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IMPONTYXIAKEX KAI METATITYXIAKEX LIIOYAEZ KAI TITAOI

2000

[Ttoyio Adktopa oty Opyévewon kot Atoiknon AbAnTiopov ané 1o Mavemotimo tov
Kowvéktikdt, Hvopévov TMolreidhy Apepikne.

1998

ITrvyio Mdotep oty Opydvoon kat Atoiknon ABnTiopob ané to TMavemiotipmo tov
Kovvéktcat, Hvopévav Tolteidhy Apepcnc.

1997

Atebveg Aimhopa Tpomoviton Avtisgaipiong omd v United States Professional Tennis
Registry.

1996

Hpdypoupa Méotep oy [Tpomovntikn 610 Anpokpiteio [Movemotpo Opdxng.
(ovpumdpwon 30 ek tov 33 SidaKTKGY Hovadmv).

1996

Airhopo [pomovnton Avtiseaipiong A Kamyopiog, Elnvuc ®ihabrog Opoonovsio
Avtiseaipiong, I'. Tpappateia AbBAntiopov, Adfva.

1996

[Truyio TE.®.A.A. tov Efvikod kat Kamodiotplaron IMavemotpiov Abnvav, pe
Ewwémra otnv Avticeaipion.

1992

Amogoitnon amd 1o Aedvieio Adkelo Abnvav (Néa Zpdpvn).
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AIAAKTIKO EPTO

2008-Zrjpepa

Exhoyn oty Babpida tov Avaminpati Kadnynt, Zyoi Emompudv AvBpdmivng
Kivnong kot Mot rag Zong, Tunua Opydvmong kot Awayeipiong ABAntiopot Tov
[Mavemotmuiov [elomovvioov, 610 yvorsTikG AVTIKEILEVO TOV Mépretivyk
Enayyehuoticon AbnTiopov.

Awackaria 6to Hpéypoppo Metantuyiakdv Smovddy tov Tpnuatog Opydavmong kot
Awyeipiong A6AnTiopob Tov [avemotnpiov [Tehomovvicov pe titho « Opydvwon
Kat Aoiknon ABAntikdv Opyaviopdv kar Dopéovy (81data T pabpata: ABMnTiKd
Mépketvyxk, Opydvoon kat Awyeipion AOntikdy Eykataotdoenv, Awoyeipion
ABntikng Xopnyiag)

Adaokario 610 Alebvig Hpoypappa Metantoyiakdy Emovsdv oy Tunpatog
Opydvmwong kat Atoysipiong ABAnticpon tov Mavemiotnuiov IMehomovviioov pe titho
«Ohopmiakég omovdéc, Olvpmiaxh Exnaidevon kat Opydvwon Olvumakdv
dpacTNPLOTATOVY (8180 To pabnua: ABANTIKd Mdpketivyk kat Awyeipion

Xopnyidv stoug Olvumiakotg Aydveg).

2014 & 2015.

Aackakio Kot TPOETOAGIS, RISV TIROD VAov 610 Evponaicd mpoypappo
«Auhn xapiépa ofAnTdvy.

Awackalio 6To Tpdypape Sto; Piov pdabnong yo mv EMKALPOTOINGT YVOGEDV
anogoitwv A.E.I. «OPTANQIH KAI AIOIKHXZH AGAHTIKQN OPTANIEMON
KAI METAAQN TETONOTQN).

Adackario oo Mpdypapupa: Emwcaiponoinon I'vioewy amogoitwv AEI :A6Antikoi

Ocopoi kar Evponaikd Ocopd Mhaicio, to onoio hapfaver ydpa 610 Thaicto Tov
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2007

2006

[Mpoypdppatoc Awe Biov Mabnong tov Yrovpyeiov Haweiog (didaga to padnpa:

Mépketivyk otov ABMntiopd).

Awackalia og EMUOPPOTIKG GEUIVAPLOL Y10, TOVG vraArndovg tng Mevikng
['pappateiog AOAnTIopob, HE avikeipuevo v «Opydvoon kat Atoiknon ABAnTikév
Eyxataoctacewvy.

2ol IMporovntév I Katmyopiag (Jujitsu) g I'evicng Ipappateiog AbMtiopov.
Ynevhuvog Siddckwv yia ta HabBuata g Opydvoonc kot Avoiknong ABAnticpov-

AbAntico Mépketivyk.

[Mavemotiuo [ehomovwnoov, Tyohs Opydavoonc kat Awyeipiong AOAnTiIoHOY. Atdaéa

0 pabnpua: «ABANTICSC Tovpiopdey (ue IT.A. 407/80).

2005

2004

[Mavemotuo Hghomovviioon, Zyokn Opyavmong kot Awyeipione ABAntiouo?.
Aidata to padfuato: «Opyavoon ABAnudtov Paxéragy kot «ABAnTucée Tovpiopdey
(ne TILA. 407/80).

ZyoM IMpomovntév I Kamyopiag ( Badminton) mg I'evicnig I'pappareiag
ABAnTicpov. YrevBuvoe siddokmv Yo o pobnpato tng Opydvoong kat Awoiknong

ABANTIoH00-AON TIKOD Mépketvyk.

Exloyn omv Babuide tov Aéxtopa, Tunpo Eniotiung Guowrg Ayoyig kat ABAntiopon

tov Ebvikod kot Kanodiotpiaxon Hovemotmuiov AGnvév, sto YVOOTIKO OVTIKEIUEVO TNC

Opydvoong kot Atoiknon ABAntiopod.

2002-2004






*  E6vikd kot Kanodiotpraxd Havemomo Abnvav, TuApo Emotung Dvowkng
Ayoyig kat ABANTIopoy. Aidada ta TapakdTo Habnpata: «Epyastipio Opydvoong
kot Atoiknong ABAntikdy Opyavicuavy, «Eidikd Ofuata Opydvoong kat Arwoiknong
Aﬁknnouoﬁ»(ustA.40%%0)

* Elnvoyeppavic Ayoym, Tuqua Quoikng Aywyng kat Abnticpov. ZvuPoviog
Opydvoong tov KaAOKa1pvon Tpoypaupatog A®AOTwdein, camp, TpOypaLLa
Ohvpmiaxng Moideing kot EBelovtiopon, GEUVAPL0. OPYAVOGTG KaL dtotknong i
nponovntégxakaeoc@aﬁncng;uzxapétct(Evanaﬁ«Snpéypauua];eonankﬂ.

2003

ZyoM Iporoviv I Kamyopiag (Jujitsu) m¢ levueng T'pappateiog ABMTIop0Y.
YnevBvvog Siddokmy Y o pebipate g Opydvoone kot Atoiknong ABAntiouoH-
ABAntucod Méapretvyk .

1998-2000

Havemompo Kovvéktcar, Tuqpa Kwnowohoyiag. Aidata ta TOPOKATO LETOTTUYIAKG
nabfipata: ESLE 301, “Research Methods in Sport Leisure and Exercise settings”, ESLE
395,“hnernaﬁonalSpon'Touﬁsnf’KalESLlS308,“Sportand1;emure
Management/Marketing”.

1997-Znqpepa

Emompovicdc oOpBovrog 6T0 TN Kwnowoloyiag tov Havemotnuiov tov Kowéxrtixar.
Laboratory for Leisure Tourism and Sport (mapoxr cvpPovievtikdy LANPECLDV, EPELVNTIKA
dpacpiotnta otV dtotknon aBAnTiopon kot to 0Btk pdpretvyk, eKTaidevon pountmv
ot epappoyég H/Y-otatiotiée avaidoels kot peBodoloyio épeuvag). Méhog tng EPEVLVNTIKNG
opadag ota £pya: “TOP Connecticut corporations favor Patriots” move to Harford” xat

“Perceived impacts of UCONN Basketball on the residents of the state of Connecticut”.

1996-1997
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[poistapevog epomovntiic stov Optho Avtisparpicenme Lodapivag (uéhog EGOA).

1992-1996

lpoistapevog tpomovntiic otov ABANTIKS ZoAhoyo «ITEPAy I1. Qainpov (Léhog EOOA),

Tpnue Avtiseaipionc.

2013

2012

MEAOZ ENIZTHMONIKOQN ENITPOIIQN

Advances in Sport Management Research Journal. Associate Editor.

Méhog tg Emompovikng Emtponiic tov 13 Mavelinviov Tovedpiov e Exdnvixng
Etaipiog Aoiknong A6Antiopon EMeAA, e cuvdiopydvoon pe 1o Tunpa
Opydvmonc kat Awyeipiong ABAnTiopob tov Havemotuiov IMelomovvioov.

2011-Zfqpepa

2007

Méhog tav enttpondv: [IpoPolng, Xopnyidv, Awotvdeong pe v AGAntiky Ayopd
Kkat Aebvomoinong tov Tpfpuatoc Opyavwong kat Awyeipione ABAnTicuo tov
Havemompiov IMedorovvioov.

MéLog e ZuvtovicTikric Emutponnc tov Ipoypappatog Metantoyoxdv Enovdhy pe
titho «Ohvpmiaxég Znovdés, Ohvpmaxy Madeia, opyavmon kot Atayeipion
Olpmiakdv Exdnhdosovy tov Tunpatog Opydvaong kat Awxeipiong Tov
AbAntiopod Tov IMavemotnpiov [Tehomovvioov.

Méhrog g Zuvroviotikrig Emzponnig tov IMpoypaupatoc Metantuylakdv Znovdodv e
titho «Opydvmon kot Atoiknon AbMntikédv Opyaviepody kat Qopiwv» tov TpfApatoc
Opydvoong kat Awyeipiong tov ABAnTIopoH Tov Hovemotnuiov IMelonmovvicov.

(Héxpr onpepa)

Mélog g Awikovoac Emuponiig tov TpApatog Opydvwong kat Aaygipiong tov
ABntispov Tov IMavemotpiov [Mehomovvhicov.

Méhog g Emotpovikic Emtponng kot e1ducde Ypappatéag, [Maykdouo Zuvédplo
Atoiknong ABAntiopov, TuAue Opydvmonc kat Awiknong ABAnticpov,
Havemomuiov IMelorovviisov, 2Xréptn 7-10 Tovviov 2007.






2005

2005

Avtupésanog tov TEDAA tov EOvikon kot Konodiotpoxod Mavemotpiov
ABnvav oty Opocnovdia [avemotnuakot ABAnticpov (OITA).

