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Caxerak: Pa3Boj HOBUX TeXHOJIOTMja, BUFIO-CTPUMMHT IIATGOPMU, APYIITBEHNUX
MefiMja U CTIO>KeHNX MapKeTMHIIKUX Mpexka TpaHchopMIcao je TpaguimoHansor TB
I7Ieflaolia y IIodaIHor moTpolIada. YIopeo, Kajia je ped 0 0dlacTy CiopTa, BPXyHCKM
CIIOPTUCTH MOCTANNU Cy MHGIYeHCepH 4Mja je CHara y IpOMOLMjI U Ipofaju ofpebhenor
dpeHyia BenuKa 3axBasbyjyhm KpequduanreTy nsrpaheHom y cBeTy JUCHUIIIMHE U T10-
crurayha, 4uMe yTrdy He caMo Ha j1ojanHy mydnuky Beh u Ha nmpy nomymnaiujy. [Topen
OBUX MaKpounHpIyeHcepa, ananusupahemo u MuxpouHdryeHcepe Koje aarOpUTMI
IPYLUITBEHNX Mpexka IPeI03Hajy Kao MocedHO YTHIIajHe y crieudUIHNM HUIIAMa pe-
JIeBaHTHUM 3a IUTUTATHY MapKeTHHT. [lomasuMo off mpeTHocTaBke Aa MeiujaTu3ammja
criopTa mpeodpajkaBa CIIOPTCKe U/0/Ie Y CUMOOMMYKY KalMTal BUCOKOT MapKeTHHIIKOT
U KYATYPHOT 3Ha4aja, yjefHO MoACcTHYyhy HacTaHaK caBpeMeHOT IPYIITBA CHEeKTaK/Ia.
VcrpaxuBatbe je dasupaHO Ha KBAIMTATMBHOM TEOPUjCKO-aHATUTUIKOM IPUCTYITY 1
MHTEePAVCIUIUIMHAPHO]j CMHTE3! YBUJA 13 MEAVjCKIX CTY[Mja, COLMOIOTHje CIIopTa I
MapKeTHHIa, Kopuctehy KpUTHUKY aHANMU3y cafipXkaja, KOMIIAPATUBHY aHAIU3y OpeHs
amdacajiopa, CTyauje Clydaja U AefyKTUBHO 3aKkbyunBame. LIb je fa ce mpukaxke Kako
MeJjaTusaluja CropTa 1 yIora uoja Kao HocuIala CMMOONTNYKOT KaliTana OdIIKyjy
HOTPOLIAYKY CBECT Y AUTUTATHOM OKPY>KeHY.
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YBO[

TloMuHalyja [UPeKTHOT IpeHoca COPTCKIX forabaja, koju nmpusade HajBehy riema-
JIaYKy [a)KEby, TOKOM IIOCTIEIbIX AelieHja MepeHa MIInjapaMa KOH3yMeHaTa, T0CedHO
je yTuiaza Ha IpOMeHe Ha II0/bY OITIAlllaBalba U CIIOH30PCTaBa, Y3 BEMUKIM IPOGUT KOjI
IIpaTy OBe Ipoliece. Besa criopT—Mefuju—HoBal 3a oceAuLe, n3Mely ocTasor, nMa jadarse
CIIOPTCKe MHAYCTpHje, ITI0danusanujy CIopTCKOr CIIeKTak/a, Belly momymapHocT criopra
y MeaujuMa, a/m U TpaHchopManujy Iiefaola y Mep/biBY MapKeTUHILKY IPOU3BOJ, diije
Cce MIHTepeCoBabe 3a CIIOPT ,,TIPojaje” OITalIBadNMa.

C mpyre cTpaHe, c/1aBa 1 yTHULA] jABHUX TMYHOCTI Ha IPO(ECHOHATHOM H0/bY, Te
TAaKO ¥ BPXYHCKMX CIIOPTHUCTA KOjU CY O/IM4erbe YCIlexa I CHare, ca pa3BojeM CpeficTaBa
MacCOBHMX KOMYHJKAIija He OCTajy BUILIE y OKBYMPY TMYHOT WK K1yrckor. Ouu godujajy
Y MapKeTHMHIIKY CHAry KOjy BlIacHMIM OpeHj0Ba BIfie Ka0 IIOKpeTadyKy MallHep1jy 3a
odoplarse CBOje TPIXKMILHE TTO3UIIMje U MMMUIA, ¢ ubeM HoBehara mpopaje.

TepMMH ,MapKeTUHI IIO3HATUX INYHOCTY  3aMEHIO je TePMIH ,IIpenopykKa‘
KopucHmuke, 0ZHOCHO IIOTPOLIaYKe HAaBUKe Cy OCedaH M3a30B y JUTUTAIHOM 0Oy Kaja
je mojepmHarn n3adpaH (TapreTupaH) He CaMo OIIITHM — TMHEAPHNM MapKeTHHIIKIM
nopykama Beh ¥ AupeKTHO, IepCcoHaMM30BaHNM peK/TaMaMa Koje ce IIaCHpajy Ha OCHOBY
PaHMjJX HOTPOLIAYKIX HHTEPECOBAbA I OHJIAjH KYIIOBIHE.

Cropr je mak offaBHO 0O/IACT KOja MMa IIMPOKO MaHeBAPCKO II0/be 1 Y OBOM IIOTJIETY,
IIa Cy U CIIOPTHUCTY OffABHO MOXKe/bHI aMdacaiopy IpON3BOJia I yCIyra Koje He MOpajy
HY>KHO JIa CIIajiajy Y IO/be BIXOBE CTPYYHOCTIL.

»IToHalmame KyIama i BUxoBe npedepenie cy, MehyTiM, KOMIIMKOBAH IIPOLieC,
KOju 3aBMCK Off MHOTMX (akTopa. OBaj mpolec MMa 3a Lub fa y3 nomoh croprckux
3Besfia yrude Ha ofipehere dpeHoBe Bulite i Matbe U fja IPUOIVKH CIIOPTCKY 3BE3IY
CBOjUM KYIIIIMA, dapeM Kpo3 meHe npoussofe. HapasHo, Taj yruiaj he dutn pasnmm-
YIT 3a CBAKOT KYyIIja ¥ HOTpOIIaYa, CHAXKAH 3a HeKe 1 HMKaKaB 3a apyre” (Voracek &
Céslavova, 2021, str. 108).

TepMuH ,,Iperopyka IO3HATUX IMYHOCTI je JaHac O/VDKY reHepalyjaMa T3B. I1-
rutanHux ypohennka (digital natives), renepanujn Z, 1ma v reHepanuju Y, Koje Cy 3a MHOTe
IIpOM3BOJie OCHOBHA IW/bHA Ipyna. OBa reHepanuja odyxsata pohene usmehy 1980-ux un
1990-1x, c BeMKIM €KOHOMCKIM IIOTEHIIVja/IOM, IOK TeHepalyjy Z KapaKTepyIIy M/Ian
KOj¥ Cy Ofpaciy y3 fUrnTanHe ypehaje v MHTepHeT.

bes 0d3mpa Ha ydehuBauky HUBO MapKeTHHIIKe IIOPYKe, IbeH MpHjeM, ca KOMYHM-
KOJIOLIKOT acIleKTa, IPMMAapHO 3aBUCY Off pedpepeHTHOT OKBMpa IpuMaona. bynyhu ma
Cy HOBE TeHepalyje MOTPOoIIaya 1a/IeKO U3JI0KEHNje HajpasIMINTIjIM MapKEeTUHIIKIM
HOpyKaMa, a BJXOB YKYC ICTAHYaHUj!, HITje JIAKO, YIIPKOC JOOpOM KBaIUTETY, U3[BOjU-
TV ce y 0OM/bY IIOHY/e MCTUX WIM CIMYHUX TpousBoza. Ilopyka koja ce KOPUCTHU y OBOM
TOMeHY KOMYHMKAIIMjCKOT yTUIIaja 3aTO MOPa MMaTH IOJATHY BPEJHOCT.

ITpumapuu GoKyc OBOT TEKCTa, CTOT'a, jecTe Ha IIPMKa3y TakBe JofaTHe — ydehusau-
Ke CHare CHOPTUCTa Koju mpoMosuiy onpehenn dpenp pedepupajyhu ce Ha cnoprcku
IyX ¥ Bp€JHOCTH 4Nja CHAra je JaHac y TOM IIOIJIe[y KOPMCHHja Off IIyKe KOMepLjalTHe
MOTpoIlIayKe cBecTH. VICTOBpeMeHO HaCcTOjUMO MIIyCTPOBATH U IIMPE APYIITBEHE TOKOBE
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Y OKBUPY KOjUX C€ TaKaB IbJXOB IIOTEHIIMja/l MATE€PUja/IU3Yje, U IIOKA3aTI KaKO Cy MENM)I
oy} mpeHocHIana nHGOpMaIja IIOCTaIy ¥ MONHa MapKeTHHILKA a/laTKa, Te TaKo M Ipo-
MOTEPM U IPOIMATaHAHO CPEACTBO U y OBy criopra. Ha Taj HauMH >KenMMOo JOKas3aTu 1
paHMje Ha3HAYEeHy ITO/Ia3Hy IIPETIIOCTABKY, KOja IPOU3/Ia3/ U3 YMIbeHNIIe f1a CIIOPT laHacC
jecTe nsyseTHo epuKacHa MapKeTMHIIKA M1aTOpMa, aHAMM3KMpajyhn oKBupe yTuaja
CIIOPTCKMX U0/ KA0 IIPOMOTEPA MOTPOIIAYKIX HaBMKA I UIEHTUTETA, KA0 M MEXAHM3ME
koju ra omoryhasajy, odmmkyjyhu HaBuke, n3dope 1 BpeHoCcTH HoTpouaya. Ius je ga
ce Kpo3 TeOpMjCKO-aHAMUTUIKY IPUCTYTI U CTYAMje CTydaja MCTPaXM U 0djacHM KaKo
caBpeMeHa MefiMjaTusalyja CliopTa ¥ MapKeTHHIIKA MHCTPYMEHTAIM3alnja CIIOPTCKUX
UI0Ma yTUIy Ha 0ONMKOBame MOTPOIIAUKe CBECTV CaBPEMEHOT T/Ieflaolia, C TI0CedHNM
¢dokycoM Ha yIoTy Makpo ¥ MUKPOMHGIyeHCepa y AUTUTATHO YMPEKEHOM OKPYKembY.

OIl META CITOPTCKUX TOTABAJA
11O BUPAJTHOT TJOCETA OBJABA

ToxoM pasBoja HajlOMUHAHTHUJET ¥ HAjyTUIIAjHUjET CPEACTBA MACOBHUX KOMYHIM-
KaIlyja — Te/ieBU3Nje, AMPEKTHU TIPEHOCH CIIOPTCKMX florabaja mManm cy BuImecTpykn
3Ha4aj, ¥ TO HajTIpe Kpo3 KOHCTAHTHN YTHI[aj Ha TEXHMIKO-TEXHOIOMKO yHarpeheme TB
MHIYCTpPHje, OCTBapuBambe CBe Beher mpuxosa o7 MapKeTHHTA 1 MHTEH3UBHU]ET Kpeparmba
CBECTH T/Ieflaiana.

»Kaxxe ce fa je ciopt kameH Temespary TB nnnyctpuje. Maxo je nyro Bpemena duo
TOCTYIIaH caMO Ha HaI[IOHATHVM TIPOrpaMmMa 11 OeCIIaTHUM KOMEePIIMjaTHIM KaHa/IMa,
300r CBOjUX KapaKTepUCTUKA I CHAXKHOT YTUIAja Ha ITIefaolie KOjI ce OI/Iefia Kpo3 jake
eMoluje 1 neHTI(UKAINjY, HOCTAO je BeoMa aTPAaKTIBaH 3a ITACMaH Ha ITPeTIUIATHIYKE
nnardopme (Citi¢, 2023, str. 139).

OBa mmpoka JOCTYITHOCT NIPEeKO AUTUTANHYX MIaTdopMu 1 cBe Behe MHTepecoBa-
e, TOCEdHO 3a T3B. BEMMKVM CIIOPTOBUMA, YTHLIA/A je 1 Ha pa3Boj 1 mosehamwe mpuxona
cropTcke MHAYCTpuje (Off Mpofiaje IpaBa MpeHoca U CIIOH30PCTaBa), alli M Ha Kpeuparbe
CIIOPTCKMX MI0NIA KOjJ MIMajy TTI0OaTHY TIPENO3HAT/BUBOCT.

»IPaIULIMOHATIHM MEMj! U [la/be Taje Ha/ly fla Cy YCIIe/N Jla CyCTUTHY HOBE Me-
nuje u ga he omcratu Ha cloXXeHOM MyITUMeAUjanHOM Tpxuity. [Tonynom csojux TB
KaHaJIa My TeM AUTUTATHUX CTPUMMHT IIaTGOPMU 3a IVIefjatbe YXKUBO U Ca OIIOKEHUM
mpeHocoM, mosehanu cy cBoje ImaHce, a 0Baj HAYMH AUCTPUdYILMje IporpaMa YMHU UX

« Nege s
TOCTYITHVMM U Ha TaMeTHMM TenmeBusopuma‘ (Citic, 2024. str. 192).

