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Abstract: Owing to the technological innovations that are dominating the global 
market of today, and seen through the prism of digital transformation megatrends, 
sports mega-events have rapidly (beginning of the 21st century) developed and 
integrated a formidable digital infrastructure that is becoming the foundation of 
their organizational operation, as well as the primary communication channel that 
can be described as accurately defined and strategically placed digital bridge to-
wards the sporting auditorium. In such a precisely defined digital concept, marketing 
represents a dominant business function. The largest companies and official 
partners of sports recognize the digital reality of sports mega-events as an ideal and 
truly one-of-a-kind global marketing platform that enables them to dominate the 
global market. Companies will establish this market position by integrating all the 
elements of the sports industry, however this time in a digital setting. This is 
precisely why keeping the perspective of digital marketing of the sports mega-event 
is crucial for better understanding the future of world sport, which is fiercely moving 
towards the digital environment and virtual options. This article aims to define the 
marketing potential of applying digitalization to the sports mega-events. 
 
 
Keywords: digitalization, sport mega-event, marketing, globalization 

 
1 PhD Assistant Professor, Hercegovina University, Kneza M. Viševića Humskog 88 000 Mostar, 
Bosnia and Herzegovina, https://orcid.org/0009-0006-4091-6509, E-mail: milost@outlook.com 
2 PhD, Full professor, the Faculty of Sport, University ’’Union –   Nikola Tesla’’, Narodnih 
heroja 30, New Belgrade, Serbia, phone number: +381606106005, htps://orcid.org/0000-
0001-7946-354X; E-mail: milijanka.raović@fzs.edu.rs 
3 PhD, College professor, Međimurje University of Applied Sciences, Bana Josipa Jelačića 22a, 
Čakovec, Croatia, phone number: +38540396990, https://orcid.org/0000-0002-1441-0321;  
E-mail: akos@mev.hr 

https://orcid.org/0009-0006-4091-6509


Trkulja, M., Ratković, M., Kos Kavran, A. (2025). The perspective of digital marketing 
of the sport mega events in the 21st century, Sport media and business, 11(2) 33-46 

www.smb.edu.rs 34 

Introduction 

Digital globalization has revolutionized the world of sports, providing diverse 
marketing opportunities through the integration of digital capacities (Breidbach et 
al., 2018; Legner et al., 2017) while sports mega-events are increasingly shaped by 
digital content, concepts, and technologies (Pegoraro et al., 2017). Fans can access 
statistics and gather information about sporting events through social media on 
their mobile devices, making stadiums digital fortresses that compete with tradi-
tional television broadcasts (Breidbach et al., 2018; Legner et al., 2017). 

Sport, like many other traditional industries, has gone through various stages of the 
globalization process during its development. Today, acknowledging the current 
moment of transition from globalization as a process to globalization as a conceptual 
model, it exerts a strong and, in many aspects, revolutionary impact on the insti-
tutional components of global sport (Trkulja & Brkić, 2025). Moreover, the transition 
of the market from physically defined categories (marketplace) to a functional 
virtual dimension (marketspace) has greatly contributed to the transformation of 
sport towards digital options (Trkulja, 2022). In fact, thanks to the technologies 
available in today’s global market, the sports industry has developed and integrated 
a serious digital infrastructure, which increasingly becomes the backbone of its 
organizational transformation. Conceptually, it is also viewed as the primary commu-
nication channel to all public segments, serving as a strategically designed digital 
bridge (Trkulja & Brkić, 2025). 

However, the impact of digital globalization on the marketing of sports mega-events 
and sports management has received less attention from the scientific community 
compared to other areas of management. Research primarily focuses on social me-
dia, digital platforms, and event branding (Anagnostopoulos et al., 2018; Thompson 
et al., 2018; Yoshida et al., 2018; Geurin & Burch, 2017; Ratković & Grubić, 2009; 
Trkulja, 2008), the changing role of the sports audience and the use of social media 
by event organizers to enhance audience satisfaction (Wakefield & Bennet, 2018; 
Yoshida, 2017; Dolan et al., 2016; Watanabe et al., 2015). 

While social media and digital platforms play a significant role, the foundational 
elements of marketing should not be ignored. Market research, segmentation, and 
sponsorship remain crucial aspects of sports marketing (Trkulja, 2022; Manić, 
Trandafilović & Ratković, 2018; Ratković, Krasulja & Garača, 2013; Medić & Ratković, 
2010).  The literature also explores the phenomenon of eSports and its relationship 
to sports (Trkulja et al., 2018; Hallmann & Giel, 2018; Funk et al., 2018; Heere, 2018). 
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This paper discusses the aforementioned features within the boundaries of its 
formal and technical framework. The contribution is in defining the key overlapping 
points of marketing, sports mega-events and digital innovations, as well as high-
lighting new opportunities that are the result of combining the potential from the 
aforementioned areas. 

Based on the above, the objective of this paper is to define the marketing perspec-
tives of digitization at sports mega-events. The basic hypothesis is that digitization 
represents the primary marketing potential at sports mega events in the 21st century. 

 

Digital value matrix of sport event marketing 

The concept of a value matrix on one side has two perspectives, temporal and 
monetary, and on the other, digital interaction with the sports audience and the use 
of a large amount of available data (Big Data). In a value matrix defined in this way, it 
is necessary to explain the recognized perspectives in more detail, thus: 1. The time 
perspective is defined by the time allocated for attending a sports mega-event or 
following it through one of the preferred communication channels or devices; 2. The 
monetary perspective is recognized through the real financial involvement of the 
sports audience, which is realized at the sports mega-event or outside of it within 
the content that can be linked to it (e.g. following the sports mega-event from a lei-
sure place) ; 3. Digital interaction with the sports audience is formalized through a 
spectrum of digital communication channels, which today is dominated by social 
media and mobile applications. They create the expected structure of channels, both 
in terms of the way of communication, as well as its digitally specific content and 
volume; 4. The large amount of available data (Big Data) creates a previously uni-
maginable structure of optional analyses related to the sports mega-event and its 
participants. This type of content, which is most often shown through two dimen-
sions, those in real-time, but also through historical comparison, provides a new, 
and for the sports audience, a very interesting digital cross-section of sports achieve-
ments, which above all are linearly comparable, both in the time in which they were 
achieved, as well as from the perspective of the athletes who made them. Also, the 
large amount of available data on all segments of the public, which the organizers of 
sports mega-events have, can create new profit centres that did not exist until 
recently, and are the result of their digital monetization. 

In a business sense, for global sports, understanding the digital value matrix is of 
particular importance. On one side, this matrix has a temporal and monetary 
perspective, and on the other, digital interaction with the sports audience and the 
utilization of large amounts of available data (e.g., Big Data) (Trkulja & Brkić, 2025). 
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Thanks to the digital value matrix defined in this way, the marketing of the sports 
event gets strategically important information that determines both the specific 
marketing approach and the many more marketing tools that will be used. In this 
context, in recent years, marketing has predominantly turned to the use of mega-
trends of digital transformation to increase and improve access to the sports audience. 
As a result of this approach, the importance of the digital path, digital identity and 
digital experience of the sports audience was recognized, which defines a new stra-
tegic paradigm of marketing a sports mega-event in the era of digital globalization. 

 

Key digital trends for sport development 

Bearing in mind what has been said so far, it is completely clear that the organizers 
of sports mega-events today are competing with numerous challenges. Some of 
them are created as a consequence of the change in the way of creating value 
(economy of platforms), collecting data, storing and using it, as well as the specific 
use of the megatrends of digital transformations or the current challenges of data 
privacy protection (GDPR). This results in: 

1. Creation of new digital business models in sport. 
2. Establishing innovative sport-eco systems. 
3. Change of behaviour of the sports audience, both in the sports venues and 

more so outside of them. 
4. Different ways of adopting new technologies. 
5. Higher interest of state institutions towards sports. 

To illustrate the magnitude of the challenge that lies before the scientific audience in 
Table 1, we provide an overview of the top 3 digital trends that Deloitte and N3XT 
Sports company singled out as critical digital trends for the development of world 
sports in their report from 2025. 

Table 1. Critical digital trends for the development of world sport from 2022 to 2025 

Year Key Digital Trends 

2022 Accelerated adoption of AR/VR fan experiences; Digital collectibles (NFTs); Data-
driven fan personalization 

2023 Generative-AI in fan engagement and marketing; Advanced streaming 
integrations; E-commerce & digital ticketing 

2024 Responsible AI for safer sports experiences; Multi-screen and interactive 
content; Dynamic segmentation and personalization 

2025 Hyperscale social video platforms; Immersive virtual events; Real-time dynamic 
creative and contextual ads 

Source: Deloitte and N3XT Sports 2025. 
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To illustrate the magnitude of the power of change, Table 2 gives a comparative 
overview of the audiences, that in 2024-2025 followed the finals of the most pro-
fessional USA leagues (NBA, NFL, MLB, NHL), in the following media communication 
channels: Direct TV broadcast, Streaming and digital (including Facebok, TikTok and 
YouTube) and X. 

Table 2. Viewership of 2024–2025 US Sport Finals (in millions of spectators) 

League Event 
TV Broadcast 

(2025, avg 
viewers) 

Streaming & Digital 
(Facebook/TikTok/ 

YouTube) 

X (2025, peak 
engagement) 

NBA Finals 10.2 4.5 (combined est.) 1.2 (peak) 
NFL Super Bowl 115 (2025, est) 7.9 (TikTok est.) 6.2 (peak) 
MLB World Series 7.2 2.1 (Facebook est.) 0.5 (peak) 
NHL Stanley Cup Final 3.0 1.9 (YouTube est.) 0.3 (peak) 

Source: NBA, Streaming media blog, 2025. 

The data presented above confirms the complete dominance of digital over tradi-
tional communication channels in the segment of spectating sports mega-events in 
the US market. Also, some research has confirmed that there is a relatively high level 
of uniformity in the activities of the sports audience on social media regardless of 
the geography they come from (Li et al., 2017). This is particularly important for 
marketing, as it provides a highly uniformed approach to a geographically dislocated 
sports audience, confirming once again the unique phenomenon of globalization of 
world sports. 

The main goal of accepting the concept of digital globalization in the marketing of 
sports mega-events comes down to achieving a set of benefits for the sports 
organization and event organizers that can be identified in the following segments 
(Microsoft, 2017): 

1. Better understanding of sports fans to enable personalized and rich content 
within the shared experience, available anytime and anywhere. 

2. Easier cooperation within the organization, knowledge sharing, increasing 
productivity and efficiency. 

3. Optimization of training and preparation of athletes by their coaches and 
their teams, to enable a high quality of performance and results. 

4. Better coordination of operations, collecting and data analysis about the 
sports audience, as well as business processes. 

5. Providing an advanced spectating experience, and providing innovation 
services in the sports arena, and outside of it, thus increasing monetization 
using the new business models. 
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Xiao et al. (2018) give an overview of some of the most important effects deter-
mined by the digital spectrum in the global sports industry which includes an 
organizational component (elimination of manual work processes and enabling 
access to data in real-time, live TV broadcasts and the separation of TV and digital 
rights to cover sporting events provide new value for clubs, spectators, and spon-
sors, the emergence of completely new sports based on digital premises (eSports), 
using different megatrends of digital transformation in order to create new ways of 
interacting with different groups of the sports and the business public), technology 
component (new digital products, use of IoT and Big Data and digital platforms, etc.), 
symbolic component (creation of a large number of independent communication 
channels through which it is possible to create awareness and directly influence the 
image and brand within the global sports industry, increase the accessibility of 
sports events to a much wider public, reducing the difference between the physical 
and virtual experience of sports mega events, etc.) and educational component (the 
increase in the use of data analysis for the needs of training, preparation for the 
match and analysis after its completion significantly affects the change in the way 
coaches work, which requires the acquisition of new skills and a different 
understanding of available data as a result of the digital globalization of the sports 
industry, possibility of innovations in the training process and replacement of 
traditional training with a virtual form (digital training simulators). 

Considering the structure of the presented implications of digital globalization on 
the sports industry, it can be concluded that due to these structural changes, the im-
portance of marketing as a business function within world sports is growing. What's 
more, most of the exposed implications are directly or indirectly related to mar-
keting, which, thanks to the implemented digital capacities, changes its location and 
realizes its business philosophy and importance in a changed virtual environment. 