M¢éhog g cuvtaktikic EMTPOMNG TOV TEPLOdIKOD «Xopmyian. (u€xpt onuepa)

Tépopa Kpatkdv Ymotpogidv. Méhog e emTponng a&loAdynong yuo my Xopnynon

VTOTPOPIAOV Kal EMPAETOVTAC Kabnyn g petamTuytakdy VTLOTPOPWV, OTA YVOGTIKE

avTikeipeva g Atoiknomng ABAnTIopoY Kot Tov ABANTIKOD Mapketvyk. (uéypt

oTHepa)

Yrnovpyeio Tovpiotikng Avdmtoéng. Mérog g Emtponng yia mv AvobBedpnon tov
Ipodaypagpdv tov Tovpioticdy Kataivpdrov. Etonymg o¢ 0épota afntikdv

EYKATOOTAGEMV KO EYKATAGTAGEMY VA VYNC.

International Journal of Sport Management and Marketing. International Centre for

Technology and Management, UK. Member of the Editorial Board.

Hellenic Centre of Research on Sports Law (H.C.R.S.L.)- 3nd Panhellenic Sports Law
Congress. Member of the Scientific Committee. Athens-Greece, 30th November to
2nd December 2006.

Mérog g Emompovikic Emtponig kat e18ucde Ypappatéag, Maykéouo Zuvédpio
Awikneng ABntiopod, Tufua Opydvmong kot Awiknong AbMntiopov, Mavemotnuiov
[ehomovvioov, Zraptn 3-5 lovviov 2005,

2002-Znjpepa

* EMnvikr Ohvpmiaky Emuitponn. Méhoc e Emtponng Mépketivyx.

* Emompoviég Zuvepydine T.E.0.A.A. EOviko kat Kanodistpoko Mavemompiov
ABNvov yia 1o mpdypapua “EQUAL A0)nticé Emyepeiv”.
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AOIITH EITATTEAMATIKH APAXTHPIOTHTA
2012-2017
Avaninpotig [pdedpog tov TvpPoviiov Awiknong tov Maveniopiov Melomovviicov.
2014-2016
ZopuPovrog Mapretvyk kot Epmopikig Avantvéng KAE AEK.
2005-2007
Yrnovpyeio Tovpiotikng Avamtvéng. ZopPovirog Yrovpyod oe Bépata ABnTionov.
2002-2005

Opyavotikh Emtpony Ohvpmokdv Aydveov Abfva 2004. AevBuvon Asttovpyidv
Olvpmiakéy Eykatactdceov. AevBovtrg Olvpmaxnic Eykatdotaong Kataboopaipionc.

2001-2002

Yrnovpyeio EOvikng Apvvag. Zoppovioc Ymovpyov g Bépata AOAnTiGpHOD Ko
TpogTOIpaciag yia toug Olvpmiakovg Aydveg Tov 2004,

2000

Olvpmakol Aydvee, Zidved 2000. Emompovikég ovpfovdrog tng Exnvikng Opoomovédiag
Avuicpaipiong.  Awmiotevpévog EMOTNUOVIKOG  mapatnpntig  tov  Olopmiakdv
gykataotaoenv Aviisaipiong (Tennis Venue, Sydney 2000).

1998-2000

ZopuPoviog tov NBA (National Basketball Association) oto tufpa (Player and Basketball
Development) mov aoyoheiton pe v OVATTUEN  TPOYPOUUGTOV Kot TV opydvaon
ekdnhdoewv, pe okomd 1t Siddoon Tov Tpoidviog Tov NBA oe moykéopo eninedo.
Awyeipion tov akdrovBov Epymv : 1998& 1999 McDonalds Open, 1999 & 2000 NBA Draft ,
1999 NBA All Star Game, 1999 Olympic Qualification Tournament of The Americas, 1999
Minnesota Timberwolves Exhibition Game in Tokyo — Japan, NBA Summer Leagues,
Basketball Hall of Fame International Inductions. Anpdoteg oyéoelg petald tov NBA tng
FIBA ka1 EBvikdv Opocnovéihv Karaboooaipiong, avintvén npoypappdtav ekmaidevong
Kot eviuépmong tov mawktdv tov NBA kabdg kat Tpoypappudtav yo. my Bektioon g
eovag Tov NBA pécwm Kowevikig Tpocpopdc.

1998

Emtpony dnuosiov oyxéocmv e EXavicic Oposmovdiag KaraBoosepaipiong oto IMoykdopuio
[potébinpa Mrdoxet, Abqva.
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1997-2000
To Tavemotiuo tov Kowvéktikot Saéter éva amd to Mo @nucpéva afinTikag
Tpoypapupata oty Auepiki (Men’s Basketball NCAA Champions 1999, 2002 & 2004,

Women’s Basketball NCAA Champions 1997,1999-2004). 10 Tunue  A6Antikov

Mépxetivyk Tov TPOYPALLATOS EPYAOTNKA (G GOpBovAG amd To 1997 éwc o 2000.
1997-2000

Exnpédownog tng etaipiag abintucod papketvyx ACT (peténerto Octagon-Hellas) otnv
Avatohkn ITepipépeta v HITA.

1995

Emitponn 8nposiov oyéceny mg EAAnvucig Opoomovdiag KaraBosoaipiong oto
[Movevponaikd [pwtdbinuo Mrdokert, Abnva.

METANITYXIAKA MAGHMATA

Kotd ™ didpketo tov smovddv HOL 6TV Apepikn mapakorodONGa emTuyGE 10! TOPOKATE
HeTomTU LG pabnpata (GPA: 3.9/4.0):

1. Sport Marketing (A0Xntuch Mapxketivyk)
2, Sport Management (Opydvoon kat Awoiknon ABMTiopov)
.7 Sport Law (ABAntiké Atkato)

4. Leadership -Team Effectiveness (Awiknen AvBpodnvov Avvapiuco) ~Hyeoia-
Meyistonoinon Amnodotikémag Ouddwv).

5. Economics and Budgeting in Educational and Sport Settings (Aoyiotuc kot
Owcovopuky Avéivon oty Exnaidevon kot tov ABmTiopno).

6. Drug and Alcohol/suicide/violence prevention and counseling in sports (ITpdinym
Kot Avtipetonion Ewdwkév Mpofinudtov otov ABnTiopd).

7 Sport Facilities Management (Atoiknon AOAnTikGOv Eykatactdcemv).

8. Strategic Marketing Planning (Zyediaopudg ZTpotnyIkod MApKeTvyK).
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9, Doctoral Sport Marketing Research Seminar (Adaxtopd Tepvéapio ‘Epevvoag oto
ABAnTiko Mapketvyx).
10.  PR/Negotiations and Communications in Sports Organizations Seminar

(Zepvapio Anposiov Tyéocov kat Awmpaypotedsenv kot Emcowwviog oe
ABAntikong Opyaviopotg).

11. International Sport Tourism (Awebvig ABAnTUICSC Tovpiopde).
12. " Advanced Multivariate Statistics (Ipoywpnuévn Zratiotiky Avdivon)

13. Neural Network Modeling (Statistical Analysis) (Ztatiotiki Avélvon Baciopévn
o1 Aewtovpyia v Nevpovikdv Awtdwv).

14.  Research Methodology (Mefodohoyia ‘Epevvag).

I'NQXEIX HAEKTPONIKOQN YIIOAOTIZTQN
Microsoft Office Applications( Word, Excel, PowerPoint, Access, Front Page) Adobe
PhotoShop, Publisher, SPSS (statistical analysis package), LISREL (Structural Equation
Modelling Package), Neural Connection 2.] (Classification, prediction, time series
forecasting and clustering building of models), Epevva o¢ Paceig dedopévav ‘Epesuva oto
Awdiktvo, Anpovpyia Iotosehidoy. Google Analytics, Awiyeipion moAanhdv eappoyov

KOWOVIKAG diktdmong oav epyoleio OTPATNYIKNG HAPKETIVYK.

IF'AQXYEX

ApioTog YvooTg TG AYyhtkrg (Metantuylakoi tithot HMavemotpiov HITA) kot e FaAAkng
yAdooag (TTtuyio [oavemotpuiov ZopPoévvng, Fardiag). pdow kat oprd v [omavikn yA@ooo og

KaAG eninedo (OAokMpmoa To SevTEpo £Minedo Tov ovoTpHaTOS ekpdOnong Berlitz).






TIMHTIKEX ATIAKPIZEIX
1998-1999

® Mzékog g Pi Lambda Theta, Honor and Professional Association in Education (for
academic excellence, leadership development and professional growth).

®  Méhog the Phi Kappa Phi Honor Society (for top 10% academic performance, excellence
and achievement in the graduate field of specialization).

® Dean’s List Award, [avemotipo Kovvéxtikar. (GPA: 3.9/4.0)

* International Graduate School Scholarship, IMavemotiuo Kovvéktucar.

1997

Predoctoral Fellowship Award, Havemomo Kovvéktikar, Tunua Kwnowioyiac.
1993

Twnruc BpaBevon yu Yynin Axadnpaiky Anddoon. TTavemotymo Abnvov, TE.®.AA.

AOAHTIKH APAXTHPIOTHTA

1994 & 1996

[potabintig EALadoc Avpdv otnv Avticeaipion.

1993-1996

® Professional ATP Tour, Grand Prix tournaments.

® International Tennis Federation (ITF) Professional Sattelite and Futures Tour.
1989-1992

* IHpwtabdinmg Exhddog Egnpov oty Avtiseaipion.
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*  Méhog tov Efvikne Opddmv [aidwv-Epnpov ot Kopueaieg Siebveis Stopyavhosic ™mg
AweBvoig Opoomovdiag Avtispaipiong (ITF) : (Orange Bowl — Miami USA, Sunshine
Cup — Boca Raton USA, Port Washington — Long Island USA, Eddie Herr — Ft.

Lauderdale USA, Crystal Cup — Prague CZE, HEAD Cup — Vienna AUT etc)

MEAOZX ENTATTEAMATIKOQN ENQXIEQN
2004
Méhog g Exnvikiic Etaipeiog Atotknonc Abntiopot (EAAEAA).
2000
Méhog th¢ EASM (European Association Of Sport Management).
1998
®  Mélog g NASM (North American Sport Management Association).

® Méhog g NASSS (North American Sport Sociology Society).
1997

Méhog g USPTR (United States Professional Tennis Registry).

