures. The following subsection 

discusses the key stakeholders from the host community that had an impact on the 

ABG‘s brand.  

 

Influential Community Group 

The discussion in this subsection focuses on a key Bali-based environmental 

lobby group, the Friends of the National Park Foundation (FNPF). Although the FNPF 

does not represent the entire host community, during interviews with BABGOC 

officials the FNPF was noted to be a key stakeholder from the host community that had 

an impact on the event‘s brand. Accordingly, the discussion in this subsection is 

primarily based on how the FNPF‘s involvement with the event supported the 

environmental dimension of the event‘s brand. The FNPF is an Indonesian non-profit 

organisation which has conducted various wildlife conservation and educational 

programs around Bali and its surrounding islands since 1997. Some of the FNPF‘s key 

projects have included Orangutan rehabilitation and release programs, sea turtle 

conservation programs, and the conservation of the endangered Bali starling (FNPF, 

2009).  

FNPF members, noting the ABG‘s mascot was based on the Bali starling, 

approached BABGOC in hopes to partner with the event, however, received little 

interest from BABGOC officials during the early stages of planning. Moreover, part of 

BABGOC‘s design of the mascot was incorrect and the FNPF members requested 

BABGOC to correct the design. This was highlighted during an early discussion with 

BABGOC‘s Marketing Director, who suggested that,  

The FNPF came to us; initially they told us that the mascot design 

was wrong, in terms of the colours of the eyes. And in the end, they 
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asked, what BABGOC could do for them. And we just said, ―Ahh . . . 

We don‘t know yet!‖ 

The interviewee‘s tone during the discussion reflected some level of annoyance, as if 

BABGOC viewed the FNPF as another problem rather than a potential partner. This 

was further exemplified during a discussion with an employee from BABGOC‘s 

marketing team, who suggested,  

A representative from the FNPF contacted (the Marketing Director), 

and he just brushed her off to me, asking me to deal with it. But then 

eventually, she and I started getting along, and she told me, ―Look, 

I‘d really want to meet the Marketing Director to see what programs 

can be developed in cooperation.‖ And, I said, ―Well, we‘ll need to 

ambush him‖ (laughs). That would‘ve been the only way! So, I just 

setup a meeting with the Marketing Director and got her along as a 

surprise. And the Marketing Director had to sit down and listen to 

her, he had no choice. 

Therefore, the FNPF was interested in developing a partnership with the ABG in order 

to benefit the conservation project. The quote also emphasises how BABGOC‘s 

Marketing Director was reluctant to meet with the FNPF representative. Both the earlier 

discussions were conducted two months prior to the event, a time when many 

BABGOC members were uncertain of the Games even taking place, due to the shortage 

of funds. Therefore, BABGOC‘s marketing team avoided additional tasks, such as 

coordinating an environmental program, primarily because being able to organise the 

event itself was becoming unlikely.  

As discussed in an earlier subsection, however, BABGOC did develop an 

environmental program based around the event‘s mascot, the Bali Starling, as requested 
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by the event‘s prestige partner. This was discussed by BABGOC‘s Client Services 

Coordinator, who suggested that,  

Since we were servicing the account of Pertamina, and they wanted to 

utilise the event‘s mascot for the environmental program, we tried to 

find a foundation that took care of this bird. And that‘s how I met (a 

member of FNPF), and he met Pertamina, who gave a donation for the 

FNPF‘s existing Bali Starling conservation program. And that made up 

the event‘s environmental program. We were unaware at the time that 

FNPF had previously contacted BABGOC‘s marketing to coordinate 

such a program. 

Therefore, BABGOC‘s environmental program was not the result of any 

initiative aimed at strategic leverage. Rather, BABGOC attempted to meet the 

expectation of a tier-one sponsor by utilising an existing environmental program  

operated by the FNPF which complimented the event‘s existing brand element – the 

mascot. The event‘s environmental campaign, which was titled ―Neo Habitat‖, was 

based on the restoration of the Starling‘s natural habitat, within a designated island, 

through the plantation of 4000 Talok Cherry trees, which are the main source of food 

for the bird (Pratidina, 2008). The program received some press coverage, which 

benefited the FNPF in creating awareness of their operations, while also benefiting 

Pertamina and the ABG in adding an environmental dimension to their overall brand. 

The broader awareness of this program, however, is discussed in detail in section 4.4. 

 

4.2.3 Summary 

Section 4.2 has highlighted how the involvement of key external stakeholders 

influenced the AIG‘s and ABG‘s respective brands. A summary of how the involvement 

of these stakeholders impacted the events‘ brands is presented in Table 4.3. As noted,  
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Table 4.3 

Influence of Key External Stakeholders on Events’ Brands 

Stakeholder 

Group 

External Stakeholder Influence on 

AIG’s Brand 

External Stakeholder Influence on 

ABG’s Brand 

Event Partners The Venetian Resort: Added 

sophisticated & hospitable image to 

AIG brand. 

Pertamina: Resulted in an 

environmental program based on the 

event‘s mascot. 

 CCTV: Owned skills to conduct 

broadcast, which showcased the event 

internationally. 

MCT: Provided resources for 

international marketing of the event 

through TV. 

Getty Images: Owned skills to 

capture high quality images 

showcasing the event. 

Visiting Sport 

Delegates 

OCA: MAIGOC organised a grand 

opening & closing ceremony; 

MAIGOC utilised its marketing 

material to promote the lesser-known 

sports. 

OCA: BABGOC attempted to 

organise a grand ceremony; 

BABGOC placed banners, with no 

relevance to event‘s image, 

welcoming delegates.  

 IOC: Involvement led to MAIGOC 

incorporating environmental 

dimensions to event brand‘s elements 

 

Influential 

Community 

Group 

Local population: MAIGOC limited 

pre-event promotions locally, as 

community was disappointed with 

overspending on previous events. 

FNPF: Operated an environmental 

program, which was used by 

BABGOC to enhance environmental 

themes within the ABG‘s brand. 

   

three broad stakeholder groups emerge, namely, the events‘ partners, visiting sport 

delegates, and influential community group. Overall, it is noted that the key external 

stakeholders influenced the events‘ brands in two ways. First, the stakeholders owned 
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specific resources that added value to the events‘ brands, such as, the Venetian-Macao 

Hotel, CCTV, MCT, Getty Images and FNPF; and, second, the event organisers 

considered certain expectations of external stakeholders during the marketing of their 

respective events such as, the OCA, IOC, Macau community and Pertamina. This 

finding will be discussed further in Chapter 5. 

 

4.3 Interaction between the Sport Subcultures and Events‘ Brands  

The discussion in this section is based on the second research question, which is, 

how do internal stakeholders interact with sport subcultures when developing and 

promoting a sustainable event brand? Accordingly, the discussion in this section 

explores the role of sport subcultures in establishing a sustainable event brand. As 

discussed in Chapter 2, the term, ―sustainable brand,‖ refers to a brand that 

communicates the organisation‘s commitment to socially and environmentally sound 

practices. In the Macau AIG and Bali ABG, respective focal sport subcultures have 

been identified. In Macau, the organisers focused significantly on the extreme sports 

subculture, while in Bali a beach-sport subculture was found. These subcultures and 

their link to the events‘ respective brands are discussed in the following subsection.  

 

4.3.1 Macau Asian Indoor Games 

 As discussed earlier in Chapter 3, the sports program for the 2007 AIG consisted 

of 20 disciplines. However, during the early stages of event promotions, I made note of 

the promotions‘ consistent focus on a few specific sports over others. This is 

exemplified in a note, dated April 23, 2007, from the research journal regarding the 

images displayed on the event‘s website: ―It seems worth noting that out of the eight 

main pages on the MAIGOC website, seven have a header with X-Sports, while one 

features a sprinter.‖  The extreme sports category at the event featured four sports, 



146 
 

namely, BMX freestyle, skateboard, sports climbing, and inline stunt skate. Throughout 

the early period of organising the event there was an obvious focus on extreme sports 

over other sports. This was also emphasised at the event‘s opening ceremony where the 

grand finale, the lighting of the Games‘ torch, focused on extreme sports. This was done 

as the stage was setup as a giant half-pipe, which was used by a skateboarder to skate 

from one end of the half-pipe to the other and light the Games‘ torch.  

 Imagery from extreme sports played a key role in attracting target audiences to 

the AIG. Organisers suggested that extreme sports imagery was targeted at attracting a 

youthful audience, displaying images from newer, more dynamic and energetic sports. 

As the Marketing Director suggested, 

Well, extreme sports always look quite attractive and, I would say 

that they are important as well because they attract youth. Something 

like swimming, how exciting can it be, in terms of the image, right? 

So, that‘s one of the reasons why we decided to go with extreme 

sports so often. 

The extreme sports category did not only attract youth, but was one of the most popular 

sports within the AIG program, as it usually received a capacity audience. Many other 

sports, such as athletics, futsal, bowling, swimming events, dance sports, and hockey 

had already been hosted during the EAG or LG. Extreme sports, therefore, stood out for 

the audience from the AIG calendar, as they had not appeared within the earlier 

multisport events. Moreover, although pre-event promotions were limited, using 

extreme sports as a cover image during promotions was also considered to attract more 

media attention pre-event, as suggested in the following statement by an employee from 

MAOGIC‘s promotions department, 

I felt that skating is probably the major sport for the Asian Indoor 

Games because of the image it adds and it touches the kids really. So, 
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my idea was to focus on that; that was the principle event. The first 

briefing I read from the OCA said that we are concerned with 

promoting the lesser-known sports, but also ones that had major 

media appeal. So, I focused on X-sports, because from all the sports, 

that is probably the only with strong media appeal. 

 Although the AIG sponsors did minimal co-branding initiatives, extreme sports 

imagery appeared to be the focus of some sponsors. Interviewees suggested that for 

many sponsors, the AIG was not necessarily a major strategic investment, as they relied 

on the immediate contractual benefits. Coca-Cola, one of the Games‘ official sponsors, 

for example, did not extensively promote its association with the AIG. This is 

highlighted in the following excerpt taken from the research journal, dated September 

22, 2007 (more than one month before the event): 

There appears to be a lack of effort by sponsors to highlight their 

association with the Games through their own marketing structure. 

Coca-Cola promotes its association with the 2008 Beijing Olympics, 

having put up posters in many supermarkets of torch-relay participant 

entries. However, I am yet to see any sponsor co-brand with the 2007 

AIG within any of their own promotions.  

A few days prior to the event, Coca-Cola introduced a special edition commemorative 

can using the image of the Games‘ mascot on a skateboard, along with other images of 

extreme sports. However, although Coca-Cola reportedly manufactured one million of 

the special cans (Concorde, 2007a, p. 30), they only lasted for the duration of the 

Games, with the majority of them being distributed at the competition and non-

competition venues. As the magazine editor for Concorde, the event‘s official magazine, 

noted, when discussing the coverage for sponsors through the event, 
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Well, you need to get into what do sponsors really want? I mean, I 

know for a company like Coke, for example, because they‘re a local 

business there would be a feeling of, ‗Let‘s give something back to 

the community. We‘ve got to be good corporate citizens and pay 

some money.‘ And, yeah, they‘d do a can or something, but they‘re 

not going to put a huge marketing push behind it, because, in the 

grand scheme of things, it‘s not that important to them. 

While Coca-Cola may not have developed an intensive marketing program to 

maximise its investment in the broader AIG program, its targeting of the extreme sports 

market was evident. As discussed earlier, the special edition can designed for the Games 

primarily utilised images from extreme sports. Promotional material discussing the can 

highlighted that, ―One of the biggest pieces of the overall look of the can is the use of 

three extreme sports to convey the dynamism, energy and passion that will be part of 

the Games‖ (Concorde, 2007a, p. 30). In line with this, Coca-Cola established a 

promotional booth only at the extreme sports venue during the event, where it 

specifically marketed its Coke Zero brand. Furthermore, part of Coca-Cola‘s 

sponsorship contract included the display of its Coke Zero brand on extreme sports 

athletes, through the use of stickers to be placed on the athletes‘ helmets. These tactics 

adopted by Coca-Cola suggested that the sponsor was primarily interested in the 

extreme sports category, rather than the overall AIG brand. 

It also became evident that MAIGOC officials utilised extreme sports as a 

central concept to strengthen the event brand‘s appeal. Much of the Games‘ early 

promotional material emphasised extreme sports, while ignoring the lesser-known 

sports, or those that targeted a much older audience such as chess, cue sports and dragon 

and lion dance. Although the organisers made conscious efforts to promote the other 

lesser-known sports during the event period, within the pre-event stage the organisers 
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primarily made use of the established youthful and energetic image of the extreme 

sports subculture in order to highlight similar elements within the event‘s brand. The 

print advertisement layout that most commonly appeared in press publications, 

incorporated images from two sports, both of which were featured under the broader 

extreme sports category for the event (see Figure 4.3). The smaller image of the two is 

of a sports climbing athlete, while the central image is of a skateboarder performing a 

stunt with his fist in the air, where the Games‘ slogan, ―Ultimate Asian Power‖, is 

highlighted. When asked about the idea behind the slogan, the designer in MAIGOC 

suggested,  

In my mind it was always the skateboard. And I wanted to go 

extreme somehow without really going extreme. And I know there is 

a lot of pride in Asia, Asia is growing, so that ―power,‖ I think, 

makes sense. And ultimate, because ―come on, sky is the limit, let‘s 

go high!‖ That was my main idea behind it. 

 

As suggested by the interviewee, extreme sports served as an inspiration when 

designing the event‘s slogan. However, the interviewee also suggests that there were 

boundaries within which he worked, as he wanted to incorporate the extreme image 

―without really going extreme.‖ Indeed, there were 19 other sports within the AIG 

program that would also need to be considered. As a result, the slogan focused on the 

overall progressive development within Asia, thus focusing on a sense of unity among 

the Asian community. 
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Figure 4.3. AIG print advertisement featuring extreme sports imagery. 

 

During Games-time, MAIGOC started to promote other sports within the AIG 

calendar as well. The event‘s daily newspaper, for example, featured cover images of 

many sports such as swimming, athletics, and extreme sports, while also highlighting 

some of the lesser known sports, such as electronic sports and muay-Thai. During 

Games-time, there appeared to be a conscious effort to promote the other sports, rather 

than extreme sports. This is illustrated in the following statement by the editor of 

Concorde magazine,  

I had the impression they were really big on extreme sports and for 

the third issue of the magazine, the one coming out just before the 

Games, I did a profile of all the extreme sports inside the magazine, 

had a profile of a climber, so an extreme athlete and had a cover of a 
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skateboarder. And, they dropped it at the last minute and put a cover 

of dancing on the front. So, it didn‘t make sense to me. I‘ll tell you 

what happened; the MAIGOC Chairman looks at everything last 

minute, and he went, ―oh, well, maybe we should put ballroom 

dancing on the front,‖ and everyone goes, ―oh yes, yes, yes‖ (laughs).  

The quote highlights the conscious focus of MAIGOC‘s Chairman to pick another sport 

over extreme sports as the cover image of the magazine. One possible reason behind the 

Chairman‘s selection of ballroom dancing could be the influence the Venetian had over 

the event. Ballroom dancing added a more sophisticated image to the event, while the 

sport was also of interest to the Venetian, as all dance sport participants were required to 

wear Venetian branded bibs during competition. Another possible reason behind the 

decision could be the importance Macau placed on the political bonds created through 

the event, as the organisers were expected to promote all sports featured in the AIG. 

Lastly, the quote also highlights the role of the leader in branding-related decisions, as 

other directors and staff members agree with last minute changes. 

 Regardless of MAIGOC‘s efforts to showcase the broader sports program, the 

extreme sports were one of the most popular aspects of the event. The extreme sports 

venue had an atmosphere that was completely different from other sports, as highlighted 

in the following excerpt from the research journal (dated: October 29, 2007), 

The extreme sports venue is truly alive! Unlike other venues which 

often loop the Games‘ anthem, ―we will be stronger,‖ extreme sports 

are the only sports that have a live commentator in the venue and, 

other than dance-related sports, play music during competition. The 

music is energetic and youthful, mostly of the rock or hip-hop genre.  

As emphasised in the excerpt, I observeed the extreme sports venue as being ―alive.‖ 

This primarily refers to the overall informal and casual atmosphere in the extreme sports 
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venue, as compared to some of the other venues. The genre of music and the informal 

commentary at the venue also enhanced the casual feel of the sport, which was a key 

component of the subculture. Furthermore, the athletes and coaches, although focused 

on the competition, did appear to be at the event primarily to have a good time. This is 

exhibited in an incident described in the research journal, ―A little while after the athlete 

from Thailand won the BMX freestyle competition, his coach, also quite young, was 

right outside the venue with friends and his own bicycle, each practicing their stunts‖ 

(dated: October 30, 2007). These observations suggest that the extreme sports 

subculture was strong and visible, particularly at the competition venue. This made the 

sport seem almost isolated from the rest of the formal AIG program at times.  

However, there were some formal guidelines that the sport was required to 

comply with as being part of the AIG program. One such condition, as discussed earlier, 

was the branding of athletes with Coke Zero stickers. One NOC reverted back to the 

marketing agent, expressing concern over the practice. The NOC, and more specifically 

the local extreme sports federations, felt the practice was imposing and against the spirit 

of the sport, as a representative from the NOC said, ―We have never heard of such 

policies before!‖ This may have also been an issue due to a conflict of the brand with 

the team‘s sponsors in their own country. Another practice that was alien to many 

extreme sports delegates was anti-ambush management, which expected athletes to not 

advertise their association with any commercial brand through the AIG. Extreme sports 

was a key concern for the marketing agent responsible for overseeing anti-ambush 

management, as the team often noted the extreme sports culture to be ―all about 

brands.‖ That is, athletes very often branded their equipment without necessarily having 

a formal contractual association with the brand. During an informal discussion 

conducted on November 3
rd

, 2007 at a restaurant, with a non-Asian Technical Delegate 

(TD) for inline skating, the TD mentioned the event was an ―interesting experience‖ as 
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it added some formal elements to the sport. However, he pointed out that trying to 

formalise the sport ―would be highly disregarded within our group. The athletes might 

end up boycotting their own event!‖ The TD from Asia, however, displayed full support 

towards any requirements of the event organisers. Again, the difference in opinions 

between the Asian and International Federations‘ TDs also reflects the political 

networking through the event. The TD from Asia owned a business which supplied 

equipment for extreme sports, therefore, he saw the expansion of the sport within Asia 

as an important step, while the TD from the International Federation, being an ex-

athlete, considered the consequence on the sport‘s subculture as well.  

However, as discussed earlier, regardless of the level of formalisation the 

event‘s structure imposed on extreme sports, the category stood out from other sports 

which were much more formal in their presentation. Interviewees noted that marketing 

the range of sports within the AIG program was difficult due to the inconsistencies 

among the images of the sports. That is, at one end of the scale were dynamic and 

youthful sports such as extreme sports, while at the other end were sports that targeted 

an older, more formal and sophisticated audience such as cue sports and chess. One 

employee from the marketing team suggested bluntly, ―The Games had no brand! The 

product itself is weak and so the marketing was weak.‖ Another employee from the 

promotions department suggested, 

The OCA will have to fine tune the selection of sports and they have 

to be brave because they‘ll need to take some hard decisions. If they 

want to keep it alive they have to say no to some sports. Hoop-

takraw? Come on! Sepaktakraw is an amazing sport, every time I go 

to Bangkok, I sit with a beer and enjoy it. But, hoop-takraw? Come 

on, is that even a sport? 
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Both the interviewees highlight a weakness within the overall product itself. This 

resulted in the Games being presented as somewhat of a smaller-scale Asian Games, 

rather than an event in its own right with noteworthy points of difference.  

Therefore, while extreme sports were the dominant sport subculture adopted by 

MAIGOC during early stages of the event‘s promotions, during the event, the 

organisers were compelled to showcase other sports as well. After all, one of the ideas 

behind the AIG concept was the promotion of lesser-known sports. However, the nature 

of the sports within the AIG program varied greatly. That is, while some sports, such as 

extreme sports, futsal (indoor soccer), 3-on-3 basketball, and kickboxing had dynamic 

and youthful images, other sports such as cue sports, chess and ballroom dancing were 

more formal and traditional. Such inconsistencies between the identities of the various 

sports made it difficult for MAIGOC to adopt a consistent image for the event. This 

issue, therefore, did not allow organisers to create a notable point of difference 

compared to an Asian Games, while at the same time, MAIGOC did not have sufficient 

resources, nor were expected, to develop the AIG into a mega-event. Overall, this 

poorly defined sport subculture resulted in an inconsistent brand image for the event. 

 

4.3.2 Bali Asian Beach Games 

While I was still in Macau, I noted a positive reaction from MAIGOC 

colleagues towards the Bali ABG brand. During one of the earliest meetings with the 

ABG‘s marketing agents, almost a year before the event, I made note of a comment 

made by a colleague from the OCA marketing (dated: October, 29, 2007), ―This just 

feels so alive! It‘s full of energy.‖ The comment was made in regards to a roll-up banner 

of the Bali ABG, which displayed a cluster of athletes emerging from the centre of the 

banner. The visuals used for all ABG posters were very dynamic, and incorporated 

stylised images of athletes from various sports, such as surfing, triathlon, jet-skiing, 



155 
 

beach handball, and volleyball (see Figure 4.4).  The main background colour was a 

bright yellow, which was based on a sun and beach image. Some employees from 

MAIGOC also expressed interest in potential employment opportunities with the ABG, 

as it appeared to be a change from the formal OCA multisport events. This was 

suggested during an informal discussion with a fairly annoyed staff member from 

MAIGOC‘s promotions department, who suggested, 

I‘m just tired of all this bullshit, you know. I would like to get away 

from all these political-type Games. Maybe I‘ll try Bali ABG next 

year. I feel it will just be so relaxed, so casual. It will be about good 

sports, you know, not politics! (Dated: November 5, 2007, location: 

outside the MAIGOC building) 

 

 

 

 

 

 

 

 

 

 

Figure 4.4. ABG poster featuring images of dynamic athletes. 

The excerpt reveals the employee‘s frustration over the internal issues faced when 

organising a large scale event. However, the statement suggests that the discussant 

viewed the ABG in Bali as potentially, a much different experience. He considers the 

event to be about ―good sports‖, which highlights an event with a sporting spirit rather 
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than politics relating to Olympic committees. While the politics was still a part of the 

ABG, as discussed in the earlier sections, the interviewee‘s statement highlights initial 

perceptions of the event. The interviewee‘s perception was not a result of any intensive 

marketing efforts by BABGOC at the time, but rather, it was based purely on generic 

elements instilled within the event‘s concept and imagery. 

The ―beach‖ element within the event‘s concept presented a unique marketing 

opportunity for BABGOC. During my first trip to Bali, two months prior to the event, 

interviewees often pointed out the Games‘ marketing efforts had been extremely poor. 

However, when asked about how they perceived the image of the event, most 

interviewees described it as ―fun‖, ―cool‖, and ―relaxed‖. For instance, one BABGOC 

manager suggested, ―In my mind, I pictured this is supposed to be about beach sports, 

so, you have music, people having fun, there‘s a mini-concert, a lot of activities. Just to 

promote the sports - just pure fun.‖ As suggested, the ―fun‖ and ―music‖ is seen to be 

closely linked to the beach sports concept. More precisely, these features are seen to 

represent the beach lifestyle. Interestingly, while most of the BABGOC directors that 

were focusing on impressing visiting delegates tried to showcase a more formal brand 

image of the ABG, the operations team promoted an image more relevant to the beach 

sports lifestyle internally. This was done through the casual designs of staff uniforms, 

unlike the more formal suits worn by staff at other OCA events. The event‘s Operations 

Director suggested, 

The spectators and visiting delegates are going to feel relaxed here. 

