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ABSTRACT

The level of physical activity continues to decesgtobally. Therefore it is important to

explore new ways of promoting physical activity drehlthy life style. Sport clubs are

an excellent setting for physical activity and hleaklated programs targeted for the
surrounding community due to their visibility, pdguty and image. They offer also

companies a possibility to conduct their healttaterl corporate social responsibility
activities by supporting and cooperating with th&c Despite its importance there are
not many studies related to the role of sport chgkealth promoters.

The aim of this research is to explore what kindhe#lth promotion activities sport

clubs have in order to activate people in the sumding community towards healthier
and more physically active lifestyle and how these uhese activities for commercial
purposes. This research includes a comparativestadg of three elite case study clubs
representing different countries and sports: ColusnBlue Jackets (USA, ice hockey),
HJK (FIN, football) and Sotkamon Jymy (FIN, Finnishseball). It also highlights the

differences and similarities these sport clubs hesgarding their health promotion

activities.

The data for this qualitative study was collectgdsbructured email interviews taking
place in April 2014. The results revealed that sptubs have already realized their
important role in community level health promotiamd have started to plan and
execute health promotion campaigns in cooperatidth wther stakeholders. While
children seem to remain the number one target gralsp company sector was
perceived as an important target group mostly fog financial reasons. Health
promotion activities were perceived particularly ppntant concerning also future
operations. Some differences were found betweea stasly clubs which were mostly
due to their different sizes and financial resosrce

Key words: sport club, health promotion, setting-based hgaitimotion, cause related
marketing, corporate social responsibility.
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1 INTRODUCTION

Sport business is growing rapidly and is nowadaysnemore mixed with leisure,
recreation, entertainment and business sectors. giiénomenon is largely due to the
globalisation of sport which has also lead to thange in the role of sport within the
society. Sport offers the possibility of homogengusupings that may easily overcome
geographical boundaries. These groupings serve xasllent target groups for
marketers. Sport also contains and reflects culand regional identity and is therefore
a good setting to unite different kinds of peoplgether. From this perspective sport
can be seen as an excellent channel to combinetyari people and different kinds of
target groups together to form an interesting ptatf for businesses and organisations
to a use for commercial purposes such as healtmgiron purposes. (Westerbeek &
Smith 2003)

Sport has been recognised as an excellent set8ogf@ health promotion purposes.
According to Kokko (2010) there are four differdimds of models behind the concept
of health promoting sport clubs. These are the moflevell-being (Allardt 1976), the
preliminary criteria for a health promoting spodisibs (Kannas 2000), typology of
sports clubs (Itkonen 2000) and the model forsgthiased health promotion (Whitelaw
2001). Even though Itkonen’s (2000) model is alsorgy presented the setting-based
health promotion model is the one used in thisaete This particular model was
chosen because it seemed the easiest to assottlaf@ofessional elite sport clubs. The
word setting in terms of setting-based health prionois understood as a set of
environmental factors that affect health and thioudpich health promotion planning
and implementation can be done. Setting is a conitexwhich individuals and
communities develop health taking into account #t&ohealth relating factors that the
particular setting possesses. (Kokko 2010) Spatischave been considered as a setting
for promoting especially health and social good delivering health promotion related
messages. Sport clubs are so called mediatindutistis that operate in the middle of
private and public life and that way function attisgs for variety of different kinds of
people. Since sport clubs have already an actidehaalthy image they are believable
messengers of health related campaigns and assiviiport clubs can promote health
related issues for example in sport events. They alao offer other stakeholders a

possibility to promote health related issues thitbagonsorships. (Donaldson & Finch
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2012) Using sport and recreational sector as &nge#t still rather new strategy and

needs to be studied more (Casey et al. 2009). ISmdat of the setting-based health
promotion applications to sports club settings hfneised more on the health effects
gained within the club members. However a sporb aan also act as setting for
promoting health to the people within the surromgdiommunity that are not a part of
the club’s daily functions. Sport organizations amdbs have already been active in
social responsibility and community developmentiative for decades. For example
athletes have visited schools and hospitals anditaee promoted healthy life style and
succeeded in increasing sport participation. Thease examples of positive social

impacts of how sport can do good for the whole cemity. (Godfrey 2009)

Professional sport teams and athletes are in ai@mgsition since they are able to offer
added value to their sponsors and stakeholderslovittor no cost. (Pollick 2009) Sport

and especially elite sport serve as a great arenadonsors to seek visibility and
awareness for its products and services. Besidesgport offers also a platform for

corporate social responsibility by playing as aiekehfor sponsors to deploy social
responsibility plans and actions. Not only comparhet also professional sport teams
are more and more engaging in socially responsiblities (Babiak & Wolfe 2009).

Health promotion can be closely related with caredated marketing and corporate
social responsibility issues. Even though most camgs are cutting down their

marketing budgets the budgets for cause relatedeatiag, such as health promotion
related marketing, are still growing (Pollick 2009 addition to sport there are also
other means for delivering corporate social resibdity such as art and culture.

However, sport possesses unique features which makere appealing for sponsors.
These are mass media and distribution power, yaptieal, positive health impacts,
social interaction, cultural integration and imnadi gratification benefits. (Smith &

Westerbeek 2007) The higher the commitment is wiiport club or organization and
the sponsor the more favourable these cause redadaabtions are which means better
results for the corporate social responsibilityiaw. (Ngwenya 2010) Health and
physical activity is closely related to sport ahérefore by creating health promotion
programs and campaigns sport clubs are allure sppmeho are seeking a platform for
health related social responsibility actions. Aiddi to this elite sport clubs can offer
sponsor good return for their investment by largadia coverage. Even though social

responsibility issues are not being discussed &sply in this study the focus is also in
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discovering through case study examples how sgalisccan use help promotion
campaigns and activities as tools for acquiringnspos and for gaining other
commercial and financial benefits.

1.1 Definition of key concepts

In order to increase the understanding of the memnd aims of this research | will
shortly explain some of the concepts and termsdhatfrequently used throughout the
whole study. Even though some of these may seemerrémiliar concepts there are
different kinds of theoretical interpretations bt that may slightly vary from each
other. There might also be different interpretatidtom international perspective. The

interpretations of these key concepts used insthidy are presented below:

Sport club: Sport club is basic local function of unit of selesport systems. They
serve as context where people participate in spoite at the same time are influenced
by socio-cultural factors. (Kokko et al. 2011) Spoclubs can be divided into two
different sub categories which are socio-cultudabs and sport performance clubs.
Whereas socio-culturally oriented clubs are mou$ed on recreational aspects and
aim at producing physical activity in a social atpbere. Sport performance oriented
clubs are more competition-focused. They emphgsieparation, discipline and goal
orientation. These clubs are involved in competitsystems and can also be oriented
toward commerciality and publicity. This is the easspecially with elite sport clubs.
(Kokko 2010) From a more social perspective a splu can be defined as social
organization which members have common goals andreisis related to sport
participation, social good and sustainable devekgnof the club. (Heinila 1986) Due
to fact that the case study sport clubs are big sfort clubs and are therefore highly
related to commercial and publicity aspect the tepwort club in this study refers more

to the sub category of sport performance clubs.

Health: According to WHO (1986) the term “health” is defthas a state of complete
physical, mental and social well-being and not dhly absence of disease or infirmity.
It is not an object for living but more as a resaufor everyday life which permits
people to live an individually, economically anccedly productive life. In this research

the focus is mostly on physical health.
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Health Promotion: According to (Kokko et al. 2011) Health promotisndefined as
activities that are done in order to support emviments’, communities’ and
individuals’ capacity to improve and control the@alth. There are three basic strategies
which are advocacy for health in creating the essleconditions for health, enabling
people in achieving their full health potential anddiating between different interests
of society in the pursuit of health. (WHO 1986)

Physical activity / Health enhancingphysical activity: Physical activity refers as set
of behaviours that include exercise, sport and dewiange of life style physical
activities in different setting such as home, wadeksure time and during transportation.
Addition to this there is a concept of health erdiag physical activity (HEPA) that
goes a bit beyond the term of physical activityrbganing only that type of physical
activity which is beneficial to person’s health vitminimum risk. (Kokko 2011) As
mentioned earlier the main focus in this study s ghysical health and physical
activity. Even though the main focus in this stumhncerning physical activity is on
health enhancing physical activity the term phylsigetivity is the one used more
actively in this study in order to make the textrem@luent. The following figure (1)

tries to clarity the various areas related to ptglsactivity and its relation to sport club.

PROPORTION OF DIFFERENT TYPES OF PHYSICAL ACTIVITY

MOVING

PHYSICAL ACTIVITY

HEALTH
EMNHAMNCING
PHYSICAL ACTIVITY

SPORT

SPORT CLUB ACTIVITIES

Figure 1.lllustration of different types of physical actiyi(Modified from Kokko
2014)
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Corporate social responsibility The concept of corporate social responsibility
(CSR) has many definitions. Dahlsrud (2008) has enadstudy related to CSR
definitions and according to that CSR can be bedined as concept whereby
companies integrate environmental and social cosdertheir business operations and
also in their interaction with different stakehalsl®n a voluntary basis. The role of
CSR is not a significant in this study. However tdoacept is referred when discussing
sport clubs’ health promotion programs and how tbkeyps benefit clubs companies
(future sponsors) as a setting for promotion ofirtieerporate social responsibility

related issues.

In addition to these previously mentioned and erpld concepts this research contains
other concepts such aetting-based health promoticand cause related marketing
However, since these concepts are broadly intratlacel explained in the theoretical

part they are not explained more thoroughly het@énintroduction part.

1.2 Objectives of the study

This study is focusing on the role of sport clubshiealth promotion work that is
targeted mainly to the people within the surrougdiommunity. As can be seen from
the previous chapter most of the studies relatin@edalth promotion and sport clubs
have been focussing on how sport clubs can acteakhhpromoter within the club
premises. This means that the main focus has leenhancing health of people who
are already participating in the club’s functiofiszen though these people are not
excluded the focus of this study is broader. Thénnfacus is to concentrate on how
sport clubs promote health to the whole communitjctv means also to the people who
are not members of the club but live in the sanmarmanity meaning the surrounding
city or town. The main focus of this research istiady what kind of health promotion
activities different sport clubs do in order to mmmte health within the surrounding
community. Often these kind of promotional actestiare part of a club’s social
responsibility plan. However, health promotion witits can nowadays be seen also as
a part of a club’s PR and marketing activities whaften also attract new spectators,

sponsors and other supporters. The research quesdtihis study is can be defined as
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the following: How sports club take part in community level hegitbmotion?This

research question has been divided into two folgvaub objectives:

1. What kind of activities and campaigns sport clubsimn order to promote
health and physical activity to the surrounding camities?

2. How do sport clubs feel they benefit from thesevizts and campaigns?

These individual sub objectives together try toatzean answer to the research
question presented above. Due to the fact thatésisarch includes cases from different
countries it is possible to add a thirds sub objedb the research in order to give more

international dimension to the research:

3. What are the similarities and differences ofstéhactivities and campaigns

between different sport clubs?

This study begins with theoretical issues relatiogsport clubs’ role as a place for
setting-based health promotion activities. The sdathapter of this research covers the
theoretical framework relating to sport clubs arehlth promotion. It also aims to
provide answers relating to first two sub objeaivEhe chapter starts by presenting the
concept of setting-based health promotion theorg &®: main ideas. Setting-based
theory is then applied to a sport club settifilgis is followed by more marketing based
issues of how health promotion activities can bedufor PR purposes, especially
relating to sport clubs and how these activities banefit sport clubs. This section is
based on a theory of cause related marketing. lifiadll these previously discussed
issues are being studied by focusing on four differsport clubs and their health
promotion activities. These clubs are located fifeent countries and represent three
different sports. Columbus Blue Jackets (Columlidisio, USA) play ice hockey in
NHL, HIK (Helsinki, FIN) is a football club playintn Veikkausliiga and Sotkamon
Jymy (Sotkamo, FIN) is a Finnish baseball club pigyn Superpesis league. All of the

clubs are playing in the highest leagues that gart has to offer in their country.

The aim of this case study is to elaborate ther#imal part by showing real life
examples of different sport clubs from differenttpaf the world. The idea is to present

what kind of health promotion activities these jater sport clubs have done in the
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past or currently do and compare these resultsdsgtwach other in order to find out
similarities and differences. The third sub objeetis being answered only based on the
information provided in the case study parts. Tasecstudy part provides also answers
to the first two sub objectives. However, it is Woremembering that the results are
based only on the interpretation and answers otlhie representative. Therefore the
answers for example relating to beneficial issuesamly perceptions of the club and

may not present the entire truth.