 

Marketing perspective of sports mega-events 

Accepting and acknowledging what has been said so far, the power of digital change 
with the intention of setting the framework for the next research in a format that 
will not have such a high level of time and content flexibility, and wanting to map it 
to the observed digital tendencies that define the current moment of global mar-
keting, the relationship that created in the bridge between digital globalization and 
the marketing of a sports mega-event, we believe that it should be viewed in the 
following perspectives/strategic levels: 1. The digital path and the digital experience 
of the users of the mega sports event, with which their importance would be positi-
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oned (in this case, the sports audience on and off the sports arenas and the creation 
of digitally connected fans) through the appreciation of all the specifics of the 
Marketing 5.0 concept (the current stages of marketing defined by the interweaving 
of technological and human capacities, Kotler et al., 2021) and promoted the stra-
tegic importance of digital identity as a digital currency of the 21st century. In most 
cases, the digital path is seen as a dynamic and spatial diagram that recognizes the 
trajectory on which the user acquires a concrete digital experience. In this context, it 
actually represents the user's road map, which as a rule is segmented into special 
stages, and which as a final result gives a certain level, quality and structure of the 
digital experience that is of crucial importance for the success of the marketing of 
mega sports events. Considering the above, digital journey (Microsoft, 2017, 9) 
shows an example of a digital path connected to a geographic location and a sports 
arena. It is a digital journey of a sports fan in relation to a geographical location and 
a sports arena. The fan experience begins with receiving news about the team and 
its events, followed by updates on new players and coaches, as well as insights into 
team history and legendary figures. Fans also interact through socialization with 
teammates and other supporters, consume press conferences, and follow training 
sessions. Beyond the core sporting activities, the journey highlights players’ inte-
rests, community service, and youth outreach initiatives. On game day, fans receive 
real-time updates from the team, purchase tickets online, and gain exclusive behind-
the-scenes content. During the match, spectators often rely on a “second screen” to 
complement the live experience, while simultaneously discussing game events and 
analyzing outcomes. The journey continues post-match with merchandise purchases, 
interactive digital games, and personalized offers from teams, sponsors, and mer-
chants. Finally, it extends beyond the stadium through travel and tourism oppor-
tunities, as well as connections with friends and fellow fans, underscoring the 
holistic and digitally interconnected fan experience. 

Besides this digital journey, digital journey of a sports fan (Microsoft, 2017, 10) 
should also be considered as it is more narrowly focused on the activities of a sports 
fan around game attendance. It starts with following team news and games, rece-
iving loyalty offers, and purchasing tickets. Fans are then informed about events and 
services in the city and are provided with personalized offers for local businesses. 
Practical aspects such as transportation options, navigation assistance, and game-
day updates from the team are integrated into the digital experience. Upon arrival, 
fans access novelty food, merchandise, and stadium services, and use digital cha-
nnels to socialize with other fans. After the game, they can learn about post-match 
events, share opinions about the outcome, and once again engage with personalized 
offers from nearby businesses and sponsors. The journey concludes with arranging 
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transportation home, meeting friends for post-game socialization, and maintaining 
ongoing digital connections with teams and fans. 

The recognized duality of the digital path directly affects the level and structure of 
the digital experience, i.e. the satisfaction of the sports auditorium, and it represents 
one of the significant indicators of the success of the marketing of mega sports 
events. 2. Athletes as creators of digital content, which we believe is the only au-
thentic and conceptually correct way of understanding the importance of social 
media in the marketing of sports mega-events. In the scientific literature, there is a 
consensus that the global popularity of mobile devices and social media has 
introduced a revolution in the way sports content is consumed, thus also in the 
concept of marketing sports mega-events (Pritchard & Stinson, 2014; Harris, 2013; 
Nore Al-Deen & Hendricks, 2012). The value created by the sports audience in the 
digital space (Facebook, Instagram and X) is estimated at €1.1 billion in 2021 at the 
same level as some of the world's most famous sports leagues, and within the 20 
most powerful sports clubs on the planet, it amounts to €733 million. According to 
Nielsen Research, athletes who had more than five million followers on Instagram in 
2020 generated US$314 million worth of media exposure with their posts, 80% more 
than in 2019. Also, the number of sports fans who consume social media in search of 
information or content, increased by 83% in the period from September 2019 to 
January 2021. As a consequence of the COVID-19 pandemic, digital platforms, and 
especially digital networks, have become an excellent communication channel for 
global brands that use athletes' accounts to enter new products on the market, raise 
their level of awareness, or communicate with the goal of enabling a final purchase. 
In this context, recognizing the interest of companies in this type of marketing, 
athletes increase the number of announcements that contain the emphasis of a spe-
cific brand. Thus, in the period of July 2019 - March 2021, the number of Instagram 
accounts of 15,000 athletes that contain information about the brand registered a 
growth of 58% (Nielsen Sports, 2021, p. 9). All this represents an excellent example 
of the power and magnitude of changes that digital globalization can generate in the 
short term for marketing and a real reason to initiate the harmonization of the 
existing marketing strategy and the defined approach to the global market, through 
adapting the concept of integrated marketing communications. On the other hand, 
the concept of digital globalization brings with it a revolutionary change as athletes 
become content creators in a virtual environment. This situation disrupts the exis-
ting business model of world sports and requires the acceptance of a new marketing 
reality that promotes the institution of digital identity. Such a shift on the digital axis 
also creates the launch of the contextual identity of sports fans as members of a 
much wider sports audience. 3. Sports arenas (stadiums) as modern digital plat-



Trkulja, M., Ratković, M., Kos Kavran, A. (2025). The perspective of digital marketing 
of the sport mega events in the 21st century, Sport media and business, 11(2) 33-46 

www.smb.edu.rs 41 

forms, today represent a unique conceptually and technically defined unit that is 
determined by the integration of the drivers of digital globalization, and the global 
nature of sports and the expectations of the sports audience. They have been 
transformed into interactive and, in a technical sense, powerful digital platforms 
that provide sports fans with a wide range of previously unimaginable services, 
which fundamentally changes the relationship between athletes - sports audiences 
on the field of play and outside the field of play, on the one hand, and also the 
realistic perception of the place as an element of the marketing mix which, in such a 
changed situation, becomes an element of promotion. All this defines the trans-
formation of the sports arena into a digital platform that moves in the direction of 
virtual reality and ultimate connectivity (Giorgio & Campbell, 2016). It is clear that 
the transformation of sports arenas is actually the acceptance of the concept of the 
digital path and the digital experience of sports fans as the only authentic indicator 
of success in the sports market in a digital environment (Gareth, 2017; Smith, 2015). 
In that change certainly lies a crucial part of the business and marketing benefits 
that sports arenas get from accepting the concept of digital globalization.  

In addition to the above-mentioned perspectives, it is necessary to refer to a set of 
specific digital components of contemporary global sports that change the per-
ception of sports mega-events on a global level. Here special focus should be direc-
ted to recognising trends that create new innovative approaches to the marketing of 
sports mega-events, such as:  

1. The phenomenon of the concept of Big Data, identified in the amount of data 
that is created as a result of the interaction between participants in the sports 
market. This ensures that marketing representatives of sports mega-events, 
thanks to the application of analytical methods that are carried out on a pre-
viously unimaginable amount and variety of data, get strategically important 
information necessary for creating an adequate marketing mix and especially 
elements of integrated marketing communications. In fact, the very structure of 
a sporting mega-event provides a much wider channel of communication and a 
correspondingly greater amount of highly heterogeneous information.  The 
sports mega-event itself obviously represents an excellent communication plat-
form that generates a large amount of data that, after analysis, has a high level 
of value for companies.  

2. The influence of digital generations: Z (born between 1997 and 2009) and Alpha 
(born between 2010 and 2025) on the structure of integrated marketing co-
mmunications.  
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3. The Sports Auditorium 4.0 model promotes the global sports community 
(Hwang & Lim, 2015) and is conceptually a product of the quality and multi-
layered experience of sports fans that is created when consuming a sports 
product or service in a digital environment, which today has a complete global 
perspective. Its main specificity, and thus a significant difference on the market, 
compared to previous models that were based on the direct advantages of 
electronic media, lies in the incredible possibilities of digital platforms. The 
crucial difference brought by this model is recognized in the possibility of direct 
contact with athletes, which did not exist before. 

4. Following sports mega-events with a "Second Screen" approach, which is the 
result of the availability of mobile digital platforms and devices in various multi-
channel marketing options, has led to the shift of the traditional position of 
global sports to much more challenging virtual options. "Second screen" is a 
complementary concept to traditional television for the following reasons 
(Gantz & Lewis, 2014): a. Digital identity of the sports fan; b. Expanding the 
sports fan base; c. Information expertise; d. Social interaction; 5. Realizing 
ambitions. 

5. eSport, as an authentic consequence of the impact of the concept of digital 
globalization on the sports industry and its positioning within the global sports 
system, as one of the factors of its future market success. 

 

Conclusion 

Based on the observations and assumptions presented, along with concrete facts 
from the integration of digital technologies in the marketing of sports mega-events, 
we can conclude that the digital transformation of the sports industry impacts sports 
mega-events through changes in the marketing mix, specifically in integrated mar-
keting communications. Additionally, it affects the communication between organi-
zers and sports fans, recognizes the sport as a digital phenomenon, creates a digital 
identity for all market participants, and acknowledges the structure and attributes of 
sports fans in the concept of Sport Auditorium 4.0. The user experience is defined 
based on digital capabilities and the strategic acceptance of digital transformations. 
However, these changes pose challenges for professionals and researchers, requiring 
a holistic and interdisciplinary approach. The value matrix of marketing sports mega-
events in the digital environment provides a framework for trend analysis but cannot 
predict future marketing potentials due to uncertainty in technological innovations. 
This paper presents assumptions on the development perspective of marketing 
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sports mega-events in the digital environment of the 21st century. Recognizing the 
impact of digital globalization on mega sports event marketing, it is vital to find the 
intersection between digital options and world sports. This includes accepting the 
importance of the digital path, digital identity, and digital experience of the sports 
audience as a new marketing paradigm. It also entails recognizing the changing co-
mmunication channel of world sports and creating a new balance between media 
and athletes in the digital era. The basic hypothesis of this paper, that digitization 
represents the primary marketing potential in 21st-century sports mega-events, has 
been confirmed. 

 

Author Contributions  

The authors declare no conflict of interest. 

 

Conceptualization: M.T. and M.R.; Resources, A.K.K and M.T.; Methodology, A.K.K. 
and M.T.; Investigation, M.R. and M.T.; Data curation, A.K.K..; Formal Analysis, M.R. 
and M.T.; Writing – original draft, M.T. and M.R.; Writing – review & editing, M.T and 
M.R. All authors have read and agreed to the published version of the manuscript. 

 

References 

1. Anagnostopoulos, C., Parganas, P., Shandwck, S & Fenton, A. (2018). Branding in 
pictures: using Instagram as a brand management tool in professional team sport 
organizations. European Sport Management Quarterly, 18, 413–438. 

2. Breidbach, C., Choi, S., Ellway, B., Keating, B.W., Komusheva, K., Kowalowski, C., 
Lim, C & Maglio, P. (2018). Operating without operations: How technology changing 
the role of the firm?, Journal of Service management, 29, 809–833. 

3. Deloitte 2025 Digital Media Trends, https://www.deloitte.com/us/en/insights/ 
industry/technology/digital-media-trends-consumption-habits-survey/2025.html 

4. Dolan, R., Conduit, J., Fahy, J., & Goodman, S. (2016). Social media engagement 
behavior: A uses and gratifications perspective. Journal of Strategic Marketing, 24, 
261–277. 

5. Funk, D.C., Pizzo, A.D. & Baker, B.J. (2018). eSport management Embracing eSport 
education and research opportunities. Sport Management Review, 21(1), 7–13. 



Trkulja, M., Ratković, M., Kos Kavran, A. (2025). The perspective of digital marketing 
of the sport mega events in the 21st century, Sport media and business, 11(2) 33-46 

www.smb.edu.rs 44 

6. Gantz, W. & Lewis, N. (2014). Fanship Differences Between Traditional and Newer 
Media, in Routledge Handbook of Sport and New Media. Billings, A.C, Hardin, M. & 
Brown, N.A. (Eds.). Routledge Handbooks Online. 

7. Gareth, C. (2017). How Social and OTT platforms are changing sport consumption. 
Digital Sport. 

8. Geurin, A.N. & Burch, L.M. (2017). User-generated branding via social media: An 
examination of six running brands. Sport Management Review, 20(3), 273–284. 

9. Giorgio, P. & Campbell, P. (2016). The stadium as a platform, A new model for 
integrating venue technology into sport business. UK: Deloitte Development LLC. 

10.  Hallmann, K. & Giel, T. (2018). eSports – Competitive sports or recreational acti-
vity? Sport Management Review, 21(1), 14–20. 

11.  Heere, B (2018). Embracing sportification of society. Defining e-sports through a 
polymorphic view of sport. Sport Management Review, 21, 21–24. 

12.  Hwang, Y. & Lim, J.S. (2015). The impact of engagement motives for social TV on 
social presence and sport channel commitment. Telematics and Informatics, 32, 
755–765. 

13.  Kotler, P., Kartajaya, H. & Setiwan, I. (2021). Marketing 5.0, Technology for 
Humanity. Hoboken, New Jersey, USA: John Wiley & Sons, Inc. 