They can wear flip-flops, with their shorts, and this is the impression 

that we are starting here internally as well. For our workforce, as 

uniforms, we have board shorts, shirts, caps, side-bags, and flip-

flops. 



157 
 

While the comparison between the sophisticated image presented through the event‘s 

ceremonies and specific promotions conflicted with the core image of beach-sports that 

the ABG engendered,  it was the beach-sports image that was much more prominent 

throughout the event. 

The beach lifestyle was also instilled in many sport subcultures that were 

featured within the Games, such as beach volleyball, beach soccer and surfing. 

Although these sports each have discrete subcultures, the beach lifestyle was a common 

tie among them. Moreover, ―beach versions‖ of other sports were created to fit the ABG 

program. That is, some sports which were not traditionally played on the beach were 

presented as new beach sports, such as beach sepaktakraw and beach kabaddi. These 

new beach sports made the experience more experimental for the participating athletes, 

rather than competitive. This was highlighted by BABGOC‘s Competition Manager, 

who suggested that, ―We have many recreational sports along with competition sports. 

Many of them we actually created just for the beach Games. This event is supposed to 

be more like a festivity.‖ As noted, the event was not based on fierce competition, but 

the development of sports and creating a celebratory environment for those involved.  

 At the same time, some of the fairly traditional sports were also accepting the 

beach lifestyle and creating new subcategories of their respective sports, as done by the 

soccer and volleyball federations in the past. Beach kabaddi, for example, did not make 

any major modifications to the rules or game play of kabaddi, unlike the notable 

differences between indoor volleyball and beach volleyball. In fact, during one of the 

matches, a member of the Indian delegation made a comment, in good humour, ―Beach 

kabaddi? It‘s not like our teams usually play at indoor venues back home. We practice 

on sand pitches anyway!‖ The official, therefore, did not see a significant change in 

accepting the beach culture. However, in terms of creating an atmosphere, the 

federation members appeared to welcome the upbeat music played in between points at 
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the venue. The music primarily featured an upbeat rock track titled ―kabaddi‖ – and 

therefore, fit well with the sport‘s subculture while contributing to the celebratory beach 

atmosphere. This made the event more entertaining for spectators and officials present 

at the venue, and appeared to be a welcomed change by the spectators in the stands, 

many of whom were spotted dancing to the music played in between points. 

Sepaktakraw was also an example of a sport that accepted some features of the beach 

lifestyle that were not part of the traditional dimensions of the sport. As the BABGOC 

Press Services Manager suggested, 

Sepaktakraw had a press conference and the President of the 

federation talked about how he welcomed the music. I mean, he 

seemed more traditional at the same time as well. But he knew that in 

order to promote the sport and to get more countries participating, 

you needed to do everything that you could. So, he was all for the 

music and he was OK with the cheerleaders in the bikinis (laughs).  

The excerpt highlights that the President of the sepaktakraw federation, although 

viewing the cheerleaders and music as unconventional to the sport, adopted such 

attributes of the beach-sport subculture in order to make his sport more appealing. Such 

incidents, therefore, highlighted two types of subcultures operating during the ABG, the 

first being the subcultures of the respective sports making up the event; and the second, 

a broader beach-sport subculture which acted to tie the various sport subcultures 

together. 

 The beach-sport subculture, which was based on the youthful beach lifestyle, 

was an element naturally instilled as part of the event‘s concept, and tied in closely with 

many of the sport subcultures. However, many interviewees often referred to an 

additional element that the Bali ABG brand included, that is, the ―typical Bali‖ element. 

Like any destination, Bali has an image, which was already established internationally. 
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From an early stage, NOCs and federations expressed interest in attending the ABG in 

Bali, as Bali was seen as a getaway destination. This was noted by BABGOC‘s 

Secretary General, who suggested, 

Every time I go to all the international sports forums, when the 

members hear ―Bali‖, they say they will come. They will come 

because it gives them an excuse to go to Bali. Even most IOC 

members say, ―I want to come, because this is my only chance to go 

to Bali!‖ 

Bali‘s image was seen as a perfect fit with the beach lifestyle instilled in the 

event‘s concept. That is, Bali was seen as informal and relaxed, which was in line with 

the concept behind the event, and, therefore, further enhanced the event‘s brand. During 

an informal discussion conducted on October 27, 2008, at a restaurant, with a staff 

member from BABGOC‘s marketing, the interviewee, while discussing the event‘s 

image and operations, questioned me: ―Tell me, what did you think of when you heard 

―Bali Asian Beach Games‖ before arriving? More of a holiday, right? That‘s just what 

Bali is! The people here cannot do ―formal‖ – they are very informal by nature; very 

relaxed.‖ The ―informal‖ element, as discussed in the excerpt, was in regard to the many 

operational issues faced in Bali. While some visiting officials and media criticised the 

poor management of various functional areas within the event, many did not appear to 

mind the issues, stating, ―It‘s only Bali.‖ For instance, one photographer covering the 

event pointed out the difference between Beijing‘s organisation of the Olympic Games 

and Bali‘s Beach Games. He suggested that although Bali was not as well organised, he 

was still highly satisfied with the opportunity and setting. He almost expected problems 

to occur, and was open to them as being part of the ―Bali experience‖. As he elaborated,  

It‘s just a very satisfying experience on a personal level. Coming to a 

great place like Bali and being able to take shots of some sports I 
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would‘ve never otherwise been near. I‘ve just come from the Beijing 

Olympics, so, there is a big difference in the way things are done, 

you know, the extremely organised Beijing and this was just (pause) 

you know (pause) Bali! In some ways I expected it to be a more 

relaxed event because it‘s in Bali, and they are not known for hosting 

major international events as such. 

 As highlighted in the discussion thus far, two aspects were naturally instilled 

within the ABG‘s brand, that being the image of the destination and concept of the 

event. Both elements were highly complementary and therefore synergised, and at the 

same time, were common among most of the sport subcultures incorporated within the 

event.  

However, some sports, such as beach woodball and beach body-building 

remained isolated from the event‘s overall image, and to an extent, appeared to be 

enforced within the event‘s sports program. Both events occurred at non-beach venues, 

for example, body-building took place within a shopping mall, while woodball was 

organised on an artificial grass surface inside a hotel. One member from the event‘s 

marketing team suggested that some events get included within the calendar ―just to 

keep the federations happy.‖ As in the case of Macau, therefore, it would be a decision 

of the OCA to gradually fine-tune the selection of sports within the event‘s program, 

incorporating sports that fit with an event‘s image rather than focusing purely on 

promotion of different sports.  

 While the Bali ABG did appear to have a brand, which highlighted a beach-sport 

subculture, this was primarily a result of values instilled within the event‘s concept and 

the destination‘s image, rather than a result of an intensive strategic marketing program. 

Part of the reason for a weak marketing strategy was the budget limitations, as was 

discussed earlier in section 4.2. However, the organisers did attempt to create an 



161 
 

atmosphere that complimented the event‘s concept, by providing cheer-leaders, loud 

music, and emcees at some of the key venues. This is highlighted in the following 

statement by BABGOC‘s Marketing Director, 

I remember working with the supplier for the sound system. And 

when the requirement for sound systems at the venues was requested, 

I was surprised! ―Why do we need so many speakers?‖ But, after a 

while I realised it is very important, it helped maintain that 

atmosphere - the youthful image of the beach Games.  

During the early stages of planning, the Competition Manager emphasised these aspects 

also. He suggested that, ―I pictured it to be about the beach sports, but with that you 

have music, like a mini-concert, a lot of activities.‖ When suggesting a mini-concert and 

various activities, the interviewee is, essentially, highlighting the relevance of event 

augmentations that compliment a beach-sport subculture.  

Some event augmentations, such as opening and closing ceremonies, for 

example, are common components of major sport events,. Moreover, all OCA events 

usually feature a cultural event, which is traditionally focused on arts and performances 

from all over Asia. The ABG did not organise a cultural event due to budget and time 

limitations. However, aside from the sports competitions, the ABG organised opening 

and closing ceremonies for the Games, along with a separate ―medals ceremony‖, which 

was held at a cultural amphitheatre. All three ceremonies focused on Bali/Indonesian 

culture, however, these event augmentations had little relevance to the beach-sport 

subculture. During informal discussions, some international staff and visitors 

highlighted the potential of hosting the Games‘ opening, or at least the closing, 

ceremony at the beach itself, rather than the non-beach venue. These interviewees 

suggested that the idea behind the closing should have been of a casual after-party, 

rather than another formal Asia-themed event. Moreover, discussants also suggested that 
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highlighting Bali‘s traditions and culture did not necessarily fit with the beach-sport 

subculture. This is illustrated in the following quote from one of the event‘s Marketing 

Consultants: 

Where BABGOC had a chance to add to the subculture was perhaps, 

the ceremonies. You look at the medal ceremonies done off-site, at 

like cultural places with cultural performances, like Borong dancers 

and stuff. So they‘ve injected a bit of Bali, but not the cool element. I 

mean, I really think this should‘ve been a bit cooler. I think they 

should be learning lessons from the likes of the X-Games. That‘s the 

kind of edgy direction that they should have targeted. If this just 

becomes another regular OCA Games, done in the same sort of way, 

with the same sort of cultural performances, then it won‘t stand out, it 

won‘t create a point of difference really. The only point of difference 

is ―Oh, well, it‘s different sports‖, but I don‘t think that‘s enough. 

As suggested in the excerpt, the interviewee notes that organisers were too focused on 

displaying Bali‘s cultural performances rather than linking the event augmentations to 

the event‘s concept. Meanwhile, as the Games‘ had a shortage of funds, the quality of 

the opening and closing ceremonies, although aimed at standards of an Asian Games, 

fell short and disappointed some stakeholders. During informal discussions conducted 

with volunteers and visiting media on the 25
th

 and 26
th

 October, 2008, I noted the lack 

of interest among these discussants in attending the closing ceremony, as it was not 

perceived as an exciting and unique aspect of the event.  

 BABGOC also had opportunities to partner with existing events in Bali. During 

an interview conducted two months prior to the ABG, BABGOC‘s Secretary General 

joked that, ―They have events every day in Bali. For the locals every Monday is an 

event.‖ The ABG was held around the same period as some other regular events in Bali, 
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including a film festival and the 6
th

 Annual Kuta Karnival (KK). The KK is an event 

that is usually held during the month of September. However, in 2008, the organisers of 

KK intentionally planned their event during the exact same dates as the ABG in Bali. 

There was some resistance to this by BABGOC officials, as BABGOC‘s Operations 

Director specifically requested the organisers of the KK to pick different event dates. In 

some ways, BABGOC considered the KK to be ambushing the ABG. The KK included  

many events, such as concerts featuring local bands, a food festival, kite competitions, 

display of extreme sports and a surfing competition. The KK provided guests visiting 

for the ABG additional activities to participate in while in Bali. However, from its very 

early stages in the planning process, BABGOC saw the KK as a threat. This is 

highlighted in the discussion with BABGOC‘s Marketing Director, who suggested that,  

The Operations Director had advised the Kuta Karnival people not to 

have their event at exactly the same time as the ABG. I think they 

also wanted to capitalise on the Games for their events. In some 

cases, I think they have succeeded, because, you know, we brought in 

a lot of athletes, officials and media to Bali for the Games. But at the 

same time, a lot of their visitors that used to be coming in every year, 

were also drawn to the ABG. 

Further into the discussion, the Marketing Director acknowledged that the KK was a 

significant opportunity that was missed by BABGOC, primarily due to time constraints. 

He suggested that, 

We could have done better. Like, if we were able to partner with the 

Kuta Karnival in some sense and let them prepare programs that 

worked with the Games, that would have been fantastic. But we 

didn‘t, (pause) we were busy with our thing, and they were busy with 
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their own things. And we did not really get the chance to sit down 

with them and try to work something out. 

 As suggested, a strategic alliance between the ABG and KK could have 

enhanced benefits for both events and the host destination itself. While the KK featured 

a surfing competition, which would appear to make it a competitor of the ABG, the 

KK‘s surfing competition was an open-entry format, as compared to the ABG‘s surfing 

competition which featured elite athletes representing their nation. Moreover, if 

BABGOC had originally tried to plan together with the organisers of the KK, such 

competing sub-events could have been avoided, while a strategic partnership could have 

helped maximise spending from visiting media, athletes and officials that were visiting 

for the ABG. Such community events related to the event‘s concept could have, 

therefore, enhanced the event‘s brand and maximised positive economic outcomes for 

Bali.  

The event‘s brand also had potential to contribute to the promotion of key 

environmental issues within Bali.  There was, however, little effort in promoting any of 

the Games‘ environmental initiatives at venues. Some emcees occasionally made 

announcements about the Games‘ mascot during half-time breaks, highlighting that the 

bird was an endangered species found only in Bali. However, when questioned, the 

emcees suggested that there was no specific instruction from their supervisors to 

incorporate such messages as part of the program; rather, they shared the information 

due to personal values or to fill the gap when they had nothing else to announce. I 

further discussed the matter with the contractor responsible for providing emcees at the 

venues, who suggested that, ―There has never been a push from BABGOC to promote 

this. We did have a suggestion from the Marketing Consultants to incorporate the 

environmental program within our announcements; however, it was only a suggestion, 

never a formal requirement.‖ Thus, there were no instructions by the event organisers to 
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promote the Games‘ environmental program at venue level. Moreover, as discussed in 

the earlier section, the organisers had originally planned a ―save the beaches‖ campaign 

as part of the event‘s environmental program. Unlike the mascot, which was an issue of 

concern for the broader Bali community, the ―save the beaches‖ program focused on 

aspects directly impacting the beach-sport subculture, while also a key issue for the host 

community. Such a program, therefore, would have carried more resonance than a focus 

on the Bali Starling, as it would have further enhanced the event‘s association with the 

broader beach-sports community. 

 Overall, the Bali ABG showcased a broad beach-sport subculture which tied 

together the various sport subcultures featured in the ABG. However, the use of this 

broader subculture was not due to significant strategic planning on behalf of BABGOC; 

rather, it was the result of a combination of a neat fit between Bali‘s image and the 

event‘s concept. BABGOC missed opportunities to make use of the beach-sport 

subculture when planning for event augmentations, making some stakeholders lose 

interest in these related events. Finally, environmental concerns, although appearing to 

be a focus of the event organisers a year prior to the event, eventually assumed less 

priority due to budget and time constraints. As a result there was no major push to 

promote any of the ABG‘s environmental initiative. Moreover, the event‘s 

environmental program was not closely tied in with the event concept and, therefore, 

had little relevance during event promotions. 

 

4.3.3 Summary 

 As demonstrated through the discussion in this section, the brands of both events 

were tied with specific subcultures. In Macau, the organisers initially focused on a 

specific sport‘s subculture, that of extreme sports. As discussed, the organisers 

originally attempted to showcase a dynamic and youthful image while also trying to 
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create a point of difference between the AIG and the previous two multisport events 

held in Macau. However, during the event, MAIGOC gave equal attention to other 

sports as well, many of which had more formal and sophisticated subcultures, unlike the 

dynamic and youthful extreme sports subculture. Overall, the AIG, as a product, 

appeared to be weak, with many conflicting sport subcultures. This, therefore, made it 

difficult for the organisers to capitalise on the potential of enhancing branding 

initiatives through use of a focal unifying subculture. 

 Alternatively, Bali had a beach-sport subculture that was a neat fit with the 

event‘s concept. Unlike the AIG, the ABG‘s broader beach-sport subculture was 

common to the majority of the sports featured during the ABG, thus, contributing to a 

more consistent multisport event brand. The broader beach-sport subculture was also 

enhanced due to Bali‘s image. The success of the ABG‘s brand, however, was limited to 

the benefits engendered through the event concept and destination‘s image. BABGOC 

did little to enhance the event‘s brand. Missed opportunities, as discussed in this 

section, included event augmentations and environmental initiatives linked to the beach-

sport subculture. These issues are discussed further in the following section. 

   

4.4 Triple Bottom Line Leverage through Event Branding 

 The preceding sections have highlighted the objectives of the two events being 

studied, and have presented how the involvement of key stakeholders influenced each 

events‘ respective brands. Three broad external stakeholder groups were identified; 

namely, the events‘ partners and media, visiting sport delegates, and the influential 

groups within the Macau and Bali communities. It was noted that the involvement of 

some key external stakeholders resulted in branding initiatives linked to environmental 

concern, while in Bali, this was further translated into an environmental program. Both 

organising committees also had the development of sport tourism as an objective, which 
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reflected the desired economic benefits the organisers hoped to sustain through their 

respective events. In terms of social benefits, both organising committees considered the 

impact of sports development within their respective local communities. In the case of 

Macau, the AIG, along with the preceding EAG and LG, were considered as 

investments in ―social facilities‖ for athletes and the broader community to train in. 

Similarly, BABGOC, which was affiliated to the KONI, considered the ABG as a 

means to boost Indonesia‘s sporting performances at international multisport 

competitions.  

 Therefore, key economic, social and environmental dimensions of the focal 

events have been identified in earlier sections. This section focuses on the opportunities 

for economic, social, and environmental leverage at the AIG and ABG. More 

specifically, this section will explore the opportunities presented within the events‘ 

respective brands to enhance the triple bottom line leverage of each event. 

 

4.4.1 Macau Asian Indoor Games 

 The Macau AIG‘s logo, as discussed in section 4.1, incorporated green strokes 

that illustrated the ―environmental commitment of the host city‖ (MAIGOC, 2008, p. 

28). This was emphasised from very early on, primarily through the OCA and AIG 

websites. However, as noted earlier, there was no accompanying program designed to 

showcase environmental issues or generate awareness through the event. During 

discussions with MAIGOC staff, all discussants were able to identify the concept 

behind the logo‘s design. However, this awareness was limited to event employees, as 

none of the volunteers or event contractors interviewed were able to describe the 

concept of the event logo in detail. Moreover, when questioned further on the relevance 

of the environmental aspect within the event‘s logo, all of the employees were unable to 

point out of any related programs. As the event‘s Marketing Director suggested, 
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Interviewer: OK... But, was there an environmental program? 

Respondent: Well, we wanted to develop an environmental program, 

but then, you know, in Asia, it‘s not easy. So, we highlight the 

importance, but you can‘t really physically do much because, people 

want to know more about the Games. And first and foremost, our 

responsibility is to promote the Games. So, we have to balance 

between promoting something really brand new to everyone so that 

they know what‘s happening because the sports here are quite 

different. So trying to explain to people that it‘s non-Olympic sports, 

they‘re like, ―What do you mean by non-Olympic?‖ So, you have to 

explain that. And a lot of people have not even heard of some of 

these sports. So, you have to go out and promote them as well. 

As suggested in the quote, MAIGOC highlighted the need for environmental 

concerns through the event‘s brand elements, however, were unable to organise an 

accompanying leveraging program. The interviewee suggests two reasons behind this. 

The first reason discussed is because developing an environmental program would 

require additional efforts in the specific region, as the interviewee suggests, ―In Asia it‘s 

not easy.‖ By this, the interviewee is intimating a lack of environmental concern in the 

community. That is, while environmental concerns have emerged as key issues within 

many Western nations, the interviewee does not view the same level of awareness 

existing in the Asian region. However, a report conducted by Macau Business (2007) 

noted that the Macau community displayed a low level of satisfaction with the state of 

the environment, which, therefore, suggests potential receptivity towards environmental 

concerns. Moreover, as the community was dissatisfied with the state of the 

environment, any environmental programs designed by MAIGOC would likely have 

been viewed positively by the local population, thus positively contributing to the 
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event‘s image locally. The second reason discussed by the Marketing Director in the 

earlier quote is that MAIGOC did not see the development of environmental programs 

as part of their scope of responsibility. As the interviewee suggested, MAIGOC was 

focused on promoting the Games in order to create a better understanding of the event 

concept and the unique non-Olympic sports. The focus of the organisers on promoting 

the event concept and sports further suggests that the organisers were more concerned 

about how the event was viewed by visiting delegates rather than the community, as the 

promotion of sports was noted earlier to be a key expectation of these visiting delegates. 

Macau‘s attempt to utilise the event as a means to develop stronger networks 

with visiting delegates is illustrated in the following statement by one employee from 

the marketing agency, who suggested that, 

The event‘s brand needed a lot more development – a simple logo 

and mascot don‘t make it a brand. They constantly cut corners for 

promotion of the Games. MAIGOC‘s objective was purely to host 

the Games better than Bangkok had during the first AIG in 2005. Top 

management values were just not interested in the environment. What 

face does that add for them by the end of the day? It‘s all about 

making the surface look good for visiting delegates. 

As illustrated in the quote above, the interviewee is critical of MAIGOC‘s effort in 

establishing a strong brand within the local community. Moreover, the interviewee 

emphasises MAIGOC‘s focus on presenting a pristine image to the visiting delegates. 

As noted is earlier sections, MAIGOC‘s investment in pre-event promotions was 

minimal, particualrly when compared to the event‘s opening and closing ceremonies, 

which welcomed the visiting delegates to Macau. This focus on visiting delegates, 

however, presented MAIGOC with opportunities for economic gain in the long-term. 
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 To Macau officials, strengthening their sports and political networks through the 

AIG and preceding events was important for two main reasons. The first reason was 

because strengthening such networks improved the chances for Macau to gain IOC 

membership. This was illustrated in the final issue of the AIG‘s daily newspaper, which 

stated, ―The OCA President . . . said, ‗the dream of the Asian Indoor Games has come 

true,‘ and he endorsed Macau‘s bid to join the IOC‖ (InsideOut, 2007b, p. 2). However, 

a second and possibly, more important reason for strengthening these networks, was to 

facilitate the realisation of longer-term sport tourism benefits.  

One such sport tourism benefit that evolved through the networking referred to 

above was Macau‘s hosting of Pre-Olympic training teams. As Beijing was scheduled to 

host the 2008 Olympics, and with Macau having constructed many world-class sports 

facilities, Macau became a choice for many NOCs that sent athletes and officials to 

Macau prior to the Olympics for pre-Games training and acclimatisation. The British 

Olympic Association (BOA), Brazilian Olympic Committee and the Portuguese 

Olympic Committee were some of the NOCs that established training camps in Macau, 

which started more than 12 months prior to the Olympics.  The presence of such teams 

in Macau was seen as a positive contribution to the destination‘s image, as suggested by 

the Director of Macau Government Tourist Office (MGTO), ―All these high profile 

athletes staying in Macau for training will surely uplift Macau‘s image and visibility 

around the world when international reporters come to cover the news of their 

preparations for the Beijing Olympic Games‖ (Page, 2008, p. 21). Moreover, spending 

on accommodation, travel, and meals by the many athletes and officials residing in 

Macau for the duration of their pre-Games training added a short-term boost to the 

region‘s economy.  
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When questioned about the long-term benefits of the AIG, one MAIGOC 

director noted the visiting Olympic training teams as a key benefit, which occurred as a 

result of networking. This is exemplified in the following discussion,  

Respondent: Because we have the facilities now, some of the NOCs 

from, for example, Britain and a few other places come and train here 

for the Beijing Olympics. So, it‘s good to bring in all these teams. 

Interviewer: Has there been a conscious effort from the government 

to get in touch with these NOCs, or is it just happenstance that these 

NOCs are contacting them? 

Respondent: Well, NOCs contacting us came about because they 

know about our facilities. (MAIGOC‘s Chairman) has a very good 

vision. He‘s one of the key people working on all of this. A lot of 

times he does have the contact, and is able to bring in these events 

and teams to Macau. And really, they see that we‘re a good partner to 

work with. 

