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Abstract 

„The importance of the topic addressed is that any sports manager must understand how effective 

communication can be, and must be able to pass on his decisions clearly and authoritatively, the credibility of a sports 

manager largely depending on how it manages to communicate with the others. Communication is probably the most 

important component of the business environment. Without communication, sports managers can not establish 

relationships with their business partners, and in the internal environment, confusion will arise and productivity will 

diminish. 

Communication in the cultural and sporting environment is formal and linked through joint work. It is achieved 

through channels imposed by the structure of the organization, as well as by the actual rules and functional relations 

between people, collective, compartment, according to implicit and explicit rules. Most athletic managers who are 

focused on certain goals are more active within a communication network, and the goals are more satisfying, 

possessing in their own position a power that has emerged from the monopolization of information. These central 

people transfer information to the network by regulating the meaning of information between members of the 

organization and entering new information into the network.” 
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1. Introduction 
 

In order to understand and enhance opportunities within the action market, sports managers 

are required to show a great strategic ability. In order to create a sustainable competitive advantage, 

it is necessary to achieve and maintain a strategic commitment that will lead to the mobilization of 

resources and skills over a longer period of time, as this mobilization may be unsafe. 

The transfer of information is an active role in the communication process, which is 

expressed also by the influence of the result of the collaboration manifested through performance at 

work, and in the making of decisions. Role is also manifested under the influence of work 

performance or decisions made. 

Circulation of a message involves its movement, which is encoded, from the issuer to the 

receiver, via a visible, tactile, electronic or audible channel. 

Communication at the level of sport management, in relation to its value, crosses several 

stages until the message is perceived, and these stages are: [1] 

- cognitive stage: involves providing information about the characteristics of the products of 

the sports organization, how to use them products or services provided by the sports organization, 

etc .; 

- affective stage: it supposes the development of all favorable attitudes towards the sports 

organization, its brands and products; 

- Behavioral Stage (Conative): the purpose of which is to drive incitement to purchase and 

actual purchase. 

Thus, the selection of communication actions towards established targets should take these 

stages into account, regardless of whether the boundary between them is quite unclear. 
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2. Communication in sports management 

 

The concept of communication implies that important element for the optimal functioning of 

the human community, regardless of its nature and size. The permanent exchange of information 

emits vision and action, by harmonizing knowledge about those paths, means and ways to be 

achieved by promoting the necessary skills, by the relative harmony of emotionally, emotionally 

and motivationally speaking groups (more precisely, reference to own interests, beliefs, opinions 

and skills).[4] Communication seen as a replacement of opinions, conceptions and information 

through words, mimics and behavior is the foundation of human activity coordination. So if writing 

and speaking are actions that are regarded as simple, then their understanding correctly involves the 

main difficulty of communicating. This difficulty is due to the huge differences between people.  

Communication has also been seen as the process of sending and perceiving information, 

opinions and ideas from one person to another, or from a social group to a group. 

Broadly, the term "communication" implies "an exchange of messages between two or more 

people within a firm to achieve the proposed objectives, or more directly it can be said to be an 

exchange of information between a broadcaster (called E ) and a (R) receptor. In the literature, a 

further definition of the term of communication, which exemplifies it as the process by which a 

source of information A influences the information receiver B, is proposed in a way capable of 

stimulating to this occurrence some acts or feelings, which can allow a systematization of the 

activities of B or the group of which A and B are part. "[5] 

Therefore, as it was noted, the term of communication began with its multitude of 

circumstances and tends to become a source of confusion and controversy. 

All these specifications, which refer to the concept of communication, exemplify the fact that 

the act specific to human communication is regarded as a transformation carried out by a system 

consisting of a set of elements between which, of course, there are interdependence relations, 

having as purpose of transmitting information to meet knowledge. Most of the human relationships 

are communication interactions that include a symbolic dimension. 