The purpose of this research is not to create hearies or test existing ones. However,
through the case section it aims to provide newlifeaexamples how sport clubs view
health promotion work in their club functions an¢hat programs and activities they
have done in the past or are doing currently. Tieeretical part of this research tries to
provide a profound background to the case studyicsedy theoretically presenting
aspects that are important related to sport settéajth promotion. It also served as a

basis for the planning of the interview questionmnai
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2 THEORETICAL FRAMEWORK

Despite a careful search it was not possible td filany previous researches about
health promotion work in sport club settings thatd Hocused on the health impacts
toward the surrounding community rather than theaaots within the club itself.
Nevertheless, the researchers within this topia &@ve stated the impact sport setting
related health promotion activities might have dison the wider perspective. Even
though the importance of sport setting has beehligigted in relation health promotion
programs there is only a limited amount of studied have concentrated on how health
promotion goals have actually been received thraygits. Most of these studies come
from Australia or Finland and are done by healtbnpotion researchers who want to

work in a sport setting. (Donaldson & Finch 2011)

When looking at the topic from the commercial poaitview by figuring out the
economical benefits for sport clubs and sponsoraceming health promotion
campaigns there were not many previous studiegeckelto that either. The more
commercial section of the theoretical part introgkidhe cause related marketing
concept. Most of the previous researches relatmghe concept in the field of
professional sport have been either on retail adpect business rather than social
responsibility aspects which is the case when riglidbout health promotion work.
(Roy & Graeff 2003) This section is also closelyated to the concept of corporate
social responsibility as it presents how sport sloan offer companies a great setting to
promote good causes that are related to their lsasponsibility plan. There are some
studies related to sport and the concept of cotposacial responsibility (Babiak &
Wolfe 2009; Godfrey 2009; Ngwenya 2010; Sheth & iB&Rb2009; Smith &
Westerbeek 2007). Most of them have included heptbmotion aspect to their
research since it is closely related to social sasibility actions but they have studied
the issues mostly from a company’s/sponsor’s pafiiew. However, Godfrey (2009)
came into conclusion in his study that corporaaaesponsibility relationships work

both ways and are beneficial also for a sport clubrganization.

Health promotion field related to sport settingsigl rather new in academic research
and has not been examined that much. (Jackson. €08b6) The following chart

presents some of the most important and closehte@lprevious researches that relate
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to the topic of this research. As highlighted beforost of them have focused on the

health benefits received within a sport club. Sanhalies have concentrated more on
youth sport clubs and their health promotion protggand some of them have come up
with examples that relate to certain environmenmtsauntries such as Finland and

Australia. The most relevant studies have beerepted in the table (1) below.

Table 1. Earlier studies related to Sport clubsmting health and physical activity

Researcher(s), yegName of the study Method
Crisb & Swerissen) Critical processes for Case study published in
(2003) creating health-promoting |Health Promotion

sporting environments in | International focusing on
Australia health promotion aspects of
differ-ent Australian sport

clubs.

Kokko, Kannas & | Health promoting sport cluhsScientific article published i
Villberg (2006) in Finland — A challenge for Health Promotion

-

the setting-based approach International analyzing
setting based health
promotion approach in

Finnish sport club context.

:

Kokko (2010) Health Promoting Sports | Doctoral Thesis of Jyvaskyl
Club — Youth sports clubs’ | University representing
health promotion profiles, |setting based health
guidance, and associated |promotion aspects of youth

coaching practice, in Finlandport clubs in Finland

Kokko, Green, A review of setting-based |Literature review published
Kannas (2013) health promotion with in Health Promotion

applications to sports clubs| International combining and
analysing theories and
applications relating to health
promotion activities in sport

club environment.
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In this theoretical part of the study the focusfiist on setting-based health
promotion theory adapted also to sport club envitent. After that the focus is more
on the commercial side of these health promotiaivities including image related
issues and cause related marketing theory.

2.1 Setting-based health promotion

Even though setting-based health promotion conceptather new idea of health
promotion has been a part of public health alrefadysome time (Green & Ottoson
1999). From the beginning of 1990's the settingelblabealth promotion concept has
become one of the central features in health promattudies. The key issue of the
theory has been in recognizing the significancetted context where the health
promotion activities take place. This approach vieasit upon various theoretical
resources mainly on psychology and organizationaiofogy. (Whitelaw et al. 2001)
(Drygas et al. 2011) One of the reasons behindirkention of the setting-based
concept was the shift of focus from individualistife style choices to social
environments and policies. This meant that ratian tfocusing on individual risk
factors the focus in health promotion was addredeethe meaning and context of
determinants and actions that keep people hedkigkbusch 2003) Since the setting-
based theory is still rather new it has been maetiothat there still exists a need for
more pragmatic and realistic work on this settiagéd theory (Whitelaw et al. 2001). It
is also worth noticing that in previous studies #ietting-based theory has been more
applied to school or community health settings tlsport and recreation settings.
(Casey et al. 2007)

Setting-based theory can be applied to differentdsiof settings. Largest and most
multidimensional setting can be for example murities and cities. Other large

settings which however are easier to outline stinadly are health services and schools.
There are also other associations and organizaitiopsblic and private sector such as
sport clubs, work places, hospitals, universitied aven prisons. In addition to these
also home and families can be seen as settingsdinad for the frame of reference of
life. (Whitelaw et al. 2001; Kokko 2010, 21) Theykstrategic point regarding this

approach is to move the attention from individuahdviours to developing a strategy

which concentrates and benefits the whole popuidatidhin a given setting which is
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part of individuals’ everyday lives. (Kickbusch Z)0rhere is strong assumption that
individuals’ life style choices are more easilylde modified when the physical and
social environment is more supportive toward healifie style. The concept of social
capital is often associated to setting-based heatimotion. It refers to those specific
actions and processes within a certain commundy ldads to a goal of mutual social
benefit. This refers to interaction among peop&esystems which support and enhance
the social interaction and does not include bemeéitated to physical infrastructure or
production. The main components of social capital taust, social engagement, civic
participation and reciprocity. (Rootman 2001) Afl these components can be easily
associated to sport which therefore highlights ithportance of social capital when
talking about health promotion based on sport @&wleational settings such as sport
clubs.

The setting-based theory for health promotion psegohas received a lot of support.
(Donaldson et al. 2012; Kokko et al. 2013; Whiteletnal. 2001) This is because the
complexity of systems in which people make healfthices has been recognised as key
points influencing their health-related choices antivities (Donaldson & Finch 2011).
The basic idea of setting-based theory is thad gadsier to achieve health promotion
results by focussing efforts on the setting rathan directly on the individuals. This
can be done for example by making health-relateshgés in organizational culture and
setting. (Kokko 2010, 21) The setting-based thdwmy two essential dimensions. The
first is the importance of a context through anthimi which health appears. The other
dimension is that this setting offers a good paksilior research on understanding and
determining health related factors that influenoglividuals and the surrounding
community. (Kokko et al. 2006; Kokko 2010, 21)

Health promotion activities are usually connected space and time to a setting which
provides a social structure and context. The sptilso provides features that are
needed in planning, implementing and evaluatinglthepromotion programs and
activities. Health promotion programs that are coteld by a larger operator such as a
local community usually require the use of multigettings. They also require
coordination between these settings and acrossreliff community sectors in order the
program to be effective. (Kokko et al. 2013)
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Figure 2. The health promotion strategic framewaddel (Health Service executive
2011)

The figure (2) above illustrates the main strudtatements related to health promotion.
It also presents five different approaches which adopted through community,
education and health service settings. These agipesaare presented in the third
column from the left. In this research the focupasd more on program development
and implementation and social marketing and adwosaxe they are most suitable for
sport club setting especially when the target avwghias the surrounding community and
not the club members. Sport clubs can develop lhealated programs through their
sports and implement them in their venues and svditey can also market the health

issues through their media coverage and multipteakevents and happenings.
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Setting-based health promotion has been dividea fiue different models which are
1.passive 2.active 3.vehicle 4.organic and 5.cohwmeive. The role of health
promotion varies a lot between these setting sbwuin@re as other settings see health
promotion as their key function in other ones itdha exists. In the passive model the
setting is less active but remains providing a aoenvironment and existing channel
for individual-centered health promotion. The hegdtomotion work is separated from
sports and is conducted as an educational mattan@xternal expert concentrating on
specific risk behaviour. In active model settinglswas a sport clubs promotes health
actively and views health behaviours as an imporfacus. On top of that the
importance environmental factors are noticed amdsitting understands its tasks in
executing support measures to health related istugke vehicle model, also seen as
club society development model, has a long-terrw ¥ health promotion. Its primary
aim is in modifying sport clubs through changeshia setting itself. These changes
usually mean changes in club’s structure and aultwhich are achieved through
changes in regulation, operational principles arattices. However, the model also
includes the same goals relating to contributioninmividual health behaviours as
previous models. The last two models, organic amdprehensive, are too complex to

be adapted into sport setting so far. (Kokko 2010)

2.2 Sport clubs as promoters of health and physical aistity

In the previous chapter the basic concept of getbased health promotion was
introduced. The purpose of this chapter is to adaptsetting-based health promotion
theory even more to a sport club setting and aigblights other important factors that
are regarded as sport clubs’ roles as health pemnoAs an introduction for this
particular chapter the first attention is paid he role of health promotion in different
types of sport clubs. Sport clubs have differemicfions and purposes. Therefore also
their interest toward health promotion issues @ndry different and health promotion
programs can also be used for different purposel s commercial and publicity

related purposes.
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SPORT PERFOR-
MANCE CLUBS

HEALTH PROMOTION

PLAYS A MINOR ROLE Publicity-marketing

oriented

Competitive-educational
Exercise-recreational
Regional-
sporting
SOCIO-CULTURAL
CLUBS
HEALTH PROMOTION Community- Educational-
PLAYS AN experiental Social
IMPORTANT ROLE

Figure 3.Club typology from the viewpoint of health educati®lodified from Kokko
et al. 2004)

As illustrated in the figure (3) above the rolehafalth promotion varies depending on
the nature of a sport club. As presented in th@dliction sport clubs can be classified
as more socio-cultural or more sport-performancge tyof clubs. Usually health
promotion issues are more relevant and play a bigde in socio-cultural clubs where
the activities are not based on competitive sucddss main goal is in offering exercise
and social experiences. Regional sport clubs aredd in relation to physical or social
setting where as in community-experiential clubgipi@ants develop the community
and search for new experiments. In educationabsatilbs sport is used as a mean in
achieving other goals in addition to possible cotitipe goals. Sport-performance clubs
have competitive activities and goals. Competigdgecational clubs emphasize
competitive goals, discipline and regular trainindhey usually have clear
organizational structure which separates them fexercise-recreational clubs. In the
top of the pyramid are publicity-marketing orienteldbs. In these clubs professional
business operations have replaced traditional @eitvity and the dominating role is
given to marketing and media operations. Moderne elports clubs represent well the

concept of publicity-marketing oriented clubs. THemction just as other profit seeking
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companies. (Kokko 2004) As mentioned before theiddo this research regarding

health promotion target groups is not on club mesiteit more on the surrounding
community and its people. Concerning these prelyomesented club types the focus
is mostly on publicity-marketing oriented clubs atheir health promotion functions.
Also the case study is based on this type of moeéta clubs. Even though health
promotion in overall seem to play a smaller rolehw these clubs health promotion
campaigns and activities can be used in achievorgneercial and publicity related

goals.

In different countries different sport clubs havéoag history. In spite of this, sports
clubs have not yet been used as promoters of haatthphysical activity that much.
(Kokko et al. 2013) Sport in considered to be a iatédy institution which provides
interface between public and private life. Evenutifo the primary purpose of a sport
club is to provide and organize opportunities fartigipation and competition clubs are
also seen as social organizations that social gmadespecially health. (Donaldson &
Finch 2011) Sports clubs’ roles as health promotingors have been recognized
internationally. Often this is understood as a ewmmi@tion on coaches’ skills,
collaboration with other clubs and social developtmi@ health related issues. Sport
clubs and sport organizations reach a huge amdumaple which makes them ideal
actors through which to promote health and physaeivity to the surrounding
community (Crisp & Swerissen 2003). Sport offersadbent opportunities for setting-
based health promotion in improving community healt is important that health is
created in a setting that is part of people’s edayylife. Sport clubs have been seen as
opportunity to embed health promotion into everydatvities. (Kelly et al. 2010)

Community based health promotion programs are oftene likely to be sustained
when the programs goals meet the interest of thiengeorganization. (Casey et al.
2007) In sport setting this theory can be easiflied since it is also sport clubs interest
to get people healthy and physically active and aiterested in sports. For sport clubs
this could mean more members, spectators and dappoPromoting healthy lifestyle
through social environment of sport setting is #maative goal for health promoters.
Sport clubs offer a setting to reach various taggetips such as competitors, juniors,
spectators, supporters and elite. (Dobbinson €2Ql6) Sport provides physical health

through training and playing but it is also impaitéo recognise that social contexts of
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sport situations are also able to create many lsasthmental health effects. (Kokko
2011) Therefore it can be said that sport clubsthed activities provide a setting for
enhancing all three aspects of health: mental,iphlyand social. The following figure

illustrates these dimensions.
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Figure 4. Dimensions of health within sports clehiaties (Kokko & Vuori 2007)