As illustrated in the discussion, the interviewee notes that the British Olympic 

Association chose Macau for pre-Olympic training due the city‘s sports venues and 

because its weather conditions were perceived to be similar to Beijing‘s. However, 

equally important, as pointed out by the interviewee, were the contacts available to the 

organisation‘s leader. This indicates that the political networking strengthened through 

the AIG and preceding events, were a form of leverage which helped secure post-event 

economic outcomes for Macao. This is more evident in the case of the Brazilian and 

Portuguese Olympic committees, which also organised pre-Olympic training camps in 

Macau (Page, 2008). Choosing Macau as a pre-Games training venue was more obvious 

for these two NOCs as both nations were an important part of the LG held in Macau in 

2006. In the case of Brazil, for example, one employee from MAIGOC‘s promotions 
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department highlighted the role the LG played in enhancing the Brazilian Olympic 

Committee‘s relationship with Macau. As he suggested,  

Brazil was not very big on the LG and Macau. But after some 

discussions, they finally came here for the LG. They got some of 

their athletes, perhaps not their best athletes, but still – I think around 

that time they realised that there was something big going on here 

and that they shouldn‘t be left out. 

The statement above further highlights the role such events can play in strengthening 

networks with visiting teams, and how these strong networks can contribute to attracting 

future sport-tourism opportunities. 

Although the training camps setup in Macau by these NOCs could be viewed as 

a form of event leverage for economic benefit, such leverage cannot be attributed to the 

AIG alone. Rather, it would appear that this was a result of Macau‘s quality sports 

facilities, which were primarily a result of the EAG, and the constant reinforcement of 

networks through the EAG, LG and AIG event sequence. Therefore, the overall event 

sequencing strategy in Macau assisted in constantly reinforcing the relationships with 

the international sports community, therefore, making Macau an ideal candidate for 

NOCs‘ pre-Olympic training camps. MAIGOC‘s Marketing Director emphasised this, 

suggesting that, ―Before these events, most people didn‘t even know what Macau was, 

right? So the events sort of helped put Macau on that sporting map. Now different 

international federations know what we‘ve got, so they contact us for future events.‖ 

 Although the local community seemingly displayed a low level of support for 

the AIG during the time of the event, evidence suggests that eventually, there was some 

acknowledgement of the economic benefits Macau got through the event. This was 

highlighted by MAIGOC‘s Media Manager during a follow-up interview conducted one 

year after the event. The interviewee suggested, 
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The community had some reservations, because of the money spent 

on the venues -- and what was achieved? So, there were some 

negative comments during the time of the events. But then, after the 

three Games were over, they realised that the venues built had won 

Macau some teams – especially like Britain and Brazil, who came 

over to do their training to prepare for the Olympics. Even Hong 

Kong didn‘t have such facilities! And, I think, eventually the public 

has realised, at this point when all the three organising committees 

have dissolved, to some extent we‘re gaining a little recognition from 

the community. 

As the interviewee notes, the local community considered the money spent on the 

construction of new venues and hosting of the events as a poor investment as they did 

not see any immediate benefits. However, after the three events, as some NOCs arrived 

in Macau to train prior to the Beijing Olympics, there was some recognition of this as a 

positive economic impact for Macau that stemmed from the earlier events. MAIGOC, 

however, failed to clearly communicate such possible economic benefits during the 

AIG‘s limited promotions. That is, MAIGOC could have made use of local media to 

constantly reinforce the fact that the AIG was the largest event of the three multisport 

events, attracting 45 Asian nations and regions, along with several international sports 

federations, thus providing an opportunity to strengthen sports and political networks 

for future economic benefits for Macau. Moreover, communicating the purported 

economic benefits in a clear and unambiguous manner was even more important post-

EAG, during which the community became disappointed with the amount of money 

spent on organising the event.  

An additional opportunity missed to promote Macau as a sport tourism 

destination was the use of the event‘s broadcast to promote the city, which relied on a 
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strategic partnership between Macau‘s sports and tourism authorities. As discussed 

earlier, MAIGOC‘s broadcast did not incorporate any video postcards that showcased 

the destination during the broadcast of the AIG‘s sports competition. Such a strategy, 

however, would also require active support from the destination‘s tourism authority, 

which was minimal for the AIG. This was due to a rivalry that existed between the 

sports and tourism departments in Macau. As one employee from MAIGOC‘s 

promotions department suggested,  

Back in 2005, I proposed a high commission between cultural 

institutes, the tourism and sports. And they said I was crazy.  I think, 

it‘s just the way public service is -- it‘s jealousy! You know, ‗I have 

the grand prix‘ they say in the tourism department, and ‗I have the 

East Asian Games‘ and ‗I have the music festival.‘ Every day they 

have their own back-yards and grow their own vegetables and say 

that their food is the best. And they‘re just not committed to work 

together. 

Indeed, the review of literature in Chapter 2 also highlighted the need for strategic 

partnerships between sport, tourism and economic development agencies in order to 

maximising the benefits obtainable through hosting such events. As evident from the 

quote, there was a low level of support from the Macau Government Tourism Office for 

the AIG. Effective promotion of Macau through event broadcast was, therefore, a key 

long-term leveraging opportunity that was not realised, largely due to rivalries amongst 

the various government agencies.  

In terms of social outcomes, opportunities for leverage were identified. As 

evident from the discussion in earlier sections, the community displayed a low level of 

support for the event post the EAG‘s budget overruns. A possible opportunity for 

MAIGOC to enhance community support for the event would have been to utilise the 
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AIG for generating awareness of social issues within the community. One key social 

issue in Macau was the rising suicide rates associated with gambling addiction. 

According to a television news report by France24 (2008), at least one gambler in 

Macau commits suicide every week, due to accumulated losses. The Venetian Macao, 

one of the event‘s key partners, was one of the first casinos in Macau to launch a 

responsible gaming program. As highlighted by the Venetian‘s CEO,  

We believe it‘s important to address community concerns to 

minimise the potentially negative impact on the quality of life here in 

Macao and in the wider region . . . We pride ourselves as a 

responsible corporate citizen, and we are committed to creating 

awareness of potential problems by promoting a responsible gaming 

environment (Sands Macao, 2007, p 1).  

As the Venetian was one of the most important partners of MAIGOC, its responsible 

gaming program presented an opportunity that was missed by MAIGOC. The Venetian‘s 

responsible gaming program was launched during April 2007, and was, therefore, fairly 

new at the time of the event.  The Venetian‘s program presented an opportunity for 

MAIGOC and the Macau Government Social Welfare Bureau to utilise the AIG as a 

medium to create awareness of responsible gambling. This would have also added 

further value to the Venetian‘s brand, while enhancing both the event‘s brand and the 

government‘s reputation, which, as discussed earlier, the local community expressed 

little faith in (Macau Business, 2007).  

However, as O‘Brien and Chalip (2008) pointed out, such latent opportunity 

eventually leads to a recurring question in the case of any event leverage, that is, which 

stakeholder should be responsible for coordinating the initiative? The motivation for 

MAIGOC to initiate such a social awareness program would have been to gain local 

support for the event, while benefiting the brand value of a major sponsor. The 
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motivation for the Macau Government Social Welfare Bureau to initiate such a strategy 

would be to make use of an existing opportunity, the AIG and its partnership with the 

Venetian, to further improve the quality of life. Meanwhile, the incentive for the 

Venetian to have pushed such a strategy would have been to further promote itself as a 

good corporate citizen, utilising the promotional space provided through the AIG. All 

three organisations would have had some benefit; however, the question of which 

organisation would be responsible for such an initiative was an issue. For example, one 

member from MAIGOC‘s marketing department suggested, ―I think MAIGOC is just 

responsible for organising the Games. Because, what you mention about the responsible 

gaming, I think the government itself will do it. But, for MAIGOC, it should just 

promote the Games.‖ As highlighted by the interviewee, MAIGOC saw its remit as 

limited to organising a successful event, and saw the potential of social leveraging 

initiatives as the responsibility of the Macau government. Therefore, the potential to 

utilise the event‘s promotional space for social leverage was not realised in Macau, as 

none of the stakeholders concerned saw such an initiative as their responsibility.  

Overall, there was a distinct lack of strategy in attempting to maximise 

opportunities to strengthen the event‘s brand while also leveraging for social and 

environmental outcomes. In a related discussion on utilising the event mascot as an 

environmental initiative within the AIG, one employee from MAIGOC‘s promotions 

department suggested that the strategy to maximise such opportunities was poor. As he 

suggested,  

Respondent: Oh it makes sense, I would select the bird myself (as 

the event‘s mascot). I just can‘t draw, otherwise if I could, I 

would‘ve presented this bird, because it‘s a local bird. And now that 

we have more and more concrete these birds are being chased out by 

the casinos now. They still have a little space in old Taipa, so, they 
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still exist, but not as many. (Pause) yeah, so, let‘s give some life to 

the birds, I feel. 

Interviewer: So, is it selected to promote that message, that they‘re 

endangered and being pushed out of the city? Is it to remind people 

of that? 

Respondent: Well, it could be used for that, I guess, I don‘t think it 

was really stressed on that point. I think, probably the idea of the 

person who came up with the design (of the mascot) was that, but, 

again, it wasn‘t maximised. At least, I didn‘t feel it was. When you 

have a logic behind things, a strategy, you can always maximise in a 

number of ways. I had proposed, back during the EAG, to do some 

cartoons for television to give life to the mascot. Because if the 

mascot doesn‘t have an attitude, it means nothing! It‘s just a puppet, 

it‘s a dead puppet. Or, people here like comic books, they love comic 

books! You could make comic books, with stories of something fun. 

And that‘s how you bring people in, because that mascot will have a 

persona. 

Other elements of the AIG‘s brand also presented opportunities for 

environmental and social leverage as internal stakeholders displayed a close bond with 

these elements. Some employees and volunteers, for example, displayed a close bond 

with the event‘s logo. Moreover, some aspects of the logo‘s design utilised Chinese 

calligraphy, which were easily deduced by the local population. This is exemplified in 

the following excerpts from the research journal (dated: November 1, 2007), 

I met with a MAIGOC Liaison Officer, who was looking after some 

of the NOCs. I noticed she had painted her finger nails with the AIG 

logo – and very accurately! She had a positive experience with the 
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event, as she said, ―I really enjoy working with the guests from 

different countries.‖ This positive experience made her associate 

strongly with the event. When asked about what the logo‘s design 

meant, she highlighted most key dimensions of the logo, including 

the Chinese symbol for ―people.‖ However, she was unable to point 

out the environmental dimension of the design.  

Some employees also displayed a close bond with the event‘s theme song, as highlighted 

in the following excerpt from the research journal (dated: October 31, 2007), 

The Games‘ anthem appears to be popular among some MAIGOC 

staff, as they have it as their mobile phone ring tones. The Asian 

Games in Doha, much like many mega-sport events, also had an 

anthem, however, it definitely didn‘t have the same impact on staff. 

This could be due to a difference in cultures, that is, most Macau 

staff members were locals, whereas Doha hired many Western 

expatriates from countries such as Australia, Greece and United 

States.  

As illustrated through the incidents discussed in both excerpts, the logo and Games‘ 

anthem were popular among some employees and volunteers. Incorporating 

environmental or social themes in such elements can help generate awareness of targeted 

issues. The first excerpt, particularly, highlights the potential for using simplified 

symbols that can be easily identified by the target audience. Both incidents also illustrate 

a degree of communitas, as there was a desire among the employees and volunteers to 

express and celebrate their association with the event (Chalip, 2006; Getz, 2007). The 

incidents illustrate that the event‘s brand elements became key tools through which these 

stakeholders expressed their association with the event. This bond was a leverageable 

resource; however, it appeared to be limited to employees and volunteers rather than the 
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broader Macau community. This was largely attributable to the minimal pre-event 

promotions MAIGOC conducted, as a result of which, the community was not 

particularly engaged before the event. Meanwhile the budget overruns from the EAG 

further contributed to the low level of interest in the AIG.   

Overall, MAIGOC had opportunities to realise economic, social and 

environmental outcomes through the AIG. However, MAIGOC‘s prime focus appeared 

to be on strengthening political networks with the visiting sports delegates, which was 

noted to be a form of leverage for positive economic outcomes. Although an opportunity 

existed to generate social awareness on responsible gaming, MAIGOC did not see the 

organising of any such social program as its responsibility. While this view is valid, the 

discussion in this subsection highlights that the development of any such program would 

have not only been beneficial for the social affairs authority in Macau, but also 

maximised economic returns for the event‘s prestige partner, the Venetian, and for 

MAIGOC itself to improve the AIG‘s, and by association, OCA‘s, image locally. The 

potential of the event brand‘s elements such as mascot, logo, and theme song, as a 

resource to facilitate social and environmental leverage, has also been analysed.  

 

4.4.2 Bali Asian Beach Games 

As discussed in earlier sections, due to budget constraints during the early stages 

of planning, BABGOC was unable to deploy many strategies that directly influenced 

the development of the Bali ABG brand. However, the beach-sport subculture inherent 

to the event concept, along with Bali‘s complimentary destination image, contributed an 

aspect of uniqueness to the event‘s brand. However, an additional factor contributing to 

the event‘s brand emerged as the event unfolded. 

Within Indonesia, the ABG‘s brand was further strengthened due to the 

performance of Indonesian athletes. Indonesia topped the medal tally with more than 
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double the gold medals than the second ranked Thailand. This worked in favour of the 

ABG‘s brand as the Indonesian media considered the event to be more newsworthy. 

This was recorded in the research journal (dated: October 20, 2008) which notes, ―The 

Indonesian media seems to be all over the event! Browsing through some of the popular 

Indonesian newspapers it is hard to miss the big buzz of Indonesia‘s sports 

performance.‖ Approximately 500 print and broadcast journalists covered the event 

(Setiawati, 2008a), a significant number of which were from Indonesian news media. 

The combination of local media support and the success of Indonesia‘s sporting 

achievements contributed positively to the event‘s brand, as was noted by some 

interviewees. The following excerpt from a discussion with one of the Marketing 

Consultants highlights this, 

Overall the Indonesian Government got what they wanted - in the 

sense, you‘ve got to look at the event overall and say that if it hadn‘t 

had the spirit and feel it did, and if Indonesia hadn‘t done so well in 

the competitions, then really, this would have become a massive 

blame game, a total disaster and (BABGOC‘s DG) would‘ve been 

very much first in line. But, Indonesia has done well, the spirit of the 

Games was fantastic, the success for Indonesia was really memorable 

and the press was pretty good. So overall, I think they‘re going to 

say, ―Wow, great!‖  

As discussed by the interviewee, three factors contributed to the success of the event‘s 

image. The first factor is the spirit and feel of the Games, that is, the casual beach-feel 

inherent in the event concept which worked well with Bali‘s image. The second factor 

suggested is the success of Indonesian athletes in the sports competitions. And finally, 

the interviewee notes that coverage of the event within the local media also contributed 

positively to the success of the event. Indeed, Chalip (2004) and O‘Brien and Chalip 
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(2008) suggest that event media plays a key role in achieving any form of economic, 

social or environmental leverage for longer-term outcomes. However, while the ABG 

received favourable local media coverage during the event, initially at least, the media 

were seemingly not at all interested in supporting the ABG. 

During the research first visit to Indonesia, two months prior to the ABG, some 

BABGOC directors noted how they had struggled to gain support from the media to 

help promote the event, which was impacting upon community support for the event. 

For instance, one BABGOC director suggested, ―We gathered some key media people 

from Jakarta and they said, ‗it‘s not the time to ask to publicise your Games. We‘ll do it 

later, closer to the event‘ . . . so, we just have to trust them (chuckles).‖ As suggested, 

support from local media was minimal a few months prior, as the media appeared to 

postpone its involvement with the event, while BABGOC had no option but to trust and 

hope local media agencies would provide sufficient and favourable coverage. This was 

inherently risky, because, as BABGOC was short on funds, it was unable to generate 

paid advertisements and, as a result, relied on free coverage from local media. 

Moreover, the ABG already appeared in the news as a struggling event, particularly as 

the Indonesian Coordinating Minister of People‘s Welfare, who had earlier agreed to 

fund a big portion of the event, declared a massive cut-back on funds. In August 2008, 

for example, one headline featured in the Bali Discovery (2008, p. 1) reported, ―Asian 

Beach Games in desperate need of more funding: Organisers busy knocking on doors to 

cover massive shortfall in US$38 million budget.‖ Such reports damaged the event‘s 

image locally, making it even harder for BABGOC to gain support from local 

businesses. As the event‘s Marketing Director suggested, 

Sometimes there have been agreements that we can‘t fulfil because of 

all the funding issues. This damages the event‘s brand. In Bali, a lot 

of hotels and companies don‘t want to deal with BABGOC anymore, 



182 
 

because they feel that maybe BABGOC cannot honour its contracts. 

So, as a brand, in Bali, yes, many businesspeople know it‘s a big 

event, but, in terms of credibility, they question it. The integrity of 

the brand is questioned. 

The interviewee notes that the event‘s reputation was damaged due to issues related to 

budget constraints, thus contributing to a weak event brand during early stages of 

planning. These branding issues further compounded the difficulty in gaining support 

from local business owners. With such fundamental operational issues, BABGOC could 

not strategise for any form of long-term leverage as its priority was to ensure that the 

event actually took place.  

Closer to the event, however, as BABGOC gained access to funds and the ABG 

actually commenced, the event started to gain significant coverage in the local media. 

While part of the reason was the success of Indonesian athletes, some BABGOC 

employees suggested that BABGOC considered a tactic to lure the Indonesian media to 

the event. The following excerpt from a discussion with a BABGOC Press Service 

Manager highlights this, 

BABGOC helped fund a lot of the media people to get from Jakarta 

to here. I don‘t know to what degree – but, I know at least 

accommodation was arranged for them. That‘s something I‘m not 

used to - paying the media to cover your event. It seems like a 

conflict of interest to do that, but, it helped them get coverage. And 

there‘s been tons of Indonesian media here! 

As suggested, BABGOC paid for at least a portion of the travel expenses of some 

journalists travelling from other parts of Indonesia to Bali. Although considering the 

tactic to be a conflict of interest, the interviewee highlights that it helped the event gain 

significant local media coverage. Therefore, it was the combination of BABGOC‘s 
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tactic and the successful performance of Indonesian athletes that gave the event 

significant coverage within the local media, thus strengthening the event‘s brand. 

 Internationally, however, media coverage was limited. BABGOC‘s broadcast 

schedule was only confirmed less than one month before the event as the organisers had 

no budget for broadcast before that. This issue did not allow for live broadcast of the 

event to an international audience, as no television stations had slots available. As the 

event‘s Marketing Consultant suggested, ―A few television stations had expressed 

interest, but the actual deals were done so late that they just couldn‘t go with live 

broadcast, so they paid for the highlights and said they might fill some spaces with that 

later.‖ However, in an informal discussion with one of the event‘s Marketing 

Consultants almost a year after the ABG, I was informed that eventually no highlight 

packages were used by broadcasters as they suggested that the ―production quality was 

poor‖ (dated: June 28, 2009, location: restaurant in Dubai). A similar situation was 

found in terms of international press media. This was discussed with the event‘s Press 

Service Manager, who explained that, 

Internationally, I think the NOC‘s got some media people, they 

helped get the word to their media back home, just a little bit. There 

were more than 500 accredited media, but after all the Indonesian 

press that was listed on there, most of them were NOC people. 

Thailand was one of the big ones, but, otherwise, internationally 

there wasn‘t a huge presence. When I got here I tried to get at least 

the wire services, like, Associated Press. I emailed my contact in 

there and ended up getting an email from the editor saying that they 

decided not to send anybody. Reuters decided not to send anybody. I 

asked Kyodo News, Japan‘s wire service, and they didn‘t want to 

send anybody. The only one we got was Xinhua, the wire service in 
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China. But, otherwise the rest of them felt that it‘s the first event, so 

nothing big to cover.  

Therefore, some NOCs got in media people from their nations. This included Thailand, 

as suggested by the interviewee, along with Qatar and Philippines (Setiawati, 2008a). 

The interviewee suggests that Thailand sent the largest media contingent when 

compared to other participating nations. The strong position of the Thai athletes, who 

finished second in the overall competition, would have also contributed to this attention 

from the Thai media. Indeed, most coverage of the event within the international press 

was primarily focused on performances of home countries. For example, the Pakistani 

press reported specifically on the performance of their national teams that won medals 

(cf. The Nation, 2008). Similarly, when questioned about the low turnout of journalists 

from her country, one journalist from the Philippines suggested that, ―Maybe because 

we only fielded a small delegation of athletes and don't really expect them to get gold 

medals‖ (Setiawati, 2008a, para. 5). The event‘s Press Services Manager also 

highlighted, as evident from the earlier excerpt, that BABGOC was unable to attract 

most wire services, which would have spread news of the event to the international 

media. The prime reason suggested was the newness of the event. That is, as the event 

was not well established, it was not seen as particularly newsworthy. This however, 

could also be linked to the poor pre-event marketing by BABGOC as result of its budget 

issues.  

The role of the event‘s brand in attracting media, sponsors and community 

support was highlighted during interviews. This suggested that, while the media plays a 

key role in any form of leverage, organisers need to first consider establishing a strong 

event brand in order to attract the media. For instance, one of the managers from 

BABGOC‘s operations team suggested that,  
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When we host such a Games back in (my country) we invest right 

away on publicity and promotion, to lure sponsors. We believe that‘s 

the first step. That will create a buzz and attract people from the 

community. But that did not happen here and led to problems.   

 

Similarly, one of the Marketing Consultants of the ABG suggested that, 

They should have just taken part of that little money they had at the 

start and hit the airwaves left, right and centre. That would have 

created interest; gotten your sponsors, media, Bali people, the lot. 

And that would have then gotten more funds too! But the mentality 

here was back-to-front. The BABGOC higher-ups said, ―The 

(Marketing Director) had promised X amount from sponsorship, he 

hasn‘t delivered, therefore, no money was going to be given to the 

marketing department.‖ And it‘s been our fight since day one to 

demonstrate that there is a difference between the Games marketing 

and the commercial marketing, which is, you know, one is the 

marketing of an event and the other is the sponsorship program, 

merchandising and all that . . . So, we‘ve just had no funds 

whatsoever, to create any sort of buzz. 

As suggested, because the event was not well promoted from early on, this resulted in a 

low level of interest from sponsors, media and the community. The inability to attract 

sponsors meant that BABGOC received no additional revenue and, as a result, could not 

promote the event. This was, therefore, a series of issues that looped and worsened over 

time. As the event drew closer, the organisers became more desperate for funds, which 

portrayed a poorly managed event within the local media, which would further 

discourage sponsors and local businesses from supporting the event. Moreover, as 
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highlighted by the interviewee, BABGOC directors expected the marketing department 

to first generate revenue rather than request for a budget. The issue, as the Marketing 

Consultant discussed further into the interview, was that, ―You had BABGOC‘s 

Marketing Director, who is there to promote the Games, and you had the marketing 

agency, which was meant to handle sponsorship. But the Marketing Director is the 

owner of the marketing agency!‖ This poorly conceived structure, therefore, meant that 

BABGOC had essentially assigned one key person to handle two related, but different, 

departments. While the commercial marketing was about generating revenue for the 

Games, the event marketing and promotions was not a direct revenue-generating 

activity. However, as BABGOC had assigned one director for both activities, it 

contributed negatively to the cycle discussed earlier. That is, as the marketing 

department had been unable to generate revenue through sponsors, BABGOC did not 

wish to allocate a sufficient budget for the promotion of the event. Therefore, the 

event‘s brand was weak during the pre-event stage, and it was primarily a result of poor 

planning on the part of BABGOC. The weak event brand failed to attract media and 

community support, two key resources for any form of leverage (Chalip, 2004). The 

ABG‘s brand did, however, improve during the time of the event, as discussed in the 

ensuing paragraphs, which highlight the potential for economic, social and 

environmental leverage at the event.  