Ha cBum maTopmama MIMPOM CBeTa, TPAAULIMOHAIHO, IIPBO MECTO Ha IUCTY Haj-
IJIelaHMj X CIIOPTCKUX IpeHoca npumafa CBeTcKoM MpBeHCTBY y yndany (FIFA World
Cup). Hocnenmwe ¢punane 2022. usmeby Aprenruse u Ppanirycke mparuio je 5,4 Mumjapan
IJIefiasialia, a CIef1 HajIoy/IapHuja cBeTcKa dunmknuctidka rpka Typ n ®panc (Tour de
France), xoja ce mpatu y Buitie of 190 3emaspa ca oxo 3,5 munujapau rnefanana. Crenehe
je CBetcko npBeHcTBO y komapiy (FIBA Basketball World Cup) ca oxo Tpu Munujapae
rreganana. @uunane CBeTckor npBeHcTBa y Kpukery 2019. rognue (The Cricket World
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Cup), nameby Enrnecke u HoBor 3emanpa, MupoM cBeTa je IpaTUIo OKO 2,6 MIINjapau
I7Iefiaiala, ok JleTme 1 3MMCKe ONMMMITNjCKe UTPe IIpaTu y AMPEeKTHOM IPEHOCY OKO IBe
mumjappe riefanana. ¥3 ¢punane Jlnre mamnnona (UEFA Champions League Final) dumo
je oko 450 MymoHa JpyduTesba dyndaa nmpoM ceera (HaBefeHo IpeMa: Roberts, 2025).
Komepuujanuy cHary cioprckux gorabaja Bugeo-cTpuMuHr miartdpopme HacToje Aa
MCKOpuUCTe 11 Kpo3 0de3dehuBarbe eKCKTy3sMBHIUX MpaBa 3a AUPEKTHE IPEHOCe.

»Hajseha rnodanna crpumunr wiarpopma Herdmxe odopuna je pexopp 15. Ho-
BeMdpa 2024. ropuHe, Kazia je dokc Meu nsmehy Majka Tajcona u Ilejka Iloma ncrospe-
MEHO NpaTWIo 65 MIINOHA I7IefjajIalia MNPOM CBeTa ITyTeM CBOjUX aMeTHUX ypeDhaja.
OBaj, KaKo Cy ra Ha3Bay, ‘HajouekyBaHuju’ Med usMeby nerennapuor Majka Tajcona u
jyTjydepa Koju ce mpodecroHaTHO daBu SOKCOM, MO0 je TEXHMYKMU U3a30B 32 HUTUTAITHY
nnatdopmy Koja uma 282,7 MUTMOHA PEeTUCTPOBaHUX KopucHuKa mupoM ceera” (Citié,
2024. str. 184).

Y oBOM cnekTakynapHoM Meuy uyBeHM Majk Tajcon (Michael Gerrard ,Mike”
Tyson), Koju ce GpU3MUYKM HeCIIPeMHIj) BPATIO Y PUHT [IOCTIE Be fieljeHje, TOPaKeH je,
IITO je BEPOBATHO OMO IIIOK 32 MOIITOBAOLIE IeroBe MpodecroHante Kapujepe, amy He
U 3a IIOjeiHe APYyre aKTepe y CIOPTY, KOjI CY 0Baj IPEHOC OCMATpPaIi KPO3 IPU3MY
IIOC/IOBHOT IIOJyXBarTa.

Ynpaso cy jake eMoluje 1 ugeHTHUKaLMja, Koje modyhyje ciopt, Hajseha mapke-
THMHIIIKA CHara CIIOPTCKUX IOC/IEHIKa KOjy IIPeIIo3Hajy BracHuiy dpenzosa. Tako, pery-
Mo, koMmnanuja Unilever, y rnodannoj kamnamyu #KeepAClearHead, anraxyje pyndanepa
Kpucrujana Ponanpa (Cristiano Ronaldo) Ha mpomoruju mamnona npotus nepytu Clear,
Jia IOPYKOM O MEHTa/IHOj CHa3! 1 POKYCy KPO3 CBAKOFHEBHY PYTHHY, IPETOPY YN IAMIIOH
MJIafiuMa KaKo Oy IOCTHUITIM OTHOPHOCT U Hajdosbe pe3yiTaTe YIPKOC, KAKO Ce HaBOAN,
pactyhoj connjannoj ankcnosnoctu (APN News, 2019).

ITpenycroB 3a pujeM ¥ yTHUL[aj OBe ¥ CINYHMX IIOPYKa, 4eCTO YOOTMYEHNX y ay TeH-
TUYHY IPUYY CIOPTHCTA® jeCTe HIXOBa IIOMY/IapHOCT.

~LPYIITBeHe MpesKe Cy TpaHC(hOpMIICae HadlMH Ha KOjII KOH3YMIPaMO CIIOPTCKH
cajip)xaj 1 IIoBesyjeMo ce ca crioprucruma. Ilnardopme nomyr VMucrarpama cy omoryhu-
Jie CIIOPTHCTHMA Jia 3a00ub)y TpafuIioHaTHe Mefjyje U yCIIOCTaBe ANpPEKTHE OHOCE Ca
HaByjaunma. OBa IIPOMeHa je IIPOMEHNJIA IPYLITBEHe MPeKe U CHOPTCKY MHAYCTPU)Y,
uctudayhu fpyiTBeHe Mpexxe Kao ajar 3a dpeHanpare, MapkeTHr u yrunuaj“ (Jobs in
sports, 2025).

CaBpeMeHN JUTHTATHI MAapKeTUHT VIMa IIPYCHUjJ OFHOC C MOTPOIIAYNMa Y OffHO-
CY Ha jefHOCMEpHE peK/JlaMHe ITOpyKe TPaAUIVOHATHNX Meanja. HoBu moteHnujan ce
OCTBapyje Kpo3 MHTepakTUBHOCT U Behe MoryhHocTu 3a jajbe ucTpakuBame dpeHna,
Kao 1 Kpo3 IoBe3aHe 0djaBe Ha MHTepHeTY. T'3B. MHIyeHCepCKe KaMIIare TaKO MOCTIDKY
edexTe Kojy Cy BUIIECTPYKO Behy o HeKaJalllb1X TMHeapHUX MapKe TYHIIKIX KaMIIaba,
KOje Cy MMaJle CBOjy LM/BbHY TPYILY, a/IV He ¥ TEXHWYKO-TeXHOJIOLIKY MH(PacTPyKTypy fa

> TsB. MeTop npuyata rnpude (storytelling), nHade OMMHAHTa METOLO/IOTHja OOINKOBAbA I IIpe-

3eHTOBaIba CafIpXKaja y CaBPeMEeHNM MefIuj/Ma.
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y OBOJIMKO]j MepH 0 e pompy. [locedue edekre MOCTIKY, K0 1 paHuje, MAKpONHGITY-
eHCepy, Tj. y HallleM CITy4ajy CIIOpTCKe Mera 3Besfie. VsyseTHa cHara, MehyTum, nexu n
Y T3B. MUKPOMHGTyeHCepUMa, KOji Aeyjy y CBOjUM HMUIIAMAa U CBO]j YTHUIIAj IIPe IIPEKO
T3B. /IMfiepa MULUbewa (opinion leader).

Jlox cy ce Hekafia MefIUji KOPMCTUIN VICK/BYIMBO 33 EMMTOBAbE KaMIlama (M3BOpHA
yrora mpeHocuana nadopmManmja), caBpeMeHy — JUTUTATHYU Ce KOPJCTe 1 33 Kpeyparbe,
any u 'y pasHe fipyre cBpxe. KoHKypeHIIja je TTaK HaMEeTHY/Ia HOBU TPEH/, — BPETHOCT, TAKO
fla jemMHM anyT ycllexa Hyje ITyKa BUPaJHOCT, OBHOCHO jocer odjaBa. Canropa (Jacinda
Santora) KoHcTaTyje fa cy y MehyBpeMeHy cTUIOBU cafip>Kaja caspern 1 fja Cy BULLE JINYHU,
I1a JaHac HajepuKkacHNje odjaBe 4eCTOo IOYNIbY IPU3HAbEM Jla CTe paHuje pagyIl HellITo
TIOTPeNIHO, yBTadehn I71efaorie y HapaTus KOjy Ipajiyt OBepemhe U MOICTYe KOHBEP3Njy
(Santora, 2025).

ITpema Teopuju IIOCTOje TPY BPCTe MOjefUHALA MH(IyeHCepa I TO ,T3B. YBOPUILTA
(hub), Tj. nodSpo noBesaHe ocode ¢ BemkuM dpojeM Besa ca [pyruMa; Mapruse (fringers),
Koje cy cnado nosesane; u MoctoBu (bridge), Koju oBe3yjy ABa MHa4Ye HeIIOBe3aHa jera
mpexxe” (Hinz et al., 2011, str. 4). Y HekuM cry4ajeBuMa, ako CIIOPTICTA [OBe3yje pasin-
91Te, MOX/a HelloBe3aHe rpyte (HIp. GaHOBe PasIMIUTHX CIIOPTOBA, 3ajeHNIA NN
peruoHa), Morao 0y pyHKIMOHNCATH U Kao OPYLWITBeHM MOCT. [IpuMapHo, MehyTnm,
3dor Benuke dase ImpaTwiala U MHTEPaKIyje, CHOPTUCTH Ce Hajuelrhe ocMarpajy Kao
IpyLUITBeHa YBOpMINTA. VImak, He Tpeda saHeMapuTH yTHIAj CIOPTCKUX MUKPOUHPITY-
eHcepa Koju 0OMYHO MMajy Mame MpaTHIalja y OfHOCY Ha MaKponHIyeHcepe, ann je
BJIXOBA IIPEIHOCT jaK HMBO IIOBeperba I KOHKpeTHYja ITyduKa (HIIp. JbyduTesy GpuTHECA,
aMaTepCcKy CIIOPTUCTH, HaByjaun ofpeheHor kiryda), Koja He du duta AMPEKTHO MOBe3aHa
C BeMKMM OpeH[OBUMA, [ja HUje BUXOBOT yrulaja. MehyTum, ako MukponndyeHcep,
TIOTIY T JTOKA/THOT CTIOPTHUCTE, ¥IMa MHOTO ITpaTu/Iala y jeloM Tpafy Wan Kaydy, OH y CBOM
MUKPOEKOCUCTEMY Tafa MOXKe fja QYHKIMOHNUIIIE Ko ,,ApyluTBeHn xad®. OHu cy 3aHu-
M/BVIBY 32 QHTAKOBAbE, jep Cy IPUCHU)I C TyONMKOM U PUHAHCUjCKU UCTIIATUBY)H, T1a
ce n'y Cpduju odn4HO 110jaB/byjy Kao mpoMoTepu ofipeheHor HaumHa XUBOTa, GUTHEC
OpeHIoBa, CIIOPTCKe MCXpaHe U CyIIeMeHaTa, TOKaTHUX K1ydoBa 1 forabaja uta. Mehy
MUKpOMH]IyeHCepuMa ¢ KallaluTeToM dpeHp amdacajjopa Cy, Ha IIpUMep, CIOPTUCTH,
CTIOPTCKY HOBVMHAPM 1 TPEHEePH KOj! MMajy U TI0 HeKOMMKO fieCeTHA XI/bafla IIpaTuIara
Ha VHcTarpamy, ogHocHo Tuk Toky, monyT Cpbana Epuera, Munoa IIsjetnhannna,
Mapuje ITaauh u gp.

CITOPTCKU UIOJIN Y ®YHKIIUU
MEJINJCKE ITPOJIAJE

V3yseTHO cHaXkaH dpeHJ| reHepanmjaMa yHasaj, foduja TP>KMUIIHY OUTKY, II0CedHO
aKo V132 ’era CTOj! CHOPTCKa Mera 3Be3[Ia, kao Ha mpumMep Majki [lopgan (Michael Jordan)
y ciy4ajy Openpa Nike (matuke Air Jordan). IlocedHa 3aciyra 3a CBeTCKHU ycIleX OBOT
dpeH/a cBaKako MpuIafa MapKeTHHINKOM CcTpyumaky Connjy Bakapy (Sonny Vaccaro)
Koju je mpenosHao [lopfaHoB moTeHIMja y yINIAjy Ha MOTPOLIAYE U C BUM JOTOBOPIO
pBU yroBop AaBHe 1984. 3a Bakapy ce, nHaue, cMaTpa fia je peBONMYIMIOHAPHO YTHUIIA0
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Ha cnopt u MapkeTuHr (Tuzio, 2018). Ilmodanum dpenn yrunaj Majkna [lopnana, dusier
npodecroHaIHOT KOLIapKalla, IpuMep je de3 mpecefaHa Kaja je ped o CIIOjy CIOPTa,
MapKeTuHra u dpenpupama. CMarpa ce fa je To CmopTiCTa Koju je Behu meo mpuxoma
OCTBApMO YIPaABO Off KOMEPIMjaTHIX YTOBOPA OBE BPCTe, ¥ TO MTOCEOHO MO NMPECTAHKY
npodecnonante kapujepe 2003. roguue (Janssen, 2019).