14.  Legner, C., Eymann, T., Matt, C., Bohmann, T., Drews, P., Madache, A., Urbach, N. 
& Ahelmann, F. (2017). Digitalization opportunity and challenge for the business and 
information system engineering community. Business & Information Systems 
Engineering, 59, 301–308. 

15.  Manić, M., Trandafilović, I. & Ratković, M.C. (2018). Esencijalni značaj marketing 
menadžmenta u kreiranju sportsko rekreativnog turizma u Srbiji In: Bevanda, V. 
(Ed.), Conference Proceedings. (pp. 471-480). Belgrade: Association of economists 
and managers of the Balkans: Faculty of engineering and management: Modern 
business school; Novo Mesto: Faculty of business and management sciences: Faculty 
of business management and informatics; Skopje: Business academy Smilevski; 
Bitola: Institute of management. 

16.  Medić, G. & Ratković, M. (2010). Sportsko sponzorstvo kao instrument 
marketinga i komunikacije. In: Zbornik radova: Menadžment u sportu. (pp. 441-445). 
Beograd: Fakultet za menadžment u sportu Univerziteta "Braća Karić". 



Trkulja, M., Ratković, M., Kos Kavran, A. (2025). The perspective of digital marketing 
of the sport mega events in the 21st century, Sport media and business, 11(2) 33-46 

www.smb.edu.rs 45 

17.  Microsoft (2017). The Sports ’’Book of Dream’’ – Digital Business Transformation 
Patterns for a Mobile-First, Cloud-First Model. Redmond, USA: Microsoft Corpo-
ration. 

18.  NBA (2025), https://www.nba.com/news/2025-playoffs-viewership-up-12-
percent-from-last-year-on-espn-platforms 

19.  Nielsen Sports (2021). The Changing Value of Sponsorship 2021. Sports Global 
Marketing Trends, 

20.  Nore Al-Deen, H.S. & Hendricks, J.A. (2012). Social Media, Usage and Impact. 
Lanham, US: Lexington Books. 

21.  N3XT Sports, 2025 Digital Trends in the Sports Industry, https://www. 
n3xtsports.com/wp-content/uploads/2025-Digital-Trends-in-the-Sports-Industry-
Report.pdf 

22.  Pegoraro, A., Scott, O. & Burch, L.M. (2017). Strategic use of Facebook to build 
brand awareness: a case study of two national sport organizations. International 
Journal of Public Administration the Digital Age, 4(1), 69–87. 

23.  Ratković, M. & Grubić, G. (2009). Servisi za društvene mreže u funkciji 
unapređenja e-marketinga. U: Zbornik radova. (pp. 524-531) Beograd: Univerzitet 
Alfa Fakultet za trgovinu i bankarstvo. 

24.  Ratković, M. & Dašić, D. (2018). Marketing u sportu sa elementima industrije 
sporta. Beograd: Visoka škola savremenog biznisa. 

25.  Ratković, M.C., Krasulja, N. & Garača, N. (2013). Customer relationship ma-
nagement strategy as an opportunity for improving the modern marketing concept. 
Kultura, 139, 381-395. 

26.  Smith, P. (2015). Fan Revolution, Global fans in the information age. Who are 
we? What motivates us? How to we create value? Repucom 

27.  Streaming Media Blog (2025), https://www.streamingmediablog.com/ 
2024/06/nfl-viewership.html 

28.  Streaming Media Blog (2025), https://www.streamingmediablog.com/ 
2025/07/sports-viewing-stats.html 

29.  Thompson, A. J., Martin, A.J., Gee, S. & Geurin, A.N. (2018), Building brand and 
fan relationship through socila media. Sport, Business and Management: An 
International Journal, 8(3), 235–256. 

30.  Trkulja, M, Brkić, M. (2025). Sport i digitalna globalizacija, Teorija sporta – 1. 
Izdanje, Univerzitet “Union-Nikola Tesla”, Fakultet za sport, Beograd, 307-312. 



Trkulja, M., Ratković, M., Kos Kavran, A. (2025). The perspective of digital marketing 
of the sport mega events in the 21st century, Sport media and business, 11(2) 33-46 

www.smb.edu.rs 46 

31.  Trkulja, M. (2022). Marketing sportskih događaja – Olimpijske igre 4.0 
Revolution. Kragujevac: Printus Lis. 

32.  Trkulja, M. (2020). Uticaj digitalne globalizacije na marketing mega događaja. 
Doktorska disertacija. Ekonomski fakultet Univerziteta Banja Luka, Republika Srpska, 
BiH 

33.  Trkulja, M., Lojić, A. & Lončar, M (2018), Digitalna globalizacija i marketing mega 
događaja, Poslovne studije10 (19-20), Banja Luka, Republika Srpska, Bosna i 
Hercegovina, Univerzitet za poslovne studije, Banja Luka, Republika Srpska, BiH, 135 
– 151. 

34.  Trkulja, M. (2008). Marketing sportskog događaja – Olimpijske igre, Alpha 
Design, Beograd 

35.  Watanabe, C., Naveed, N. & Neittaanmäki, P. (2018). Digital solutions transform 
the forest-based bioeconomy into a digital platform industry - A suggestion for a 
disruptive business model in the digital economy. Technology in Society, 54, 168-
188. 

36.  Xiao, X, Chian Tan, FT, Lim, ETK, Henningsson, S, Vatrapu, R, Hedman, J, Tan, CW, 
Clemenson, T, Mukkamala, RR & Van Hillegersberg, J. (2018). Sports Digitalization: 
An Overview and A Research Agenda. In: Paper presented at 38th International 
Conference on Information Systems 2017. (pp. 6-7). Republic of Korea: Seoul. 

37.  Yoshida, M (2017). Consumer experience quality: A review and extension of the 
sport management literature. Sport Management Review, 20 (5), 427–442. 

38.  Yoshida, M., Gordon B.S., Nakazawa, M., Shibuya, S. & Fujiwara, N. (2018). 
Bridging the gap between social media and behavioral brand loyalty. Electronic 
Commerce research and Applications, 28, pp. 2018–218. 


	Fakultet za sport, Univerzitet „Union - Nikola Tesla“, Beograd Faculty of Sport, University „ Union - Nikola Tesla“, Belgrade
	SPORT MEDIJI I BIZNIS
	naučni časopis iz oblasti sporta, medija i biznisa
	SPORT MEDIA AND BUSINESS
	Scientific Journal in the Field of Sport, Media and Business
	Glavni i odgovorni urednik/Editor-in-Chief
	Prof. dr Dejan Dašić
	SPORT MEDIA AND BUSINESS
	Scientific Journal in the Field of Sport, Media and Business
	Recreational Sports and Lifestyle: Sport as a Way of Life
	Guest Editors:
Andrijana Kos Karavan, PhD
	Međimurje University of Applied Sciences in Čakovec, Croatia
	