1996

Mélog ZITAE (Xovéeopog IMpomovn iy Avtisoaipiong EXadoc).
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EINIIZTHMONIK H - EPEYNHTIKH
APAXTHPIOTHTA

@) X YMMETOXH XE YYNEAPIA

* 3% Awebvég Zuvédpio Duoikng Ayoyig kat ABAnTiopHoY
19-21 Maiov 1995, Kopotvy.
* 40 Awebvég Tuvédpro Duoikng Ayoyic kat ABntiopon
17-18 Maiov 1996, Kopotnv.
* 5° Awebvég Tuvédpio Duoikiic Ayoyng kot A TIopob
Maiog 1997, Kopotnvy.
® Xuvédpio United States Professional Tennis Registry, February 1997, Hilton Head, South
Carolina.
® 6° Aebvég ZuvéSplo Dvuoikng Aymyng kat AOAntiopon
Méiog 1998, Kopotnva.
® Xuvédpio North American Society of Sport Sociology NASSS, November 1998, Las
Vegas, Nevada.
* 7° Awbvég Tuvédpo Guoikig Aywyng kat ABANTIoHOD
Mduog 1999, Kopotnva.
* 8% Awebvég Tuvédpio Duoucric Aymyng kat ABAntiocpov, Maiog 2000, Kopotnva.
* 90 Awbvéc Zuvédpio Guoikic Ayoyfg kot ABInticpon, Mdiog 2001, Kopotnvy.
o 49 Awebvic ZuvEdpio y v ‘Epevva, oty Exnaidevon. Athens Institute for Education and
Research (A.T.IN.E.R.), Maiog 2002, Abrva
e 7™ Annual Congress of the European College of Sport Science, July 2002, Athens.

* 10" European Sport Management Congress, September 2002, Jyvaskyla-Finland.
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3% ABAnticd Tuvédpio [royovymv Gveikhig Aymyig. Aapia, 7-9/11/03

50 IMaykéopo Zuvédpio g Atebvovg Olvpmiokic Emuponig yio tov ABAntiops, 1o
[TepBairov kar tn Biwopémra tav ABMntikédv Eykataotdosov. 2-3 Aexepppiov 2003,
Topivo, Italria (Exnpdcomoc ™m¢ EAAnvuag Olopmiakic Emutponng).

8° IaverMivio Tuvédpio TTETTDA Abnva, 7-9/5/04

Hoykdouo Zvvédpio ABAntuciig Aoiknong, Tunpa Atoiknong ABAnticon
Mavemompiov Mehonovvisov, XZndptn 3-5 Tovviov, 2005

Universiade 2005 izmir FISU Conference. August 2005, Izmir, Turkey.

Universiade 2007 izmir FISU Conference. August 2007, Bangkok, Thailand.

Hoykéopuo Zuvédpio ABntikng Awoiknong, Tpua Awiknong ABnticpon
Havemotpiov IMelomovvioov, Xrdptn 7-10 Tovviov, 2007
European Marketing Academy Conference, Copenhagen , 1-4 June 2010.

3rd Euromed Conference Proccedings, Nicosia , Cyprus , 4-5 November 2010.

European Association for Sport Management (easm) Conference Proceedings, Prague , 15-
18 September, 2010.
Academy of Marketing Conference 2011, “Marketing fields for ever”, 5-7 July, Liverpool
UK.

19th International Product Development Management Conference. June 17-19,
Manchester, UK.

7th American Marketing Association SERVSIG International Service Research
Conference, “Innovative Service Perspectives™. June 7-9 Helsinki, Finland.

130 Taveddfvio Zuvédpro Atoiknong ABAnTiopob Kat Avayoyng " Kowotopio kat
Eryeipnpotikétnra otov AbIntiops: H Andvinon otig [poxkioeig tov TAuepa kat Tov
Avpro ". Tndptn, 7-9 AEKEMBPIOY 2012.
21ST EASM Conference. Sport Management for Quality of Life. Istanbul Turkey, 11-15

September 2013.
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Winter Universiade Conference 2013. University Sport: Inspiring [novation. Rovereto,
Italy, 9-10 December 2013.

2nd World Congress GENEDIS. Sparta-Greece, 20-23 Oct. 2016.
I3TH HSSS International Conference. Systemic Organizational Excellence. 2-3 June

2017. Sparta-Greece.
4TH International IACUDIT Conference. Innovative approaches to Tourism and Leisure,

Culture, Places and Narratives in a sustainability context. Athens-Greece. 25-27 Mai 201 Ts






B) AINAKTOPIKHAIATPIBH

FACTORS ASSOCIATED WITH SPECTATOR NON-ATTENDANCE AT
PROFESSIONAL BASKETBALL GAM ES IN GREECE

John S. Douvis, Ph.D.

Department of Kinesiology, University of Connecticut

Basketball has been Greece’s national sport for nearly two decades. Despite its rapid
growth, in the last few years the Greek professional basketball league has been concerned
with the significant decrease in the general interest surrounding the sport, which has resulted
in a fewer number of fans attending the league’s games.

The present study had two objectives: first to identify, describe and explain
(demographic and socio-motivational variables) the different population segments that do not
attend professional Greek basketball league games, and second, to investigate how these three
groups differ in their reasons for non-attendance at professional Greek basketball league
games. In terms of the three Non-Attendance groups under investigation, Never-Attenders are
people who never attended a Greek professional basketball league game, Past-Attenders are
people who formerly attended Greek professional basketball league games, but do not attend
any more and finally Infrequent-Attenders are people who attend very few Greek professional
basketball league games (up to 5 games in a 36 game season). Using the basketball Spectator
Non-Attendance Scale (Douvis, Yiannakis & Douvis 1999) as the instrument, data were
collected by phone from a systematic random sample (combined with quota sampling) of 450
residents of the city of Athens. The data were analyzed using SPSS crosstabulations and
discriminant analysis.

Initial data analysis suggests that infrequent-attenders, never-attenders and past-
attenders differ in significant ways and their reasons may be attributed to a combination of

motivational, structural and background factors. The performance of their team is not a major
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concern for any of the non-attendance groups. All three groups blamed live TV coverage of
the games and the large number of games being broadcast on TV for their lack or low
frequency of game attendance. Never-attenders seem to be affected mostly by the small
number of Greek players participating in the league and the inappropriate behavior of the
fans. A more effective control of the inappropriate behavior of the fans is very important in
order to market the games as a family entertainment option. Past-attenders seem to be
concerned by the unattractive promotion of the league and the difficulty of approaching and
interacting with the players. This is probably because a few years ago, when these people
used to attend, the league was smaller and the players where more approachable. In addition
to that, Past-atteders should become the target of a more sophisticated and intense
promotional campaign. F inally, Infrequent-attenders blamed the low entertainment value of
the games for their limited attendance. These occasional fans have no sense of devotion to a
team and are more interested in absorbing the stimulation and excitement surrounding the
games.

This exploratory study is the first one to focus on the investigation of the non-
attending segments of the population. Most of the existing research is on attendance. By
identifying the non-attendance and socio-motivational factors that are associated with each
non-attendance group, and combining this information with the demographic characteristics
of their members, it is now possible to more accurately target these segments for the purpose

of increasing their attendance frequency at Greek professional basketball league games.
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ENNIBAEYH METAIITYXIAKON KAI ATAAKTOPIKQN AIATPIBQN
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«OI KATAAYTIKEX APAXTHPIOTHTEE, QY MOXAOX OIKONOMIKHE
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Bopnyavia Tov katadutikod TOVPIoUOY 6TV EAAGS0», evd smiPBAénet GAAeg TéooEPELC OL
omoieg eivor og eE&Mén.

‘ExeremPréyer og kiprog emPrénawv 15 olokAnpwpéveg Metantoyiaés AwtpiBéc kar wc

HELOG TNG TPIUELOVG EMTPOTAC v TV 25 ; EVO TOAAEG akOuN eivat og eEéMEN.

HNEPIAHYEIZ ENIETHMONIKON EPTAZION

AovPrg L, Tpifog N., Avtwviov IT., Mavtne K.
AmotedeopoTikéTnTO Krvanparov 6to Tévic.

4° Aebvig Zuvédpio Duoung Ayoync kat ABATIop0v. Mdiog 1996, Kopotnv.

ZKOMOG TG epyaciog sivat n e&étaon g OMOTELECHATICOTNTOG TOV KTUINUATOV 610 TEVVIG.
E&etdomrav cuvolucd 34 abintég kar abTpieg 13-16 etdv He BEon oy ebviky katdtaén
Hetadd No 1 — No 16 (katyopio kéte tov 14 stdhy ayopia n=5, Kopitoia n=9, Katnyopio

Kato tov 16 £1dv: ayépa n=12, Kopitola n=8) kutd ™ Sidpkei EMoNUOL TPOTAOAAOTOG
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(Iavovdpiog 1995) ot youdtva yimedo. Kataypdonke o edikd mpotdékoira to televtaio
XTOTNHO OAoV TV TéVTOV ot 34 aydveg, 0oL N Kotaypapn tepierduPave évav afint ava
aydva. H avdlvon tov amotekespdrov €6e1le OTL o AaBn vrEPEYOLY TOV VIKNOOp@v
KTUINUATOV 68 OAeg Tig nAtkieg Kat pUAa (p<.01), evd 1 oyéon M oyéon uetald Aabov kat
VINQOpV KTuMNUdTOV eival aydpla <14=1.7, Kopitowa < 14=3.1, aydpia < 16=2.8, Kopitowa
< 16=4.4. Y10 viknedpo yromAuoato vrepEyovy T aydpla <14 évavil Tov ayopltov <16
(p<.05) kou ta aydpio. cvvolkd Evavii Tov KOGy cuvokikd (p<.05). O apBudc tov
AV Aabdv eivar peyalitepoc oo Kopitow <16 évavt tov ayopidv <16 (p<.05) kot o
ap1Buds tov Aabdv 6to yTomnua Bordé sivar HeYADTEPOG GTO AydpLo. GUVOMKE EVaVTL TMV
KoprtGdv ovvolkd (p<.01). Ta mapomdve OTOEIDL TOPEYOVY GNUAVTIKN TANPOPOPNON Kol
Hmopovv va agomomBovv yio v TPOTOTOINGT TG MPOTOVNTIKHG dwdwcaciog o okomd

Bertioon g UTOTEAECUATIKOTNTAG TOV AOANTOV.

AovPng I., Terdtoou P.
Xopnyia, Amapaitnty Ilpoiné0eon yia v Avantoln ko Awddoon Tov ElAnvikov
Téwwig. 5° Awebviég Tuvédpo Duoucig Aymyng kot ABANTIoHoY. Mauog 1997, Kopotvy.

