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° ’ ° ° ° ° Abstract: Publicly funded sport events are partially justified based on positive social impacts.
esidents’ perception of socio-economic impac
“Events create new friendships in the community”. These other-referenced (OR) social impacs are

generally higher pre-event than postevent and are inflated for both methodological and theoretical

reasons. In the pre-event period of the Tokyo 2020 Olympic and Paraly mpic Games, we empirically

tested OR iters compared to self-referenced (SR) items, such as “Because of the event, | create

new friends in the community” and allowed projection bias to vary between scales. Results of the

experiment between an OR-Social Impact Scale (OR-SIS) and a similar SR-SIS confirmed OR-measures

to be significantly higher than SR-measures. While artificially inflated OR scores may be useful for

C | ty b ran d | N g (C |ty | ma ge' etc . e et o gyt S i

Keywords: media framing; olympic and paralympic games; projection bias; public discourse;
recency bias; Tokyo 2020

— Sport event leveraging Ry
OCCASIONAL < : .
MEGA-EVENTS

R

fournal hamapags: www.alsavier.com/lacatarsme

A portfolio of High Tourist :;I::Slp:ecarllx‘l;nls role in sporting events: The city image 1
events by type, Demand and Daichi Oshimi®*, Munehiko Haradal”
season, target markets, High Value it o S e, W et 01 i M s . S b

and value

ARTICLE INFO AusTRACT

image pereeprians. and fo analyse havw fhase pereepeions impact behavioral aterions
s e g, s this cal. th st sannied s s model
TR OTATE e 8 S O o 8 T 0 e savana

“The recute

PERIODIC
HALLMARK EVENTS

City image. Furthermece, plice atachment 10 hest ciy was Krnsfed 3 an curome
vatidble. Develomoent of these two variabies coold benefil behaviosal mtenss
fing. that resents play an important e in sparting cvent

Possible measures of
“value" for specific events:

Temlere heoagh ot Bepecen Nt <hy o0 spocing vt s oy g e

* number and types of High Tounst Deman S e b s 0 i i
tourists attracted and High Value

+ economic benefits

+ growth potential

. mar'ket share REGIONAL EVENTS cns o st § Routledge

* qualit 2 . s s doorg/ 10 10BV23750472 2020773501 ke s roup

- image enhancement (Periodic and one-time) comenTany e

value to residents,

;gg}’gg{’i‘:lyezggsp%?zm.. Medium Tourist Demand | Medium Tourist Demand
environmental value and or Medium Value o

sustainability

The COVID-19 outbreak and public perceptions of sport events in
Japan
Shintaro Sato®, Daichi Oshimi®, Yoshifumi Bizen® and Rei Saito®

SFaculty of Sport Sciences, Waseda University, Tokyo, Japan; “School of Physical Education, Tokai Universty, Tokyo, Japan;
“Faculty of Human Development, Kokugakuin Universit, Tokyo, Japan; “Facuity of Culture and Sport Policy, Toin
University of Yokohama, Yokoham, Japan

ABSTRACT ARTICLE HISTORY
The pandemic of the COVID-19 has forced various sport organizations to  Feceived 29 April 2020
postpone o cancel sport events. The current investigation provides a rapid  Accepted 20 May 2020
anaysls ofpublec perceptions of () postponement nc curcltion declons

de by sport organizations, and (2) whether the Tokyo Olympics 2020

LOCAL EVENTS
(Periodic and one-time)

KEYWORDS
should be held in July 2020. Data from Japanese citizens (n = 529) Show that  sercemion Kohen Tolye
‘made

approximately 75% supported postponement decisions. by professional  Olympics and Paralympics
sport leagues. Surprisingly, only fewer than 50% supported the cancelation

decislon of the high school baseball toumament (ie, Spring Koshien).

Regarding the Tokyo Olympics, 35.2% disagreed with holding the games,

‘which was almost identical to those who were in favour of holding it (35.3%).

The government and decision-makers should recognize the potential biases

in public opinions and pwmze me scientific evidence to protect the heaith

of the community. (Note: The Tokyo Olympics and Paralympics 2020 was

postponed after the completion of i study).

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

Low Tourist Demand Low Tourist Demand
and Low Value



Two key words
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Sporting Events
&
City Branding



The impacts of sporting events

=3
TOKAI

Sustainable sporting events (Triple Bottom Line)™**

Economy

Positive: event revenue, infrastructure development,
investment promotion
Negative: over budget, price increase etc..

Social _
Positive: image development, well-being E nVI ro n m e nt

social capital development, Positive : motivation/education for
Negative: disorder & congestion, crime increase,

. ) . ) environmental protection
infectious disease spreading etc..

Negative : environmental destruction etc..

Yamaguchi et al. (2018)



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

positioning relative to the competition and by its personality,
which comprises a unigue combination of

functional attributes and symbolic values

(Hankinson and Cowking 1993:10)




Community development model through sports

I I I N Ny
Means

l(Community assets)'

\------

r------

|Strategic objectives [

(Community needs) |
I I I

[ Vision & Purpose [
(Identity building) ||

Stakeholders

Media, Sponsor, NF, Tourism association etc.

