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resumo

Atualmente, as organizações devem atender não só aos 
sinais dos seus acionistas, mas também dos stakeholders 
TXH�LQWHUYrP�QR�VHX�QHJyFLR�H�TXH�HVSHUDP�D�DVVXQomR�GH�
responsabilidade social corporativa, levando-as a endere-
oDU�H¿FD]PHQWH�D�GLPHQVmR�VRFLDO�DWUDYpV�GR�PDUNHWLQJ�
social. A indústria do futebol não é indiferente a este desa-
¿R��HVSHFLDOPHQWH�VH�FRQVLGHUDGR�R�SDSHO�VRFLDO�~QLFR�TXH�
desempenha nas comunidades a que chega. Como desporto, 
o futebol tem sido habitualmente visto como um instrumento 
H[FHOHQWH� SDUD� SURPRYHU� D� HGXFDomR�� VD~GH�� HTXLGDGH�
social, consciencialização da sustentabilidade, e a compreen-
são e integração da cultura. Este artigo consiste numa revi-
VmR�GH� OLWHUDWXUD� VREUH� HVWH� WySLFR�� WHQGR�R� REMHWLYR� GH�
SURSRUFLRQDU�XPD�PHOKRU�FRPSUHHQVmR�GR�SDSHO�TXH�WrP�
as iniciativas de responsabilidade social corporativa dos 
clubes de futebol e de até que ponto impactam nas comu-
QLGDGHV�HP�TXH�LQWHUYrP�

palavras-chave
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abstract

&XUUHQWO\��RUJDQL]DWLRQV�PXVW�EH�DZDUH�QRW�RQO\�RI�WKH�VLJQDOV�
that come from shareholders but also of those from the 
stakeholders that are part of their business environment, 
ZKLFK� FODLP� IRU� HQJDJHPHQW� ZLWK� FRUSRUDWH� VRFLDO�
responsibility supported by social marketing to address 
diverse social matters effectively. The football industry is not 
indifferent to this challenge, especially if considered its 
unique social role in the communities it reaches. As a sport, 
IRRWEDOO�KDV�EHHQ�FRPPRQO\�DFFHSWHG�DV�D�SRZHUIXO�YHKLFOH�
to promote education, health, social equity, sustainable 
DZDUHQHVV��DQG�FXOWXUDO�XQGHUVWDQGLQJ�DQG�LQWHJUDWLRQ��7KLV�
DUWLFOH�FRQVLVWV�RI�D�OLWHUDWXUH�UHYLHZ�RQ�WKLV�WRSLF��DLPLQJ�WR�
understand better the marketing role of football clubs’ 

FRUSRUDWH�VRFLDO�UHVSRQVLELOLW\� LQLWLDWLYHV�DQG�WKH�H[WHQW� WR�
ZKLFK�WKH\�LPSDFW�WKH�FRPPXQLWLHV�WKH\�HQJDJH�ZLWK��

keywords

Social marketing, corporate social responsibility, football, 
community

INTRODUCTION 

The modern consumer has become more and more 

informed about social and environmental issues, and con-

VHTXHQWO\�PRUH�GHPDQGLQJ� WRZDUGV�RUJDQL]DWLRQV�FRQ-

cerned, resulting in additional pressure on them to cope 

ZLWK�VXVWDLQDELOLW\��2UJDQL]DWLRQV�DUH�H[SHFWHG�WR�HQJDJH�

LQ�VRFLDO�DQG�HQYLURQPHQWDO�DFWLYLWLHV�IRU�WKH�JOREDO�ZHOIDUH�

of the communities they relate to. Thus, in the current sce-

QDULR��RUJDQL]DWLRQV�PXVW�EH�DZDUH�RI�WKH�VLJQDOV�WKDW�FRPH�

from shareholders and those from other stakeholders that 

are part of their business environment. These signals claim 

IRU�RUJDQL]DWLRQV�WR�HQJDJH�ZLWK�FRUSRUDWH�VRFLDO�UHVSRQ-

sibility (CSR) supported by social marketing (SM) to address 

diverse social issues effectively. 

In recent years, the football business has turned into a 

PLOOLRQDLUH�LQGXVWU\�GXH�WR�WKH�PDVV�PHGLD�H[SRVXUH�DQG�

media contracts involved in the distribution of television 

broadcasting rights. It provides opportunities for football 

FOXEV�WR�DFFHVV�VLJQL¿FDQW�DPRXQWV�RI�IXQGLQJ��+RZHYHU��

ZLWK�PHDQV�FRPHV�DOVR�UHVSRQVLELOLW\��QDPHO\�DV�UHJDUGV�

communities. As a sport, football has been commonly 

DFFHSWHG�DV� D� SRZHUIXO� YHKLFOH� WR� SURPRWH� HGXFDWLRQ��

KHDOWK��VRFLDO�HTXLW\��VXVWDLQDEOH�DZDUHQHVV��DQG�FXOWXUDO�

understanding and integration. Social responsibility at the 

clubs’ corporate level must translate into practical action in 

SXUVXLW�RI�VXFK�HQGHDYRXUV��7KH�IROORZLQJ�VHFWLRQ�UHYLHZV�

these topics in the literature and tries to establish the role 

social marketing plays in the matter.
�(QGHUHoR�HOHWUyQLFR��OXQXJR#JPDLO�FRP
�3URIHVVRU�FRRUGHQDGRU��(QGHUHoR�HOHWUyQLFR��MPDJDQR#LVFHW�SW�
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I. LITERATURE REVIEW

