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Research Interests 

• Socio-economic Impact of Sporting Events 

– Residents’ perception of socio-economic impact

– City branding (city image, etc.,)

– Sport event leveraging

3Figure. Types of sporting event (Getz, 2008)
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The impacts of sporting events

Sustainable sporting events (Triple Bottom Line)
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Economy
Positive:   event revenue, infrastructure development,

investment promotion 

Negative: over budget, price increase etc..

Environment
Positive：motivation/education for 

environmental protection

Negative：environmental destruction  etc..

Social
Positive: image development, well-being, 

social capital development, 

Negative: disorder & congestion, crime increase, 

infectious disease spreading   etc..

Yamaguchi et al. (2018)



City Branding 

A brand is a product/service (and city) made distinctive by its 

positioning relative to the competition and by its personality, 

which comprises a unique combination of 

functional attributes and symbolic values 
(Hankinson and Cowking 1993:10)
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Community development model through sports

7Oshimi （2022）
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Strategic planning for the development of the sport city
The case of SAITAMA city



Saitama city

• Located about 29 km north of Tokyo 

• A population of approximately 1.25 million people

• Few tourism resources, while several sport infrastructures
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Saitama Stadium 2002 (63,700 capacity) Saitama Super Arena (over 19,000 capacity) 



Issues in Saitama city(Shimizu, 2015 )

• Declining birthrate and aging population

• Weak ties in the local community 

• Lack of city brand name
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Saitama Sport Commission (SSC)

• First sport commission in Japan in 2011

• Private-oriented organization in 2018
– Business scale from 125,000 USD to 9 million USD 

• Bidding international sporting event 

– Tour de France Saitama Criterium

https://biz.halftime-media.com/companies/36

https://saitamasc.jp/topics/recruit.html
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Strategic planning for the development of the sport city

• Tour de France Saitama Criterium
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Sport infrastructure

・Professional sport team
・Youth sport team
・Stadium & Arena
・Sporting event

Local assets

・Natural resources
・Sightseeing place
・Public transportation
・Accommodations

Stakeholders
・Sport commission
・NF
・Tourism association
・Private company

・Livable city
・Health promotion
・Brand image development
・Sport participation/watching increase
・Development volunteer percentage

Strategy for city development through sport 

Oshimi （2021）

Strategic objectives

(Community needs)

Means

(Community assets)



Sporting event and City image
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Conclusion

• Develop a strategy based on your community needs
– Do you grasp community needs? How? 

– Do you consider the need to develop a strategy?? 

• Find your community assets and monetize (packaging) it

– Do you recognize your assets precisely? How?

– Do you monetize it by using it?? 
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More than 5,000 events (year)
・Local sport organization (60 groups)
・546 Local residents
・Minority group (77 groups)

・286 Parks/Recreation staffs 
・123 Other stakeholders



Thank you for your listening!!

Daichi Oshimi 

oshimidaichi@gmail.com 
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