Without sending symbols that have meaning, communication between people would not be 

possible, so the very existence, organization and operation of a sports unit includes communication 

processes.[3] 

 The business environment at the level of sports facilities is established and maintained 

thanks to the many communication processes and networks that give it coherence. Within the 

business environment, at the level of sports facilities, communication implies an important method 

for maintaining organizational cohesion, motivating employees, diminishing staff fluctuations, and, 

of course, achieving organizational goals.[2]  In order to gain satisfaction, the staff of the sporting 

unit must first feel that they are accepted, something that requires a certain degree of information. 

For any sports venue, the advantage is that athletes and the rest of the employees who are 

informed have the opportunity to think in the style of the organization, then they can show initiative 

and get involved in the decision-making processes of the organization. Therefore, teamwork is 

encouraged, but the effort made by the employee can also increase, such as increased 

accountability. From this point of view, the concept of communication at the level of a sports 

organization implies the flow of information within the organization that allows the internal team to 

evolve to the highest standards. 

Communication within the cultural and sporting environment is determined by the 

satisfaction of several organizational and functional needs, without which even the existence of the 

environment itself can be compromised. Among these needs are: [4] 

- sports management functions can not be operationalized in the absence of communication. 

The processes of setting objectives, aligning with the organizational structure, involving staff, 

harmonizing actions with the original objectives, and eliminating inconsistencies are based on 

receiving and transmitting messages; 
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- communication establishes and maintains employee relationships; 

- through feedback, communication offers the possibility of improving the individual and 

general skills of the organization; 

- if they are at the stage of the motivation process, communication offers the opportunity to 

identify, to know and to use correctly those categories of needs and incentives to guide the behavior 

of the staff in the organization towards personal performance and satisfaction; 

- communication also contributes to the introduction of fair and effective relationships of 

understanding and mutual acceptance between senior sports managers and subordinates to the 

organization, but also between colleagues and individuals inside and outside the organization. 

The ability to communicate is considered to be extremely important in the cultural and 

sporting environment, it is inevitable also the element that has the capacity to protect the 

communication from all negative influences, the capacity exercised directly by the communicative 

behavior, but and indirectly through technical and organizational measures and interventions within 

the informational system of the cultural and sporting environment.  

Some authors in the field of communication sciences combine these factors that negatively 

influence communication, the name of which is "communication barriers". 

Barriers to communication do not work in a narrow way, one another. In the communication 

process, barriers are gradually being stepped in, mutually intertwining, influencing each other, 

normally being aggregated, and in some groups they can cause a fairly serious deviation of 

information or cause serious harm to communication, even to blocking it. 

The explanation of dissensions, disagreements and even conflicts is identified in the 

communication process, in the obstacles that people - sports managers or performers - impose in 

smaller or larger numbers, intentionally or unintentionally, on communication. All these barriers 

could be generated - regardless of the function of the individual, manager or executor - and are 

specific to the management process. 

 

Stages of communication in sports management 

Encoding the meaning involves selecting some symbols that are capable of expressing the 

meaning of a particular message. Within the sporting organization, the most remarkable way of 

coding has remained, however, that of language.  

Circulation of the message involves the movement of the message that is coded from the 

issuer to the receiver through a visible, tactile, electronic communication or auditory channel. 

The mode of message transmission was determined by certain factors, so it became a 

component of the message. To understand this, we could take the example of the fact that whether 

words are used to express a message, its telegraphic transmission complements it with certain 

feelings that impose a certain importance and urgency, but in a normal expression by writing this is 

not possible. 

The words of a congratulation given by a sports manger to his subordinate when 

congratulating his professional success become extremely important when they are spoken better in 

front of the whole team than the simple greeting received and read only by the congratulated 

employee. 

The decoding and interpretation stage refers to the understanding of the transmitted symbols 

and the explanation of their significance, respectively, a formal process in the process of receiving 

the message. 

Filtering involves distorting the logic of a particular message, a distortion that is due to 

physiological or psychological limitations. 

Physiological filters are determined by total or partial handicaps, which are due to the lack or 

decrease of the acuity of odor, hearing, vision, but also the limitation of the ability to perceive, 

stimulate and understand the message. 
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Psychological filters appear because of past experiences or sensibilities, predispositions. 

These experiences can affect the perception and the way a message could be interpreted, giving 

them a different total or partial meaning than the one of the issuer. 