Tomislav Hublin, PhD
	Međimurje University of Applied Sciences in Čakovec, Croatia
	SPORT MEDIJI I BIZNIS, naučni časopis iz oblasti sporta, medija i biznisa
	SPORT MEDIA AND BUSINESS, Scientific Journal in the Field of Sport, Media and Business
	ISSN 2956-0780 (Printed)
	ISSN 3042-0725 (Online)
	Izlazi: dva puta godišnje/ published: twice a year
	Izdavač/Published by
	Fakultet za sport, Univerzitet „Union - Nikola Tesla“, Beograd Faculty of Sport, University „ Union - Nikola Tesla“, Belgrade
	Glavni i odgovorni urednik/Editor-in-Chief
	Prof. dr Dejan Dašić, Fakultet za sport, Univerzitet „Union - Nikola Tesla“, Beograd
	Zamenik glavnog i odgovornog urednika/ Associate Editors
	Prof. dr Milijanka Ratković, Fakultet za sport, Univerzitet „Union - Nikola Tesla“, Beograd
	Tehnički Direktor/Technical Director
	Bojan Sekulić
	Dizajn i tehnička podrška/ Desing and Tehnical support
	Raša Đorđević
	Lektura i korektura/Editing and proofreading
	Andrea Bratić
	Redakcija/Editorial staff
	Fakultet za sport, Narodnih heroja 30/I, 11070 Novi Beograd, Republika Srbija; PIB: 107803145, MB: 17841904 T: +381 11 404 40 50, F: +381 11 404 40 65; E: smb@fzs.edu.rs www.fzs.edu.rs
	Štampa/Printed by
	RIS, Beograd Broj/Volume XI No2(2025)
	Tiraž/Circulation 30
	Članovi uređivačkog odbora/Members of the Editorial Board
	Prof. dr. Katarina Pijetlović, Católica University of Portugal, Global School of Law
	Prof. dr Simon Ličen, Department of Educational Leadership and Sport Manage-ment, Washington State University, United States of America
	Prof. dr. Natalia Zakharyeva, Federal State Budget Educational Institution of Higher Education, University of Sport “GTSOLIFK”, Moscow, Russia
	Prof. dr. Dimitar Mihailov, National Sports Academy “Vasil Levski”, Sofia, Bulgaria
	Assoc. Prof. Dr. Artem Saveljev, Faculty of Physical Culture and Sport, Tambov State University “G. R. Derzhavin”, Tambov, Russia
	Prof. dr. Bojan Jorgić, Faculty of Sport and Physical Education, University of Niš, Serbia
	Prof. dr. Miroljub Blagojević, Academy of Criminalistic and Police Studies, Bel-grade, Serbia
	Prof. dr. Dragoslav Jakonić, Faculty of Sport and Physical Education, University of Novi Sad, Novi Sad, Serbia
	Prof. dr. Dejan Madić, Faculty of Sport and Physical Education, University of Novi Sad, Novi Sad, Serbia
	Prof. dr. Mira Milić, Faculty of Sport and Physical Education, University of Novi Sad, Novi Sad, Serbia
	Prof. dr. Milan Nešić, Faculty of Sport and Tourism, “Edukons” University, Sremska Kamenica, Serbia
	Assoc. Prof. dr. Marjan Marinković, Military Academy, University of Defence, Belgrade, Serbia
	Prof. dr. Vladimir Koprivica, Faculty of Sport, “Union – Nikola Tesla” University, Belgrade, Serbia
	Assoc. Prof. dr. Velibor Srdić, Faculty of Sports Sciences, “Apeiron” University, Banja Luka, Bosnia and Herzegovina
	Prof. dr. Sanja Krsmanović Veličković, Faculty of Sport, “Union – Nikola Tesla” University, Belgrade, Serbia
	Prof. dr. Marko Begović, Molde University College, Norway
	Prof. dr. Lazar Stošić, Faculty of Management, Sremski Karlovci, “Union – Nikola Tesla” University, Belgrade; Don State Technical University, Rostov-on-Don, Russian Federation
	Prof. dr. Biljana Vitković, Faculty of Sport, “Union – Nikola Tesla” University, Belgrade, Serbia
	Assoc. Prof. dr. Predrag Bajić, Faculty of Sport, “Union – Nikola Tesla” University, Belgrade, Serbia
	Izdavački savet/ Advisory Board
	Prof. dr Tatjana Jančeva, National Sports Academy “Vasil Levski”, Sofia, Bulgaria
	Prof. dr Perparim Ferunaj, Faculty of Physical Activity and Recreation, Sports University of Tirana, Tirana, Albania
	Prof. dr Žan Firica, Faculty of Physical Education and Sport, University of Cra-iova, Craiova, Romania
	Prof. dr Sašo Popovski, Macedonian Olympic Committee, Skopje, North Mace-donia
	Prof. dr Kyle Pierce, College of Business, Education and Human Development, Louisiana State University Shreveport, Shreveport, Louisiana, USA
	Doc. dr Patraporn Sitilertpisan, Faculty of Associated Medical Sciences, Chiang Mai University, Thailand
	Doc. dr Hasan Akkus, Faculty of Sport Sciences, Selcuk University, Konya, Turkey
	Prof. dr Jana Vašíčková, Faculty of Physical Culture, Palacký University Olomouc, Department of Social Science in Kinanthropology, Czech Republic
	Prof. dr Milan Mihajlović, Faculty of Sport, “Union – Nikola Tesla” University, Belgrade, Serbia
	Prof. dr Milivoje Radović, Faculty of Economics, University of Montenegro, Podgorica, Montenegro
	Prof. dr Izet Rađo, Faculty of Sport and Physical Education, University of Sara-jevo, Sarajevo, Bosnia and Herzegovina
	Doc. dr Milan Radaković, Faculty of Sport, “Union – Nikola Tesla” University, Belgrade, Serbia
	Prof. Borislav Cicović, PhD, Dean, Faculty of Physical Education and Sports, University of East Sarajevo, Bosnia and Herzegovina
	Prof. Rašid Hadžić, PhD, Dean, Faculty of Sports and Physical Education, Univer-sity of Montenegro
	Prof. Jean Firica, PhD, Faculty of physical education and sports, University of Craiova, Craiova, Romania
	SADRŽAJ / TABLE OF CONTENTS
	Dejan Žličar, Petar Barbaros, Tomislav Hublin
	9
	Paula Čatipović
	WHAT HAS NIKE DONE WITH THE BATON OF STEREOTYPES IN THE MEDIA?  ……………………………………....
	19
	Miloš Trkulja, Milijanka Ratković, Andrijana Kos Karavan
	THE PERSPECTIVE OF DIGITAL MARKETINGOF THE SPORT MEGA EVENTS IN THE 21st CENTURY .........
	33
	Martina Ferenčić, Lucija Čehulić
	FAN CULTURE AND ITS INFLUENCE ON FOOTBOL: INSIGHTS FROM CROATIAN SUPPORTERS  ………………….…..
	47
	Josip Miočić, Bepo Žura
	THE SIGNIFICIANCE OF THE PARTICIPATION OF THE CROATIAN SOCCER REPRESENTATION IN LARGE COMPETITIONS FOR THE DEVELOPMENT OF SOCCERIN CROATIA  …………………………………………………………....………
	67
	Tina Smolković
	LANGUAGE OF VICTORY AND TOGETHERNESS: A CASE STUDY OF HANDBALL CLOB MRK ČAKOVEC’S SOCIAL MEDIA PRESENCE ……..................................................………
	79
	Dejan Dašić, Borivoje Baltazarević, Milan Stanković
	FROM RECREATION TI ELITE SPORT: CYCLING AS A LIFESTYLE AND ITS IMPACT ON HEALTH, WELL-BEING, AND SOCIAL CONNECTEDNESS  ……………........………………….
	91
	Sara Dimovska
	THE IMPACT OF SOCIAL MEDIA ON THE PROMOTION OF RECREATIONAL SPORTS   …………………………………………….....
	109
	Received: 11.5.2025    DOI: https://doi.org/10.58984/smb2502009z
	Accepted: 21.7.2025
	Coresponding author: zlicar.dejan@gmail.com
	CAREER DEVELOPMENT TRENDS OF THE WTA TOP 100 TENNIS PLAYERS
	Dejan Žličar0F , Petar Barbaros1F , Tomislav Hublin2F
	Abstract: The aim of this paper was to compare patterns of entry into the professi-onal women’s tennis rankings through the age at which the first WTA point is ear-ned, the time required to first break into the world’s top 100, and the relationship of...
	The results show that the average age at which the world’s leading female players earn their first point is between 15 and 16 years. Some players earn points imme-diately after turning 14, as soon as regulations allow, while others earn their first po...
	Keywords:  tennis, female players career development, ranking, WTA points
	Introduction
	Aims
	Methods
	Results and discussion
	Conclusion
	References
	1. Crespo, M., Martínez-Gallego, R., & Filipcic, A. (2024). Determining the tactical and technical level of competitive tennis players using a competency model: a sys-tematic review. Frontiers in Sports and Active Living, Volume 6-2024. https:// doi.o...
	2. Cui, Y., Gómez, M.-Á., Gonçalves, B., & Sampaio, J. (2018). Performance profiles of professional female tennis players in grand slams. PLOS ONE, 13(7), 1–18. https://doi.org/10.1371/journal.pone.0200591
	3. Gallo-Salazar, C., Salinero, J. J., Sanz, D., Areces, F., & del Coso, J. (2015). Professional tennis is getting older: Age for the top 100 ranked tennis players. Inter-national Journal of Performance Analysis in Sport, 15(3), 873–883. https:// doi....
	4. ITF. (28. 8 2024). International Tennis Federation. Dohvaćeno iz https:// www.itftennis.com/en/news-and-media/articles/itf-global-tennis-report-participation-hits-106-million-in-five-years/?utm_source=chatgpt.com
	5. Kovacs, M. (2007). Tennis Training: Enhancing On-Court Performance. USRSA.
	6. Kovalchik, S. A., Bane, M. K., & Reid, M. (2017). Getting to the top: an analysis of 25 years of career rankings trajectories for professional women’s tennis. Journal of Sports Sciences, 35(19), 1904–1910. https://doi.org/10.1080/02640414.2016. 124...
	7. Nikolakakis, A. (2022). Analysis of the effectiveness of technical-tactical elements during the serve-receive phase in youth female table tennis athletes. International Journal of Racket Sports Science, February. https://doi.org/10.30827/digibug.73534
	8. O’ Donoghue, P., & Ingram, B. (2001). A notational analysis of elite tennis strategy. Journal of Sports Sciences, 19(2), 107–115. https://doi.org/10.1080/ 026404101300036299
	9. Reid, M., Crespo, M., & Santilli, L. (2009). Importance of the ITF Junior Girls’ Circuit in the development of women professional tennis players. Journal of Sports Sciences, 27(13), 1443–1448. https://doi.org/10.1080/02640410903037714
	10.  Reid, M., Crespo, M., Santilli, L., Miley, D., & Dimmock, J. (2007). The importance of the International Tennis Federation’s junior boys’ circuit in the development of professional tennis players. Journal of Sports Sciences, 25(6), 667–672. https...
	11.  Reid, M., Morgan, S., Churchill, T., & Bane, M. K. (2014). Rankings in professional men’s tennis: a rich but underutilized source of information. Journal of Sports Sciences, 32(10), 986–992. https://doi.org/10.1080/02640414.2013.876086
	12.  Reid, M., & Morris, C. (2013). Ranking benchmarks of top 100 players in men’s professional tennis. European Journal of Sport Science, 13(4), 350–355. https:// doi.org/10.1080/17461391.2011.608812
	13.  Reid, M., & Schneiker, K. (2008). Strength and conditioning in tennis: Current research and practice. Journal of Science and Medicine in Sport, 11(3), 248–256. https://doi.org/https://doi.org/10.1016/j.jsams.2007.05.002
	14.  Smekal, G., Von Duvillard, S. P., Rihacek, C., Pokan, R., Hofman, P., Baron, R., Tschan, H., & Bachl, N. (2001). A physiological profile of tennis match play. Medicine & Science in Sports & Exercise, 33(6). https://journals.lww.com/acsm-msse/ ful...
	Original scientific paper    UDK: 659.1:796-055.2
	659.1:005.332
	Received: 24.4.2025    DOI: https://doi.org/10.58984/smb2502019c
	Accepted:21.6.2025
	Coresponding author: paula.catipovic@studenti.fpzg.hr
	WHAT HAS NIKE DONE WITH THE BATON OF STEREOTYPES IN THE MEDIA
	Paula Čatipović 3F
	Abstract: The paper analyzes ways in which women are portrayed in the sports adver-tisement "Nike: What will they say about you?" and how that relates to stereotypes and representation of women in a broader sociological context. This is achieved by co...
	Keywords: media representation, sports, narrative analysis, advertising
	Introduction
	“Stereotyping involves the representation and evaluation of others in ways that ratify and endorse unequal social relations” (Pickering, 2015: 1). The relay race of stereotypes, whose bearers are all those who allow themselves to be drawn into this ob...
	Theoretical framework
	Capitalism, commodification, and consumerism
	According to Barnard (1995), the word “advertisement” comes from the Latin adverto and advertere. The author suggests that the root of the word is related to “turn” or “turning to something”, thus incorporating the idea of directing attention into the...
	Narration
	Solar (1997) lists five basic stages of action in storytelling. In this sense, the expo-sition is described as an introduction, followed by a dynamic-based plot, or often some sort of contradiction. The climax is the moment when the tension is at its ...
	Inhibition of women as a media narrative
	Muslim women are often portrayed as oppressed women who require some sort of salvation, and the media seem to be an indispensable component in this narrative construction of weak women (Alsultany, 2012). Tuchman (2000) notes that lots of media portray...
	Success, independence, and emancipation of women as a media narrative
	Powell (2018) points out that, although women are still somewhat underrepre-sented in the media, new media are encouraging women from different contexts to get involved, without implying traditional ideas of power. There are examples of positive portr...
	Qualifications of women and the role of sports as a media narrative
	Milner and Braddock (2017) link the treatment of women in sports with issues of gender perception and discrimination but emphasize an increasing number of women who now compete in “traditionally male sports”, such as football or mixed martial arts. Sh...
	Methodological feamework
	Aim and research questions
	The aim of this paper is to analyze the ways in which women are represented in the "Nike: What will they say about you?" commercial, how this is related to social stereotypes, and how it serves the general representation of women in society. The resea...
	Narrative analysis
	Polkinghorne (1995) argues that narrative analysis uses stories while dealing with human experience and activities. In this sense, the environment in which the narra-tive takes place, the characters that are being created, the events and actions of th...
	Sample
	This research paper focuses on only one commercial and its narrative analysis, which may seem unusual, but the reason for such a small sample is a very thorough analysis that deconstructs positive media portrayal of women to its detail, which seems to...
	Analysis and results
	The commercial starts with a scene of a young woman wearing a hijab, as well as Nike sportswear. She goes for a run and soon notices an older-looking woman, who is also wearing a hijab, surprisingly staring at her. There is a text that reads: "What wi...
	Even though there are various examples of authors describing the representation of women as somewhat narrow-minded (Tuchman, 2000; Alsultany, 2012; Sherry, Osborne, and Nicholson, 2016; Santoniccolo, Trombetta, Paradiso, and Rollè, 2023), the commerci...
	Hamid, Basid, and Aulia (2021) claim that Arab women and patriarchal culture are inseparable but also emphasize the power of new media and its potentially good influence on their independence. Somewhat similarly, the analyzed advertisement conveys tha...
	Sherry, Osborne, and Nicholson (2016) argue that women’s sports are still underrepresented in the media, and Midgley, DeBues-Stafford, Lockwood, and Thai (2021) have found that women are less likely to cite examples of successful female athletes than ...
	Conclusion
	This paper provides a combination of gender and religious stereotype analysis while placing the advertisement "Nike: What will they say about you?" into the con-temporary media cultural context. While considering capitalist trends that manifest themse...
	References
	1. Alsultany, E. (2012). Arabs and Muslims in the Media: Race and Representation after 9/11. NYU Press. http://www.jstor.org/stable/j.ctt9qfv0k
	2. Bali, A. O., Omer, E., Abdulridha, K., Ahmad, A. R. (2021). Psychological violence against Arab women in the context of social media: Web-based questionnaire study. Journal of Medical Internet Research, 23 (8). https://doi.org/10.2196/27944
	3. Barnard, M. (1995). Advertising: The rhetorical imperative. In: C. Jenks (ed.). Visual Culture, Routledge, London. https://doi.org/10.4324/9781315084244
	4. Baudrillard, J. (2005). The finest consumer object: The body. In: M. Fraser and M. Greco (ed.). The Body: A Reader, 277-282. London and New York: Routledge.
	5. Bilić, P. (2020). Sociologija medija: rutine, tehnologija i moć. Jesenski i Turk, Zagreb.
	6. Casad, B. J. and Wexler, B. R. (2017). Gender Stereotypes. In: K. L. Nadal (ed.). The SAGE Encyclopedia of Psychology and Gender, SAGE Publications, Inc. https:// doi.org/10.4135/9781483384269.n251
	7. Chandler, D. (1997). An Introduction to Genre Theory. Conference text. Available at: http://visualmemory.co.uk/ daniel/Documents/intgenre/ (Entered 28/01/2025)
	8. Cook, G. (2001). Discourse of advertising, New York: Routledge.
	9. Entman, R. M. (1991). Framing U.S. coverage of international news: Contrasts in narratives of the KAL and Iran Air incidents. Journal of Communication, 41 (4), 6–27.
