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Abstract: This text reviews the book in the form of a monographic publication enti-
tled Promotion and Public Relations in the Sports Market - A Marketing Perspective. 
The growth of the sports market requires a more serious scientific approach to the 
analysis of its segments, but also a better insight into the specifics of its develop-
ment, given that they are the basis of the application of promotional resources The 
following analysis is based on the fact that promotion is an integral part of marke-
ting, then that scientific literature in the field of changing promotional potentials on 
the sports market is not sufficiently represented in Serbia and neighboring countries, 
and that there is a need to publish at an academic level. After a short review of the 
existing literature that contains the terms promotion, marketing, and sport in the 
title, the latest edition of the mentioned monographic publication is highlighted. The 
reasons are in the adequate selection and optimal combination of marketing and 
promotional topics, then in the structure that indicates a scientific approach, and in 
the positioning of the key communication potentials in the sports market concerning 
the segment, and thus its particularities. The aim of this article in the form of a 
review is to point out the significant contribution of the mentioned monographic 
publication to the academic environment and to the practice of the sports market. 
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Introduction 

The sports market is experiencing significant growth, both in the primary and secon-
dary segments. The sports market is projected to generate a total revenue of USD 
2.65 billion in 2025 worldwide. This market segment is expected to have a com-
pound annual growth rate (CAGR 2022-2027) of 9.62%, resulting in a projected mar-
ket size of $4.17 billion by 2027 (Statista Market Insights 2024).Therefore, the need 
for analyses, especially scientific in this area, is growing, which results in the appe-
arance of new publications with topics related to the economic aspects of this mar-
ket. One such topic is marketing and promotion in sports. In our region2, the first sig-
nificant book dealing with marketing in sports, which can be said to have been wri-
tten at an academic level, is the book Marketing in Sport (Tomić, 2001) 2001, publis-
hed in Serbia. In the same year, the book Management and Marketing in Sport appe-
ared (Ljubojevic, 2001). Three years later, Sports Marketing (Gašović, 2004) appe-
ared, and in 2009, the same author published Marketing of Sports Organizations 
(Gasovic, 2009). After a long time3, in 2018, the book Marketing in Sport with Ele-
ments of the Sports Industry (Ratkovic and Dasic, 2018) was published, which is used 
at faculties, both in Serbia, as well as in Montenegro and Croatia. In addition to it, a 
book that is also a faculty textbook is Marketing in Sport (Alčaković, et al., 2019) by a 
group of authors from 2019. 

In the Republic of Croatia, the books Public Relations - Theory and Practice (Tomic, 
2016) and Strategic Management of Sports Communication (Tomic, et al., 2019) we-
re published by a group of authors), group of authors4. The books of these authors 
are included in this analysis, although the titles do not contain the keywords pro-
motion, marketing, and sport, because, in most of the content they talk about pro-
motion on the sports market, that is, its primary segment. Before these editions, the

 
2 Hronology related to Serbia, Montenegro, and Croatia is primarily summarized here. 
3 In 2005, the book Marketing in Sport, Sports Promotion and Marketing Mix by Professor 
Duško Tomić was published, however, it remained the focus of the part of the academic 
community that studies this area for a very short time. 
4 In 2021, the first author also published the book Management and Communication in Sport, 
however, the search for significant publications presented here was based on the words 
marketing, promotion, and sport, and publications with the keyword management are 
excluded, regardless of whether they are in this title is related to communication (which is 
considered in certain circumstances to be synonymous with promotion, as in the case of the 
previous book by the same author), because it is a broad term that, in addition to the 
searched terms, includes a large number of others. 



Mihić, S. (2024). Promotion and public relations in the sports market marketing 
perspective, Sport media and business, 10(2), 107-120 

www.smb.edu.rs 109 

book Sports Marketing and the Sports Industry (Novak, 2006) by Ivan Novak was 
published in 2006.Pored navedenih značajnijih izdanja, pojavljuje se još jedno, a to je 
Sportski marketing grupe autora iz 2020. godine (Kos Kavran, et al., 2020). Namely, 
by the rules of work at individual higher education institutions, professors must pre-
pare materials for courses, and this publication, which is offered in online form, 
appears at the Međumura Polytechnic in Cakovec and is highly visible and thus sig-
nificantly cited in scientific journals. works. However, as the mentioned publication 
is still in the form of a script, regardless of the mentioned qualities, it cannot be put 
on a par with other publications, but it should certainly be taken into account as a 
serious work. 

Author Popović is the author who published the book Communication and Promo-
tion in Sport in Montenegro (Popović, 2018). The second edition was published in 
2022. (Research was done according to Cobbis.) 

The common feature of the aforementioned publications is the simultaneous theo-
retical and practical approach and the possibility of using them as textbooks at 
higher education institutions. In addition, in terms of content, these publications 
cover a wider range of topics to an extent that is suitable for formulating subjects in 
both undergraduate master's and doctoral studies. They were chosen based on the 
above parameters, as well as through the keywords marketing, promotion, and 
sport. However, one more should be added to this list of important publications, 
regardless of the narrower focus of the content. We are working on the book Mar-
keting of a Sports Event - Olympic Games 4.0 (Trkulja, 2022) 2022, authored by Miloš 
Trkulja, which is based on a work by the same author from 2008 entitled Marketing 
of a Sports Event - Olympic Games (Trkulja, 2008). 

 Each of the publications highlighted here as significant includes a review of the 
communication and promotional aspects of the sports market, however, they are 
dealt with largely within the scope of known promotion techniques, with public 
relations being singled out as a particularly significant communication potential. As it 
was noticed as one limitation that is increasingly serious considering the growth 
above of the sports market, there is a growing need for a more comprehensive 
scientific approach to the analysis of promotion in sports. Bearing that promotion is 
an integral part of the modern marketing approach, the authors Ratkovic and Pe-
nezic create content they will call Promotion and public relations in the sports 
market - a marketing perspective. In addition to considering the promotional aspects 
of the sports market, not neglecting the fact that the potential of integrated mar-
keting communications derives from marketing resources, they divide this market 
according to logical criteria into primary and secondary parts, considering that the 
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growth of the second directly depends on the growth of the first, but also on the 
trends that come from the macro influence. However, as the primary segment is the 
basis for the creation of the secondary segment, they define a set of specifics in this 
part, and in the context of marketing and promotion, thus distinguishing public 
relations as a key means of communication in the first segment of this market. 

The mentioned monographic publication, which has been accepted for use in the 
form of a textbook at the Faculty of Sports of the University "Union - Nikola Tesla", is 
a work that will certainly significantly enrich the library fund of higher educational 
institutions, which is the reason for the analysis of its content in the rest of this text. 
The contribution of this book is reflected in two directions, one of which is related to 
the education of future experts in the field of marketing, promotion, and public 
relations in sports, while the other is aimed at practitioners who are already perfor-
ming tasks related to the aforementioned fields. The reason for this is the content, 
which includes both theoretical and practical references to the field of promotion in 
sports. The theoretical approach involves the presentation of key and related pheno-
mena, terms, and processes, as well as concepts and instruments from the field of 
promotion in sports, but also related fields such as marketing and public relations. 
On the other hand, the practical contribution is in the applicability of the presented 
content, both through the simplification of the mentioned procedures and proce-
sses, and through the presentation of a large number of current and relevant exam-
ples. 

 

Review 

The content of the book Promotion and Public Relations in the Sports Market - 
A Marketing Perspective begins with a preface in which the authors give an overview 
of the upcoming topics, as well as an explanation for whom and why this publication 
is intended. Following the announcement, the approach used to present the content 
is from broader to narrower, as is logical, or at least present in the material that aims 
to educate students. On the other hand, and bearing in mind the monographic cha-
racteristics of this work, the authors Ratković and Penezić have divided the content 
into six units that cover key topics for understanding the application of promotional 
tools and strategies in the sports market, which are rounded off in such a way as to 
provide a complete picture of challenges, limitations, and advantages of possible 
ways of their implementation. 

Bearing in mind that the subtitle of this book emphasizes the marketing perspective, 
it is necessary to look back at the reason for this approach to the treatment of topics 
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that fall into the field of promotion in the sports market. Namely, and as the authors 
observe, promotion is not synonymous with marketing, but rather a part of it, and 
the one that is the most transparent to the target groups, but also to the general 
public. Also, it should be emphasized that this applies to everyone, not just the 
sports market. Nevertheless, in the sports market, there is a partial explanation 
(though not a justification) why promotion is used as a synonym for marketing, 
which represents an area much wider and more complex, both than promotion and 
any other integral part of it, regardless of whether it is we are talking about the mar-
keting mix (which includes promotion as an element), or another concept, proce-
dure, and instrument. That explanation is found in the fact that in the primary seg-
ment of the sports market, some elements of marketing are applied much more 
often than in other types of markets, and they belong to promotional techniques, 
that is, they are part of promotional strategies, which are therefore the most repre-
sented. Here we should refer to another useful explanation given by the authors of 
this book, which is the division of the sports market into primary and secondary 
parts. The primary segment, the one in which the most common choice of marketing 
potentials has been shown to fall on promotional techniques and strategies, and in-
cludes athletes, sports organizations, sports media, i.e. sports events, sponsors, etc. 