Locals (residents, local government, police, school),

- [Management Strategy] [Sport Infrastructure] )
Marketing & Promotion (Hard]
Good relationship with media & local Attractive course, Stadium & Arena etc.
Platform to enjoy local culture [(Soft]
\_ Tech usage etc. Professional sport team, Human resource etc. /
i Community development o
[Social] [Economic]
Social capital Event revenue
Health promotion Tourism revenue
\_ City image efc. Job creation etc. )

[ Local culture/issues ] [ Local residents ] [ Stakeholders ]

¢ Tdentity
- Building

[ Vision & Purpose

§’A‘H

UNIVERSITY

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



Saitama city

NIVERSITY

* Located about 29 km north of Tokyo %
A population of approximately 1.25 million people Tokyo

* Few tourism resources, while several sport infrastructures

AR TS TIAVATATs - v/ NAVAVAY,

),_LAAJA

o, ..,.MmWAVAVAVMHAV@VA

Saitama Super Arena (over 19,000 capacity) Saltama Stadlum 2002 (63 700 capamty)



Issues in Saitama CitYsnimiw, 20ms)

* Declining birthrate and aging population

e Weak ties in the local community

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

m I.Irhln hﬁ !A\TAMA

* 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

Saitama Sport Commission

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

https://saitamasc.jp/topics/recruit.html

11



Strategic planning for the development of the sport city

e Tour de France Saitama Criterium

Bl
CRITERIUM

Saitama Sport Commission
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Strategy for city development through sport

=Sport commission ?
“~
KAI

Stakeholders *NF

*Tourism association
. UNIVERSITY
*Private company

4 N

Sport infrastructure Local assets

Means f I Natural resources
. * Professional sport team ——)| -
(Commun'ty a'Sse'ts) . Youth sport team " Sightseeing place
-Stadium & Arena * Public transportation
| 1 \ Sporting event / VAccommodations /

/- Livable city \
Strategic objectives *Health promotion
Community needs *Brand image development
*Sport participation/watching increase
*Development volunteer percentage

Oshimi (2021)



Sporting event and City image

Contents lists available at ScienceDirect

ORI
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Sport Management Review ™

OB prevores
2022 TOUR DE FRANCE
[AMA CRITERIUM

journal homepage: www.elsevier.com/locate/smr
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Host residents’ role in sporting events: The city image
perspective

Daichi Oshimi**, Munehiko Harada®

2 School of Physical Education, Tokai University, 4-1-1 Ki Hiratsuka k , 259-1292, Japan
" Faculty of Sport Sciences, Waseda University, 3-4-1 Higashifushimi Nishi-Tokyo, Tokyo, 2020021, Japan

ARTICLE INFO ABSTRACT

Article history:

Received 29 April 2017 The purpose of this study was to identify the antecedent and outcome variables of host city
Received in revised form 1 April 2018 image perceptions, and to analyze how these perceptions impact behavioral intentions
Accepted 9 April 2018 from the residents’ viewpoint. To this end, the authors constructed a structural model,

Available online 24 April 2018 distributed questionnaires to residents in Saitama City for the Tour de France Saitama

Criterium held in Japan from 2014 to 2016, and collected 636 usable responses. The results
Keywords: verified that the fit between host city and sporting event is a useful antecedent variable of

H_“t_"esme”ts city image. Furthermore, place attachment to host city was identified as an outcome  —m "™ 0 MitvImaoce 0 kieieim. BehaVloral
IE.':-‘" image variable. Development of these two variables could benefit behavioral intentions, Intention
Pllace attachment suggesting that residents play an important role in sporting event development. In . " 2

Social impact addition, the authors found that hosting a sporting event leads to place attachment among Slghtscemg, R - 26

Sporting event residents through fit between host city and sporting event and city image perceptions.
Thus, hosting a sporting event has two potential impacts—one each on the event organizer
and the host city—from the residents’ viewpoint. It benefits the organizers by developing
the residents’ behavioral intentions and has a social impact on the host city through an
enhancement in their place attachment.
© 2018 Sport Management Association of Australia and New Zealand. Published by Elsevier

Ltd. All rights reserved.

Leisure

Fig. 2. Structural equation modeling results.
Notes: (x2(df) 1734.21 (515), p <.001, AGFI=0.816, CH=0.913, TLI=.905, RMSEA =0.061, SRMR = 0.052).
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Conclusion
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* Develop a strategy based on your community needs | "*5*'%,9#?5%”’”

— Do you grasp community needs? How?

— Do you consider the need to develop a strategy?? vy o<

More than 5,000 events (year)
* Local sport organization (60 groups)
. . . . _*546 Local residents
* Find your community assets and monetize (packaging) itminority group (77 groups)
286 Parks/Recreation staffs
— Do you recognize your assets precisely? How? +123 Other stakeholders

— Do you monetize it by using it??
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Thank you for your listening!!

Daichi Oshimi
oshimidaichi@gmail.com
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