Hauwme, jenan o Behux yrosopa Koje je moTnmcao y BpeMe Ipe AUTMTaTHUX Mefija
je pex/TaMa 3a IIOITy/IapHO Herasupaso crnoprcko mhe Gatorade, Koje je 13yMeo THM Ha-
yIHUKa Ha YHuBepsuteTy ®mopuza 3a motpede dymdanckor TuMa, ¢ usbeM fja ce dp3o
HajjokHaze mehepu U comy TOKOM M IIOC/Ie UI'Pe Ha BUCOKMUM TeMIeparypama (Miami
Glasnik, 2023). ToBopusio ce fja je MMajIo rpo3aH YKyC, 1a je Beh mpBux rognHa mpou-
3Bobay, kako du mosehao npopajy, craBuo Gpokyc Ha croH3opcTBa TuMoBa u jmra (NFL,
NBA), a 1OTOM U Ha CKJIallaibe IMYHUX YroBopa ca copTuctuma. I[Ipexpernnua je duma
HOTNUCUBAE JeCeTOrOANIIbET yroBopa 1991. ca Ilopganom u xamnama Be like Mike!*
[TpBu IyT je eMUTOBaHA HAa AaMEPUYKOj TeneBu3uju 1992. u MMana je CHaXXKaH yTUIAj Ha
npopajy (mosehame 3a yak 300%), a/m 1 1OI KYIATYPY, jep je OIMax IOTOM HOCTajIa eo
Te KyIType, 3axXBa/byjyhu mecmnm Koja je mocTana o3HaTa U yIIIa Y CBAaKOHEBHM TOBOP.
IToppaH je Tako 0Baj MPOU3BOA OP30 MOULMOHNPAO KA0 [ieo HaunHa XXuBora ([ife style),
a He caMO Kao HanmTak. [losummonnparme oBor dpeH/ia Ha I7100aTHOM TPXKMIITY KacHuje,
Kao eroB amdacaziop, IIOMOrao je 1 4yBeHu apreHTUHCKY (yadanep JInonen Mecu (Lionel
Messi). Gatorade je, HauMe, TaHCUPAO BUIIIe ITTOOATHUX KaMIIaa ¢ MecnjeM, ykpydyjyhu
Make Them Sweat (2019) u The Next 90 Minutes (CI1y dyndamy 2022). Mecn, Kako uctmde
Bocreazze (Vladimer Botsvadze), oTeroTBOpyje OCHOBHe BpefHOCTH 3a Koje ce Gatorade
3ajIaxke, a TO Cy MocBeheHOCT, HallOpaH pajj ¥ U3BPCHOCT, I Ce KPO3 MapTHEPCTBO C
Mecujem He fod1ja caMo IPMCTYII BEroBoj orpoMHoj dasu odoxasanana seh ce 1 yckna-
byje ca onum 1mro on cumdomusyje (Botsvadze, 2024). OBo je mpumep Kydbe eMOTHBHE
¥ KyITYPOJIONIKE TI0OBE3aHOCTH C TTI0daTHOM ITydMuKoM (ToTpolrayyMa), ¢ 0d3MpoM Ha
To mTa MecujeBa MOMyIapHOCT ¥ BPeJHOCTU O3HAYaBajy, IpeBasuaasehn cee dapujepe.
Hberos mmuir ce caBpieHo yKiana y Hapatus dpenpa Gatorade, unme ce cTBapa gydma
eMOLYIOHa/THa Be3a C OTPOoLIaYMMa, He CaMo ca CIIOPTCKOM I1ydmkoM Beh ca cBuMa Koju
xere Oo7be pesynTaTe y KMUBOTY.

Pasnuka y yrunajy Ilopmana n Mecuja y mpoMonuju MCTOT IPOM3BOJA, YC/IOB/beHA
je caMoOM CTpaTernjoM BIaCHMKA OpeHfla Y OMHOCY Ha TPKMINTE, Kao U TPeHYTHO PacIIo-
JIOKVIBYM CPeCTBMMA MHPOPMICaIba, KOja Cy Y APYTOM CIIy4ajy ZOMUHAHTHO JUTMTaHA
¥ TIOCPEZICTBOM MHTEPHETA, HITO je IIOMOITIO OUyBalby I7T0danHe JOMUHAIMje dpeHyia.
Mopamo Taxkohe HarmacuTy 1 TO [ia je y TPeHYTKY MCTpaK1Bama 3a MoTpede OBOT pajia Ha
apymTBeHoj mpexu Viucrarpam JInonen Mecu nmao 506 munnoHa nmpatuiana. Ha mrctu
HajIIONy/TapHIj X MaKpOuH(pIyeHcepa npeamwaun mak Kpucrujano Ponanpno (Cristiano
Ronaldo dos Santos Aveiro) ca 662 MuIMoHa IIpaTIala, a Cefe KPUKeT Cymep3Besyia ca
orpoMHoM nonynaprouthy y Asuju, Bupar Komu (Virat Kohli) ca 274 Munmona npatuiana,
dpaswickn npodecnonanuu pyndanep Hejmap Jyrnop (Neymar Jr.) ca 231 munuon u NBA

*  JeramHuje: Youtube. Be like Mike, Bupieo-pexnama ca Majki [lopranom, focrynHa Ha: https://
www.youtube.com/watch?v=b0AGiq9j_Ak, noceheno: 12. 8. 2025.

> lerapuuje: Gatorade. Leogacy Bupieo-peknama ca JInonen MecujeM, ocTymHa Ha: https://www.
youtube.com/watch?v=E9icdLBFAvs, noceheno: 12. 8. 2025.
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3Besyia JIedpoH Ilejmc (LeBron James) ca 160 Munona nparwiana. Hajnonynapauja criop-
TUCTKUIbA ¢ HajBehnM noTenmjaom Spery amdacanopa je TeHucepka Cepena Bummjamc
(Serena Williams) ca 18,2 Munnona mpatuiana.® OcumM Tora IITO MMajy OrpOMaH dpoj
IIpaTuIalia, OHM UMajy ¥ BUCOKY CTOITy aHTa)KMaHa I T3B. KOHBep3Hje, OMHOCHO BENNKN
IIpoIleHAaT IIpaTHIalia KOjy aKTUBHO pearyjy Ha caipykaj Koju ce odjaspyje: 1ajKyjy, KO-
MEeHTapHIILY, fejle, IIefajy cTopuje, Knkhy Ha TMHKOBe UTH.

CTpyKTypa IIpMxofia CHOPTICTA [T0Ka3yje 3Ha4ajaH yTUIAj capafiibe ca dpeHgoBMMa.

»[lopen ¢puHaHCHjcKe [OOUTH, TapTHEPCTBA Ca OPEHZOBUMA IIOMAXY CIIOPTUCTIMA
Jia TIpoLIMpe CBOj [T0dA/IHM YTHIIaj BaH cropTa. Yckmabyjyhm ce ¢ monymapHum u yriep-
HUM OpeH/[0BMMa, MOTY JOIIPETU O HOBe IIyO/IMKe U JOATHO YYBPCTUTHU CBOj CTATYC
ysopa u Tperpcetepa“ (Jobs in sports, 2025).

Ha ®opdcosoj muctn Hajmahennjux crioptucra Kprcrujano Ponango ce ys Jledpona
Ilejmca uctuye sapajjom y npenopykama. OH ujie U iajbe y HIOIJIEly OH/IajH IPUCYCTBA U
kopumrherma AUTUTaTHUX a/laTa 3a Mperbe yTulaja. Y aBrycty 2024. je IOKpeHyo U CBOj
kaHas Ha YouTube

»I7ie Beh nMa 75 MmMInoHa IpeTIIaTHUKA — TOpef CBOjuX 939 MIUIMOHA ITpaTiIala
Ha VHcrarpamy, @ejcdyky n X-y. V3 odjaB/puBame BU/je0-CHIMAKA KOj/ XPOHOIOMIKI
Sernexxe weroso 1cKycTBo Ha Heperbu Mopie y Ilapusy u capazmy ca BpXYHCKMM Kpe-
aropom MrBeast-oMm, y Gpedpyapy je CBOj KaHAI IIPEeTBOPIO U y eMUTepa, CTpumMyjyhu
TYpHMP y Iafieny y Pujapy, xoju je, Kako ce HaBoju, IpaTusio Buie off 600.000 riemamara“
(Knight, 2025).

o MEIVJCKE JO PEKJTAMHE ITPOITATAHJIE

Menujcku akTepy, Kako CMO HaIIOMEHY/IH, OflaBHO MMajy Y/IOTy Y CBAKOM JPYLITBY, 1
TO He Kao IIpeHocuoLy nH$opManyja, Beh kao yruiiajun gpakropu y mupeM 0dIMKoBamy
CaBpeMeHUX IPyLITBeHMX Ipomeca. OHY VX IOACTUYY VIV IIaK YOKBMPaBajy HUXOBY pe-
anusanyjy, yruayhn Ha taj Haunu (y oda ciydaja) u Ha popMupare Wyper fpyLITBEHOT
XOpU3OHTA Y KOjeM ce OfiBUjajy pasmuyuuTu gorahaju u y xojem, caMuM TUM, ersuCTUpajy
IBUXOBU YYECHNIIN. Y/IOTa ¥ OATOBOPHOCT ME[IMjCKOT MEHAIMEHTA CY MaK ,,K/bYIHM Y
(YHKIVOHMCABY MeNja, ali Cy HEPeTKO BaH IIpUMapHe >KVDKe pasindnuTUX aHaIn3a I
tymadera” (Penezi¢, 2021, str. 162). Ped je 0 BaxkHOj HaIlOMeHH, Koja ce HEPETKO 3aHeMapyje,
Synyhu fa 0BY akTepy IpeCcyqHO yTU4y Ha (GyHKIMOHMCabe MeAVjCKIX OpraHusanja u
BIXO0Be ypehuBauke MONMNTIKe, @ TAKO U HA IPOU3BOAIY C/IMKE O CIIOPTCKMM aKTepyMa
" 301BamyIMa YHYTap CIOPTCKE jaBHOCTIL.

Menuju, HauMe, yTUYy Ha JOXKUB/baj CBUX 30MBamba y APYIITBY y CBECTHU jaBHOCTI, a
CaMJM TVIM 1 Ha IbUIXOBY BPEHOCT y IepLENLVj} OHVX KOjit uX Ipare. TeneBusuja, Hagorpa-
hena HOBMM TexHMYKUM focTurHyh1IMa aKkTyemHor 1oda, mocedHO je BaXKHa Y TOM IIOIIERY.
Ananmusupajyhy caBpeMeHN Me1jCKIL XOPM3OHT MOpa Ce 3aTO HajIpe KOHCTATOBATH Jia je
»BOCKOpAIIbY MEVjCKY IIej3aK KapaKTeplicasa JOMIHALMja T3B. MACOBHIX MeZNja, OK

6

ITomanu op 12. aBrycra 2025.
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je MHTEPHET y Be/IMKOj Mepy yHanpenuo Menujcke fomere” (Ratkovié¢ & Penezié, 2024, str.
98). YcMmepaBajyhu ce Ka mypeM OKBUPY BUXOBOT (PYHKIMOHNUCAba Tpeda yOunTy 1 ja
»MeTVju, aKO YBeK MIEOTOLIKY OO/IVIKOBaHM Y OHTO/IOUIKY YKOPEIEHN Yy MHTepeCcuMa,
y1ase y HOBy a3y nop yTuiajeM CTPYKTypHMX Ipeodparkaja KalMTaansMa 1 Heomnde-
PaIHUX CoLjaTHO-enucTeMoonkux aucpynuuja” (Penezi¢ & Kauzlari¢, 2024, str. 110).