 Without the primary part, the secondary part would not exist, even to a significant 
extent, even though its participation is very significant in the overall sports market. 
In the secondary segment of the sports market, all manufacturers and traders of 
sports clothing, props, and equipment, as well as the fitness industry, participate, as 
well as participants such as medical institutions that provide rehabilitation services 
to athletes and others. Bearing in mind this division, the authors of the book use an 
innovative approach to identifying and studying the application of promotion in the 
sports market, which is one of the key contributions that are the backbone of the 
presented content. Ratković shows his knowledge of the complex issues of mar-
keting in several of his publications, such as the books Marketing Strategies (Mileno-
vić and Ratković, 2009) and Marketing (Milenović and Ratković, 2021), but also thro-
ugh narrower analyses aimed at other types of markets such as banking and postal 
(Ratković, et al., 2017). Pointing to the development of marketing from a focus on 
the product to a focus on employees (Ratkovic, et al., 2012), as well as the impor-
tance of good relations with customers (Ratkovic, et al., 2011) and employees (Rat-
ković, 2009), Ratković enters into details of the modern marketing approach, which 
later in its publications directs its application to the sports market. As the task of 
modern marketing is to create good and long-term relationships with customers, the 
aforementioned analyses are considered a prerequisite for the achievement of this 
goal, which Ratković emphasizes by looking at building relationships with customers 



Mihić, S. (2024). Promotion and public relations in the sports market marketing 
perspective, Sport media and business, 10(2), 107-120 

www.smb.edu.rs 112 

as a strategy that will improve the modern concept of marketing (Ratkovic, et al., 
2013). 

After clarifying the basic concepts, as well as those that are controversial, which 
unfortunately are too many, both in the field of marketing and the field of 
promotion, but also in public relations and the field of sports, then clarifying the key 
procedures, as well as the framework for the application of promotional potentials, 
the authors after the first chapter in which they present all of the above, they point 
to the importance of sports in modern society. The next segment of the issue is the 
chapter that refers to the opium of communication with the factors of the sports 
environment. The authors start from the fact that they consider communications as 
a means of achieving competitive advantage, which Ratkovic deals with in other 
publications as well (Garaca, et al., 2013). By identifying the factors of the environ-
ment, that is, participants in the sports market, they point out subjects with whom 
communication should be established as a process, one part of which is precisely 
promotion. The participation of promotional potentials in the communication pro-
cess depends on the relevance of the factors surrounding the sports subject, but 
certainly, communication is the basis of promotion. In this chapter, the authors 
clearly show the key subjects with whom a relationship should be established, both 
in the primary and secondary segments of the sports market. Through a detailed 
analysis, from the aspect of the internal and external environment, highlighting 
public relations as an important segment of communication in the primary market, 
they lay the foundations for the presentation of promotional potentials in the rest of 
this book. Most of the analysis in this chapter is directed towards communication 
with the target consumers of products and services, with the suggestion that 
researching their characteristics is an extremely important activity. It is precisely 
concerning the characteristics of the target groups that a communication plan sho-
uld be created (Jotanovic, et al., 2017) and taking into account organizational and 
other preconditions (Dasic and Ratkovic, 2022). 

 In the continuation of the content, in the following chapter, they go into topics 
about the media, emphasizing the importance of the modern information and co-
mmunication environment. Current trends in the global sports market show that 
social media are taking the place of mainstream media, but this process is accom-
panied by great challenges and limitations that stem from the fact that no one has 
yet dealt with them in the literature from a scientific point of view. This chapter 
leaves room for more detailed analyses of the problems of today's media, but the 
authors of this book provide a good basis for researching their potential and implica-
tions on the sports market. This approach allows other authors and researchers in 
this field to make their contribution that will be based on the questions raised here, 
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as well as on the framework through which the key topics need to be addressed 
further. At the same time, and which represents a significant contribution that is 
evident in the rest of the book, as well as before this chapter, Ratkovic, and Penezic 
emphasize the importance of the principles and traditional (but not outdated) 
approach to the analysis of promotional potential that they connect with marketing 
and other related areas, which is the sports market singled out as important. In this 
part of the monograph, the findings of the author's earlier works, such as the study 
Contemporary challenges of media management (Penezic, 2023), are summarized 
and important for her, especially useful in the context of global challenges faced by 
media companies, but also indirectly by other actors that they undoubtedly have 
influence. It is about these other important related areas that they talk about in the 
fourth chapter, where they establish the connection between the main marketing 
potentials that can be used and promotional purposes. In addition to the elements 
of the basic pattern of the marketing mix, throughout the chapter, they emphasize 
the role and importance of employees in the sports market. The importance of 
employees in the marketing context has been known for a long time and 
emphasized in many works by the author of this book (Ratkovic, 2009). 

 As a significant part of the activities in the sports market is realized through the 
direct participation of employees, their role in promotion becomes more important. 
In the primary sports market, they also consider athletes as employees, and in the 
secondary market, they highlight their promotional potential in the fitness industry. 
Here is also a review of the specifics of the sports market, considering the multiple 
roles of employees, then the participation of sports events, as well as the large share 
of the just mentioned fitness industry and its growing trend, both in the world and in 
Serbia. Following these, but also other specificities that arise precisely from the na-
ture of the sports market (Ratkovic and Dasic, 2023), the authors talk about the 
identified promotional potentials that are relevant in the primary and secondary 
segments. 

The key feature of promotion in today's global sports market is the integration of all 
possible promotional potentials that arise not only from a set of promotional 
techniques but also from other resources, the most represented of which are those 
from the field of marketing. This is clearly emphasized in the fourth chapter, from 
the analysis of the marketing aspects of the sports product (Ratkovic, et al., 2023) to 
all other elements of the marketing mix, which is another contribution of this publi-
cation. As it is about integrated marketing communications in the sports market, this 
contribution to the fund of written material is even more significant. One of the 
explanations is that globally famous athletes are significant influencers who exert a 
promotional influence more than any other influencers. That influence is multiple, 
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and starts from the role of employees in their promotion (Dasic, et al., 2021), thro-
ugh the promotion of the sports organization to which they belong, to the promo-
tion of various socially responsible topics. Such a multiple role of famous athletes 
cannot be ignored but must be coordinated in such a way as to contribute to the 
overall effect of the promotion of the sports organization, but also of the athlete 
himself, given that he represents the product on which certain marketing activities 
are carried out. Therefore, athletes, as one of the specifics of the application of 
promotion in the sports market, have potentials that belong to integrated marketing 
communications, which Ratković and Penezić observed and emphasized, and which 
represents a significant theoretical contribution of this publication, given that there 
are still no analyzes that this way they show the role of athletes in the context of 
these communications. 

In the next chapter, which is also the most extensive, which is quite expected, the 
authors write about promotional techniques, which leads to the core of the title of 
this book. From advertising, through personal selling, then sales promotion and 
direct marketing, they come to public relations (Ratkovic, et al., 2022), publicity and 
sponsorship (Ratkovic, 2023), as well as other promotion techniques. In this chapter, 
for each of the mentioned promotional techniques, where it can be evaluated in ge-
neral, they emphasize in which part of the sports market they are used more. Thus, 
for public relations and publicity, they point out that their role is crucial in relation to 
other promotional potentials in the primary sports market, especially when they are 
in the path of a crisis situation. Also, in the same segment of the sports market, they 
point out the use of sponsorship, because it represents a significant basis for the 
functioning of the primary segment of the market. However, from the aspect of 
marketing analysis, sponsorship does not play a significant role with big and well-
known clubs, as well as with athletes, except for its basic function, which is finan-
cing, while for smaller participants in the primary sports market, the role of sponsor-
ship is also significant in terms of marketing. Namely, in the case of smaller, or less 
well-known participants in the primary sports market, the role of sponsor, in addi-
tion to financing, has other important connotations for analysis, such as image 
transfer, the method of choosing the subject of sponsorship, etc. Of course, this also 
exists with larger participants, but it is represented and significant to a much lesser 
extent, given that the objects of sponsorship are already globally positioned, and it 
seems that they often choose sponsors and transfer their image to them. Consi-
dering that this is the approach to explaining the ambiguous role of sponsorship, it 
can be concluded that the authors of this publication delve into the issues of the 
topic in detail, to identify the hidden potential of promotion. At the same time, and 
bearing in mind the representation and importance of public relations and sponsor-
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ship in the primary sports market, they explain that precisely these promotional po-
tentials are used in a much broader sense in practice and that they are so significant 
that they deserve a separate analysis in publications of this form, which would only 
deal with them. In this sense, they emphasize that in the context of the functioning 
of the primary sports market, it is precisely public relations that represents an area 
that is on the same level as marketing, and that as such it must be given its deserved 
place, both in theory and in practice. The explanation why this promotional potential 
is classified as a series of promotional techniques in this book, or chapter, is found in 
the marketing approach to the content they deal with because this approach allows 
processing a larger number of topics that have implications for the topic of promo-
tion in the sports market. As this monograph is planned to be used as a textbook, 
this topic had to be treated in this way. 