To tévvig oy Bpioketar otic teevtaieg BEcelg oe chyKkpion pe dha abMpata, and droyn
GULHHETOYNG aBLovpEVOV Kot TPocEAKLONG Beotdv. Baowkd aitio OVTAG TNG KATAoTaoNS Efvat
N owovopkn advvapio g Opoomovdiag kat tov peldv ™mg opidov, mov kadiotd
anayopevTikn M dieEaywyn Sduvatod gbvikoy TpwTadMpaTog Hetald Tov cuALGY®Y KadhG
Kat v opydveocn Siebvav aydvev vymhot snmédon HE GULUUETOXN KOPLPAIOV OVOETOV.
Zmpidpevn mive oy «@sopio m¢ Avtadhayno» (Blalock and Wilken, 1979), oxomdg g
Tapodoag Epevvag ival 1) TEKUMPLOUEVT npotacn puebddmv efedpeone yopnyidv mov Oa

ovpfdiovy 611 diddoon kot TEPATEP® AVATTLEN TOL KO pALTOC.

Aovfing Z., Tpavidg A., Aovprg I.
Kotaypagi kv a&ordynon tov COUPLYPATOV 6TN Srntncia TG KahaBocoaipiong.

7° Aebvég Zuvédpro Duoucng Ayaync Kot Abntiopod, Kopotnvy, Mdrog, 1997.

X mopovoo £pevva £ywve akpiPng kataypoen tov SeUPYHATOV g Sroutnoiog g
KaAuBoopaipiong pe okomd v agAdynon Tovg Kot T emintoon T0Vg 6NV e&€éMén Tov

aydva. Kataypdenkav smoxpipodc 6o ta opupiypata (topafdaoeis. Tpdiuota — texvikd Kot
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TPOCOMIKA) Kotd TV Sulpkela 42 aybdvov me Al xotnyopiog tou TPOTOOANUATOG
kaiabooaipiong 1994-95. T TV KATypaen 1oV ceuPtyHdtov exnaidevmray 21
POUNTEG EBIKOTNTAG Kot StoutnTég koraBoospaipiong ot omoiot xopiotkav oe 7 opddec
KaToypagng tav couptypdtov (3 dropa avé opdda). H kataypaen yvdtay kotd, ™ dudpketa
oV aydva kot éywve emPePainon oto 25% twv ayovev pe v die€odikn TapoKkohovOnon
oV Video tov aydvov. Tmy épeuva Kataypaenkav kot agioroyndnkay yio tnv oudoda E6poag
—A Koty erlokevoduevn -B (a) ot cuxvomTEg TapaPdoewy (6E08og g pmdhac, Bruata,
Ot vipiumha, prpoc-micw, 37, 57, 107 kot 307), (B) ot cvyxvémteg TV OpLVTIKGOV
GOUAULATOV (xpnoomoinon yepiév, UTAOKGPIG L, Xpnoonoinon yepldv ce mpoomdbeia yia
GOVT, KpATNUa. omPOEWO Kot avtwdintikd), kot (y) ot SLXVOTNTEG TOV EMOETIKAOVY
opaipdtov (Téciuo nave ot avrinalo, OVTIKOVOVIKY YPT|GIUOTOMGN YEPLDY, OVTIKOVOVIKS
OKpWY, avTidinTikd, tegvikés mowéc). H avAADLGT Y10l TO GUVOLO TV CLYVOTHTOV PETAED TV
opddev A kot B éywve pe 1o UTOPAUETPIKO GTATIOTIKG GTATIOTIKG 42 Katl Bpébnke 611 610
GUVOAO TV GQUPIYHAT@V Sev vapée CTOTIOTIKT Slapopd petash g opddag £dpoig Kat g
@rhogevovpevns. H a&ohdynon tov CPUPLYUATOV ave Katnyopio cuvéPade otn dmuovpyio
£V PUAAOL TapATHPNONG g dwntnoiog oty kadaboopaipion kot oyetikon uvnuoviov

TOPOTNPNTA.

AovPng X., Tpavidg A., Aovprc 1.
Anpovpyia  @vilov TOPATHPNGNS  SwntnTdV kohaBooaipiong:  Ieprypagukij
TOPOVGiacT THS a6d001S TV SnTnTdVY T™NG KahaBoopaipiong.

7° Awebvég Zovédpro Duoikhg Ayoyng ka1 ABAnticpod, Kopotnve, Mduocg, 1997.

Boowlépevn oty xataypoer tov oQUPYHATOV 61 Sntnoio TG karaboceaipiong
dnpovpyRdnke 10 véo DUALO [Mapatmpnone Kot Adohdmong  tov St mg
KaiaBoopaipions. Oka to gvpripata mS £pguvag MoV éyve amd Toug Aovf1], Tpavlro, kot
AovPn (1999) ocuviédeoav oto TPOGOOPIOUS TOV GTOLElOY 7oV TPOSLaypapody Ty
KAVOTNTOL TOV  JoitnTy kakaboopaipiong. Katd duipker g B’ @done tov
npotadMipatog kokaBooeaipiong e mepodov 1994-95 ywvav 549 Tapatnpnoes os 276
ayoveg OAOV TV €BVIKOY Kamyopudv. Ot afokoyfosis éywav omd TOVG emioNUOLg
TopaPNTEG TG Opoocmovdiog Atotntéhv KoraBoseaipiong EALdSog (OAKE). Avdroya ue
g advvapies tov Sy, KATAYPAPNKE 1 GLYVOTNTA TOV TEPMTOOEDY Yy kaBe

TPAYPAPo Tov PUALOL mapatpnong (Tapovsio — mpoetoasia, UNYQVIKT, onpata, enagéc,
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nopofdcels, cuvepyacio pe oLVASELPO, ey oG maVISIOV) Yia T0VG datnTég GAwV TV
KamyopLdv. Amd tv avolvtiky mapovsiaon tov CLYVOTHTOV avé Tapdypapo aloAdynong
Kol katnyopiog Sttt mapammpibnke 411 ot Elinveg Swnmntég mpénet va mpooéEouv
MEPIOGOTEPO TO KIVOVUEVO GKPLV, TN XPMOUOTONGN YEPLOV ATS TOUC OHVVOLEVOG, T GYéon
OVAUESD, 6TO EMBETIKG — OpVVTIKG PGOVA, TNV TpoANTTIKY Stantnoio kot To Bruarta. Eniong
Yivetol extevéstepn mapovsioon Tov EUPNUATOV Yoo KGOe Katnyopia St ava

Topaypago aglorhdynong tov evikov TOPUTHPNONG.

AovPrg 1., Aovprig X.
AIDS kot a0inTiopoc: Nopukég Emonpaveeic.
70 Aebvég Zuvédpio duoiknc Ayoymg kar ABnticpov, Kopotva, Maduog, 1999

ZKOTOG 0LTHG TG MEALTNG eivar va Sdhost GOPECTEPT) TANPOPOPTION KL YVAOOT) GYETIKG: e Ta
Entipata mov apopodv m GVLUHETOXN ot wbntikég SpacTnpidTnTeg abAntdv eopéwv tov
AIDS ka1 mopddinia vo vrodsitet TPOTOVG EAayIoTONOMONS TV KVSUVOY amd TAELPAG
voukng gvbvvng. Ta ntiuata eivor: Zoppetoyn v Qopénv, KGAvyn anolnuidoEmv yia
abintés mov eivar gopeic kou t€hog tafvéumon tev Swedpov abinudtov Baon twv
mlavotATev Yo pdruvon efurtiog ovppetoxfic. H avamtoén g peréng Basiletan : o) otV
vrapyovca Siebviy Biflovpagio oyetucd He Cnmuata mov agopovv dtopa aUTAG NG
Katnyopiog kot B) oto vopkd mAaicio mov vrapyet otig HITA yw tovg ablntéc mov eivor

@opeig Tov AIDS.

Douvis J., Douvis S.
“Basketball Spectator Non-Attendance Scale”.
8th International Sports and Physical Education Conference, May 2000, Komotini-Greece

The basketball spectator Non-Attendance Scale developed by Douvis and Yiannakis (1999),
is an instrument that facilitates the identification of factors associated with non-attendance at
professional basketball games in Greece. The scale was successfully tested for internal
consistency reliability with a convenience sample of 300 students at the University of Athens.

The design of the instrument, its practical applications and the results from our initial findings

are reported and explained. Reasons for non-attendance are discussed in the context of current
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theoretical perspectives, and tentative recommendations are made for reaching this rather

sizable non-attendance market.

AovPng I., AovPrig =.
Aepedvnon tov TaPayovVTOV Tov £vBHvovTL TNV pn-npocérevon Beatdv, o AYOVES
Tov EAAnvikov EMAYYEAPATIKOD TpOTEOMipaToS prdoker.

90 Atebvég Zuvédpio Duouig Ayoyng kat ABAntiopon, Kopotnv), Méiog, 2001.

Basketball has been Greece’s national sport for nearly two decades. Despite its rapid growth,
in the last few years the Greek professional basketball league has been concerned with the
significant decrease in the general interest surrounding the sport, which has resulted in a
fewer number of fans attending the league’s games. The present study had two objectives:
first to identify, describe and explain (non-attendance variables) the different population
segments that do not attend professional Greek basketball league games, and second, to
investigate how these three groups differ in their reasons for non-attendance at professional
Greek basketball league games. Using the basketball Spectator Non-Attendance Scale
(Douvis & Yiannakis, 1999) as the instrument, data were collected by phone from a
systematic random sample (combined with quota sampling) of 450 residents of the city of
Athens. The data were analyzed using SPSS crosstabulations and discriminant analysis. This
- exploratory study is the first one to focus on the investigation of the non-attending segments
of the population. Most of the existing research is on attendance. By identifying the non-
attendance factors that are associated with each non-attendance group, and matching this
information with the most relevant strategies from the field of sport management/marketing, it
is now possible to more accurately target these segments for the purpose of increasing their

attendance frequency at Greek professional basketball league games.

Douvis J., Douvis S.
Ways to respond effectively to the challenge of conflict in sports organizations

90 Awbvég Tuvédpro Duoikng Aywyhg kat AbAntispov, Kopotnva, Mauog, 2001.

Sports organizations are functioning in the multibillion dollar sport industry, which is a highly
uncertain, dynamic and rapidly changing environment. This constant change and the pressure

that comes from external (from non-sport organizations) and internal (from other sport
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organizations), to that particular environment competition, is that enhances and promotes
conflict. For sports organizations stressful situations represent everyday phenomena and that
is the reason why they are particularly prone to conflict. The present study provides an
exhaustive review of literature in the area of organizational conflict. Its purpose is to indicate
the most appropriate strategies and techniques in order to respond effectively to the challenge
of conflict in sports organizations. The study discusses practical examples of conflict
situations, in the broader theoretical context of organizational behavior in the world of

professional sports.