In the sport setting such as a sport club the Ingullicies development issues are more
likely to be conducted if they are promoted by trealgencies. Some evidence show
that compared to unwritten policies the written igiek are more effective in
encouraging health related action in the club leiefferent health areas suit better
different sports so therefore it is important taedmine the appropriateness of the
health issue being promoted to each specific chub sport. (Dobbinson et al. 2006)
Nevertheless, within health promotion research ghkcy development in sport and
recreational setting still is an understudied a(dackson et al. 2005) The governments
in different countries throughout the world havéiced the importance and taken action
towards improving population health through phykativity. They have also realized
that sport and recreational sector have an eskesiian achieving this goal. This is an
accurate portrayal of the situation for exampleAustralia where sport and sport
participation plays a very important role in cutarand identity. A study done in

Australia showed that sport clubs are able to satda health promotion activities
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when they have been given resources and supportlidr level development.
(Dobbinson et al. 2006)

There are few key issues regarding government laael municipality level health
promotion organizations and their funding for spdttbs and associations relating to
health promotion programs. First issue relatesh® values and interest areas of
different organizations and sector within the pawgr It is obvious that difficulties may
occur if these values and interests are too fartapsually the health professionals
view the goals of sport, community cohesion andi@pation in physical activity,
compatible with their own goals and efforts (Dolsain et al. 2006). Another important
issue concerns the longitudinal planning. Creasingtainability for health promotion
programs is extremely important in order to avbid tisk of programs ceasing after the
initial funding has ended. In order to build sus#dility the program developers should
not pay attention only to workforce development g@navision of financial resources
but also changes in organisational strategies briglanned and implemented. In order
to facilitate changes within health setting orgation structures, processes and
resources that support the program must be platledpport the organizational and
structural challenges. Also to responsibility ofjaicing required funds for the health
program should be divided between the funding ageswch as health promotion
organization and the funded organization such sgoat club or organization. In order
to gain long term benefits and get on-going fundheyfocus of the funded organization
should be paid to factors that concentrate on lwmrgh changes of public health
objectives such as obesity. In order to make th@sg term plans and programs it is
also important to remember to monitor and evaluhte received benefits of the

program. (Casey et al. 2007)

Sport clubs are theoretically ideal settings toaley positive and healthy environments
and promote physical activity throughout the whotenmunity. Sport clubs can also
use this as a strategy in increasing participatiom level of memberships or in
spectators. (Eime et al. 2008) Participating inrgpoffers individuals not only a change
to develop their physical activity and fitness lelat also other important things that
are relating to overall health. Through sport g#stition people develop their social
skills and self-esteem, relieve stress, improveordration and generate feelings of

belonging. As presented before all these socialmedtal issues are important factors
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when focusing on physical health promotion. Se#tifay sport and active recreation
offer an effective and cost efficient opportunity gromote health. (Moodie & Hulme
2004)

The theoretical base and the planning techniquesha same when comparing setting
based health promotion theory in sport settings ather settings such as work places
or schools. However, there are several issuesatieaimportant when promoting health
especially in a sport setting. Understandingthe overall setting is really important.
This means getting to know other sport groups, rirgdions and facilities within the
surrounding area. Also understanding the audiencktlaeir life style is important in
order to find out their likes and dislikes and best ways of communication. 2. Second
issue isundertaking a needs assessmdihitis means investigating the needs, wants and
requirements of the local community. Bartnership developmeman be considered
one of the key issues. This means creating a nktiwetween local health and sport
related organizations and operators such as spdrs,chealth agencies, commercial
sponsors, sport administrators, sport federationsfsissions, youth advisory councils
and also transportation and sport facility plannér#\fter research and planning is time
to select the appropriate strategytrategies can be categorized as promotional,
educational or structural strategies. Very ofteeséhthree strategies are used side by
side to create a versatile combination. 5. Dependimthe strategy itis  delivering

the message to the specific target group. 6. Kir@pacity buildingmeans creating
plan and cooperation with national and local bodiesorder to encourage the
development of health promotion also in the fut@eme other factors that sport sector
health promoters have to take into account arexXample the seasonality of the games
and seasons, special events, sport facility reletgaes such as alcohol consumption,

allocation resources meaning financial and humaouees. (Moodie & Hulme 2004)

Despite the fact that sport is usually considerec areat place for health promotion
purposes there are also some barriers relatecotd sgttings. One key barrier might be
the overall understanding and cooperation betwpert and health sectors. Sport clubs
and organizations do consider health promotion depapriority but sport as “the

priority” and too often as their only priority. Fboth of these parties it is important to
realize each other’s goals and then determine hesetgoals can actually benefit each

other. In order for health promoters to get annditte of sport clubs they usually have
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to have a public support behind them. The lack @élth promotion policies or
overall support may easily make the cooperation emdifficult between health

promoters and sport clubs and organizations. (Mo&diHulme 2004)

2.3 Sport clubs and athletes as role models

In previous chapters the focus has been on thegédiased health promotion and how
sport club setting can be used for health promqgtiomposes. This chapter continues the
topic by representing the possibilities and advgedgasport club and its athletes have
when talking about health promotion activities. Hwer, the focus on this chapter is
more on the image side and concentrates on how cmitynsees these elite athletes
that represent a sport club as role models and Whédtof an effect these role models

might have from a health promotion aspect.

Role models can have an influence on people oeréifit ways. In order to understand
how the mechanism of role modelling operates thaee three different theoretical
perspectives presented belofocial cognitive theoryconcentrates on the learning
process through observation like watching and legrform sport stars. Second theory
is calledself-efficacy theorywhich highlights the fact that the more similae trole
model is the more likely the learner will be mote@ This means that if the learner has
similar interests than the role model, for exampleys the same sport, the learner is
more likely to be motivated by the role mod&ocial context framework theory
concentrates to the social interaction betweeneammer and the role model. The more
interaction there is the bigger affect there istfog learner to be inspired by the role
model. (Payne et. al. 2003) It has been studieddhan though role models can be
inspiring for others they may fail to have any irapan other people. This might occur
in case of a role model who is unfamiliar or wheseellence and achievements seem
too irrelevant for the target audience. In worsrnsgio inappropriate role modelling
may lead to self-deflation and discouragement atbt& inspiration. Therefore the ideal
role model can be seen as an older person whodtéesvad what the target audience

wishes to achieve them self. (Lockwood & Kunda 1997
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Because of the declining level of physical activifyere has been made numerous
interventions focusing on making a change in théviac behaviour of people,
especially youth. Often the role of a mediator baen highlighted in these kinds of
interventions. (Lubans et. al. 2008) According tauBian (2002) “A mediator can be
defined as an intervening causal variable necedsacpmplete the pathway from an
intervention to the targeted behavioural outconB#cause of publicity elite athletes
have become role models and that way they workrasdiator in promoting sport and
physical activity to children. The success in e$iport creates new role models which
then lead to increasing amount of mediators andipe®ffect toward physical activity.
(Lyle, 2009) The role of a mediator is illustraiadhe figure (5) below.

Mediator
(e.z. self-efficacy)

Treatment Outcome
{e.g ntervention v #| (e.g physical activity)
control)

Figure 5. The overview of mediation analysis (Lubahal. 2008)

Role models can be family members, teachers or atfileential people. Role model
preferences also tend to change over lifetime ésibpeavith children. Even though
these previously mentioned initial role models jleva strong model for children other
role models, especially sport related role modélye a significant influence on
children. This influence seems to be stronger fales (Payne et. al. 2003) The level of
physical activity is usually lower within adolestagirls than boys. The role of sport
role models in increasing girls’ activity was sussfl when girls were able to
familiarize themselves with the athletes. Therefommen athletes under 40 years old
seemed to be most effective. These athletes wésa atsociated also with masculine
qualities such as physical strength, aggressioncantpetitiveness. However, they did
not always seem to be associated with feminineitigglwhich are usually considered
to be essential for female role models. (Vesci@aet2005) Therefore female sport role
models can also be seen formulating the idea dépebody image to a more athletic

and healthier direction. Athletes can also be songeteen as negative role models if
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they are related to bad behaviour or inappropmatenlawful actions. Many sport
cultures contain attitudes and practices that ame@able in the field but which in
many cases results unwanted behaviour especiadfitdren. This is called modelling
behaviour. Unfortunately this modelling behaviousoaextends to include the role
models’ off-field activities such as misbehavionipublic places. (Payne et. al. 2003)
There is a strong argument from the political eisckconcerning the “trickle down”
effect stating that through these sport celebrities resources put in elite level sport
will eventually benefit also the grass root level$is concept has resulted led to
interventions where sport stars have visited tmstshto promote their sports. (Olds et.
al. 2004) Athletes do not necessarily have to wordrder to become role models. After
reaching a certain level of visibility they canesldy be seen as role models whether
they like it or not. Athletes often work hard inder to become positive role models.
They are often acting as mentors, talking to studgoups or raising money for
charities. (Globus 1998)

Besides individual athletes also sport clubs havigue opportunities to increase the
level of physical activity and improve health besatheir athletes are role models and
icons for both children and adults. The admirationd interest toward elite sport makes
these clubs and athletes an important pathway dtiing children move again. (Pfohl
2012) It is also worth remembering that celebrityd@sements are often used in
marketing especially targeted to children. Cel@sit such as sport role models’
pictures are often used for example in cereal baxesin TV commercials like Coca
Cola ads. (Calvert 2008) This highlights that spote models and their influence is
often being used in promotion of products that @rtually not beneficial for health.
Since the effect of sport celebrities in commergatposes has been noticed to be
successful it will be very important in the futdrem health perspective to concentrate
this power in promoting healthy products and hatzteer than seeking sponsor money

relating to unhealthy products just because of rfinencially beneficial sponsor deals.

Sport celebrities have received an important pmsitn today’s media culture. They
have been looked upon as role models already foadiss but due to the technological
advantages in broadcasting the amount and impataficsport role models have
increased. A huge part of sport marketing relabease of athletes as role models and

using them as spokespersons. This is based omd¢héhiit sport athletes are viewed as
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highly dynamic and they possess likable and attaajualities. They also seem to
have a positive influence on the brand loyalty awatd-of-mouth promotion within
adolescents. There seem to be also differencesebatmale and female consumers
since female consumer agreed to be influenced oiftea to buy a certain product or a
brand marketed by an athlete role model. (Bush €084)

2.4 Health promotion programs benefiting sport clubs

So far the theoretical focus has been on the hant spubs can benefit the surrounding
community by acting as a setting and a mediattvesith promotion programs and how
they are able to affect from the role model perspecin this final part of this chapter
the focus has shifted from the community’s perdpedo the club’s perspective. The
aim of this chapter is to highlight how differenedith promotion activities and
campaigns can benefit the club itself. It is obgidbat health promotion campaigns
executed by a sport club also benefit the club nemleven though the main target
audience of the campaigns would have been thewswtiog community and not just the
club itself. Even though this chapter does notudelthe importance of health benefits
happening within the club the main focus is on hwport club benefits from health
promotion programs from economical perspective saglimage enhancement, media

value and sponsorship money.

Image can be used as an effective tool for ideatiibn of sponsorship opportunities.
The sponsor’s image is directly linked for examf@ea sponsored sport club’s image
and therefore it is important for a sport club tvé an image desired by potential
sponsors, an image that could have positive effiee sponsor’s image. Sport clubs and
organizations have high emotional content fromdbeial aspect. Sponsorship derives
its energy from an emotional involvement in a cltdam, sport star or an event.
(Ferrand & Pages 1999) From a sport club’s persgebealth promotion programs and
activities can quite easily be used as a way oamee#club’s image in order to identify
itself as a health oriented club. This is a tathiat would get the attention of those
sponsors who want to connect them self to healtiter® issues and perceive a more

health concerned image.
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In order to get more theoretical perspective toiskaes the attention is now paid to

cause related marketing theory. It is often usedescribing the benefits for a sport club
and well as for its sponsor relating to health pston campaigns. Cause related
marketing is a concept that is often brought upmitadking about sport sponsoring and
health promotion (Adkins 1999). Cause related ntargehas been defined as a way of
using techniques, strategies and money to suppmthwhile causes while at the same
time creating extra value to the company. It is anmercial activity by which

businesses/organizations and charities/cause fopartaership in order to market an
product, service or image for common benefit. A& ame time a company is able to
demonstrate its values, enhance its reputation caedte consumer loyalty. Cause
related marketing can be demonstrated in many wagh as sponsorship. PR, direct

marketing and cause advertising. (Adkins 1999)

Cause related marketing also enables companiesocial gesponsibility work in a
visible way while demonstrating its current valwesd adding new values on top of
them. In other words it provides potential to famonnection between business basics,
business ethics, consumer engagement and othemnbbitte benefits while at the same
time creating prosperity and health benefits to wWider community. In addition to
image, reputation, awareness and loyalty benefitss€ related marketing can also
generate increase in sales volumes. (Adkins 2084)fdllowing citation describes the
multidimensional benefits that can be achieved lause related marketing by
highlighting its importance also to the surroundiogmmunity: “By investing in
communities in which they operate; by authenticadtggrating their values, principles
and social responsibility through all aspects of thusiness, and by bringing these to
life for the stakeholders in the marketplace tlgiou Cause Related Marketing,
businesses not only build a healthy business, #Hyamployee base, and a healthy

community but also a healthy society and thus @maurs circle.” (Adkins 2004, 55)

Cause related marketing is already a familiar cphde the world of professional
sports. Due to the high interest of professionaltspand the increasing amount of mass
media time make professional sport as ideal settifty cause related marketing
campaigns. Many sport organizations and clubs leaveraced the concept not only in
order to support their communities but more asrthkilosophy. This philosophy goes

to the league, team and even to the level of iddai athletes and they try to align
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themselves to social issues related to their conisnamd target markets. Many
professional athletes involved actively in suppaytcharities and causes. Some of them
are giving their support by taking part in theiadeie’s or team’s social responsibility
work while other athletes may have their own cRasitganizations. This kind of work
usually has a positive image toward the athlete’slob’s image. By engaging with
cause related marketing a sport club does not wrake itself a better target for the
sponsors point of view by allowing franchises ammmpanies to demonstrate their
concern for social causes. The clubs are also tabteemonstrate the club’s concern
related to social causes within the community whibken reinforces the positive
qualities of sport, the club and its athletes ®lthtal audience. This concern can easily
have positive results also from an economical pointiew through increased numbers

of spectators, members and media attention.