The application of promotional techniques is presented in this book through a 
strategic promotion framework that correlates with the overall marketing strategy 
of a sports organization or any other participant in the sports industry. The presen-
ted strategic framework applies to other markets as well and includes both traditi-
onal and digital media infrastructures. The authors respect the well-known strategic 
principles of implementation of promotional potentials but respect the specifics of 
the sports market. As a greater number of specificities are present in the exemplary 
segment of this market, the known strategic frameworks must be modified accor-
dingly. The fact presented in this book is that public relations is the most used com-
pared to other promotional potentials (the authors note well that this promotional 
potential should not be called a technique, although it consists of a large number of 
techniques), or maybe better to say that they are the most useful tool in crises, 
which are not rare in this market, it shows that the authors know the sports market 
well, as well as promotional strategies. Additionally, what confirms the above is the 
approach to explaining publicity in the sports market. They see this promotional 
potential as both a cause and an outcome of certain activities. When they talk about 
publicity as a cause, they refer to certain crises, such as scandals caused by athletes, 
which result in negative publicity. The first activity undertaken in that case, which 
falls within the domain of communications and promotion, is public relations. In ca-
ses where publicity is a consequence, it can arise as a result of public relations, 
which is expected to be positive, or as a result of any other activity, that does not 
belong to the domain of promotion or communications, but which contributes to the 
image of the sports entity. Therefore, the authors clearly explain the nature of the 
emergence of publicity, pointing out its dual importance, as well as the connection 
with public relations, but also with all other activities of the sports entity that can 
improve, but can also damage the image. 
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In the last chapter, the authors provide a broader view of public relations, placing 
them in the context of social responsibility, and the opportunities that the sports 
market can provide. In addition to the aforementioned parallels with social responsi-
bility, they also show the relationship with public relations and sponsorship, as well 
as with other topics that are closely related to the sports market. This chapter differs 
from the others because it is much more theoretically and conceptually oriented, 
but it rounds off the impression of this publication in the direction of a monographic 
form, given that the authors provide a kind of summary, as well as concluding consi-
derations, on the selected topics. At the same time, it is enriched with new insights 
from practice, highlighting those dimensions that today are important to see and 
understand adequately since they are dominantly present in the practical implemen-
tation and achievement of success in this field. 

The special value of the book is represented by the analysis of recent examples from 
everyday sports (practice), which are contextually selected for a reason and skilfully 
presented. They complement each of the individual chapters previously discussed, 
making the mosaic of topics it covers whole and authentic. 

 

Conclusion 

The growth of the sports market requires continuous monitoring of all the factors 
that make up this market, both from a practical and an academic point of view. 
Following this need, a scientific approach to the analysis of the application of 
marketing and promotion in sports is necessary, which includes relevant publications 
at a scientific level. This paper provides information on important publications in the 
field of marketing and promotion in the sports market from Serbia and some neigh-
boring countries but also provides a detailed review of the last published book enti-
tled Promotion and Public Relations in the Sports Market - A Marketing Perspective. 

