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„We’re in the baseball business and we’re in the 
content business. Those two businesses are morphing 
together. It’s not just television. It’s internet and every 
other way you can provide content to your fans. We 

have 41,000 seats, but we have to be delivering 
content to a lot more than 41,000 people. It’s hundreds 
of thousands, millions of people, and you can do that if 

you’re in the content business effectively.“ 
 

Larry Baer  
(President San Francisco Giants) 
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a.) how sports clubs used groundbreaking, innovative 
     media strategies and how some of them became   
     media companies  
 
b.) why it is useful and promising to think about media 
     strategies as a sports club 
  
c.) which opportunities and chances are associated 
     with clever, well thought media strategies. 
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What kind of development, media strategies can be 
seen in a global context? 
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Case Study 1: Media Games of the New York Yankees 
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Case Study 2: The Superclub-Marketing-Project 
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“Our investment in the YES Network underscores our 
commitment to growing our global sports portfolio with 

offerings that are exceptional and unique.” 
 

James Murdoch 
(Deputy Chief Operating Officer at 21st Century Fox) 
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Case Study 3: Being part of big entertainment business 
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Los	
  Angeles:	
  
L.	
  A.	
  Lakers	
  (NBA):	
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Dr. Christoph Bertling – Der Weltsport und seine globalen Medienstrukturen 
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Case Study 4: Being part of the world of media 
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Case Study 5:  
Footage as a kind of ambush marketing/publishing 
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Why is it important/possible to built up your own media 
company? 
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What are difficulties to built up a brand in a sport club 
context?  
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1.  mass media are not willing to give you a constant, 
positive media coverage 

2.   different images are transported by different mass 
      media companies/media staff rooms 
 
3.   journalists usually do not practice a omnipresent,  
      continuous media coverage of a sport club - in fact  
      they favor a discontinuous, punctual coverage. 
 
4.  Controlling and timing is almost not possible. 
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Thank you for your attention! 
 