 In terms of economic leverage, some opportunities emerged from the ABG. One 

tactic highlighted by the Marketing Director was the distribution of a ―Handy Guide‖ 

within the media centre. The guide was produced by BABGOC and the Indonesian 

Ministry of Culture and Tourism (MCT). It essentially highlighted the areas where 

competitions were held and then provided brief descriptions of three main districts 

within Bali; Denpasar, Kuta and Sanur. However, there appeared to be poor planning on 

the part of BABGOC and MCT when designing and distributing the guide. The guide 
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covered information on visa requirements to enter Indonesia, a section that had no 

meaning to media already present at the event. Moreover, the guide only appeared at the 

event‘s media centre on the 25
th

 October, 2008, which was one day before the 

conclusion of the ABG. When questioned further about this, the Marketing Director 

suggested that, ―It was like the very last effort that was done by the MCT to promote 

Bali and some tour operators. But, I guess, it was a little too late, yeah? We should have 

done it earlier.‖ 

 Indeed, the distribution of the ―Handy Guide‖ appeared to be pointless 

considering BABGOC had already distributed the media guide to visiting journalists 

from the first day of the event. The media guide included information about the various 

sports and venues, but also consisted of detailed information on the culture and 

traditions in Bali, specific restaurants (each with a brief description) listed under a 

variety of cuisines, shopping tips which included subsections on ―the art of bargaining 

in Bali‖, and details on various spa resorts. The media guide, however, was an initiative 

by BABGOC alone and did not involve the MCT. The potential of this guide, 

nonetheless, was not discussed by any BABGOC employee when asked about specific 

initiatives targeted at maximising visitor spending. BABGOC‘s Marketing Director 

himself pointed out the ―Handy Guide‖ rather than the media guide. This suggested that 

although the tactic was not specifically planned as a means to maximise visitor 

spending, it was, nonetheless, a noteworthy initiative that provided visiting media with 

relevant information and encouraged them to experience other aspects of Bali.  

 Another initiative that was not specifically planned for economic leverage but 

did, however, have some impact, was the scheduling of competitions. Due to budget and 

time constraints the event organisers were unable to install flood lights at the venues. 

Accordingly, BABGOC officials scheduled all competitions before sunset, with only 

press conferences and some medal ceremonies planned for evenings. While this strategy 
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was implemented due to issues BABGOC faced with funding, the schedules provided 

visiting delegates, athletes and media with time to experience Bali‘s nightlife. During 

informal discussions with a total of six international media people, I noted that all six 

had taken time to visit Kuta, one of Bali‘s popular tourist spots, to either visit some 

restaurants, clubs or the Kuta Karnival (KK). I made note of a statement by one of the 

media people interviewed, ―The evening was relaxed, because the volleyball matches 

finished by 5ish. So we just went to Kuta – which we had heard a lot about. It‘s a nice 

place, we enjoyed ourselves‖ (dated: October 22, 2008, location: outside the ABG 

Media Centre). Similarly, during an informal discussion with a group of athletes from 

the Middle-East, I noted the response of one athlete, ―We just visited Kuta yesterday. 

They had some kind of festival, so, we were just there‖ (dated: October 21, 2008, 

location: restaurant). While it was noted in section 4.3.2 that BABGOC did not actively 

partner with the KK, many visiting delegates, athletes, and media did appear to visit 

Kuta and the KK. Therefore, while BABGOC had not specifically planned a strategy to 

maximise short-term economic benefits through enticing visitors spending, the 

competition schedule, along with the popularity of Kuta, led to the media people, 

athletes and officials visiting the tourist hub of Kuta during the evenings and when able 

to.   

Opportunities for long-term economic leverage also emerged. One tactic that 

BABGOC relied on, which was similar to MAIGOC‘s approach, was the platform the 

event provided for building positive relationships with visiting sport delegates. 

BABGOC directors suggested that the ABG was an opportunity to showcase Bali‘s 

event hosting capabilities to visiting sport federations, while simultaneously 

strengthening networks with these stakeholders. BABGOC‘s Secretary General, for 

example, suggested, 
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A lot of International Federation officials attended the ABG and said, 

―Oh, from now on, when we want beach sports, we‘ll only do it 

here.‖ Like, the President of the handball federation said, ―OK, the 

beach championship, we‘ll do it in Bali. We won‘t do it anywhere 

else. Not in Germany, or Holland, or Brazil.‖ And, you know, 

handball is a big sport in Europe. So if we‘re going to do the 

championship in Bali, we‘re going to make those Europeans come 

down here. 

As suggested, the networks enhanced through the event resulted in a ―promise‖ for 

future sport events to be held in Bali. In addition, BABGOC‘s association with Getty 

images, as highlighted earlier in section 4.2.2, also had some impact on visually 

showcasing Bali as a sport tourism destination in the international media.  

 The success of Indonesian athletes within the competition could be noted as a 

positive social impact of the ABG. Traditionally, Indonesian‘s have not been 

particularly interested in multisport events, such as the Olympic and Asian Games. This 

was exemplified during the interviewee‘s first visit to Indonesia, which happened to be 

only a few weeks prior to the Beijing Olympics. Incredibly, no Indonesian channel was 

scheduled to show the Olympics. While one Indonesian channel did eventually acquire 

the rights to broadcast the Olympics, it was a decision left to the last minute. The 2006 

Asian Games were not broadcast within Indonesia, as most private television stations 

claimed it was too expensive to acquire rights to such events and they were unable to 

receive any support from sponsors. An article titled, ―Asian Games – who cares?‖ in the 

Jakarta Post (2006, para. 18) suggested, ―If we do not even know the names of our 

athletes, how can we be proud of them and appreciate their accomplishments?‖ Such 

examples clearly highlight the poorly established sports culture within Indonesia. The 

ABG, therefore, had a massive impact on the Indonesian community who felt proud of 
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the performance and achievements of their athletes. When discussing the long-term 

benefits realised by Indonesia, the Marketing Consultant suggested, 

The event definitely helped readdress Indonesia‘s sporting goals. I 

mean, I read some of the articles midway through the Games where 

they were changing their expectations from trying to better their 

performance from the Asian Games of 2006, where they ranked 26
th

, 

to saying, ―Hey, you know what? We think we can top that medal 

table.‖ I feel they kind of had a bit of a losing mentality before this 

event. 

As the interviewee suggests, the ABG changed perceptions, especially within the local 

community, that Indonesia could perform well in multisport events. The interviewee 

notes that the Indonesian sports officials had low expectations before the event, 

however, gradually realised that they were capable of leading the medal table. This 

change in confidence in the Indonesian sports officials was a positive social outcome of 

the event because it boosted their morale and expectations for future events. Indeed, 

such a boost in confidence among athletes and coaches can enhance performances 

during future events (Feltz, 1988). 

Furthermore, the success of the Indonesian athletes, along with the event‘s 

brand, also contributed to a degree of communitas that emerged among the Indonesian 

host community. During my first trip to Bali, I noted no reaction from community 

members when I mentioned my association with the Asian Beach Games. This was 

because there was a low-level of awareness of the event. In a similar discussion on the 

event‘s pre-event promotion, the event‘s Magazine Editor suggested that, 

Respondent: ... I mean, sports is not a real big deal in Indonesia, 

you know. So I feel we really just need to try and get people's 

attention that this event is happening and is for them. Like, a lot of 
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the locals I've interacted with, taxi drivers, people at restaurants or 

the staff in my (alternative workplace) - you know, when you get 

friendly with them they ask you a lot of personal questions, like, 

how long you been here, how do you speak Bahasa so well, are you 

married? (Laughs). And, I just ask them about the event, if they 

know about the event and most of them don't. But, the ones that 

have heard of it, they just go ―Yeah, but isn't that just for the 

(interviewee uses a word in Bahasa), not for us.‖ And I just— 

Interviewee: --I'm sorry, what do they think, who do they think the 

event is for again? 

Respondent: (Repeats the word in Bahasa), it‘s like slang for the 

white expats or tourists in Bali. It‘s got a bit of a derogatory tone in 

a way I think... Because, I guess, in comparison the locals see that 

their lifestyles are very different.  

Interviewee: Right. 

Respondent: Yeah. You know, like, we have a lot of events and 

concerts in Bali which are mainly for the expats or the tourists -- 

and, I suppose the locals who know about the beach games see it as 

just another of those events. 

This discussion with the event‘s Magazine Editor took place during my first visit to 

Bali, which was more than two months before the event. As evident from the 

discussion, the interviewee suggests that while there existed a low level of awareness of 

the ABG within Bali, most of the locals felt the event was for the expatriates or tourists 

in Bali. The interviewee also suggests that this perception that the locals had of the 

ABG was because there were several other events that catered primarily to the expat 

population or tourists rather than the locals. Furthermore, the use of slang to refer to 
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―white expats‖ by the locals suggested that differences existed between Balinese locals 

and the expats of the community. 

During my second visit to Bali, however, the majority of event-related theming 

was initiated. As I noted in my field notes, ―It‘s hard to miss the ABG now!‖ The 

banners of the event were promoted in English and Bahasa (Balinese language). During 

this second trip, I noted several incidents where community members, upon learning my 

involvement with the event, enquired further about my involvement and how they could 

get tickets. This enthusiasm was even stronger a few days into the event period as 

Indonesia started performing well and receiving coverage in the local media. I noted 

several incidents, including one of a ―very excited taxi driver‖, who asked, ―I heard 

Indonesia is doing very good. They won anything today?‖ (taken from the research 

journal, dated: October 22, 2008). Therefore, a strong interest in Indonesia‘s sports 

performances and in the event was demonstrated by local community members, who 

were constantly bombarded with images of the event and updates on Indonesia‘s 

successful performance through the local media and other sources. Moreover, compared 

to my first trip, this excitement that the local population displayed suggested that a 

degree of communitas existed as the locals now saw the ABG as an event for them and 

not just the expats. This degree of communitas was an opportunity for social leverage 

(O‘Brien & Chalip, 2008), while the boost in morale of the Indonesian community and 

its contribution to the Indonesian sports culture were, notable social benefit for 

Indonesia through hosting the event.  

However, this sense of pride within the local community cannot be termed as 

leverage. The modest medal targets set by the Indonesian sports officials before the 

event suggests that the success of the national athletes was more a result of good luck 

rather than the implementation of any type of extensive training initiative. Moreover, 

the degree of communitas that emerged within the community is not leverage in itself, 
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but is a leverageable resource that can be utilised for achieving targeted social outcomes 

(Chalip, 2006). In this case, as there was a weak sports culture within the Indonesian 

community, the Indonesian government agency responsible for sport could have utilised 

this sense of pride that emerged during the ABG to motivate community members to 

actively participate in sports. However, as addressing such an issue was never on the 

Indonesian government‘s agenda, the sense of pride was nothing more than a short-lived 

outcome that lasted for the duration of the ABG.  

In terms of environmental leverage, it was discussed earlier that the Games‘ 

mascot had some significance as it was an endangered species, and was the focal point 

of the event‘s environmental program. The use of the event‘s mascot suggested how a 

particular element of an event‘s brand can be directly utilised as part of an 

environmental leveraging initiative. While BABGOC managed to design an 

environmental program based on the event‘s mascot, the last minute planning and 

implementation of the program resulted in a low level of awareness of it. The program, 

titled ―NeoHabitat‖, was primarily instigated by one of the ABG‘s prestige partners, 

Pertamina. During post-Games interviews, many BABGOC directors were unaware of 

the name of the environmental program. This is highlighted in the following discussion 

with one BABGOC director: 

Interviewer: OK. And what about the Pertamina Neo Habitat 

program, how did that idea come about? 

Respondent: The what? 

Interviewer: The mascot and environmental aspect? 

Respondent: Yeah. 

Interviewer: You know, just outside in the next room they have a 

board saying ―Neo Habitat – Pertamina Lounge‖ . . . have you seen 

it? 
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Respondent: No. 

As evident through the discussion, the interviewee was totally unaware of the program 

title and had not even noticed the promotional booth of the program that was situated 

within the press centre. This suggests that while an environmental program did exist, 

BABGOC employees themselves were not necessarily aware of the details. The same 

was the case with BABGOC volunteers, many of whom suggested during informal 

discussions that they were aware of the endangerment of the Bali Starling much before 

the ABG, and had no idea what BABGOC was doing for the bird or why it was selected 

as the mascot. To this the Marketing Consultant suggested, ―A lot of stuff, like all the 

systems and procedures, were brought in far too late for any volunteer training to have a 

serious impact.‖  

 Another option for the environmental program, instead of the Bali Starling, was 

the ―save the beaches‖ campaign, which was eventually not implemented. As 

highlighted earlier in section 4.2.2, the ―save the beaches‖ campaign was originally 

drafted as an environmental program to attract oil companies as sponsors However, the 

program never had any real, distinctive idea behind it. Therefore, as time passed, the 

event‘s prestige partner, Pertamina, requested for an environmental program focusing 

on the Games‘ mascot instead. However, it was discussed earlier that the ―save the 

beaches‖ campaign would have linked closely with the event‘s concept and, therefore, 

was a better fit with the event‘s overall brand as opposed to the focus on the Bali 

Starling, which had no relevance to beach-sports. Such a program would, thus, have had 

more relevance in the context of the ABG and would likely have, therefore, carried 

more resonance with the event‘s internal and external stakeholders. 

 Another opportunity for leverage, linked to the event‘s brand, was evident with 

the event-related merchandise. BABGOC was running out of merchandise almost four 

days into the event. Compared to other major international sport events, BABGOC was 
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able to manufacture only a limited range of souvenirs; however, these were very popular 

with athletes and officials, many of whom wished to acquire some tangible memory of 

the event for family and friends (Setiawati, 2008b). Similarly, the exchange of pins is a 

common practice among volunteers and staff at most international sport events 

(VANOC, 2006). This was also evident at the ABG (see Figure 4.5), as noted in the 

research journal (October, 23, 2008), ―Some of the volunteers almost have their whole 

accreditation covered with collectible pins. If I get friendly with any of them they‘ll 

soon ask me, ‗you got any pins?‘‖ The pins are usually distributed for free by NOC 

members and some sponsors and eventually becomes a competition among volunteers 

who constantly compare their collection with that of their friends. Pins are also often 

distributed to volunteers by organisers during Games-time as part of the daily volunteer 

package within many Asian and Olympic Games. Although BABGOC distributed 

limited pins due to time and budget restrictions, this was an opportunity to promote 

environmental messages to further enhance awareness among volunteers. That is, while 

merchandise and pins showcasing the event‘s mascot were sold and distributed, the 

limited promotion of the environmental program added little meaning to the mascot‘s 

environmental significance. Had the organisers been able to promote the event‘s 

environmental program, the pins could have been further utilised to reinforce the 

agenda. 

Therefore, both the merchandise and pins presented opportunities for BABGOC 

to promote environmental awareness to internal stakeholders, such as volunteers and 

employees, and also external stakeholders, such as athletes and officials. That is, as 

these groups obviously value event merchandise and collectibles, event organisers could 

utilise these as a means to generate awareness of environmental issues by incorporating 

complementary elements within the design of these products. However, the event 

organisers demonstrated a lack of consideration regarding the relevance of target 
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social/environmental issues to the stakeholder group. That is, if the issue is only of 

relevance to the host community, as with the case of the Bali Starling, generating 

awareness of this issue among visiting delegates and athletes has little or no meaning. 

However, if the environmental issue was more relevant to the broader beach-sports 

community, while at the same time also relevant to the local community, as in the case 

of BABGOC‘s original ―save the beaches‖ theme, the event-related merchandise and 

collectibles could have been utilised to communicate and enhance awareness of the 

issue to this much wider, more inclusive audience.  

 

Figure 4.5. A smiling volunteer displays her collection of pins. 

 

Overall, the ABG presented opportunities to generate long-term economic, 

social and environmental outcomes for Bali and the broader Indonesian community. In 

terms of economic leverage, BABGOC had a focus on the political networks 

strengthened through the event which led to suggestions by some sport federation 

officials to organise future beach-sport events in Bali. However, the ABG would be 
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only a first step to realising the strategy of establishing Bali as a destination for beach-

sports, as these political networks gained through the ABG will need to be consistently 

reinforced over time in order to attract more (beach) sport events.  

In terms of social outcomes, the successful performance of Indonesian athletes 

during the event was a notable outcome that boosted the confidence of the Indonesian 

sports authorities, while also generating a degree of communitas in the local community. 

However, this sense of pride among community members was not leverage per se, but a 

resource that could be leveraged for enduring social outcomes. This was, however, not 

realised during the ABG due to the lack of funds and the negative impact this had on 

BABGOC‘s capacity for planning. Similarly, while the organisers developed an 

environmental program, it was poorly communicated within the organising committee. 

While this poor communication was a consequence of last minute planning stemming 

from budget issues, this environmental program was not maximised to its full potential. 

Moreover, it was also noted that an environmental program more relevant to the wider 

beach-sports community would have been a better fit with the event‘s overall brand, as 

the conservation of the Bali Starling had no real relevance to the broader event 

stakeholder community.  

 

4.4.3 Summary 

 Both the AIG and ABG presented opportunities to leverage for economic, social 

and environmental outcomes relevant to their respective communities. A common tactic 

adopted by both sets of organisers was the enhancement of their respective political 

networks, which led to further economic outcomes such as promises of future sport 

events and training camps by NOCs. It was also noted that the development of a strong 

event brand was useful in attracting media and community support for the events, which 

in turn, provide key leveraging opportunities.   
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 The potential for brand elements of both events to highlight social and 

environmental issues has also been illustrated. In Macau, the event‘s logo incorporated a 

―people‖ (social) and environmental aspect to the design. However, the design had little 

meaning as there was no real social or environmental program initiated by MAIGOC 

and related stakeholders to maximise the opportunity for such leverage. Meanwhile, 

BABGOC utilised the event‘s mascot as part of an environmental initiative. While the 

program presented some financial benefits for the associated lobby group, it was poorly 

communicated throughout the event due to the last minute nature of preparations. 

Moreover, it was noted that an environmental program more relevant to the event‘s 

target subculture, the beach-sport subculture, would have been a better fit within the 

event‘s overall promotions. Additional opportunities to utilise event-related merchandise 

to highlight social and environmental issues has also been presented in this section, 

suggesting a potential relationship between an event‘s brand and triple bottom line 

leverage. This relationship will be further explored in the light of the relevant literature 

in the next chapter. 
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Chapter V 

Discussion & Conclusions 

 

In the preceding chapters, the various stages of this thesis were presented. 

Following the introductory chapter, in Chapter 2, literature from the two broad 

conceptual areas of sustainability and branding were reviewed and placed in the sport 

events context. Literature on sport event sustainability suggested the potential for 

integrating values of social and environmental concern within sport subcultures to help 

facilitate sustainable outcomes. However, it was highlighted that the question of ―how‖ 

such values can be incorporated within focal subcultures has not been previously 

investigated. As the notion of subcultures was also found in the brand management 

literature, the review in Chapter 2 explored the branding literature in order to highlight a 

potential relationship. The use of subcultures in both literatures suggested a relationship 

between triple bottom line leverage and event branding, through which the research 

problem was articulated.  

As highlighted at the conclusion of Chapter 2, the focus of this study is to use an 

internal stakeholder perspective to explore the relationship between sport event 

branding and triple bottom line leverage. Three research questions were articulated to 

address the research problem. These are: 

1. How are internal stakeholders influenced by external stakeholders during the event 

branding process? 

2. How do internal stakeholders interact with sport subcultures when developing and 

promoting a sustainable event brand? 

3. How can internal stakeholders integrate the event brand to facilitate the triple bottom 

line leverage of sport events? 
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In Chapter 3, the research methods were outlined and the research sites 

introduced: the Macau 2007 Asian Indoor Games, and the Bali 2008 Asian Beach 

Games. A qualitative ethnographic-type study was conducted in Macau and Bali during 

the months leading up to each respective event. Data were generated through participant 

observation and semi-structured interviews with key internal stakeholders of both 

events. In Chapter 4, the data gathered from the research sites were presented and 

structured around the three research questions identified at the end of Chapter 2. Each 

research question concluded with a summary that outlined the key findings relevant to 

each respective question.  

In this chapter, the findings from Chapter 4 are discussed in light of the literature 

presented in Chapter 2. Essentially, the purpose of this chapter is to highlight the 

contribution this study has made to existing theoretical and applied knowledge. The 

chapter is split into five broad sections. The first section (5.1) features an integration of 

the literature from Chapter 2 with findings from the three research questions discussed 

in Chapter 4. This is followed by section 5.2, in which the findings from section 5.1 are 

coalesced in a diagrammatic form which illustrates the relationship between event 

branding and leverage. This diagram, in turn, helps address the research problem by 

highlighting the relationship between event branding and triple bottom line leverage. In 

Sections 5.3 and 5.4, the implications this study presents for theory and practice, 

respectively, are discussed. Finally, in the concluding section 5.5, the limitations of this 

study and recommendations for future research are presented.  

 

5.1 Conclusions about the Research Questions 

 This section discusses the key findings presented in Chapter 4 in relation to the 

relevant literature. The discussion is structured around the three research questions that 

were drafted in order to resolve the research problem.  
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5.1.1 External Stakeholder Influences on Event Brand 

 The discussion in this subsection focuses on the first research question, which 

explored how external stakeholders influenced the events‘ respective brands. 

Essentially, two perspectives on the nature of external stakeholder influences were 

found. The first perspective is based on how expectations of key external stakeholders 

are considered by internal stakeholders when developing their respective events‘ brands. 

The second perspective is based on how resources owned by key external stakeholders 

contribute to developing and promoting the events‘ brands. This classification is 

demonstrated in the ensuing discussion, which further deepens our understanding of the 

influence external stakeholders have on event branding.  

 It was pointed out in Chapter 2, that a starting point in strategic management is 

to identify the key stakeholders that can influence the organisation (cf. Freeman, 1984; 

Hede, 2008). Key stakeholders in this study were primarily identified through 

interviews conducted with internal stakeholders of the AIG and ABG. The external 

stakeholders identified were typical stakeholders identified in other sport event 

management studies, such as sponsors, media, sports governing bodies, government, 

and local community (cf. Chalip, 2001; 2004; Hede, 2008; Merrilees, et al.; O‘Brien, 

2006; 2007; Parent & Séguin, 2008). For the purpose of this study, external 

stakeholders were split into three broad categories, namely, event partners, visiting 

sports delegates, and the influential community groups of each respective event. A brief 

description of these stakeholder categories, and the stakeholders they include, was 

presented earlier in Chapter 4, Table 4.2.  

 It was highlighted in Chapter 2 that traditional branding models are based on 

product brands, which primarily emphasise the relationship between customers and 

producers. However, with a change in the business environment, where the focus has 

shifted from a shareholder-view to that of a more inclusive stakeholder-view (Freeman, 
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1984; Hede, 2008), a similar shift has emerged in branding practices in the guise of 

―corporate branding‖ (Balmer & Gray, 2003; de Chernatony, 2002; Ellwood, 2000, 

Foley, 2006; Maio, 2003). It was discussed in Chapter 2 that, as the sport event 

management literature emphasises the importance of event stakeholders, the branding of 

such events would also need to focus on stakeholders. Indeed, the scant body of work 

on event branding investigates how stakeholder relations influence an event‘s brand 

(Merrilees, et al., 2005; Mossberg & Getz, 2006; Parent & Séguin, 2008). However, 

unlike these previous studies, which have explored event branding primarily from a 

marketing perspective, this study focused on how event branding related to triple 

bottom line leverage of events. In both the Macau AIG and Bali ABG, an environmental 

perspective was found in each event‘s respective brands due to the expectations of key 

external stakeholders, as perceived by internal stakeholders.  