Douvis J., Douvis S.
Socio-motivational and demographic factors associated with spectator attendance at
games of the Greek professional basketball league

90 Awebvég Tuvédpio Duouiig Ayoyic kot ABMnTicpHOY, Kopomwy, Mauog, 2001.

Despite its rapid growth, over the last two decades, the Greek professional basketball league
has been concerned with the significant decrease in the general interest surrounding the sport,
which has resulted in a fewer number of fans attending the league’s games. The purpose of
this exploratory study is to investigate the socio-motivational factors, which could possibly
bring the non-attending segments of the population back to the games. Using the basketball
Spectator Non-Attendance Scale (Douvis & Yiannakis, 1999) as the instrument, data were
collected by phone from a systematic random sample (combined with quota sampling) of 450
residents of the city of Athens. The data were analyzed using SPSS crosstabulations and
discriminant analysis. By identifying the socio-motivational factors and combining them with
demographic information on each non-attendance group, it is now possible to more accurately
target these segments for the purpose of increasing their attendance frequency at Greek

professional basketball league games.

Douvis J.
An investigation of the non-attendance causing factors at games of the Greek
professional basketball league.

10" European Sport Management Congress, September 2002, Jyvaskyla-Finland.
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Basketball has been Greece’s national sport for nearly two decades. Despite its rapid growth,
in the last few years the Greek professional basketball league has been concerned with the
significant decrease in the general interest surrounding the sport, which has resulted in a
fewer number of fans attending the league’s games.

The present study had two objectives: first to identify, describe and explain (demographic and
socio-motivational variables) the different population segments that do not attend professional
Greek basketball league games, and second, to investigate how these three groups differ in
their reasons for non-attendance at professional Greek basketball league games. In terms of
the three Non-Attendance groups under investigation, Never-Attenders are people who never
attended a Greek professional basketball league game, Past-Attenders are people who
formerly attended Greek professional basketball league games, but do not attend any more
and finally Infrequent-Attenders are people who attend very few Greek professional
basketball league games (up to 5 games in a 36 game season). Using the basketball Spectator
Non-Attendance Scale (Douvis & Yiannakis, 1999) as the instrument, data were collected by
phone from a systematic random sample (combined with quota sampling) of 450 residents of
the city of Athens. The data were analyzed using SPSS crosstabulations and discriminant
analysis.

Initial data analysis suggests that infrequent-attenders, never-attenders and past-attenders
differ in significant ways and their reasons may be attributed to a combination of
motivational, structural and background factors. The performance of their team is not a major
concern for any of the non-attendance groups. All three groups blamed live TV coverage of
the games and the large number of games being broadcast on TV for their lack or low
frequency of game attendance. Never-attenders seem to be affected mostly by the small
number of Greek players participating in the league and the inappropriate behavior of the
fans. A more effective control of the inappropriate behavior of the fans is very important in
order to market the games as a family entertainment option. Past-attenders seem to be
concerned by the unattractive advertising of the league and the difficulty of approaching and
interacting with the players. This is probably because a few years ago, when these people
used to attend, the league was smaller and the players where more approachable. In addition
to that, Past-atteders should become the target of a more sophisticated and intense advertising
campaign. Finally, Infrequent-attenders blamed the low entertainment value of the games for
their limited attendance. These occasional fans have no sense of devotion to a team and are

more interested in absorbing the stimulation and excitement surrounding the games.






This exploratory study is the first one to focus on the investigation of the non-attending
segments of the population. Most of the existing research is on attendance. By identifying the
non-attendance and socio-motivational factors that are associated with each non-attendance
group, and combining this information with the demographic characteristics of their members,
it is now possible to more accurately target these segments for the purpose of increasing their

attendance frequency at Greek professional basketball league games.

Aovfng 1.

H fiocipémre Tov afintikdv opyaviepdv dwo pécov g ABAnTiIKNS Aoiknong.

8° Tlaverdnvio Xuvédpio IMruytovywv Duowhic Aywyng mov dieénydn omv Abfva oT1s 7,8 Kat
9 Maiov 2004.

O mapadooiokdg tpémog xpnuatoddTon tov abintikdv opyovioudv, Snhadh ot cuvdpopdc
TV peLdV Kot ot dwpeég suviBng Sev emapkovy Y v kGAoyn tov e£6dwv. H peioon tov
KPUTIKOV EMYOPNYACEDV KAl GTNV XEWPOTEPN TepimTOON M amovsia 1§ M dpapatikn
GLPPIKVOCT TOV £6680V and T TOAnon MAEOTTIKOV SIKAOUATMV, KEVOLV TNV KOTAOoTOOT
akopa o dvekodn. Téhog kabnuepwd sivar to Topadelypato enEVELTOVY Ol 0moiol TOAOVV
Ta TAEOYNQIKG TOKETO PETOYDY TOVG Kol 6AAMY 7Tov &fvat QOLVETEG G TPOg TIg
VRLOYXPEDGELG TOVG GTIG OVAYKEG TOV aOANTIKOV OPYUVICUOV TOVG, £§ artiag NG OlKOVOUIKd
duoyepolg mepddov mov Stavidovpe. H avaykn Aomov epmhOKAG TV CONATEIOV OF HOPPES
EUTOPIKAOV GUVOAAAYDV Kat TpaEemv yivetol EMTOKTIKY Kot pumopel vo amotehéoel av oyt
01£€0060, £0TO £va péow petpioon Tov OIKOVOLIK®DV TtpofAnudtmy yio v eEumnpémon tov
afAnTiKdV okondv Tov copateiov.

ZKOTOG Hag Oev mPEMeL v efvon 1 apyfc avTypa@r tov Siebvig dokipacpévay texvikdy
abhntcod pdpketvyk, olkd n TPpOcUpUOY Tovg oty EAMnvikf mpaypatikémra. Avtd
Hmopel va yiver pévo Sapéoov g emioTHHOVIKG, TEKUNPLOPEVNG €pevvag g EAAnvikyg
abAntucg ayopdc, Yo va katovonfovy TMPOG 01 13101TEPOTNTES TNG.

Améyoviag mAéov Aiyoug pévo pivec and 1o peyardtepo yeyovog mov éxet avardPet va gépet
0€ TEPOG M YOPO pag, kKard o ftav va avagepBovpe oy Tpéxkinon mov amotelel y 1o
XOPO 10V aBANTIKOD HapKETIVYK 1) VEa T4EN TPAYHATOVY oV ol EMIKPATAGEL WETd TO TENOG
tov  Olvpmoxkdv Aydveov tov 2004. O HEYALOG  aplOUdg  EYKUTUGTAGEMY VYNAGOV
Tpodlaypapdv anotekel mpdopopo E3apoc yia Topoyf] TOAMUTAGY VANPESIOV LYNAOD

EMMESOV BIUUEGOV TG EPUPUOYAG TMV TEYVIKGOV TOV AbAntikod pdpretvyk. TTodhég omé g
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EYKATOOTAGEL Oev eival SUVATOV Vo, KATAGTODY Puoowieg pe my Olvpmoxn tovg yphon,
aAMG pe evoAlakTucéC APNOEIS TPOCAPHOGHEVES omv EMnvikn mpaypatiucdmra. Eivar
howmdv emtaxticy N avaykn ye eéedikevpévo, OTEAEYN GTO YDpo TG Soiknong tov
aBinticpod kat T0Vg abANTIKOD PAPKETIVYK T ool Oo, EPYAGTOVV Y10 TG eEacpdion ™mg

enitevéng avtod Tov ckomO.

Douvis J., Bilionis T., Douvis S.

Implications and consequences of the Bosman ruling for the European sport industry.
The case of the Greek Basketball League.

1* World Congress in Sport Management, Sparta 3-5 June 2005

The European Court’s decision at the end of 1995, which granted athletes the same freedom
of movement as all other professionals within the European Union (EU), changed once and
for all the face of sport in Europe. The EU, acting as a supranational organization, changed
the rules of the market. The Bosman ruling — named after the Belgian footballer that brought
the case to the Court — has since had an immense impact at every level of the industry. Not
only have the players from all member states the right to move freely and enjoy the same
privileges of domestic citizens, but also the long established transfer process was seriously
questioned. The Bosman ruling also declared that the transfer fee that clubs had to pay for out
of contract players was against Community legislation, creating significant results for the
financial planning of the clubs and raising questions for their future survival, Apart from the
economic consequences of the ruling, an important aspect of the case was the affection it had
on the sporting/cultural side of the industry. The present study examined the general
implications and consequences of the Bosman ruling for the industry, at every level that is
affected. The theory was then applied — through primary research — to the Greek Basketball
league, confirming the theory only in part and revealing once more the controversial face of

this ruling.

Douvis, J., Barros, C., Douvis, S.

Comparative Analysis of Football Efficiency Among two Small European Countries:
Portugal and Greece

1% World Congress in Sport Management, Sparta 3-5 June 2005
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This paper estimates changes in total productivity, breaking this down into technically
efficient change and technological change by means of data envelopment analysis (DEA)
applied to a representative sample of football clubs operating in the two small European
countries: Portugal and Greece. The aim of this procedure is to seek out those best practices
that will lead to improved performance in the market. We rank the football clubs according to
their change in total productivity for the period 1999/2000 to 2002/2003, concluding that
some clubs experienced productivity growth while others experienced a decrease in
productivity. The implications arising from the study are considered in terms of managerial
policy.

Keywords: Football clubs, Portugal, Greece, productivity change, Malmquist index.

Douvis, J., Barros, C., Douvis, S.
Financial and Sporting Performance in Football: A Com parative Analysis Between
Greece and Portugal

1 World Congress in Sport Management, Sparta 3-5 June 2005

In this paper, we compare the football clubs efficiency of two European countries, Greece and
Portugal, using data envelopment analysis (DEA). The international benchmarking procedure
is implemented, in which the football clubs in each country are compared against each other.
The broader aim of this study is to seek out those best practices that will lead to improved
performance in the context of European football competition. We rank the football clubs
according to their total productivity for the period 1999/2000 to 2002/2003. Economic and

managerial implications arising from the study are considered.

Douvis J., Douvis S. Papagiannopoulou C.

Proposals for the Development of Sport Tourism in Greece after the Olympics of 2004
World University Sport Federation Conference (FISU) Izmir, August 2005 and 1% World
Congress in Sport Management, Sparta 3-5 June 2005

The purpose of the present study is to investigate and evaluate the opportunities which were
developed in Greece with respect to Sport Tourism, after the successful organization of the

Olympic Games of 2004. The utilization of Olympic infrastructure and the positive image of
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Greece around the world, created the necessary conditions for the development of several
forms of tourism. In the present case the focus is on sport tourism. The study, beyond
performing an examination of the special attributes pertaining to sport tourism, presents data
from the periods before and after the Olympic Games, in an attempt to pick out significant
changes and draw comprehensive conclusions. Countries like Spain, Italy and Turkey
represent direct competition for Greece in terms of attracting Sport Tourists. The comparison
of data from these countries with the Greek reality can facilitate our understanding of the
opportunities for sustainable development and also of the threats that Greece has to face, with
respect to sport tourism. The study concludes with a presentation of proposals and the
summary of a comprehensive business plan for a more efficient exploitation of the strengths

that Greece has when it comes to sport tourism.