1. Defining social marketing

$FFRUGLQJ�WR�3KDUU�	�/RXJK���������FRUSRUDWH�VRFLDO�

responsibility in sport can be described as “the obligation 

or intent of a corporation to be ethical and accountable to 

QRW�RQO\�WKH�VWDNHKROGHUV�EXW�WR�VRFLHW\�DV�ZHOO´��7KHVH�

authors carried out a qualitative study about social market-

LQJ��60��DQG�FDXVH�UHODWHG�PDUNHWLQJ��&50���DQG�KRZ�

WKHVH�XQLTXH�VWUDWHJLHV�ZHUH�XVHG�WR�DFKLHYH�&65�LQ�WKH�

United States professional sport. An interesting result of 

WKHLU�UHVHDUFK�ZDV�WKDW�FDPSDLJQV�LQLWLDOO\�EUDQGHG�DV�&50�

ZDV�WKHQ�UH�FDWHJRUL]HG�DV�VRFLDO�PDUNHWLQJ��VKRZLQJ�WKDW�

WKH�WZR�FRQFHSWV�DUH�RIWHQ�FRQIXVHG��7KH\�DOVR�GLIIHUHQWL-

ate commercial marketing, social marketing, and CRM in 

WHUPV�RI���� ORFXV�RI�EHQH¿W�����RXWFRPHV�DQG�REMHFWLYHV�

VRXJKW�����WDUJHW�PDUNHW�����YROXQWDU\�H[FKDQJH��DQG����

marketing perspective. Using this categorization, youth 

HGXFDWLRQ�DQG�\RXWK�KHDOWK�ZRXOG�¿W�WKH�VRFLDO�PDUNHWLQJ�

WLHU��DQG�SKLODQWKURS\�ZRXOG�EH�FODVVL¿HG�DV�&50��7KH�

authors link social marketing to CRM, arguing that these 

strategies are both elemental to achieve CSR, albeit social 

PDUNHWLQJ¶V�SULPDU\�REMHFWLYH�LV�WR�LPSURYH�VRFLHW\¶V�ZHO-

fare by generating voluntary behavior. In contrast, CRM is 

WKH�EHQH¿W�RI�WKH�EXVLQHVV�SDUWQHU�DQG�WKH�FKDULW\�RU�FDXVH��

&DXVH�UHODWHG�PDUNHW�VHHNV�ERWK�SURGXFW�UHODWHG�REMHF-

WLYHV�DQG�FRUSRUDWH�REMHFWLYHV��7KHUHIRUH��&50¶V�SULPDU\�

IRFXV�LV�WKH�EHQH¿W�WR�WKH�FRUSRUDWLRQ�DV�RSSRVHG�WR�VRFLDO�

PDUNHWLQJ��ZKRVH�IRFXV�LV�WKH�FRQVXPHU��

6RFLDO�PDUNHWLQJ�FDQ�EH�GH¿QHG�DV�³WKH�DSSOLFDWLRQ�RI�

commercial marketing technologies to the analysis, plan-

QLQJ��H[HFXWLRQ�DQG�HYDOXDWLRQ�RI�SURJUDPV�GHVLJQHG�WR�

LQÀXHQFH�WKH�YROXQWDU\�EHKDYLRU�RI�D�WDUJHW�DXGLHQFH�LQ�

RUGHU�WR�LPSURYH�WKHLU�SHUVRQDO�ZHOIDUH�DQG�WKDW�RI�WKH�VRFL-

HW\´��$QGUHDVHQ�������FLWHG�E\�/RXJK�	�3KDUU������������

The primary differentiation of commercial marketing and 

social marketing then resides on the outcomes. In other 

ZRUGV��FRPPHUFLDO�PDUNHWLQJ�VHDUFKHV�IRU�EHQH¿WV�WR�WKH�

PDUNHWHU�RU�EUDQG��ZKLOH�VRFLDO�PDUNHWLQJ�SULRULW\�LV�WR�EHQ-

H¿W�WKH�FRQVXPHU��,Q�D�PRUH�SUDJPDWLF�ZD\��WKH�IRXU�3V�RI�

commercial marketing (product, price, place, and promo-

WLRQ��DUH�WKHQ�³WUDQVODWHG´�WR�VRFLDO�PDUNHWLQJ�DV�IROORZV��

SURGXFW�FRQVLVWV�RI�EHQH¿WV�DFTXLUHG�DV�D�UHVXOW�RI�D�QHZ�

EHKDYLRU��SULFH�UHIHUV�WR�ZKDW�LV�H[FKDQJHG�E\�WKH�SURGXFW�

(time or discomfort); the place is the active site or the place 

DQG�WLPH�WKDW�WKH�EHKDYLRXU�ZLOO�EH�FDUULHG�RXW��DQG�SURPR-

tion is nothing more than the marketing campaign itself, 

ZKLFK�LV�PRUH�WDQJLEOH��DGV��GLJLWDO�VLJQDJH��FRPPHUFLDOV��

and other means).

SM and CRM marketing strategies can be essential for 

UHDFKLQJ�WDUJHW�PDUNHWV�DQG�DOORZ�WKH�DFFRPSOLVKPHQW�RI�

ERWK�HFRQRPLF�DQG�QRQ�HFRQRPLF�REMHFWLYHV��E\�HTXLSSLQJ�

RUJDQL]DWLRQV�ZLWK�WKH�ULJKW�WRROV�WR�DGG�YDOXH�EHVLGHV�SUR¿W�

by including socially responsible initiatives. “While not all 

VSRUWV�EUDQGV�RU�FRPSDQLHV�DUH�H[SHFWHG�WR�¿QG�VRFLDO�

marketing appealing, the connection to corporate social 

UHVSRQVLELOLW\�LV�FOHDU´��/RXJK�	�3KDUU���������

)RFXVLQJ�RQ�WKH�VSRUWV�¿HOG��6KHWK�	�%DELDN��������

studied the perceptions and practices of CSR in teams of 

WKH�WKUHH�PDMRU�VSRUWV�OHDJXHV�LQ�WKH�86$��WKURXJK�D�PL[HG�

method of qualitative and quantitative research. Based on 

&DUUROO¶V�S\UDPLG�RI�&65��D�IUDPHZRUN�WKDW�H[SODLQV�KRZ�

DQG�ZK\�RUJDQL]DWLRQV�VKRXOG�WDNH�VRFLDO�UHVSRQVLELOLW\��WKH�

SDUWLFLSDQWV�ZHUH�DVNHG�DERXW�WKH�LPSRUWDQFH�RI�HFRQRPLF��

legal, ethical, and philanthropy dimensions in professional 

VSRUW��7KH�UHVXOWV�UDQNHG�ERWK�HWKLFDO�DQG�OHJDO�ZHUH�RQ�

the top of the list. The research revealed that all organiza-

WLRQV�ZHUH�LQYROYHG�LQ�HGXFDWLRQDO� LQLWLDWLYHV��GRQDWHG�WR�

FKDULWDEOH�IRXQGDWLRQV��DQG�ZHUH�FRQVFLHQWLRXV�RI�IDLU�EXVL-

QHVV�SUDFWLFHV�DQG�SROLFLHV�� ,W�DOVR�QRWHG�WKDW�WKH�¿UPV¶�

&65�SUDFWLFHV�ZHUH�LQ�D�ZD\�VWUDWHJLFDOO\�FRQQHFWHG�WR�WKH�

core business (traditional community relations programs, 

youth sport, and school programs). Despite Carroll’s four 

GLPHQVLRQV�� WKH�TXDOLWDWLYH�DQDO\VLV� UHYHDOHG� IRXU�QHZ�

WKHPHV� WKDW�ZHUH�FRQVLGHUHG�SULRULWLHV�E\�SURIHVVLRQDO�

VSRUWV�H[HFXWLYHV��FRPPXQLW\��VWUDWHJ\�� OHDGHUVKLS��DQG�

stakeholders. The study suggested that professional sports 

H[HFXWLYHV�GHSOR\�&65�LQ�D�FRPPXQLW\�RULHQWHG��FROODER-

rative, and strategic form aiming at reaching their ethical, 

legal, and philanthropic responsibilities. In particular note, 

this study presents the idea that Carroll’s hierarchy of CSR 

HOHPHQWV�LV�GLIIHUHQW�LQ�WKH�VSRUW�FRQWH[W��JLYHQ�WKDW�HFR-

QRPLF�ZDV�UDQNHG�ODVW��DQG�HWKLFDO�DQG�SKLODQWKURSLF�DFWLY-

LWLHV�ZHUH�RQ�WKH�WRS�RI�WKH�OLVW��)LQDOO\��WKH�VWXG\�OD\V�WKH�

QHHG�IRU�D�FOHDU�XQGHUVWDQGLQJ�DQG�GH¿QLWLRQ�RI�&65�LQ�
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Social marketing through (S)CSR initiatives implemented by football clubs

in England, and then in Europe in the 19th�FHQWXU\��ZHUH�

founded by churches (to help the homeless youth and take 

them out of the streets), corporations (in order to entertain 

DQG�NHHS�WKHLU�HPSOR\HHV�DZD\�IURP�DOFRKROLVP���SXEV�

(from a need to make their clients come back and buy 

GULQNV��DQG�SXEOLF�VFKRROV��LQ�RUGHU�WR�NHHS�VWXGHQWV�DZD\�

from unhealthy addictions, like drinking and smoking). More 

UHFHQWO\��VLQFH��������³)RRWEDOO�LQ�WKH�&RPPXQLW\´�SURJUDP�

ZDV�FUHDWHG�DQG�SURYLGHG�YLWDO�DLG�WR�EHWWHU�WKH�ZHOO�EHLQJ�

of people through social inclusion, physical activity, and 

HGXFDWLRQ��5RúFD¶V�ZRUN�GHVFULEHV�D�FODVVL¿FDWLRQ�V\VWHP�

RI�&65�SURJUDPV��EURNHQ�GRZQ�LQ���GLIIHUHQW�FDWHJRULHV��

1) educational programs, 2) sports programs, 3) social 

inclusion programs, 4) cultural integration programs, 5) 