There are some important factors that have to kenténto account form managerial

perspective. First of all it is important to undarsl how cause related marketing affects
different segments of the target market, for exanfphs versus general public. The
involvement and the interest is toward the paréic@port also determines the interest
toward cause related activities. This is an isba¢ lhas to be considered when planning
and executing the cause related communicationeBsafnal sport clubs and athletes
seem to have a lot to gain from active participatigthin their local communities. Even

though other business supported charity work is &ighly appreciated the status of
professional clubs, teams and athletes may givadaiitional responsibility to support

their local communities. The influence of professibsport continues to increase which
therefore gives sport clubs a competitive advantagepared to other organizations and
enables them create and build relationships wittierdint stakeholders such as

government, local community, local businesses, éamtsmedia. (Roy & Graeff 2003)

In recent years health promotion experts have a&dopeveral tools and concepts of
commercial marketing especially relating to spossigr. They have taken a role as a
sponsor but also market themselves to businessesgess for sponsoring. Compared
to commercial sponsorship health promotion spoigorias couple of advantages.
First of all the number of health related sponspshs a lot smaller compared to
commercial sponsorships. Even though health relspedsorships would not be more

noticeable they have more impact due to their senAnother benefit is that usually
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in health promotion sponsorships the sponsor isenemthusiastic to market and
communicate the good cause. This is probably du¢héofact that this kind of
sponsorship has more positive impact on brand inthge commercial sponsorships.
(Jalleh et al. 2002) Commercial sponsorship andthhgaomotion sponsorship use
many of the same tactics. The biggest differendbas the focus of health promotion
sponsorship is in social objectives rather than roengial ones. Health promotion
sponsorship aims at increasing the awareness tthhretated issues through goods or
services which can be linked to health or physieativity. Health promotion
sponsorship also counts for example the money ddriata health or sport organization
for naming rights, clothes, role models or advertients which aim to influence
people’s behaviours and attitudes. Especially iontes where the involvement in
organized sport is active and widespread sporttevand their facilities offer great
opportunities for community level promoting. Diféatt sport venues are often seen as
opportunities to create healthy environments angetgpopulation who already at least
in some level are interested in sport and hea@hisp & Swerissen 2003) Therefore
they offer also sponsors a great chance to be gfatiealth promotion work by
supporting the club, usually financially. This wiays not only the club nor the health
promotion campaign that benefit from this sponsiprshlso the sponsor itself benefits
from the cooperation since its name and logo widually be associated with the
sponsored club and with its health promotion atitisi However, in case of
professional sport there is always a fine line leetw“doing good” and public relation
functions which could be more explored (Sheth & iBkt2010).

As a conclusion of the theoretical part here iseaample of a program relating to
setting-based health promotion, sport clubs, heaifanizations and sponsorship. The
program took place in Victoria, Australia and wasda by the Victorian Health
Promotion Foundation (VicHealth). The program staih 2001 and it included over 90
different sports. The budget of the program for thst four years was AU$ 25.8
million. The purpose of the program was not only &ffect on players’ health
behaviours within these supported clubs but alsm#éie a broader influence to the
surrounding community by providing role models arsihg their influence. The same
way that numerous companies use sport sponsorstapgpaomotional tool for their key
products and messages or in image building VicHeased sponsorship as a tool in

promoting healthy environments within the communitize organization also provided



30

sponsorship opportunities for different sport oigations for marketing health
related issues in major sport events in returntidl sponsorship contracts were done in
cooperation with different health agencies andeddht health related messages were
targeted to different sport surroundings. Theseeiss/aried from alcohol and smoking
policies and injury prevention to sun protectioml &realthy catering. The program was
considered to be successful. Even though sporschdre expected to get impact on the
club level even though they were not included th# sponsorship negotiation nor they
were directly funded. (Dobbinson et al. 2006) Astei before the sustainability and
longitudinal change are more likely to be obtainetlen the health promotion
campaigns include club level planning. As Crisp ®efissen (2003) suggest the value
of these kinds of health promotion related sporspssis best evaluated in the club

level by their practices and policies.

When considering the clubs’ benefits in this pattc example the clubs received
financial support by being part of this project. Bsomoting health issues they got a
chance to make an effect on their own club membatsalso affect other people like

supporters and spectators. Being able to suppa@ithhéssues on public level most

likely exposed the clubs to increased media atiantThrough this they would have

been easily able to enhance their image towardgbeiare health conscious which

could have lead to receiving more club members, spansors, overall awareness and
popularity.
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3 RESEARCH DESIGN AND METHODOLOGY

This chapter outlines the research design usedisnparticular study by focusing on
four different aspects: approach and strategy, daltaction, data analysis and validity
of the study. First it presents theoretical issigdated to each of these topics followed

by explanations how these theories were applie¢disoparticular study.

3.1 Research approach and strategy

The two research approaches which are common irt shalies are the quantitative
and qualitative approaches. These approaches diften each other from the

procedural point of view. The quantitative approdas many distinct phases, often
includes various statistical probabilities and ssially bounded only to particular data.
However, in a qualitative approach the results rave acquired by using statistical
methods. These approaches also contain differerdppetives on knowledge and
research objectives. (Ghauri & Gronhaug 2002) lalitptive research data collection
and analysis are more combined with each other thaguantitative approach and
therefore give the researcher greater influence twsv the data is collected and
analyzed (Makeld 1990). The main purpose of qualgamethods is to analyse and
understand the research object and its functioirsjétvi et al. 2000).

The methods used in qualitative research have begued to provide also a deeper
understanding of social phenomena compared to #tkads obtained from quantitative
data. (Silverman 2001, 32) These methods aim tduoapqualities that are not
quantifiable such as thoughts, experiences orrgeliln sport studies the qualitative
method is argued to be more suitable when deveajopiformation about values,
beliefs, behaviours, motivations and needs or witermining views or perceptions.
This kind of data has a larger degree of flexipitind therefore can be extremely useful
for sports managers. (Gratton & Jones 2010) Corisiglehe nature of this particular
research and the purpose to study social and ecdoabissues relating to sport clubs’
health promotion activities and campaigns a qualdga research method was

understandably a more suitable option.
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Qualitative research can be divided into five dif@ strategies: experiments,
archival analyses, histories, surveys and caseestuflhese strategies differ from each
other regarding the types of research questionsdydke control a researcher has over
the actual behavioural events and the focus orordal events as opposed to
contemporary events. (Yin 2003) Since the focuhiim study is more on contemporary
issues rather than historical and since the faeu®i on one single experiment or event,
the most suitable strategy for this research ias2 study. A case study is defined as an
empirical enquiry that focuses on contemporary ph&na in some real life context. It
is often used as a strategy in situations thatwéhlsocial, political and organizational
phenomena. In case studies the researcher has ditifle control over the events and
the research questions often start with the wovdsy" or “how”. (Yin 2003) Also the
case study approach can be divided into differgategies: intrinsic, instrumental and
collective. In an intrinsic case study a researdtzer chosen only one study object and
aims to increase understanding for that particakse. In instrumental strategy the
purpose is to provide insight on a certain issueblem or theoretical explanation and it
includes several cases rather than just one. Thesfis more on a phenomenon rather
than a one single case. Collective strategy is netensive and includes several
instrumental cases. (Berg 2004) The case studyoapprmay be conducted by using
one or multiple participants. The multiple casedgtapproach offers a possibility to
generate new hypotheses by focusing on many caseéstrat way offers sport
management researchers opportunities to developdafide new ideas. (Edwards &
Skinner 2009)

The approach used in this research is an instriahease study approach including
multiple case studies. The purpose of the casesepted in this research is to give a
concrete example and provide better understandiogtahe theoretical issue studied.

The main focus is not so much on the particulaesdsut more on the social and
economic of sport clubs promoting health and platsactivity within their surrounding

community and highlighting these actions profit tabs. This study contains three
different case study clubs from different countiieat represent three different sports.
By having multiple cases it is easier to get a deemderstanding of the issue and it is
also possible to make a comparative study on thelteebetween these different sport
clubs These sports also represent a cultural heritagjeein respective countries. Since

these cases study sport clubs represent diffecemitices and cultures is also interesting
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to see what kind of effect different cultures mighate on the results. The reason for
choosing these patrticular clubs for the case studigs their high level of awareness
within the surrounding community and also due toeas and availability to do the
interviews within the short timeframe this studysa@nducted. Even though these case
study sport clubs have difference in their sized famction economically on different
levels the mutual factor is their importance an@afon the surrounding community.
These sport clubs are an excellent setting fortihgabmotion activities since they are

one of the biggest and most well known sport clulikin their particular communities.

3.2 Data collection

There are different data collection methods amarajitgtive research approaches. The
first method includes analysing ready produced ri@$eby the research target. These
materials can be for example official documentsrids, letters, biographies and
memorials. The focus is on getting a deeper unaed#tg of the study object and its
functions. The second data collection method ispfaion. This method is usually
related to a specific event or situation where rtbgearcher is able to observe and
analyze how people behave and what their functames (Hirsjarvi et al. 2000) The
third method is called physical artefacts and msito give insight to technical
operations or cultural features (Yin 2003). The rfouand most often used data
collection method is the interview. An interviewncke done by having multiple or just
only one interviewee at the same time. An interviean be a thematic interview,
structured interview or semi-structured interviéwa thematic interview the themes are
decided beforehand but the actual form and ordethefquestions are missing. In
structured interviews the questions and their ofugs been decided beforehand. A
structured interviews is used often especiallyeisearch which contains many different
interviews. In semi-structured interviews the qimwst are the same for all the
interviewees but the interviewers have more freetim@xpand on the themes. (Eskola
& Suoranta 1998; Aaltola & Valli 2001) An interviesan be done in-person, via
telephone or via the internet. The most commongdusethod is in-person interview
since it usually provides effectiveness in explgrioomplex issues, more accurate
responses and also provides a greater likelihooddt-generated answers. Also the

interaction between the interviewer and the intamde is bigger and more mutual
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which usually means that the responses will be ntborghtful. (Gubrium &
Holstein 2001)

As mentioned before the reason for choosing thasicplar sport clubs was their high
level of awareness within the surrounding commuwitych enables a possibility to be
influential for example for health promotion purpss Another important reason was
the fact that the connections for these particcilaibs were already created beforehand
and therefore it was easier to get these teamsttangolved in the project. However,
there were no personal connections with the respusdand the researcher. The
perspective was also to find different kinds of bdufrom different cultures to
participate in the research in order to receiveerdiverse and heterogeneous sample

cases.

In this research the data collection method wasugtsired interview. This method was
chosen because it was the most suitable for anl em@iview and was able to give
deeper insight information about the topic from therent perspective and also from
past perspectives. The interview questions wetgeratomplex and therefore a semi-
structured interview would have possibly providedrendetailed answers. However,
due to great geographical distances this option wais possible. The interview
guestions were categorized by themes accordingetoeisearch questions. However, the
thematic interview was not suitable since thereewapre than one interview and since
the questions were structured beforehand. As mmeadiobefore due to the great
distances and short time frame the interviews werelucted via the internet. The sport
clubs were contacted in March 2014 and after thggged to take part in the research
the interview questions were sent to them. Thetsgabs decided themselves which
person was the most suitable for the interview. elav, the request was presented that
the person with the deepest and the most curreowlkedlge of the clubs health
promotion activities would be the one to answer theestions. Aside from the
information received from the interviews, infornmatiwas also collected by studying

the clubs’ internet pages and their documentation.