Vimajyhu y Bupy sHadaj Meuja y caBpeMeHOM JIPYIITBY, Te 3aTO U BerOBOT CYBUCIIOT
TyMayera, MOXKEMO PadyMeT! U Ba)KHOCT KOHIIENTa MeMjaTu3anyje 3a Hally TeMY, Tj.
IeTOBOT IIPEII03HaBaba I y OKBUpKMa criopra. Hanme, kako Crur Xjapsapp, (Stig Hjarvard)
THojammaBa — MefujaTnsanuja odyxpara KylITypHe 1 IpyLITBEHE IIpoliece Y Kojuma ce
JIOTHKe Mefyja U fpyrux nHCTUTyImja Mehycodno npermnuhy u npunarobasajy (Hjarvard,
2018). Mnabhenosuh Takohe cyBucio ouemyje 1a BAXXHOCT OBOT KOHIIENTa Tpeda pasyMeT
jep »ce maHac HU I7odanm3alyja HUTH ypdaHU3anyja, HUTY APYTY METAIPOLeCH IOy T
CeKy/Iapusaljije 1 MHAUBUyaIu3anuje, He Mory criposectu de3 Menuja” (Mladenovié, 2025,
str. 5). PasymeBarbe caBpeMeHNX [TPoLjeca I y CEKTOPY CHOpTa oMoryhaBa HaM, CaMyM THM,
npahere MeaujaTnsanyje, jep je ona, kako Kpor (Friedrich Krotz) koxcTaryje, cucremar-
CKJI KOHIIEIIT 32 pa3yMeBame I TeOPMjCKO IPOMUIIbakbe TpaHchopMallje CBAKOTHEBHOT
XKVMBOT4, Ky/IType U APYLITBA Y KOHTEKCTY KOHTUHYMpaHe TpaHcopmannje menuja (Krotz,
2017). Taxo MO>keMO IIpaTUTHU U KaKO Meajy OIUKYjy APYLITBEHe IIpaKce, TpaHchHopMu-
mwyhy koMyHuKanmoHe odpacte, ynopeno dpuiryhu u rpannny nsmehy nadopmucama u
npomnaraspe (Krotz, 2007; Hepp, Hjarvard & Lundby, 2015). Ha Taj Hauns, oBa Busypa je
U Te KaKko pedepeHTHa U 3a CIIOPT U aHA/IM3Y CaBPEeMEHX II0jaBa y TOM IIOJbY.

Mepnuju, Ka0 aKTUBHU aKTepH Y OOIMKOBAbY OPYLITBEHUX IIpOIleca, yTUIy U Ha
¢dopMuparse moTpoIaYKyX HaBuKa. Hucy HeyTpanHu nocpenuuuy, Beh BaxxHu ApyirseHn
aKTepH KOjU CHAKHO yTUIY Ha YKYITHY CTBAPHOCT CBUX HAacC — U TO, ITpe CBeTa — y CK/Iafly ca
aKTYe/IHOM JIOTMKOM TPIKUIITA, Koja JaHaC MaXOM MMa jegHake odpuce 1 nujbeBe. Crora
ce MO)Ke HaCJTyTUTH U y7IOoTa KOjy MMajy y HoJby CIIOpTa, T/ie Takohe HeMajy caMmo MecTo
HOCpeIHNIKA Y eMITOBaIby MHPOpMalja O CIOPTCKYUM AelllaBambliMa M yYeCHUIIMA, Beh
IVIPeKTHO OQMIVIKY]y CIUKY O BbVIMa, LITO ce peieKTyje ¥ Ha BIXOBE APYLITBEHO-TP)KIIIHE
norteHuujase. To Meaujcknm akTeprma oMoryhaBa SUTHO MeCTO Y OKBUPY pejIaLiyije CIIopT—
IPYIITBO, KOja C BbJIMa y UTPU OJABHO IIONIPUMa CII0XKEHUjY CTPYKTYPY ITie M Me[iUjCKe
OpraHu3alyje 3ay31Majy jeffHy Off Heypa/ITMYHNX Ta4aka. [locedHy BaykHy MO3UINY y TOM
TOMEHY MMajy TeNeBU3MjCKe MEIVjCKe OpraHu3alje u CIMKe Koje EMUTY]y.

Y caBpeMeHOM JIPYIITBY, CHOPT Ce M3IBOj10 Kao IT0CeOHO MOTEHTHO I0/be Y aCTIeKTMa
KOje HacTojuMo mrycTpoBari. He camo Kao cafjpkaj aTpakTuBaH 3a rrefaolie Beh 1 Baxan
pecypc 3a peKIaMHO-IIpOIIaTaHHY eKCIUIoaTauynjy. Mopamo, mebyTum, dutn ceecHn u
TOTa la MeAMjCcKM aKTepy cTBapajyhu of coprckux gorabaja (morotosy T3B. CHOPTCKMX
Mmeragorabaja, IOy T OIMMITMjCKIX Urapa WK CBETCKIUX NIpBeHCTaBa y ¢pyndainy) rodante
CIIeKTaK/Ie BE/IMKOT yTUIIaja 1 MOITYTapHOCTH, @ Off CIIOPTCKMX 3Be3/ia M0/Ie HajIINpUX
Maca ¥ eMTHEe MaHeKeHe HajKOMepIjaTHIj X KaMITamba HajOoraTujix KOpIoparja, yro-
PEefo MOAICTUYY U KpeMpam-e CBOjeBpCcHe Botofennuile. CIIOPT ce Off 1e, C jejHe CTPaHe,
Jajbe pasBlja Kao jellaH Of IPUCYTHUjUX U YTULAjHMjUX CETMEHATa NaHallber JPYLITBA,
am ce, Off OHE JIpyTe, UICTOBPEMEHO 1 CBE BUIIIE yia/baBa Off CBOjUX IIPaM3BOPa U Ueasna.

VI mandkiu je 0ZaBHO jaCHO A Y CABPEMEHOM [00Y CBEFOUNMO (YHKIIMOHICABY CBO-
jeBPCHOT MHTEPeCHOT IMapTHepCTBa u3Mely MeaMjcKIX U CIOPTCKMX aKTepa, IPBEHCTBEHO
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3aCHOBAHOT Ha ITOTEHIMja/IHOj HOBYAHOj 3apajy ode ctpaHe. OHO JOHOCK KOPUCT U IIOITy-
TIAPHOCT CBYMA KOju Ce Ha 811710 KOju HauMH YK/byde Y 0Baj I7I0daTHM I0TOBOP, ayi YIIOPeNo
Ofly3MiMa Off CyILITVHE JI MeiUj/IMa I CIIOpTY, ogBoxehm nx y decrryha Menumjcko-crioprckor
KarmTanusMma. To je M pesynTar ,,TIocTaB/barbka Mjeaa OCTBapyBarmba MpodNTa Ha MjefecTarn
aIlCOYTHOT MMIIEPATHBA M Yy CPEIUILTE OFHOCA MeAVja 1 npymTBa”, U IIOpeJ;, Tora IITo
TO 3HA4M [a Cy CYIITUHCKN I‘YSI/[THI/ILU/I ,,jaBHOCT, jaBHI/I MHTEPpEC, aN IIOCPENHO U CaMI
mepujcku akrepn’ (Mladenovi¢ & Penezié, 2025, str. 103). Y cBeMy ce onm4aBa u mpea3ak
ox nudopmaruBHe PyHKIje Meuja Ka MHCTPYMEHTAaIN30BAHOj, IIPOIAraH UCTIIKO]
Y1031y OKBMPVIMA KalIMTA/IMCTIIKE TP)KUITHE JIOTUKE, ITT€ CIIOPT HECYMBbVBO IIPENCTaB/ba
jellHy Of IeHMX HajBepHUjuX mwiycTpanuja. CHOPTUCTM TaKO MOCTAjy 1 MOXKe/bHE MeTe
MCXOfja MapKeTUHIIKMX KaJIKy/Taruja dasupannx Ha yyBeHoj KPLM dopmymn’, Texxehn
fa IIOCTaHy 3allITUTHA JINIa r100aIHMX KOpIIOpaTUBHUX TITaHaTa y JOMEHY CIIOPTa,
3apaj ofgaTHe 3apajie U MaXkibe jaBHOCTU. VICTOBpeMeHO, MEIMjCKM CaZipKaju Y TAKBOj
IIPOM3BOMHOj MAaTPYIIM JOMIHAHTHO OUBAjy KpeMpaHy KpO3 COYMBO CIIeKTaKy/Iapyu3Ma,
IITO BOAM TOME JIa Y ’JIMa VIMa CBe Mabe BOXHIX NH(OpPMALMja O CAaMOM CIIOPTY, a CBe
BuUIIE TaSHOI/IHHI/IX CNIMIKa BaH CIIOPTCKMX TEPEHA U OITVICA HETAaTMBHOCTN KOje ra HECITIOPHO
paTe, y3 OYMITIEHO 3aHEMapUBatheé HOBMHAPCKUX KOJIeKCa.

MopaMo 3aT0 HaIIOMEHYTH U TO Jia je Y3 CIIOPTCKU YCIEX ,,3a CIaBY IIOTPedHO jolI 1
’OHO HEIITO, jep ce claBa He cTude, Beh ce goduja” (Ratkovi¢ & Penezié, 2024, str. 57), kao
U TO Ja je ,,0Baj Ipoliec Jodujama c/laBe Y AMPEKTHOj Be3U C IeJIOBabeM KOMYHUKALVIOHIX
KaHaJIa yTUIIaja, Tj. MeAyjcKuX, PR 1 MapkeTHHT aKTMBHOCTH, KOje CTBapajy 3Be3fe fa du
octBapwn coje nubee” (Ratkovi¢ & Penezi¢, 2024, str. 57). Crora je cacBIM OIIPaBJaHO
KOHCTATOBAaTH! 11a MeHI/IjI/I CB€ BUIIE Hpey3MMajy ynory npoMOTUBHMX U ITpOIIATaHAHUX
IaTOPMU y OKBMPY IIOCTOjeher TPXKMITHO OpUjeHTHCAHOT CBeTa 11 KaJia je ped O CIOPTY.
Tako mocTajy u jefraH off K/bYYHMX OC/IOHAIIA Pa3Boja IOMY/IAPHOCTH CIOPTCKIUX forahaja
n akrepa. C 0831poM Ha 3Hauaj KOjU UMajy, aKTepH Y CIOPTY IaK TeXe [a U3rpaje LITo
d07by MO3UINjY Y TAKBOj CTBAPHOCTH, Y KOjOj TIOCTajy BU/bYMBUjI ¥ BUIIIe TTaheHn yKo-
JIMKO CJIefie OIMCAHY OMKTAT IPUHINIIA CIIOPTCKO-MeAMjCKOr dpaKa U3 MHTepeca. JefaH
Off pe3ynTaTa TaKBe CMHEpTHje jeCTe ¥ TO [ M CaMM CIIOPTHUCTH ,II0CTajy BpcTa pode u
HepeTKO Iryde TOTOBO CBAKY Be3y ca CBOjOM OCHOBHOM IpodecijoM, jep Y3 CIIOpTCKIM
YCIIeX U C/IaBy CTMYY ¥ OCPOMHO OOTraTCTBO, ajli TAKO JOJIa3y 1 10 CBOjeBPCHOT oTyhema’,
3a ITa ,,0djallberbe IeNIOM HaasnuMo 1 Y YyBeHoj bofipujapoBoj Teopuju o cuMymanuju
u cumynakpymuma’ (Ratkovi¢ & Penezié, 2024, str. 57). To Ham cBakako omoryhasa ma
jacHmje carzefaMo KoTe Koje OMBIYABajy 10jbe (OPMIUPAHO Y IPeceKy CIOpTa U MeAnja,
KOje IMKTUPAjy U OBJie Ie/IOM OIMCaHe MCXOJIe.

»Croprucra ¢ Hajsuiunm KPLM mapamerpnma, MOXKe dUTH Ofin4aH MPOMOTEpP CBaKe opra-
HM3aluje, a/li OH, UMK, Hije YBeK 1 Hajoosby M380p 3a CBAKY Off HUX, 3aBMCHO O] TOTA IITA je
eHa TeMa 1 Ka KakBoj nmydmuiu je ycmepena” (Ratkovi¢ & Penezi¢, 2024, str. 286). OBaj MeTof,
HalMe, IIOfipasyMeBa HeKOMNKO dakTopa: kBamureT nepdopmancyu croprucre (K): menxodusnuke
KapaKTepUCTUKe CIIOPTUCTe; HOdenHIIKM CMHAPOM (P): yBeperme COpTHCTe y CBOje BeIMKe MO-
ryhHoCTH, ca pasBujeHOM IOTpedoM fa yBek modeny u ga Syzie muzep; mndHe Kapakrepuctuke (L):
KapaKTepUCTHUKe TMIHOCTU TIPeHeTe Ha CIIOPTCKY AeMaTHOCT KAo LITO Cy: XyMaHOCT, eTUYHOCT,
odpasoBarbe, MHTEINTeHIINja 11 IPYTO; MefMjcKa IpyBIadHoCT (M): 3acHOBaHa Ha YKYITHOM VIMMILY,
VHAVBUIYaTHOCTH, PETOPUIIN, U3ITIEY, HOHAIIAKY M CIL.
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Ha Taj HaunH MOXKEMO 3aK/bY4YUTH U A CMO OflaBHO CBEIOLM HACTAHKA CACBUM
creridUIHe KyITypHE MHAYCTpPHje Y KOjOj CTIIOPT U YYECHWI Y CTIOPTCKUM JlelIaBambyMa
3ays1Majy BXKHO MeCTO, a FbMIXOB€ aKTMBHOCTH 1 3Ha4aj OABHO Ha/lM/Iase KOOPAMHATE I0/ba
KojeM IpUMapHO npuiapajy (cropt). Ilpaheme noruke kynrypHe MHEYCTpHje, KaKo Cy je
maBHO (1944) onucuBamu npexfcrasuniy yyseHe Opankdyprcke mxorne, AgopHo (Theodor
V. Adorno) 1 Xopxxajmep (Max Horkheimer), omoryhasa, caMum Tim, pasymeBabe GyHK-
LIMIOHVCaEba 11 OBUX IIPOLIECa, jep M Y CTy4ajy CIIOpTa fielllaBarba 1 akTepu Takobe ryde cBojy
ayTOHOMM]Y ¥ TTOCTajy €0 aKTYeTHOT CYCTeMa TIOHYIe U TIOTPaKibe, a/li 1 BPCTa pode Koja
HacCTaje y ONMCAHOj IPYIITBEHO] MHTEpAKIMj/. MennjcKO YOKBMpPaBame OBOT KOHTEKCTa
aKTye/lHe CTBAPHOCTY I YTUIIAj KOMYHMKALIMjCKOT K/IaTHA HA Ibera HajjeHOCTaBHIje ce
IIaK yoyaBa Kpo3 IPe3eHTOBAHN YTUIIAj peK/IaMHe UHAYCTpUje, Koja OfaBHO Huje peTehn
4YHWIAL, Beh CYIITMHCKY reHepaTop IpOU3BO/be 3HaueHha 11 y I0JbY CIIOPTa.