This book represents a significant contribution to the fund of theoretical resources 
on the topic of promotion in sports in a broader sense, but also a contribution to the 
practical benefits that can be achieved based on the presented topics. A large 
number of examples illustrate each of the described chapters, which puts the 
theoretical characteristics of this publication in the context of real and current 
practice. Therefore, this monographic publication can be useful both for students of 
faculties studying promotion in sports, marketing in sports, and public relations in 
sports, as well as practitioners in the sports market, i.e. managers who aim to impro-
ve the image of the sports entity they work for. However, this book can also help 
anyone engaged in scientific research work in the field of promotion and public rela-
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tions in sports, given the significant number of presented concepts and the high-
lighting of significant relationships between key phenomena and processes in the 
sports market that take place in the context of promotion either which segment of 
it. The way of thinking and connecting that the authors of this book gave through its 
content, represents an innovative approach to the study of all important topics 
related to promotion in the modern sports market. Bearing in mind the above, it can 
be concluded that the book Promotion and Public Relations in the Sports Market is a 
marketing perspective of current content with an innovative approach combining 
theory and practice. 
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	Introduction
	Race walking is a long-distance athletic discipline that requires superior endurance and technical knowledge (Gomez-Ezeiza, Granados, & Santos-Concejero, 2016; Han-ley,  Bissas, & Drake, 2014; Vernillo et al., 2013). Therefore, the race walking rules...
	It has been suggested that individual variations in lower limb morphology may have a direct influence on the efficiency and economy of race walking, affecting factors such as stride length, stride frequency, and overall gait dynamics (Raković, 2004)....
	It is important to understand the complicated connections between lower limb morphology and race walking performance as competitors aim for success in this highly specialized athletic discipline. Understanding the influence of lower limb mor-phology ...
	Method
	Participants
	The sample of participants for this study was selected from the student population of Pirot's elementary school "Vuk Karadžić". The study included 15 male participants aged 13-14, who practiced race walking in the "Pirot" athletics club. The study in...
	Testing Procedure
	The testing was carried out at the same time of day in the sports hall. The measu-rement organization was conducted so that each of the tests required two or more measurements and the best results were considered. The participants were barefoot with ...
	To assess the length of participants' legs, a Martin’s anthropometer GMP 101 with an accuracy of 0.1 cm was used. The reliability and validity of this instrument had been previously reported by McKenna, Straker, & Smith (2013). Additionally, the dia-...
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	Data analysis
	The data were processed in the statistical package Statistica 10. The data were pre-sented by descriptive statistics. The normality of data distribution was determined using skewness and kurtosis. Skewness refers to the symmetry of the distribution o...
	Result
	Table 1 contains information about descriptive statistics: mean, minimum (Min), maximum (Max) range, standard deviation, skewness and kurtosis.
	Table 1. Basic statistical parameters
	Legend: SD - standard deviation; LL – leg length; DKJ - diameter of the knee joint; TC - thigh circumfe-rence; CC - calf circumference; TSC - thickness of the skinfold on the calf; RW400 – race walking at 400 meters.
	By analyzing Table 1, which presents the central and dispersion parameters of the applied tests assessing the morphological parameters of the lower limbs (predictor variables) and the criterion variable (400m race walking), it is noticeable that the ...
	Table 2 shows the relationship between the predictor and criterion variables (each with each) in the Pearson's correlation analysis matrix of intercorrelations and cross-correlations.
	Table 2. Pearson's correlation analysis
	Legend: * - statistically significant correlation (p<0.05); LL – leg length; DKJ - diameter of the knee joint; TC - thigh circumference; CC - calf circumference; TSC - thickness of the skinfold on the calf; RW400 – race walking at 400 meters.
	Table 2 presents the intercorrelations of all applied variables. The analysis reveals that only 4 coefficients are statistically significant, with 3 within the morphological domain and one related to the criterion variable. The statistically most sig...
	In order to determine the influence of the predictor variables (anthropometric parameters) on the criterion (sports walking for 400m), a linear regression analysis was applied. Table 3 presents the results of the linear regression analysis.
	Table 3. Linear regression analysis
	Analysing Table 3, which presents the regression influences of lower limb morpho-logy on the results in 400-meter race walking, it can be observed that there is no statistically significant influence at the multivariate level (p<0.08), despite the re...
	Discusion
	The aim of this study was to determine the influence of lower limbs morphology on the result in race walking. Based on an observation of the modality as a whole, this study found no statistically significant influence of lower limbs morphology on the...
	The knee joint diameter emerged as a significant contributor to race walking per-formance. Better outcomes were linked to a larger knee joint diameter, which may indicate a biomechanical benefit. A larger knee joint diameter may provide an athle-te w...
	Similar results were achieved by Raković (2004) since he did not find a statistically significant influence of morphological characteristics on the performance in 1000m race walking, both in the initial and final measurements. Additionally, these res...
	The main limitation of this study is the insufficient number of participants. Addi-tionally, the participants in this study were involved in recreational-level race walking training program. It is believed that the results of this study would be more...
	Conclusion
	Based on the results of this study, it can be said that there was a statistically signi-ficant influence of the diameter of the knee joint and the thickness of the skinfold on the calf on the result in race walking. The capacity of an athlete to succ...
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	Introduction
	With the emergence of nation states in Europe during the 18th and 19th centuries, sport developed as an important means of strengthening the national spirit, but also as an element of spreading social identities and influence. It is the age of chivalr...
	We can state that sport with its stars was affirmed through the current press at the time, but also that only after the appearance of the telephone, which accelerated the pace of information (1867), and the radio, which enabled the first direct trans-...
	Socio-cultural model of representation
	Different models of sports reporting were created in different ideological, religious and cultural contexts, where the emergence of the cult of stars depended on the practice of opinion that emphasized the importance of sports for the affirmation of ...
	We are witnessing the unstoppable commercialization of everything that the media industry can use. Advertising and media activity, public relations, branding processes represent influential factors on a broader psychological level together with their...
	Sport stars
	The fascination with stars and celebrities applies to all areas of human life, but athle-tes have always been the object of admiration and adoration because they allowed people to momentarily forget their problems and frustrations and experience the ...
	The case study focuses on Novak Djokovic, undoubtedly the most beloved athlete in the Republic of Serbia, but also in many circles around the world. Almost every day in the world media you can read at least one story about the best tennis player of a...
	Figure 1.
	Source: X (Novak Djoković), 26.06.2024 „Оui meet again“
	To understand this paper, it is necessary to emphasize the difference between the concepts of sports fans and sports spectators. Fans actively follow their club or idol, while sports spectators physically attend sports events, i.e. watch them on tele...
	Novak Djoković is tempered in communication, because by appearing too often, he would lose the persuasive power of his messages. During this tournament, he appe-ared only three times (he ended the competition earlier than expected due to an injury), ...
	Network communication and interactions of stars with fans
	There are many definitions of social networks, but a general one that would unite many is that they are web services that allow individuals to build their profiles and connect with other users, building specific virtual communities that bring togethe...
	Online communication is popular because it involves the involvement of a large number of participants who, by communicating with their star, build specific rela-tionships that no traditional media has offered them before. When Novak Djoković uses his...
	Athletes, as celebrities, take advantage of their po-pularity by building on it additional effects on an even wider public. Given the global reach of social networks, the popularity of sports stars reaches a potential theoretical maximum (Dašić, Ratk...
	Figure 2.
	Source: Instagram. June 2, 2024 video attachment.
	Social networks have accelerated and changed the dynamics of parasocial rela-tionships because communication implies interactivity. Of course, it is unlikely that the most famous stars personally publish all the posts on their profiles, but for fans ...
	The great advantage of self-promotion on social networks is in the act of disclosing important data, which eliminates the possibility of manipulating the content of messages. "I am really sad to announce that I have to retire from Roland Garros." I pl...
	In one of the most important moments in his sports career, Novak trusts social networks, just as if he knew how Edward Bernays wrote in The Crystallization of Pub-lic Opinion that in crisis communication, timely information is used for public inter-p...
	Figure 3.
	Source: Instagram June 4, 2024
	Conclusion
	Sports stars and celebrities usually have a PR team or at least one person in charge of social media profiles, but some of them occasionally communicate directly with their fan base to motivate them or develop parasocial relationships to stimulate in...
	Through research, we have shown how by developing a plural (multidirectional) mo-del of communication, social networks speed up and open the interaction between the army of fans and competitors, because they brought sports idols so close to fans that...
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	Abstract: This paper is a case study research of connection between gaming time and exam results. There has been much talk recently about negative influence of time spend using electronic devices on the emotional and intellectual development of child...
	Keywords: gaming industry, marginal analysis, video games
	Introduction
	A student, who politely excused himself before an exam for a possible bad grade, should be given the credit for this paper. The reason he stated for a possible bad performance at the exam was nine hours of XBOX video games which he played the day befo...
	Theoretical background
	Economics is a science of decision making and marginal analysis is the cornerstone of optimal decision making whether it is implemented in business or consumer theory.  The goal of the decision maker involves an attempt to maximize or minimize an obje...
	Any decision that we make generate certain benefits and costs. General rule for decision making is to gain maximum possible net benefit which is the difference between total benefit (TB) and total cost (TC) from any action we take. Net benefit is thus...
	activity we are talking about unconstrained maximization. The optimal level of activity in an unconstrained maximization is shown in figure 1.
	Figure 1: The Optimal level of Activity
	Source: Thomas and Maurice, 2013
	Figure 2: Net benefit curve
	Source: Thomas and Maurice, 2013
	Key components of marginal analisys are marginal benefit (MB) and marginal cost (MC). Marginal benefit is the change in total benefit divided by an incremental change in total activity, while marginal cost shows the ration beetwen change in total cos...
	Figure 3: Marginal benefit and marginal cost curves
	Source: Thomas and Maurice, 2013
	As shown above the optimal decision depends on marginal cost and marginal bene-fits. In an unconstrained maximization problem the optimal level of activity is the last level where marginal benefits exceed marginal costs. Thus, other forms of costs, su...
	How does marginal analisys change when facing constrained optimization problem? In that case the key concept is marginal benefit per dollar spent on an activity. The general role to follow is to choose the level of activity that results in all activit...
	 benchmarking analisys,
	 total quality management (TQM),
	 reengineering, learning organisation,
	 broadbanding,