The interview gquestionnaires (see attachment Z @&y were sent to each participating
sports club on the 37of March 2014. The questionnaires were firs serthe contact

persons of each club and they were asked to fortherdjuestionnaire to a person who
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had the best knowledge concerning the physicaligctind health related activities
their club is targeting to the people in their sunmding communities. From Columbus
Blue Jackets the person interviewed was Jen Bowdan is the vice president of
Community Relations Department and also an exeewtirector of the Columbus Blue
Jackets Foundation. Since Bowden is in charge efatttivities and programs targeted
to the community it can be said that the knowledgd experience provided by her
position in the club is a factor which increased tavel of reliability. The answered
questionnaire was received back from Bowden onit2 of April. From HJIK the
person interviewed was the club’s Wellness Mana8tefan Westerback. He is
personally in charge of all the physical activitydehealth related activities that the club
is doing within the club and also the ones targeigidide the club. Also his experience
and knowledge can be said to enhance the accuratyediability of the provided
information. Answers were received from Westerbak the & of April. From
Sotkamon Jymy the person interviewed was the Mange¥lanager Jimi Hekkinen.
Since the club is a bit smaller compared to the @iher clubs the club does not have a
person who is responsible for the community relaetivities. Since these kinds of
activities are tightly connected to club’s othenutoercial activities Heikkinen was the
person who had the best knowledge regarding thsisipal activity and health related
activities and also has been the person responsilfanning and executing most of
these programs and activities. The answers wegdviet from Heikkinen on the 4of
April. The questionnaire was also sent to two ottlebs: Gold Coast Sun which is an
Australian Football club from Brisbane, Australiadao SSC Napoli which is a football
club located in Napoli, Italy. However these clubd not have the resources to take
part in the study at this point. All of the clubsnd their answers in English language

except Sotkamon Jymy who answered in Finnish.

3.3 Data analysis

The purpose of data analysis is to clarify theemi#td data in a way to help in creating
new information in line with the research aims. Thecess starts by scanning through
the research results and connecting it to the relseguestions. After this the most
suitable analysis process is selected. (Koskineal. 2005) There are several different

processes of analysing qualitative data. Very oftendata is organized into different
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kinds of themes and types. One common approadhigast called content analysis,
which has four different stages. The first stageecalling the research question and its
purpose. The point here is to review the issuesvileae the most important according
to the research questions. After this it analyticatiegories are determined along with
various categorization criteria while scanning tlgio the data. The third step is to
divide the data into different categories in ortierexplore and observe for example
repetition and patterns. The last step is intempyethe data. At that point the focus is on
finding explanations and reflecting on possiblelaxptions to the literature presented
in the research. (Berg 2004) In this research heké above mentioned steps were

carefully conducted in order to increase the trostinness of the study.

Content analysis was used in this study as destdbeve. The analysing process of the
data was started by focusing on each case studyately. The material received from
the email interview was first divided into four fdifent categories according to the
themes that were already presented and used iraftinign the interview questionnaire.
After this the data was scanned in order to firarttost relevant issues relating to these
categories. Each of the case study club was pebéuytfollowing the structure of these
four themes. This same procedure was repeatedalithree case studies and all the
main findings were reported and presented in tbein case study sections. When
planning and structuring the summary part of thelts the data was divided into two
categories according to the first two sub objesti@nally the received and categorized
data was reflected on in regards to the theorefieal of this research. After this the
focus turned to the third sub question which cotreéed on comparing different case
studies between each other in order to find siitiggr and differences or possible
pattern or reasons behind findings. When doing ¢hé comparison the above
mentioned steps of data analysis were also usedttendindings were divided and
presented by different categories. These findingshfthe club comparison phase were
reported in the summary section. The above merdisteps of data analysis were used
also when finding similarities and differences betw these clubs presented in the

summary section.
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3.4 Validity of the study

The validity of its study can be evaluated by #neel of its trustworthiness which refers
to the overall truthfulness of the research andrdsalts received. It is important to
include an evaluation of trustworthiness to eaceaech since the level of credibility
and validity usually varies a lot. The terms validand credibility are often used when
talking about quantitative studies that often contmore statistical and analytical
information. However, there has been created mareertsions that are more easily
applicable also to qualitative studies. (Hirsjaetial. 2000) There are four different
elements in evaluating a trustworthiness of a stédiso this study will be evaluated by
following these on four different dimensions whiate 1.credibility, 2.transferability,

3.dependability and 4.conformability. (Lincoln & Gau 1985) All of these elements are
presented and discussed below in separate sectiodstheir contents have been
reflected to this particular study in order to pdevmore information about the level of

trustworthiness.

The termcredibility means how the research results correspond te#ii¢yr There are
five different ways to increase the level of creliyo They are prolonged engagement,
persistent observation and triangulation, negatbese analysis, peer debriefing,
referential adequacy and member checkiyolonged engagement, persistent
observation and triangulatiotechnique refers for example to the sufficient antcof
time that is needed in order to get relevant resuit this particular research the time
frame was rather short but still enough to be &blget the relevant answers. However,
if the time frame had been bigger the interviewghhihave been able to perform in-
person. This could have increased the intensiveofets®e interview and that way might
have lead to deeper and more versatile answers.t@thnique also refers to the use of
multiple different research methods to study theesassue in order to diminish the
possibility of incorrect interpretations. The ndgthnique that is used in increasing
credibility is negative case analysishich refers to continuous testing of hypothesis
until it contains all the known cases without ampectations. Since this particular
study does not have any particular hypothesis tdghnique is not been used in this

research.
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The third techniqueyeer debriefingmeans exposing the research to peer researchers
who will evaluate the methodological aspects offhis technique was used with this
study by exposing the study to teachers and feltwdents for critical evaluation.
Referential adequadgchnique refers to the fact that research médgeaiad data will be
saved and therefore it can be recalled in ordémdease the accuracy of the analysis.
All the received research material including intew results were stored for possible
future purposes. The last technique to increaselahel of credibility is member
checking. Member checking refers to the point wbelfected data is being returned to
the original source of information for checking thaidity. This technique was used
also in this research since the information reakivem the interviews was sent back to
the respondents for final checking before publighire results. (Lincoln & Guba 1985)
The experience and expertise of the respondentsalsanbe seen as a factor which
improved the credibility of the research. Howeeasying more than one respondent

from each club would have lead to an even greafkreince on the credibility.

The second element in determining the trustwor8sn&f a research tsansferability.
This refers to the level of how well the researesuits and findings can be transferred
to another content or environment and in what ayuthis can be done. This helps the
reader to evaluate how well this particular researesults could be transfered to
another environment. (Tynjala 1991) Because theggme of this research is more
importantly to present health promotion activitigghin these different case clubs the
level of transferability is not essential in thiase and the results cannot really be
generalized. Also the results from the country cangon part should not be
generalized since the findings are based only ansamgle case study club from each

country. Therefore it can be said that transfeitghg not high in this particular study.

The third element islependability It refers to the fact that how similar the reséar

results would be if a new study was made in samgcpéar environment. The reasons
for possible changes within results could be dueh@nges in the environment, in the
phenomenon studies or in the researcher. (Tyng84)1in case of in-person interviews
there is always a chance that the interviewer entinally will ask some leading

guestions or make some leading comments that duatd lowered the dependability
level of a the research. However, due to the fa&t this particular research contained

only email interviews the level of dependabilitysmaot decreased by the interviewer’s
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actions. Also the friendly atmosphere throughoatittterview processes can be seen

as a factor that increased the level of dependgbili

The fourth and last element in evaluating trusthiodss isconformability This
element refers to the fact how well the readersadnle to interpret and evaluate the
neutrality of the research. Conformability covelsoahe fact that each research should
be done and reported in a sufficient accuracy abdther researchers could be able to
perform the same research by following same stepsirsstructions. The factors that
might affect the level of conformability are thelytiaity of the research, the amount of
information research contains about the overakaesh process and the conclusions
that researcher makes about the validity of hisiwen project. Also the level of
relationship between the interviewee and the im@rgr might affect the level of
conformability. (Tynjala 1991) Also the conformatyil factors were taken into
consideration while doing the research. The rebeprocess has been tried to explain
with sufficient details and the research has bednlighed without any restrictions.
Since there were no prior relationships betweernrtezviewer and the respondents the
level of conformability can be said to be ratheghhiAnother issue that increased the
level of conformability is the fact that before thidy was published all the material
regarding their own club was sent to each of theritewees for revision. All of their
comments and corrections were taken into accouhpahinto action before publishing
the study. Since all of the respondents were thhgops who had the best knowledge of
the clubs health promotion activities and were naréess responsible of executing the
programs it can be said to have positive effectshenvalidity of the study especially
considering the level of credibility and conforniapi However, there can always be
speculations about how truthfully the respondentsae@red to the questions and this is
something impossible to determine without furtheveistigations. The information
received from all respondents was align with tterimation provided in the clubs’ web
pages so therefore it can be said that the trutefs of the answers seems to be rather
high. Most of the research contexts and questicTe wather large so there might be a
chance that the respondents did not remember tdionegvery single issue related to
the topic but only the ones that they thought weeemost obvious. Therefore personal
factors can also said to be have an effect ondhelts which therefore can lower the

overall credibility and conformability a little bit
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Another issue worth discussing in the methodologgtien are related to the third
sub objective and the comparability of three casdysclubs. Due to the fact that the
clubs are rather different from each other whensmm@ring for example their sizes,
financial and human resources, cultural backgrouludsitions and connections. These
factors should be kept in mind when reading andyaimey the results section of this
research. The results concerning similarities affédrdnces are added to this study to
clarify the reader about research results rathan tim order to come up with new
theoretical observations. As mentioned before austh be also understood that the
research results are based only on one persoe’pistation of the issues in each case
study club. Therefore the results can and shouldaaeneralized or taken out of this

particular context.
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4 RESULTS

In order to provide real life examples this stuayluded three case study clubs:
Columbus Blue Jackets (ice hockey), HIK (footbald Sotkamon Jymy (Finnish
baseball). In this result section each of the ¢sulbeing presented in a separate section.
The presentation is being divided into four diffgrgparts according to the interview
themes including club presentation and backgrourfdrmation, health promotion
activities and programs, commercial and financiahddits and finally future plans
related to health promotion activities. The firsttpis club presentation after which the
club’s health promotion activities are being preéedn After that the focus is more on
commercial side of these activities followed byusss relating to future operations. In
the final chapter the results have been analyzedrding to the three sub research

questions.

4.1 Columbus Blue Jackets

Columbus Blue Jackets is an ice hockey club locatetthe city of Columbus, Ohio,
USA. The club plays in NHL's (National Hockey Le&juetropolitan division of the
Eastern Conference. The club was preceded by aceléed Columbus Chill before
1997 when the club started to operate under theerBlume Jackets. As well as other
NHL clubs Blue Jackets are also a profit making pany whose operations are tight to
the NHL teams operations. Because of the operdt®ra and overall popularity of ice
hockey is obvious that NHL clubs have huge vigipilin their surrounding
communities. Therefore it is even more importamttfeem to do social responsibility
work related to physical activity and health. Bliackets have currently approximately
150 employees in their organization. (Bowden 204# to the large size the company
has divided its operations into different departtee®ne of the departments is called
Columbus Blue Jackets Foundations which operatgether with a community
relations department and is concentrating on iridizhe club’s unigue resources to
improve the quality of life throughout the commuyniBesides health and wellbeing the
foundation is also concentrating on cultural, ediooal and safety issues as well as the
development of youth and amateur ice hockey. (Blaekets 2014) Even though the

community relations department is the one who cemned about physical activity and
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health activities the most the club has not offigimandated the responsibility to the

department. The person interviewed from the club y&n Bowden who works as a vice

president of Community Relations Department and atsan executive Director of the

Columbus Blue Jackets Foundation. She is a menfbemanization’s executive staff

which is responsible of health related activities.

Table 2. Columbus Blue Jacket's health promotiotivities (Blue Jackets 2014,
Bowden 2014)

Name of the Time Target Location Partners Human Financial
activity group resources resources
“Rick Nash 61 | -Between -Elementary| -Schools -Local -Community | -Total
Club” School September | aged newspaper | relations program
campaign to April children staff / budget was
-Lecture/activi- | -Annual (ages 5-12) occasional | approxi-
ty tour promo- | program player mately
ting health, the | -Started 4 appearance | $65,000
club and sport | years ago (1 / season)

“Commit to be | -Year-long -Primarily -Through -Local -1 hockey -None

Fit’ campaign | campaign adults print and television | player to

-Public Service electronic station record a
Announcementg media television

related to health (newspapers commercial

and wellness TV, etc.)

across the

community

Goals! -Program -School -Schools -No outside -1 full time -Annual
Achievement launched in | students partners and 3 part budget
Program season 2013 time $120 000
-Program using| -2014 employees | (includes
ice hockey to of the club | all active-
reinforce goal- ties within
setting as a life the Goals!
skills program
Junior Jackets | -44 weeks of| -Children -4 Different | -Tim -2 full time | -Costs of
-Program training locations Horton'’s, and many staff,
developing offered (ice halls) Ohio part time planning
interest and throughout Health, employees | and
participation of | the year Columbus | of the club | administra-
ice hockey Parks and | -NHL tive work
within the Recreation | players covered by
community Department| visiting the club
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As can be seen from the above most of the Blueelagiysical activity and health
promotion activities are targeted for children, alsuages 5-12with no specific focus
on gender or socio-economic status. For exampl&®uik Nash 61 Club the club has so
far been able to reach over 3000 school aged emildnd aiming at increasing their
activity time by 30 minutes per day as well as ading them relating to healthy
nutrition. The club has also a Junior Jackets puogwhich purpose is to develop the
sport and its interest within the surrounding comityuby offering children a chance
for ice hockey trainings. Besides these activit@geted to children the Blue Jackets
have taken part in the “Commit to be Fit” media pamgn which promoted health and
well being for the people across the community Byimg adults as the main target
group. The clubs players have been connected ti #llese above mentioned activities
as role models, sources of inspiration or addifimwaches. Currently the club is not
doing any promotional activities relating to physiactivity and physical health. This is
because the clubs community-facing programming diesged to focus on character
developing which includes different themes suchteamwork, responsibility and
respect. In other word the focus has shifted mora social health related issues. One
example of programs that are delivered throughtspmrt which focus more on social
issues is the “Goals! Achievement Program” whicrted its operations during season
2013-2014. The program uses ice hockey and Blueetlapopularity in order to teach
and motivate children about goal setting as adkid. Even though the club does not
currently have any physical activity and healthatedl campaigns the Blue Jackets
Foundation provides financial support to organagi that facilitate health and
wellness in children by offering them safe and asitde opportunities for physical
fitness. (Bowden 2014) The foundation was estabtisim 2000 and since then it has
awarded nearly US$ 5 million dollars in monetarargs and it donates US$ 50 000
dollars in autographed merchandise annually tol lega-profit organizations to support

their fundraising efforts. (Blue Jackets 2014)