Aovprg L., Morayavvoroviov X.
I'kokep kan AOnTiKég Tovpropog otnv EALGda
2" World Congress in Sport Management, Sparta 7-10 June 2007

Enrevdvoeic mov mpooeyyiCouv ta 4 Sig cvpd TpdKeTaL Vv Tpaypatonombolv Gueca oy
EXM\d8a, 1600 and Eéva, 660 kot and eyxop Wiotikd kepdhato (Swiss Golf Invest A.G.,
2006), evd, av mpoymprcovy Oheg ot emevdvoel Oo onpovpynBovy tovdyietov 17 Mneda
YKoAo. To yeyovog avtd AapPéver axopo peyavtepn atia, Witepo, ov avaroytote KOveic
0Tt £va GUyypovo yimedo YKOAQ, £)El ONUOVTIKEG MPOEKTAGELS KL GTNV 0yopd. akVATOY pog
nepoyng. Ta yneda suvibmc cuvodsvoviat and Eevodoyeia, owtoTikée Lovadeg, cuvedplakd
KEVIPQL Kol papiveg, AnOTEADVTOG £T61 0hokANpmpév: ToVPLoTIKG BEpeTpa, OV Snptovpyody
Béoeig anacydoinonc ko amoyeldvouy 15 akieg yne tov TEPLOYDV, 6mov dnpovpyovvtar. H
mapovoa epyocio amotekel pua KOTAYPOQN TG vOLoTapevng Kotdotaons otov EAladucd
XOpo (eyKatactdoel, 0pYAvesN), emyElpdvTag o avdAvon Tov duecou AVTAYOVIGHOD
(voTwoavatohky Evpomm, Mecéyeioc) oe 6m aPopd Tig LIOSopEg Yo mapoy VINPESLOV
abAntucod Tovpiopon pe kopra dpactnpiéa 10 I'kodg. Térog emyerpeitar po aglordynon
TOV TPOTEWVOUEVOV EMEVOVTICOY GXESLAGLOV KOt TMV TPOOTTIKGAY TOL dnpovpyovvTaL Yo TOV
EVEPYS abAnticd Tovpiopd VYNAOL OKOVOLIKOD vroBadpov, Swpécov Tov abApaTog Tov

["cohe.

Douvis J.
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The evolution of Greek Basketball. Global trends and future directions for the sport:
organizational, marketing and competition issues. World Congress in Sport Management,

Sparta 7-10 June 2007.

The present paper displays the evolution of Greek Basketball over the last 20 years. An
overview of Dr. Douvis’s research on the factors associated with Basketball’s decline in
Greece after 1997 will also be provided. The tremendous recent accomplishments of Greek
and international basketball, which led to the partial rejuvenation of the general interest
around the sport, the closing of the gap between Europe and the NBA, as well as the global
trends for the sport and its future directions, will be discussed in the light of their

organizational, marketing and competition implications.

Douvis J., Douvis S., Yusof A. (1998). An Examination of demographic and
psychographic profiles of sport tourists. Cyber-Journal of Sport Marketing, Vol. 2, No.
4, 1998.

Even though sport oriented vacations have gained in popularity during the last decade. few
studies have been conducted to determine the characteristics of the sport tourists. Who are the
sport tourists? What characteristics do they possess? What factors motivate an individual to
engage in the role of sport tourist? Consistent with these issues, this study examined the
demographic and psychographic characteristics of the participant sport tourists. Of particular
interest is the relationship between preference for sport tourism and with the demographic
variables age, gender, race, marital status, and employment status. Using Levinson’s (1978)
adult life course as a framework, the proposition that participation in sport tourism is related
to the age of the individual was investigated. In addition, the psychographic characteristics of
the participant sport tourists in terms of the individuals’ need for stimulation, novelty, action,
quiet and excitement were also examined. Using the tourist role preference scale developed
by Yiannakis (1986) as the instrument, data were collected from a sample of 200 subjects.
Data analysis was performed by using crosstabulations and logistic regression. The variables
age, gender, and race were crosstabulated with preference for sport tourism. Males were
discovered to show a higher preference for sport tourism than females .It was also discovered
that interest in tourism was high for both males and females in the 17-22 age group but

declines slightly for both genders beginning from the 23-27 age group. With respect to race,






Hispanics and Whites were found to show a greater preference for the role of sport tourist
than Blacks and Asians. Logistic regression was performed to determine whether preference
and non-preference for sport tourism can be differentiated on the basis of demographic
variables (age, gender, marital status and employment status) and psychographic variables
(level of stimulation, need for novelty, quiet, and action). The variables age, action and
stimulation were found to be significant (p<0.05). The results showed that younger
individuals were more likely to participate in sport tourism than older individuals. In addition,
the results indicated that individuals who showed a preference for the role of the sport tourist
are those who were seeking a lot of action and excitement in their life. The results of the study
were discussed in light of earlier findings concerning demographic and psychographic

characteristics of tourists. Practical implications of the results were also discussed.

Douvis J., Douvis S. (2000). A review of the research areas in the field of sport

marketing: Foundations, current trends, future directions. Cyber-Journal of Sport
Marketing, Volume 4, Number 2,2000

Sports represent a huge and still growing industry ($320 billion in the U.S.). Especially the
Americans have been transformed into a nation of sport fans and sport participants, as more
than 40% of them participate in an athletic activity at least once a week. Sports coverage by
the electronic and printed media has also grown, and together with the unbelievable
competition between the different sport prbducts and programs, have transformed the sports
market into a multi segment industry. Organizations of all types are fighting for the sport
consumer’s discretionary time and money. Suddenly, consumers became more complex in
their needs as well as in their demographic makeup. That social demand towards achieving a
better understanding by trying to dig deeply into the sport consumers minds, in order to
improve the quality of satisfying their needs, justifies the evolvement of sport marketing as an
academic discipline. Sport marketing targets the very core of its own field as it is a dynamic
and applied academic discipline, derived from social need and the commonality of research
study (looks at the same phenomena with other social sciences-physical movement).In terms
of specific research areas, the complexity of the sport market led to the development of
several specializations. At first we have the area of sport consumer behavior which is divided
in sport spectator and sport participant behavior. Another great area of investigation is sport
sponsorship. There are also the areas of sport licensing and merchandizing, sport distribution

(sport media/facilities) and sport marketing communications/advertising/promotions
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Jusof, A., & Douvis, J. (2001). An examination of Sport Tourist profiles. Journal of
Sport Tourism, 6(3), 4-15.

Despite the growing popularity of sport tourism, very few studies have been conducted to
determine the characteristics of sport tourist. Several questions remain unanswered such as
who are the sport tourists? What characteristics do they possess? What factors motivate an
individual to engage in the role of sport tourist? This lack of information makes it impossible
for the sport tourism industry to implement effective market segmentation and targeting. The
purpose of this study was to address these questions by examining the demographic and
psychographic characteristics of participant sport tourists. Specifically, this study examined
the demographic variables of individuals who g0 on vacation to participate in favorite
sporting activities. The variables that were examined include age, gender, race, marital status,
and employment status. However, demographic variables are one of many predictors of
tourist role preference. Besides demographic variables, there are reasons to believe that
motivational factors also contribute toward explaining tourist roles. Thus, in addition to
demographic variables, other motivational factors such as an individuals’ need for

stimulation, novelty, action quiet and excitement were also examined in this study.

Douvis J., Bilionis T. (2005). Implications and Consequences of the Bosman Ruling for
the European Sport Industry. The Case of the Greek Basketball League. Turkish
Journal of Sports Medicine. Vol. 40, No. 5 157-164, 2005.

The European Court’s decision at the end of 1995, which granted athletes the same freedom
of movement as all other professionals within the European Union (EU), changed once and
for all the face of sport in Europe. The EU, acting as a supranational organization, changed
the rules of the market. The Bosman ruling — named after the Belgian footballer that brought
the case to the Court — has since had an immense impact at every level of the industry. Not
only have the players from all member states acquired the right to move freely and enjoy the
same privileges of domestic citizens, but also the long established transfer process was
seriously questioned. The Bosman ruling also declared that the transfer fee that clubs had to
pay for out of contract players was against Community legislation, creating significant results

for the financial planning of the clubs and raising questions for their future survival. Apart
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from the economic consequences of the ruling, an important aspect of the case was the
affection it had on the sporting/cultural side of the industry. For centuries sport has been a
basic element of the European society and represents a great deal more than just a form of
entertainment. This relationship was put in jeopardy after the ruling allowed the clubs to have
as many foreign players as they wish, thus altering their identity. Some argue that this ruling
is only peripheral to sport and is a part of the major dispute within the EU: What is the level
of integration that the member states have to reach? This study examined the general
implications and consequences of the Bosman ruling for the industry, at every level that is
affected. The theory was then applied — through primary research — to the Greek Basketball
league, confirming the theory only in part and revealing once more the controversial face of

this ruling.

Key words: Bosman ruling, Greek Basketball League, European Court of Justice, sport

Yiannakis A., Selby M.J., Douvis J., Han J.Y. (2006). F orecasting in Sport. The Power of
Social Context - A Time Series Analysis with English Premier League Soccer. Paper

published in International Review for the Sociology of Sport, Vol. 41, No. 1, 89-115,
2006.

The rationalization of modern sport has made it possible for social scientists to predict the
results of sports events with greater accuracy. In this study we applied multivariate time series
analysis to determine the degree to which soccer results could be predicted with three teams
in the English Premier League. Success was based on the model’s ability to predict the
outcome for each of three dependent binary variables; that is, to win, to lose or to draw in the
last 10 games of the season. Multivariate ARIMA correctly predicted the outcome with a
success rate of nine out of 10 for Winning, eight out of 10 for Losing and nine out of 10 for
Drawing. A mix of both shared and new variables in different sets of interactions help predict
Winning, Losing and Drawing. A theory of team empowerment is proposed to better explain
the utility of the input variables in predicting game outcome. The authors also suggest that
multivariate time series analysis may hold promise as an effective forecasting tool in the
sociological analysis of sport.

Key words: ARIMA, empowerment, forecasting, soccer
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Douvis J. (2007). A Review of Attendance and Non-Attendance Studies at Sporting
Events and the Development of the Basketball Spectator Non-Attendance Scale. Biology

of Exercise, Vol.3.