CnopT Tako mocraje 1 oIpaBjlaH IpeMeT KPUTUKE MACOBHE KYIType KOja BOU
HMBETIAIVj! TOHAIIaha KOH3YMEHATa, a MEeIUjCKM CafipyKaju o meMy hopMa cumyanyje
U Ie0 CaBpeMeHe Ky/IType CIIeKTaK/Ia. Y ’beHUM OKBUPMMA Ce I CIIOPT IIPeTBapa y BaKHy
pody Koja ce HyAU Ha ITI0OATHOM TPXKUIITY, BOK CHOPTCKY forabaju u aktepu (upmomn)
II0CTajy CBOjeBPCHE IIPOMOTHUBHE IIATGOpMe, LITO MX TaKoDhe YMHM CIIOPTCKMUM MPOM-
3BOAMMA KOjIIMa Ce HAaCTOju yCIelHo Tprosaru. Ha Taj Haunn ce moTBphyje HaBemeHa
peBUTaIM3aLNja IOMEHYTe UKOHNYHEe GUrype fpyursene mucnn, yKana Bogpujapa
(Jean Baudrillard), n merose Teopuje cumynanuja u cumynakpyma (1981). Ona Ham Hyzu
KOPMCHY IePCIIEKTUBY U 33 aHA/IM3y CaBPEMEHMX MENMjCKUX Pelpe3eHTalja ClIopTa, y
KOj/IMa CTBAPHOCT Mebajy XUIIEppeasiHe CIMKe KOje IIPOMU3BOJIE MITY3Ujy ay TEHTUIHOCTH
CTIOPTCKUX florahaja, anmm ¥ caMyx CIOPTHUCTA. 3aTO je CacBYM jacHO Jia CBe IITO HACTO-
jumo omucaty Huje Moryhe de3 yBubarma BayKHOCTH yTHIIaja MEAMjCKIUX aKTepa, KOju CBe
BHIIIE C/Ie[ie MHTepece KOMEPIMjaTHO-MAPKEeTMHIIKIX KaMIIaba KOje UM JOHOCe 3apafy,
a He jaBHOCTM 3apa/f] Koje CYIITHHCKN 1 nocToje. CaMuM TUM, ¥ peK/laMa y MeMjuMa He
Ipofaje pousBoze, Beh ¢t XuBoTa Koju Tpeda fa Bac MOACTAKHE [a II0CTaHeTe KL
npousBojia koju he Bam, IpeMa beHO]j OpyLy, rapaHToBaTh fia here 11 caMu mocratu eo
Ibera ako X KOPUCTUTE.

CHopTcky uoaM y TOM IPOLeCy IPOU3BOJIibe JPYLUITBEHO-CIOPTCKE CTBAPHOCTH
II0CTajy U CUMOOIM TaKBOT CTIIA, KOjU Ce TAKO CUMY/Mpa, QyHKUMonnInyhy Kao yTuLajHu
peK/IaMHU KOHCTPYKTH, Tj. BaXKaH JIeO CBETIYLIaBUX C/IMKa KOje HaM Ce eMUTYjy, a Koje
He MOPajy Hy>KHO MIMaTy CTBAPHY Be3y Ca M3BOPHMM CMIIC/IOM U IIPMHIUIIMMA CIIOPTa.

VTUIIA] CITOPTCKVX VTOJTA
HA CABPEMEHOT KOH3YMEHTA

BuramsocT jegaaxy bopujapoByM pasMuIbamyMa, Y CTy4ajy Hallle aHam3e, yoda-
BaMO ¥ KaJia je ped O OIMCHMA JPYIITBA CIIeKTAK/IA jOIII jeffHOT BayKHOT MUC/TNOLIA U3 [IPYTe
nonosuHe 20. Beka — In [ledopa (Guy Debord). One Ham omoryhasajy fna KOHKpeTHUje
IIPEIT03HaMO KaKO je MefIMjCKO ITpe3eHTOBame CIIOPTCKUX florahaja u MMIHOCTY OflaBHO
CTPYKTYPUPAHO KA0O CBOjeBPCHMU BU3YE/IHM CIIEKTAK/I HAMEHEeH IIOTPOLIbI CaBpeMeHe
CIIOPTCKE jaBHOCTY, OINKYjyhn meHy cBecT IpeMa ocTojehyM Tp>KMUIIHIM OKBMpYMa
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(Debord, 2003)®. Ha Taj HauuH, CIIOPT He caMo JIa HOACTIYe NHTepecoBatbe myd/mke Beh
je u KopycHa waTdopMa 3a IMperbe peKIaMHe IIpoIaraHye, YuMe ce dpiuiie rpaHMIa
usMeDhy cTBapHOT CIIOPTCKOT cafipKaja ¥ Berose IPOMOTMBHO-TIPOIIaTaHHe yroTpede.

CriopT TaKo faHac QyHKLMOHMIIE Kao I7I00a/THO IIPMB/IaYaH CIeKTaK/, 4ecTo Hyaehn
MTy3Ujy IPUCYCTBA Y CTBAPHOCTH O KOjOj Ce ITaK 3Ha CaMO Ha OCHOBY MEIMjCKUX CaJip>Kaja
00NMMKOBaHNUX IIpeMa NPYHIMITIMMA He CACBYIM XYMaHNMCTUYKY YCMEPEHM, a OBJie paHMje
YKpaTKO MMeHOBaHUM. AHAa/IM3Vpajyhu yTiiiaj caBpeMeHNX CIIOPTCKYX 3Be3/ia Ha jaBHOCT,
MOPaMO Ce YCMEPUTH U Ka HMXOBUM ICUXO/IOMIKO-COLMOIOMIKMM acieKTuMa. Taj yrao Ham
je HeoIxof;aH KaKo 811CMO MOI/IN afieKBaTHO pasyMeTH yTHIIAj OIyTapHIX CIOPTHUCTA Ha
¢dopMupame noTpouadykux odpasana y aurutaniom fody u Mehy HoBuM renepannjama
KOH3yMeHaTa CHOPTCKUX CafipiKaja.

KonkpeTHMje, y OKBUPUMA TP>KMIITHO OPMjeHTHCAHOT MEJUjCKOT CUCTeMa, CIIOPT-
CKe 3Be3Jle OfJaBHO HIUCY HepLMIIMPaHe CaMo Kao BPXYHCKM CIIOPTCKM aKTepy, Beh u kao
yTHUIIajHU OPEHMIOBM C jaCHUM CUMOOMMYKNM 3HaUeeM. VI3 0BOT yITIa, BIXOB YTHIIaj Ha
IIOTPOLIAYKEe HABMKE CABPEMEHOT TEIEBM3NjCKOT I/Iefjaolla MOYKEMO HajIIpe aHaIM3UPATI
KpO3 IIpU3My Teopuje couujantor yuema Andepra Baunype (Albert Bandura), mpema kojoj
ce OHAIIAke y4II TOCMaTpameM 1 uMuTanujoM apyrux (Bandura, 1977; 2002). CymtiHa
OBOT IIPUCTYIIA OIIefia Ce Y MUILIbEHbY fla Ce IpOolieC y4yera foraha CloHTaHO U f1a OHO
IOfIpasyMeBa ITOCTOjakbe y30pa uuje IOHAlIae IPENCTaB/ba OCHOBY ITpeMa K0joj ce IIpoIiec
ydemwa ycMepasa. IIpumerneHo Ha JOMEH CIIOPTa, TO 3HA4M Jla Ce Y/IoTa CIIOPTCKUX U0/
IIpeMa CIIOPTCKOj jaBHOCTM KOja BEPHO IIPATH IbUXOBE aKTUBHOCTH, Y TAKBOM IIPOLIECY,
MaHudecTyje Kpo3 odIuKoBame n300pa, HaBUKa Y MJICHTUTeTa OHUX KOjI IIpaTe OBa Jie-
IIaBama — Off 3d0pa CIIOPTCKe OITpeMe /IO YCBajarha KMBOTHOT CTHIA BIXOBUX CIOPTCKYX
upona. To cBOj KMMMAKC JaHAC TOXXMB/baBa Y IMyHOj MAECHTUUKALIN]U CTTIOPTCKE jaBHOCTH
Ca CBOjUM CIOPTCKUM UIO/IMMA, KOjI C€ HACTOje OIIOHALIATH Y CBAKOM IIOITIENY, OMHOCHO
YMjY HA4VMH XXMBOTA Ce IMOKyIIaBa gocTrihy Wi dap LITO yCIelHje MMUTUPATIL.

V3 oBe aHAIUTIYIKE MATPUILIE MOXKEMO OIIPABJAHO 3aK/bYINUTH JIa ¥ CIOPTCKYU MO
IIOCTajy YTULAjHY MOZE/IY IIOHAIIaba, I1a NfleHTU(UKaIja IIyOIuKe-IOTPOoIIada C lbJIMa
HOZICTUYE ¥ KOH3YMallUjy IPOM3BOJa Koje npomosuiry. OBa IMHAMUKA je JOIaTHO MO-
jadyaHa pa3BojeM CBOjeBPCHIUX ,,I1aPaCOLMja/IHIX OHOCA, KAKO CY UX PEIaTUBHO JAaBHO
omnucanu Jonang Xopron u Puaapy Born (Horton & Wohl, 1956, str. 216), kpos koje u
TeIeBM3MjCKI I7IefJA0LY OCTBAPYjy CHaXKHE eMOTIBHE, aJlii jefJHOCTPaHe, Tj. crerpudHe
BpPCTe MMarMHapHUX APYIITBEHUX Be3a KOje CTBapajy C IMYHOCTMMA KOje ITpaTe Kpo3
MEJIUjCKO U3BENITaBame. AKO Cé KOHKPETHHj€ YCMEPUMO Ka CIIOPTCKOM TePEHY, MOXKEMO
KOHCTATOBATH Jja YIIPaBO CIOPTCKA MyOnuKa pasBuja MpMINYHO NHTEH3VBHE EMOTUBHE,
MaxoM jeJJHOCTpaHe Be3e, Ca CHOPTUCTMMA YMje aKTUBHOCTY IIPaTy KPO3 MeAUjCKe ca-
npxaje. To, MehyTrm, HecyMBUBO NOACTIYE HUXOBY BePHOCT ofipeh)eHOM crmopTcKoM
OpeHAy Koju BUXOBM CIIOPTCKYU UJ0/MU IIPOMOBUIITY, ¥ BbUXOBE OfITyKe O KYIOBUHY 1
HaulMHy TIOHAIlIaba YOIILITeE.