According to Bowden the biggest benefits of abokesented activities and programs
have been the possibility to build a connectionMeein the team and young people
around the message of health and fitness and th&hility to be able to reach a high
number of children. Because the campaigns have lmastly executed in cooperation
with local media the club has also received positivedia coverage together with the

player participation elements. This media attentias included news stories, editorials
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and photographs in local news papers as well agisgdbn coverage on annual basis.
The “Commit to be Fit” campaign also included a @dMnmercial starred by one of the
club’s NHL players. Even though these campaign® lmawught only modest additional
financial ticket sales the benefit received fromdimecoverage has definitely been very
important even though its value is hard to measmancially. While these physical
activity and health related programs and activitdigsnot have any negative effects the
organization felt that the time and effort to execthe programming was not the best
use of those resources, in terms of making an itnaad return on the investment.
Another thing that made the club turned its foawsnf physical health to other social
issues was the light feedback from the communékediolders addressing that the club

could serve their needs better by addressing otiealdressed topics. (Bowden 2014)

Because of the issues explained above Columbus Bdgkets is not focusing on

physical activity and health related programs aistein the near future. However,
sponsor interests and financial support could ddkanges to the programming. The
club does close cooperation with different stakeérd trying to find out their needs and
wants. Here is how Bowden describes their needssasggents relating to local schools:
“Two years ago, the Community Relations departmemneged school teachers and
administrators asking for their recommendations where they need additional

resources/programming. School officials felt theyd adequate options/offerings as
related to health/nutrition and fitness. They sfththough, that they needed additional
resources related to character-development, tearkwoesponsibility, respect, anti-

bullying, etc. Therefore, the Community Relatigepartment made a shift in the

programming we were offering(Bowden 2014)

During the past several years the region of Cerid@b has been invested in health
related issues as a matter of public health. This partly due to the fact that Columbus
was identified as one of the fattest cities in ¢tbentry which encouraged civic sector
and business leaders to formulate community-widmgnams. Also local health care
systems, businesses and media have been focudbd omerall health of the city and
the city itself has invested millions of dollars womote health and to provide
opportunities for physical activity such as bikeda and walking paths. Also work
places and schools have paid attention to healstyle and obesity by focusing on

nutrition and wellbeing issues. (Bowden 2014) Cdesng the important role of
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physical activity and health it sounds strange thatclub is changing its direction of

community level programming from physical activipd health related activities to
other social issues. However, since these phyaittality and health related programs
have been already in a pedestal for many yearsffgraht stakeholders changing the
topic community activities might work as a good wayseparate the club from other

operators and create something totally new.

4.2 HJIK

Helsingin Jalkapalloklubi (HJK) is a football clidcated in Helsinki, Finland. The club
was founded in 1907. Originally the club was actalso in other sports such as ice
hockey, field hockey, bowling, handball, figure kg and bandy but since 1972 HIK
was separated to an independent club operatinginrityotball. The club is located in
Sonera Stadium located in the centre of Helsinke Tlub has represented Finland also
in European level tournaments such as Championgueeéroup stage) and Eurocup.
Despite the fact that ice hockey is the most papgpart in Finland as especially in the
capital area HIK can be said to be as influentidhe community as the city’s biggest
ice hockey clubs Jokerit and HIFK. HJK is the msstcessful Finnish football club
throughout the history by having 26 Finnish Champlops together with 11 Finnish
Cup and 4 Finnish League Cup titles. Also HIK's wonteam has won 22 Finnish
Championships. HJK is also the biggest footballbcin Finland calculated by the
amount of junior players which the club has apprately 2000. HIK’s operation has
been divided into three different operators. Fafsall HIK ry is an organization which
is the heart of the club. It is responsible of tperation related to women and junior
teams and also is in charge of afternoon day cetreitees. HIK Oy is a profit making
company that has concentrated on the Veikkausiegan which is the flagship of the
club. (HJK 2014) The third party operating undee tblub is Helsinki Stadion
Management organization (Stadion organization) tvhéca separate company which
however, is 100% owned by HJK. All in all, the clubgether with the Stadion
organization has 20 employees. The Stadion orgtmizes responsible of planning and
executing events and activities related to physacdivity and health promotion. The

main responsibility has been officially mandatedht® organizations Wellness manager
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Stefan Westerback who was also the person inteedeiar this particular research.
(Westerback 2014)

Table 3. HIK’s health promotion activities (HIK 20Westerback 2014)

Name of the Time Target Location Partners Human Financial
activity group resources | resources
HJK afternoon -On school | -School -Organized | -Supervised | -Trained -Costs
day care days children in school by the employees | covered by
-Offering after between from 1-2. premises education / instructors| the partici-
school day care | 12.00-17.00 | grades -9 locations | office of pation
for 400 children Helsinki city fees
HJK summer -Several -Children -4 different |-No special | -Trained -Costs
camps camps age 7-10 places partners employees | covered by
-Physical activity | during located in [/ instructors| the partici-
-not only football | school sum- central pation

mer holiday Helsinki fees
Leisure days -Approxime- | -Companies | Sonere -Insurance -HIK -Costs
and exercise tely 150 and their Stadium company employees | covered
testing for events employees limarinen [ instructors| from the
companies throughout (main program
-Testing and the whole sponsor of package
exercise sessiong year the stadium) sales
Football schools | -During -Separatt -4 different | -No specia | -Trained -Costs
for children and | summer on | school for places partners employees | covered by
adults weekly basis| adults and 3 | located in / instructors| the partici-
-Schools for 1-2 times per| schools for | central pation
teaching basic week children age | Helsinki fees
football skills 3-5in3

locations

The table (3) above combines together HJIK’s curmmsical activity and health

related programs and activities. The main respditgilof these operations is on the

Stadion organization excluding the after school dare program which is operated by

HJK ry. As it can be seen from the table childree m an important role of clubs

operations. Addition with HIK’s junior players tlodub tries to offer its services to

children within Helsinki city centre. HIK is thedgest organization in Finland to

organize after school day care services when medsaccording to the number of

participants. Besides after school activities thhab corganizes football schools and
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camps during the summer season. There are alsoilzafioschool targeted only for
adults. HIK has also two football teams that aramhéor disabled people which are a
good example of the club’s diverse range of paudiois and its aim to provide
possibilities for social integration (HJK 2014). daeding to Westerback the main and
growing target group besides children is the comgpaactor. HIK has already
approximately 150 sold events per year that arengld and delivered to the needs of
the target company. The primary focus of these tsvisnto create wellbeing and offer
exercise testing possibilities. The main sponsoithef Stadium organization is the
insurance company limarinen through which the adlebeives most of its company
customer related to exercise testing and wellbeaggvities. All of these above
mentioned activities do not have a special budgetiged by the club. Therefore all the
activities’ costs need to be covered by the padittbn fees and package sales profits.
HJK’s employees are very active in planning andvdehg these campaigns. However,
Veikkausliiga players are not involved in this paftthe clubs operations. The role of
physical activity and health promotion issues is vary big considering match events.
So far there has only been some email advertiselmgnin the future this is a field
where the club wants to put more effort. Accorditty Westerback the biggest
challenges related to the clubs health promotioogg@ms are mostly within the
company sector:Our biggest challenge is to get the companies ¢otlsat a single day
is not the way to get people active, it should bauch longer process{Westerback
2014)

The main reason for creating physical activity &edlth related activities has been the
financial profit considering the Stadion organiaat activities. Currently the company
sector wellbeing and exercise testing events hawedéitgd the club. According to
Westerback these kinds of operations are actuatliserprofitable than actual football
and match related operations. The main purposdetkl® junior team operations,
afternoon day care programs and football campsédshe not to make profit but more
to increase the clubs visibility and positive imaged to develop the Finnish football
culture (HJK 2014). The main reason in creatinglthepromotional activities has been
their constantly increasing demand especially fribi® company sector. Besides the
company sector HIJK has future plans related to ipalysctivity and health related
campaigns which are targeted to different targetugs. According to Westerback

focusing on physical activity and health relateslies also in the future will the key
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point in the future: If we want to keep this country running it is thayoway.
(Westerback 2014)

4.3 Sotkamon Jymy

Sotkamon Jymy is a Finnish baseball club locateSdtkamo, North-East Finland. The
club has played baseball since 1940’s and have-madsh baseball as the club’s most
popular sport ever since. Even though Finnish kakéb Finland’s national sport its

popularity has not really reached the urban addasever, in more rural areas, like in
Sotkamo, Finnish baseball is very popular and tbesethe clubs have more visibility

and popularity within surrounding communities comgghto clubs located in more

urban areas. Sotkamon Jymy is currently the mastesisful Finnish baseball club in
Finland and has gained success all the way sin@2 W@en the club started its Finnish
baseball activities. During the past 24 years b bas received 24 medals in men’s
Superpesis of which 15 has been gold medals (Supgr2014). The club is also is the
biggest and most influential sport club in Kainegion also due to the fact that Finnish

baseball is the most popular sport within the negio

The club has many kinds of activities relating ® &1d marketing but also to health
promotion. The sport club has divided the club imto different sections. SuperJymy is
a profit making company which is responsible of dperations related to the club’s
Superpesis elite team and which also is respongblenost of the commercial
operations related to the club. Sotkamon Jymy-Pssis an organization which is
responsible of junior teams and their activitieqieTclub plays under the brand
Sotkamon Jymy. The focus in this research is mainlyactivities of SuperJymy since
the company is mainly in charge commercial andthgalomotional activities of the
club related to Finnish baseball. SuperdJymy has t@dlether approximately 18
employees which operate almost on daily basis. Ekeagh health promotion related
issues have not been officially mandated to anylibdymarketing manager and sales
manager are the people who mostly initiative he@tues. The person interviewed
from the club was the marketing manager Jimi Hei&ki whose responsibilities
relating to health promotion activities are mos#yating to planning, marketing and

communicational issues. (Heikkinen 2014)
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Name of the Time Target group | Location Partners Human Financial
activity resources resources
JymyHyva -One -Money -Match at | -Approxima- | -Organized | -No special
match quarterfinal | donated to Sotkamon | tely 100 in coopera- | financial
-Charity event | match that | selected Jymy's companies | tion with resources
around one takes usually| charity organi-| Finnish every year | local kinder- | -Financial
match place in zation with baseball -Companies | gartens and | resources
-The main idea | August. low financial | stadium support by | MLL come from
is that the club | -Organized | resources. buying ticket| organization | match
donates 1€ of | on yearly Aim to increa- packages ticket sales
each sold ticket| basis starting se physical (150-200¢€)

to charity from 2008 activities

Finnish -Organizec | -School -Schools -Karhu pesis | -Organizec | -School
baseball school| on yearly children (10- (donating together tour

tours basis 15 schools) baseball with Vuoka- | activities

- Lecture/acti- | -In April equipment) | tin Veto included in
vity tour that Superpesis | players’
promotes team and contracts
physical activi- Jymy-Pesis

ty and prevents

bullying

Jymy Training | -Program -Companies | -Tailored -No specia | -Superpesi: | -Costs
Camp was their according | partners players (2) | covered
-Health related | launched in | employees and to needs of in charge of | from the
physical year 2014 families each the program | program
activity -Ongoing company package
program for program sales
workplaces

