
CHAPTER 10: Commercialisation and the media

Practice questions at - text book pages 170 to 171

  1)   Commercial sponsorships of sports are primarily motivated by commercial interest in:
         a. promoting a way of life based on consumptions and consumerism.
        b. developing a single worldwide standard of living.
         c. finding new ways to train workers who will produce goods.
         d. building sports that bring the world together for global competitive events.
Answer: a
Explanation:
•	 The main motive of commercial sponsorship is to advertise products to the consumer in exchange of the cost of supporting the 

sport.
 
  2)     The images and messages presented by sponsors of major sporting events tend to:
         a. dictate what people think.
         b. influence what people think about.
         c. be ignored by nearly all spectators.
         d. discourage consumption-based lifestyles.
Answer: b 
Explanation: 
•	 The key word in b. Is influence because images and messages (presented by sponsors) are intended to affect behaviour.

   3)   Which one of the following does not represent positive aspects of media coverage of sport?
         a.     sponsor can provide teams with improved facilities.
         b.    more money for grass roots teams.
         c.     sponsors can control event timing to suit peak viewing times.
         d.     sportspeople gain publicity and commercial benefit.
Answer: c.

    4) Which one of the following best describes a positive impact of commercialisation on sport?
 a. performers are under pressure to perform well when injured.
 b. improved facilities for training and coaching through increased funding for sport.
 c. officials may become too dependent on technology.
 d. pay-to-view TV can make sports events expensive to watch. 
Answer: b.

    5) A definition of sponsorship is:
 a. the act of watching an event, especially a sports contest.
 b. a means of communication with the users of a product or service.
 c. when a person or organisation pays the cost of an activity or event.
 d. a deal whereby a company will pay an individual for its brand to be associated with that individual.
Answer: c.
Explanation: 
•	 The trick in this question is to differentiate between c. a sponsorship and d. an endorsement. 

    6) Identify three factors that have influenced the commercialisation of sport within the UK.   3 marks
Answer:
•	 Industrialisation and improved communication.
•	 Emergence of spectator sport in the nineteenth century.
•	 People had more free time and disposable income. 
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    7) Discuss the advantages and disadvantages of commercialisation in sport.  8 marks
Answer:
Advantages:
•	 Sponsorship helps to promote sport via increasing public awareness.
•	 Income generated can be invested in sports facilities.
•	 Sponsorship is used by NGBs from elite to grass roots initiatives and daily running costs.
•	 Sponsorship provides a valuable income for sports performers.
•	 Sponsorship increases the profile of the sports performer.

Disadvantages:
•	 Sponsors can dictate contractual terms and conditions, such as media appearances made by athlete.
•	 Event sponsors are able to make key decisions regarding the sport, such as scheduling changes.
•	 Media scandals provide negative publicity for the sponsor who may decide to withdraw their sponsorship.
•	 Sports are very reliant on sponsors and so if sponsor withdraws funding stream, the sport will suffer in the short-term until another 

sponsor is found. 

    8) a) Give a definition of sponsorship. Support your answer with an example.  2 mark
Answer:
•	 Sponsorship is when a person or organisation pays the cost of an activity or event.
•	 For example, The Virgin Money London Marathon is sponsored by Virgin.

 b) Identify three factors that would influence a sponsor’s decision to invest in a sport.   3 marks
Answer:
•	 The compatibility of the sport to their commercial product.
•	 How much media coverage the sport receives.
•	 The status of the sport or individual and its fan base.

    9) a) What conditions are required for commercial sport to develop?  4 marks
Answer:
4 marks for four of:
•	 Commercial sport is most prevalent in market economies, where material rewards are highly valued by those connected with 

sports, including athletes, team owners, event sponsors and spectators.
•	 Commercial sports usually exist in societies with large, densely populated cities, because they require a large concentration of 

potential spectators.
•	 Commercial sports require that people in society have time, money, transportation, and media connections to attend or to tune 

into sports events through the media (mass cultural in nature). 
•	 Commercial sports are a luxury, and they prosper only in societies where the standard of living is high enough that people can 

afford to use the resources of playing and watching events that have no tangible products.
•	 Commercial sports require large amounts of capital to build and maintain stadiums and arenas in which events can be played and 

watched.
•	 Commercial sports are most likely to flourish in cultures where lifestyles involve high rates of consumption and emphasise material 

status symbols.

 b) Suggest two reasons why commercial sports have become global commodities.   2 marks
Answer:
•	 Those who control, sponsor, and promote sports are looking constantly for new ways to expand their markets and maximise their 

profits.
•	 Transnational corporations, for example, MacDonalds, with production and distribution in multiple countries, can use sports as 

vehicles for introducing their products and services all around the world.