family programs, 6) health programs, and 7) charity pro-

JUDPV��7KH�UHVXOWV�GHPRQVWUDWH�WKDW�WKH�PDMRULW\�RI�WKH�����

active CSR programs understudy focused on education 

and sport, and the latter also had a strong educational com-

ponent, evidencing the interest of the English football clubs 

LQ�HGXFDWLQJ�WKH�FRPPXQLW\��7KH�TXDOLW\�RI� OLIH�DUHD�ZDV�

DOVR�DQ�REMHFWLYH�RI�WKH�H[HFXWHG�SURJUDPV��FRUURERUDWLQJ�

the argument that English football uses its privileged posi-

tion to make people develop their social skills, to commu-

QLFDWH�PRUH�HI¿FLHQWO\��DQG�WR�EHWWHU�WKHLU�KHDOWK�

6WLOO�LQ�WKH�8QLWHG�.LQJGRP��+DPLO�	�0RUURZ���������IRU�

H[DPSOH�� UHVHDUFKHG� WKH�&65�FRQWH[W�DQG�PRWLYDWLRQV�

ZLWKLQ�WKH�6FRWWLVK�3UHPLHU�/HDJXH�IRU�D�WKUHH�\HDU�SHULRG��

They categorized stakeholder theory in the organizations 

DV�IROORZV�����GHVFULSWLYH�VWDNHKROGHU�WKHRU\�����LQVWUXPHQ-

tal stakeholder theory, and 3) normative stakeholder theory. 

0RVW�RI�WKH�FOXEV�ZHUH�IRFXVHG�RQ�WKH�XWLOLW\�PD[LPL]DWLRQ��

UDWKHU�WKDQ�RQ�WKH�FUHDWLRQ�RI�ZHDOWK�IRU�WKH�VKDUHKROGHU��

7KH�VWXG\�UHYHDOHG�WKDW�LQ�WHUPV�RI�HQJDJHPHQW��WKH�PDMRU-

LW\�RI�WKH�FOXEV��ZLWK�WKH�H[FHSWLRQ�RI�&HOWLF�DQG�5DQJHUV��

did not use the annual reports to communicate CSR initia-

tives. Rangers and Celtic focused their CSR initiatives on 

educational programs, football driven initiatives, and char-

itable engagement. Although the rest of the participants did 

not communicate their CSR activities in the annual reports, 

LW�ZDV�H[SOLFLWO\�FOHDU�WKDW�WKH\�ZHUH�LQYROYHG�LQ�&65�DFWLY-

ities. The presence of clubs in their community is undeni-

able, and the impact they generate can be either economic 

RU�VRFLDO��&65�LV�MXVW�RQH�YHFWRU�RI�WKDW�V\PELRWLF�UHODWLRQ-

VSRUW��ZKLFK�ZRXOG�KHOS�LQ�WKH�HYDOXDWLRQ�RI�VXFK�HIIRUWV�LQ�

the organizations, concluding that “it is easier to measure 

VRPHWKLQJ�ZKLFK�LV�FOHDUO\�GH¿QHG�DQG�XQGHUVWRRG´��6KHWK�

	�%DELDN�������������

Thus, it is vital to understand the reasons behind the 

CSR actions and the perceived effects that they actually 

FUHDWH��$WKDQDVRSRXORX�HW�DO���������IRFXVHG�WKHLU�ZRUN�RQ�

the types of CSR initiatives deployed by sports organiza-

tions and their consequences for the companies and soci-

ety. Corporate social responsibility contains three distinct 

HOHPHQWV��VRFLDO�REOLJDWLRQ��VRFLDO�UHVSRQVLELOLW\��DQG�VRFLDO�

UHVSRQVLYHQHVV��7ZR�VWXGLHV�ZHUH�FDUULHG�RXW��RQH�LQYROY-

ing a football team and another involving a basketball team 

�ERWK�SURIHVVLRQDO���DQG�WKHLU�RZQ�&65�LQLWLDWLYHV��7KH�VWXG-

ies revealed that both teams engaged in several CSR activ-

LWLHV��HVSHFLDOO\�WKH�IRRWEDOO�WHDP��7KH�PRWLYHV�LQÀXHQFLQJ�

WKHVH�&65� DFWLYLWLHV�ZHUH� LGHQWL¿HG� DV� SUHVVXUH� IURP�

leagues, sponsors, local community, global organizations, 

RULHQWDWLRQ�WRZDUGV�IXO¿OOLQJ�WKHLU�GXW\�WR�VRFLHW\��DQG�WHDP�

CSR strategy. In the line of thought that “doing good is the 

ULJKW�WKLQJ�WR�GR´��VRPH�¿UPV�SDUWLFLSDWH�LQ�WKLV�VRUW�RI�LQL-

WLDWLYH�IRU�QREOH�UHDVRQV��2Q�WKH�ÀLS�VLGH��RWKHUV�IROORZ�WKH�

OLQHV�RI�³GRLQJ�JRRG�LV�JRRG�IRU�EXVLQHVV´��EHLQJ�PRYHG�E\�

WKH�EHQH¿W�WKDW�WKH\�FDQ�REWDLQ�E\�EHLQJ�LQYROYHG�LQ�VXFK�

LQLWLDWLYHV��$V�PDMRU�EHQH¿WV�RI�&65�LQLWLDWLYHV��WKH�VWXG\�

noted the relief of vulnerable groups, philanthropy, a better 

UHSXWDWLRQ�RI�WKH�RUJDQL]DWLRQ��DQG�¿QGLQJ�VSRQVRUV�PRUH�

TXLFNO\�EHFDXVH�RI�WKH�VRFLDO�SUR¿OH�RI�WKH�WHDP��7KH\�FRQ-

FOXGHG�WKDW�&65�LQLWLDWLYHV�DUH�PRWLYDWHG�E\�WKH�SRZHU�UHOD-

tions of the groups that the teams belong to (leagues, for 

LQVWDQFH���WKH�SRZHU�RI�VRFLHW\��WKH�VRFLDO�SUREOHPV�WKDW�

need to be addressed, and the importance of the commu-

QLW\��,Q�WKLV�FDVH��&65�KDV�SUHVHQWHG�EHQH¿WV�ERWK�DW�VRFLDO�

and corporate levels, albeit in the sports market, social ben-

H¿WV�DUH�SHUFHLYHG�DV�PRUH�LPSRUWDQW�

7R�KDYH�D�EHWWHU�YLHZ�RI�WKH�SDUDPRXQW�UROH�WKDW�IRRW-

EDOO�FOXEV�DQG�WKHLU�&65�KDYH�LQ�WKH�FRPPXQLW\��5RúFD¶V�

research (2011) analyzed the kinds of CSR activities in 

ZKLFK� WKH�(QJOLVK�3UHPLHU�/HDJXH� IRRWEDOO� FOXEV�ZHUH�

HQJDJLQJ�ZLWK��$FFRUGLQJ�WR�WKLV�DXWKRU��IRRWEDOO�FOXEV�KDYH�

a privileged position in the community they represent. This 

RIIHUV�WKH�SRZHU�WR�HQJDJH�SHRSOH��WKXV�EHFRPLQJ�D�GULY-

LQJ�IRUFH�LQ�FRPPXQLWLHV��,Q�D�KLVWRULFDO�QRWH��WKH�¿UVW�FOXEV�
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aiming for areas not directly connected to the realm of sport, 