Finnish base- | -On yearly | -People who | -Katinkulta | -Activities -Superpesis | -Activities
ball training in | basis on spent their resort are related tq players included in
Holiday Club every July | summer the sponsor players’
Katinkulta holiday in contract with contracts
-Trainings for Holiday Club Holiday

summer Katinkulta Club

vacationers Katinkulta

Loiste baseball | -Once in -Customers of | -Sotkamon | -Loiste -Superpesis | -Activities
camp every month | Loiste Jymy's (energy players are part of
-Guided base- | during Finnish company / sponsor
ball training to | summer time baseball Sponsor) contract
Loiste’s stadium with Loiste

customers
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Sotkamon Jymy’s physical activity and health ediaactivities are presented in the
table (4) above. All of these activities are stilhning on yearly basis. Most of these
activities are related to Finnish baseball and dessiencouraging people towards
physical activity the club tries to increase theasmess and popularity of the sport
itself. Good examples of these are school tourssteabaseball camp and trainings
organized at Holiday Club Katinkulta. Whereas tbleo®l| tour is targeted to children in
primary schools the two latter programs are meantpgople who are customers of
Loiste or Katinkulta. These programs are includedo i sponsorship contracts.
JymyHyva match is organized on yearly basis ansl kind of a charity match where
the club tries to collect money to a chosen chariganization by donating 1€/spectator
to charity. This event is advertised as a socispoasibility event that allures each year
approximately 100 companies to take part in theneaad donate money. The target
organization of the donation is selected mostlyedasn their low financial resources
and the target changes every year. The purposéi®fcharity event is to provide
financial support and also to increase the acti@tiel of the target organization. Jymy
Training Camp is the newest health related progoérthe club. It is a program that
designs physical activity packages to workplacé® program is planned and executed
mostly by two players of the Superpesis team batdlub gives support especially
relating to sales and marketing operations. Thgetaaudiences of previously presented
activities vary a lot according to each programwdwer, it can be said that children
and people at workplaces are currently the numbertarget groups. The club does not
have a special budget arranged for health relattdtaes. Therefore all the costs have
to be covered through the financial benefits eacdignam is able to provide. Sotkamon
Jymy’s players are committed to physical activibdahealth related activities and are
the ones that usually deliver the actual teachmy@aching work. These activities are
included into players’ contracts and therefore éhare no additional financial cost
caused by these activities. There have not beenbanyhallenges related to these
activities. The most important thing is that alé thctivities are well planned and the
players are informed early enough. During the nmedcthe importance of physical
activity and health promotion activities has not peen very essential. (Heikkinen
2014)

Sotkamon Jymy operations are very financially dednwhich is essential for the club

due to the small market area where the club operd&ieen though the club is the
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biggest and most popular sports club in the Kairagion the population in the area

is not very big compared to urban areas. The madéa ibehind creating different

physical activity and health related activities Haeen the creation of brand equity
which eventually leads to financial resources thiouThe club has built their image

and awareness and popularity by creating campatggtsare not entirely related to

club’s sport related operations such as campaigiaged to social responsibility and

health. This way the club has not only being abledgparate itself from the competitors
but also to attract people that are not necessaiglfans of Finnish baseball. The club
has managed to get a lot of media visibility atalonewspapers, TV and internet
medias. So far the club has not had any negathanéial effects related to physical
activity and health related campaigns. Considedlhghe aspects Heikkinen sees that
the most important reason behind doing these kofdactivities is to strengthen the

club’s position within the local region and to deeand maintain good relationships to

various stakeholders. (Heikkinen 2014)

Considering future operations Sotkamon Jymy fitdssé current physical activity and
health related programs and their development iraportant. Also some additional
activities such as extreme exercise events or svatated to work place wellbeing
could be created. According to Heikkinen the futofephysical activity and health
related activities is bright. The importance anguarity of these activities will grow.
The club does not feel outside pressure to do theseities but financial situation of
the club might bring some pressure since the casoth all the time come up with new
ways to attract people and new potential sponstwaever, the financial issues are not
the main reason for the club to create these &esvi‘Everything is derived from our
own ambition and from the want to show example vane single field is how

Heikkinen sums up the club’s main motives. (Heilekir2014)
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4.4 Summary and discussion

441 Health promotion activities and programs

The aim of this summary section is to combine aigtilfyht the most important issues
presented in all three case study sections. Thetate of this summary follows the
three sub research questions. By going througbettieree steps the goal is to find an
insight to the main research question relatingptortsclub’s role in community level
health promotion activities and also highlight darities and differences that these case

study clubs had in their physical activity and ktteatlated activities.

In this first part of the summary the focus is be first research sub question: What
kind of activities and campaigns sport clubs dorder to promote health and physical
activity to the surrounding community? As we caa Bem previous chapters all three
case study clubs are currently doing several physactivity and health related
campaigns that targeted to the surrounding commumhitost of the programs are
planned and targeted for children even though fathe clubs have or have had also
campaigns and activities for adults. The reason glilgdren are the main target group
may be due to the fact that the public perceptiothné community level is usually more
positive and supportive to social responsibilityated actions which are targeted to
children and youth. Another reason might be thdtdn are usually a target group that
gets easily inspired by various activities and taty are an easier target group to
communicate with and to get involved. Third reasught be that children are an easy
and cost effective target group to contact. As @dodl seen from the cases studies all of
the clubs were doing activities related to schaolimnment. The fourth reason why
children are a beneficial target group for the slafight be that by focusing on children
the clubs are usually able to allure new playesstigpants and fans for their clubs
while simultaneously raising the overall awarer@stheir club and their sport. Besides
the school tours all of the clubs have sports cathps are available for children in
rather low price. The clubs highlighted the faattechool activities and camps are not
only executed in order to enhance physical actiaitgl the popularity of sport. Through
sports and physical activity these programs al$@ece children’s social health such as

life skills, motivation, cooperation and socialagtation.
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Besides children another target group that seenig tonportant for the clubs is the
company sector. Especially both of the Finnish glbbve recently started to focus on
this target group and constantly trying to devetmw activities. The most trendily
programs at the moment seem to be exercise tesmtihgvellness-related programs that
are planned to increase the health of company'si®mes and that way make the
company more productive. However, the clubs haveseemed to take into account
that the use of physical activity as a tool in @&sing communication and cooperation
between different companies could also be a vaduaséet for the companies as well as
for the club. For example organizing an event wradk¢he stakeholders and sponsors
could meet and play sports together would mostlikgovide companies with new
contacts and opportunities. By providing this oppoity the sponsors could see the
sponsorship deal to be even more beneficial fomtiadich then would increase their
commitment to the club also in the future. Besittesse company targeted programs
there seems to be only few campaigns that have taegeted to adults. Columbus Blue
Jackets delivered with other stakeholders a comiyunide “Commit to be Fit”
campaign and HJK is offering football trainings &atults during the summer time and
Sotkamon Jymy is offering Finnish baseball traisifigr Holiday Club Katinkulta and
energy company Loiste’s customers. However, eslhecihese Sotkamon Jymy’s
activities are strongly tight to sponsor deals #metefore are available to only small
specified customer groups. It seems that noneeo€lilibs are not at the moment having
health related activities combined to their matokergs. When considering the
accessibility factor the matches would be the i@st to reach different kinds of people
from the community. This would make the activitresre cost effective and easier to
execute for the clubs. Even though the actual cagnpaould be delivered outside the
clubs premises it would be easy to enhance the a@mp effect by supporting the

cause also during matches.

Even though Health promotion activities play alyeadther significant roles in clubs
activities HIK was the only club where these atiisihad been officially mandated to
somebody. However, since the Blue Jackets have rganization for community
relations it has taken the responsibility of heatlthated activities. When considering
their future operations related to community headtlated issues all the clubs perceive

this issues becoming even more important and songethey keep on putting more
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efforts on. For Finnish companies this meant faaysiven more on physical activity
and health related issues where as for Columbus Bdckets the direction has shifted
from physical health to social health. This candibe to the fact that physical activity
and health issues have a longer history in Blu&ketacoperation as well as in the
Columbus community than here in the Finnish cldi®e role and commitment of the
organization relating to physical activity and lieaklated activities seems strong when
considering the club employees in all three clithswever, there were differences in
the use of players. In HIK the use of their playeeye almost nonexistent. In
Columbus Blue Jackets the players were committexmopaigns by visiting in schools
and trainings couple of times per year. The playeese also involved in making
promotional materials related to campaigns. In &wottn Jymy the situation is different
compared to other case study clubs. All of thevdis are planned and built around the
clubs players they are the main human resourcexecuting the activities. One issue
definitely worth highlighting is that most if notl af the clubs current employees are
former or current star players of the club. Sotkandgmy’s interest is to offer their
player a support and possibilities also to do @i that are not directly linked to their
athletic career. For example the Jymy Training Camggram is originally an idea of
two of their current players who wanted to devetlogir personal career already during
their athletic career. This is a good example @fiwin situation which at the same

time increases the commitment between the playetdhee club.

442 Commercial benefits

Now the focus is more on the commercial side of¢hieealth related activities and the
aim is to highlight how these case study clubs haewially benefitted from their
activities and campaigns. As can be seen all ofcds® study clubs are doing close
cooperation with their sponsors and other staketisldn regarding clubs health
promotion activities. This tight connection candsen beneficial for both parties. For
clubs this cooperation provides better resourcesxezute these campaigns and at the
same time it brings financial income to the clubis is the case especially with
Finnish clubs who clearly stated that one of time&in purpose is to raise money with
these health related activities and campaigns. iShise case especially with company

targeted activities. In Sotkamon Jymy’'s case sorhénealth related activities are
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directly connected to the sponsorship agreementtzatdway are in a way making

the deal more financially valuable for the clubulCktan use their sponsor contract also
in acquiring new customer. A good example of thieaw HIK receives new customers
for company targeted leisure days and exercismgegia its main sponsor limarinen. It
is obvious that health promotion campaigns have alsreased the level of the case
study clubs’ brand awareness and visibility. SiG@@umbus Blue Jackets is very well
known in the area the club uses the visibilityifoage enhancement purposes as well as
increasing the overall interest and popularity tasace hockey. For Finnish clubs the
health promotion activities and the media attentieceived is a way to separate their
club from the competitors and make the club momaetive for the sponsors as well as
to potential spectators and customers. In Sotkadwmny’'s case creating physical
activity and health promotion programs has beenag t® keep the club financially

stable by using clubs and its players’ image arnitstk attract new sponsors.

When looking at the situation from a sponsors’ pecsive all of the case study clubs
offers their sponsors a setting for social respulityi related activities and cause related
marketing. Most of the health promotion activitigere done in cooperation with some
other organizations or local media. An excellerdiregle of cause related marketing
activities is for example the JymyHyva match whesenpanies get visibility by taking
part in the event and donating money to a chaargdt. However, according to
Heikkinen this is a beneficial event also for ttébcsince it is also able to make more
income for the club through increased ticket saled merchandise and food sales. As
mentioned earlier the clubs are one of the mosuential and popular sports clubs
within their surrounding communities. This meanatthompanies are able to attach
themselves to the club and clubs values via sparstracts. A good example of this is
the Columbus Blue Jackets’ marketing campaign “Cdmim be Fit”. Since the
campaign was executed community wide and receivet @f visibility from different
media channels it is likely that also the clubsnsoos were attached to this campaign in
people’s minds and that way attached health relesduakes also to their brand images.
Sponsorship deals have also provided companie®tide better services for their own
clients. This has been the case for example foarilmen who is able to recommend its
clients a service provided by HJK. Also Holiday Eliatinkulta and Loiste are
providing their customers the chance to meet Sobkadymy’s players and to train with

them. These kinds of activities can be an effeatiag to increase customer loyalty.
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All of the case study clubs are doing close codpmrawith various stakeholders
within the community. However, none the clubs reediany kind of financial support
from the government or the local municipality whitierefore did not cause any kind of
pressure to promote health related activities. H&K and Sotkamon Jymy the reason
for doing these activities comes from their own ivex, needs and wants. However, for
Columbus Blue Jackets the messages and slightupeessceived from community
stakeholders made clubs community development thapat to turn their focus from
physical activity to social health related issuasna@entioned before. The reason for
feeling this outer pressure could be related tosike and important role of the club
considering community level operations. Since theb aealizes its importance it is
understandable that it tries to promote issuesaraturrently the most important and
relevant within the whole community. Since HJK aBdtkamon Jymy are still

relatively smaller clubs the outside pressure tstimat recognisable, at least not yet.

4.43  Club comparison

The third research sub objective concentrated rfimdhe similarities and differences
these case study clubs have regarding their hpadtmotion activities. Most of these
issues have already been highlighted during previtiscussions. Despite of that the
aim of this chapter is to combine the biggest sinties and differences in order to

make these points more clear.

Before starting to analyze the similarities andedénces it is important to take into
account the different sizes and financial resouof¢kese clubs. Columbus blue Jackets
operations are a lot bigger compared to Finnishsclmeasure from all different scales.
However, there can be differences also compar&ihtash case study clubs since HIK
is a much bigger club compared Sotkamon Jymy whusidering club’s operations,
human resources and financial resources. Anotlasorethat might cause differences is
the fact that HJK operates in the capital areaosmded by large population Finland’'s
biggest companies where as Sotkamo is locatedah avea with less limited resources.
All in all it can be said that these three caselstciubs are rather different in many
ways. These differences are being highlighted i ¢hapter in order to give the reader

a proper perspective needed for the club compariBespite the big differences it is
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interesting to see that these clubs actually haweething in similar and especially

this part is creates value for this study and thay makes the comparison task

worthwhile.