3axBaspyjyhn Me1jcKoj IPUCYTHOCTY ¥ OIVICAHOj UAeHTI(UKALV)I, CLIOPTCKI MO/
CTUYY ¥ IPWINYHY cuMOomdKy Moh, kojy Hdejun Mapian (David Marshall) y cojoj crymuju

8 Tlopcehama papu, [ledop y oBOM Jie/ry TBPAM [ia je CAaBPEMEHO JPYLITBO IOCTAIO FPYLITBO CIEK-

TaK/Ia, y KOjeM Cy C/IVIKe, MefIMj)1 11 IIOTPOLIIba 3aMEHN/IM CTBapHe JPYIITBEHEe OIHOCE.
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Celebrity Culture BUpy Kao IOTEHIIMjaJI 38 OO/MKOBaIbe MMPUX KYITYPHUX U MOTPOIIAYKIX
odpasaria (Marshall, 1997), jep Tako mocrajy nocpeguuuy usmely mpoussopa 1 KOH3yMe-
HaTa, Kao OJIMY€eHhe BPEHOCTHU KOjuMa Ce TeXU, oIy T U3I/Iefla, yCIleXa U MOMy/IapHOCTH.
Mapiman, HauMe, IIOKa3yje KaKo IOIy/IapHI [IOjefYHIY IMajy ¥ Be/IUKY CUMOOIIYKY MOR,
jep IIpeficTaB/bajy MOXKe/bHE UIEHTUTETE Y OYMMa IIOTPOLIAYKOT IPYLITBA — Mjleasie Ka KojuMa
CaBpeMeHU ITOTPOLIAYM IIPOjeKTYjy CBOje IJ/beBe U ITpeMa KOj/IMa BpeHyjy 1 cede n fipyre
(Marshall, 1997). VI criopTcky MA0M y TOM KOHTEKCTY 32 IIPUBPKEHY jABHOCT CUMOOIU3Y)Y
BPEHOCTH Koje >Kenu Jia ycBoju. Ha Taj HaumH cy u BakaH pesepBoap Moryher yTuiaja
Ha Y. To je y mupem cmucny nmao Ha ymy u Iljep Bypauje (Pierre Bourdieu) jour 1979.
miyhy o cuMOONTMYKOM KallUTaly y ApyITBY, Oynyhu fa TakBM HOjeIMHIIN He TIOCeRYjy
CaMo CIIOPTCKM MOTEHI[Vjasl, YaK HI eKOHOMCKM VI KY/ITYpHU, Beh 1 MoTeHIujas Koju je
IbUXOB pe3y/ITarT, a/li ux y ogpeheHoM cMucny n Hapgnaasu (cMMOONMYKM), jep epuKacHO
MO>Ke STV TIPeOdNMKOBAH Y CHaXKaH MOTPOMIAYKN YTUIIAj, @ Y OKBMPY TIpOIieca y KojeM,
KaKo cMo To Beh Harmacumy, BaKHy y/IoTy MIMajy MeUjCKY aKTepir’.

Konauno, Bpahajyhn ce Ha Bypujeos KOHLIENT CMMOOMMYKOT KaIMTasa, MOKEMO
IVMpeKTHYje 00jaCHUTH 1 TO KaKO MeIMjCKMM ITyTeM KpeVpaHM CTaTyC CIIOPTCKUX U0
ctBapa MoryhHocT ynoTpede TakBe BbUXOBE FPYIITBEHE BPEHOCTH IO IIPOU3BOJ, U/IN
aKTMBHOCT KOjy rmpomosuiiy. CIOPTCKM UJO/IN, HAMMe, fIeNyjy U Kao HOCHOLM ofipeheHe
IIpe APYITBEHO TI0XKe/bHE BPEIHOCT, JOK YIIOPENI0 AMPEKTHO YTNIY U Ha 0ONTMKOBabe
HOTPOLIAYKE CBECTY Y CABPEMEHOM MEJIMjCKOM OKPY>Kekby Ha 3a[J0BO/bCTBO OHMX KOjI Off
TOTa MIMajy KOPUCTH (IIpe cBera HOBYaHe).

3AK/bYYAK

VcrpaxmBame 1 aHa/IM3a CIIPOBefeHN) y (PYHKIVjU HACTaHKA OBOT TEKCTa ITOKA3Yjy
a je y yCIOBMMa CaBpeMeHe MeflujaT13aluje CIiopTa JOLUIO 1o fydoke TpaHcopMaLuje
yJIore IOIYIapHUX CIIOPTHCTA (CHOPTCKUX MTO/A) Y jaBHOM IpocTopy. OHM HUCY caMo
BPXYHCKN CIIOPTCKN aKTE€PpU Beh cumdonu Bucoke KYyAITypHE 1 TP)XXUIIHE BPETHOCTMN,
4YUjy yTUILIA] OJABHO NTpeBas3uIasy rpaHuie cropra. IlocMarpanu Kpos npmusmy Teopuje
CMMOOJIIYKOT KallMTajla OHM IIPefCTaB/bajy U PeCypC CHaXKHOT JPYIITBEHOT ¥ €KOHOMCKOT
IIOTEeHIVjaJIa, CIOCOdaH fa 0d/IMKyje U MOTpOolIaYKe HaBUKe Y BPeIHOCHE OpUjeHTaluje
HIMpe jaBHOCTH Y OKOJTHOCTMMA aKTYETHOT MEMIMjCKO-PEKIaMHOT IIej3arka.

MexaHM3MM OBOT yTHIIaja 3aCHUBAjy Ce MaK Ha IpoIlecuMa UeHTUPUKaIje 1
UMNTALMje, pa3BOjy MapacoIVjaTHNX OFHOCA VI IPOM3BO/bY XUIIEPPeATHNX MEINjCKIX
CJIMKa, Y KOjIMa ce, y3 IOMOh Mefiuja, CIIOPTCKM M0/ NIPECTaB/bajy Kao O/IMYerne Mo-
JK€/bHOT XMBOTHOT cTuIa. ITpesenToBanyu npuMmepu Majkna [lopmana, unja je capajmba ca
xommanujama Nike vt Gatorade peneduHycaa coj ciopTa 1 MapkeTuHra; JInoxerra Mecyja,

°  Cumdommuky xanutan y Bypanjeosom Bubemwy pediiekcuja je ApyIITBEHOT IPM3HAbA 1 YITIEA,

Tj. HeMaTepujaTHUX BPEJHOCTH Koje ofipeheHa ocoda mnu rpyma nocenyije, a koje um omoryhasajy
ApywTBeHy Moh HeKaJ| jefHaKo yIoTped/blBY Kao U OHY KOjy IOHOCe HOBal| MM GU3MYKa CUJIA.
OBoM TeMoM ce niocedHo dasuo y aeny La Distinction: Critique sociale du jugement 13 1979, aHanusu-
pajyhu kako pas/manTe ApymITBeHe KIace KOPUCTe KyITypHe IIpaKce M YKYC Kako Oy ce pa3iuKoBae
Off IPYTHUX, IUTO CE OffpakaBa Ha OJHOCE y APYIUTBY.
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YUjU MMUI] @y TEHTMYHOCTH 11 TOCcBeheHOCTH CITy>Ki I7I0daTHNM SpeHI0BMMa Kao CPefiCTBO
nyd/be eMOLOHAIHE TI0BE3aHOCTH ¢ IOoTpolraunMa; Wi Kpucrujana Ponanpa, xoju xo-
PUCTH [UTHTaTHE TNaTdopMe Kao MHGIyeHCep anu U CBOjeBPCHY CAMOCTATHM MeJVjCKI
eMuTep, OKa3yjy Kako ce TakBa cuMOoymdka Moh mpeodpakaBa y jak TPXKUIIIHY YTALI].

OBy nocTynuu fieoBama JOJaTHO Cé MHTEH3UBUPAjy Y aKTYETHOM, JUTUTATHO
YMpEXeHOM OKPY)KemY, ITie CTIOPTCKe 3Be3fie fIeNyjy Kao MaKpo U MUKPOMHOIyeHCepn
Ca CHOKHVM I7T00a/THVM OTICETOM YTHIIaja Y HOBOM TeXHIYKO-TEXHOMOIIKOM aMOMjeHTY,
0CTIocod/beHN 3a IIEPCOHANM30BAHY KOMYHMKAIIV)Y Ca ITyONMKOM 1 KOHTMHYVMPAHy IIPUCYT-
HOCT Y I€HOM MeAMjcKOM OKpy>Kety. Ha Taj HaunH, rpannua nsmeby coprckor cagpixaja
U MapKeTHHIIKe IOPyKe [OCTaje CBe Makbe YOWbBA, a CIIOPT CBe BUllle (yHKIVOHNIIE
Kao0 BIUCOKO KOMEPIjaIi30BaHa KY/ITypa CIIeKTaK/Ia.

OsBuM ce motBphyje 1 moxasHa MpeTHOCTaBKa Ja MeAyjaTu3anyja 1 MapKeTHHIIKa
MHCTpyMeHTa/IM3alyja CIIOPTCKYX M0/ MIMajy Be/IVKI YTULIAj Ha popMupame HOTpOLIadKe
CBECTH caBpeMeHor riefaona. C 0d3upoM Ha To fia je ,,CIIOPTICTA Kao dpeHy M HocuaIj
npoMoTuBHUX Kammama’ (Ratkovi¢ & Penezi¢, 2024, str. 156) 1 Ha Taj HaYMH HOCTaje 1
BPCTa CHOPTCKOT MTPOM3BOJA, TpeMJIa TaKBa KBaMUKaIija HOMIHATHO HOCY HeTaTNBaH
IIPU3BYK y CBECTY jaBHOCTM, /¥ MOPaMO HAITIACUTH Ja jeé PeY O HOTOPHO] YMIHEHUIIN.
Hbuxosa cumdonmmuka Moh fjaHac je jeaH of K/bYUHUX pecypca y USTPALbIL U OfPKAtby
TP>KIIIHE JOMUHALIMje YTULIQjHIX OpeH/I0Ba, IIpeMJIa Ce CaM CIIOPT TaKO CBe BUIIIe yla/baBa
Off CBOjVX M3BOPHMX NIPUHIIMIIA ¥ IPUOIIKaBA IOTHIY TI0OATHOT TPKUIITA U KYNType
CIIEKTaK/Ia. Je[IHaKy ITyTaby MMajy M MEIVjCKI AKTePU KOjI UM CBECPIHO IIOMaXKy Y TOME,
U KOju ce, Takol)e, MaXoM Ha COTICTBEHY, a/i U Ha IITETY MIMpET jaBHOT MHTEPeca, jef[HaKO
yha/baBajy off CBOjUX M3BOPHMX IIPMHIVIIA U MJjeasia.
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INTRODUCTION

The domination of live broadcasting of sports events, which attracts the viewers’
greatest attention, measured by billions of consumers in the past decades, has had a par-
ticular influence on the changes in the advertising and sponsorship field, with huge profits
accompanying these processes. One of the consequences of the relation sports-media-mon-
ey, among other things, is the strengthening of sports industry, globalization of the sports
spectacle, larger popularity of sports in media, as well as the transformation of the viewer
into a measurable marketing product whose interest in sports is “sold” to advertisers.

On the other hand, fame and influence of public figures at the professional level and,
thus, of top athletes who are an embodiment of success and strength, with the development
of mass communication means no longer remain within the personal or club framework.
They also gain marketing power seen by brand owners as the driving machinery for im-
proving their market position and image, with the aim of increasing sales.

The term “celebrity marketing” has replaced the term “recommendation”. User,
or consumer, habits are a particular challenge in the digital age when an individual is
selected (targeted) not only by general - linear marketing messages, but also directly, by
personalized advertisements which are placed on the basis of earlier consumer interests
and online shopping.

In fact, sports have long been an area with a broad manoeuvring field in this respect
as well, so athletes have already become desirable ambassadors of products and services
that do not necessarily belong to their professional domain.

“Buyers’ behaviour and preferences, however, are a complicated process that depends
on numerous factors. This process has the aim to, with the aid of sports stars, influence
certain brands on a larger or smaller scale, and to bring the sports star closer to their buy-
ers, at least through the sports stars’ products. Of course, this influence will be different
for every buyer and consumer, strong for some and none whatsoever for others (Vorac¢ek
& Caslavova, 2021, p. 108).

The term “celebrity recommendation” is today closer to the generations of so-called
digital natives, Generation Z and even Generation Y, which are the main target group for
many products. This generation includes people born between 1980s and 1990s, with huge
economic potential, while Generation Z is characterized by young people who grew up
with digital devices and the Internet.

Regardless of the persuasive degree of a marketing message, its reception, from the
aspect of communicology, primarily depends on the recipient’s referential framework. Since
new generations of consumers are far more exposed to most diverse marketing messages,
while their taste is more refined so it is not easy, despite good quality, to be distinguished
in a multitude of same or similar products. Therefore, the message used in this domain of
communication influence must have an additional value.

The primary focus of this text is, therefore, on reviewing this additional, or persuasive
power of athletes who promote a certain brand by referring to the sports spirit and values
whose strength nowadays is more useful in that respect than mere commercial consumer
mindset. At the same time, we try to illustrate broader social trends within which this
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potential of theirs is materialized and to show how media have turned from information
transmitters into a powerful marketing tool and, thus, promoters and propaganda instruments
in the field of sports too. In that way, we would like to prove the previously emphasized
starting assumption which derives from the fact that nowadays sports are an extremely
efficient marketing platform, analyzing the frameworks of the influence of sports idols as
promoters of consumer habits and identities, as well as mechanisms enabling it by forming
consumers0 habits, choices and values. The aim is to use the theoretical-analytical approach
and case studies I order to explore and explain how modern mediatization of sports and
marketing instrumentalization of sports idols affect the formation of the modern viewer’s
consumer mindset, with a particular focus on the role of macro- and micro-influencers in
the digitally networked environment.

FROM MEGA SPORTS EVENTS
TO THE VIRAL REACH OF POSTS

In the development of the most dominant and influential mass communication
means - television, direct broadcasts of sports events had multiple significance, first of
all through a constant influence on technical-technological improvement of TV industry,
gaining increasing income from marketing and intensified creation of the viewers' awareness.
“It is said that sport is a foundation stone of TV industry. Although for a long time it was
available only in national programs and free commercial channels, due to its characteristics
and strong influence on viewers, which is reflected in strong emotions and identification,
it became quite attractive for the placement on subscription platforms” (Citi¢, 2023, p.
139). Such broad availability via digital platforms and increasing interest, particularly in
so-called big sports, also influenced the development and increase of revenues in sports
industry (from the sale of broadcasting rights and sponsorships), but also the creation of
sports idols with global recognisability.