In Macau, an environmental dimension emerged in the event‘s brand elements 

due to MAIGOC‘s relationship with the IOC. Although the IOC did not have any direct 

influence over the AIG‘s operations, MAIGOC considered it to be a key stakeholder as 

Macau‘s Olympic Committee was hoping to gain IOC membership. It was highlighted 

in section 4.1 that the IOC‘s values included environmentalism, particularly with 

respect to sport events. Although MAIGOC did not develop an environmental program 

related to the event, the organisers utilised the AIG‘s logo and mascot designs in order 

to present an environmentally conscious image to IOC members. Triple bottom line 

management researchers suggest that incorporating environmentally or socially 

responsible management practices makes sense as this is often an expectation of key 

stakeholders (Elkington, 1999; Maio, 1999). In the event management context, Hede 

(2008) and O‘Brien and Chalip (2008) conceptually extend these same principles to 

sport events. However, the case of the Macau AIG demonstrates that the values of the 

IOC were considered specifically within the event‘s brand elements and did not have 
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any influence on the development of real environmental initiatives during the event. 

Such a practice reflects a degree of green-washing, which, according to Brady (2003) is 

when brand elements are utilised to communicate a false environmentally conscious 

image to targeted stakeholders. MAIGOC‘s tactic illustrates that the organisers 

considered that green-washing the event was sufficient to showcase an environmental 

commitment to the IOC. However, the level of the IOC‘s involvement must also be 

considered in this situation. As the IOC did not have any formal authority over 

MAIGOC‘s operations and only visited the event during the actual competition period, 

the organisers were able to incorporate environmental themes within the brand elements 

without supporting commitment to a comprehensive environmental initiative. A 

different situation was found in Bali, where the expectation of a key sponsor not only 

influenced the event‘s brand, but also resulted in an associated environmental program. 

In Bali, the event organisers designed an environmental program based on the 

expectations of a key sponsor. It was discussed in Chapter 4 that BABGOC utilised the 

event‘s mascot, which was based on an endangered species, as a theme for the event‘s 

environmental program. The environmental program was primarily instigated due to the 

involvement of the event‘s main sponsor, Pertamina, which was keen on being 

recognised as the event‘s exclusive environmental partner. Hede (2008) suggests that 

event organisers must first scope the needs of key stakeholders in order to strategically 

plan and manage triple bottom line outcomes. It would be reaching to suggest that 

BABGOC officials adopted a strategic approach to planning for environmental 

outcomes, as they did not incorporate genuine environmental initiatives during early 

stages of the event‘s planning. However, as BABGOC officials approached Pertamina 

with a sponsorship proposal, they started the process by identifying what Pertamina 

wanted, in order to make the proposal more attractive for this key stakeholder‘s 

decision-makers. Accordingly, an environmental program was drafted, albeit very late 
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into the event‘s preparation. However, the involvement of Pertamina and the resulting 

environmental program actually added meaning to the event‘s mascot, which would 

have otherwise been just a symbol with no real environmental initiative to back its 

significance. Therefore, unlike the case of the Macau AIG, where the organisers added 

environmental themes to their event‘s brand elements, the organisers of the ABG 

supported their brand‘s elements with a real environmental initiative in order to meet 

the expectations of a key sponsor.  

The inclusion of environmental themes in the AIG and ABG brands illustrates 

how the expectations of, or values held by, key external stakeholders, as perceived by 

internal stakeholders, influenced the events‘ respective brands. That is, although the 

internal stakeholders directly influenced the branding process, they considered the 

expectations or values held by key external stakeholder when developing their 

respective event brands. There were also other examples of this, such as, the OCA‘s 

expectation of ―setting standards‖ for future organisers of the AIG and ABG, which 

resulted in both organisers attempting to organise grand opening and closing 

ceremonies. Additionally, in Macau, the organisers considered limiting the event‘s local 

promotions budget in order to accommodate the local community, which was 

disappointed with the budget overruns of previous events. Such scenarios common to 

both research sites highlight how stakeholder expectations, as perceived by internal 

stakeholders, impacted on the events‘ respective brands and promotional efforts. In 

other words, the expectations of these external stakeholders influenced the actions of 

internal stakeholders when they were developing and promoting their respective event 

brands. This consideration of external stakeholder expectations, in regard to economic, 

social and environmental responsibility, has long been the argument upon which the 

principles of CSR, sustainability and triple bottom line approaches have been based (cf. 

Bowen, 1953; Carroll, 1991; Elkington, 1999; Freeman & Liedtka, 1991). Authors 
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calling for a triple bottom line approach to event management have conceptually 

extended these principles to the events sector (cf. Hede, 2008 & O‘Brien & Chalip, 

2008). That is, key event stakeholders may expect some level of economic, social and 

environmental responsibility from event organisers. Additionally, researchers from the 

realm of corporate and sustainable branding have presented similar arguments, 

suggesting that organisation leaders (internal stakeholders) need to consider the 

expectations of key external stakeholders in management practice, which is eventually 

reflected in their organisation‘s brand (cf. Balmer & Gray, 2003; de Chernatony, 2002; 

Maio, 1999). While such expectations, and the event organisers‘ consideration of those 

expectations, have been found in this study, this study also found an additional way 

through which some external stakeholders influenced the events‘ brands. 

The second perspective on how key external stakeholders influenced the 

branding process of the two events was based on the resources owned by these 

stakeholders. The literature on event branding has primarily focused on this second 

view (cf. Merrilees, et al., 2005; Mossberg & Getz, 2006). For instance, Merrilees, et al. 

(2005) focus their discussion on the ―primary stakeholders‖ of the Brisbane Goodwill 

Games‘ marketing department, who they define as, ―those that provide tangible or 

intangible resources or assist in marketing as partners‖ (p. 1063). Similarly, Mossberg 

and Getz (2006) note that external stakeholders are involved in the branding process as 

most festival organisers rely on collaboration with stakeholders to gain access to key 

resources. Such dependencies on key external stakeholders were also found at the AIG 

and ABG. In Macau, this was found in MAIGOC‘s relationship with the Venetian Hotel 

and CCTV; while in Bali, it was found in BABGOC‘s relationship with the MCT, Getty 

Images and the FNPF. 

In Macau, MAIGOC‘s partnership with the Venetian Hotel and CCTV 

highlighted how resources owned by key external stakeholders contributed to the 
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event‘s brand. As discussed in section 4.1, MAIGOC placed a strong emphasis on how 

the event was perceived by visiting delegates. Organisers, therefore, viewed the 

Venetian‘s sophisticated image as a positive association for the event, as it showcased 

both the event and Macau as a hospitable and sophisticated destination to visiting 

delegates. Such a brand association helped contribute further to a stronger event brand 

(cf. Keller, 2001). CCTV also possessed the skills necessary to organise grand opening 

and closing ceremonies for the event. Indeed, as identified in section 4.2.1, the OCA 

and visiting delegates suggested that Macau had organised, ―the best‖ opening 

ceremony. Both CCTV and the Venetian, therefore, owned specific resources that 

contributed to the AIG‘s overall brand. A similar situation was found in Bali, where the 

MCT, Getty Images, and FNPF owned resources central to creating the event‘s brand. 

The MCT provided the ABG with advertising spots on television channels, which 

helped promote the event, thus contributing to brand awareness. Getty Images, on the 

other hand, had the skills to capture high-quality images of the event‘s competition, 

which also contributed to the ABG‘s promotions internationally. Alternatively, the 

FNPF operated a conservation program for the Bali Starling, which was also selected as 

the event‘s mascot. Therefore, when the event‘s key sponsor requested for an 

environmental program based on the event‘s mascot, the FNPF‘s existing conservation 

program served as a resource that helped form the event‘s environmental program. 

These findings from the focal events in Macau and Bali suggest that those external 

stakeholders that control resources which are critical to event success, can have 

profound influence upon event promotions and branding. Indeed, this is in line with the 

work of Frooman (1999) and Pfeffer (1997) who suggest that dependence on specific 

stakeholders that control resources leads to power possessed by those stakeholders. As 

noted in the discussion thus far, the key resources that external stakeholders may own, 

which can contribute to the event brand, have included access to financial resources, 
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media (for event promotion), expertise in relevant functions, desirable brand 

associations, and complementary environmental or social programs. 

The findings from Macau and Bali, therefore, support and extend the work of 

Merrilees et al. (2005) and Mossberg and Getz (2006). These authors primarily found 

the influence of stakeholders on an event‘s brand through the resources they contribute. 

While this was found in both Macau and Bali, it was also found that visiting delegates 

(as discussed earlier in this subsection), who do not specifically provide organisers with 

any resources related to the marketing and branding of the events, also influenced the 

events‘ brands. That is, internal stakeholders considered the expectations of these 

stakeholders during the marketing and branding of their respective events. Both these 

perspectives on how external stakeholders influenced the events‘ respective brands are 

illustrated in Figure 5.1. In terms of the influence visiting sports delegates can have, this 

is partly touched by Parent and Séguin (2008) who suggest that event owners (OCA in 

the case of the AIG and ABG) influence the event brand by establishing the concepts 

underpinning the event itself. However, these authors do not consider the impact the 

broader community of visiting sports delegates may have on an event‘s brand. The 

foregoing analysis of the Macau and Bali events therefore, represents an extension to 

the work of Parent and Séguin (2008) in that it demonstrates visiting sport delegates as 

another potentially strong, heretofore unexplored, influence on an event‘s brand. Indeed, 

as organisers value the fact that they may be able to strengthen relationships with 

visiting delegates during an event, they may modify certain aspects of their event‘s 

brand in order to be perceived positively by these stakeholders. 
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Figure 5.1. How external stakeholders influenced the events‘ brands. 

 

Overall, the findings from this study have deepened our understanding of the 

nature of influence sport event stakeholders can exert on an event‘s brand. Two 

perspectives have emerged, the first of which supports previous literature from the areas 

of CSR and corporate branding and empirically extends these principles into the realm 

of sport event branding. As discussed earlier in this subsection, the expectations of key 

external stakeholders can influence the actions of internal stakeholders as they develop 

and promote their event brand. However, a second perspective was also found in the 

scant literature discussing event branding (cf. Merrilees, et al., 2005; Mossberg & Getz, 

2006). It was discussed that both Merrilees, et al. (2005) and Mossberg and Getz (2006) 

suggest that some external stakeholders may be able to contribute resources that can 

enhance an event‘s brand. This perspective was also found at the AIG and ABG, as 

stakeholders from the broader groups of event partners and influential community 

groups provided specific resources that contributed to the marketing and branding of 
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their respective events. However, the work of these authors was also extended as it was 

found that the broader stakeholder group of visiting sports delegates, who do not 

provide any specific resources relating to event branding, also influenced the events‘ 

brands. That is, as organisers sought to strengthen relationships with these visiting 

delegates through their respective events, they tried to present a positive image to these 

visitors, which ultimately impacted on the nature of their respective event brands. The 

networking opportunities that these visiting delegates presented are discussed later in 

section 5.1.3.  

 

5.1.2 Interactions between the Focal Sport Subcultures and the Sustainable Event 

Brand 

 The discussion in this subsection is based on the second research question, 

which explored the relationship between sport subcultures and a sustainable event 

brand. This section is divided into two parts; the first focuses on how focal sport 

subcultures manifested within the two research sites, which highlights the potential for 

an ―event subculture‖. The second part addresses specific strategies centred on the 

events‘ focal subcultures that contributed to triple bottom line leverage. 

 

Event Subcultures 

This study has extended previous research into the area of event subcultures. In 

Chapter 2, subcultures were identified as a common link between the literatures on 

event leverage (cf. O‘Brien, 2007; O‘Brien & Chalip, 2008) and branding (cf. Schouten 

& McAlexander, 1995; Belk & Tumbat, 2005). This study highlights how sport 

subcultures become manifest in a multisport event context. That is, while previous 

studies on sport subcultures have focused on single-sport events (cf. Green & Chalip, 

1998; O‘Brien, 2007; Trendafilova & Chalip, 2007), this study extends the literature by 
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examining sport subcultures within a multisport event context. The two events 

investigated derived values from the broader Asian Games movement, however, were 

differentiated from other events through the ―indoor‖ and ―beach‖ elements of each 

respective event‘s concept. This point of difference contributed to the presence of an 

event subculture in each context, as is discussed later in this subsection.  

 In Macau, the AIG‘s ―indoor sports‖ concept failed to unify the varying sport 

subcultures featured in the event‘s program. Therefore, the AIG did not have an 

effective ―event subculture‖; rather, the organisers were more focused on extreme sports 

imagery during early promotions to develop a point of difference from other events. 

Extreme sports were also the main focus of one of the AIG‘s sponsors, Coca-Cola, 

which adopted tactics to identify its Coke Zero brand with the dynamism commonly 

associated with the extreme sports subcultures. However, during the event, the 

organisers were obliged to incorporate into the event‘s promotions imagery relevant to 

other sports as well. The promotion of these lesser-known sports was an expectation of 

the OCA and an objective of MAIGOC, which indirectly served as a means to 

strengthen political/sport networks with visiting delegates. Many of the other sports 

featured in the Asian Indoor Games, however, had a much more formal image unlike 

the dynamic and youthful image of the extreme sport subculture. This presented a 

conflict within the overall product as a poor association manifest among the various 

sports. That is, while the event‘s concept tied the various sports together under the 

justification that they were all held ―indoors‖, this concept did not have any unifying 

cultural traits that could unite the focal subcultures. This was because the featured sports 

had significant variations among their subcultures. For example, the sports of chess and 

ballroom dancing, which appealed to a more mature audience, had subcultures 

significantly different to the more youth-oriented, dynamic and extreme sports such as 

in-line stunt skating and kick-boxing. In Bali, however, a more unifying event concept 
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was found, which translated into a more unified event subculture in comparison to the 

AIG‘s ―indoor sports‖ concept. 

 The subculture in the Bali ABG was better defined and tied the majority of 

sports together under a more ubiquitous ―beach-sport‖ subculture. That is, while sports 

such as surfing, beach volleyball, and sepaktakraw have their own unique subcultures, 

the informal atmosphere of the beach-sport subculture acted to more effectively tie these 

sports together. Moreover, in the case of beach sepaktakraw, it was noted that the 

responsible federation initially held a more conservative view towards the management 

of its sport. However, during the ABG, to embrace the beach lifestyle, the federation 

members openly accepted the idea of cheerleaders and music on the field. As Schouten 

and McAlexander (1995) find, a subculture can develop around a brand when 

consumers derive shared values from the brand. The work of Schouten and 

McAlexander, however, is limited to a consumer brand that primarily emphasises the 

consumer-producer relationship. This study focuses on event brands, which, according 

to Mossberg and Getz (2006), can be more complex as they rely on a network of 

relationships with various stakeholders, rather than a traditional dyadic consumer-

producer relationship. The acceptance of the informal beach-sports values by the sport 

federations from the ABG, however, extends Schouten and McAlexander‘s finding to 

other stakeholders within an event management context. This finding suggests the 

potential for sport subcultures to accommodate values from the broader unifying 

subculture of the multisport event‘s concept. Indeed, Donnelly (1981, p. 568) suggests 

that stakeholders may consciously, ―learn the meanings and ways of a subculture,‖ in 

order to attain membership. However, he also acknowledges that subcultures are 

complex, as each member may belong to a number of different subcultures. Therefore, 

while each sport had its own distinct subculture, the ABG‘s broader beach-sport 
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subculture was an appropriate link that unified the different sport subcultures of the 

event. 

The findings from this study, therefore, highlight the potential for an overall 

―event subculture‖ that may emerge from the fusion between an event‘s concept and its 

focal sports. As discussed earlier, previous studies on sport subcultures have focused on 

single-sport events. For example, Green and Chalip (1998) investigate a female football 

tournament in which participants viewed the event as an opportunity to affirm their 

sports-related identities. Similarly, O‘Brien (2007) examined a regional surfing festival 

in which augmentations based around the surfing subculture contributed to the 

celebration of that subculture and, in so doing, maximised economic returns for the host 

region. However, as these studies focused on single-sport events, the notion and 

potential of an event subculture was not explored. This research has demonstrated how a 

broad event subculture may exist within a multisport event context, which can unify 

ostensibly discrete sport subcultures and, in the process, the respective stakeholders that 

form those discrete sport subcultures. While the event concept at the Macau AIG did not 

graduate into an event subculture, as the AIG‘s indoor sports concept was not sufficient 

to coalesce the varying sport subcultures, the Bali ABG‘s beach sports concept 

engendered a broader subculture that unified discrete sport subcultures.  The presence of 

such a unifying subculture is also visible at the Olympic Games, where the various 

sports are unified under the broader values of Olympism. The findings from the Bali 

ABG, therefore, suggest the potential for an event subculture which, in a multisport 

event context, can unify the varying sport subcultures. This finding has implications for 

the discussion of triple bottom line leverage of events, where researchers have 

suggested the importance of unifying stakeholder views towards targeted social and 

environmental issues (cf. O‘Brien & Chalip, 2008; Trendafilova & Chalip, 2007).  This 

is discussed further in the subsection titled ―The role of Event Subculture in Facilitating 
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Leverage.‖ However, before proceeding to that subsection, the relationship among the 

host destination‘s brand, and the event‘s brand and subculture is discussed. 

In Bali, it was found that the informal beach-lifestyle image engendered in the 

event‘s subculture was further reinforced by the image of Bali itself, which was viewed 

by interviewees as a relaxed and laid-back destination. Interestingly, while Brown et al. 

(2002) suggest that a strategically selected event portfolio can help enhance desired 

association sets for the host destination‘s brand, the findings from the Bali ABG suggest 

that this relationship can also work the other way around. This has also been 

acknowledged by Chalip (2004), who suggests that a symbiotic relationship may exist 

between the event‘s brand and the destination‘s brand. He suggests that, ―the 

destination‘s brand image becomes linked to the event‘s brand image, and the event‘s 

brand image becomes linked to that of the destination‖ (p. 239). That is, it was noted in 

the earlier chapter that Bali‘s brand added value to the event‘s brand, as visiting 

delegates viewed the ABG as their ―only chance‖ to visit and experience Bali. However, 

the findings of this study also extend Chalip‘s argument as it is not only the link 

between the destination and the event brand that is emphasised, but also the fit between 

the destination‘s brand (‗laid-back‘ Bali) and the event‘s subculture (beach-sports 

subculture) which is a significant contributing factor to the event‘s brand. 

Notwithstanding that, in the ABG, this fit was more serendipitous than strategic in 

nature, it is still an important, and pragmatic, finding. Event organisers need to consider 

the strategic utility of establishing a fit between the host destination‘s image and the 

event‘s subculture, as this can strengthen the overall event brand.  A similar situation 

can be found in the work of O‘Brien (2007), whose findings suggest the host 

community‘s ‗surf-central‘ culture was an ideal setting to organise a surfing festival. In 

his work, O‘Brien (2007) highlights this as ‗community support‘ for the event. 

However, Parent and Séguin (2008) address this from a slightly different perspective as 
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they suggest that the awareness of the parent brand among the host population would 

influence their support for the event. That is, if there is a poor level of awareness of the 

parent brand (the ―Asian Beach Games‖ in this context) within the local community, the 

event organisers would have little goodwill upon which to build their event brand (the 

―Bali 2008 ABG‖ in this context).  

 

 

 

 

 

 

 

 

Figure 5.2. A ‗fit‘ between the destination image and event subculture enhancing the 

event brand. 

 

As the Bali Asian Beach Games was an inaugural event, there was no history or 

previous success for the organisers to build on when developing the event‘s brand. 

However, the case of the Bali Games suggests that, even though a strong parent brand 

did not exist, the event subculture, which emerged from the event concept, had a fit with 

the destination‘s image. This fit, illustrated in Figure 5.2, made the event brand more 

marketable to an international audience. This, therefore, extends the works of Chalip 

(2004), O‘Brien (2007) and Parent and Séguin (2008). The findings suggest that even a 

new event that lacks a strong parent brand upon which to build, can maximise the 

potential to become a strong brand.  What is required is for organisers to be strategic in 
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establishing a fit between the destination‘s image and the event subculture, as both 

factors were shown in this study to make important contributions to the event brand. 

Overall, this subsection has demonstrated how sport subcultures exist within a 

multisport event context. Accordingly, the notion of an ―event subculture‖ was 

discussed, and was posited as being significantly influenced by the concept 

underpinning the event. This event subculture unifies the varying sport subcultures 

featured within a multisport event. It was found that the concept behind the AIG did not 

graduate into an effective event subculture as the ―indoor sports‖ concept appeared to be 

a weak link to unify the conflicting sport subcultures featured during the AIG. In 

contrast, the ABG‘s ―beach-sports‖ concept provoked certain lifestyle imagery which 

translated into a unifying event subculture. The discussion in this subsection has also 

illustrated the need for a fit between an event subculture and the host destination‘s 

image, as this fit can strengthen the event‘s brand. Although this fit demonstrates a 

relationship between the event subculture and event brand, how these two concepts 

relate and facilitate triple bottom line event outcomes is yet to be explored, and will be 

addressed in the following subsection. 

 

The role of Event Subculture in Facilitating Leverage 

The earlier subsection explored the notion of event subcultures and highlighted 

how a neat fit between the focal event subculture and the host destination‘s image can 

strengthen an event‘s brand. This subsection further explores how the event subculture 

contributes to an event‘s brand and triple bottom line leverage. As the event concept in 

Macau did not really translate into an effective event subculture, the discussion in this 

subsection focuses more on the event subculture in Bali and how it enhanced the event 

brand‘s sustainability. Two key findings are discussed. First, the potential for enhancing 

media interest in the event by devising augmentations with a clear link to the event 
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subculture is presented. And second, it is discussed that as featured sport subcultures 

may adopt values from the unifying event subculture, the event brand‘s elements and 

merchandise play a key role in promoting social/environmental values to these 

stakeholders.  

The first finding illustrates the folly of not adopting a strategic approach towards 

planning for augmentations that could be strategically linked to the event subculture. In 

previous work, such an approach has been empirically demonstrated to enhance the 

event‘s media appeal (O‘Brien, 2007). Two augmentations that are part of every OCA 

event are the opening and closing ceremonies. It was highlighted in Chapter 4 that 

BABGOC officials aspired to a formal mega-event standard for the ABG‘s opening and 

closing ceremonies, and focused on the theme of Asian unity rather than beach-sports. It 

was also discussed that the venue of these ceremonies was a cultural park situated some 

considerable distance away from Bali‘s beaches. This tactic was criticised by some 

BABGOC officials, who acknowledged that the event never had the budget to create a 

mega-event standard ceremony. These officials also suggested that their colleagues 

failed to capitalise on the point of difference the beach-sports concept presented in 

comparison to other OCA events. It was highlighted in Chapter 4 that the failure to 

capitalise on this unique beach-sport subculture made the ceremonies appear 

substandard in quality, which, supporting O‘Brien (2007), was exemplified by a low 

level of interest from visiting media, particularly during the closing ceremony.  

The role of event media in host destination promotion, a long-term economic 

objective of event hosting, has been established by a number of researchers (Brown, et 

al. 2002; Chalip, 2004; Hiller, 1989). The works of Garcia (2001) and O‘Brien (2007) 

demonstrate that event augmentations can help attract wider audience segments and are 

popular with the media. However, both authors caution that such augmentations need to 

tie in closely with the concept behind the event itself. For instance, O‘Brien argues that 
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event augmentations that capitalise on the event‘s focal subculture present a 

―compelling reason‖ for visiting media to cover the event augmentation itself, 

particularly given their human interest angles and/or scenic host destination backdrops 

(2007, p. 161). The low level of media interest for the Bali ABG supports this view, as 

it demonstrates that an augmentation poorly linked to the event subculture does not 

present the ―compelling reason‖ for media coverage. This finding also has implications 

for event branding and leverage.   