such as education. The authors noted that the CSR phe-

QRPHQRQ�LV�GLI¿FXOW�WR�JUDVS�GXH�WR�WKH�ODFN�RI�DQ�DJUHH-

PHQW� RQ� GH¿QLWLRQ� DQG� VWDQGDUGV�� )XWXUH� TXDQWLWDWLYH�

UHVHDUFK�FRXOG�KHOS�YHULI\�WKH�HIIHFWV�DQG�HI¿FLHQF\�RI�&65�

DFWLYLWLHV�GXH�WR�FRQÀLFWV�GHWHFWHG�UHJDUGLQJ�VRFLDO�WKLQN-

ing and economic interests that came to light. Most clubs 

LQ�6ZLW]HUODQG�DQG�*HUPDQ\�DFW�UHVSRQVLEO\�GXH�WR�WKHLU�

legal form – ‘registered association’. Club managers in 

WKHVH�WZR�FRXQWULHV�VKRXOG�EH�PRUH�DZDUH�RI�WKH�RSSRUWX-

nities that CSR activities can offer, and they need to under-

VWDQG�WKHLU�UROH�DQG�LQÀXHQFH�ZLWKLQ�VRFLHW\�DV�PXFK�DV�

ZLWKLQ�WKHLU�µVWDNHKROGHUV¶�FRPPXQLW\�

6WDNHKROGHUV�KDYH�DQ�LQFUHDVLQJO\�LPSRUWDQW�LQÀXHQFH�

in general management. The case of football management 

is no different. Walters & Tacon (2010) researched CSR in 

the United Kingdom football industry and the possible link 

ZLWK�PDQDJHPHQW�VWDNHKROGHU�WKHRU\��7KH�LPSRUWDQFH�RI�

sport management of stakeholder concepts and of CSR 

ZHUH�ODUJHO\�UHFRJQL]HG�E\�SDUWLFLSDQWV��7KH�DXWKRUV�SUHV-

HQW�WKH�VWDNHKROGHU�GH¿QLWLRQ�DQG�VDOLHQFH��¿UP�DFWLRQV�DQG�

UHVSRQVHV��DQG�¿QDOO\��WKH�FRQFHSW�RI�VWDNHKROGHU�DFWLRQV�

and reactions in the UK’s football industry. The prevalent 

LGHD�WKURXJKRXW�WKHLU�ZRUN�LV�WKDW�D�IRRWEDOO�FOXE�LV�DQ�RUJD-

nization that intrinsically is connected to the community, 

even more at an emotional level, and for that reason, it has 

obligations before the local people, institutions, authorities, 

DQG�WKHVH�REOLJDWLRQV�PRUH�RIWHQ�WKDQ�QRW�FROOLGH�ZLWK�WKH�

FOXEV�FRPPHUFLDO�REMHFWLYH��7KHUHIRUH��LQ�RUGHU�WR�VDWLVI\�

WKHVH�REOLJDWLRQV�DQG�JRDOV��VWDNHKROGHU�WKHRU\��ZLWK�&65�

in its foundation, is an essential tool for sports management. 