“Traditional media still cherish hopes that they have managed to catch up with new
media and that they will survive in the complex multimedia market. By offering their TV
channels via digital streaming platforms for live watching and with delayed viewing, they
increased their chances and this form of distributing programs makes them available on
smart TV sets as well” (Citi¢, 2024. p. 192).

On all platforms worldwide, the traditional first place on the list of most viewed
sports broadcasts is held by the FIFA World Cup. The most recent final match from 2022,
between Argentina and France, was watched by 5.4 billion viewers, followed by the most
popular world cycling race Tour de France, which is followed in more than 190 countries
by approximately 3.5 billion viewers. The next on the list is the FIBA Basketball World
Cup with about three billion viewers. The 2019 Cricket World Cup between England and
New Zealand was followed by about 2.6 billion viewers worldwide, while Summer and
Winter Olympics are followed in live broadcasts by about two billion viewers. The UEFA
Champions League Final was followed by about 450 million football fans all over the world
(cited according to: Roberts, 2025).
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Video streaming platforms also strive to use the commercial power of sports events
by ensuring exclusive rights for live broadcasts.

“Netflix, the largest global streaming platform broke the record on 15 November
2024, when the box match between Mike Tyson and Jake Paul was simultaneously followed
by 65 million viewers worldwide via their smart devices. This match, labelled as “the most
expected one” between legendary Mike Tyson and the YouTuber who is professionally
engaged in box, was a technical challenge to the digital platform with 282.7 million reg-
istered users all over the world” (Citi¢, 2024. p. 184).

In this spectacular match, famous Mike Tyson (Michael Gerrard ,,Mike” Tyson),
who returned to the ring physically less prepared after two decades, was beaten, which was
probably a shock to the admirers of his professional career, but not to some other actors in
sports, who watched this broadcast through a prism of a business venture.

Strong emotions and identification driven by sports are exactly the greatest marketing
power of sports workers recognized by brand owners. For example, Company Unilever,
in its global campaign #KeepAClearHead, engaged football player Cristiano Ronaldo for
promoting the anti-dandruff shampoo Clear — with his message about mental strength
and focus through everyday routine, he recommends this shampoo to the young in order
to achieve resilience and best results despite, as it is stated, growing social anxiety (APN
News, 2019).

The precondition for receiving and being influenced by this message and similar ones
often shaped into an authentic story by athletes’ is their popularity.

“Social media have transformed the way in which we consume sports content and
connect with athletes. Platforms such as Instagram have made it possible for athletes to
avoid traditional media and establish direct relations with fans. This change has mod-
ified social media and sports industry, highlighting social media as tools for branding,
marketing and influence” (Jobs in sports, 2025).

Modern digital marketing has a closer relationship with consumers as compared to
one-way advertising messages of traditional media. New potential is realized through in-
teractivity and bigger possibilities for further brand exploration, as well as through related
posts on the Internet. In this way, so-called influencer campaigns achieve effects which are
multiply larger than former linear marketing campaigns that had their target groups, but
no technical-technological infrastructure to reach them on this scale. Special effects are
achieved, just as earlier, by macro-influencers, i.e., in our case, sports mega stars. However,
exceptional power also lies in so-called micro-influencers, who act in their niches and
spread all their influence through so-called opinion leaders.

While earlier media were used exclusively for broadcasting campaigns (the original
role of information transmitters), modern, or digital ones are also used for creating, as well
as for various other purposes. However, competition has imposed a new trend - value, so
that the only trump card for success is not mere virality, i.e., the reach of posts. Jacinda

> In fact, the so-called storytelling method is a dominant methodology of forming and presenting

content in modern media.
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Santora states that, in the meantime, content styles have matured and are more personal,
so today the most efficient posts often begin with the admission that you did something
wrong in the past, thus involving viewers in the narrative which builds trust and encourages
conversion (Santora, 2025).

According to this theory, there are three kinds of individual influencers: “so-called
hubs, or well-connected persons with a large number of contacts with others; fringers,
who are loosely connected, and bridges, who connect two otherwise unconnected parts of
the network” (Hinz et al., 2011, p. 4). In certain cases, if an athlete connects different and
perhaps unconnected groups (e.g., fans of different sports, communities or regions), he
might also function as a social bridge. Still, primarily because of the large base of followers
and interaction, athletes are most frequently seen as social hubs. However, what should
not be ignored is the influence of sports micro-influencers who usually have a smaller
number of followers than macro-influencers but their advantage is the strong degree of
trust and more specific audience (e.g., fitness fans, amateur athletes, fans of a sports club),
which would not be directly connected with big brands if it were not for their influence.
However, if a micro-influencer such as a local athlete has many followers in one city or
club, then he can function in his micro-system as a “social hub”. They are appealing for
engagement because they are closer with the audience and financially more profitable, and
now in Serbia they also appear as promoters of a certain life style, fitness brands, sports
nutrition and supplements, local clubs and events etc. Micro-influencers with the capacity
of brand ambassadors include, for example, athletes, sports journalists and coaches who
have several dozen thousand followers on Instagram or TikTok, for example, Srdan Erceg,
Milo§ Cvjeti¢anin, Marija Pani¢ and others

SPORTS IDOLS IN THE FUNCTION
OF MEDIA SALES

An extremely strong brand for generations now is winning the market game, par-
ticularly if it is endorsed by a sports mega star, such as, for example, Michael Jordan in the
case of Nike brand (Air Jordan boots). Special credit for the world success of this brand
definitely belongs to marketing expert Sonny Vaccaro who recognized Jordan’s potential
for influencing consumers and signed the first contract with him as early as 1984. In fact,
Vaccaro is believed to have had a revolutionary influence on sports and marketing (Tuzio,
2018). The global brand influence of Michael Jordan, a former professional basketball player,
is an unprecedented example when it comes to the combination of sports, marketing and
branding. It is believed that it is an athlete who made the larger part of income exactly from
commercial contracts of this type, particularly after the end of his professional career in
2003 (Janssen, 2019).

In fact, one of the larger contracts he signed at the time preceding digital media
is the commercial for the popular sports soda drink Gatorade, which was designed by a
team of scientists at the University of Florida for the football team’s needs, namely for fast
replenishment of sugars and salts after the game at high temperatures (Miami Glasnik,
2023). The drink was said to have a terrible taste so in the initial years the manufacturer, in
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order to boost sales, put the focus on sponsoring teas ad leagues (NFL, NBA), and then on
signing private contracts with athletes. The turning point was the signing of the ten-year
contract with Jordan in 1991 and the campaign Be like Mike!* It was first shown on the US
television in 1992 and had a strong influence on the sales (an increase as high as 300%),
but also on popular culture, because it immediately became part of that culture, thanks to
the song becoming famous and entering everyday speech. Thus, Jordan quickly positioned
this product as a life style, and not only as a beverage. This brand positioning in the global
market was subsequently helped, as its ambassador, by famous Argentinian football player
Lionel Messi. Namely, Gatorade launched several global campaigns with Messi, including
Make Them Sweat (2019) and The Next 90 Minutes (FIFA World Cup 2022). As empha-
sized by Vladimer Botsvadze, Messi embodies basic values advocated by Gatorade, such as
commitment, hard work and excellence, so that the partnership with Messi does not only
provide access to a large base of admirers, but it is also aligned with what he symbolizes
(Botsvadze, 2024). This is an example of a deeper emotional and cultural connection with
the global audience (consumers), having in mind what Messi’s popularity and values mark,
surpassing all barriers. His image perfectly fits in with the narrative of Gatorade brand, thus
creating a deeper emotional relationship with consumers, not only the sports audience, but
also with all those who want better results in their lives.®

The difference in the influence of Jordan and Messi in the promotion of the same
product is conditioned by the same strategy of the brand owner regarding the market, as
well as the currently available means of information; in the latter case, these are dominantly
digital and Internet-based, which helped to preserve the brand’s global domination. We
must also emphasize that at the moment when this research was done for the purpose of
this paper, on the social network Instagram, Lionel Messi already had 506 million followers.
Still, at the very top of the list of the most popular macro-influencers is Cristiano Ronaldo
dos Santos Aveiro with 662 million followers, followed by the cricket super star with huge
popularity in Asia, Virat Kohli, with 274 million followers, the Brazilian professional football
player Neymar Jr. with 231 million followers, and the NBA star LeBron James with 160
million followers. The most popular sportswoman with the greatest potential of a brand
ambassador is Serena Williams with 18.2 million followers.® In addition to having a huge
number of followers, these athletes also have a high rate of engagement and so-called con-
version, i.e., a high percentage of followers who actively respond to content that is posted:
by liking it, commenting on it, sharing, watching stories, clicking links etc.

The athletes’ revenue structure shows a strong influence of their cooperation with
brands. “In addition to financial gain, partnerships with brands help athletes to expand their
global influence outside sports. By harmonizing with popular and respectable brands, they
can reach a new audience and further strengthen their status of models and trendsetters”
(Jobs in sports, 2025). On Forbes’ list of top-earning athletes, Cristiano Ronaldo, together
with Lebron James, stands out with his earnings from recommendations. He takes a step

4 For more details see: YouTube. Be like Mike, video-commercial with Michael Jordan, available at:
https://www.youtube.com/watch?v=b0AGiq9j_AKk, seen on 12 August 2025.

> For more details see: Gatorade. Leogacy video-commercial with Lionel Messi, available at: https://
www.youtube.com/watch?v=E9icdLBFAvs, seen on 12 August 2025.

¢ The data retrieved on 12 August 2025.
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further regarding online presence and the use of digital tools for spreading his influence.
In August 2024, he started his own YouTube channel,

“where he already has 75 million subscribers - in addition to his 939 million fol-
lowers on Instagram, Facebook and X. Apart from posting video-clips that chronolog-
ically record his experience at the Paris Fashion Week and cooperation with the top
creator MrBeast, in February he turned this channel into an emitter by streaming the
padel tournament in Riyadh which was, as it is stated, followed by more than 600,000
viewers” (Knight, 2025).

FROM MEDIA TO ADVERTISING PROPAGANDA

Media actors, as already noted, have long played a role in every society, not as in-
formation transmitters, but as influential factors in a broader formation of modern social
processes. They encourage these processes or framework their realization, thus leading to
(in both cases) to the formation of a broader social horizon in which various events oc-
cur and in which, therefore, their participants exist. The role and responsibility of media
management are “key in media functioning, but they are often beyond the primary focus
of different analyses and interpretations” (Penezi¢, 2021, p. 162). This is an important note
that is frequently ignored, since these actors crucially affect the functioning of media or-
ganizations and their editorial policies and, thus, the production of an image about sports
actors and events within the sports public.

In fact, media influence the experience of all events in society in public awareness,
and thus their value in the perception of those following them. Television, upgraded by
new technical achievements of the current era, is particularly important in that respect.
Therefore, analyzing the modern media horizon, it must be first stated that “the previous
media landscape was characterized by the domination of so-called mass media, while the
Internet has largely improved media coverage” (Ratkovi¢ & Penezi¢, 2024, p. 98). Orienting
towards a broader framework of their functioning, it should also observe that “media,
although always ideologically shaped and ontologically rooted in interests, are entering a
new stage under the influence of structural transformations of capitalism and neoliberal
socio-epistemological disruptions” (Penezi¢ & Kauzlari¢, 2024, p. 110).

Having in mind the importance of media in modern society and, thus, its reasona-
ble interpretation, we can also understand the importance of the mediatization concept
for our topic, i.e., its recognition within sports as well. In fact, as Stig Hjarvard clarifies,
mediatization includes cultural and social processes in which respective logics of media
and other institutions are intertwined and mutually adapted (Hjarvard, 2018). In addition,
Mladenovi¢ reasonably assesses that the importance of this concept should be understood
because “today neither globalization nor urbanization or any other meta-processes such
as secularization and individualization, can be implemented without media” (Mladenovi¢,
2025, p. 5). Thus, understanding modern processes in the sports sector also enables us to
follow mediatization because, according to Friedrich Krotz, it is a systematic concept for
understanding and theoretical consideration of the transformation of everyday life, culture
and society in the context of continued transformation of media (Krotz, 2017). Thus, we
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can also follow how media shape social practices, transforming communication patterns
while at the same time also erasing the boundary between informing and propaganda
(Krotz, 2007; Hepp, Hjarvard & Lundby, 2015). That is how this vision is quite referential
both for sports and the analysis of modern phenomena in that field.

Media as active actors in the formation of social processes also affect the formation of
consumer habits. They are not neutral mediators, but important social actors that strongly
influence the entire reality of all of us — primarily in line with the current market logic, which
nowadays mostly has equal contours and goals. That is why it is also possible to anticipate
the role they have in the field of sports, where they are not mere mediators in broadcasting
information about sports events and participants, but they directly form an image about
them, which is also reflected on their socio-market potentials. It ensures an important
place for media actors within the sports-society relation, which has long assumed a more
complex structure in a game with them, where media organizations also take one of the
neuralgic spots. A special position in that domain is held by television media organizations
and images broadcast by them.