	10.  Gajger, L. and Car, V. (2020). Prikaz emancipirane žene 21. stoljeća u reklamama za parfem. Medijske studije, 11 (22), 102-120. https://doi.org/10.20901/ms.11.22.6
	11.  Grdešić, M. (2015). Uvod u naratologiju. Leykam International, Zagreb.
	12.  Hamid, M.A., Basid, A. and Aulia, I. N. (2021). The reconstruction of Arab women role in media: a critical discourse analysis. Soc. Netw. Anal. Min. (11), 101. https://doi- org.ezproxy.nsk.hr/10.1007/s13278-021-00809-0
	13.  Hromadžić, H. (2014). Medijska konstrukcija društvene zbilje: socijalno-ideološke implikacije produkcije medijskog spektakla. AGM, Zagreb.
	14.  Jung, C. (1973). Čovjek i njegovi simboli. Mladost, Zagreb.
	15.  Midgley, C., DeBues-Stafford G., Lockwood, P.  and Thai, S. (2021). She needs to see it to be it: The importance of same-gender athletic role models. Sex Roles, 85 (3-4), 142-160. https://doi-org.ezproxy.nsk.hr/10.1007/s11199-020-01209-y
	16.  Milner, A. N. and Braddock, J. H. (2017). Women in sports: Breaking barriers, facing obstacles. Praeger Publishers.
	17.  Ng, R., Chow T. and Yang W. (2021). News media narratives of Covid-19 across 20 countries: Early global convergence and later regional divergence. PLOS ONE, 16 (9). https://doi.org/10.1371/journal.pone.0256358
	18.  Osmančević, L. and Car, V. (2017). Television narratives – I'll tell you a story. Sarajevo Social Science Review, 5, 7-27.
	19.  Ospina, S. M. and Dodge, J. (2005). It's About Time: Catching Method Up to Meaning—The Usefulness of Narrative Inquiry in Public Administration Research. Public Administration Review, 65, 143-157.  https://doi-org.ezproxy.nsk.hr/10. 1111/j.1540-6...
	20.  Pickering, M. (2015). Stereotyping and Stereotypes. In: J. Stone et al. (ed.). The Wiley Blackwell Encyclopedia of Race, Ethnicity, and Nationalism, John Wiley & Sons, Ltd. 10.1002/9781118663202.wberen046
	21.  Polkinghorne, D. E. (1995). Narrative configuration in qualitative analysis. International Journal of Qualitative Studies in Education, 8, 5-23.
	22.  Posetti, J. (2006). Media representations of the hijab. University of Wollongong. Journal contribution. https://hdl.handle.net/10779/uow.27794973.v1
	23.  Powell, C. (2018). “How Social Media Has Reshaped Feminism.“ Council on Foreign Relations. https://www.cfr.org/blog/how-social-media-has-reshaped feminism. (Entered 28/01/2025)
	24.  Şahin, A., Soylu, D., Toktas, E. and Köse, N. (2024). The Impact of Media Representation on Female Athlete Identity and Self-Perception. International Journal of Sport Studies for Health, 7(3), 1-9. http://dx.doi.org/10.61838/kman.intjssh.7.3.1
	25.  Santoniccolo, F., Trombetta, T., Paradiso, M. and Rollè, L. (2023). Gender and Media Representations: A Review of the Literature on Gender Stereotypes, Objec-tification and Sexualization. International Journal of Environmental Research and Public...
	26.  Sherry, E., Osborne, A. and Nicholson, M. (2016). Images of sports women: A review. Sex Roles, 74 (7-8), 299-309. https://doi-org.ezproxy.nsk.hr/10. 1007/s11199-015-0493-x
	27.  Solar, M. (1997). Teorija književnosti. Školska knjiga, Zagreb.
	28.  Stolac, D. and Vlastelić, A. (2014). Jezik reklama. Hrvatska sveučilišna naklada, Zagreb - Rijeka.
	29.  Tuchman, G. (2000). The Symbolic Annihilation of Women by the Mass Media. In: L. Crothers and C. Lockhart (eds.). Culture and Politics. Palgrave Macmillan, New York. https://doi-org.ezproxy.nsk.hr/10.1007/978-1-349-62397-6_9
	30.  Vrebić, J. and Kesegić, T. (2014). Minimalizam i/ili raskoš jezika u televizijskim i radijskim reklamama. Hrvatistika, 7 (7), 51-62.
	31.  Walsh, A. (2013). Commodification. In: H. Lafollette (ed.). International Encyclopedia of Ethics. https://doi-org.ezproxy.nsk.hr/10.1002/ 9781444367072.wbiee712
	32.  Warren, S. (2018). “Religious stereotypes need the same attention as race and gender.” World Economic Forum. https://www.weforum.org/stories/2018/03/its-not-just-about-race-and-gender-religious-stereotypes-need-tackling-too/  (Entered 28/01/2025)
	33.  Žakman-Ban, V. and Špehar Fiškuš, K. (2016). Konzumerizam – društveni feno-men i nova ovisnost. Hum, 11 (16), 38-65.
	Received: 14.4.2025    DOI: https://doi.org/10.58984/smb2502033r
	Revised: 5.5.2025
	Accepted: 28.5.2025
	Coresponding author: milost@outlook.com
	THE PERSPECTIVE OF DIGITAL MARKETING OF THE SPORT MEGA EVENTS IN THE 21st CENTURY
	Miloš Trkulja 4F , Milijanka Ratković 5F , Andrijana Kos Karavan6F
	Abstract: Owing to the technological innovations that are dominating the global market of today, and seen through the prism of digital transformation megatrends, sports mega-events have rapidly (beginning of the 21st century) developed and integrated ...
	Keywords: digitalization, sport mega-event, marketing, globalization
	Introduction
	Digital globalization has revolutionized the world of sports, providing diverse marketing opportunities through the integration of digital capacities (Breidbach et al., 2018; Legner et al., 2017) while sports mega-events are increasingly shaped by dig...
	Sport, like many other traditional industries, has gone through various stages of the globalization process during its development. Today, acknowledging the current moment of transition from globalization as a process to globalization as a conceptual ...
	However, the impact of digital globalization on the marketing of sports mega-events and sports management has received less attention from the scientific community compared to other areas of management. Research primarily focuses on social me-dia, dig...
	While social media and digital platforms play a significant role, the foundational elements of marketing should not be ignored. Market research, segmentation, and sponsorship remain crucial aspects of sports marketing (Trkulja, 2022; Manić, Trandafilo...
	This paper discusses the aforementioned features within the boundaries of its formal and technical framework. The contribution is in defining the key overlapping points of marketing, sports mega-events and digital innovations, as well as high-lighting...
	Based on the above, the objective of this paper is to define the marketing perspec-tives of digitization at sports mega-events. The basic hypothesis is that digitization represents the primary marketing potential at sports mega events in the 21st cent...
	Digital value matrix of sport event marketing
	The concept of a value matrix on one side has two perspectives, temporal and monetary, and on the other, digital interaction with the sports audience and the use of a large amount of available data (Big Data). In a value matrix defined in this way, it...
	In a business sense, for global sports, understanding the digital value matrix is of particular importance. On one side, this matrix has a temporal and monetary perspective, and on the other, digital interaction with the sports audience and the utiliz...
	Thanks to the digital value matrix defined in this way, the marketing of the sports event gets strategically important information that determines both the specific marketing approach and the many more marketing tools that will be used. In this contex...
	Key digital trends for sport development
	Bearing in mind what has been said so far, it is completely clear that the organizers of sports mega-events today are competing with numerous challenges. Some of them are created as a consequence of the change in the way of creating value (economy of ...
	1. Creation of new digital business models in sport.
	2. Establishing innovative sport-eco systems.
	3. Change of behaviour of the sports audience, both in the sports venues and more so outside of them.
	4. Different ways of adopting new technologies.
	5. Higher interest of state institutions towards sports.
	To illustrate the magnitude of the challenge that lies before the scientific audience in Table 1, we provide an overview of the top 3 digital trends that Deloitte and N3XT Sports company singled out as critical digital trends for the development of wo...
	Table 1. Critical digital trends for the development of world sport from 2022 to 2025
	Source: Deloitte and N3XT Sports 2025.
	To illustrate the magnitude of the power of change, Table 2 gives a comparative overview of the audiences, that in 2024-2025 followed the finals of the most pro-fessional USA leagues (NBA, NFL, MLB, NHL), in the following media communication channels:...
	Table 2. Viewership of 2024–2025 US Sport Finals (in millions of spectators)
	Source: NBA, Streaming media blog, 2025.
	The data presented above confirms the complete dominance of digital over tradi-tional communication channels in the segment of spectating sports mega-events in the US market. Also, some research has confirmed that there is a relatively high level of u...
	The main goal of accepting the concept of digital globalization in the marketing of sports mega-events comes down to achieving a set of benefits for the sports organization and event organizers that can be identified in the following segments (Microso...
	1. Better understanding of sports fans to enable personalized and rich content within the shared experience, available anytime and anywhere.
	2. Easier cooperation within the organization, knowledge sharing, increasing productivity and efficiency.
	3. Optimization of training and preparation of athletes by their coaches and their teams, to enable a high quality of performance and results.
	4. Better coordination of operations, collecting and data analysis about the sports audience, as well as business processes.
	5. Providing an advanced spectating experience, and providing innovation services in the sports arena, and outside of it, thus increasing monetization using the new business models.
	Xiao et al. (2018) give an overview of some of the most important effects deter-mined by the digital spectrum in the global sports industry which includes an organizational component (elimination of manual work processes and enabling access to data in...
	Considering the structure of the presented implications of digital globalization on the sports industry, it can be concluded that due to these structural changes, the im-portance of marketing as a business function within world sports is growing. What...
	Marketing perspective of sports mega-events
	Accepting and acknowledging what has been said so far, the power of digital change with the intention of setting the framework for the next research in a format that will not have such a high level of time and content flexibility, and wanting to map i...
	Besides this digital journey, digital journey of a sports fan (Microsoft, 2017, 10) should also be considered as it is more narrowly focused on the activities of a sports fan around game attendance. It starts with following team news and games, rece-i...
	The recognized duality of the digital path directly affects the level and structure of the digital experience, i.e. the satisfaction of the sports auditorium, and it represents one of the significant indicators of the success of the marketing of mega ...
	In addition to the above-mentioned perspectives, it is necessary to refer to a set of specific digital components of contemporary global sports that change the per-ception of sports mega-events on a global level. Here special focus should be direc-ted...
	1. The phenomenon of the concept of Big Data, identified in the amount of data that is created as a result of the interaction between participants in the sports market. This ensures that marketing representatives of sports mega-events, thanks to the a...
	2. The influence of digital generations: Z (born between 1997 and 2009) and Alpha (born between 2010 and 2025) on the structure of integrated marketing co-mmunications.
	3. The Sports Auditorium 4.0 model promotes the global sports community (Hwang & Lim, 2015) and is conceptually a product of the quality and multi-layered experience of sports fans that is created when consuming a sports product or service in a digita...
	4. Following sports mega-events with a "Second Screen" approach, which is the result of the availability of mobile digital platforms and devices in various multi-channel marketing options, has led to the shift of the traditional position of global spo...
	5. eSport, as an authentic consequence of the impact of the concept of digital globalization on the sports industry and its positioning within the global sports system, as one of the factors of its future market success.
	Conclusion
	Based on the observations and assumptions presented, along with concrete facts from the integration of digital technologies in the marketing of sports mega-events, we can conclude that the digital transformation of the sports industry impacts sports m...
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	FAN CULTURE AND ITS INFLUENCE ON FOOTBALL: INSIGHTS FROM CROATIAN SUPPORTERS
	Martina Ferenčić 7F , Lucija Čehulić 8F
	Abstract: This paper examines the culture of sports fans, focussing on fans' habits, their influence on sport, the psychology and methods of cheering, fan types and their motivations. The main objectives of the paper are to show what drives fans, thei...
	Keywords: fan culture, sports fans, emotional attachment, fan psychology, fan motivation
	Introduction
	Sport is now a globally popular activity for all groups, influencing public opinion, consumer behaviour, lifestyle and health through modern technologies and media, leading to an increase in family spending on sport-related activities (Ratković, Kavra...
	In order to understand these differences, this article analyses the attendance figures for handball, basketball and football matches and examines the question of how sports fans are described and what drives them to become fans. To better under-stand ...
	Sport fans – who are they and what motivates them?
	Turković (2016: 13) defines fans as "people who gather in groups and cheer on their team at matches, with or without aids, to support the team in achieving positive results. It is a heterogeneous group that is part of the sports audience and forms an ...
	Regarding motivation, Funk, Alexandris, and McDonald (2022) describe two types: intrinsic (participating for learning, achievement, fun, or new experiences) and extrinsic (participating for results, rewards, or from guilt/anxiety). Shilbury et al. (20...
	Fans can also be categorised according to their level of involvement: occasional, moderate or fanatical (Bang and O'Connor, 2022). Fanatics are the most emotionally involved as they empathise strongly with their team's victories and defeats, as Bang a...
	Whitbourne (2011) describes two patterns of sports fans’ reactions to their team’s performance. The first is “BIRGing” from Basking in Reflected Glory. When the team wins, fans feel great. Author further explains that different research shows that fan...
	According to a recent study by the European Club Association (2020) on football fan behavior, there are six fan types: Football Fanatics, Club Loyalists, Icon Imitators, FOMO (Fear of missing out) Followers, Main Eventers, and Tag Alongs. Study explai...
	In short, sports fans represent a diverse group whose motivations, commitment and emotional attachments vary widely — from deeply loyal fanatics to casual fans characterised by their personal identity, social relationships and reactions to their team’...
	The role of fan loyality and attendance in sports club success
	As already explained, the difference between fanatical fans and casual spectators is that fanatical fans almost always follow their team and attend matches much more frequently due to their strong loyalty. They support their team even when they per-fo...
	The LA Times (MacGregor, 2004) discusses the impact of fans on athletes, empha-sising that the presence of a crowd can trigger a release of adrenaline in players, which can either enhance performance by returning to dominant responses, or hinder it du...
	Considering the influence that fans have on sport, it can be concluded that fans are a priority in the marketing strategies of sports clubs. Increasing revenue is the most common overall objective of fan engagement (Rotko, 2023), with a focus on ticke...