	 direct business model,
	 networking,
	 performance management,
	 power in pricing.
	In the context of this paper it is important to highlight the importance of digital tech-nology in modern buissnes and management and also emphasize digital marketing as a key factor in modern marketing (Adžić, 2021b, 2021c¸2023). Gaming as part od di...
	Legal relations in the gaming industry
	Legal relations in the gaming industry are clearly structured as Developers, the pe-ople in charge of software development, i.e. creating all video game elements (visu-als, sound, creative ideas), are in the top position. The Developers lay the found...
	All entities engaged in game production must be appropriately registered by the competent authorities of each country. In most countries, the production of video games is one form of multimedia content and is clearly defined as an audiovisual activit...
	Autonomous (mandatory legal relations) in the described structure have been cle-arly elaborated and standardized during the last decades. What has not yet been fully developed are the legislative obligations of entities participating in the entire pr...
	In addition to the above, the legal framework in the field of e-sports is undergoing intensive development. First and foremost, e-sports is a serious business venture dominated by the publishers of video and computer games used as a competition platf...
	It is an undeniable fact that playing video games has both positive and negative effects on individuals. It is very easy to develop video game addiction, resulting in excessive or compulsive use of video games. The cause of this addiction can be trac...
	This paper has demonstrated and defined the optimal play time of video games which remains to be taken into account when standardizing any given segment of creating video games. It is the responsibilty of the legislator, de lege ferenda, to con-sider...
	Marginal Economic Analysis of Playing Video Games
	An example of a single curve of marginal revenue and a single curve of marginal cost’ (Figure 4) shows that the curve of marginal revenue (MR1) of playing video games is negative. At the beginning, playing video games is fun, but as the time passes i...
	The curve of marginal cost has a distin-ctive shape, with first a positive and then a negative slope. Having that in mind, a question is raised would it be possible to obtain the optimal value of playing video games measured in hours.  ‘An example of...
	Figure 4: An example of a single curve of marginal revenue and a single curve of marginal cost
	Source: Authors own work
	Finally, we would like to include one more variable – optimal level of success during studies. Without profound contemplation, one could conclude that the highest possi-ble GPA is the optimum one. Unfortuna-tely, this is not quite true. The highest GP...
	Conclusion
	The marginal analysis of the economics theory shows that an optimum level of playing video games is possible. Finally, one might be interested in the grade which the student mentioned in the intro-duction received; did he pass after nine hours of vide...
	Source: Authors own work
	Figure 5: An example of a single curve of marginal revenue and a single curve of marginal cost
	Figure 6: An example of a single curve of marginal revenue and a single curve of marginal cost
	Source: Authors own work
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	STRATEGY AND STRATEGIC PLANNING OF TOURIST AND SPORT EVENTS
	Dragan Milačić 21F
	Abstract: To successfully manage the development of organizations, economic bran-ches, and sectors, special programs, and development solutions, which are called strategies, are often created. The strategy usually means different programs and efforts...
	Tourism and sports events as complex systems and as systems that establish nume-rous connections with the overall economic and social environment represent an area that is difficult to manage without a specially developed development strategy that is...
	Keywords: strategy, management, planning, tourism, sport
	Introduction
	Strategy is a form of preparation of decisions in the organization, which determines goals, development policies, and plans for achieving these goals. This pattern of be-havior when making strategic decisions seeks to ensure the effectiveness of orga-...
	The strategy also represents the process of determining the basic long-term goals of the organization by adjusting the direction of business activities, that is, by deter-mining the concept and selection of resources necessary to achieve the set goals.
	Setting the organization's strategy is possible from two key starting points, consi-dering the final expected result of the analysis. Strategy can be viewed as an expec-ted answer to the question of what the organization wants to achieve in the future...
	The first approach envisages strategy as a program for defining and realizing the organization's goals and implementing its tasks. Program, in the previous definition, means the active, conscious, and rational role played by managers in formulating th...
	According to another approach, strategy is a model of the organization's response to changes and events in the environment in which it is active over time (Cvijanović, et al., 2023). It is possible to conclude that even if a company or organization do...
	Regardless of the approach to defining the term itself and its scope, the strategy helps to determine precise goals in the management of all types of organized enti-ties and provides a coherent, integrated pattern of decision-making, which tells what ...
	The strategy, therefore, represents (McKiernan, 1996):
	• how to collect resources, skills, knowledge, energy, time, people, decisions and methods and how to use them to achieve goals,
	• a coherent, unifying and interactive basis for decision-making,
	• an expression of the organization's intentions,
	• clearly defined tasks for managers,
	• the purpose of acting through long-term goals, action programs and defining priorities for the distribution of financial resources,
	• responses to opportunities, threats, strengths and weaknesses,
	• a collection of potentially useful programs and projects,
	• a mechanism for investing funds to increase opportunities and improve work,
	• an action plan that is tactically implemented to achieve goals.
	Strategic planning
	The process of clear and comprehensive strategy formulation in companies is called strategic planning. If, in addition to planning, the implementation and monitoring of the results of business decisions are included, the established name for that doc...
	Strategic planning, as well as the process of creating a company's strategy, differs from ordinary planning activities (Turčinović, 2021). There are five main pillars on which this distinction is based:
	1. Time horizon - The word strategy is used to describe activities that span a longer time horizon, and refers to the time required to implement these activities and observe their impact.
	2. Impact - The consequences of implementing a certain strategy have to be obvious, neither in the short term nor in the long term, but there is a whole series of measurable factors that show different intensity of direct and indi-rect impacts of a ce...
	3. Concept of effort - An effective strategy usually involves a strong concen-tration of activity, effort, or attention on a very narrow area of ​​action. Focusing on selected high-intensity activities implicitly reduces available resources for other ...
	4. Decision-making model - Defining a strategy requires a series of certain types of decisions, during its implementation, which must be in synergy, support each other, and follow a consistent model.
	5. Penetration - The strategy includes the process of planning, implementation, and monitoring of a wide range of activities: from the analysis of existing ca-pacities and available resources, through their combination, i.e. deployment, all the way to...
	These five characteristics clearly show that the organization's strategy is the central node around which the main organizational activities move.
	Importance of strategic planning
	Planning is a formal activity designed to achieve predefined, desired future situ-ations and, given the combination of available resources and a range of possible specific contingencies, involves a system of integrated decisions. In companies and som...
	Most organizations, regardless of whether they are focused on making a profit or performing some other business without making a profit, today recognize the importance of strategic planning for the long-term growth and well-being of the company or e....
	The importance of strategic planning in company management is immeasurable. It enables managers to prepare for the changing environment in which their orga-nizations operate. Today, events are changing too quickly for managers' experience to be the o...
	The main drawback of strategic planning is the obvious danger that it becomes an end in itself. The creation of large teams of planners and detailed analysis of a series of future activities can cause a loss of active communication and contact with t...
	An additional limitation of strategic planning is the assumption of theoretically opti-mal development solutions, that is, in emphasizing the most rational and less risky options. The reason for this is mainly in the detailed analysis of the planning...
	The main reason why strategic planning has not fully confirmed its effectiveness in practice is, first of all, its insufficient integration into the entire management process in the organization, i.e. insufficient involvement of strategic planning in...
	Contemporary management theorists believe that management strategy is a creative act by which the company adapts to each individual situation through the so-called approach to business policy.
	Defining the strategic management
	Strategic management, a modern managerial tool, grew during the development of the basic managerial function, and planning, and can certainly contribute to the de-velopment of the competitive ability of any company. Planning, as a thought pro-cess, i...
	Strategic management can be defined as the art and science of formulating, imple-menting and finally evaluating functionally intertwined decisions and activities, which enable an organization or other body to achieve its own goals. Strategic ma-nagem...
	Strategic management increases the organization's ability to act preventively be-cause it promotes interaction between manager’s at all vertical, horizontal, and functional levels, and creates a basis for identifying and rationalizing the need for ch...
	Basically, all modern companies and organizations have a strategy, regardless of whether it is clearly defined, informal, unstructured sporadic, or just a guiding idea in the minds of entrepreneurs. In other words, all organizations are moving toward...
	Strategic management, on the way from theory to daily applicable skills, has also become a business function in the company. This change occurred as a conse-quence, because in the second half of the 20th century, with the growth of glo-balization, th...
	There are interpretations that strategy is the link between a company/or any type of organization/and its/external environment. The external environment of the orga-nization includes a whole range of economic, social, political, and technological fac...
	The basic task of the strategy is to determine the optimal use of the resources of the organization and agents, in the narrower and wider environment, in order to achieve long-term goals, mainly those of growth and development.
	Process of strategic management
	The process of strategic management begins with environmental analysis, which in-cludes monitoring, evaluating, and disseminating information from the external and internal environment to key people in the company. The simplest way to perform it is a...
	External environmental variables form the context in which a company exists and can be general forces and trends in the overall social environment or specific factors operating in the organization's specific task environment – ​​often referred to as ...
	The second step in the strategic management process is setting the organizational direction or determining the direction of the organization, which consists of the company's vision, mission, and goals. The vision answers the question of what the com...
	By achieving goals, the company achieves its mission. They are the final results of the planned activities and show what the company should achieve, to what extent, and when it should achieve it. Some of the areas in which a company can establish it...
	Strategy formulation is the process of developing long-term plans for effectively ma-naging opportunities and threats from the environment, taking into account the company's strengths and weaknesses. It includes developing adequate strategies and set...
	Business strategy typically focuses on the business unit or product level and considers improving the competitive position of a company's product or service in a particular industry or market segment served by the business unit. Business stra-tegies ...
	A functional strategy is an approach that takes the area of ​​function to achieve the goals of companies and business units as well as to achieve their strategies by maximizing the productivity of resources. It refers to the development and nurturing...
	Strategy implementation is the process by which strategies and policies are put into action through the development of programs, budgets, procedures, and rules. By implementing the strategy, the management must have a clear idea about certain differe...