As Smith & Westerbeek said (2007), from a stakeholder 

management perspective, CSR demands organizations to 

attend the interests of investors, suppliers, employees, con-

VXPHUV��WKH�FRPPXQLW\��DQG�WKH�HQYLURQPHQW�ZKHQ�H[HFXW-

LQJ�WKHLU�SUR¿WDEOH�DFWLYLWLHV��7KH�DXWKRUV�PDNH�DQ�HVVHQ-

WLDO�GLVWLQFWLRQ�EHWZHHQ�FRUSRUDWH�VRFLDO�UHVSRQVLELOLW\��&65��

and sport corporate social responsibility (SCSR), noting 

WKDW�IURP�WKH�XVXDO�DFWLRQV�DVVRFLDWHG�ZLWK�&65��OLNH�VSRQ-

VRUVKLSV��¿QDQFLDO�FRQWULEXWLRQV��SKLODQWKURS\��JLIWV�LQ�NLQG��

cause-related marketing, employee volunteering, and part-

QHUVKLSV��RQO\�WKHVH�ODWWHU�DUH�LQFOXGHG�LQ�WKH�QHZ�YLHZ�RI�

corporate sport responsibility. They also highlighted the 

VKLS��:KDW�LV�SRVWXODWHG�LQ�+DPLO�	�0RUURZ¶V�ZRUN��������

������LV�WKDW�³+RZHYHU��WKH�XQXVXDO�QDWXUH�RI�D�IRRWEDOO�FOXE�

LV�LQVXI¿FLHQW��5DWKHU�ZKDW�LV�UHTXLUHG�LV�IRU�WKDW�YHKLFOH�WR�

EH�GULYHQ��SHUKDSV�E\�WKH�QRUPDWLYH�PRWLYDWLRQ�RU�RULHQWD-

WLRQ�RI� LWV�H[HFXWLYHV�RU�VRPH�RI� LWV�VWDNHKROGHUV��DV�D�

UHVSRQVH�WR�ZLGHU�VRFLDO�DJHQGDV��PRUH�LQVWUXPHQWDOO\��DV�

D�ZD\�RI�XVLQJ�FRPPXQLW\�DFWLYLWLHV�WR�GHULYH�HFRQRPLF�

EHQH¿W�RU�VRPH�FRPELQDWLRQ�RI�GULYHUV´��

In an attempt to establish the role of CSR in football, 

Breitbarth & Harris (2008) studied the cases of four coun-

WULHV��(QJODQG��*HUPDQ\��-DSDQ��DQG�WKH�8QLWHG�6WDWHV��

:KDW�WKH\�ZHUH�WU\LQJ�WR�GHPRQVWUDWH�ZDV�WKDW�WKH�LQWHJUD-

WLRQ�DQG�DZDUHQHVV�LQFUHPHQW�RI�&65�LQ�WKH�IRRWEDOO�EXVL-

ness creates additional value for stakeholders. Their model 

VKRZV�IRXU�GLIIHUHQW�DUHDV�ZHUH�IRRWEDOO�UHYHDOV�LWV�LQÀXHQ-

WLDO�UROH�DV�D�VRFLDO��HFRQRPLF�DQG�SROLWLFDO�DJHQW��IRRWEDOO�

DV�D�SUR[\�IRU�FUHDWLQJ�KXPDQ�YDOXH��IRRWEDOO�DV�UHSUHVHQ-

WDWLYH�SURYLGLQJ�¿QDQFLDO�YDOXH�IRU�RWKHU�EXVLQHVV�DUHDV��

IRRWEDOO�DV�WKH�VRFLDO�DJHQW�WR�HQVXUH�YDOXH�EHWZHHQ�FRP-

mercial and political actors in the community. Their argu-

ment is that CSR in football plays a key role because it can 

HQKDQFH�WKH�H[SDQVLRQ�RI�WKH�JDPH�LQ�D�SUR¿WDEOH��FXOWXUDO��

KXPDQLWDULDQ��DQG�XQLI\LQJ�PDQQHU��$V�WKH\�FRQFOXGHG��³ZH�

argue football organizations can take the role as social 

FKDQJH�DJHQWV�´��%UHLWEDUWK�	�+DUULV�������������

For Hovemann et al. (2011), in recent years, the CSR 

theme has become more relevant than ever. For that 

reason, he conducted a comparative study involving top 

H[HFXWLYH�LQWHUYLHZV�DQG�ZHEVLWH�DQDO\VHV�RI�DOO�(QJOLVK��

*HUPDQ��DQG�6ZLVV�WRS�OHDJXH�FOXEV��7KH�JRDO�ZDV�WR�LGHQ-

WLI\�DQG�H[SORUH�VWUDWHJLHV��PRWLYDWLRQV��H[SHULHQFHV��DQG�

H[SHFWDWLRQV� RI� FOXEV� DQG� WKHLU� SDUWQHU� RUJDQL]DWLRQV�

regarding CSR implementation in football. Sports manag-

HUV�PXVW�EH�DZDUH�RI�WKH�GHPDQGV�DQG�H[SHFWDWLRQV�RI�

society in relation to football. Football organizations can 

EHQH¿W�IURP�WKHLU�EXVLQHVV�SDUWQHUV¶�VXSSRUW�HLWKHU�¿QDQ-

cially or in kind. In their turn, partners can also achieve a 

part of their social responsibility mission through football. 

7KH�UHVHDUFK�UHYHDOHG�VLJQL¿FDQW�GLIIHUHQFHV�ZLWKLQ�DQG�

EHWZHHQ�WRS�*HUPDQ��6ZLVV�DQG�(QJOLVK�OHDJXHV�LQ�WKHLU�

XQGHUVWDQGLQJ�DQG�PDQDJLQJ�RI�&65��7KH�H[WHQW�RI�&65�

WRSLFV�LV�WKH�VFDUFHVW�LQ�6ZLW]HUODQG��EURDGHU�LQ�*HUPDQ\�

and the highest in England. English football clubs do so by 
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WKH�FROODERUDWLYH�RU�SDUWQHUVKLS�PRGHO�LQ�ZKLFK�DQ�RUJDQL-

]DWLRQ�DQG�D�QRQ�SUR¿W�SDUWQHU�DUH�LQYROYHG�LQ�PXWXDO�&65�

DFWLYLWLHV�� LV�WKDW�LQ�WKLV�FDVH��ERWK�SDUWV�EHQH¿W�IURP�WKH�

CSR related activities. Four main points stood out from this 

research. First, collaboration is transversal. Second, the 

FDVH�VWXGLHV�VKRZ�WKDW�IRRWEDOO�RUJDQL]DWLRQV�QRW�DOZD\V�

XVH�MXVW�RQH�PRGH�RI�LPSOHPHQWDWLRQ��PL[LQJ�LW�ZLWK�RWKHUV��

namely using the collaborative one. Third, there has been 

a proliferation of the foundation mode in the English foot-

ball in detriment of the in-house model, due to the unique 

VRFLDO�VWDWXV�DQG�WR�WKH�WD[�EHQH¿WV�UHVXOWLQJ�IURP�WKDW�VWDWXV�

�DOEHLW�WKHVH�QHZ�IRXQGDWLRQ�VWUXFWXUHV�FRXOG�JHQHUDWH�FRQ-

ÀLFWV�EHWZHHQ�WKH�WZR�RUJDQL]DWLRQV��DV�WKHLU�VWDNHKROGHUV�

and goals may differ). Fourth, comparing clubs that have 

IROORZHG�WKH�IRXQGDWLRQ�PRGH�ZLWK�RWKHUV�KDYLQJ�WKHLU�&65�

LQ�KRXVH�PRGH��RQH�FRQFOXGHV�WKDW�FOXEV�ZLWK�VHSDUDWH�&65�

VWUXFWXUHV�SUHVHQW�D�PRUH�VLJQL¿FDQW�&65�UHODWHG�UROH��GXH�

to the fact that they are more engaged in community activ-

LWLHV�WKURXJK�WKHLU�FORVHU�UHODWLRQVKLS�ZLWK�D�EURDGHU�UDQJH�

RI�FRPPXQLW\�SDUWQHUV��DQG�VXSSRUW�WKHVH�LQLWLDWLYHV�ZLWK�

more substantial human resources compared to clubs that 

operate are on in-house CSR implementation mode. 

Anagnostopoulos & Shilbury (2013)respectively made 

an incursion into a multi-theoretical integration in the CSR 

implementation. They used a qualitative method for that 

SXUSRVH��VWXG\LQJ����FKDULWDEOH�IRXQGDWLRQV�RI�WKH�WZR�WRS�

(QJOLVK�IRRWEDOO�OHDJXHV��7KHLU�ZRUN�UHYHDOHG�¿YH�WKHPHV� 

conditional responsiveness, environmental determinism, 

self-assertive undertaking, brand shelter, and dysfunctional 

DI¿OLDWLRQ. 7KH�UHVHDUFK�FRPELQHG�WKH�FRQWH[W�VSHFL¿F�FDVH�

ZLWK�WKH�LQÀXHQWLDO�UROH�RI�WKH�RUJDQL]DWLRQDO�FRQWH[W�RQ�WKH�

individual’s actions giving birth to a description of the diver-

VL¿HG�DQG�XVXDOO\�FRQÀLFWLQJ��DEVWUDFW�YLHZSRLQWV�WKDW�LQÀX-

ence and illustrate the foundation managers’ role in the 

implementation process. 