It has been suggested that event augmentations make the event itself more 

marketable to audiences and participants (Green & Chalip, 1998). In a broader 

marketing context, researchers suggest that a product that is consistent through various 

attributes of its offering is easier to brand and promote (Blain, Levy & Ritchie, 2005; 

Erdem & Swait, 1998; Park, Milberg & Lawson, 1991). For instance, Erdem and Swait 

(1998) suggest that higher end luxury brands would not only produce a high quality 

product, but also select appropriate distribution channels (such as expensive retailers), 

packaging (exquisite materials and luxury colour-schemes) amongst other 

complimentary attributes. Such consistency, they suggest, enhances the brand and 

makes the product easier to market. Indeed, although the limited media interest at the 

ABG‘s closing ceremony had implications for leverage, the ceremony‘s poor link with 

the event subculture highlights an inconsistency within the overall product. This 

inconsistency, and the very limited media attention the augmentations received, 

therefore, demonstrates that event augmentations unrelated to an event‘s subculture not 

only limit opportunities for leverage (O‘Brien, 2007), but can also constrain the strength 

of an event‘s brand. This finding illustrates the first way in which an event‘s subculture 

can profoundly influence event branding and leverage. 

A second finding illustrates how targeted social/environmental issues that are 

relevant to an event subculture can be incorporated into an event‘s brand elements to 
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promote those issues to members of the event subculture. It was discussed in the earlier 

subsection on event subcultures that some sports‘ federations, which were not 

traditionally associated with beach sports, accepted certain aspects of the beach sports‘ 

ambience. It was argued that this phenomenon demonstrated that members may adopt 

values from a unifying subculture (cf. Schouten & McAlexander, 1995). This finding 

has implications for the works of Trendafilova and Chalip (2007) and O‘Brien and 

Chalip (2008). These authors suggest that social and environmental issues linked to a 

focal sport‘s subculture can be promoted to members in order to generate more enduring 

outcomes through sports participation and event hosting. However, the question of how 

such values could be integrated into a focal subculture has not been previously 

explored.  

So far, the discussion in subsection 5.1.2 has illustrated that an event‘s 

subculture can profoundly influence an event‘s brand. This influence was also 

conceptually demonstrated in Chapter 2 (see Figure 2.13). However, while the study of 

the ABG demonstrated that the event‘s brand was influenced by the event subculture, it 

also illustrated the potential for the event‘s brand to promote key environmental issues 

to members of the event subculture. While some researchers suggest that stakeholders 

may adopt values from a subculture (cf. Donnelly, 1981; Schouten & McAlexander, 

1995), others suggest that a similar phenomenon may occur with stakeholders adopting 

values that are reflected in a focal brand (cf. Balmer & Gray, 2003; Belk & Tumbat, 

2005; Muniz & O‘Guinn, 2001). It was found in Bali that merchandise bearing the 

event‘s brand elements was popular with visiting athletes and officials. Researchers 

suggest that brand elements can be used as a means to communicate targeted images to 

relevant stakeholders (cf. Green, et al., 2003; Schulenkorf, et al., 2009). It was discussed 

in Chapter 4 that one of the ABG‘s brand elements, the event‘s mascot, was based on a 

local endangered bird species, the Bali Starling. While the endangerment of the Bali 
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Starling was an issue relevant to the Bali community, it had no link to the event‘s 

beach-sport subculture. However, event-related merchandise (featuring the event‘s 

mascot) was still popular with visiting athletes and officials who wished to take home 

tangible memories from their event experiences (Setiawati, 2008b). The environmental 

theme linked to the mascot, however, had no relevance to these visitors, as it was a 

purely local issue. Indeed, both O‘Brien and Chalip (2008) and Trendafilova and Chalip 

(2007) suggest that organisers should target social and environmental issues that can be 

aligned to the values of an event‘s focal subculture in order to have real and lasting 

ramifications. Therefore, had the organisers of the ABG been more strategic about 

selecting environmental issues more relevant to the event‘s subculture, the sale of event 

merchandise, bearing the event‘s brand elements, could have been further utilised to 

promote these issues. This finding is interesting because it suggests that not only does 

an event subculture influence an event‘s brand, but elements of an event‘s brand may 

also be utilised to promote targeted issues to members of an event subculture. This 

extends the work of Trendafilova and Chalip (2007) and O‘Brien and Chalip (2008) as 

it demonstrates the potential an event‘s brand elements can hold for promoting relevant 

environmental or social issues to members of a focal sport subculture. This relationship 

also illustrates a link between an event‘s brand elements and leverage. The contribution 

of event branding to triple bottom line event leverage, however, is discussed in detail in 

the next section. 

 

5.1.3 The Event’s Brand and Triple Bottom Line Leverage 

The discussion in this subsection is based on research question three: ―How can 

internal stakeholders integrate the event brand to facilitate the triple bottom line 

leverage of sport events?‖ This subsection is further divided into two parts; the first of 

which highlights networking as a key tool that existed at the Macau and Bali Games for 
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economic, social, and environmental leverage. The second part of this subsection 

specifically addresses the potential to utilise an event‘s brand to maximise leverage. 

 

Networking: A Tool for Triple Bottom Line Leverage 

While networking has been highlighted as one of the key tools for event 

leverage (cf. Chalip, 2004; O‘Brien, 2006), there is only limited understanding about 

the different types of networks that exist within the event management context. 

According to Olkkonen (2001, p. 312) networks, in the management context, are 

―associated or bonded structures‖ that represent the complex relationships an 

organisation maintains with various stakeholder groups. While networks have been 

studied in the event management context from the perspective of leverage (cf. Chalip, 

2004; O‘Brien 2006; 2007, O‘Brien & Gardiner, 2006) and branding (cf. Merrilees, et 

al., 2005; Mossberg & Getz, 2006; Parent & Séguin, 2008), the findings from this 

research help further deepen our understanding of the use of networking in sport events 

and its role in leveraging these events for triple bottom line outcomes. In the ensuing 

paragraphs, two types of networks and their role in realising economic, social and 

environmental outcomes are discussed.  

The first type of network is the political networks that were enhanced through 

the Macau AIG and Bali ABG. The results in Chapter 4 highlighted the focus of both 

MAIGOC and BABGOC on the utilisation of their respective events to strengthen 

political networks (―keeping face‖) for their respective national governments and sport 

governing bodies. Organisers of the 2007 AIG and the preceding multisport events in 

Macau saw the events as an opportunity to reinforce the destination‘s image within the 

circle of visiting sports delegates. The networking with visiting sports delegates enabled 

Macau to host many Olympic teams, including the British, Brazilian and Portuguese 

Olympic teams, for pre-Olympic training camps in 2008. This was a key economic 
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benefit the Macau government realised through the political networks that were 

enhanced during the EAG, LG and the AIG.  

Similarly, the organisers of the Bali ABG relied on networking with visiting 

delegates as a means to realising the broad objective of enhancing sport tourism. The 

organisers viewed the Games as an opportunity to showcase their event hosting 

capabilities to visiting sport delegations. As was discussed in section 4.3, the 

International Handball Federation delegates indicated an interest in organising future 

beach handball tournaments in Bali, having directly experienced the quality of 

BABGOC‘s organising capabilities. The event organisers, therefore, attributed this 

potential benefit to the hosting of the 2008 Games. That is, as visiting delegates 

experienced the atmosphere first-hand, and saw the capabilities of the event organisers, 

they developed more trust in them and sought to facilitate repeat business in the form of 

future events.  

The type of political networking described in Macau and Bali has been 

discussed in the event leveraging literature. O‘Brien and Gardiner (2006) explore how 

three Australian cities secured and leveraged pre-Olympic training camps before the 

Sydney 2000 Olympics. They highlighted how networking played a key role in 

attracting Olympic teams and federations, and how some stakeholders invested 

resources in maintaining those networks for longer-term business facilitation. Similarly, 

O‘Brien (2006) finds the presence of such networking during the Sydney Olympics, 

where the Business Club Australia (BCA) leveraging initiative provided Australian 

companies with a platform to enhance networks with international corporate actors. 

These studies on event leverage have primarily focused on the political networks that 

can be attained through event hosting. However, this study also found a second type of 

network that contributed to leverage. This second network type was the operational 

networks that were formed for the successful delivery of the events. These networks 
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were formed between the events‘ organisers and key external stakeholders that 

contributed to the effective delivery of the event, such as, sponsors, media, local 

government agencies, and relevant charity groups. Evidence of such operational 

networks was found at both the Macau AIG and Bali ABG, as demonstrated in the 

ensuing discussion.  

The network the events‘ organisers formed with sponsors, media and community 

groups were crucial for the successful delivery of the respective events. In Macau, it 

was found that MAIGOC considered the Venetian and CCTV to be key partners of the 

event. Both event partners owned resources that had the potential to contribute to 

economic leverage. MAIGOC considered both stakeholders to add a level of 

sophistication to the event‘s brand as presented to visiting delegates. The Venetian was 

a luxurious hotel with an image of sophistication, while CCTV possessed skills to 

organise a grand opening ceremony – both of which contributed positively to the 

event‘s brand (see section 5.1.1) and were regarded highly by visiting delegates. As 

political networking with visiting delegates was a key strategy to attract future sport-

related opportunities, MAIGOC‘s operational network with the Venetian and CCTV, 

therefore, indirectly contributed to strengthening its political networks with visiting 

sport delegations. This relationship between the operational network and political 

network can also be explained with a look at O‘Brien‘s (2006) work. In his study, 

O‘Brien (2006) finds that the Australian Trade Commission‘s (Austrade) partnership 

with the organisers of the Sydney Olympics enabled them to develop the BCA as a 

platform for Australian corporate actors to network with their international counterparts 

during the event. In this context, while the actual networking among Australian and 

international corporations can be justified as political networking realised during the 

event period, it was the pre-event operational network between the organisers and 

Austrade that helped formulate the platform required for such political networking. 
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Furthermore, the event network O‘Brien (2006) describes in his study is primarily based 

on the partnership between the sport event organiser and a government agency, and is 

fundamentally an operational network. The need for such operational networks with 

government agencies, particularly tourism agencies, has also been argued in other 

studies (cf. Chalip, 2004; Chalip & Leyns, 2002; Weed, 2003). However, the case of the 

Macau AIG specifically demonstrated that the event‘s sponsors can also contribute 

specific resources, which can boost the event‘s brand image and further enhance the 

political networks realised through the event and contribute to leverage. This is 

significant because although the need for a sound network between event organisers and 

the event‘s sponsors and suppliers has been discussed from a branding perspective 

(Merrilees, et al., 2005; Parent & Séguin, 2008), the findings from this study suggest 

that such operational networks with sponsors and suppliers can also contribute resources 

that can enhance the event‘s image and further support the political networking platform 

for event hosts. That is, as support from sponsors and suppliers helps improve the 

quality and presentation of the event, it also enhances the image of the event (and the 

image of the host‘s organising capabilities), enabling event hosts to be perceived 

positively by visiting delegates and build constructive relationships thereafter. 

Therefore, while the works of Merrilees, et al. (2005), Parent and Séguin (2008) and 

Parent, Beaupre and Séguin (2009) have highlighted the need for such operational 

networks pre-event to successfully host an event, this study extends their work into the 

benefits such operational networks can have for realising long-term leverage through 

political networking for event hosts.  

Additionally, the potential of such operational networks in facilitating social or 

environmental outcomes was also found during this study. In Bali, for instance, the 

ABG‘s environmental program demonstrated how a network between the event 

organiser, sponsor, local charity group and media resulted in the development and 
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promotion of an environmental program. O‘Brien and Chalip (2008) have conceptually 

argued that event organisers can readily find resources, available through strategic 

partnerships with government agencies and community groups, to develop relevant 

programs for social and environmental leverage that can be tied to the event. Such 

cause-related campaigns not only contribute to a strong bond between stakeholders and 

the event brand (cf. Filo, et al., 2008), but also assist in generating immediate and long-

term social outcomes through an event. The use of operational networks in Macau and 

Bali to generate more enduring environmental and social outcomes, therefore, provide 

much needed empirical support for O‘Brien and Chalip‘s (2008) conceptual argument 

that posits partnerships among key event stakeholders as key facilitators of social and/or 

environmental event leverage. Interestingly, Macau‘s opportunity for social leverage 

highlighted in section 4.4.1, where the Venetian Hotel‘s responsible gaming program 

could have been, but was not, utilised by AIG organisers to address Macau‘s gambling-

related social problems, provides a salutary exemplar of how easily the potentials of 

such partnerships can be missed. 

Overall, the findings discussed in this subsection have deepened our 

understanding of event-related networks by proposing two broad classifications of 

networks: political networks and operational networks. While researchers have 

proposed the use of networks (also referring to partnerships, alliances, or other related 

terms) as a tool for event leverage (cf. Chalip, 2004; O‘Brien, 2006, 2007; O‘Brien & 

Gardiner, 2006), or as a means to enhance an event‘s brand (cf. Merrilees, et al., 2005; 

Mossberg & Getz, 2006), the findings from this study have highlighted that sound 

operational networks can help develop or strengthen political networks during the event. 

A key difference between these networks is based on the timelines of when they can be 

developed. That is, the political networks, which are formed between the event hosts 

and visiting delegates, are primarily developed during the event period and maintained 
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thereafter. Meanwhile, the operational networks, developed between the event organiser 

and government agencies, sponsors, media and community groups, assist in the delivery 

of the event itself and must, therefore, be realised pre-event. Successful operational 

networks may also be carried forward into the solicitation and hosting of future events 

(O‘Brien, 2007). The findings of this study demonstrate that sound operational networks 

are not only key contributing factors to the event‘s brand (cf. Parent & Séguin, 2008) 

but also to strengthening political networks during the event, thus contributing to 

potential long-term economic outcomes. While this finding supports Chalip (2004), 

O‘Brien (2006) and Weed (2003), among others, who suggest that partnerships with 

government agencies are key to realising long-term economic outcomes through event 

hosting, it also extends their work by demonstrating that operational networks with 

sponsors and suppliers can contribute to the event‘s brand and indirectly strengthen 

political networks during the event. The role of operational networks in facilitating 

social and environmental leverage has also been discussed, thus providing much needed 

empirical support for O‘Brien and Chalip‘s (2008) conceptual proposition. Additional 

findings have also demonstrated how an event‘s brand can contribute to triple bottom 

line leverage, as discussed in the ensuing subsection. 

 

Maximising Leverage through the Event Brand  

While the previous subsection discussed event networks, and networking 

strategies as key opportunities for event leverage at the focal events in Macau and Bali, 

this subsection specifically reviews the role of the events‘ respective brands further 

contributing to leveraging outcomes. Essentially, two perspectives emerged on how 

event leverage can be maximised through branding. The first perspective suggests that 

an event‘s brand plays a crucial role in generating opportunities for leverage; while the 

second perspective addresses the utility of the event brand (particularly the brand 
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elements) as a medium to communicate with stakeholders and support a broader 

leveraging strategy.    

As discussed earlier, researchers have previously posited event visitors and 

media to be opportunities for short- and long-term event leverage. However, these 

studies have been based on either mega-sport events (cf. Chalip, 2004; O‘Brien, 2006), 

or well-established regional events (cf. O‘Brien 2007). In their work, Parent and Séguin 

(2008) suggest that mega-events, such as the Olympics and FIFA World Cup, have a 

strong recognisable brand. The same can be said for established recurring regional 

events that have been part of a community‘s event portfolio for many years, such as the 

Edinburgh International Festival, or the Melbourne Cup (horse-racing). Leone, et al. 

(2006) emphasise that a strong brand can attract the interest of stakeholders like 

customers, employees, among others, towards the branded product. In a like manner, it 

can be said that as previous studies on leverage focused on established event brands, the 

presence of event visitors and media was a given, as these stakeholders were attracted to 

a recognised event brand. This study, however, focused on two major sport events that 

had little or no history to build their respective brands on, as the Macau Asian Indoor 

Games was in its second edition, and the Bali Asian Beach Games was an inaugural 

event. Both events, therefore, presented an opportunity to explore how new events 

attract media and spectators to generate leveraging outcomes. 

The case study of the Bali ABG in particular, enabled me to explore how the 

event‘s branding was a key opportunity to attract media and spectators to the event.  As 

discussed in Chapter 4, organisers of the Bali ABG struggled for funding, which 

resulted in very limited event promotion, both within Indonesia and internationally. 

Interviewees noted that the low-level of awareness also made it difficult to attract 

sponsors. At the same time, as highlighted by the event‘s press service manager, the 

international media was not interested in covering the event, as they felt that, as a new 



228 
 

event, it was not ―big‖ enough to cover. Indeed, international staff members within the 

organising committee highlighted that the event had failed to create a ―buzz‖, which led 

to a low-level of awareness internationally. This lack of international profile severely 

limited interest and attendance from overseas media and spectators. This illustrates a 

key link between event branding and leverage in that, while Chalip (2004), O‘Brien 

(2006; 2007), and O‘Brien and Chalip (2008) propose event media and visitors as 

opportunities for leverage, each study presupposes that these stakeholders will be 

present at major sport events. Indeed, the cases explored by Chalip (2004) and O‘Brien 

(2006; 2007) did generate notable media coverage and visitation. However, as the ABG 

in Bali was an inaugural event, the findings demonstrate that a weak event brand makes 

attracting media and spectators difficult, which, in turn, limits the potential for any form 

of leverage. Therefore, this study has contributed to the literature on event leverage by 

highlighting the importance of event branding in attracting visiting media and 

spectators, stakeholders that are at the core of realising positive leveraging outcomes. 

Related to the above discussion, this study also illustrates the link between event 

branding and community support for an event. Community support has been posited as 

a key component for event leverage (Costa & Chalip, 2005; O‘Brien, 2007). According 

to O‘Brien (2007), community support for an event enables event organisers to form 

partnerships with local businesses, which can contribute positively to the event‘s 

success and leverage. In Bali, the community displayed a low-level of support for the 

ABG pre-event, particularly local hoteliers, which made it difficult for BABGOC to 

actually organise the event. However, the findings from this study extend O‘Brien‘s 

(2007) work, as they highlight that community support was profoundly impacted by the 

event‘s brand. Data presented in Chapter 4 revealed that as BABGOC officials 

struggled to secure funding for the event, the event received negative publicity in the 

local press, which depicted the organisers as ―knocking on doors‖ for funds with 
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minimal government backing. This not only made it difficult for the event to attract 

sponsors, but also made it hard to guarantee payments to suppliers, particularly hotels, 

which were needed for accommodating visiting athletes and officials. The event‘s 

Marketing Director discussed how the event‘s brand was ―damaged‖ locally, as 

suppliers felt that the event organisers would eventually be unable to pay for the booked 

rooms and services. From the broader realm of marketing research, Delgado-Ballester, 

Munuera-Alemán and Yagüe-Guillén (2003) suggest that the essence of marketing and 

branding is to generate a bond of trust between consumers and an organisation. The 

same principles of branding can, therefore, be extended to the event management 

context. That is, a strong event brand contributes to a level of trust between the event 

organisers and key stakeholders, which is crucial to gain support from local businesses. 

This link between the event brand and community support, however, can be further 

extended to the relationship between event branding and communitas. 

A low level of community support was also recorded in Macau during the AIG. 

It was found that the lack of support was largely the result of budget overruns from the 

2005 EAG. Moreover, it was highlighted in Chapter 4 that MAIGOC, instead of 

investing in AIG-related promotions locally, chose to reduce the ―community support‖ 

component of the event budget – money reserved for event promotions locally. 

According to O‘Brien (2007), host community support can enhance an event‘s 

celebratory aspects, which can entice visitor spending and lengthen their stay in the host 

region. Meanwhile, Chalip (2006) and O‘Brien and Chalip (2008) suggest that the 

celebratory aspects engendered in major sport events are central to engendering the 

leverageable resource of communitas. In Macau, a degree of communitas was found 

among internal stakeholders as many event employees and volunteers expressed a bond 

with the AIG. A ―degree of communitas‖ in this context refers to the fact that although 

the incidents noted did not specifically highlight that the employees at the Macau AIG 
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paid less attention to social distinction during the event, the incidents do suggest that the 

employees and volunteers flowed with the celebratory stride of the event. This ‗flow 

with the celebratory stride of the event‘ fits part of the definition of communitas as was 

discussed earlier in Chapter 2. The employees and volunteers exhibited this by 

celebrating elements of the event‘s brand, such as the logo and theme song, to express 

their affiliation with the event. From a corporate branding perspective, Balmer and Gray 

(2003) suggest that a brand does not only play a role in the construction of identities of 

customers, but also other stakeholders, such as employees. In Macau, however, such a 

bond was found only among event employees and volunteers and not among members 

of the general public, primarily because there was a low level of awareness of the event 

due to limited pre-event promotions. However, the bond expressed by the event‘s 

volunteers and employees also suggests that, had MAIGOC invested in event-related 

promotions locally to establish a strong event brand, a similar bond may have emerged 

throughout the community. Notwithstanding that, the bond demonstrated by event 

employees and volunteers towards the brand elements suggests a link between 

communitas and event branding. This is a significant finding because no prior studies 

have explored this possibility that a strong event brand can act as a tool to stimulate 

communitas and help stakeholders develop a strong bond with the event. 

While a degree of communitas was found only among event employees and 

volunteers in Macau, in Bali, such a bond was also demonstrated among members of the 

general public. The success of Indonesian athletes during the Bali ABG had a direct 

impact on the event‘s brand, while also contributing to a degree of communitas among 

the local population. As discussed in section 4.3, a few months before the ABG, when 

the event got hardly any promotions within Bali, the local population considered the 

ABG as an event for the expatriate population of Bali. Interviewees also suggested that 

there were some differences between the local population and the expatriates due to a 
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difference in lifestyles. However, during the event, significant local promotions along 

with the success of Indonesian athletes in sporting competitions strengthened the 

event‘s awareness which indirectly strengthened the event brand. Such activity further 

contributed to a degree of communitas as the locals eventually felt the event was also 

for them and not just the ―white expats.‖ Meanwhile a sense of pride and a ―feel good 

factor‖ within the Bali community emerged due to Indonesia‘s sporting performances. 

This presents a dimension of event leverage that has not been previously discussed in 

the literature, that is, the event brand can act as a tool to stimulate communitas. 

However, more specifically, it also contributes to the literature on event branding, as it 

highlights that success of national athletes can have a considerable impact on the 

event‘s brand due to the notable local press coverage such performances can gain. This 

point will be addressed in detail in section 5.3 as part of the study‘s implications for 

theory.  

 

 

 

 

 

 

 

 

Figure 5.3. The event brand generating opportunities for event leverage. 
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events as key opportunities for triple bottom line leverage, this study demonstrates the 

role that a strong event brand can play in facilitating such opportunities, as is illustrated 

in Figure 5.3. However, in addition to identifying the event brand as a means to attract 

opportunities for leverage, this study also found that opportunities exist to utilise an 

event brand as a resource for leverage. 