	• what changes are necessary for the organization when the new strategy is implemented
	• how best to master the organizational culture to ensure that the strategy is smoothly implemented indirectly
	• how strategy implementation and different types of organizational structure are related
	• what different implementation approaches managers can follow
	• what are the manager's skills necessary to help him in the successful implementation of the strategy
	Strategic control and evaluation represent a special type of organizational control aimed at monitoring and evaluating the strategic management process to ensure its full functionality and further improvement. This is achieved by monitoring current p...
	Feedback is an informative input for each previous stage in the strategic management process that shows whether the activities of the next stage are taking place as planned. The information obtained in this way serves to evaluate the process and take...
	Strategy as an instrument of tourism and sports event development
	Considering the high average annual growth rates, it can be said that modern tou-rism represents an economic branch that achieves constant growth and increasing economic importance. Modern tourist demand is directly influenced by all the changes that...
	Tourism represents a complex system that establishes numerous connections with the overall economic and social environment. Tourism is an area that is difficult to manage without a specially developed development strategy, that's why all coun-tries a...
	By strategic management of a tourist destination, we mean the choice of the appro-priate path by which the tourist destination should secure a competitive position in the tourist market in the long term, as well as a plan of action based on anticipat...
	The tourism development strategy valorizes (Hall, 2008):
	• National and international environment, i.e. development impulses that influence the development of tourism,
	• Ways to achieve efficient use of the resource base for tourism development,
	• instruments that are suitable for managing the tourism system, achieving the set goals, and adapting the system to the challenges it is exposed to in the process of functioning, and
	• Possibilities of tourism to contribute to the achievement of national development goals.
	The tourism development strategy can be defined as a program, that is, a set of different activities aimed at adapting tourism to the conditions in the environment and criteria for the efficient use of development resources, with the aim that the dev...
	The tourism development strategy is realized by undertaking appropriate actions. The choice of actions depends on the concept of tourism development and the behavior of actors, that is, on the way the economy functions. In this interde-pendence of ac...
	The tourism development strategy, like any other strategy, starts from certain assumptions about the behavior of actors and the functioning of the system that is intended to be managed. Therefore, the strategy should be seen as a unity of assumptions...
	The choice of tourism development strategy means the choice of goals actions and instruments that will achieve the strategic goals. In the real development process, the strategic goals of tourism development can be achieved with different actions. Th...
	Sports tourism is a very important component of modern tourism. As a form of travel, sports tourism includes two categories (Page, Hall, (2003) :
	• travel to participate in sports and
	• traveling to watch sports.
	Sports tourism can be defined as travel for non-commercial reasons, to participate in sports activities, or to observe sports events outside the residence. An important dimension of sports tourism is the development of sports infrastructure and the u...
	Two types of tourists who travel to participate in sports activities can be identified. The first are active participants who pursue sports as a form of free time in which they develop and express their abilities and knowledge and thus enrich themsel...
	However, the number of people who travel to participate in sports activities, altho-ugh very significant for some smaller tourist destinations, is much smaller than those who travel to watch sports events.  Spot plays an important role in motivating ...
	The economic importance of sports events for the tourism industry is enormous. Sporting events, from the Olympics to minor league games, can have a major impact on the regional economy and the prestige and image of a destination.
	Short-term attractions or significant tourist events, designated as mega-events, are large festivals, exhibitions, and cultural and sports events held regularly or occa-sionally. Significant events have a key role in the international, national, or r...
	Significant events differ in their appeal from the attractions usually promoted by the tourism industry in that they are not continuous or seasonal occurrences. Indeed, in many cases, major events are a strategic response to the problems that seasona...
	Sport Tourism also has non-economic impacts in terms of the locality, community and the national economy in various ways. Events-based Sports Tourism may also enhance social inclusion in the wider, non-sporting community due to the legacy impact of m...
	Conclusion
	Most organizations today recognize the importance of strategic planning for long-term organizational growth. The importance of strategic planning in management is immeasurable. It enables managers to prepare for the changing environment in which thei...
	Strategic management increases the organization's ability to act preventively because it encourages interaction between managers at all vertical, horizontal, and functional levels and creates the basis for identifying and rationalizing the need for c...
	Sport Tourism has become a tourism industry with very significant developments around the world. The multi-multiplier impact of implementing sports tourism is in the form of economic improvement, infrastructure improvement, promotion of tourist desti...
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	PSYCHOLOGY OF EXERCISE AS A FOUNDATION FOR DETERMINING THE BENEFITS OF EXERCISE FOR THE MENTAL HEALTH OF THE MODERN INDIVIDUAL
	Denis Čekić 22F
	Abstract: The modern lifestyle unfolds in a stressful environment, and scientific research on stress reduction methods provides valuable insights that can enhance the quality of life. One method that stands out based on research is exercise. In this ...
	Keywords: Mental health, psychology, sport, exercise
	Introduction
	In today’s fast-paced society, exercise and mental health are becoming increasingly important aspects of maintaining a high quality of life and well-being. The constant challenges, stresses, and demands of modern life often lead to difficulties in pr...
	Exercise psychology is defined as "the study of psychological factors underlying participation and persistence in physical activity programs" (Anshel et al., 1991, p. 56). Lox, Martin, and Petruzzelle (2003, cited in Anshel, 2006) define exercise psy...
	Brehem (2014) emphasizes that exercise psychology is most closely linked to sports psychology, from which it originally emerged. Exercise psychology differs from sports psychology primarily in terms of the population it addresses—athletes versus regu...
	According to Berger, Pargman, and Weinberg (2002), exercise psychology examines how exercise can improve mood, reduce stress, serve as a treatment for mental dis-orders, enhance self-concept and self-confidence, and may lead to positive or nega-tive ...
	acute and chronic anxiety, decreased chronic depression, enhanced pain tolerance, and improvements in quality of life. Expanding on this description, Buckworth and Dishman (2002, cited in Anshel, 2006) also mention “psychobiological, behavioral, and ...
	Although research in exercise psychology is growing, a neglected aspect has been the examination of the effectiveness of research outcomes, theories, and models in real-world exercise settings. This article focuses on applying exercise psychology and...
	Given that mental health is highlighted as the key benefit of this analysis, specifically its proven positive association with physical activity, it is essential to define what mental health actually represents. Mental health in adults refers to a st...
	Research has confirmed that exercise improves mental health (Anshel, 2006). We feel better when we engage in a regular physical activity program, particularly aerobic exercise, which significantly increases heart rate. Aerobic exercise involves engag...
	Researchers, educators, and practitioners must understand the psychological bene-fits of exercise, the reasons some people exercise while others remain inactive, why individuals start exercising but later quit, and what can be done to start and main-...
	Areas of Exercise Psychology as the Basis for Identifying Mental Benefits of Exercise
	If mental health professionals want to help clients develop healthy habits, they need to be able to accurately use important terms and concepts. The most crucial concepts in improving a person's health and well-being include enhancing physical fitnes...
	Brehm (2014, p. 84) defines the psychological continuum of health, which starts from the most desirable state categorized as a high level of psychological well-being. This state implies good coping skills and a balanced lifestyle, along with a positi...
	The World Health Organization (WHO) defines health as “a state of complete phy-sical, mental, and social well-being, and not merely the absence of disease or infirmity” (according to the Healthy Ageing Evidence Review, 2011, p. 6). This definition re...
	Well-being is a complex and multidimensional concept that refers to the overall satisfaction, happiness, and quality of life of an individual. This term encompasses various aspects of emotional, physical, mental, and social well-being. Defining well-...
	Convinced that a science can be defined by the content it addresses, Anshel (2006) lists the areas that exercise psychology deals with, identified by Berger, Pargman, and Weinberg (2002), as well as Buckworth & Dishman (2002) based on extensive liter...
	• Designing specific exercise programs to experience psychological benefits; • Examining positive dependence and commitment to exercise; • Understanding the causes and antecedents of negative dependence on exercise, where excessive physical activity ...
	Given that there has been a significant increase in interest in topics related to exercise psychology over the past 40 years, that a large number of studies have been conducted, and that the body of scientific knowledge has been enriched, along with ...
	1. Motivation for exercise
	2. Commitment to exercise and the tendency to abandon it
	3. Use of cognitive and behavioral strategies that promote participation in exercise
	4. Strategies that encourage exercise performance
	5. Ways in which exercise affects mood and psychological well-being, and
	6. Effective leadership in exercise.
	According to Lox et al. (2020, p. 5), the benefits of physical exercise on physical and social conditions are: Physical benefits (reduces the risk of morbidity and mortality; decreases the risk of developing diabetes, hypertension, colon cancer, and ...
	Review of Literature on the Mental Benefits of Exercise
	In addition to physiological benefits, Cox (2011) highlights an abundance of literature supporting the claim that regular exercise positively impacts an individual's psy-chological well-being. This emotional enhancement manifests through the reductio...
	Similarly, resistance exercise is also associated with positive psychological effects (Arent, Alderman, Short & Landers, 2007; Arent, Landers, Matt & Etnier, 2005; Bar-tholomew, 1999; Dionigi & Cannon, 2009). Regarding the intensity of resistance exe...
	While much of the research focuses on depression, the positive effects of regular exercise have also been observed in individuals suffering from anxiety (Petruzzello et al., 1991), panic disorder (Martinsen, Raglin, Hoffart & Friis, 1998), and schizo...
	Individuals who exercise regularly and maintain high fitness levels are less sensitive to the negative effects of life stress (Mihić, et al., 2023). This hypothesis is supported by research conducted by Brown (1991) and others. Brown's study is parti...
	It is also worth mentioning a study involving an often overlooked group—priso-ners—which found that moderate-intensity cardiovascular exercise and resistance training for at least one hour per week over a nine-month period significantly redu-ced depr...
	Cox (2012) suggests that the endorphin hypothesis postulates that exercise is linked to the production of brain chemicals that have a "morphine-like" effect on the exercising person, reducing pain and inducing a general sense of euphoria. According t...
	B. Brehem (2014) states that most successful athletes will affirm that sports and physical activity can profoundly impact self-concept and self-esteem. Self-concept refers to how people perceive or define themselves, including the roles they play in ...
	Self-esteem can enhance stress resilience and is linked to numerous positive health variables, such as better cardiovascular and immune responses to acute stress (O'Donnell et al., 2008). Sports and physical activity can have both positive and negati...