In modern society, sports have become a distinct potent field in the aspects we attempt
to illustrate — not only as content attractive to viewers, but also as an important resource
for advertising-propaganda exploitation. However, we must be also aware that by creating
global spectacles of large influence and popularity from sports events (especially so-called
sports mega-events, such as the Olympics or FIFA world cups), and by turning sports
stars into idols of the broadest masses and elite models of most commercial campaigns of
the richest corporations, media actors simultaneously encourage the creation of a specific
watershed. From it, sports develop further, on the one hand, as one of the most present and
influential segments of today’s society, but, on the other hand, at the same time it moves
away from its original sources and ideals.

It has long been clear to the layman that in the modern age we witness the functioning
of a specific interest partnership between media and sports actors, primarily based on a
potential financial gain of both sides. It brings benefits and popularity to all those who are
in any way engaged in this global agreement, but at the same time it detracts the essence
of both media and sports, taking them into the wilderness of media-sports capitalism.
That is also the result of “placing the ideal of making a profit on the pedestal of an absolute
imperative and at the centre of the relationship between the media and society”, despite
the fact that essential losers turn out to be “the public, public interest, but also, indirectly,
media actors themselves” (Mladenovi¢ & Penezi¢, 2025, p. 103). All of these also mark the
transit from the informational function of media towards an instrumentalized, propaganda
role within capitalist market logic, where sports are indisputably one of its most convincing
illustrations. Thus, athletes also become desired targets of marketing calculation outcomes
based on the famous KPLM formula’, aspiring to become endorsers of global corporate

7 “An athlete with the highest KPLM parameters can be an excellent promoter of every organization,

but still, he is not always the best choice for each of them, depending on what its topic is and what
audience it targets” (Ratkovi¢ & Penezi¢, 2024, p. 286). In fact, this method implies several factors:
the quality of the athlete’s performances (K): the athlete’s psycho-physical characteristics; winner
syndrome (P): the athlete’s belief ion his/her great possibilities, with a developed need for always
winning and being a leader; personal characteristics (L): personality traits transferred to the sports
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giants in the sports domain, for the sake of extra income and public attention. At the same
time, media content in such a production matrix are dominantly created through the lens
of spectacularism, which results in less and less relevant information about sports in it,
and more and more tabloid pictures outside sports fields and descriptions of negativity
inevitably accompanying it, while evidently neglecting journalistic codices.

Therefore, we must also mention that, in addition to sports success, “fame demands
‘something special’ too, because fame is not earned but gained” (Ratkovi¢ & Penezi¢, 2024,
p- 57), and, moreover, “this process of gaining fame is directly related to the activities of
communication channels of influence, i.e., media, PR and marketing activities which create
stars in order to achieve their goals” (Ratkovi¢ & Penezi¢, 2024, p. 57). That is why it is
completely reasonable to state that media increasingly assume the role of promotional and
propaganda platforms within the existing market-oriented world when it comes to sports
as well. In that way, media also become one of the key backbones of the development of
popularity of sports events and actors. Having in mind their importance, sports acters as-
pire to build the best possible position in such reality, in which they become more visible
and better paid if they follow the described imperative of the principles of sports-media
marriage of convenience. One of the results of this synergy is also the fact that athletes
themselves “become a type of goods and often lose almost any connection with their own
profession, because together with their sports success and fame, they also acquire huge
wealth that simultaneously leads to specific alienation”, which can be “partly explained in
famous Baudrillard’s theory of simulacra and simulation” (Ratkovi¢ & Penezi¢, 2024, p. 57).
It definitely enables us to consider more clearly the boundaries that define the field formed
at the intersection of sports and media, which dictate the outcomes partially described here.

In this way we can also conclude that we have long witnessed the emergence of a
totally specific cultural industry in which sports and participants in sports events take an
important place, while their activities and importance have long surpassed the coordinates
of the field to which they primarily belong (sports). Following the logic of cultural industry,
as it was described long ago (in 1944) by the representatives of the well-known Frankfurt
School, Theodor V. Adorno and Max Horkheimer, therefore makes it possible to understand
the functioning of these processes as well, because in the case of sorts, events and actors
also lose their autonomy and become part of the current system of supply and demand, but
also a kind of goods emerging in the described social interaction. Media framing of this
context of current reality and the influence of the communication pendulum on it is most
simply perceived through the presented influence of advertising industry, which stopped
being a threatening factor long ago and is now an essential generator of the production of
meanings in the field of sports.

Thus, sports also become a reasonable object of the criticism of mass culture which
leads to the levelling of consumers’ behaviour, while media content about sports is a form
of simulation and part of the modern spectacle culture. In its frameworks, sports turn into
important goods offered in the global market, while sports events and actors (idols) become
specific promotional platforms, which also makes them sports products as the object of

activity, such as: humanity, ethics, education, intelligence etc.; media attractiveness (M): based on
the overall image, individuality, rhetoric, appearance, behaviour etc.
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successful trade. In this manner, the previously mentioned revitalization is confirmed of the
iconic figure of social thought, Jean Baudrillard, and his theory of simulacra and simulation
(1981). It provides a useful perspective for the analysis of moder media representations of
sports, in which reality is changed by hyperreal images that produce an illusion of authen-
ticity of sports events, as well as of athletes themselves. That is why it is completely clear that
everything we strive to describe is not possible without perceiving the importance of the
media actors’ influence, which increasingly follow the interests of commercial-marketing
campaigns that bring them profits, and not the interests of the public, because of which
they essentially exist. Therefore, an advertisement in the media does not sell products but
a life style which should encourage you to become buyers of the products guaranteeing,
according to its message, that you will also become part of it in case you use it.

In that process of the production of the socio-sports reality, sports idols also become
symbols of such a style, which is simulated in this way, functioning as influential adver-
tising constructs, i.e., an important part of shining images emitted by them, which do not
necessarily have a real connection with the original meaning and principles of sports.

SPORTS IDOLS’ INFLUENCE
ON THE MODERN CONSUMER

The vitality equal to Baudrillard’s thoughts, in relation to our analysis, can also be
seen in the descriptions of the society of the spectacle by another significant thinker from
the second half of the 20" century - Guy Debord. These descriptions make it possible to
recognize more specifically how media presentation of sports events and personalities has
long been structured as a visual spectacle of its own, intended for the consumption of the
modern sports public, shaping its awareness of the existing market frameworks (Debord,
2003)%. In this way, sports do not only encourage the interest of the audience, but it is also a
useful platform for spreading advertising propaganda, which erases the boundary between
actual sports content and its promotional-propaganda use.

Nowadays sports function as a globally attractive spectacle, often offering an illusion
of being present in the reality which is familiar only based on media content shaped by not
completely humanistic principles which have been briefly mentioned in this text. Analyzing
the influence of modern sports stars on the public, we must also be directed towards their
psychological-sociological aspects. That perspective is necessary so that we may adequately
understand the influence of popular athletes on the formation of consumer patterns in the
digital era and among new generations of sports content consumers.

More specifically, within the market-oriented media system, for a long time, sports
stars have been perceived not only as elite sports actors, but also as influential brands with
a clear symbolic meaning. From this perspective, their influence on consumer habits of the
modern television viewer can first be analyzed through a prism of Albert Bandura’s social
learning theory, according to which behaviour is learnt by observing and imitating others
(Bandura, 1977; 2002). The essence of this approach is reflected in the opinion that the

8 Asareminder, in this work Debord claims that modern society has become society of the spectacle

in which images, media and consumption have replaced actual social relations.
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learning process occurs spontaneously and that it implies the existence of a model whose
behaviour constitutes the base towards which the learning process is directed. If applied
to the domain of sports, this means that the sports idols’ role to the sports public which
loyally follows their activities is manifested in this process through the formation of choices,
habits and identities of all those following these happenings — from the choice of sports
equipment to the adoption of the life style of their sports idols. Today it reaches its climax
in the full identification of the sports public with its sports idols, trying to imitate them in
all ways, i.e,, trying to reach their life style or at least to imitate it as successfully as possible.

From this analytical matrix we can reasonably conclude that sports idols are also
becoming influential models of behaviour, and the identification of the audience-consum-
ers with them encourages the consumption of products promoted by them as well. Such
dynamics is further strengthened by the development of specific “parasocial relations”, as
they were relatively long ago described by Donald Horton and Richard R. Wohl (Horton
& Wohl, 1956, p. 216), through which television viewers also achieve strong emotional,
but one-sided, i.e., specific types of imaginary social contacts created with the persons they
follow through media reporting. If we turn more specifically towards the sports field, we can
state that exactly the sports audience develo9ps quite intense emotional, mostly one-sided
relationships, with athletes whose activities they follow through media content. However,
it undoubtfully encourages their loyalty to a sports brand promoted by their sports idols,
as well as their decisions about shopping and way of behaviour in general.

Owing to their media presence and above-described identification, sports idols also
gain a substantial symbolic power, which is seen by David Marshall in his study Celebrity
Culture as a potential for the formation of broader cultural and consumer patterns (Marshall,
1997); namely, that is how they become mediators between products and consumers, as
an embodiment of the values thar are strived for, such as looks, success and popularity.
In fact, Marshall shows how popular individuals also have great symbolic power because
they represent desirable identities in the eyes of consumer society — ideals towards which
modern consumers project their goals and towards which they value both themselves
and others (Marshall, 1997). In that context, sports idols also symbolize values that the
devoted public would like to adopt. In this manner, they are also an important reservoir of
a potential influence on the public. This is what, in broadest terms, Pierre Bourdieu had
in mind as early as 1979, writing about symbolic capital in society, since these individuals
possess not only sports potential, or even economic and cultural potential, but potential
that is their result but that, to a certain extent, also (symbolically) surpasses them because
it can be effectively reshaped into a strong consumer influence within the process in which,
as it has already been emphasized, media actors play an important role’.

Finally, returning to Bourdieu’s concept of symbolic capital, we can more directly
explain how the media-created status of sports idols provides an opportunity of using such
social value of theirs for a product or activity they promote. Namely, sports idols also act as

Symbolic capital as seen by Bourdieu is a reflection of social recognition and reputation, i.e., of

intangible values possessed by a person or group, ensuring them social power that is sometimes equally
usable as that brought by money or physical force. Bourdieu dealt with this topic particularly in his
work La Distinction: Critique sociale du jugement from 1979, analyzing how different social classes use
cultural practices and taste to be distinct from others, which is reflected on the relations in society.
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bearers of a broader socially desirable value, while simultaneously they also have a direct
influence on the formation of consumer mindset in the modern media environment, to
the satisfaction of those who benefit from it (primarily financially).

CONCLUSION

The research and analysis conducted in the function of writing this text show that in
the conditions of modern mediatization of sports, a deep transformation has occurred in the
role of popular athletes (sports idols) in public space. They are not just elite sports actors,
but also symbols of high cultural and market value, whose influence has long transcended
the boundaries of sports. Seen through a prism of the theory of symbolic capital, they also
represent a resource with strong social and economic potentials, capable of forming both
consumer habits and value orientations of broader public ion the circumstances of the
current media-advertising landscape.

However, mechanisms of this influence are based on the identification and imitation
processes, the development of parasocial relations and the production of hyperreal media
images in which, with the aid of the media, sports idols are represented as an embodiment
of a desirable life style. The above-presented examples of Michale Jordan, whose cooperation
with the companies Nike and Gatorade redefined the combination of sports and marketing;
Lionel Messi, whose image of authenticity and commitment serves to global brands as a
means of deeper emotional connection with consumers; or Cristiano Ronaldo, who uses
digital platforms as an influencer, but also as a specific independent media emitter, show
how such symbolic power is transformed into a strong market influence.

These action procedures are further intensified in the actual digitally networked en-
vironment, where sports stars act like micro- and macro-influencers with a strong global
scope of influence in the new technical-technological ambience, enabled for personalized
communication with the audience and continued presence in its media environment. In
that manner, the line between sports content and a marketing message is becoming less
visible, while sports increasingly function as a highly commercialized spectacle culture.

This also supports the starting assumption that mediatization and marketing in-
strumentalization of sports idols have a large influence on the formation of the modern
viewer’s consumer mindset. Having in mind that “an athlete, as a brand, is also a bearer of
promotion campaigns” (Ratkovi¢ & Penezi¢, 2024, p. 156), thus also becoming a sort of a
sports product, although this qualification nominally has a negative connotation in public
consciousness, we must emphasize that it is a notorious fact. Their symbolic power is nowa-
days one of the key resources in the construction and maintenance of market domination of
influential brands, although sports as such become increasingly distant from their original
principles and come closer to the global market logic and the spectacle culture. An equal
path is taken by media actors who wholeheartedly help them in it and who also, mostly
at their own expense, but also at the expense of a broader public interest, are also moving
away from their original principles and ideals.
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