Despite its rapid growth, in the last few years the Greek Professional Basketball League has
been concerned with the significant decrease in the general interest surrounding the game of
basketball, which has resulted in a fewer number of fans attending the league’s games. The
Basketball Spectator Non-Attendance Scale is an instrument that facilitates the identification
of factors associated with non-attendance at professional basketball games in Greece. The
scale was successfully tested for validity and reliability with a convenience sample of 270
students at the University of Athens. The design of the instrument, its practical applications
and results from our initial findings are reported and explained. The paper also provides a
review of attendance and non-attendance studies at sporting events, which are discussed in the
context of current theoretical perspectives. Tentative recommendations are made for reaching
this rather sizable non-attendance market.

KEY WORDS: basketball, spectator, non-attendance scale, professional basketball league

Douvis J. (2008). Perceived impacts of sport. Sport Management International Journal:
Choregia. 4(2).

It has long been accepted that sport plays an influential role in society. However, little has
been done to measure and evaluate quantitatively how sport is perceived to affect local
communities, individual citizens and the nation. It was the purpose of this project to
investigate the perceived impacts of sport in such areas as the economy, the environment,
prosocial behavior, the quality of life and the international arena. The findings reported in this
study are based on a sample of 702 participants (residents in the Northeastern part of the
USA) and students attending two large northeastern universities. Their views suggest that
sport makes a generally positive contribution to their communities, the region and the nation.
Some negative impacts of a sociocultural and environmental nature are also reported and
these are discussed in the paper. The findings are mostly consistent with existing literature
and suggest that despite some negative impacts, sport is perceived to play a major role in the

lives of people and contributes in significant ways to the economy, community pride, the
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quality of life and to international prestige. Further, there are indications that when teams win
they may «predispose» fans to engage in various forms of prosocial behavior.
Key Words: Sport impacts, environment, mood, prosocial behavior, quality of life,

international arena.

Barros C.P., Douvis J. (2009). Comparative analysis of football efficiency among two
small European countries: Portugal and Greece. Int. J. Sport Management and

Marketing, Vol. 6, No. 2, 183-199, 2009

This paper estimates changes in total productivity, breaking this down into technically
efficient change and technological change by means of data envelopment analysis (DEA)
applied to a representative sample of football clubs operating in the two small European
countries: Portugal and Greece. The aim of this procedure is to seek out those best practices
that will lead to improved performance in the market. The authors rank the football clubs
according to their change in total productivity for the period 1999/2000 to 2002/2003,
concluding that some clubs experienced productivity growth while others experienced a
decrease in productivity. The implications arising from the study are considered in terms of
managerial policy.

Keywords: football clubs; Portugal; Greece; productivity change; Malmquist index.

Koutroumanides C., Laios A., Douvis J., Alexopoulos P. (2010). Who owns he television
rights of the games of the greek professional football; The greek professional football
clubs higher management approach. Gymnasium — Scientific Journal of Education,

Sports, and Health. 1(1).

Television rights in professional football in most European countries has, and still is,

perhaps the most important and vital source of revenue for the professional football clubs.
Much conversation and legislation was made to discuss, agree and regulate the ownership of
the clubs’ tv rights. This study examines the opinion of the higher management of the
professional soccer clubs on the ownership of the clubs’ tv rights. According to the results,
most of the managers replied that the tv rights of the home games should belong to the clubs’
league and the country’s football association owns the rights. Also, they argue that the games

gain value as part of the championship and if the games were carried out as individual events
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they would not have the same value. F inally the majority of the managers believe that the tv
viewers face the championship as a single product.

Key words: TV Rights, Soccer Club Manager.

Athanasopoulou P., Douvis J., Kyriakis V. (2011). Corporate social responsibility (CSR)

in sports: antecedents and consequences. African Journal of Hospitality, Tourism and

Leisure Vol. 1 (4).

(a) Purpose

The purpose of this research is to identify the types of CSR initiatives employed by sports
organisations; their antecedents, and their consequences for the company and society.

(b) Design/methodology/approach

This study is exploratory in nature. Two detailed case studies were conducted involving the
football team and the basketball team of one professional, premier league club in Greece and
their CSR initiatives. Both teams have the same name, they belong to one of the most popular
teams in Greece with a large fan population; have both competed in International
Competitions (UEFA’s Champion League: Final Four of the European Tournament) and have
realised many CSR initiatives in the past. The case studies involved in depth, personal
interviews of managers responsible for CSR in each team. Case study data was triangulated
with documentation and search of published material concerning CSR actions. Data was
analysed with content analysis.

(c) Findings

Both teams investigated have undertaken various CSR activities the last 5 years, the football
team significantly more than the basketball team. Major factors that affect CSR activity
include pressure from leagues; sponsors: local community, and global organisations;
orientation towards fulfilling their duty to society, and team CSR strategy. Major benefits
from CSR include relief of vulnerable groups and philanthropy as well as a better reputation
for the firm; increase in fan base; and finding sponsors more easily due to the social profile of
the team. However, those benefits are not measured in any way although both teams observe
increase in tickets sold; web site traffic and TV viewing statistics after CSR activities. Finally,
promotion of CSR is mainly done through web sites; press releases: newspapers, and word-
of-mouth communications.

(d) Research limitations/implications
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This study involves only two case studies and has limited generalisability. Future research can
extend the sample and validate concepts with quantitative methods.

(¢) practical implications.

Results indicate that for successful CSR activities team management should deal effectively
with the pressure from various entities (community: sponsors; leagues; global organisations);
balance the social and corporate benefits of CSR; integrate CSR in their strategy: measure the
effects of CSR on major performance indicators such as brand equity; reputation; attendance
figures; and fan loyalty, and create an effective promotional plan for their CSR activities.

Keywords: Corporate social responsibility, sports, football, basketball, case

Yiannakis A., Douvis J., Athanasopoulou P., Lyras A., Assiouras L, (2012). Marketing
Cyprus as a tourism destination for the United States: theory, marketing and public

relations strategies. African Journal of Hospitality , Tourism and Leisure, Vol. 2 (1).

This paper provides a framework for segmenting Cyprus as a tourism destination and
discusses ways for reaching various target markets in the United States. Prior research using
multi-dimensional scaling demonstrates (Yiannakis & Gibson, 1988, 1992, 2002; Gibson
1994; Foo, McGuiggan & Yiannakis, 2004) that when tourists go on vacation they seek a
balance among three fundamental or core push factors: familiarity-strangeness, structure-
independence and stimulation tranquility. When the above are matched with various product
categories (pull factors) that represent what Cyprus has to offer (e.g., heritage/cultural
tourism, escapist tourism, sport tourism, eco-tourism and the like), we are able to develop

a targeted framework that can help us market Cyprus as a tourism destination to various
markets in the United States. The authors also discuss some of the major selling points that
make Cyprus attractive as a tourism destination and suggest how these may be employed in
an overall strategy for reaching the relatively untapped markets of the United States. The
authors make a number of recommendations involving new market exploration and discuss
strategies for increasing the island's exposure through both marketing, as well as public
relations activities. In closing, the authors recommend that in addition to economic impact
studies Cyprus needs to assess the socio-cultural and environmental impacts of tourism

on the island and its people. Such findings may help the tourism industry and the people of
Cyprus determine the kind of tourism product they want, and the type of tourist they would

prefer to attract to the island.
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Keywords: Cyprus, Tourist Roles, Tourism Destination, Marketing

Athanasopoulou P., Douvis J., Skourtis G., Zafeiropoulou G., Siomkos G., Assiouras I.
(2012). Investigating the Importance of Sports Facilities & Staff for Football Fans.
African Journal of Hospitality, Tourism and Leisure Vol, 2(1).

a) Purpose

This study seeks to investigate the importance of facilities and staff for football fans in
Greece.

b) Design/methodology/approach

A survey was carried out during two matches of Superleague games with a convenience
sample of 312 spectators. A structured questionnaire was used with scales based on previous
research.

¢) Findings

Factor analysis revealed four reliable factor dimensions: facilities design; staff; facilities
maintenance, and quick & casy access. Staff and quick & €asy access are shown to be the
most important dimensions for respondents followed by the other two. Results also indicated
that there are significant differences in the importance assigned to these 4 factor dimensions
among different levels of age; education; income, and marital status.

d) Research limitations/implications

This study is limited to one sport and on a convenience sample of football fans. Future
research can validate further these findings and increase their generalisability.

e) Practical implications

The results of this study challenge sport managers to manage effectively the design of the
stadium; the processes of entry and exit of fans; the environment of the game; and the quality
of stadium facilities.

Keywords: Sport services, Football, Facilities, Staff, Sportscape

Athanasopoulou P., Kalogeropoulou D., Douvis J. (2013). Relationship quality in sports:
a study in football teams and fitness centres. Sport Business and Management. An

International Journal. Vol. 3 Iss: 2, pp.100 - 117

Purpose — The purpose of this study is to identify the antecedents and dimensions of
relationship quality (RQ) between customers and providers of athletic services.

Design/methodology/approach — Data collection involved in-depth, personal interviews of
fitness centre customers and year-ticket holders of football clubs in order to determine the
similarities and differences between the two contexts. RQ is approached from the point of
view of the customer since no other study has investigated that part of the dyad. Data were
analysed with thematic content analysis.

Findings — In fitness clubs, RQ is perceived as a relationship that involves trust, customer
satisfaction and commitment; social bonds with employees; effective cooperation and
communication, and adaptation of services to suit customers’ needs. In contrast, the
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relationship of football club year-ticket holders is simpler and is perceived as trusting;
satisfying for customers and one where customers feel committed to the team. The
antecedents of RQ identified do not differ between the two types of relationship studied and
include the quality of the servicescape; the power of entertainment; the quality of personnel;
customer experience and knowledge; customer relationship orientation: relationship duration,
and circumstantial or personal factors such as free time shortage, family obligations or bad
weather conditions. Based on these findings a conceptual framework is developed for
analysing RQ and its antecedents in athletic services.

Research limitations/implications — The study extends findings regarding RQ in athletic
services. However, it is qualitative in nature. Future research should quantify the constructs
identified and test them in quantitative studies.

Practical implications — The implications of the study are wide and include appropriate
methods of selecting and training staff; the effective management of service portfolios:
customer training; providing an entertaining experience for customers, and designing a good
quality servicescape.

Originality/value — The conceptual framework developed can serve as a guide for sport
managers in enhancing the value of relationships with customers.