Table 5. Similarities and differences

Similarities

Differences

Children as the main target group

Use of own fimgnesources and the
size of budgets

(Blue Jackets vs. other clubs)

Executing programs in cooperation wi

other stakeholders

ttMonetary donations

(Blue Jackets vs. other clubs)

Aiming health promotion to bring

visibility and popularity (via media)

Health promotion activities created in
order to make financial profit

(Blue Jackets vs. other clubs)

Offering stakeholder a possibility f

health related social responsibility

effect for commercial purposes
(HIK vs. other clubs)

piUse of players popularity and role mod

19

Realizing the importance of physig

activity and health related campaigns

dUse of players as human resources

(HJK vs. other clubs)

High level commitment of clul

employees

pPlanning future operations related
physical activity and health

(Blue Jackets vs. other clubs)

Increasing focus on health relat

activities in the future

eHxternal pressure

(Blue Jackets vs. other clubs)

Lack of match related health promoti

activities

olp]

Despite the size and financial differences théskeem to have very much in common

as can be seen from the table (5) above. Firsti,odlathe clubs have already realized

the importance of physical activity and health teddlaactivities which are targeted to the

surrounding community. Children seem to be the nmpbrtant target group for all the

clubs. The clubs all are doing different healthgoaons and activities and usually in
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cooperation with other stakeholders and local meByadoing this the clubs aim at
gaining positive media attention which then cowddd into increased awareness and
popularity for the club and for the sport itselfll Af the clubs do health promotion
activities in order to gain new supporters and spos by offering them a possibility
and a suitable setting for cause related markefigposes related to social
responsibility issues. The club and its employees Eghly committed to health
promotion activities and have planned to pay imsirga attention to health related
activities also in the future. Currently none oé tblubs had many health promotion
activities related to their match events. Howeweme of the clubs highlighted their

interest to increase this kind of promotional attiin the future.

Together with the similarities there were also mdifferences between the case study
clubs. The biggest differences were probably thesorelated to financial issues.
Columbus Blue Jackets have started a separate.edh&olumbus Blue Jackets are
annually budgeting club’s own money for commundéyd| health promotion activities
is HIK's and Sotkamon Jymy financing their actestiwith participation fees or
sponsor money which is directly linked to the mahr activities. Their aim is not only
to cover the program costs but also to gain fir@nisenefits. Another big difference
was the use of players as human resource andirtiegie for marketing purposes. HIK
does not to use this potential very much compaveathier case study clubs. Sotkamon
Jymy seems to be well ahead in this issue by mmgldill their health promotion
activities as well as their marketing activitieswand the players’ image and the use of
their personal talents. As mentioned before thisitalgy has provided the players a
possibility to create business careers also outkigie athletic careers. Even though all
the clubs have realized the importance of theiviptes and current physical activity
and health related programs the future focus seetpetdifferent. Whereas Finnish
clubs keep on putting more effort into these ati&si has Columbus blue Jackets
decided to focus on other important community lesglies in their activities. The main
reason for this is the pressure the club receivenh fits stakeholders. This is external
pressure is something which the Finnish clubs meteyet felt at least relating to their

community level health promotion activities.

When considering the reasons behind the differetieeiggest factor seems to be the

different sizes of the clubs. This most likely eaipk the financial issues as well as the
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issues relating to external pressure. However, @itoral factor may have an effect

for the factor of external pressure. Before theaesh the assumption was that cultural
differences would have more effect on the reshls tthey actually seemed to have. All
sport clubs presented different sports but this il seem to cause any significant
differences. This was because the sport that thiesgbresented had one unique factor:
they were all one of the number one sports with@rtsurrounding community. Despite
the size and cultural differences the main motiedibhd executing community wide
health promotion activities seemed to be the samalf the clubs: strengthening their

position within the community.

As mentioned before the purpose of this club comparresult was to increase the
level of readers’ acknowledgement about the clualiéerent backgrounds and also to
make the result section easier to understand. Henyéaw academic observations could
also be made from the club comparison sectiont Birall it seems that the level of
sport club’s own resources (human/financial) deteenhow much the club is able to
invest on health promotion activities. Another aliaéion is that If a club’'s own
resources are limited the more the club seemsnoeat its health promotion activities
and programs to commercial and financial issues thadl way hoping to receive
financial benefits of these health promotion atitté. The results also show that sport
clubs are becoming more aware of their possitsliéied importance in community level
health promotion actors.
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5 CONCLUSIONS

The purpose of this research was to study how spavs promote physical activity and
health within the surrounding community. The foeuss also to discover how sport
clubs might benefit from this kind of activitiescamampaigns. In order to connect the
theoretical framework to current and real live mfiation this research included also a
comparative case study of 3 different elite spuibs which present different sports and
are located in different countries. The aim of ttese study was also to bring an
international aspect to this research. Togethen Whie theoretical framework and case
study this research tried to present an answeram mesearch question: How sport
clubs take part in community level health promaotiorhis question was then divided

into three different sub objectives:

1. What kind of activities and campaigns sport clubsimn order to promote
health and physical activity to the surrounding owmities?

2. How do sport clubs feel they benefit from theséviids and campaigns?

3. What are the similarities and differences of thassvities and campaigns

between different sport clubs?

5.1 Theoretical and managerial implications

As explained in the theoretical part the settingdshhealth promotion concept is well
applicable to the sport clubs when studying thele ms health promoters. Since sport
clubs already represent active and healthy lifeestyis easier for them to successfully
adopt health promotion practices and principalsweleer, it takes time and a lot of
problem solving when implementing a health promotwogram to a new setting. In
order to create long term health promotion prastités important to develop strategies
that support development in organizational stregur processes and resource
management. However, it will require a lot of resas, effort and research to make
this sustainable. Sport and sport clubs serve esllert settings for health promotion
activities. Sport clubs as well as their sponsasehalready at least in some level
realized this and created in cooperation more ibiev and programs that aim at

increasing physical activity and health in the sunding community. While sport clubs
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are often gaining financial resources out of thimnllof cooperation also sponsors are

benefitting through image enhancement brought bgdgtcampaigns.

The main interest in this study was to explore present 3 different elite sport clubs
and their physical activity and health promotiomiaties. It was also interesting to see
what kind of role these activities and campaignghia the club’s interest and how they
have benefitted from it. Even though this reseandudes also a small comparison
between the results of different case clubs thenrdwmius was on presenting what health
promotion activities these clubs actually do and/ lum they benefit from them. Even

though these clubs have a big social impact to therounding communities the clubs’

size, financial background, cultural surroundingd &evel of resources varied between
each other. All of these above mentioned factoksea be taken into account when

analyzing the results and making conclusions.

When looking more closely at the case study clubghie terms of sub research
guestions the following conclusions can be mad&irst of all it can be said that sport
clubs have seemed to understand the importanceadthhpromotion activities in their
daily operations and especially in cooperation whkir stakeholders and sponsors.
While children still seem to be the most importearget group clubs have also started
to target their health promotion activities to ddgind to companies. Most of the health
promotion activities seem to relate to physicalltheaut also social health related issues
seem to be becoming more important. Health promadictivities are most often built
around the sport the club represents. 2. When mhgotkie situation from the commercial
and financial aspect sport clubs have still exethiealth promotion activities targeted
to children with none or limited financially oriex@ purposes. However activities
offered to adults and especially to companies sdegméave also financial profit as the
main motive. Sport clubs seem to plan and execatdtlh promotion activities and
campaigns in cooperation with other stakeholdexd media which is beneficial for
sport clubs in terms of increased media visibaity relationship building. 3. Regarding
the third sub research question it can be saidttiese were many similarities and also
differences between the case study clubs. The siggieilarities related to having
children as main target group, seeking for medsbility, cooperation with different
stakeholders and offering them a chance for heal#tted social responsibility activities

through cause related marketing. Other similaritiese the high commitment of club
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employees and the lack of match related health ptiom activities. The biggest
differences were related to the amount of finanec@dources reserved for health
promotion activities, the use of players as roledei® and human resource in health
promotion activities, the aim to plan health proimotactivities in hope of financial
success and the external pressure felt from thewwling community. However, it is
important to remember that this research presemigdthree case clubs and therefore
the conclusions made out of this study should eogyéneralized. Another issue worth
realizing is that all the interview material reasivfrom the club was based on only one

person’s experience and opinion.

The process of planning this research started dyréa spring 2013. After long
planning and consideration the actual researchegsostarted in November 2013. Due
to the thorough planning and material collectiomiqekit was possible to deliver the
actual research process in a rather short timeogheHlowever, it might have been
possible to include even more case study clubkertitne period had been longer. The
research process was educational for many purplissganced the material collection
and information scanning skills together with acagewriting skills. However, the
most important issue gained from the research poees the increased knowledge
about the topic in overall. Theoretical backgroyrdvided information with help of
what it was easier to study the real live casesegmed through these three different
sport clubs. However, since the topic has not wenbvery much researched also the
case studies were able to highlight new and edutatissues and that way increased

the interest towards further studies related tatsgobs’ health promotion activities.

5.2 Suggestions for further research

Since sport clubs and their community targetedthgabmotion activities is still rather
new topic there are still many different opportigstto research. First of all when
considering health related issues it would be @stng to see what kind of promotional
activities or campaigns sport clubs have which mt@runhealthy life style. A good
example of these kinds of issues would be tobacuwb lzeer advertisements. The
financial issues related to sport clubs’ healthnpotonal activities were already
highlighted in this research. However, since the af financial motives and benefits

seemed to be even bigger that anticipated befodelavould be interesting to keep on
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researching this particular issue. Especially #iationship and cooperation between

a sponsor and a sport club related to health piomaobuld be worth concentrating on.

As mentioned before this research presented onlgetltase study clubs which
presented three different sports and came from different countries. In order to
receive more examples and information a similadytoould be done by presenting
many more case study clubs. By having clubs froffemint countries could provide
more information and diversity regarding culturasues. It would be interesting to
include for example an Asian sport club to thiggtuAnother option would be to make
a similar research that would concern sport clubly avithin one single country or
maybe even within one single region or city. It Webbe also interesting to do a similar
study where all the sport clubs would present #mes sport. One more thing worth
studying, which was also highlighted by Donaldsorfri&ch (2012) is the actual result
and level of effectiveness of these physical attisiand health promotion programs
that clubs are delivering. However, this could biiadilt to monitor and measure.
Similar kind of studies could be also done by ugiiferent data collection methods

like observation which could lead to different résu
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APPENDICES

Appendix 1: Operationalization table

Objective of the Sub objectives Theoretical Source of
Study Framework information
o Various articles ang
Sub objective 1: _
books relating to
To explore what
o sport clubs, health
activities sport Chapter 2.1 _
_ promotion, and
clubs do in order to] Chapter 2.2
. psychology
promote physical | Chapter 2.3 :
Information

To explore how
sport clubs take pa
in community level

health promotion

activity and health
to surrounding

community

received from the
case study

(interviews)

Sub objective 2:
To find how do
rtsport clubs feel the
benefit from doing
health promotion
activities and

campaigns

y Chapter 2.4

Various articles ang
books relating to
sport clubs, health
promotion, and

social responsibility

Information
received from the
case study

(interviews)

Sub objective 3:
To compare results
received from
different case study
clubs. What are the
biggest similarities
and differences

Case study section
(interviews of
different sport
clubs’

representatives)
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Appendix 2: Interview questions to sport club rejemratives

Theme 1: Club presentation

1. How many employees does the club have?

2. Which part of the organization is responsible ftanping and implementing
health promotion related issues?

3. What is your position in the club?

4. What is your relationship to the club’s health podimn activities?
Have health promotion activities been officially miated? If yes, by whom and

to which department/person?

Theme 2: The club’s physical activity and health rlated activities and campaigns
in the surrounding community. (This part is concentrated mostly on activitiessaie

match related activities, except question 10.)

1. What health promotion activities or campaignseh¢éhere been in the clubs
history? Please specify the following facts: Ainme, target group, location,
partners, resources (human, financial, other)

2. What were the results/outcomes of the previouphgsented activities
/campaigns?

What current health related activities aredherthe club?

How often is the club able to perform healthrpotion activities during one
season? (You can consider past or upcoming season)

What is the main target audience of these dietsA (age, sex, social status)
How large are the resources (human, financedgrved for health promotion
related activities? Is there any special budgetifem?

7. How do the club employees and players view théd's health promotion
activities? How committed are they in their dailgnk life?

8. Are there any stakeholders that the club opsratith concerning the club’s
health promotion activities? Who are the key stakddrs?

9. What have the biggest challenges been in imghéimg health promotion
campaigns and activities?

10. How are these health promotion activities imm@ated during match activities,

if at all??
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Theme 3: Physical activity and health related actities and campaigns benefitting

the club. (Consider only activities that are targeted onsimeounding community)

1. In your opinion, what were the biggest benefifsthe previously presented
physical activity and health related campaigns?

2. Has the club received media visibility by doitihggse activities? If yes, what
kind and how much?

3. Have health promotion activities and campaignsught in new financial
resources?

4. Are there any negative effects these campaigtisetivities have brought had

on the club?
5. Considering all the previously presented aspediat do you feel is the main

reason for investing in health related activities?

Theme 4: Future plans relating to promotion of heah and physical activity

1. Are there any future plans related to healthmartion activities?

2. Do you think health promotion activities and gmams will receive more
attention in the future?

3. How would you describe the societal pressuiest for your club to do its part

in promoting physical activity and health to thereunding community?