This study found that the brand elements of both the AIG and ABG had 

potential to be utilised for leverage. Brand elements, such as the name, logo, and design 

primarily enable customers to differentiate between competing service providers 

(Kotler, 1994). In the event management context, as research on event branding is scant, 

there are few studies that discuss an event‘s brand elements. Surprisingly, the only study 

related to event logos is focused on the development of a destination‘s image (Green, 

Costa & Fitzgerald, 2003), which has been a commonly cited outcome of strategic 

economic leverage (cf. Chalip, 2004).  In their study, Green, et al. (2003) find that event 

logos can be a significant opportunity for host destinations to gain exposure through the 

use of event media. As discussed in Chapter 2, they suggest that as the event‘s logo 

gains substantial media coverage, clearly incorporating the destination‘s name and 

unique sights within the logo can help differentiate the city from its competitors (Green 

et al., 2003). Indeed, Hem and Iversen (2004) suggest in the context of destination 

branding that a destination‘s logo should be strategically considered in order to speed up 

recognition of the destination by targeted stakeholders. In a like manner, as events are 

justified as powerful tools to enhance a destination‘s image (Brown, et al., 2002), the 

same strategic view must be considered when designing an event‘s logo. The logos of 

the Macau and Bali Games, as presented in the appendices, did utilise the names of their 

respective destinations in large fonts. That is, the words ―Macau 2007‖ and ―Bali 2008‖ 

were much larger than the event title. However, unlike the case in Green et al.‘s (2003) 

study, the organisers of the two events focused their logos‘ imagery primarily on their 
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respective event concepts, rather than iconic landmark sites of Macau and Bali. One of 

the reasons behind this strategy was the strong influence the OCA had over the events‘ 

organisers (see section 5.1.1), as the OCA expected both events‘ organisers to 

strengthen and promote the events‘ respective concepts. While the focus of the ABG‘s 

logo on the event‘s beach-sports concept may have still complemented Bali‘s overall 

image due to the fit between the destination image and event subculture (see section 

5.1.2), in Macau, the AIG‘s logo based on the indoor sports concept added little value 

for the destination‘s promotion visually. These issues are, highlighted further in section 

5.4 as part of the managerial implications of this study. 

The findings from this study further extended Green et al.‘s (2003) work to the 

use of brand elements (including the logo) as part of a broader social/environmental 

leveraging strategy, as discussed in the ensuing paragraphs. The use of brand elements 

to communicate with stakeholders has been cogently argued in the marketing literature. 

For instance, Morgan, et al. (2003, p. 286), suggest that brand elements can 

communicate a ―promise of value.‖ Similarly, Kalland (1993) highlights the 

significance of logos and symbols to represent environmental consciousness; as he 

suggests, ―Some buy totem emblems to stick on their jackets or windscreens to display 

their green state of mind‖ (p. 6). The use of brand elements to highlight 

social/environmental concerns can be readily extended to the event management 

context. Indeed, it was found that organisers of both events utilised some elements of 

their respective events‘ brands to emphasise environmental or social aspects.  

In Macau, symbols to express the event‘s commitment to environmental and 

social aspects were incorporated within the event‘s logo. The logo utilised a Chinese 

symbol for ―people‖ and two green strokes that represented the event‘s commitment to 

the environment. The data presented in section 4.3 revealed that while most employees 

and volunteers identified the ―people‖ aspect of the event‘s logo, very few identified the 
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meaning behind the green strokes. This highlighted the benefit of utilising simplified 

symbols, or those that can be easily comprehended by target audiences. However, it was 

also noted in section 4.5 that, rather than forming part of a broader environmental or 

social strategy, the use of such symbols within the event‘s logo was, to an extent, 

merely a means to ―green-wash‖ the Macau Games. While the event‘s mascot was 

based on an endangered species, and event organisers hoped to ―remind‖ the public of 

its endangered status, there was minimal promotional material that specifically 

addressed this conservation-related issue in any meaningful way. Brady (2003) 

advocates the need to align brand elements to actual values of environmental and social 

responsibility in order to realise any real benefits from such practices. Additionally, 

Winn and Angell (2000) suggest that setting such directions is dependent on top 

management values, which, in the case of the AIG, displayed little concern for actual 

environmental/social leverage attainable through event hosting (as discussed in section 

5.1.1). As a result, the environmental and social dimensions of the logo and mascot had 

little or no value due to a weak promotional strategy and the lack of a strategically 

targeted program that focused on social/environmental issues.  

In Bali, the event‘s mascot was also based on an endangered species and was 

utilised as part of the event‘s environmental program. The environmental program, as 

discussed in Chapter 4, was developed primarily for the event‘s prestige partner. And, 

although the environmental program received some local press coverage, many 

volunteers and employees, including BABGOC Directors, knew very little about the 

actual program. Moreover, as discussed in section 4.2, the program itself had little 

relevance to the event‘s beach-sport subculture. In his study, O‘Brien (2007) found that 

incorporating values from the focal sport subculture within an event‘s augmentations 

can contribute to leverage for economic outcomes. Extending that logic to 

environmental leverage, as event organisers attempted to utilise elements of the event‘s 
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brand to generate awareness of a targeted environmental issue, it is worth considering 

the relevance of such elements to the focal subculture in the first place. Ideally, if the 

event subculture fits with the destination‘s image, there would be opportunities to 

develop environmental initiatives relevant not only to the community, but the event 

subculture as well. In Bali, there were many environmental issues that had a better fit 

with the event subculture, such as, conservation of sea-turtles or drawing attention to 

coastal erosion and/or pollution. However, due to the issues BABGOC directors faced 

when gathering event funding, the organisers were left with little time to strategically 

develop such linkages and the requisite opportunities for leverage and sustainable 

environmental benefits for the host community.  

In addition to event brand elements, event merchandise also presented 

opportunities to highlight social and environmental issues relevant to the event and its 

stakeholders. In the same way that Green et al (2003) demonstrate the utility of event 

logos for event leverage, this study suggests event merchandise holds similar, though 

previously unexplored, potential for leveraging outcomes. As discussed in section 4.3, 

the merchandise sold at the Bali Games was extremely popular with visiting athletes 

and officials who wished to take home mementos or gifts from their event experience. 

Wilson (1999) posits that symbols from past experiences can impact personal identities 

as, ―these symbols become more personal, as we, in some ways, construct our identities 

from that which is available to us culturally‖ (p. 297). Meanwhile, O‘Brien and Chalip 

(2008) argue that for social leverage to be most effective, event augmentations should 

align with focal sport subcultures. Although the potential benefits from integrating 

properly targeted environmental themes relevant to the broader beach-sport subculture 

within the event merchandising strategy went unrealised, the study‘s findings suggest 

that alignment among focal sport subcultures, event augmentations, and event 
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merchandise holds utility for enduring social/environmental leveraging outcomes. Such 

alignment also has clear implications for consistency in event branding.  

Event merchandise was also relevant to internal stakeholders. It was highlighted 

in section 4.3 that volunteers and employees collected tie pins that they received as part 

of the volunteer program, and from sponsors and visiting delegates. The pins produced 

by event organisers at the Macau and Bali Games were based on the events‘ respective 

mascots and logos. Given that the pins were very popular among event staff (cf. 

VANOC, 2006), they were another unrealised opportunity to communicate 

environmental/social themes to these internal stakeholders. The findings from this 

study, therefore, demonstrate the popularity of event-related merchandise for internal 

and external stakeholders, and the unrealised leveraging opportunities stemming from 

this popularity. This adds a new dimension to theoretical discussions addressing the 

leverage of sport-based subcultures (cf. Green, 2001; Green & Chalip, 1998; O‘Brien, 

2007; O‘Brien & Chalip, 2008) as it highlights the potential that event-related 

merchandise holds for focusing the attention of relevant stakeholders on targeted 

environmental and/or social issues.  

The foregoing discussion has illustrated how a sport event‘s brand can 

contribute to triple bottom line leverage. The discussion suggests that the event brand 

can attract opportunities for leverage, namely, event visitors, media and communitas. 

Additionally, it was also found that a sport event‘s brand can be utilised as part of a 

broader leveraging strategy to promote the destination‘s image, while also highlighting 

social and/or environmental issues relevant to the targeted stakeholders. From a broader 

perspective of strategies for leverage, this section also emphasised the potential 

networking opportunities available at major sport events. Two types of networks were 

found, namely, political and operational, which deepened previous understandings 

about event-related networks. The following section presents conclusions about the 
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central research problem, and makes use of the key findings from the three research 

questions to highlight the findings in a diagrammatic form, which illustrates how event 

organisers can maximise triple bottom line leverage through sport event branding.  

 

5.2 Conclusions about the Research Problem 

This section integrates the discussion from subsections 5.1.1 to 5.1.3 to present 

conclusions about the research problem. The research problem was focused on 

investigating the relationship between sport event branding and triple bottom line 

leverage from an internal stakeholder perspective. Section 5.1 focused on the three 

research questions which were drafted in order to help address the research problem. 

The findings from these three research questions have been collated in this section to 

highlight the findings in a diagrammatic form which illustrate the relationship between 

event branding and leverage, while more specifically, highlighting how triple bottom 

line leverage can be maximised through event branding. This diagram is the main focus 

of this section and is illustrated in Figure 5.4. The section ends with a brief summary. 

The first aspect of Figure 5.4 emerges from the discussion in subsection 5.1.1, 

which highlighted how external stakeholders influenced the AIG and ABG brands. 

Supporting Hede‘s (2008) discussion, the findings from this study suggested that key 

external stakeholders at both research sites had a focus on social and environmental 

responsibility, along with the economic bottom line. However, while Hede‘s (2008) 

discussion is limited to the influence these stakeholders‘ interests have on the 

management of the event, this study, more specifically, addresses how the involvement 

of key stakeholders influenced the events‘ respective brands. This perspective was 

based on the literature from the broader realm of corporate and sustainable branding, 

which suggests that values of key stakeholders influence a corporation‘s brand (cf. 

Balmer & Gray, 2003; de Chernatony, 2002; Maio, 2003). In Macau, the relationship  
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in the relationship between BABGOC, its tier one sponsor, Pertamina, and the local 

non-profit association, FNPF. This influence of external stakeholders on event branding, 

which was discussed in detail in section 5.1.1, is also illustrated in Figure 5.4 as the 

values of economic, social and environmental responsibility are shared by key external 

stakeholders that then influence the event‘s brand through the event‘s leadership group. 

In addition, it was highlighted in section 5.1.1 that some external stakeholders from the 

stakeholder groups of ―influential community groups‖ and ―event partners‖ may also 

contribute resources such as transfer of image, skills and knowledge. The influence of 

these stakeholders, through the resources they contribute, is also taken into 

consideration in Figure 5.4. Therefore, this aspect of Figure 5.4 has been adapted from 

Figure 5.1 illustrated earlier in subsection 5.1.1. 

The second aspect of Figure 5.4 is adapted from the discussion in subsection 

5.1.2, which addressed the relationship between an event‘s brand, the event subculture, 

and the host destination‘s image. The symbiotic relationship between an event brand 

and a host destination‘s image has been discussed by Chalip (2004) and was also 

demonstrated in the case of the Bali ABG. This is illustrated in Figure 5.4, as key 

stakeholders from the influential community group, which includes the tourism 

authority and other government agencies, develop the host destination‘s image. This 

destination image shares a two-way arrow with the event brand, illustrating this 

symbiotic relationship. In addition, the findings from this study also illustrate a 

symbiotic relationship between the event brand and event subculture. This is illustrated 

in Figure 5.4 as the event subculture shares a two-way arrow with the event brand. 

Figure 5.4 also highlights that the event subculture emerges, at least in part, from the 

event concept, which is primarily set by the event owner and affiliated sport governing 

bodies. The event owner and affiliated sports governing bodies form part of the visiting 

sports delegates stakeholder group. This symbiotic relationship between the event 
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subculture and event brand was demonstrated in subsection 5.1.2 where the potential 

use of the event‘s brand elements and merchandise in addressing and changing attitudes 

of event stakeholders towards targeted issues was discussed. This finding, therefore, 

extended the work of Trendafilova and Chalip (2007) and O‘Brien and Chalip (2008), 

as it illustrated how an event‘s brand elements can be utilised to promote concern for 

environmental and social issues to members of a focal subculture, thus demonstrating 

the relationship between an event‘s brand, its subculture, and triple bottom line 

leverage. The process must, however, first start with an intention to leverage. The 

impact the event subculture and destination image has on the event brand also extends 

the work of Parent and Séguin (2008). However, this extension is discussed in further 

detail in section 5.3.   

The success of host nation athletes during the event can also impact the event‘s 

brand, while enhancing the sense of communitas. As illustrated in Figure 5.4, the 

influential community group, which includes the national sports authority and national 

athletes, influences the performance of the host nation‘s athletes. Although the success 

of host nation athletes cannot be guaranteed, research investigating ―home-court 

advantage‖ suggests that local support can contribute significantly to the performance of 

home teams (cf. Greer, 1983). Moreover, ―success‖ of national athletes does not 

necessarily mean that these athletes top the medal tables. Rather, it essentially means 

that the performance of the national athletes is viewed as exceptional by the host 

community. In Chapter 4 it was highlighted that the Indonesian sports teams appeared 

to have ―a bit of a losing mentality‖ before the ABG, as they set modest expectations. 

However, the unexpected success of the Indonesian teams created excitement within the 

local community, which strengthened the event‘s brand and engendered a degree of 

communitas. These findings are discussed further in section 5.3 as they extend the work 

of Parent and Séguin (2008) and Chalip (2006).  
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The role of an event‘s brand in attracting opportunities for leverage is also 

illustrated in Figure 5.4. Partly adapted from Figure 5.3 discussed earlier, Figure 5.4 

highlights how communitas, event visitors and media, which have been identified as 

opportunities for leverage (Chalip, 2004; O‘Brien, 2007; O‘Brien & Chalip, 2008) can 

be generated by the event brand. As discussed earlier in section 5.1.3, this is a 

significant finding, because while researchers studying event leverage have readily 

found such opportunities for leverage present at an event, this study demonstrates that 

an event must first have a recognisable brand in order to attract any such opportunities 

for leverage. This finding highlights one aspect of the relationship between the event 

brand and triple bottom line leverage of an event. 

Figure 5.4 also highlights that the event brand can be readily utilised to support a 

broader strategy for leverage. It was highlighted in subsection 5.1.3 that although an 

event‘s brand elements can be utilised to promote the host destination and targeted 

social and environmental issues, there must be a broader strategy to actually leverage 

for such outcomes. As suggested by Chalip (2004) and O‘Brien (2006), event leverage 

is a strategic activity, whereby event organisers and related stakeholders must first have 

an intention to leverage their events for desired outcomes. Accordingly, this study 

investigated the objectives behind the AIG and ABG, in order to identify the extent to 

which organisers had strategically planned for economic, social and environmental 

outcomes within their objectives. At both research sites, a focus on achieving economic 

outcomes was found. This focus primarily relied on the political networks that the 

organisers and host communities of the respective events could enhance. In Bali, an 

environmental program which utilised the event‘s brand elements also emerged based 

on the expectations of one of the event‘s key partners. Meanwhile, in Macau, the 

event‘s logo and mascot were linked to environmental themes. However, with no 

supporting program, opportunities to realise any positive environmental outcomes 
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through the AIG were thwarted. Nonetheless, this effort of somewhat green-washing the 

AIG brand was employed by organisers to strengthen their relationship with the IOC in 

order to further MAIGOC‘s objective to gain IOC membership. Such incidents, as 

discussed in subsection 5.1.3, highlight that the events‘ brands and their respective 

elements in fact had the potential to serve as part of a broader strategy for leverage. 

Although some immediate environmental outcomes were realised through the ABG‘s 

environmental program, this was primarily to accommodate the expectations of a key 

sponsor. Meanwhile the AIG‘s green-washing was primarily considered from a political 

networking perspective rather than to generate any real environmental benefits. Indeed, 

O‘Brien‘s (2006) statement rings true in this context, as he suggests that the 

opportunities that international events present are merely the ―seed capital‖ and it is to 

the hosts‘ discretion to utilise this capital for longer-term outcomes. Nonetheless, 

although leverage was poorly planned at the events, the organisers‘ use of brand 

elements highlighted another aspect of the relationship between an event‘s brand and 

potential leverage. That is, there is high potential utility in incorporating event brand 

elements into a broader event leveraging strategy for economic, social, and 

environmental outcomes.   

The final stage in Figure 5.4 is the communication of the event brand. In terms 

of communicating an event‘s brand, Figure 5.4 illustrates that while the event brand 

could help attract media, it simultaneously relies on the media for promotion. This has 

been discussed in the work of Parent and Séguin (2008) who note the role of event 

media in promoting the event brand to external stakeholders. This was particularly 

visible in Bali, where local business owners and potential sponsors showed little interest 

in the event due to its poor image in the local media. The brand is also directly 

communicated to internal stakeholders, such as volunteers and employees, and to 

external stakeholder groups. This is done through the internal communication that exists 
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within the organising committees, including employee and volunteer training. This 

communication medium has been emphasised in the broader brand management 

literature which suggests that the brand‘s core values are communicated throughout all 

levels of operation, as the leaders ―live‖ the brand (Burger, 2007; de Chernatony, 2002; 

Hatch and Schultz, 2003). The internal stakeholders then represent and communicate 

the event brand to external stakeholders (Balmer & Gray, 2003). This was evident in 

Bali as the uniforms selected for volunteers and employees blended with the event‘s 

beach sport subculture. Accordingly, Figure 5.4 illustrates that the event brand is not 

only communicated to internal and external stakeholders through the media, but the 

broader internal stakeholder group of employees and volunteers also communicates the 

event‘s brand back to external stakeholders.  

 

Summary 

Figure 5.4 has illustrated the relationship between a sport event‘s brand and 

triple bottom line leverage. The figure has been built from the figures presented earlier 

in section 5.1. As depicted in Figure 5.4, the event brand fits in as part of a broader 

triple bottom line leveraging strategy. It has been highlighted in section 5.1 and 5.2 that 

a strong event brand can help stimulate opportunities for leverage, namely, communitas, 

event visitors and media. Meanwhile, the role of an event‘s brand elements in 

promoting the host destination and targeted social or environmental issues has also been 

discussed. The figure has also illustrated that values for economic, social and 

environmental sustainability are expected by key external stakeholder groups. This 

influence of external stakeholders may force event organisers to consider tactics to 

leverage the event opportunity for enduring social or environmental outcomes, while the 

implications of such stakeholder expectations on event branding was also evident.  

Additionally, Figure 5.4 also highlights the main influential factors on an event‘s brand. 



244 
 

These factors include: the values of key external stakeholders; sport and event 

subcultures; host destination image; and last, the success of host nation athletes. These 

factors enhance our understanding of the event branding process and extend the work of 

Parent and Séguin (2008) as is explored in detail in the section that follows.  

 

5.3 Implications for Theory 

The discussion in this section specifically highlights how this study has 

contributed to the literatures on event branding and event leverage, respectively.  

 

5.3.1 Event Branding 

As discussed in Chapter 2, there is limited research on the branding of events, 

and even less specifically addressing sport events. In fact, the terms event marketing or 

event branding are frequently used in the context of experiential marketing to suggest 

how a brand can gain exposure by associating with an event (cf. Sneath, Finney & 

Close, 2005; Keller, 2003). While Merrilees, et al. (2005) and Mossberg and Getz 

(2006) have contributed some knowledge to branding in the event and festival 

management context, their investigations are primarily focused on how stakeholder 

relations impacted the brand, rather than on how an event‘s brand was actually 

developed. Getz (2005) briefly suggests that the majority of the responsibility lies with 

the event‘s leadership group, which will need to identify targeted stakeholders and 

develop appropriate logos and design to promote the event. The work of Parent and 

Séguin (2008), however, has been a first step towards a detailed analysis of an event‘s 

branding process. As was discussed in Chapter 2, Parent and Séguin (2008) suggest that 

the leadership group, nature of the event, and the event context, will contribute to the 

development of the event‘s brand. The findings from this study have further informed 

the latter two categories suggested by Parent and Séguin (2008): the nature of the event, 
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and the event context. The findings also suggest an additional contributing factor to the 

development of a sport event brand, namely, the success of host nation athletes. These 

extensions to Parent and Séguin‘s (2008) work are presented in the following 

subsections and illustrated in Figure 5.4.  

 

Extension to the Nature of the Event 

It was discussed in Chapter 2 that three perspectives conceptually emerge from 

what Parent and Séguin (2008) describe as ―the nature of the event‖. These three 

perspectives were the parent brand, the event concept, and the focal subculture. It was 

highlighted in Chapter 2 that Parent and Séguin (2008) suggest that the nature of the 

event is primarily designed by the event owner. However, the majority of Parent and 

Séguin‘s (2008) discussion is based on what can appropriately be termed as the parent 

brand. This parent brand refers to the strength of the event‘s brand (such as the 

Olympics brand) regardless of its local iteration (such as the Sydney Olympics). It was 

argued in Chapter 2 that in the case of a new event, where the parent brand would have 

relatively little influence, the event owner would still have some impact on the event‘s 

brand. Accordingly, the event concept and focal subculture were proposed as belonging 

to the Nature of the Event category in Chapter 2. The findings of this study, however, 

have assisted in empirically illustrating the appropriateness of these sub-categories 

within the Nature of the Event category.  

Although the parent brand was not applicable at the two new events being 

studied, the event concept did indeed influence the events‘ respective brands. It was 

argued in Chapter 2 that the event owner establishes the concept underpinning any focal 

event. This event concept then outlines a conceptual boundary within which the event 

organisers develop the event‘s brand. Such event concepts were found at both research 

sites in the form of the ―indoor‖ and ―beach‖ sports elements. In the case of this study, 
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while the findings demonstrate that the existing parent brands of the ―Asian Indoor 

Games‖ and ―Asian Beach Games‖ had no real history for organisers to build on, the 

actual concepts and ideologies behind these events still influenced the events‘ brands. 

This distinction between the parent brand, which is the main focus of Parent and 

Séguin‘s (2008) discussion, and the event concept is, therefore, the first extension this 

study makes to the work of these authors. 

Moreover, the findings from this study demonstrate that there is also the 

potential that an event concept may possess unique cultural elements to develop into an 

event subculture. The case of the Bali ABG demonstrated how the event‘s beach sports 

concept possessed certain cultural elements linked with a beach lifestyle. This beach 

lifestyle was reflected throughout various operational areas of the event, including the 

type of music played between competitions, presence of cheerleaders and the outfits 

worn by event staff and athletes. However, in Macau, it was found that the ―indoor 

sports‖ concept did not present sufficient distinct cultural elements that unified the 

varying sports featured in the AIG.  This, therefore, demonstrated that an event 

subculture exists only if the event concept presents sufficiently common cultural 

elements that can be utilised to integrate sport subcultures in a multisport event context. 

Consider the modern Olympic Games, for example, which derives its core values from 

the spirit of the ancient Olympics. Its association with ancient history, tradition and 

rituals (such as the torch relay) demonstrate a subculture which operates within the 

broader cultural dimensions of society, such as race and religion. At the same time, the 

subcultural elements of Olympism unify the varying sport subcultures that exist within 

the Olympic program. The same logic can also be applied to single-sport events. 

However, in a single-sport event context there may not be a notable difference between 

the event subculture and focal sport‘s subculture. Meanwhile, in such an event, the 

event concept would also be based primarily on the focal sport‘s subculture. This can be 
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viewed in O‘Brien‘s (2007) study of a surfing festival where the rituals adopted by the 

event were based on values inherent to the surfing subculture, which were also strongly 

represented in the event concept. 

Therefore, the findings of this study split Parent and Séguin‘s (2008) 

categorisation of the ―nature of the event‖ as a contributing factor to the event brand 

into three interlinked, but discrete, aspects. The factors are interlinked as they emerge 

primarily from the factors designed by the event owner, such as the event concept, and 

its successful parent brand established through regular iterations thereafter. The first 

factor focuses on the parent brand, which emerges from previous iterations of the event. 

However, the parent brand may have little or no influence in new events as there would 

be limited event history upon which to build. The second aspect is the event concept, 

which is based on the basic ideology behind the event. The third, which is inter-linked 

to the event concept, is the event subculture. This subculture plays a crucial role in 

unifying discrete sport subcultures featured within a multisport event context; while in a 

single-sport event context, the event subculture would be analogous to the focal sport‘s 

subculture. 

 

Extension to the Event Context 

In terms of the event context, Parent and Seguin (2008) discuss the need for strong 

networks within the host community. They primarily highlight the need for the 

organisation‘s leadership to have key networks with local government agencies and 

business owners, as their support will strengthen the event brand. This also emerges in 

the works of Jago, Chalip, Brown, Mules and Ali (2003), O‘Brien (2007), and O‘Brien 

and Chalip (2008), who each note that support from the local community is a key 

contributing factor to generating positive outcomes through an event. This view is 

supported by this study‘s findings where poor networks with government agencies, 
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particularly the tourism authorities at both events, impacted the respective events‘ 

promotion and leverage. 