,Q�WKLV�SDUDGR[LFDO�VFHQDULR��&65�PDQDJHUV�PDNH�VWUD-

tegic decisions in an attempt to harmonize several environ-

PHQWDO�DQG�LQVWLWXWLRQDO�PHWKRGV��³0DQDJHUV�DUH�FRQ¿GHQW�

that they have the capability to do so, yet realize that this 

FDSDELOLW\�LV�WKH�UHVXOW�RI�KHDY\�UHOLDQFH�RQ�H[WHUQDO�DQG�RU�

LQWHUQDO�UHVRXUFHV´��$QDJQRVWRSRXORV�	�6KLOEXU\��������

268)respectively. On the track of this duality, Babiak & Wolfe 

�������IRFXVHG�RQ�WKH�LQWHUQDO�DQG�H[WHUQDO�GHWHUPLQDQWV�

unique features of SCSR, that being mass media distribu-

WLRQ�DQG�FRPPXQLFDWLRQ�SRZHU��SRVLWLYH�KHDOWK� LPSDFWV��

youth appeal, social interaction, cultural understanding, sus-

WDLQDELOLW\�DZDUHQHVV�DQG�LQWHJUDWLRQ��DQG�LPPHGLDWH�JUDW-

L¿FDWLRQ�EHQH¿WV��,Q�WKLV� OLQH�RI�WKRXJKW��WKH�DXWKRUV�SLQ-

SRLQWHG� WKH� GLIIHUHQFH� EHWZHHQ� WKH� LQ�GHSWK� OLWHUDWXUH�

devoted to CSR and SCSR, concluding that the latter remain 

XQGHU�GHYHORSHG��7KLV�UHVHDUFK�UHFRJQL]HV�WKH�SRZHU�WKDW�

VSRUW�KDV�WR�FRQQHFW�LQGLYLGXDOV�ZLWK�WKHLU�FRPPXQLWLHV�DQG�

FUHDWH�JURXQGV�IRU�WKH�JURZWK�RI�VRFLDO�FDSLWDO�

6SRUWV�&65�LV�D�JURZLQJ�WUHQG��DQG�LW�LV�LPSHUDWLYH�WR�

DFNQRZOHGJH�WKDW�6&65�LQYROYHV�SOHQW\�RI�GHFLVLRQV�LQ�WKH�

process. Breitbarth et al. (2014) researched the deci-

sion-making process related to CSR programs in charita-

ble foundations of English football clubs. Their study iden-

WL¿HG�D�IUDPHZRUN�FRQVLVWLQJ�RI�IRXU�VLPXOWDQHRXV�PLFUR�VR-

cial processes – harmonizing, safeguarding, maneuvering, 

DQG�WUDQVFHQGLQJ��ZKLFK�ZHUH�SDUW�RI�WKH�GHFLVLRQ�PDNLQJ�

the process of charitable foundations of the English foot-

ball clubs. Those four micro-social processes form assess-

able transcendence, a process that is heightened by pas-

sion, controlled by trust, supported by communication, and 

sustained by actual performance, facilitating CSR formu-

ODWLRQ�DQG�LPSOHPHQWDWLRQ� LQ�WKH�RUJDQL]DWLRQDO�FRQWH[W��

The decisions managers make aim at affecting local soci-

HW\��KDUPRQL]LQJ���DV�PXFK�DV�WKH�EXVLQHVV�REMHFWLYHV�RI�

the original club (safeguarding). In a perfect scenario, the 

WZR�PLFUR�VRFLDO�SURFHVVHV�VKRXOG�FRPSOHPHQW�RQH�DQRWKHU�

UHFLSURFDOO\��)RU�WKHVH�WZR�SURFHVVHV�WR�WDNH�SODFH��WKHUH�

PXVW�EH�HI¿FLHQW�FRPPXQLFDWLRQ�VWUDWHJLHV��ERWK�LQWHUQDO�

DQG�H[WHUQDO��PDQRHXYHULQJ���OHDGLQJ�WR�D�PRUH�LPSDFWIXO�

&65�LQYROYHPHQW��VRFLDOO\�DQG�EXVLQHVV�ZLVH��WUDQVFHQG-

LQJ���8QGHUVWDQGLQJ�WUDQVFHQGHQFH�ZLOO�QRW�KDSSHQ�XQOHVV�

there is a steady achievement or the dissemination of actual 

CSR effects in social and business areas.

&KDGZLFN�HW�DO�������D��VWXGLHG�LPSOHPHQWDWLRQ�PRGHV�

in 3 mini-case studies, based on Husted’s “issues of gov-

HUQDQFH´��+XVWHG������������RUJDQL]DWLRQV�RXWVRXUFH�&65�

through charitable donations either in funds or in kinds to 

the community, giving the operational control of the pro-

grams to specialized social organizations; 2) the organiza-

tions have internal departments to develop and deploy their 

&65�LQLWLDWLYHV��ZLWK�VSHFL¿F�EXGJHWV�IRU�WKDW�PDWWHU��DQG����
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IUDPHZRUN�KDV�VL[�VWHSV�����SHUFHSWLRQ�RI�WKH�VHUYLFH�HFR-

V\VWHP�����DQDO\VLV��VWDNHKROGHUV¶�DQDO\VLV�DQG�VRFLDO�FRQ-

WUDFWV�����V\QWKHVLV��VWHZDUGVKLS�����FKRLFH��VRFLDO�VWUDWHJ\��

���DFWLRQ��LPSOHPHQWDWLRQ�WKURXJK�FROODERUDWLRQ�����OHDUQLQJ�

WKURXJK�FR�LQQRYDWLRQ�DQG�LPLWDWLRQ��7KLV�IUDPHZRUN�FRXOG�

also contribute in guiding leaders of less-developed CSTs 

RQ�KRZ�WR�GHYHORS�DQG�LPSOHPHQW�WKHLU�VRFLDO�VWUDWHJLHV��LQ�

the line of that “a good theory has to help managers create 

value for stakeholders and enable them to live better lives 

LQ�WKH�UHDO�ZRUOG�´��&DVWUR�0DUWLQH]�	�-DFNVRQ��������������

From this process, an indirect opportunity for value creation 

ZDV�QRWHG�GXH�WR�WKH�SUHVWLJH�DQG�QRWRULHW\�RI�WKH�3UHPLHU�

/HDJXH��FDXVLQJ�DQ�LPLWDWLRQ�HIIHFW�RYHUVHDV�ZLWK�RWKHU�

clubs replicating the successful social strategy.

$QRWKHU�SRLQW�ZRUWK�PHQWLRQLQJ�LV�WKH�LPSRUWDQFH�DQG�

role of sports’ facilities in their communities, and the social 

GHYHORSPHQW�WKH\�SURPRWH��,Q�1RUZD\��)O¡\VDQG�	�-DNRE-

sen (2007) conducted a study in order to assess the cor-

UHODWLRQ�EHWZHHQ�WKH�PRGHUQL]DWLRQ�RI�WKH�6RJQGDO�)&�VWD-

GLXP��WKH�)RVVKDXJDQH�&DPSXV�SURMHFW��DQG�WKH�UXUDO�GHYHO-

RSPHQW�LQ�WKH�FRPPXQLW\�WKH\�EHORQJ�WR��7KHLU�ZRUN�IRFXVHG�

RQ�WKH�FRPPRGL¿FDWLRQ�RI�UXUDO�DUHDV��WKDW�LV��WKH�UHVWUXF-

turing from one societal form to another – in this case, from 

agriculture and manufacturing-based economy to a more 

VHUYLFH�FHQWHUHG�HFRQRP\��7KHLU�UHVHDUFK�VKRZV�KRZ�IRRW-

EDOO�FOXEV�LQ�WKLV�HUD�FDQ�SOD\�D�VLJQL¿FDQW�UROH�LQ�WKRVH�VKLIWV�

in society “from landscapes of production to landscapes of 

FRQVXPSWLRQ´��,Q�WKHLU�SHUVSHFWLYH��WKH�FRPPRGL¿FDWLRQ�RI�

UXUDO�SODFHV�KDV�SDUDOOHO�ZLWKLQ�IRRWEDOO��ZKHUH�FOXEV�DUH�

YLHZHG�DV�FRPPRGLWLHV�WR�DWWUDFW�LQYHVWRUV��VSRQVRUV��DQG�

H[SHUWLVH�IURP�WKH�SXEOLF�DQG�SULYDWH�LQWHUHVWV��7KH�XSJUDGH�

RI�D�VWDGLXP�EHFDPH�DQ�DFW�RI�UXUDO�GHYHORSPHQW��WKURXJK�

WKH�DUW�RI�QHWZRUNLQJ��WKH�)RVVKDXJDQH�&DPSXV�SURMHFW�

DVVLVWHG�LQ�WKH�FRPPRGL¿FDWLRQ�RI�WKH�YLOODJH��SUHVHQWLQJ�

the rural not only a place for adventure but also as a place 

for sport, development, and innovation for creative and 

\RXQJ�SHRSOH��7KLV�FDVH�LV�SURRI�RI�KRZ�WKH�SURIHVVLRQDO�

degree of an organization can transform football from a 

game of 22 players to a game of creative rural development 

involving the main stakeholders of a community. 

