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he past ten vears have witnessed a staggering expan-

sion at the g]uhal level of sports and sports market-

ing. National and cultural boundaries, once impen-
etrable, have dissolv ed, and new target markets for sport
consumer product companics have been created. But exactly

w h\ this la]ml globalization of sports mar l\clmg is happen-
ing is (lchahhlc

Some might regard this globalization as nothing more
than the inevitable consequence of new communication
technologies, a“o“‘ing casier access to ]argv television and
cable audiences. This view, however, is short-sighted, ignor-

ing other factors. (Consider that expanding g slobal econo-
mics and falling political barriers now afford many pcople
the leisure time to travel and experience life in other coun-
tries, thus creating cultural exchanges that would include
sports.) Plainly speaking, it would be a mistake to see the
origins of the sports globalization process in terms of any
amU]v factor or two. In ia(l t‘\(}I\]I]U over the ])asl ten vears
or so are a number of contributors to this g Llol)al]ntmn pro-
cess: advanced technology, sponsor-driven programming,
the international women'’s movement in sports, new global-
ly recognized athletic personalities, and evolving economic
and po]mml atmospheres. Only by recognizing ‘that the
sports marketing glol)al:/.au(m process is made up of a
myriad of factors, both dependent and independent, can
the immensity of this new marketplace come into focus.

Clearly, advancing communication technology—televi-
sion broadcasting especially-——has had a major impact upon
the presentation and marketing of sports. The opportunities
of increased television rights, revenues, and sponsorships
afford all sports greater g tilolml exposure, What were once
government- controlled or subsidized economies in Europe,
.\hla, and South America have been evolving over the last de-
cade, albeit slowly in some regions, into free market econo-
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mics. This free market evolution translates into a viewing
boom due to government deregulations and a need for
sponsor-driven programming. And sponsor-driven program-
ming permits an increasing number of cable and satellite
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channels to broadcast sporting events to greater numbers ol

sports viewers, who otherwise would simply not have access
to such events.

.Using television as its cata])/st to
garner a larger market share,
the prqfessional leagues have gone
outside the domestic marketplace to
capture a wider global audience.

Television’s impact was demonstrated during the 1994
World Cup Soccer event, capturing a cumulative television

sndierce estinated at 30 to 33 billion viewers. While soceer

has always enjoyed an international presence, television has
allowed it to further increase its lead as the world’s most
popular sport. Enjoying similar expansions into untapped
markets in terms of viewership and participants, because
of these new broadcast technologies, are North American-
based professional basketball, football, baseball, and ice-
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Using television as its catalyst to garner a larger market
share, the professional leagues have gone outside the domes-
tic marketplace to capture a wider global audience. In 1996,
David Stern, Commissioner of the National Basketball Asso-
ciation (NBA), estimated that the league was in “potentially
600 million homes worldwide.” The NBA, to its credit, was
the first ULS. professional league to target this global market
potential. Since 1984, the NBA has “added six franchises,
quadrupled its revenues, and opened oftices in Melbourne,
Hong Kong, Geneva, Mexico City, Tokyo, London, Paris,
Miami (for Latin America) and Toronto”. In fact, since
1989, NBA international apparel sales have risen by 250% .
Commissioner David Stern is convinced that the more NBA
broadcast programming its promoters can provide, the
more revenue will be gencrau:d from corporate advertising.
In turn, the more revenue the networks receive, the more
they are willing to pay the professional leagues for the rights
to their games.

Since 1987, The National Football League (NFL) has
conducted pre-season exhibition games in foreign venues
to spark interest in American football br nadtasts and to de-
velop a fan base for its planned World League of American
Football in Europe (now called NFL- Eumpg) By 1989, the
NFL concluded that it had reached a marketing saturation
point in the U.S. in terms of traditional ways of increasing
revenues via network television and licensing sales; so the

Fall NFL Sunday game broadcasts were Lx])anclul into
England. Now, in addition to Great Britain, NFL
broadcasts are also seen in France, Iceland,
Ireland, Italy, Japan, Australia, New Zealand,
Dominican Republic, Denmark, Sweden,
Kuwait, Germany, Spain, and Zimbabwe.

To further illustrate the interest and growth of American
Football in the international arcna, the highcst-allcndcd
pre-season or rugulaz‘-scasnn football game in NFL ]1islnt‘}'
took place in 1995, in Mexico City, between the Dallas

Cowbovs and the Houston Oilers, in front of apl)l'oximau'l\'

12"",000 [‘ﬂl].‘\'.—[—hL‘SL‘ [llll])l)(‘['ﬁ are stas_{g_{(‘ring \\'l](‘ﬂ you con-
sider it was a pre-season game played in a foreign venue.

The g|0]m] expansion ol NFL broadcasts hc][)u(l to boost
the international sales of NFL apparel, with revenue quad-
rupling in just two years— be-
tween 1990 and 1992 With

apparel sales and television

viewership on the rise in
Europe, the NFL intro-
duced the World League
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