Vrondou O., Kriemadis T., Douvis J., Leivadi S. (2014). Athens 2004 Sponsorship
Awareness Evaluation. Gymnasium - ScientificJournal of Education, Sports, and Health
No. 2, Vol. XV, 2014

Connecting a brand to Olympic Games through sponsorship contributes to the build of a competitive
advantage and maps a positive image in the long run. Brand awareness is considered to be the first
hecessary stage in the demanding process towards achieving purchase and brand commitment. The
research evaluates the post-2004 Olympic sponsorship reality in Athens presenting a series of different
brand awareness scenarios, hopefully contributing towards understanding the process of brand image
building and preservation. The random sample N = 400 was generated through a tailor made
questionnaire. Overall, the results demonstrate high long term awareness levels for sponsoring brands
which continued to increase in the different stages of questioning and maximized in the last level
where respondents had to choose between competitors. On the other hand, challenges were found in
the “fit" between the sponsoring brand’s image and the Olympic sponsorship setting leading to low
levels of brand awareness. In total, the study could suggest a useful tool to be used in other post —
event localities producing generalizable results and conclusions.

Keywords: brand awareness, Olympic sponsorship, sponsorship effectiveness, awareness

measurement
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Vrondou O., Kriemadis T., Papaioannou A., Douvis J. (2014). "Forming Policy
Networks between the Organizing Committee for Olympic Games and the Host City".

Advances in Sport Management Research Journal. Vol. 1 (1).

The exclusion of related organizations in the complexprocess of Olympic policy making and
implementation could jeopardize the successful completion of the Games,create a hostile
planningenvironment and failto maximize the benefits local community could receive from the
Gameshospitality. Official semi-structured interviews with representatives ofall policylevels atthe
Athens 2004 Olympic Games related institutions offered a valuable insight onhow informal
parallel networking patterns are being formulated to face Olympic structure’sinefficiency to
incorporate the Host Citymechanisms. Resulting in the enlightenmentof the City’s role prior and
during theGames the study aims to contribute with generalizable suggestionsto other relevant
Olympic hostingcommunitiesin quest oftheirrole in the complicated Olympic policy
superstructure.

Keywords: Olympic Games, Host City, Policy Network

Douvis J., Kyriakis V., Kriemadis T., Vrondou O. (2014). How do greek sport
organizations promote and communicate their corporate social responsibility

(CSR) efforts? Gymnasium - ScientificJournal of Education, Sports, and Health No. 1,
Vol. XV, 2014

The present paper examines promotion and communication issues of CSR activities of major
sport clubs and organizations in Greece. CSR can strengthen the image, reputation, achieve
financial benefits, and create a competitive advantage for sport teams and organizations.
Thus, CSR communications are imperative for their existence, protection of the image and
reputation and a safeguard of competitive advantage. The qualitative approach of the present
study involves the content analysis of interviews administered to marketing managers in
seven different case studies of professional sport clubs and organizations. The query on “How
your club or organization promotes or communicates CSR activities?” revealed the
promotional mix of CSR activities and illustrated six categories of communication in the
Greek professional sport context.

Keywords: Corporate Social Responsibility, Communication, Promotion, Sport Marketing
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Douvis J., Kyriakis V., Kriemadis A., Vrondou 0. (2015). Corporate Social
Responsibility (CSR) Effectiveness in the Greek Professional Sport Context
International Journal of Sport Management, Recreation and Tourism, Vol.17/2015.

The present study examined CSR evaluation issues regarding the effectiveness of CSR
activities in Greek professional sport organizations. The initial results illustrated a general
absence of CSR effectiveness evaluation. The findings of the study revealed that the majority
of respondents have reported that in fact CSR performance is not measured mainly because of
a lack of a methodology or a common framework. A major barrier to CSR assessment and
evaluation practices is represented by the respondents’ perceptions with respect to the nature
of CSR. However, executives and managers mentioned a range of estimations to assess the
impacts of their CSR actions, thus CSR effectiveness underlies subjective assessments of
positive effect observations. Based on the results and the literature, the present study
discusses the implications regarding the issue of CSR measurement and evaluation in Greek
professional sport organizations.

Keywords:  Professional sport, corporate  social responsibility, effectiveness,
measurement, evaluation

Douvis J., Sarli E., Kriemadis A., Vrondou O. (2015). An Analysis of Sponsorship Deals
In Sport. International Journal of Sport Management, Recreation and Tourism,
Vol.17/2015.

Due to the increasing financial value of sport sponsorship, the selection of a
sponsorship partner and the development of the sponsorship deal are crucial issues
for sports businesses. This study examines the sponsorship selection and
development process between football teams and their sponsors. This study is
exploratory. Nine case studies were conducted involving three professional, premier
league football clubs and six sponsoring organizations, two major sponsors of each
club. Results were analysed with content analysis. Findings indicate that the most
important selection criteria used from both sides are fit in corporate values of the two
partners; revenue opportunities, and possible image enhancement from the deal.
Also, results show that both sides use a structured process for developing the
sponsorship deal that includes 3 major stages, information collection; preparation
and presentation of proposal, and negotiations and contract sign. Also, we find that
the sport property only sends proposals whereas the sponsor only receives; the
actors in each stage of the process vary, and the extent of the process is affected by
the duration and quality of the relationship between the two partners. The study
involves nine cases and has limited generalizability. Future research should
substantiate results in other settings and using quantitative methods. The findings of
this study help sport managers to structure and formalize their sport sponsorship
selection and development process. This way sport entities will be able to select the
best possible partners for sponsorship and exploit to the fullest extent the money
involved from both sides of the partnership (sponsors and sponsees). For the first
time a structured process for development of new sponsorship deals is designed.
This can help sport managers in managing sponsorships effectively and fast.

Keywords: Sponsorship, sponsors, sponsees, football, sports marketing, case
studies
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Douvis I. (2016). Managerial, Marketing, Psychological and Legal dimensions of health
services for the elderly: A systemic approach. 2nd World Congress GENEDIS. Sparta-
Greece, 20-23 Oct. 2016.

Recent research shows that exclusive sponsorship deals with sports teams are much more
effective than other types of promotion. And why sport sponsorships work? Because they tap
into consumers’ passion. Many sports fans don't realize it, but their passion for their teams
and engagement in watching their teams play make them much more receptive to marketing
messages. Health care companies, which tend to have weak brands in the minds of
consumers, can benefit substantially from a connection to a winning sports franchise. The
thing for health care companies is that, even if they do everything by the book thus being
really professional in terms of branding, advertising and positioning themselves and their
services in the minds of consumers, they will never reach the same brand equity, awareness
and aided or unaided recall levels as other brand do in different industries. The reason is
simple. Nobody wants to be strongly associated with something that reminds them the
fragility of human nature. On the other hand we have the sports industry with its exciting
service-products, that possess certain attributes such as the promotion of a healthy lifestyle,
wellbeing, relaxation, pleasure, feelings of accomplishment and sharing of breathtaking
experiences and emotions, that we all need in order to face the dehumanizing realities of
everyday life. Sports fans unconsciously transfer their love, passion, loyalty and
identification with their clubs to the brands that sponsor those teams. Therefore, team's fans
and their families, including the elderly, are more likely to use the club's affiliate health and
insurance providers in order to receive specialized health services and exclusive benefits.”

Douvis I., Kyriakis V., Vrondou O., Papagiannopoulou C. (2017). Optimizing the UEFA
Brands through the Introduction of social responsibility constructs as dimensions of
Successful Brand Building and Safeguarding. 13TH HSSS International Conference.
Systemic Organizational Excellence. 2-3 June 2017. Sparta-Greece.

Corporate sponsors withdraw their support for sport properties, mainly because there is no
adequate measurement to verify the returns on their investments. Instead sponsors turn their
Support to community sport organizations (i.e. independent foundations) as a CSR
communication strategy and invest in social responsible actions in order to improve their
position in the market. The argument for the present project is that UEFA as the central
football organization should adopt similar corporate behavior and become accustomed to the
new business environment in order to secure a greater share of the sport marketplace i.e.
sponsorships, gate revenues, media rights, merchandising. To do so UEFA should enhance its
social responsibility activity and become an attractive partner for social corporate investments
in the field. The proposed research project seeks to study consumers’ perceptions about
UEFA service brands, in relation to its social responsibility issues and the degree to which
these perceptions affect behaviors in terms of market share. The significance of the study lies
in the insights that can be drawn, as to whether spectator perceptions regarding UEFA s
social responsibility, influence its brand equity as well as its share within the sport
marketplace. The research project proposes that each separate UEFA s brand should include a
social responsibility construct as a dimension for successful brand building and safeguarding.
The outcomes will provide executives the ability to design and deliver enhanced brand
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building campaigns based on consumers’ societal concerns and also the ability to acquire
corporate social investments in the form of social engagement sponsorships. This will allow
UEFA to enhance further its brands; to gain greater share of the domestic sport market; and
expand in markets beyond borders with different cultures but common social concerns and
values. The present research is a preliminary conceptual approach to a tri folded inquiry as it
will bring together different but convergent streams of knowledge from sponsorship, branding
and CSR in the context of professional football at an organizational business level.

Dimitropoulos P., Kosmas L, Douvis I. (2017) "Implementing the balanced scorecard in
a local government sport organization: Evidence from Greece". International Journal of
Productivity and Performance Management, Vol. 66 Issue: 3, pp.362-379.

Purpose

The purpose of this paper is to examine the issue of performance management in the public
sector and specifically the implementation of the balanced scorecard (BSC) methodology on a
public (municipal) non-profit sport organization in Greece. The research provides a
discussion on the BSC development process, the goals set on each pillar and the outcome that
the organization achieved, in order to be used as a roadmap for other managers in the public
sector.

Design/methodology/approach

The study used information extracted from the municipal board of Papagos-Holargos city in
Greece, including board reports, documents and decision transcripts and open-ended
interviews related to the implementation of BSC method, as well as to the impact of this
decision on the quality of services, citizens’ satisfaction and the improvement of internal
processes.

Findings

The results indicated that the citizens of Papagos-Holargos perceived sport services to be of
enhanced quality related to/when compared to the previous years (based on a questionnaire
submitted by the citizens of Papagos-Holargos at the end of the each sample per year). In
addition, the staff improved its skills and abilities by participating in training seminars and, in
general, the implementation of the BSC method on the municipal sport organization of
Papagos-Holargos city sets the basis for an effective performance management which can
enhance its future sustainability.

Practical implications

Managers of municipal and public sport organizations could use the findings of the study as a
roadmap for discussing, evaluating and possibly implementing the BSC approach in their
organizations’ daily operations.

Originality/value
This study fills a significant gap in the existing literature on the implementation of a
traditional business performance management tool on a non-profit public sport organization.

Keywords:
Performance measurement, Performance management, Balanced
scorecard, Greece, Municipal sport organizations
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