7KLV�VXEMHFW�ZDV�DOVR�PHQWLRQHG�E\�*ULHYH�	�6KHUU\�

��������ZKR�UHVHDUFKHG�WKH�FRPPXQLW\�EHQH¿WV�UHVXOWLQJ�

IURP�WKH�GHYHORSPHQW�RI�D�QHZ�VSRUWV�IDFLOLW\�LQ�$XVWUDOLD��

WKDW� LQÀXHQFH�WKH�FRUSRUDWH�HIIRUWV�LQ�SURIHVVLRQDO�VSRUW��

7KH\�LGHQWL¿HG�IRXU�GLVWLQFWLYH�HOHPHQWV�LQ�WKH�VSRUWV�ODQG-

VFDSH�ZLWK�D�SURPLQHQW�UROH�LQ�&65�GHVLJQ��LPSOHPHQWD-

WLRQ��DQG�LPSDFW�LQ�VSRUW��SDVVLRQ��HFRQRP\��WUDQVSDUHQF\��

and stakeholder management.

5HJDUGLQJ� H[WHUQDO� SUHVVXUHV�� WKHVH� UHVHDUFKHUV�

DGGUHVVHG�WKH�¿UP¶V�UHVSRQVHV�WR�HQYLURQPHQWDO�IRUFHV��

ZKLFK�GHSHQG�RQ�WKH�QDWXUH�RI�WKH�FRQVWUDLQWV��FKDUDFWHU-

L]HG�DV�D�FDXVH��FRQVWLWXHQWV��FRQWURO��FRQWH[W��DQG�FRQ-

tent. Regarding the internal side, they took a resource-

EDVHG�YLHZ�RI�WKH�¿UP��UHIHUULQJ�WKDW�³LQ�DGRSWLQJ�WKLV�WKH-

RUHWLFDO� SHUVSHFWLYH�� RQH� FRQVLGHUV� ZKHWKHU� UHOHYDQW�

resources of professional sports teams are valuable, rare, 

DQG� LQLPLWDEOH�DQG�WKXV��SURIHVVLRQDO�VSRUW�KDV�GH¿QLWH�

advantages in implementing CSR programs and in their 

LPSDFW�ZLWKLQ�WKH�FRPPXQLW\´��%DELDN�	�:ROIH��������������

7KHLU�ZRUN�VXJJHVWHG�D�IUDPHZRUN�WKDW�FRQFXUUHQWO\�FRQ-

VLGHUV�H[WHUQDO�SUHVVXUHV�DQG�LQWHUQDO�UHVRXUFHV�WR�H[SODLQ�

the adoption and focus of professional sports organizations’ 

&65�LQLWLDWLYHV��2UJDQL]DWLRQV�ZLWK�KLJK�LQWHUQDO�UHVRXUFH�

RULHQWDWLRQ�DQG�ORZ�H[WHUQDO�RULHQWDWLRQ�DUH�FDWHJRUL]HG�DV�

implementing corporate-centric CSR, therefore neglecting 

FRPPXQLW\�QHHGV��:KHQ�WKH�H[WHUQDO�SUHVVXUHV�DUH�WKH�

FRUH�UHDVRQ�IRU�&65�DFWLYLWLHV��WKH�RUJDQL]DWLRQ�ZRXOG�EH�

practicing stakeholder-centric CSR. These initiatives are 

ethically relevant, but they cannot be sustained in the long 

term because they are not based on the organization’s core 

FRPSHWHQFLHV��)LQDOO\��ZKHQ�D�VSRUWV�WHDP�DOLJQV�LWV�&65�

DFWLRQV�ZLWK�LWV�FRUH�FRPSHWHQFLHV�XVLQJ�WKH�RUJDQL]DWLRQ¶V�

particular capabilities to affect the society and the team 

itself, it is implementing strategic-CSR.

Castro-Martinez & Jackson (2015) recommend a pro-

FHVV�IUDPHZRUN�IRU�DFKLHYLQJ�FROODERUDWLYH�FR�FUHDWLRQ�RI�

VRFLDO�DQG�HFRQRPLF�YDOXH�ZLWK�WKH�REMHFWLYH�RI�IRVWHULQJ�

the clubs to elaborate a social strategy using their resources 

DQG�FDSDELOLWLHV��7KLV�IUDPHZRUN�ZDV�VXSSRUWHG�E\�D�PXOWL�

FDVH�VWXG\�RI�IRXU�(QJOLVK�3UHPLHU�/HDJXH�FOXEV�DQG�WKH�

independent charitable foundations or Community Sports 

Trusts (CST) related to them. CST are charitable organiza-

WLRQV�ZLWK�D�GLUHFW�FRQQHFWLRQ�WR�D�IRRWEDOO�FOXE�EXW�KDYH�

VWUXFWXUDO�� ¿QDQFLDO��DQG�VWUDWHJLF� LQGHSHQGHQFH��7KHLU�

focus goes from community cohesion, education, health, 

WR�VSRUWV�SDUWLFLSDWLRQ�DQG�LQWHUQDWLRQDO�SURMHFWV��6XFK�D�
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WLWLHV��DQG�KHDOWK�OLWHUDF\��,W�DOVR�GUDZV�DWWHQWLRQ�WR�WKH�FULW-

ical role of collateral marketing communication to employ 

WKH�SRZHU�RI�VSRUW�DV�D�FRQWULEXWRU�WR�VRFLHW\��EHFDXVH�LI�

WKH�FRPPXQLW\�LV�QRW�DZDUH�RI�D�VLJQL¿FDQW�FKDULW\�VSRUWV�

HYHQW��LW�ZLOO�QRW�FRQVLGHU�LW�DV�KDYLQJ�DQ\�SRVLWLYH�LPSDFW�

in social capital, collective identities and health literary. 

More recently, due to the lack of empirical research 

touching the real impact of sports CSR in the communities 

and society at large, there has been criticism over the 

WKHPH��DV�/HYHUPRUH� �������H[SRVHV��E\� UHIHUULQJ� WKH�

ZHDNQHVV�RI�&65�WKURXJK�VSRUW��H[KRUWLQJ�WKH�IDFW� WKDW�

PRVW�RI�VSRUW�&65� LQLWLDWLYHV� ODFN�VXI¿FLHQW�VXEVWDQFH��

H[FHVVLYHO\�SURPRWHV�JUHHQZDVKLQJ�DQG�GLVWRUWV�SRZHU�

UHODWLRQV��+LV�HPSLULFDO�VWXG\�ZDV�EDVHG�RQ�WKH�FULWLFDO�QDU-

ratives encountered in printed and internet media. His argu-

PHQW�LV�WKDW�JUHHQZDVKLQJ�LQ�VSRUW�&65�LV�D�ZD\�RI�GLV-

WUDFWLQJ�WKH�H[WHUQDO�VWDNHKROGHUV�IURP�FRUSRUDWH�PLVGHHGV��

and only happens due to the lack of measurement proving 

WKH�VXVWDLQHG�EHQH¿WV�IRU� WKH�FRPPXQLWLHV�ZKR�DUH�WKH�

recipients of CSR programs. The second point is the “rou-

WLQH�PRELOL]DWLRQ´��DEXVLQJ�WKH�QHWZRUNV�ZLWKLQ�WKH�SROLWLFDO�

sphere, supported by CSR actions in order to alter the deci-

VLRQ�PDNLQJ�LQ�SXEOLF�SROLF\�DW�WKH�H[SHQVH�RI�FLYLO�VRFLHW\��

7KHVH�WZR�IDFWRUV�FRPELQHG�UHVXOW�LQ�WKH�ODFN�RI�VXEVWDQFH��

relevance, and consequently, a long-term impact on soci-

HW\��7KH�PDLQ�IDFWRU�IRU�WKLV�WR�KDSSHQ�LV�WKH�RSSRVLQJ�REMHF-

WLYHV�EHWZHHQ�WKH�LPPHGLDWH�EXVLQHVV�REMHFWLYHV�DQG�WKH�

long-term social ones. The argument is that sport CSR 

UHVHDUFK�DOZD\V�WDNHV�D�VWUDWHJLF�SHUVSHFWLYH��DQG�WKHUH-

IRUH�LW�RQO\�VHHPV�&65�IURP�D�WRS�GRZQ�YLHZSRLQW��VHDUFK-

LQJ�IRU�WKH�LQVWUXPHQWDO�EHQH¿WV�IRU�WKH�RUJDQL]DWLRQV�DQG�

IDLOLQJ�WR�DVVHVV�WKH�UHDO�EHQH¿WV�IRU�WKH�FRPPXQLWLHV��

CONCLUSION

Social marketing and corporate social responsibility 

KDYH�VLJQL¿FDQWO\�EHHQ�GLVFXVVHG�� WKRXJK� LW� ³KDV�EHHQ�

ODUJHO\�LJQRUHG�E\�LQWHUQDWLRQDO�VSRUWV�PDQDJHPHQW´��%UH-

itbarth & Harris, 2008). 