	Self-confidence refers to how capable people feel in performing well in a given situation. It is situation-specific, though a general sense of confidence in one’s abi-lities contributes to positive self-esteem. A key concept contributing to confidenc...
	Conclusion
	Based on the presented analysis, it can be concluded that exercise has positive effects on modern individuals. The benefits of exercise are numerous, ranging from physical, health-related, and aesthetic to social and mental. The goal of this paper wa...
	According to the research reviewed, physical activity can reduce stress and anxiety. During exercise, the body releases hormones like endorphins, which act as natural painkillers and mood enhancers. Regular exercise can regulate neurotransmitter le-v...
	Moreover, exercise aids in the prevention and support of depression treatment. Physical activity is often used as a complementary treatment for depression, both in prevention and support of therapy. Regular exercise can help reduce depression symptom...
	In conclusion, the results of this literature review fully support the statement made by Robert Butler, a physician at the National Institute on Aging, who said in the 1980s: "If exercise could be packaged into a pill, it would be the most prescribed...
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	ANALYSIS OF THE MOST SUCCESSFUL MARKETING CAMPAIGNS IN SPORTS AND THEIR IMPACT ON SPORTS ORGANIZATIONS
	Ana Gavrilović 23F
	Abstract: This paper explores key marketing strategies that have led to success in sports organizations worldwide. The focus is on analyzing the most successful marketing campaigns in sports, examining their fundamental elements and effects on brandi...
	Keywords: sports marketing, marketing campaigns, marketing strategies in sports, sports branding
	Introduction
	Today, the sports industry represents one of the most dynamic sectors in the global economy, with increasing significance of marketing strategies in achieving success for sports organizations. In this context, marketing campaigns have become crucial ...
	Over the past two decades, sports marketing has experienced significant develop-ment, with a growing focus on creative approaches to audience communication and the use of digital platforms. Examples of such innovations can be seen in campaigns that h...
	The aim of this research is to achieve a deeper understanding of the mechanisms behind the success of these sports marketing campaigns and their impact on sports organizations. Through the analysis of key case studies, we plan to identify the essenti...
	Literature Review
	Sports marketing represents a dynamic and comprehensive field that combines cre-ativity, technology, and strategic planning to establish connections between sports organizations and their target audiences. Over the past decade, sports marketing campa...
	Sports marketing represents a dynamic and comprehensive field that combines cre-ativity, technology, and strategic planning to establish connections between sports organizations and their target audiences (Dašić, et al., 2023). Over the past decade, ...
	Some authors explored the impact of branding strategies in sports organizations. They highlighted how campaigns like Adidas' "Impossible is Nothing" revolutionized storytelling, emphasizing emotional connections with fans. Their study underscored the...
	Sports image
	Image represents the impression, perception, and belief about a sports organization, athletes, and their sports results, abilities, and capacities to define their own posi-tion in the environment. The overall value of sports organizations and athlete...
	Material values of movable and immovable assets, known as "fixed assets," cannot always be considered sports products, as they do not always directly originate from sports activities. However, these material values significantly impact the formation ...
	The sports reputation of clubs and athletes is not always the same as the image. Sports reputation refers to previous sports results that determine the current position of clubs and athletes in the sports hierarchy. This reputation represents a form ...
	The image of athletes or groups can be potential sports products that can be trans-ferred to other clubs or used for marketing as a name or likeness. They can serve as role models, gaining broader socio-psychological and cultural value (Milojević, A....
	Clubs with a good image and reputation often sell at a higher price than their real market value, while a weak reputation can lead to a decrease in the market price of clubs.
	The image of athletes is an integral part of the overall sports image. It can be viewed as the individual image of an athlete or as the image of athletes who are part of a specific sports collective, which significantly impacts the marketing and comm...
	Depending on the factors of sports performance and public behavior, especially during periods of peak value of their image or career peak, athletes can be accepted by a bro-ad audience as heroes and sports stars. During these times, athletes are able...
	His commercialization is possible through three pricing models:
	1. Contractual price of sports creation value relies on the athlete's image value and is agreed upon through salaries, bonuses, and rewards between the athlete, club, or sports event organizer.
	2. The licensing price of the athlete's image represents the value negotiated between the athlete and advertising companies, sponsors, or manufacturers identified as consumers of the sports brand or its components (such as likeness, name, logo) belong...
	3. Endorsed price of the athlete's image represents the value negotiated be-tween the athlete and interested companies, known as endorsers, who wish for the athlete to support their promotional activities to increase sales of their products or service...
	Recently, another form of materializing athletes' image has been developing in in-dividual sports branches through participation incentives in specific competitions. The reward for invitation and participation in tournaments for top athletes, who enh...
	Athletes, players in team sports, are tied to their club by temporary agreements, exercising their rights to the value of their own image through contracts with their own team or another team. Additionally, like other athletes, they realize part of t...
	For athletes with a marketable image, their value is determined and regulated in the sports market, corresponding to their level of sporting quality, past results, and be-havior, i.e., their overall image. The value of sporting quality in athletes, e...
	The fundamental motives behind transfers or contract extensions between athletes and clubs are:
	1. For the buyer (club): supplementary selection and strengthening of the team's quality.
	2. For the seller (sports club): additional profit and the opportunity to create new concepts or redefine old team activities and strategies.
	3. For the seller (athlete): the opportunity for material valorization of their image and the attempt to find an adequate environment for further sports development.
	The value of sporting quality, in practice, does not solely belong to athletes or sports organizations, even though they are its exclusive owners. The corresponding value portion is determined for each party through contracts, including a portion for...
	Marketing managers interested in using athletes' images base their marketing trans-actions on no fewer than four essential elements necessary for measuring the quality values possessed by athletes:
	1. Performance Quality of Athletes (K) - the psycho-physical characteristics of the athlete that constitute the totality of their talent.
	2. Winner's Mentality (P) - the developed sense and aspiration for victory, reinforced by the athlete's confidence in their abilities.
	3. Personal Characteristics (L) - qualities such as intelligence, education, ethics, principled behavior, psychological stability and balance, humanity, honesty, and fairness.
	4. Media Attractiveness - Publicity (M) - if the athlete's reputation in the public eye is widely and positively heard, implementing a marketing strategy becomes significantly easier. The athlete must be media-friendly, with above-average individualit...
	Branding enables consumers to more easily connect with a product or service thro-ugh association (image) and influences purchasing decisions (Jobber & Fahy, 2006).
	Marketing Environment of Sports Organizations
	An organization must first understand its current and potential environment in which it will offer its products and services before undertaking specific marketing ac-tivities. By embracing marketing concepts, the organization can adequately respond t...
	In the process of marketing analysis, it is important to classify the environment. Although there are no major differences in levels of environmental analysis in mar-keting literature, it is usually stated that the marketing environment can be divide...
	The external environment encompasses uncontrollable and partially controllable factors and is typically divided into macro and micro marketing environments. This represents the initial step in analyzing and formulating business opportunities for the ...
	This understanding of the environment enables the organization to better plan and adapt its marketing activities to achieve its business objectives. Kotler and Keller distinguish between the broader (macro) environment and the task (micro) environ-me...
	Micro Marketing Environment: The micro marketing environment encompasses dynamic and static factors that create challenges, opportunities, and threats for the organization's operations. These factors are beyond the control of the organization's manag...
	Macro Marketing Environment: The macro marketing environment includes six areas where dynamic changes occur that have long-term effects on the organization's operations:
	1. Natural (physical) environment,
	2. Economic and competitive environment,
	3. Socio-cultural environment,
	4. Demographic environment,
	5. Science and technology, and
	6. Political and legal environment.
	Each of these areas can significantly influence the organization's strategy and per-formance, creating opportunities or threats that the organization must consider when planning its marketing activities (Alčaković, et al., 2019). Natural Environment, ...
	Economic and Competitive Environment are crucial for marketing managers, as economic factors and market competition influence pricing strategies and market entry.Socio-Cultural Environment, including social and cultural factors, shapes con-sumer value...
	In sports, the customer is at the center of marketing activities, and the marketing mix (5P) is adapted to market needs to achieve the desired level of sales.
	The Best Examples of Sports Marketing and Achieved Effects
	Of course, sports marketing can be extremely creative and effective. Here are a few examples that have stood out:
	1.Nike's "Just Do It" Campaign: This campaign is known for defining Nike as a brand. They not only used famous athletes like Michael Jordan, Serena Williams, and Cristi-ano Ronaldo, but also focused on inspirational stories that connect people around...
	Brand Awareness-Slogan Recognition: The slogan "Just Do It" has become synony-mous with Nike, recognized worldwide, which is a significant indicator of success. Association with Top Athletes: Linking with athletes such as Michael Jordan, Serena Willi...
	Market Share-Increase in Market Share: After the launch of the campaign, Nike saw a growth in market share, particularly in the segment of sports footwear and equip-ment. Global Expansion: Nike successfully expanded its presence in international mark...
	Sales Growth-Increased Sales: The campaign led to a significant increase in sales, which can be seen in the rise in company revenue during the years the campaign was active.New Product Lines: The success of the campaign enabled Nike to su-ccessfully ...
	Customer Loyalty-Increased Loyalty: The slogan "Just Do It" resonates with custo-mers on an emotional level, fostering brand loyalty.Repeat Purchases: The growth of repeat purchases and long-term customer loyalty can be partially attributed to the su...
	Social Media Engagement-Viral Content: The campaign generated a large number of shares, likes, and comments on social media, demonstrating a high level of audience engagement. Hashtag Trends: Hashtags related to the campaign often went viral, further...
	Public Relations and Media Coverage-Positive Media Reviews: The campaign rece-ived extensive media coverage and positive reviews, contributing to the streng-thening of the brand image. Controversies and Discussions: Some campaigns, such as the one wi...
	Cultural Impact-Impact on Popular Culture: "Just Do It" became a part of everyday language and popular culture, indicating the deep impact of the campaign on society. Inspiration and Motivation: The campaign inspired and motivated people worldwide to...
	Stock Market Performance-Stock Price Growth: The success of marketing campaigns is often reflected in the company's stock market performance. Nike's stock value saw growth during periods following significant marketing initiatives related to "Just Do...
	2. Red Bull Stratos: Red Bull organized an incredible event when Felix Baumgartner jumped from the edge of space, setting the record for the highest free fall. This event was not only impressive in itself, but Red Bull utilized all marketing channels...