  10) How are advertising and merchandising linked together within sport’s marketing?  3 marks
Answer:
•	 Advertising and merchandising are closely related concepts in the area of retail marketing and communications. 
•	 Retailers use advertising to project a brand image and to drive traffic to retail stores or websites. 
•	 Merchandising is strategic placement of products that attracts attention and contributes to sales once customers are in stores.
•	 For example, Manchester United has its own retail stores where their kit can be purchased.
•	 Their products need to be marketing through advertising campaigns at matches and on their bespoke TV channel. 
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  11) Write an argument for and against the suggestion that the commercialisation of sport  
 has been beneficial for the performer and for the sport.   4 marks
Answer:
2 marks for two from: Arguments for:
•	 It allows professional athletes to train and compete full-time as their career.
•	 Broadcasting sport provides revenue that can be used to support NGBs, development of facilities, coaching and equipment. 
•	 Provides coverage for minority sports that will help them develop.
•	 Creates role models, which in turn increases participation rates.
•	 Increases the profile of the sport.

2 marks for two from: Arguments against:
•	 Creates greater pressure to succeed which may lead to gamesmanship and deviant behaviour.
•	 Puts greater pressure on sports performers to do well and fulfil their employee contracts.
•	 Who in turn are under pressure from the stakeholder (sponsor).
•	 Change of attitude - winning becomes an obligation and this success will create the right environment for stakeholder to make a 

profit.
•	 Sponsors are more likely to support the already popular sports, thereby increasing the gap between main stream and minority 

sports. 

  12)  a) Describe three negative effects of media coverage on sport.  3 marks 
Answer:
•	 Sportspeople start to want to win-at-all-costs.
•	 Media puts a lot of pressure on teams/players/managers.
•	 Sports stars lose their privacy.
•	 TV forces changes on sports, for example, the golden goal.
•	 The media over-sensationalise events to entertain.

 b) Describe four positive effects of media coverage on sport.  4 marks
Answer:
4 marks for four of:
•	 It promotes sport.
•	 It creates role models.
•	 It encourages participation in sport.
•	 It creates sponsorship.
•	 It educates the individual about sport.
•	 It informs the public about fixtures/news/results.
•	 Income from televised sport benefits governing bodies and clubs.

  13)  Describe three ways that sport benefits TV.  3 marks
Answer:
•	 Sports attract advertisers to TV.
•	 Sports programmes are cheaper and easier to produce.
•	 Sports programmes are often shown at low peak viewing time.
•	 Sports events attract viewers.

  14)  Many elite sports are now commercialised and seen as forms of entertainment. 
  Discuss the suggestion that an increase in the commercialisation of sport has been 
  beneficial for performers and the sport.   8 marks
Answer:
•	 	Increases in salaries – elite performer can train full-time, which will improve performance levels.
•	 	But they may want to make money too much and are prepared to take deviant means, such as doping, to succeed. 
•	 	Elite performers become role models and can attract more youngsters to the sport increasing participation levels.
•	 	This means that they must portray a positive image as their behaviour is always under the spotlight. 
•	 	Poor behaviour on or off the sporting arena can reduce participation and spectator levels, as they become poor role models.
•	 Income generated from commercialism can be invested in sports facilities, such as the London Olympic Park.
•	 Money can be used for grass roots initiatives such as Fair Play Awards.
•	 Commercialism can provide income to popularise minority sports such as table tennis and volleyball.  
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   15)   Outline the positive and negative features of sponsorship for the sports performer.  6 marks
Answer:
3 marks for three from: Positive features:
•	 Allows full-time training for the elite performer.
•	 Covers living and travel expenses.
•	 Provides clothing, equipment.
•	 Level of funding which gives financial security.
•	 Able to focus on sport instead of work.
•	 Pays for coaching.
3 marks for three from: Negative features:  
•	 Available only for the very best.
•	 Given only while certain standards are maintained.
•	 May give bad image, for example, tobacco.
•	 Lead to feelings of exploitation.
•	 Desire by sponsors to manipulate.
•	 Reliance on specific sponsor.  