	Successful clubs with a strong winning tradition attract large attendances. According to Statista data, in the 2023 Premier League season, the highest average attendance was 73,504 spectators per match, with Manchester United ranking first. At the bot...
	La Liga recorded lower attendances, led by Barcelona (with 56,304 spectators). At the bottom of the table was Mallorca with an average of 20,295 spectators, giving a league average of 29,429 (https://www.statista.com/statistics/382833/clubs-of-la-liga...
	Enthusiastic and loyal fans not only drive strong attendance and sustained support through emotional and social bonds but also significantly influence sports teams’ performance and club marketing strategies, making them indispensable to the long-term ...
	Fan culture across Europe
	Fan cultures in Europe vary widely, reflecting diverse histories and social contexts. English football fans boast a rich heritage with deeply ingrained traditions and high match attendances, despite rising violence and hooliganism challenges (Michie &...
	Spanish fans have unique customs, such as pre-match gatherings in cafes and distinctive merchandise practices, with political affiliations often intertwined with club support (https://fromboothferrytogermany.com/2019/05/24/football-culture-spain/). Wi...
	When people talk about Italian fans, they usually refer to Ultras. Known for choreographed performances, loud chants, banners and club colours, the Ultras also created "tifos", visual representations that expressed team spirit. While Ultras enrich fan...
	Central and Eastern European fan culture shifted after the fall of communism, mo-ving from a politicised, state-influenced fandom to more autonomous forms of expression (https://idrottsforum.org/call-for-papers-central-and-eastern-europe-football-fans...
	Balkan supporters, especially in Serbia, Bulgaria, and Greece, are known for their passi-onate yet sometimes violent fandom (https://balkaninsight.com/2024/01/24/ brothers-in-arms-the-balkan-hooligan-bonds-fuelling-violence/#), with organized groups e...
	Serbia’s major fan groups include Grobari (Partizan) and Delije (Crvena Zvezda, Belgrade). Delije, officially founded in 1989 from a merger of fan groups, are considered among Europe’s most powerful fan association (https://www.telegraf. rs/sport/navi...
	Due to geographical and historical ties, Croatian and Serbian fan groups are often compared with each other. Political and social influences were often the trigger for their confrontations. However, violent clashes between these groups have decre-ased...
	Fan groups in Croatia
	Talking about football in Croatia, Pesarović and Mustapić (2013) explain that Croatia has successfully gained a foothold in the football world mainly due to the results of its national team, but that the reality of the Croatian national league is far ...
	Table 1 shows the average number of spectators in the Croatian Football League over the last 10 seasons. With the exception of the 2020/21 season, when atten-dances were very low due to the COVID-19 pandemic, the Croatian Football League has seen a gr...
	Table 1. Average attendance in the Croatian football league
	Source: Authors compilation based on the data from Transfermarkt.com
	While Hajduk from Split is consistently at the top in terms of spectator numbers, other clubs have lower attendances. Dinamo Zagreb, for example, had an average attendance of 3,926 in the 2021/22 season, which rose to 9,013 in the 2023/24 season due t...
	This data shows a positive growth trend for the Croatian football league, with most of the growth concentrated on these four clubs, while the rest of the league is increasingly lagging behind.
	Junaci (2024) discusses the return of fans to stadiums, highlighting that Dinamo has once again filled the seats, with increasing demand for tickets, especially for the home games. However, to fully understand Dinamo and its supporters, it is impor-ta...
	The BBB are known for their passionate support, loud chants, and strong presence both at home and away matches. The group is synonymous with Dinamo’s identity in Zagreb, contributing to the club’s vibrant supporter culture and making a direct im-pact ...
	Dinamo has always had a large fan base, but the first organised group emerged in 1986 when some of the club’s most loyal supporters founded the Bad Blue Boys (BBB), which was modelled on foreign fan groups. The fans organised trips around what was the...
	In 1991, the club was renamed HAŠK Građanski, later Croatia Zagreb. Many fans rejected this and demanded the return of the Dinamo name. In the 1990s, there were riots, incidents and conflicts with the police, but when the Dinamo name re-turned on Vale...
	Although the BBB is one of the most influential fan groups in Europe with many positive stories — especially in terms of charity and community support, its main shortcoming is frequent violence. (https://www.tportal.hr/sport/clanak/duga-povijest-ludil...
	Torcida was founded in 1950 and is the oldest Croatian fan group known for its fervent support of Hajduk Split during the political oppression of the Yugoslav pe-riod, which led to the banning of the Torcida name. (https://www.torcida.hr/ povijesna-ci...
	Torcida name was re-instaled in 1981, gathering fan at the new Poljud stadium in Split. The 1980s saw political graffiti reflecting ethnic tensions and growing national consciousness, alongside rising hooliganism and drug problems (https://www. torcid...
	Croatian football is deeply characterised by its passionate fan culture, exemplified by iconic fan groups the Bad Blue Boys of Dinamo Zagreb and the Torcida of Hajduk Split. Their history reflects both deep loyalty and challenges such as violence, but...
	Research into the habits and characteristics of fans in the Croatia
	In order to gain a better understanding of football fans in Croatia, a research study was conducted to define their key characteristics and uncover the motivations be-hind their support for clubs and attendance at sporting events. The research focusse...
	A survey-based research was conducted to achieve the above objectives. To collect the data, a questionnaire with 13 closed questions was distributed online, with the invitation to participate in the survey placed in the Dinamo fans Facebook group and ...
	The characteristics of the sample show that significantly more male respondents took part, with men outnumbering women by 46.8 %. The largest age group was participants aged 21–30, who made up 30.2 % of the total sample. Respondents aged 31–40 made up...
	The research participants are primarily interested in football. 93.4% or 340 of them stated that football is their favourite sport. This is no surprise, as the sample was selected from football fans. However, other sports are mentioned in smaller pro-...
	The survey results show that majority of respondents (76%) have supported their club for more than 15 years. The next largest group are those who have been fans for 10–15 years (12.1%), followed by fans who have been loyal to the club for 5-10 years (...
	Building on these findings about long-term loyalty, the study analysed the most im-portant reasons why Croatian fans support their clubs. The majority of respondents — 50.3%— - stated that they follow their club primarily because of a strong geographi...
	The study also analysed how often fans attend their club’s matches to find out how often fans spend their time (and financial resources) inside and outside football stadiums. The survey data shows that the majority of respondents (29.8% or 108 individ...
	The study analysed how much money Croatian football fans spend on attending their club’s away matches. The results show that the largest group (24%) spends between €20 and €50 on away games, 20.1% spend more than €100 per away game, 19.8% spend betwee...
	The study also examined the level of interest and involvement of Croatian football fans in club management and fan organisations. The results show that the majority of respondents (56.9%) are not involved in the governance or management of their club....
	The next survey question aimed to explore the connection between fans and their clubs by identifying the reasons why respondents began supporting their particular team. Participants could select from multiple motivating factors.
	The most common motivator was a love of sport, cited by 67.3% of respondents. This was closely followed by a sense of belonging, where the club is seen as an integral part of one's identity (66.2%). 49.7% of respondents stated that they support their ...
	Figure 1. Motivations behind Croatian football fans supporting their clubs
	Source: Research results
	The next question related to participation in the lighting of torches and similar activities in stadiums or arenas. The aim was to determine the frequency of deviant behaviour before, during or after matches — a widespread problem, especially in Croat...
	According to the results, the majority of respondents (66.9%) stated that they had never participated in deviant behaviour in stadiums or arenas. 24.2% of respondents admitted to having participated in such behaviour and 8.8% did not want to answer th...
	The next question focussed on how important the success of their club is to the res-pondents. Only 3 respondents stated that the success of their club was not or only slightly important to them. A neutral attitude was expressed by 17 respondents (4.7%...
	Finally, respondents were able to select multiple traditions and customs that define their fan groups. The most frequently mentioned characteristics are creative songs and banners, chosen by 80.1% of respondents, followed by participation in charity e...
	These results emphasise the diverse cultural practises of Croatian football fans, which reinforce a strong sense of community and shared identity within their fan groups.
	Figure 2. Traditions and customs characterizing Croatian football fans
	Source: Research results
	The study examined Croatian football supporters’ demographics, behaviors, moti-vations, and traditions. The sample consisted predominantly of males, mostly aged 21–30.
	It is evident that a large majority of fans support their clubs for over 15 years, demonstrating strong long-term loyalty. The primary motivation for following a club is geographic connection (50.3%), followed by family influence and love for the spor...
	Overall, Croatian football fans show deep emotional attachment, active enga-gement, and rich cultural practices that sustain vibrant fan communities despite challenges.
	Conclusion
	It is extremely important to distinguish between general sports spectators and enthusiasts and the more dedicated fans and supporters. Due to their strong loyalty, immense motivation and deep sense of connection and belonging to their chosen club, fan...
	Croatian football has not yet reached this level, but is making steady progress, as evidenced by rising spectator numbers and growing interest in the league.
	Fan culture, especially football fan culture, is rich and diverse throughout Europe and can look back on a long history. Cultural practises are different — for example, the traditions of English fans before, during and after matches are very different...
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	Introduction
	Football has a long history. Football in its present form originated in England in the mid-19th century, however, alternative versions of the game existed much earlier and are part of social, sporting and football history. Different forms of ball game...
	Social effects of sport events
	For a number of people today, football as a sport and social phenomenon is the most important secondary thing in the world. For many, it is not secondary, but the primary thing in the world. At the time of major sporting events and the success of the ...
	Sports events and correlation with sports tourism
	Sports events are an important driver of the economy, thus of time and tourism, and are prominent in the development and marketing plans of most destinations. The roles and impacts of planned events in tourism are well documented and are of increasing...
	Football as a social phenomenon
	Every day, large numbers of people sit in stadiums or in front of screens, whistling and shouting as they watch 22 players chasing the ball on a grass-covered field. Football, as it is known today, has become a global phenomenon. The history and origi...
	European and world championships
	Although the first European Championship was held in 1960, the idea for it was born much earlier. It dates back to 1927, when the manager of the French Football Asso-ciation, Henri Delaunay, first proposed holding a pan-European football tournament. T...
	Subject goal of the work and research questions in research metodology
	The subject of the research is the economic significance and impact of the par-ticipation of the Croatian national football team in major competitions on the development of football in Croatia. From the subject of the research comes the goal of analyz...
	In the research, secondary theoretical research was carried out using secondary sources of data, namely books and professional articles related to the topic of the work, as well as various publications on the Internet. In order to achieve the goal of ...
	Research results
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	After the construction of hybrid lawns for the first league players, we continued our investments in infrastructure in the form of financing the construction of fields with artificial grass, and our investments will continue in the coming years. Witho...
	Graph 1. Total revenues of the Croatian Football Association in the period from 2012 to 2021 (in HRK).
	Source: created by the author according to data from the Register of Non-Profit Organizations, available at: https://banovac.mfin.hr/rnoprt/Index (05/02/2022)
	Previously, in the aforementioned graph, the successes of the Croatian national football team at major world competitions were presented. The economic impact of the success of the Croatian national football team is reflected in increased income in the...
	Empirical research carried out using the in-depth interview method found that the success of the national team significantly affects society's identification with foot-ball, the development of training infrastructure, the increase in income from inter...
	Table 1. Number of licenses issued by HNS for official competitions in 17 licensing systems.
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	All sports events, of greater or lesser importance, are an excellent opportunity for the development of cities, regions or countries to the extent that they stimulate local socio-economic development by contributing to the creation of jobs and the con...
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	LANGUAGE OF VICTORY AND TOGETHERNESS: A CASE STUDY OF HANDBALL CLUB MRK ČAKOVEC’S SOCIAL MEDIA PRESENCE
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	Abstract: Social media have become an indispensable part of marketing strategies in sports. In cases of smaller organizations and locaIized popularity of a certain sport, they have come to provide a rather useful and cost-effective tool for reaching d...
	The paper focuses on the social media presence of the sports club MRK Čakovec, currently a member of the highest level of handball competition in Croatia. The club uses social media and newsletter campaigns for communicating relevant infor-mation, res...
	A qualitative case study methodology was employed, i.e. content analysis was used to examine the club’s social media posts as well as fan engagement data, thus pro-viding practical insight into the effects of social media management in sports.
	Keywords: digital marketing in sports, fan engagement, language in social media communication
	Introduction
	Sport has a far-reaching positive side that goes beyond health and physical fitness, especially when it comes to social interaction. It can give the opportunity for sports enthusiasts and fans regardless of their age to socially connect and get a sens...