$FFRUGLQJ�WR�&KDGZLFN�HW�DO�������E���WKH�&65�SKHQRP-

HQRQ�LV�GLI¿FXOW�WR�JUDVS�GXH�WR�WKH�ODFN�RI�DQ�DJUHHPHQW�

RQ�WKH�GH¿QLWLRQ�DQG�VWDQGDUGV��DQG�RQH�FDQQRW�PHDVXUH�

the Darebin International Sports Centre (DISC). Although 

WKLV�VSRUWV�IDFLOLW\�LV�WRWDOO\�RZQHG�DQG�PDQDJHG�E\�WKH�ORFDO�

government, it seems essential to mention it due to the 

sporting opportunities provided to local residents, sporting 

clubs, and elite athletes. DISC is the home of the Victorian 

6WDWH�/DZQ�%RZOV�&HQWUH��9LFWRULDQ�6WDWH�&\FOLQJ�&HQWUH��

DQG�9LFWRULDQ�6WDWH�)RRWEDOO��7KH�EHQH¿WV�DUH�XVXDOO\�HFR-

QRPLF�DQG�QRQ�HFRQRPLF��ZKLFK�LQFOXGH�VRFLDO�DQG�FRP-

PXQLW\�LPSDFWV��*ULHYH�	�6KHUU\¶V�UHVHDUFK�DOVR�LGHQWL¿HG�

RWKHU�FRPPXQLW\�EHQH¿WV��VXFK�DV�LPSURYHG�ORFDO�DPHQLW\�

and public safety, enhanced community pride and image, 

and increased social opportunities and leisure options. The 

study revealed several social impacts, such as increased 

participation and social cohesion, the creation of a “better 

OLIHVW\OH´�IRU�WKH�FRPPXQLW\��DQG�¿QDOO\��WKH�',6&�SURYLGHG�

a meeting point for the community. They concluded that 

from the cycling and football stakeholders’ and users’ per-

VSHFWLYH��WKH�',6&�RIIHUHG�D�VLJQL¿FDQW�QXPEHU�RI�QRQ�HFR-

QRPLF�EHQH¿WV��VXFK�DV� LQFUHDVHG�FRPPXQLW\�YLVLELOLW\��

HQKDQFHG�FRPPXQLW\�LPDJH��DQG�D�ZLGH�UDQJH�RI�VRFLDO�

LQFRPH�EHQH¿WV��7KH�VWXG\�UHYHDOHG�WKDW�D�FHUWDLQ�QXPEHU�

of respondents believed that DISC provided community 

EHQH¿WV�IRU�WKH�VSRUWLQJ�SRSXODWLRQ��EXW�WKH\�ZHUH�XQVXUH�

LI�',6&�ZDV�YDOXDEOH�WR�QRQ�XVHUV��

'HVSLWH�WKH�ZLGH�UDQJH�RI�SHUFHLYHG�EHQH¿WV�RI�&65�

DQG�6&65��HVSHFLDOO\�IURP�WKH�FRUSRUDWH�SRLQW�RI�YLHZ��LW�

LV�HTXDOO\�LPSRUWDQW�WR�DQDO\]H�WKRVH�EHQH¿WV�IURP�WKH�VRFL-

HW\¶V�SHUVSHFWLYH��)RU�WKDW�SXUSRVH��/HH�HW�DO���������FRQ-

ducted qualitative research involving students from an 

American university, seeking the creation of an instrument 

to measure the social impact of sport. The intent of their 

ZRUN�ZDV�WR�SURYLGH�D�VWDQGDUGL]HG�DQG�V\VWHPDWLF�PHD-

VXUHPHQW�WKDW�ZRXOG�EH�XVHG�E\�YDULRXV�VWDNHKROGHUV��7KH�

resulting Social Impact of Sport Scale is an instrument that 

contemplates the dimensions of social capital, collective 

LGHQWLWLHV��KHDOWK�OLWHUDF\��ZHOO�EHLQJ��DQG�KXPDQ�FDSLWDO��

\LHOGLQJ�D�JURXS�RI�JOREDO�PHDVXUHV��DQWHFHGHQW�YDULDEOHV�

PHDVXUH��DZDUHQHVV�RI�D�VLJQL¿FDQW�FKDULW\�VSRUWV�HYHQW���

IUHTXHQF\�RI�H[SRVXUH�WR�WKH�FRPPXQLW\�RULHQWHG�VSRUW��

rates of participation in various kinds of sport, and arts activ-

ities.�7KH�UHVHDUFK�KLJKOLJKWHG�WKDW�WKH�IUHTXHQF\�RI�H[SR-

VXUH�WR�WKH�FRPPXQLW\�RULHQWHG�VSRUW�KDV�D�VLJQL¿FDQW�SRV-

itive effect on perceptions of social capital, collective iden-
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ZKDW�RQH�FDQ¶W�GH¿QH�DQG�IXOO\�XQGHUVWDQG��7KLV�OLWHUDWXUH�

UHYLHZ�UHYHDOHG�WKDW�WKH�IHZ�H[LVWLQJ�VWXGLHV�LQ�WKH�DUHD�RI�

sports CSR are more focused on the implementation and 

RQ�RSHUDWLRQDO�PRGHOV�RU�IUDPHZRUNV��GHVFULSWLYH�YLHZV��

PRWLYHV��LQWHUQDO�DQG�H[WHUQDO�IDFWRUV�WKDW�LQÀXHQFH�GHFL-

sion-making and strategic aspects, and on the results from 

D�FRUSRUDWH�SHUVSHFWLYH��ZKLFK�SUHYHQWV�D�UHDO�HYDOXDWLRQ�

of social marketing through CSR initiatives by the profes-

sional football clubs and of the effects on the communities 

they act upon. One can also conclude there has been insuf-

¿FLHQW�WKHRUHWLFDO�DQG�HPSLULFDO�HYLGHQFH�RI�WKHVH�HIIHFWV��

What became clear is that despite the perceived ben-

H¿WV�VSRUWV�LQ�JHQHUDO��DQG�IRRWEDOO�FOXEV�LQ�VSHFL¿F��KDYH�

on their communities, and despite their CSR programs 

being focused on education, health, cultural and social 

areas, the real impact such initiatives have in the long-run 

LQ�VRFLHW\�LV�VWLOO�WR�EH�FRQ¿UPHG�DQG�DVVHVVHG��+RZHYHU��

there seems to be plenty of room for improving marketing 

DFWLRQV�DQG�LQLWLDWLYHV�IRU�WKH�EHQH¿W�RI�ERWK�RUJDQL]DWLRQV�

and communities.
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