   16)   What is the role of the media in promoting healthy lifestyles and lifelong involvement in physical activity? 5 marks
Answer:

•	 Programmes on and in the media will be seen or read by millions of people who will be influenced by it.
•	 If the policy of the media is to promote healthy lifestyles and lifelong participation it will have a positive impact because the public 

will be influenced.
•	 The informative role is concerned with what is happening and the analysis of it.
•	 The entertainment role is to make these lifestyles attractive.
•	 The educative role is to make sure young people at least get the message as to the value of healthy lifestyles and lifelong 

involvement in physical activity.
•	 This role is also achieved for the public through documentaries.
•	 The advertising role of the media, with associated products, can influence people into adopting a healthier lifestyle.
•	 The media can influence healthier lifestyles through sponsorship schemes. 
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   17)   Sport, commercialism and the media are all interdependent on each other for their 
   success and popularity. Discuss.  20 marks

Answer:
Note: This answer must show how sport, commercialism and the media are intertwined and include some of the advantages and 

disadvantages of these relationships.
•	 Sport, commercialism and the media make up what is known as the ‘golden triangle’. 
•	 The golden triangle links and provides an overlap with strong, mutual and beneficial relationships between these three parties.
•	 For example, a football club (sport), a supermarket (sponsor) and the local newspaper (media) can all work together and all 

benefit from their connections with each other.
•	 Without one, the other two cannot survive.  
•	 A sponsor will expect to promote its products by using a performer’s image.
•	 A contract will be commercial and dependent on the status of the sportsperson.
•	 If the status falls, so might the sponsorship.
•	 For example, Maria Sharapova received a two year ban in 2016 following a positive drug test.
•	 And is an example of a high profile role model that received negative publicity.
•	 A series of leading commercial brands, such as Nike and Porsche, suspended their sponsorship deals with her. 

The media and sport:
•	 Media coverage raises the profile of the sport.
•	 Achieved through a variety of forms, such as pay-per-view TV, radio, social media, the Internet, and the tabloids.
•	 Non-media sports are seen as low status with fewer role models and are seen as less accessible to wider society.
•	 The media helps promote such sports, and can be instrumental in developing interest in less popular sports such as squash, 

lacrosse and netball. 
•	 For example, in the past the game of netball lacked regular TV coverage and struggled to financially reward its elite players 

beyond subsistence.
•	 Now regular TV coverage of the netball superleague is helping to improve: 
										•	 The profile of individual players.
										•	 Participation levels at grass roots level.
										•	 Spectator levels. 
										•	 More fixtures.
										•	 Commercial opportunities.
										•	 Standards of performance through positive role models.

•	 When a sport raises its media profile, control shifts from the performers and NGB’s to agents and TV companies.
•	 Some sports have changed to make them more suitable to media coverage. 
•	 This applies to kick off times, coloured kit in cricket and a white ball.
•	 Timing, frequency and structures may change to suit broadcasters’ schedules. 
•	 Rules have been introduced to speed up to game to prevent spectator boredom.
•	 Changes have been made on the scoring of sports to create more excitement.
•	 Electronic calling systems, such as HawkEye, enhance the sport for players and fans alike.  
•	 Breaks are provided to sponsors can advertise their products.
•	 Ticket prices increase as the popularity of the sport increases.
•	 And are often sold at inflated prices on social media sites. 

•	 The media can put a lot of pressure to succeed which may lead to gamesmanship and deviant behaviour.
•	 On the more positive side, the media delivers a healthy, active lifestyle message to both participants and spectators.

•	 Many governing bodies have been forced to embrace the commercial world in order to compete in modern-day sport and continue 
to attract top performers into their sport.

•	 Governing bodies and other organisations have become multi-national companies.
•	 Income derived from TV adverts, sponsors and from the use of role models.         
•	 Can be invested in facilities, coaching and grass roots initiatives, for example, ‘A Chance to Shine.’