	An example of such a sport organization is MRK Čakovec, a male handball club from Međimurje, Croatia. The club was founded in 2013, continuing on the long-standing tradition of handball in the region dating back almost a century. In more recent histor...
	The case study presented here takes into account the strategic use of content, particularly language, on social media sites to promote the club brand as well as the sport, communicate news and updates, engage with fans and encourage them to actively p...
	Theoretical framework
	Chaffey and Ellis-Chadwick (2016) define digital marketing as ‘[a]chieving marketing objectives through applying digital technologies and media’. It has permeated all walks of life, including sports, and changed the way sports is promoted and fans rea...
	Social media is defined as a ‘computer-based technology that facilitates the sharing of ideas, thoughts, and information through virtual networks and communities’, used by more than 5 billion users worldwide (Paljug, 2025). In terms of social networks...
	Social media provides a cost-effective and convenient tool for connecting the brand with target audiences (Krajnović et al., 2019). Paljug (2025) also notes that perceived advantages of social media include connectivity, building community and afforda...
	McCulloh (2019) has analyzed the language as well as symbols used in the digital world, and how it has influenced our communication. Apart from the symbols and signs that are crucial for developing a brand identity the target audience recognises and r...
	Methodology
	The study explores the role of language in digital marketing of a handball sports club - MRK Čakovec. A case study approach has been selected to grasp the ways in which language affects fan engagement on social media platforms. Most recent examples of...
	MRK Čakovec and its social media presence
	The handball club MRK Čakovec is run by a number of volunteers united by the shared enthusiasm for handball, both as one of the most successful national sports in Croatia and for its enduring presence and popularity regionally (MRK Čakovec, 2025). The...
	‘The vision is to be the leading men’s handball organization in the region, offering its members, partners, and supporters the opportunity to fulfill their needs for proper development and enjoyment of sporting competition at the highest levels. The a...
	It can be discerned that the club strives to maintain stability and teamwork, regain and preserve the popularity of sport regionally, and to ensure fulfilling sporting moments for everyone involved. Apart from the head team competing in the top level ...
	Table 1.  The number of visitors present at the home matches of MRK Čakovec from 2022 to 2025
	Source: Official match reports by Croatian Handball Association (HRS)
	As a means of informing the fans about upcoming events, relevant information and the teams, various social media are used. Newsletters campaigns are sent to subscribers generally to announce an upcoming match, amounting to two emails per month on aver...
	Table 2. Types of content published by MRK Čakovec on Facebook during Premier League season in March 2025
	Source: Facebook page of MRK Čakovec
	Language use on the social media – MRK Čakovec
	The club’s social media posts reflect the club's brand - professionalism while keeping in touch with the target audience. After all, it is precisely the wording of the messages that contributes to caring and developing the community spirit. The posts ...
	Photo 1. A typical match day announcement posted on Facebook on February 16 2025 and its translation
	Source: Facebook page of MRK Čakovec  (translated by Smolković, T.)
	While the post serves its purpose to inform the followers about an upcoming event, the length of the post confirms that social media is used as the primary source of communication towards the public. It not only contains the most relevant infor-mation...
	Posts featuring Mrki the mascot usually have a conversational style especially in giveaway posts which begin with ‘MRKi pita - koga vodiš na utakmicu [...]?’ (Cro. ‘MRKi is asking - who is coming with you to the match?’) (Facebook - MRK Čakovec, April...
	When announcing matches, motivation in language can be clearly discerned. For example, Photo 1. above not only shows a direct invitation to the fans (‘follow us live [...] and support our boys’), but also uses the cheer ‘Za Čakovec - svi!’ (Cro. ‘All ...
	Table 3. Examples of calls-to-action for fan participation
	Source: Facebook page of MRK Čakovec  (translated by Smolković, T.)
	The sense of togetherness and the idea that the team’s success relies on fan support permeates the messages on social media. The club takes great pride in victory, even more so when it was accomplished in a great atmosphere in the sports hall, which c...
	Table 4. Examples of the language used to promote the sense of togetherness
	Source: Facebook page of MRK Čakovec  (translated by Smolković, T.)
	Apart from the language used to promote the brand and club activities, encourage fan engagement and foment community spirit around sports, visual elements accompany textual posts in most cases. As seen in Photo 1., special signs and emoticons are used...
	Analysis of audience engagement
	As previously mentioned, MRK Čakovec has been gradually building its fan base,  which also overlaps with the success of the head team. When it comes to social media, the club has more than 3.300 followers on Facebook, and more than 1.400 followers on ...
	Posts that generate the most comments are giveaways, since they tend to enco-urage fans to name the person who will be accompanying them to the match and, in doing so, they might win a piece of official club merchandise. Such posts tend to generate a ...
	When it comes to fan engagement in the form of likes, various types of content have brought about reactions from the audience, as shown in Table 5.:
	Table 5. Example of posts with the greatest number of likes in season 2024/2025
	Source: Facebook page of MRK Čakovec
	The greatest amount of likes stems from game-related content. The posts are generally published on the same day as the events occur, so fan engagement can also be connected with emotion and connection experienced on the spot in the sports hall. This, ...
	Conclusion
	The case study on the social media presence of handball club MRK Čakovec has highlighted the important role of relevant and compelling content as a part of the digital marketing in sports. The use of emotionally resonant and community-ori-ented langua...
	Despite having a limited marketing budget and staff, MRK Čakovec still manages to get its message across, not only towards the fun base, but sporting public in the region and wider as well. By using sport-focused and community-oriented messa-ging, the...
	This case study contributes to the broader field of digital marketing, and more specifically, sports marketing, by offering practical insights into the effective content creation and use of language for engagement. It also highlights the growing impor...
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	FROM RECREATION TO ELITE SPORT: CYCLING AS A LIFESTYLE AND ITS IMPACT ON HEALTH, WELL-BEING, AND SOCIAL CONNECTEDNESS
	Dejan Dašić 12F , Borivoje Baltazarević 13F , Milan Stanković 14F
	Abstract: The purpose of this article is to examine cycling as a lifestyle, from leisure to competitive levels, with a focus on the effects it has on people's physical and mental health as well as their social connections within communities. The objec...
	Keywords: cycling, lifestyle, health, well-being, social connectedness
	Introduction
	One of the earliest and most well-liked types of physical exercise and mobility is cycling, which has developed throughout time from a straightforward mode of transportation into a complicated phenomena with important social, cultural, and health rami...
	Regular cycling provides physical benefits, including strengthening the cardiovas-cular system and reducing the risk of chronic diseases (Schwarz et al., 2024). Psychological benefits include stress reduction and improved mental health, as confirmed b...
	The social dimension of cycling includes the potential for building and strengthening social ties (Ilievska Kostadinović & Kostadinović, 2025). Group rides, cycling clubs, and local initiatives encourage cooperation, exchange of experiences, and a sen...
	Cycling also plays an important role in sustainable mobility. As an environmentally friendly mode of transportation, it reduces harmful gas emissions, improves air quality, and lowers noise levels in urban environments. The development of cycling infr...
	Figure1. Cars Still Dominate the American Commute
	Source: Richter, F. ( 2025). Statista
	The multifaceted influence of cycling—from individual health benefits, through psychological well-being and social integration, to ecological advantages and cultural affirmation—makes it a unique activity that transcends the boundaries of sport.
	Literature Review
	Cycling is becoming more and more acknowledged in the scientific literature of today as an essential component of a healthy lifestyle, with a multifaceted effect on social connectedness, psychological well-being, and physical health. With substantial ...
	In a narrative review, Logan et al. (2023) analyzed the benefits, risks, barriers, and facilitators of cycling. The authors emphasized that the most significant health benefits include improved cardiorespiratory endurance, reduced risk of cardio-vascu...
	Similarly, Berrie et al. (2024) investigated the effect of daily bicycle commutes on the risk of mental illnesses using an instrumental variable approach. According to their findings, those who frequently ride their bikes to work had a significantly l...
	Additional support for these findings is provided by Friel et al. (2024), who, using data from the Scottish Longitudinal Study, determined that walking and cycling as means of daily commuting significantly contribute to the improvement of public healt...
	In their study, Prince et al. (2025) examined how the improvement of bicycle infrastructure affected the frequency of leisure cycling. According to their findings, expanding bike lanes and enhancing safe riding conditions directly inspire more individ...
	Lastly, the degree to which recreational cycling might impact modifications in eve-ryday mobility practices was investigated by Sabogal-Cardona et al. (2025). According to the findings, engaging in leisure cycling activities, such as amateur ra-ces, m...
	Methodology
	This research takes the form of a review-analytical study based on the analysis and synthesis of relevant scientific literature, as well as the application of comparative and descriptive-statistical methods. The primary objective is to present cycling...
	The analytical method was employed to systematically examine the content of sci-entific sources and to identify key concepts and findings related to the health, psy-chological, and social effects of cycling. Descriptive statistics were used to present...
	Research hypotheses
	H1: Cycling as a lifestyle has a significant positive impact on physical health, reducing the risk of chronic diseases and improving overall physical fitness.
	H2: Regular engagement in cycling contributes to increased psychological well-being and strengthened social connectedness, regardless of whether it is practiced for recreational or competitive purposes.
	Discussion
	Implications for Health, Social Connectedness, and the Development of Sports Culture
	Cycling is promoted as a vital tool for enhancing sustainable urban mobility, lowering pollution, and enhancing public health. Systematic infrastructure investment alters mobility culture and promotes stronger social connectivity, as evidenced by Euro...
	One of the main topics of current social and scientific discussions is the effects of sport on social cohesion, health, and the formation of sports culture. It has been demonstrated that regular sports involvement improves psychological well-being, bo...
	Sport engagement is continuously linked to major health and psychosocial conse-quences, according to research (Jovanović et al., 2023; Čekić, 2024). Regular partici-pation in sports enhances mental health, lessens the symptoms of anxiety and de-pressi...
	Furthermore, a comparative study by Shao (2025) in China and Malaysia confirms that engagement in outdoor sports is a powerful motivational factor driving both health and social interaction. Participants in such activities showed higher levels of soci...
	Of particular significance is the study by Osborne (2025), which analyzed a program led by the Māori in New Zealand. The e-bike initiative not only promoted physical activity but also affirmed cultural values and collective identity. This example de-m...
	From a theoretical perspective, Merlo (2025) develops the concept of “connec-tedness” as a pillar of health, emphasizing that social integration is just as important as physical and mental factors of well-being. His findings indicate that sport and ph...
	Garrard et al. (2021) conclude by highlighting that cycling in urban settings is a significant cultural phenomena that creates urban identity and encourages sustainable transportation, in addition to being a way to improve public health by lowering po...
	In the United States, a society strongly oriented toward automobiles, the bicycle plays a relatively minor role compared to much of Europe, where people are far more likely to use bicycles for everyday commuting. During the COVID-19 pandemic, however,...
	Figure 2. Cycling Shifted to a Higher Gear During Covid
	Source: Richter, F. (2025) Cycling Shifted to a Higher Gear During Covid. Statista.
	The Role of Infrastructure, Social Initiatives, and Sporting Events in Promoting Cycling as a Lifestyle
	In contemporary metropolitan settings, cycling is becoming more and more valued as a lifestyle choice, not just as a leisure activity but also as a way to improve social cohesion, lower pollution, and preserve health. The presence of suitable infras-t...
	The examined literature repeatedly shows that the best way to promote cycling as a lifestyle is to combine social activities and events with infrastructure measures. According to a scoping review of European research, perceptions of traffic risk serve...
	A thorough review and meta-analysis of research tracking the implementation of "urban trails," or protected bike and pedestrian routes, helps to better elucidate the causal consequences of infrastructure investment. Results indicate that those who liv...
	A longitudinal natural experiment in Montreal that looked at the connection be-tween self-reported cycling activity and infrastructure modifications offers an empirical perspective at the metropolitan network level. According to the study, inhabitants...
	However, network planning in constrained urban areas necessitates the use of instruments that balance the redistribution of traffic lanes between bicycles and automobiles. The suggested framework, which is based on linear programming, shows benefits o...
	Lastly, social programs and athletic events serve as cultural change agents, nor-malizing cycling and enhancing emotional and motivational rewards for engagement (Toskić & Marković, 2024). An examination of a significant cycle tourism event reveals th...
	The most dependable way for cycling to become a consistent part of urban lifestyles is through comfortable and continuous infrastructure (segregated lanes, network density, and spatial accessibility), as well as clever space planning and well-thought-...
	Data from Statista Consumer Insights show that interest in cycling is highest in Europe, where approximately one in four sports fans in France, the Netherlands, Spain, and Italy follow competitions such as the Tour de France, Giro d’Italia, or Vuelta,...
	Figure 3. Where Cycling Faces an Uphill Battle for Fans
	Source: Richter, F. (2025) Where Cycling Faces an Uphill Battle for Fans. Statista
