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Video title: 2.5 Economic factors 

Learning outcome: 

• To describe and understand how a range of economic factors can influence the significance of 
an event, activity or festival 
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Before we start we're going to introduce a concept called commodification. 
 
Commodification is the transformation of goods, services, ideas and people into objects of trade. 
 
When elite athletes participate in professional sport, they begin to carry a certain value associated 
with how well they have performed, or the potential they have to perform well. Players leverage 
their sporting skill in exchange for money. 
 
The All Blacks are a commodity to New Zealand. When the All Blacks perform well, as a country 
we feel successful and proud. Rugby in a way, shapes our national identity. 
 
However, when the All Blacks perform badly, we attack them through online media and call for 
players and coaches to get the sack. They are commodities, bought to perform and then be 
discarded when they no longer serve their original purpose. 
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Commercial advertising powers modern sport.  
 
Sport generates money. A brand name or company want to align themselves with viewers to 
create and emotional connection through the context of sport. This emotion is what is translated 
into significant amounts of money for the big companies. 
 
New World have spent a considerable amount of money to align themselves as the major partner 
and sponsor of the Silver Ferns. They have TV adverts where they would “do almost anything for 
netball” where a shopper places an item into a shopping basket replaced by a goal net. If we see 
the Silver Ferns have success, the emotional connection we as the viewers have with the major 
sponsor is strengthened, we are in a much better frame of mind to spend money at a New world. 
 
According to a 2013 report by IMR Publications, the value of sponsorship in New Zealand sport 
was at $182 million. Because of our small population in New Zealand, the commercial potential of 
the majority of sports in our country is reasonably limited, with the one exception. Yup, RUGBY. 
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Rugby union accounted for 63% of all sponsorship deals, simply because of the value of the All 
Blacks. The two major sponsors alone, ADIDAS and IAG contributed $37.4 million dollars. That’s 
only 2 of the 205 sponsorship deals in play during 2013. 
 
As consumers of sport, we look forward to major sporting events with massive anticipation. We 
recall stories of previous successes like we actually played a part in the event itself. Sport unites 
people, bringing together unlikely pairings as we support a particular team or athlete. Advertisers 
and sponsors are aware of this, and use it to leverage monetary gain on their initial investment. 
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Were going to have a brief look at the positives and negatives of media in sport, with a bit of a 
slant towards the economic issues relating to media, particularly surrounding the negative impacts. 
 
Monetary gain - Media companies pay for the rights to show a sporting event. Also, sports shown 
on the tv generate more sponsorship, which can feed through to grassroots sporting development. 
 
Education - People learn the rules of the sport from watching it on. This in turn can increase 
participation rates, and sales in sporting equipment and clothing. 
 
Coaching support - Watching professionals on the TV and the internet can provide a coaching 
resource highlighting ideal technique for a performance. Many of our most successful athletes 
have been self taught through the use of video and other types of media. 
 
Inspiration - Media brings sport to people who may not normally get to experience it otherwise. 
This can also increase participation rates, merchandise spending and a range of other benefits. 
 
Role models - Seeing our top athletes in and throughout the media provides younger viewers with 
athletes that can seek to emulate. This is not always a positive thing as athletes can and do make 
poor decisions. 
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Lack of Attendance – This is a common problem in New Zealand. Empty stadiums for anything 
except a top tier sporting team. In America they have TV blackouts, where sporting fixtures won't 
be televised in the region the match is being played until a certain number of tickets have been 
sold. It all comes back to funding, who gets paid and where revenue can be gathered. 
 
Privacy – Many sporting stars can no longer perform the simplest of acts such as filling up with 
petrol without being accosted by fans. This spectator ran onto the field mid match to grab a selfie 
with Cristiano Ronaldo. The commodification of athletes and the value we place on them has 
caused this. 
 
Sporting bias – Unless it’s a top tier sport, there is very little media coverage for any minority sport 
outside of an Olympic or Commonwealth year. This can impact participation rates. If all you see is 
rugby, football and netball on the news, then these are the sports young people will most likely 
take up. This links back to commodification. The media companies see a financial benefit from the 
top tier codes receiving the majority of the broadcast. We knew very little about Eliza McCartney 
until she won an Olympic medal, now she is all over the media. 
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Media companies can put demands on sporting organisers to schedule big games in prime time. 
In an event like the Rugby World Cup, this benefits top tier nations such as New Zealand, who 
generally get a good draw, with very few weekday matches. This is simply because there is more 
to be gained from sponsors by having that match play out when most people will be able to watch. 
In the 2015 rugby world cup, Japan had to play South Africa, then Scotland within 94 hours of 
each other, that’s less than 4 days recovery, from a physical 80 minute game. 
 
So media can have a positive and negative influence on society, with regard to a range of sporting 
events and activities.  
 
The key question to ask here is, how can the media, through advertising and sponsorship 
influence the significance of your chosen activity for this assessment, for yourself, others, and 
society. 
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To summarise, 
 
We considered three economic factors that can influence the significance of an event, activity or 
festival. These were: 
 
Commodification and how athletes and teams can become items of trade, 
 
We looked at advertising and sponsorship in sport and considered the value of it and how it can 
impact us. 
 
And finally we looked at media in sport, focusing briefly on some of the positives and negatives 
that can come from it. 
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