In Chapter 2, the influence of a host destination‘s extant image on an event‘s 

brand was discussed as part of the broader event context category. Reference was 

primarily drawn from the work of Chalip (2004), who suggests that a symbiotic 

relationship exists between the destination image and event brand. The case of the Bali 

ABG empirically demonstrates Chalip‘s largely conceptual work. As discussed earlier, 

Bali‘s ―laid-back‖ image blended well with the event‘s beach-sport concept. More 

specifically, it was discussed that there was a fit between the destination‘s image and 

the event subculture, which, in turn, contributed to the event brand. Therefore, while 

both the destination‘s image (part of the event context) and the event subculture 

(emerging from the event concept), can influence the brand individually, a neat fit 

between them can will help strengthen the overall event brand.  

 

Success of Host Nation Athletes 

The successful sporting performance of host nation athletes has also emerged 

from this study as a contributing factor to a strong event brand. As discussed earlier in 

this section, Parent and Séguin (2008) suggest that if the event‘s parent brand is widely 

recognised within the local community, it will profoundly impact on the creation of the 

event brand. They illustrate this through the example of the Montreal 2005 FINA World 

Championships, suggesting that the parent brand had little value in Montreal as the 

locals knew very little about the FINA World Championships brand. However, they 

suggest that the brand would have more value in a host community like Australia 

(which hosted the 2007 championships), where aquatic sports are more popular. It can 

also be said that another reason why the brand would work better in Australia is because 

Australia has had several successful swimming athletes, such as Ian Thorpe, Grant 
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Hackett, Giaan Rooney and Michael Klim. Indeed, some researchers suggest that the 

success or failure of national athletes and the coverage they receive in local media can 

influence publics‘ motivations for participation in the sport (Bottenburg, 2002; Kruse & 

Quitzau, 2003). In a like manner, the success of national athletes can contribute to 

stronger interest in a focal sport event. This was demonstrated in the case of the Bali 

ABG where Indonesia, unexpectedly, topped the medal table at the event. This success 

generated greater interest from the local media and Indonesian community in the event, 

thus contributing to strengthening the event brand. 

 

5.3.2 Event Leverage 

The findings from this study have contributed to current understanding of 

strategic leverage in event management. As opposed to the traditional ―build it and 

benefits will come‖ mentality of hosting major sport events, this study has contributed 

knowledge to the area of event leverage, which is a more strategic view of organising 

events for immediate and long-term outcomes. At the same time, in line with recent 

works on triple bottom line leverage in sport events (Hede, 2008; Getz, 2009; O‘Brien 

& Chalip, 2008), this study has contributed knowledge to how event planners and key 

stakeholders can generate not only sustainable economic benefits for host communities, 

but also facilitate social and environmental outcomes through such events. Accordingly, 

this section is split into two areas for triple bottom line leverage. The first subsection 

discusses how this study has contributed to the area of economic leverage, while the 

second subsection focuses on social and environmental leverage. Although the sections 

have been discussed separately, some strategies feature in both sections. This overlap 

between the two subsections illustrates the synergies and cross-leveraging opportunities 

among the three bottom lines (Elkington, 1999; O‘Brien & Chalip, 2008).  
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Economic Leverage 

The findings of this study have extended the literature by demonstrating how an 

event‘s brand can facilitate key opportunities for leverage. Event visitors, consisting of 

participants and/or spectators visiting from outside the host region, and event media, are 

the two key opportunities for economic leverage from sport events (Green, 2003; Jago, 

et al., 2003; Chalip, 2004; O‘Brien, 2007). However, previous studies on event leverage 

have either focused on mega-sport events, such as the Sydney Olympics (cf. Chalip, 

2004; O‘Brien, 2006), or well-established regional sport events (cf. Green, 2003; 

O‘Brien 2007). Indeed, these authors note media and visitors as key opportunities for 

leverage as these stakeholders are naturally attracted to popular and established events. 

This attraction can, therefore, be linked to the earlier discussion on the parent brand. 

That is, as mega-events and established regional events have a previous history upon 

which to build, this history itself has the potential to attract visitors and media.  

However, as this study focused on two new events, there was limited or no history for 

the respective event organisers to build on. In Bali, particularly, attracting media 

attention to promote the event and, in turn, the destination, was a difficult task for event 

organisers due to a poor pre-event brand image. It was noted that the Indonesian media 

and the broader community viewed the event as struggling for funds, while the 

international media did not consider the event to be anything ―big‖ to cover. 

Accordingly, event staff suggested that money should have been initially spent on 

creating a ―buzz‖ that would have, in turn, generated interest from the media, sponsors 

and the local community. The role of paid advertisements and promotions has long been 

suggested as a key method to generate brand awareness (Aaker, 1996). Therefore, while 

the event brand, and its associated host destination‘s image, is communicated through 

the media (Parent and Séguin, 2008), awareness and a perceived legitimacy of the event 

itself is first required to attract media, visitors, and community support of the event. 
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This was the first contribution of this study to the event leverage literature. That is, the 

event brand was demonstrated as a means to attract media and visitors, both of which 

have been highlighted as opportunities for leverage. 

Two types of networks have also been found in this study. The importance of 

marketing-related networks to promote a global event brand locally has been discussed 

by Merrilees, et al. (2005). Parent and Séguin (2008) similarly highlight that the 

networks of the event‘s leadership will have a significant influence on the event‘s brand. 

That is, if the event‘s leadership is well connected with local and international media, 

business owners, and politicians, it will be easier to generate publicity, sponsors, and 

community support for the event. The importance of such networks has also emerged in 

this study as a key means to event leverage. Essentially, this study divided event-related 

networks into two categories. The first category - Political Networks - was based on 

how event organisers and government representatives could network with visiting sports 

and political delegates to attract future sport tourism-related opportunities. The second 

category - Operational Networks - involved networks among the event organisers and 

select stakeholders that were crucial for the successful delivery of the event but, 

simultaneously, contributed to immediate and long-term leverage of the events. 

Moreover, as was highlighted in section 5.2, the role of an event‘s brand within a 

broader event leverage strategy was evident; for instance, in Macau where the 

environmental themes within the event‘s logo were considered to abide by the IOC‘s 

values and strengthen relationships thereafter, while in Bali, the event‘s mascot 

represented the theme of the broader environmental program. This broader event 

leverage strategy would include such political and operational networks in order to 

successfully leverage the event for economic outcomes. While previous studies have 

highlighted networking as a key means to event leverage (cf. Berridge & McFee, 2002; 

Chalip, 2004; O‘Brien, 2006; 2007), this study has deepened our understanding of 
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event-related networks by proposing the classification of event-related networks into 

two broad groups.  

 

Social and Environmental Leverage 

The role of operational networks in social and environmental leverage of events 

has been explored in this study. The role of such networks has been conceptually 

discussed by O‘Brien and Chalip (2008), who note that a number of stakeholders, such 

as community groups, media, sponsors and event organisers, should work together to 

promote awareness of targeted social/environmental issues. The use of event networks 

in event marketing and sponsorship has also been discussed (cf. Olkkonen, 2001). The 

utility of such networks for leveraging social and environmental outcomes from sport 

events also emerged from this study. In Bali, the network between the event‘s sponsor, 

local community group, event media and event organisers was one example of how an 

operational network can contribute to environmental leverage. Opportunities for such 

leverage were also found in Macau, as organisers could have capitalised on an existing 

social program being operated by the event‘s key sponsor, the Venetian resort. 

However, this missed opportunity is discussed further in detail in section 5.4.  The 

availability of such operational networks and their utility in facilitating environmental 

and social leverage was, therefore, found through this study. This finding provides 

much needed empirical support for O‘Brien and Chalip‘s (2008) conceptual argument 

that posits partnerships among key event stakeholders as key facilitators of social and/or 

environmental event leverage.  

Another contribution of this work relates to how brand elements and promotions 

can assist in resonating concern for targeted social or environmental issues throughout a 

focal sport‘s subculture. The findings showed that internal stakeholders developed a 

bond with the Macau AIG‘s brand. Meanwhile, in Bali it was found that a degree of 
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communitas emerged within the local community once event-related theming was 

implemented in the city. These findings support, and empirically extend, Chalip‘s 

(2006) suggestion that event-related theming can enhance sociability and foster a sense 

of celebration. Indeed, as event theming is one aspect of an event‘s branding initiative, 

the role of an event‘s brand in generating communitas has been proposed in this study. 

Additionally, it was found that an event‘s brand elements can be utilised to highlight 

focal social and environmental issues. The use of an event‘s logo for destination 

promotion has already been posited by Green, et al. (2003). This study, however, 

demonstrated that the same strategy is applicable to leverage for social and/or 

environmental issues. Moreover, the popularity of event-related merchandise in Bali, 

bearing the event‘s brand elements, demonstrated the potential of event-related 

merchandise and brand elements to address social and environmental issues relevant to 

members of the event subculture.  

 

5.4 Implications for Practice 

 This study has implications for two broad event stakeholder groups. The first 

group is classified as the event hosts. This group includes the event organisers and other 

relevant stakeholders from the host community required for the strategic planning and 

delivery of the event. The second subsection is based on the implications for event 

owners.  

 

5.4.1 Event Hosts 

 In line with the research on event leverage, this study emphasises the need for a 

strategic approach to event planning (cf. Chalip, 2004; O‘Brien, 2006; 2007; Weed, 

2003). It was found that the objectives at both events were implicit in nature and had to 

be identified through interviews with internal stakeholders, rather than explicitly cited 
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through event documentation (see Section 4.1). This fact suggested high-level of 

ambiguity in the way the event hosts approached their respective events. Simply put, if 

event hosts have not clearly established a direction for ―why‖ the destination needs the 

event, most of the economic, social or environmental benefits realised, if any, will likely 

be happenstance rather than planned outcomes.  

In addition, the role of networks within the event context has been highlighted as 

central to leverage. While enhancing political networks through international multisport 

events appears to be a key focus of many event organisers (cf. O‘Brien & Gardiner, 

2006), there are many opportunities to be realised through the operational networks 

developed for the delivery of the event itself. Some of the operational networks 

described in this thesis exist in many major sport events; for example, the relationship 

between sponsors and event organisers and media. While such operational networks are 

often established pre-event for the successful organising of the focal event, the 

outcomes realised through such networks need not be short-lived (cf. O‘Brien, 2007). 

This study highlights the need for a sound operational network where relevant 

stakeholders adopt a strategic and collaborative view to achieving a ―win-win‖ situation 

for themselves and each other, while maximising short-term and long-term triple bottom 

line outcomes for the broader host community. Such a situation might be achieved 

through stakeholders‘ recognition of the opportunities an event‘s operational network 

presents to a host community. For example, an event sponsor seeks return on 

investment, an event organiser seeks funding, event media seeks broadcast and 

publishing content, and community groups seek publicity and funds for 

social/environmental causes. Similar situations have been found in the works of 

O‘Brien (2007) and Parent (2008). By strategically managing the expectations of these 

stakeholders involved, an event organiser can not only create a ―win-win‖ situation for 

these stakeholders, but also generate more sustainable social or environmental outcomes 
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through event hosting. Although such benefits through operational networks were 

realised, to an extent, in Bali, they were missed in Macau. As discussed in Section 4.4, 

The Venetian Macao resort, a key sponsor of the AIG, operated a responsible gaming 

program. As the high number of suicides in Macau due to gambling losses was a key 

social issue in the community, the event organisers and the Macau Government Social 

Welfare Bureau had the opportunity to utilise the AIG as a platform to further address 

this issue in the media. Meanwhile, such a tactic could have helped strengthen the 

event‘s brand locally and generate community support (cf. Filo, et al. 2007) while 

generating more positive coverage for the event‘s sponsor (cf. Maio, 2003). However, 

the question of which organisation should initiate such strategic planning to generate 

such sustainable outcomes for the host community was a key issue. Indeed, the 

discussion of the operational networks in this thesis also echoes the concern raised by 

Chalip (2004), Chalip & McGuirty (2004), O‘Brien (2006), and Weed (2003), over the 

need for tourism, sport, economic development and cultural authorities to work together 

rather than competitively. It is the networks among these agencies, along with event 

media, that will help maximise longer-term triple bottom line outcomes for a focal host 

community through event and destination promotion.  

This study has also highlighted the role of event branding in maximising 

economic, social and environmental outcomes from the event. A correlation between 

the event brand and operational networks was identified, whereby the existing networks 

that event leaders possess pre-event can contribute to the development of the event 

brand (Parent & Séguin, 2008; Merrilees, et al, 2005), while a strong event brand can 

attract stakeholders and help strengthen the event‘s operational network. Which step 

comes first would depend on the situation of the event. For example, as Parent and 

Séguin (2008) note, if a destination were to host the Olympic Games, the parent brand 

(Olympic Games) will have a significant influence on the event‘s brand (for example, 
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London 2012). However, if the event concept is new or not well-known, as in the cases 

of the Macau AIG and Bali ABG, a lot depends on the event‘s leadership group and 

their networks, as they must build an event brand that does not have a strong parent 

brand upon which to build.  

While a strong parent brand influences the event brand, this study has shown 

that the event concept will also have a profound influence. Event hosts, therefore, need 

to evaluate the marketability of the event concept. As was noted in the case of the 

Macau AIG, the brand lacked integration due to the disparate sports and their respective 

subcultures within the event program. Interestingly, towards the conclusion of this 

study, I learnt that the OCA dissolved the AIG concept after its third edition in Vietnam 

in late-2009. Another key practical consideration for event hosts is the fit between the 

event subculture and the host destination image. This was exemplified in the case of 

Bali, where the destination‘s ―laid-back‖ image blended well with the event‘s beach-

sports subculture, thus, strengthening the event brand. Therefore, it would be erroneous 

to argue that any given sport event could fit any potential host destination. As Brown, et 

al. (2002) note, event hosts must first identify the desired association sets that they wish 

to enhance, and based on this identification, bid accordingly for events that fit with 

these association sets.  

The findings of this study have also highlighted the potential of an event‘s brand 

elements as a tactic for leverage. As demonstrated in the discussion in subsection 5.3.2, 

an event‘s brand elements can contribute to destination promotion whilst also 

highlighting targeted social or environmental issues. As event logos and mascots appear 

frequently through various areas of an event‘s marketing, the potential for such 

elements to address relevant social or environmental issues to members of the targeted 

event subculture was also discussed.  
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Overall, these are strategies and tactics that event hosts can consider to 

maximise positive outcomes from their events. Notwithstanding, event organisers may 

not consider every tactic and strategy discussed as there are several situational factors to 

be considered, including time and budget limitations. For example, organisers may 

utilise the event‘s logo to only highlight the destination and not social/environmental 

issues. Such considerations are valid, as O‘Brien and Chalip (2008) suggest that event 

organisers will need to prioritise relevant issues and focus on those that fit with the 

event. This does not, however, mean an absence of social/environmental considerations 

as, typically, such initiatives will be expected by key stakeholders. Therefore, a 

strategic, rather than reactive, view to managing such issues can have a notable impact 

on the success of the overall event.  

 

5.4.2 Event Owners 

 The findings from this study suggest the need for event owners to adopt a more 

strategic view when designing an event‘s concept. The events industry has grown 

considerably over recent years (Jago, et al., 2003) and has, in turn, become much more 

competitive for event owners themselves. Consider the Afro-Asian Games, which was 

inaugurated in New Delhi in 2003, with Algiers selected to host the second edition of 

the event in 2007. The event has been ―indefinitely postponed‖ as Algiers was ―forced 

to take up the Games as no other African nation seemed keen‖ (The Hindu, 2007, para 

3). With a growing number of major international sport events, such as the recently 

launched Youth Olympic Games, Asian Youth Games, among many others, event hosts 

may no longer be interested in events that are unlikely to deliver more benefits than 

costs to the host community. Moreover, the growing number of new events is also a 

threat for existing events, as noted in the case of the South East Asian Games, running 

in its 25
th

 edition and struggling to attract the usual number of athletes and officials 
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(Brunei Times, 2009). Indeed, the OCA‘s launch of the Asian Indoor and Asian Beach 

Games has been criticised by some Asian Olympic delegates, who see the new events as 

lacking ―clear objectives‖ and held with the idea of making ―quick profits‖ in mind, 

although the hosts often suffer losses (Brunei Times, 2009, para. 8-9). The findings of 

this study presented a similar view, particularly for the Asian Indoor Games, which 

emerged as a poor event concept that was difficult to market. That is, as the event 

included disparate sport subcultures, the event brand appeared confused. This 

highlighted the need for a more long-term, strategic view on the part of event owners 

when establishing the event concept, as it has a significant impact on how event hosts 

promote the event. As Joachimsthaler and Aaker (1997, p. 40) suggest, ―The brand 

concept from the brand owner‘s perspective is the foundation for any good brand-

building program.‖ 

 Event owners also need to develop policies that emphasise more sustainable 

outcomes for their events. This has been considered by the International Olympic 

Committee with the release of Agenda 21: Sport for Sustainable Development. Such a 

strategy makes good business sense as it encourages event hosts to plan for the long-

term, while the outcomes realised by the hosts add value to the parent event brand. That 

is, while event hosts may use the event to realise certain outcomes, the event owners 

rely on the success of the hosts in achieving those outcomes to contribute to the 

development of a stronger parent brand. The findings of this study, therefore, are 

equally relevant to event owners, who can establish policies and objectives on branding 

and leverage to facilitate event hosts‘ strategies, and to encourage organisers to adopt a 

genuinely strategic approach to event planning, rather than a mere expectation that 

hosting events inherently brings benefits.  
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5.5 Limitations and Considerations for Future Research 

While the findings of this study empirically extend the extant literatures on the 

leverage and branding of sport events, there were certain limitations which should be 

considered for future research. Two delimitations were discussed earlier in Chapter 1, 

which can also be used to provide recommendations for future research. The first 

delimitation was based on the context within which this study was conducted, while the 

second was based on the design of the research problem and related questions, which 

focused on an internal stakeholder perspective. Additionally, a third recommendation 

for future research is made based on the need to further explore how government 

agencies can be encouraged to work together to enhance leverage.  

As discussed earlier, although two research sites were selected for this study, 

both events were owned by the OCA and held within an Asian context. Indeed, the lack 

of generalisability is a common criticism of the case study approach (Huberman & 

Miles, 2002). The OCA‘s involvement at both research sites resulted in some objectives 

that were common between the two events, such as, the objectives of promoting lesser-

known sports and fostering friendships among Asian countries. Meanwhile, both 

organisers appeared to place a great deal of focus on visiting sport delegates and 

organising formalised, gala expensive opening and closing ceremonies in order to 

impress these delegates. While the commonalities should ideally suggest analytically 

generalised findings, the similarity in the contexts of the two events may raise the need 

for further investigation. Future research can, therefore, investigate how the findings of 

this study, more specifically the tactics and strategies that have been noted, apply to 

international sport events in other regions. 

Future research should consider an external stakeholder‘s perspective on event 

branding and leverage. Due to budget and time limitations, this study focused on how 

internal stakeholders utilise the event brand for event leverage. While some external 
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stakeholders were interviewed, and notes were made on the views and comments 

presented in the mass media and other sources, the study was focused primarily on the 

internal stakeholder perspective. Parent and Séguin (2008) suggest that such a 

perspective primarily reveals the ―intended brand‖ and not the perceived brand image in 

the minds of external stakeholders. As brand development is a process involving both 

internal and external stakeholders (de Chernatony, 2002; Hatch & Schultz, 2003), future 

research can focus on how external stakeholders interact with the event brand and 

initiatives for event leverage. It may also be useful to investigate the strategies adopted 

by event owners to develop and strengthen the parent brand (such as, the Olympic 

Games), as this has a considerable impact on the host city‘s event brand (such as, 

Sydney 2000). 

Additionally, future research should also be directed at exploring how 

partnerships can be facilitated among various host government agencies. While public 

sector tourism and cultural agencies were involved with both the Macau and Bali 

Games, the relationship was obligatory rather than strategic. Future research can be 

directed towards how these relationships can be strengthened in order to maximise 

benefits from event hosting. For example, this may involve policies to encourage the 

involvement of various government agencies during the bidding for events, so as to 

create a sense of ―our event‖ rather than an event driven by a specific department or 

stakeholder. Or, structural changes may need to be considered in order to strengthen 

such relationships between various national ministries (cf. O‘Brien & Gardiner, 2006). 

Future research should, therefore, explore how cooperation between these agencies can 

be improved in order to strategically leverage an event for positive economic, social and 

environmental outcomes.  
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Appendix I: Guide for Informal Discussions 

 

The following interview questions have been drafted in order to assess the 

values of the event brands, and identify how effectively they have been communicated 

to stakeholder groups. Questions are also targeted at identifying leveraging initiatives 

undertaken by the events‘ organisers and other stakeholders to secure the economic, 

social and environmental benefits from the events. Subcultures is a common theme that 

is closely tied with each of these categories. The following questions serve only as a 

guide for informal discussions, and will be asked based on the situation of interaction, 

nature of relationship with interviewee, time available, and the responses of the 

participants. 

 

 Could you give a brief description of what you know of Asian Indoor/Beach 

Games and the Olympic Council of Asia? 

 What image comes to mind when you think of the event? 

 How has this experience influenced your image of Macau / Bali and Indonesia? 

 Did any particular sponsor / non-sponsor products and services appeal to you 

during the event period? Why? 

 Are you visiting the city particularly for the event?  

 What have been some of the most memorable moments or experiences for you 

during the event? 

 What have been some of the negative experiences associated with this event? 

  What are the specific themes or messages you feel the Games promoted 

(directly or indirectly) or overlooked?  

 Were there any other events celebrating the spirit of the Games that you found 

appealing? Did you attend any? 
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Appendix II: Guide for Semi-structured Interviews 

 

The following interview questions have been drafted in order to assess the 

values of the event brands, and identify how effectively they have been communicated 

to stakeholder groups. Questions are also targeted at identifying leveraging initiatives 

undertaken by the events‘ organisers and other stakeholders to secure the economic, 

social and environmental benefits from the events. Subcultures is a common theme that 

is closely tied with each of these categories. The following questions serve only as a 

guide for interviews, as questions may be modified based on the role, involvement, and 

the responses of the interviewees.  

 

General Questions: 

 Could you give a brief description of your, or your organisation‘s, involvement 

with the Asian Indoor/Beach Games? 

Branding: 

 How would you describe the brand image of the Macau Asian Indoor Games 

2007 / Bali Asian Beach Games 2008? 

 What have been some key contributors to this image? 

 What were the specific themes or messages you feel the Games promoted 

(directly or indirectly)? 

 What were some of the specific values that came from the OCA? 

 What local elements were added to the brands? 

Leverage: 

 Were there any steps taken to maximise the economic gain from the event? 

 Were there any particular sponsor brands or products that stood out? Why? 

 Were there any non-sponsor (competing) products or services that stood out? 
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 Do you feel the event provided a good base for developing a stronger personal 

or professional network? Please elaborate. 

 Were there any steps taken to create environmental awareness or foster social 

change through the event? 

 Were there additional activities organised that assisted you in meeting your 

objectives through the event? 

 What additional steps did you take in order to ensure you gain desired benefits 

from your involvement or association with the event? 

 Were there any other events celebrating the Asian spirit that you found 

appealing? Did you attend any? 

 How has this event influenced your perception of the cultural diversity of Asia? 

 How has this experience influenced your image of Macau and China / Bali and 

Indonesia? 
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Appendix III: Brand Elements of the AIG and ABG 
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