	When comparing the use of bicycles for daily transportation, significant regional variations are found, influenced by a mix of socioeconomic, cultural, and infra-structure variables. For many years, Scandinavian nations have served as models for incor...
	The situation in Asia demonstrates a specific developmental trajectory. While in China cycling once dominated as the primary mode of transport, urban motorization has significantly reduced its share. Nevertheless, in cities such as Shanghai and Beijin...
	In contrast, in African cities cycling is largely marginalized, with participation in major urban centers such as Nairobi barely reaching 1%. Contributing factors include unsafe infrastructure, the low social prestige associated with cycling, and the ...
	Conclusion
	When analyzed from the perspectives of elite sport and leisure, cycling becomes a complex phenomena that incorporates the social, psychological, ecological, and physical facets of modern life. Regular cycling greatly enhances cardiorespiratory health,...
	Cycling's social component, which is demonstrated via clubs, athletic events, and group rides, highlights the activity's contribution to social capital development and community building. For instance, mountain biking is a complicated social practice ...
	Although this study is based on secondary data, the findings provide a relevant fra-mework for formulating public health policies and strategic plans in the areas of sustainable mobility and physical activity promotion. Further research, particularly ...
	Taken as a whole, cycling stands out as a universally accessible and socially beneficial activity, whose potential far exceeds the boundaries of sport, positioning it as one of the key instruments for building a healthier, more active, and more connec...
	Study Limitations
	Although this study offers a concise theoretical and analytical synthesis of existing knowledge on cycling as a lifestyle, several methodological limitations should be noted. The reliance on secondary sources limits the ability to test hypotheses dire...
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	THE IMPACT OF SOCIAL MEDIA ON THE PROMOTION OF RECREATIONAL SPORTS
	Sara Dimovska 15F
	Abstract: Social media represents a key tool in modern communication, enabling broad accessibility to information and the creation of communities with shared interests. In the context of promoting recreational sports, these platforms play a significan...
	Keywords: social media, recreational sports, promotion, physical activity, marketing strategies, visual content
	Introduction
	In modern society, recreational sports play a key role in maintaining health, social cohesion, and improving the quality of life. They represent a means of physical activity, relaxation, and community building, encouraging positive habits and mental w...
	Social media as a tool for sport promotion
	In the modern digital society, social media has become one of the most powerful tools for promoting various activities, including sports. Social media allows for real-time updates, enabling journalists and sports organizations to share news as soon as...
	Since the emergence of Facebook in 2004, the digital landscape has significantly changed, with the rise of visually-oriented networks like Instagram and TikTok, which have become especially influential in the sports industry. The popularity of these ...
	Social media not only facilitates the promotion of recreational sports but also creates a dynamic environment where users actively participate, share, and moti-vate each other. This highlights their crucial role in increasing physical activity and pro...
	Visual content and interacitvity in spoorts promotion
	Visual content plays a crucial role in capturing attention and engaging users. Espe-cially in the sports industry, where dynamics, emotions, and energy are best conve-yed through images and videos, visual communication has become an indispensable elem...
	Leong et al. (2017) In their research, the authors analyze how social media influ-ences purchase intentions and brand loyalty. They emphasize that visual content on social media plays a significant role in consumer decision-making, with images and vid...
	Broadcasts of competitions, training sessions, or sports events create a sense of presence and immediacy, which increases the connection between sports enthu-siasts. Moreover, sports challenges that spread through TikTok, Instagram, and Face-book are ...
	Creative marketingstrategies in sport promotion
	In the digital era, sports promotion requires innovative and creative approaches to attract and retain the audience’s attention. Social media enables various marketing strategies that combine authentic user experiences, targeted paid ads, and colla-bo...
	One of the most powerful ways to attract new participants to recreational sports is through authentic personal stories. User experiences, shared through videos, images, or written testimonies, create an emotional connection with the audience and inspi...
	 Organic Reach – This includes posting authentic, valuable, and interesting content that attracts followers through shares, interactions, and hashtags. Video demonstrations of exercises, behind-the-scenes training content, health tips, and motivation...
	 Paid Ads – Social media platforms like Facebook, Instagram, and YouTube offer precise targeting based on demographics, interests, and behaviors. This allows sports organizations to reach specific groups of people, such as fitness enthusiasts, recrea...
	With a well-balanced strategy between organic and paid promotion, sports brands and organizations can increase their visibility and build long-term connections with their audience.
	Collaboration with sports brands and organizations is a key element of successful sports promotion. Large sports companies, fitness centers, and sports clubs invest in marketing campaigns that include influencers, sponsored competitions, and inter-act...
	 Sponsorships and Partnerships – Brands often support sports events and initiatives, providing financial support or sports equipment in exchange for visibility and marketing. This is a common practice for races, marathons, fitness campaigns, and onli...
	 Collaborations with Influencers – Engaging well-known athletes, fitness influencers, and trainers helps spread the sports message to a wider au-dience. Influencers create content that feels authentic and inspiring, which increases the influence of t...
	 Promotion through Sports Competitions and Challenges – Organizing online or offline sports events, such as fitness marathons, yoga challenges, or sports camps, is an excellent way to activate the community. Social media serves as the main platform f...
	Creative marketing strategies in sports promotion combine authentic stories, effective use of paid ads and organic reach, as well as collaborations with brands and organizations. By integrating these elements, sports enthusiasts, clubs, and companies ...
	Accesibility and inclusivity in recreational sports trough social media
	Social media plays a key role in expanding access to recreational sports, enabling greater inclusivity and participation across different social groups. Through digital platforms, sports activities become more accessible to people of all ages, physica...
	• Online training and tutorials – Free videos and interactive sessions on plat-forms like YouTube, Instagram, and TikTok make sports activities accessible to everyone, regardless of geographic location or financial means. Inter-active content not only...
	• Digital sports communities – Groups and forums on Facebook, WhatsApp, and Reddit create supportive environments where people can share experiences, receive advice, and motivate each other.
	• Virtual competitions and challenges – Social media allows the organization of online sports events, such as virtual races, fitness challenges, or yoga sessions, that involve people regardless of their location. A new dance cha-llenge on TikTok or a ...
	Through these mechanisms, social media facilitates access to sports and reduces the need for expensive memberships, travel, and specialized equipment. Social media enables greater inclusivity in sports by tailoring content for various target groups:
	• Children and youth – Through interactive videos, challenges, and educa-tional games, platforms like TikTok and YouTube motivate young people to engage in sports activities instead of spending time in passive online inter-actions.
	• Adults and older adults – More and more fitness trainers and health organizations are creating content for this population, such as low-intensity exercises, yoga, and mobility programs.
	• People with special needs – Social media allows for adapted training and programs for people with various physical and cognitive abilities. Online instructors create inclusive videos with modified exercises, and digital communities offer support and...
	• Economically disadvantaged groups – Free online programs and virtual sports initiatives give those with limited financial resources the opportunity to be part of the sports world.
	Through these mechanisms, social media contributes to reducing social disparities and enabling equal access to recreational sports.  While social media opens new opportunities for sports inclusion, there are also certain challenges and barriers:
	 Digital inequality – Not everyone has access to quality internet connectivity, smart devices, or digital literacy, which can limit participation opportunities.
	 Physical limitations – Although there are online programs for people with disabilities, there is still a lack of sufficient adapted content and specialized instructors.
	 Lack of motivation and discipline – Unlike physical sports clubs, online platforms do not have the same mechanisms for monitoring and motivation, which may lead to dropouts.
	 Fake information and inappropriate methods – Some online content is not created by professionals, which may result in incorrect techniques, injuries, or misinformation about health and training.
	Proper regulation, improved accessibility, and support from sports organizations can help overcome these barriers and make social media an even more powerful tool for inclusion in sports. Social media significantly contributes to improving accessibili...
	Examples of successful promotion campaigns
	Social media plays a key role in the successful promotion of recreational sports, offe-ring wide visibility, interaction with the audience, and encouraging active partici-pation. This case study will analyze successful campaigns and strategies, compar...
	Many other campaigns have had similar success in their influence, such as Adidas's "Run for the Oceans" campaign. #ThisGirlCan by Sport England aims to inspire women to engage in sports without fear of judgment. Through emotional videos, authentic sto...
	Similarly, Red Bull's "Wings for Life World Run" was a global event that used a virtual race to raise funds for spinal cord injury research. Through YouTube, Instagram, Facebook, and TikTok, Red Bull encouraged participant activity by engaging them wi...
	Nike Training Club (NTC) uses Instagram and YouTube to promote its free training programs, offering access to professional training and advisory sessions. Campaigns involving professional athletes and fitness influencers successfully encourage users t...
	GoPro used its Million Dollar Challenge campaign to encourage the adventure sports community to film and share videos. By sharing user-generated content, GoPro inspired people to engage in active sports adventures and showcase their skills. The campai...
	Conclusion
	Social media plays a crucial role in promoting recreational sports, enabling direct communication with target audiences, increasing engagement, and motivating parti-cipation in physical activities. The campaigns and strategies used on digital platform...
	1. Developing Personalized and Emotional Content: Social media should be used to create content that connects with participants' personal experi-ences. Using authentic stories, motivational messages, and visual content that express the emotions of ath...
	2. Engaging with Influencers and Brand Ambassadors: Creating partnerships with fitness influencers and sports ambassadors can help expand acce-ssibility and reach new audiences. Messages from influential figures can have a stronger effect on motivatin...
	3. Encouraging User-Generated Content: Investing in campaigns that enco-urage users to share their videos, photos, or experiences from participating in recreational sports can foster a sense of community and inclusiveness. This not only increases enga...
	4. Using Interactive Formats: Platforms like Instagram, TikTok, and YouTube offer various interactive features such as polls, challenges, live broadcasts, and direct communication. These opportunities should be actively used to create a stronger conne...
	5. Supporting Inclusivity and Accessibility: Social media should be used to create campaigns that include diverse groups of people, including different age groups, genders, and social classes. Campaigns like #ThisGirlCan are excellent examples of how ...
	6. Strategies for Local Targeting and Global Reach: Sports organizations should develop strategies focused on local communities while also utilizing global platforms to attract international participants. This will allow them to build recognition and ...
	With these recommendations, sports organizations, brands, and fitness communities can maximize the potential of social media, increasing their influence and enco-uraging greater participation in recreational sports, while also creating greater inclu-s...
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	UPUTSTVO ZA AUTORE
	Poštovani autori,
	SPORT MEDIJI I BIZNIS  je kategorizovani naučni časopis (M 53-2022) od strane Mini-starstva prosvete, nauke i tehnološkog rzavoja Republike Srbije, koji od 2023 godine, dva puta godišnje publikuje Fakultet za sport, Univerziteta Union Nikola Tesla iz ...
	Radovi koji se dostavljaju časopisu SPORT MEDIJI I BIZNIS moraju posedovati sadržaj istraživanja koja prethodno nisu publikovana na engleskom ili nekom drugom jeziku. Takođe, podnešeni radovi ne smeju biti u procesu razmatranja za publikovanje u nekom...
	Za objavlјivanje radova u tematskim brojevima ili tematskim blokovima časopisa SPORT MEDIJI I BIZNIS, glavni i odgovorni urednik će, pre upućivanja sadržaja broja na odlučivanje Redakciji, uzeti u obzir predlog urednika tematskog broja/bloka (gost-ure...
	PRAVILA TEHNIČKE PRIPREME RADOVA
	Radi unosa jednačina i formula u rad, koristite Microsoft Equation Editor ili dodatak za pisanje jednačina MathType (www.mathtype.com). Ne preporučuje se korišćenje ugrađenog editor jednačina iz programa Word 2007. Proverite da li ste definisali sve s...
	Reference (autori citata) se navode direktno u tekstu rada u sledećem obliku (Petrović, 2012; ili Petrović, Marković, 2012; ili Mirković et al., 2012). Ne navodite ih kao indekse u četvrtastoj zagradi [3] ili u fusnoti. Trudite se da fusnotu koristite...
	Tabele moraju biti formirane u tekstu rada, a ne preuzete u formi slika iz drugih materijala. Tabele unositi u sam tekst rada i numerisati ih prema redosledu njihovog pojavljivanja. Nazivi tabela moraju biti dati neposredno iznad tabele na koju se odn...
	Table 5. Nike's distribution costs from production to retail stores
	Source: Milić, 2012;
	Note: Values within the table are calculated without Value Added Tax (VAT)
	Grafike, dendrograme, dijagrame, šeme i slike treba unositi u sam tekst rada (ne koristiti opciju Float over text) i numerisati ih prema redosledu njihovog pojavljivanja. Njihovi nazivi se moraju pozicionirati neposredno iznad grafika, dendrograma, di...
	1. Stamenković, A. (godina izdanja): Naslov knjige, Izdavač, Mesto i Zemlja izdavača.
	2. Đorđević, P., Mirković, M. (godina izdanja): Naslov poglavlja u knjizi, u: Prezime i prvo slovo (urednik), knjizi – Naslov knjige, ch. br. x, str. xxx–xxx, Izdavač, Mesto i Zemlja izdavača.
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