•	 Commercialism has a strong profit motive.
•	 And commercial sport is a professional and mass entertainment industry.
•	 And goes hand in hand with sponsorship, business and contracts.
•	 Commercial sport puts greater pressure on sports performers to do well and fulfil their employee contracts.
•	 Sponsors are more likely to support already popular sports, thereby increasing the gap between main stream and minority sports.
•	 Business and the media pay large sums of money to gain access to the huge consumer audience that views sporting events.
•	 In turn this audience has the potential to increase sales and profits for the companies involved. 
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  18)  How should a team or national governing body use high profile athletes to grow and promote their sport? 4 marks
Answer: 
•	 High profile athletes can be portrayed as providing positive messages such as good behaviour, commitment to goals, good health 

attitudes, community engagement and sport participation.
•	 And so as role models they can be used to promote their team or NGB to inspire young people to take up sport with these positive 

messages.
•	 Their influence should increase participation and spectator figures.
•	 And in turn attract more finance for the NGB from Sport England (National Lottery) gate receipts and commercial revenue.
•	 This funding stream will enable the team or NGB to grow. 

  19)  a) Identify some of the threats posed by the Internet and social media on the sources  
  of revenue for an international governing body such as the International Rugby Board  4 marks
Answer:
Note: The customers are the sports fans and ultimately are the source of all revenue. A governing body is responsible for managing the 
interests of the post, including major sponsors and technology companies.

4 marks for four of:
•	 Tickets are often sold at inflated prices that go into the pockets of touts on auction sites like eBay potentially depriving the 

governing body of revenue. 
•	 New types of media companies such as Apple TV and Google are entering into the sports market arena.
•	 And so threaten to disrupt the current dominance of television companies, such as the BBC, in sports broadcasting and its 

associated revenue rights to the governing body.
•	 Internet technology challenges how sports rights holders, such as governing bodies can protect the value of the broadcasting rights 

they sell to TV companies.
•	 Internet piracy and changing consumer habits, such as mobile technology, make live broadcasting less appealing to traditional 

broadcasters.
•	 Thereby reducing the spectator base and income to the governing body as traditional broadcasters reduce or withdraw live media 

coverage.

•	 Internet technology is likely to be in a leading position to attract commercial revenue that may not provide the governing body with 
sufficient income to operate their sport successfully.

      b)      In minority sports, such as badminton and extreme sports, how can the Internet be of use to promote the sport in a    
               different manner to television broadcasting?  2 marks
Answer:
•	 The Internet creates new possibilities such as financial support, media exposure and the development of role models, for minority 

sports.
•	 That is not large enough to attract significant revenue from mainstream television broadcasting.
•	 The Internet assists in helping clubs to deliver behind-the-scenes access to fans on a cost effective basis.

  20)   Discuss the future of commercial sport.            4 marks
Answer:
4 marks for four of:
•	 Entertainment and consumption will be the major organising principles for the future. 
•	 Financial profits and economic expansion will be the goals of most sports and corporations.
•	 The emphasis on entertainment will fuel the success of professional sports in forms of ‘sportainment’ TV which provides online 

streaming platforms. 
•	 Corporate conglomerates will buy teams and link them to their media entertainment and Internet divisions.
•	 Sport equipment manufacturers will continue to sell the idea that involvement in sports requires highly specialised and expensive 

equipment and clothing.
•	 Wealthy people will use sports as contests for announcing their status and identities through appearance, and sport ownership.
•	 Armchair spectators will have greater choice of when and what to view via a variety of media networks.
•	 Sport will continue to be an integral part of the entertainment lifestyle of the masses.
•	 To improve human wellbeing and quality of life. 

78

COMMERCIALISATION AND THE MEDIA
PART 6 
CHAPTER 10



  21)   a) What is meant by the term ‘pay-per-view?  1 mark
Answer:
•	 Pay-per-view describs the provision of TV programmes (not just sport) you have to pay by credit card, or addition to your monthly 

fee to watch as and when required.

 b) Briefly describe how pay-per-view has grown over the past decade.  3 marks
Answer:
•	 Grown by the addition of specialist channels for sport (eg Manchester United, Chelsea soccer club sites).
•	 Big matches or boxing bouts provided in clubs and pubs paid for on entry.
•	 Or on giant screens in cinemas.
•	 As well as in spectators’ lliving rooms.
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