The final step refers to the feedback that completes the communication process. Through it, 

the issuer can analyze and control whether what was transmitted through the message was either 

incorrectly understood or changed due to its filtering. All of this is an accurate sign of some 

obsolete past and past obstacles in the communication process that have been gradually disregarded 

by managers. 

 

Characteristics of the language used in sports management 

The language used in sports management for composing the message operates on two levels, 

logically (for proposals and offers) and pragmatic (semantics, syntax and style), the meaning of a 

sentence or statement is a combination of a logical surface message and more many pragmatic (or 

suggested) messages.  

For example, when it comes to threats, we often react not only to the threatening statement 

but also to unspoken messages (often even more powerful). 

Several linguistic dimensions can be identified for threats:  

- the use of a contrasting language in which the negotiators use positive words when 

speaking about their own conduct (generous, reasonable, just) and negative words when referring to 

the conduct of the other party (unreasonable, severe, difficult). 

- the transfer of verbal character by verbal means when concluding agreements either 

convinces or forces the other side when it is high, or creates a feeling of distance and cold when it 

is too low. 

- the degree of intensity used during communication highlights strong feelings (in the case of 

supportive statements or frequent use of familiar, non-protocol language) or weak feelings towards 

the receiver (for example, when parties are limited to a strict business language). 

- the level of lexical diversity (the provision of a rich vocabulary), where high levels denote 

comfort and competence in the use of language, and low levels show discomfort, anxiety or 

inexperience. 

 

Formulation and communication of messages in sports management 

Any message that sports managers are about to communicate has a specific goal. Structuring 

it in a certain way has the role of highlighting its content, the opinion of sprouting managers on 

certain issues, and clearly emphasizing the relationships between the main ideas contained in it.  

The way the message is conceived and formulated has important effects on the credibility of 

the person or the sporting structure he represents. So one of the main factors determining the 

success of sports managers in the communication are represented by the structural formulation and 

organization of the message. 

In situations where organizing and formulating messages creates problems for sports 

managers, the unwanted effect of this aspect will also affect the credibility and success of sports 

managers in business relationships.  

The principles that are recommended to be used to structure messages in communication 

with business partners are: 

- creating a distinction between the essential part of the message and the one containing the 

details; 

- determining how to approach - whether it should be direct or indirect; 

- determining the importance of certain aspects of the message. 

In order to achieve an appropriate message formulation and a good structural organization it 

is necessary for sports managers to pay attention to each of the three principles outlined above. 

Regardless of culture, there is a language for each of the sports managers. So, for the French, it is a 
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sword to attack, the English use it defensively, for Italians and Spaniards is an instrument of 

eloquence, and the Finns and Asians throw it to the interlocutors in the form of constructive 

tranquility. 

 

Communication crisis in sports management 

The field of crisis communication is based on a multitude of activities with strategic and 

tactical content. The crisis communication thus involves four types of activities, such as:  

- business risk assessment; 

- crisis communication planning; 

- the answer; 

- recovery of the organization. 

▬ Risk evaluation 

This activity is based on the finding of the multitude of threats existing in the environment in 

which the sports organization operates. So it is possible to appeal to consultants inside a specialized 

organization or its specialists, which is a group of people specializing in crisis planning. 

The plan includes a list of the impacts of climate and political conditions, as well as aspects 

of occupational accidents that may be possible at work, as well as the reactions of various religious 

or civic organizations, also taking into account the actions of some bad faith groups, etc.   

Therefore, a planning team will be formed, which will include the leadership of the sports 

organization, the head of the public relations department of the sports organization, as well as the 

heads of other departments involved in the crisis situations within the sports organization, such as: 

human resources, technical director, persons responsible for the enforcement of legislation, 

responsible for organizational security, etc. All these people could identify possible disasters or 

conflicts that might arise in the work of an organization.  

▬ Crisis Communication Planning 

The second stage of crisis management refers to the work of developing a Crisis 

Communication Plan. For efficient crisis management, it is necessary to draw up, from the outset, a 

crisis communication plan. The plan is developed by public relations specialists, who must be 

involved in all phases and stages of events that can be assimilated to a crisis situation. 