	Brand Awareness- Global Visibility: The jump was broadcasted by hundreds of media outlets worldwide, significantly increasing global awareness of the Red Bull brand. Viral Content: The video of the jump and related materials went viral on social me-d...
	Market Share-Sales Growth: After the campaign, there was a recorded increase in sales of Red Bull products, which is an indirect indicator of success in increasing market share.Expansion into New Markets: The success of the campaign helped Red Bull e...
	Customer Loyalty-Emotional Connection: The campaign created a strong emotional connection with the audience, fostering customer loyalty as people identified with the brand's adventurous spirit. Repeat Purchases: Increased loyalty resulted in a higher...
	Social Media Engagement-High Level of Engagement: The campaign generated a massive number of interactions on social media, including likes, shares, and co-mments. Follower Growth: The number of followers on Red Bull's social media profiles significan...
	Public Relations and Media Coverage-Positive Media Coverage: The campaign received extensive media coverage, mostly positive, further solidifying the brand's image as a pioneer and innovator. Long-term Media Presence: The media coverage was not just...
	Cultural Impact-Inspiration and Motivation: The campaign inspired millions of people worldwide, becoming a symbol of bravery and innovation, thus cementing Red Bull’s position in popular culture. Long-term Effects: The jump became part of history, le...
	Technological and Scientific Contributions- Innovations and Research: The campaign resulted in significant technological and scientific contributions, enhancing the brand’s credibility in the field of innovation and research. Partnerships and Collabo...
	Employee Engagement- Employee Pride: The campaign increased the pride and engagement of Red Bull employees, encouraging them to be part of a company that dares to push boundaries. Attracting Talent: The success and publicity of the cam-paign attracte...
	3. Adidas and FIFA World Cup: Adidas regularly stands out as a sponsor of the FIFA World Cup in football. Besides providing kits for many national teams, Adidas has created innovative advertising campaigns that featured the best football players and ...
	Brand Awareness-Global Visibility: Sponsorship of the World Cup increases global awareness of the Adidas brand, as the event is watched by billions of viewers world-wide. Logo Recognition: The Adidas logo is present in stadiums, on players’ kits, and...
	Market Share-Increase in Market Share: Successful campaigns during the World Cup contribute to an increase in Adidas’s market share in the sports equipment and apparel segment. Expansion into New Markets: Visibility during the World Cup helps Adidas ...
	Sales Growth-Increased Sales: During and after the World Cup, Adidas often records increased sales of football products, including kits, footwear, and other sports items. Exclusive Products: Special product lines, such as limited edition kits and foo...
	Customer Loyalty-Increased Loyalty: Association with a prestigious event like the World Cup strengthens consumers' emotional connection to the brand.Repeat Purchases: Fans and football enthusiasts often make repeat purchases of Adidas products due to...
	Social Media Engagement-High Level of Engagement: The campaign generates a massive number of interactions on social media, including likes, shares, and co-mments. Viral Content: Promotional videos and photos related to the campaign often go viral, fu...
	Public Relations and Media Coverage-Positive Media Coverage: Adidas receives extensive media coverage during the World Cup, mostly positive, which strengthens the brand’s image. Long-term Media Presence: Media coverage continues even after the tourna...
	Cultural Impact-Impact on Popular Culture: Adidas becomes synonymous with football culture and becomes part of the everyday life of sports enthusiasts. Inspi-ration and Motivation: The campaign inspires young athletes and football fans, asso-ciating ...
	Technological and Product Innovations-Product Enhancement: Adidas often laun-ches new technologies and innovations in its sports equipment during the World Cup, increasing consumer interest. Design Innovations: Exclusive designs and technologies intr...
	Employee Engagement-Employee Pride: The campaign contributes to a sense of pride and engagement among Adidas employees, motivating them to be part of a company associated with a prestigious sporting event. Attracting Talent: The success of the campai...
	Financial Performance-Revenue Increase: Indirect indicators of the campaign's success include an increase in revenue, thanks to higher sales and global recognition. Brand Value: The campaign contributes to the overall increase in Adidas's brand value...
	Market Positioning-Industry Leadership: Association with the FIFA World Cup solidifies Adidas's position as a leader in the sports equipment industry. Increased Competitiveness: The campaign allows Adidas to compete more effectively with main rivals ...
	4. Under Armour and Michael Phelps: When Michael Phelps won a record number of medals at the Olympics, Under Armour took the opportunity to create a powerful marketing campaign. Through advertisements showcasing Phelps's grueling training and the cha...
	Brand Awareness-Global Visibility: The campaign attracted global attention, incre-asing awareness of the Under Armour brand worldwide. The video went viral, sig-nificantly boosting brand recognition.
	Media Coverage: The campaign received extensive media coverage, including both sports and mainstream media, further increasing brand visibility.
	Social Media Engagement-High Level of Engagement: The "Rule Yourself" video ge-nerated a huge number of views, likes, shares, and comments on social media. The campaign sparked discussions and encouraged user interaction.
	Viral Content: The strong emotional message of the video made it go viral, further amplifying user engagement.
	Customer Loyalty-Increased Loyalty: The campaign created a strong emotional bond between the brand and consumers, fostering customer loyalty. Phelps's story of dedication and sacrifice resonated with many, strengthening brand loyalty.
	Repeat Purchases: The emotional connection resulted in increased repeat purchases of Under Armour products.
	Sales Growth-Increased Sales: The campaign led to a rise in the sales of Under Armour products, particularly those related to sports and training.
	Exclusive Products: The products worn by Michael Phelps became highly sought after, further boosting sales.
	Public Relations and Media Coverage-Positive Media Coverage: The campaign re-ceived numerous positive reviews and mentions, which enhanced the brand's image.
	Long-term Media Presence: Positive coverage continued even after the campaign ended, keeping the brand in the spotlight.
	Cultural Impact-Inspiration and Motivation: The campaign inspired many, not just athletes but the broader public, increasing the brand's cultural impact. Michael Phelps, as a symbol of perseverance and success, became associated with Under Armour.
	Connection to Sport: Under Armour strengthened its position as a brand associated with top athletic performance and dedication.
	Technological and Product Innovations-Product Advancements: The campaign high-lighted the technological innovations and quality of Under Armour products, which increased consumer interest in new products.
	Design Innovations: New products and designs introduced during the campaign be-came popular and in demand.
	Employee Engagement-Employee Pride: The campaign increased pride and enga-gement among Under Armour employees, motivating them to be part of a successful and recognized company.
	Talent Attraction: The campaign's success attracted new talent eager to work in a dynamic and innovative environment.
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	Financial Performance-Revenue Increase: The campaign led to increased revenue, thanks to higher sales and global recognition.
	Brand Value: The campaign enhanced the overall value of the Under Armour brand, strengthening its market position.
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	Conclusion
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	Abstract: This text reviews the book in the form of a monographic publication enti-tled Promotion and Public Relations in the Sports Market - A Marketing Perspective. The growth of the sports market requires a more serious scientific approach to the ...
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	Introduction
	The sports market is experiencing significant growth, both in the primary and secon-dary segments. The sports market is projected to generate a total revenue of USD 2.65 billion in 2025 worldwide. This market segment is expected to have a com-pound a...
	In the Republic of Croatia, the books Public Relations - Theory and Practice (Tomic, 2016) and Strategic Management of Sports Communication (Tomic, et al., 2019) we-re published by a group of authors), group of authors27F . The books of these authors...
	book Sports Marketing and the Sports Industry (Novak, 2006) by Ivan Novak was published in 2006.Pored navedenih značajnijih izdanja, pojavljuje se još jedno, a to je Sportski marketing grupe autora iz 2020. godine (Kos Kavran, et al., 2020). Namely, ...
	Author Popović is the author who published the book Communication and Promo-tion in Sport in Montenegro (Popović, 2018). The second edition was published in 2022. (Research was done according to Cobbis.)
	The common feature of the aforementioned publications is the simultaneous theo-retical and practical approach and the possibility of using them as textbooks at higher education institutions. In addition, in terms of content, these publications cover ...
	Each of the publications highlighted here as significant includes a review of the communication and promotional aspects of the sports market, however, they are dealt with largely within the scope of known promotion techniques, with public relations ...
	The mentioned monographic publication, which has been accepted for use in the form of a textbook at the Faculty of Sports of the University "Union - Nikola Tesla", is a work that will certainly significantly enrich the library fund of higher education...
	Review
	The content of the book Promotion and Public Relations in the Sports Market - A Marketing Perspective begins with a preface in which the authors give an overview of the upcoming topics, as well as an explanation for whom and why this publication is i...
	Bearing in mind that the subtitle of this book emphasizes the marketing perspective, it is necessary to look back at the reason for this approach to the treatment of topics that fall into the field of promotion in the sports market. Namely, and as th...
	Without the primary part, the secondary part would not exist, even to a significant extent, even though its participation is very significant in the overall sports market. In the secondary segment of the sports market, all manufacturers and traders ...
	After clarifying the basic concepts, as well as those that are controversial, which unfortunately are too many, both in the field of marketing and the field of promotion, but also in public relations and the field of sports, then clarifying the key p...
	In the continuation of the content, in the following chapter, they go into topics about the media, emphasizing the importance of the modern information and co-mmunication environment. Current trends in the global sports market show that social media...
	As a significant part of the activities in the sports market is realized through the direct participation of employees, their role in promotion becomes more important. In the primary sports market, they also consider athletes as employees, and in th...
	The key feature of promotion in today's global sports market is the integration of all possible promotional potentials that arise not only from a set of promotional techniques but also from other resources, the most represented of which are those fro...
	In the next chapter, which is also the most extensive, which is quite expected, the authors write about promotional techniques, which leads to the core of the title of this book. From advertising, through personal selling, then sales promotion and di...
	The application of promotional techniques is presented in this book through a strategic promotion framework that correlates with the overall marketing strategy of a sports organization or any other participant in the sports industry. The presen-ted s...
	In the last chapter, the authors provide a broader view of public relations, placing them in the context of social responsibility, and the opportunities that the sports market can provide. In addition to the aforementioned parallels with social respo...
	The special value of the book is represented by the analysis of recent examples from everyday sports (practice), which are contextually selected for a reason and skilfully presented. They complement each of the individual chapters previously discusse...
	Conclusion
	The growth of the sports market requires continuous monitoring of all the factors that make up this market, both from a practical and an academic point of view. Following this need, a scientific approach to the analysis of the application of marketin...
	This book represents a significant contribution to the fund of theoretical resources on the topic of promotion in sports in a broader sense, but also a contribution to the practical benefits that can be achieved based on the presented topics. A large...
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