The crisis communication plan takes the form of a dossier with instructions, being organized 

so that the public relations specialists can identify the specific sections as easily as possible. The 

plan must resist the unforeseen situations of crises - an aspect that justifies the idea that it is not 

advisable to keep the plan on a computer alone because it could be affected by unforeseen 

situations such as fires, earthquakes or even simplistic situations such as small current 

interruptions. The crisis communication plan looks at the same audiences of organizations that are 

also targeted at simple communication campaigns, so an organization needs to have more crisis 

communication plans that can adapt to different types of crises. 

▬ The answer 

If the response to these crisis situations was made in optimal conditions, if the decisions 

taken were correct, being the same as the strategies set out in the crisis communication plan, the 

sporting organization will be rewarded by limiting the negative effects of the crisis and preserving 

the trust of the types of crisis public key.  

It is now important for a sports organization to be able to make rapid changes and to send an 

initial response to the affected or crisis-affected public, which is normally the first spokesperson's 

statement. Therefore, any crisis that triggered a form of information is primarily outlined through 

media claims. So if the sports organization does not respond quickly to these needs, then another 

group will disseminate the information, which may be erroneous or incomplete. The answer must 

be rapid and consistent, but it must also be made up of precise information, which is non-

contradictory, with its practical nature. The response must show the responsibility of the sporting 
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organization, its sympathy for all people involved in crisis situations, the efforts made to solve the 

crisis and stop its effects; for that purpose, certain strategies of crisis communication are used. 

▬ Restore the sports organization 

This involves the last step in the crisis communication process and is marked, first of all, by 

the assessment of the quality of the response. 

In this case, any sports organization must take into account some major questions, such as: 

- „ if the actions during the crisis were in accordance with the welfare and objectives of the 

sports organization? 

- which aspects of the crisis were anticipated by the crisis plan? 

- what conclusions were reached after these successes? 

- what was the attitude of the members of the sports organization? 

- if members of the organization were adequately trained to overcome the critical situation? 

- which identified the effects in time specific to the crisis? 

- which were imposed to overcome crisis situations? 

- as analyzed and viewed by the general public, all these changes brought to the sports 

organization by the crisis?” 

In conclusion, public relations specialists have the task of keeping in constant contact with 

journalists, because the data they claim is necessary to be transmitted with maximum efficiency. 

 

5. Conclusions 

 

In conclusion, taking into account the interconnections that exist between all the 

processes taking place within the cultural-sporting environment, it can be said that it is 

impossible to find an aspect of the work that does not involve communication. The issue of 

communication within the cultural-sporting environment is whether some parties engage or 

not in the communication process, but also whether they communicate well or satisfactorily. 

Communication in the cultural and sporting environment is an essential part, because it helps 

both internally and externally, which ultimately leads to the achievement of the objectives. 

If communication is flawed, when the source uses strictly academic language, in 

collaborative relationships with the receiver, then there is the possibility that the 

communicator will not understand, being alien to his knowledge. 

Communication in the sport business environment is an essential part, because it helps 

both internally and externally, which ultimately leads to the achievement of the objectives. It 

is necessary to pay more attention to how the conversation dominates, namely eliminating 

interruptions, determining the customer to a free discussion, eliminating attacks on 

competition to show professionalism, keeping contact throughout the meeting visually with 

the client. Communication in sports management, in relation to its value, crosses several 

stages until the message of the organization is perceived, these stages are: 

- cognitive stage: involves providing information about the characteristics of the 

organization's products, how to use them products or services provided by the organization, 

etc .; 

- affective stage: involves the development of all favorable attitudes towards the 

organization, its brands and its products; 

- Behavioral stage (conative): the purpose of which is to incite to buy and purchase. 

In conclusion, the selection of communication actions towards the established targets 

should take into account these stages, regardless of whether the boundary between them is 

quite unclear, it can be considered that public relations and advertising will be better adapted 

to the information and the development of favorable personal inclinations, both to the 

organization and to its brands and products, and that sales promotion influences many 

people's behaviors, prompting them to an immediate purchase. 
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