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SPORDA REKABET KAVRAMI VE TARAFTAR
DAVRANISI

Nurettin Goksu CINI?
Ebru GUZEL KUYUCU?

1. GIRIS

Rekabet, bireylerin, gruplarin veya organizasyonlarin
birbirlerine kars1 tistiinliik saglama amaciyla sergiledikleri stirekli
ve yogun bir miicadele olarak ifade edilmektedir (Havard, 2020).
Bu kavram spor alaninda oldukg¢a yaygindir ve spor taraftarlarinin
davraniglari, takimlar ve organizasyonlar iizerindeki etkilerini
derinlemesine incelemek igin kullanilmaktadir. Taraftar, bir spor
takimiyla psikolojik olarak 6nemli bir baglantiya sahip oldugunu
hisseden kisi olarak tanimlanabilir (Wann, Melnick, Russell ve
Pease, 2001). Bireyler, cesitli nedenlerle spor takimlariyla
0zdeslesirler (Wann, 1995) ve genellikle bu takimlarin kendileri
tizerinde olumlu bir yansima yapmasin1 umarlar (Tajfel, 1974;
Tajfel ve Turner, 1979). Bu amagla, taraftarlar sectikleri grubun
ozelliklerini benimseme egilimindedir (Ashmore ve digerleri,
2004), bu da bireyin sosyo-psikolojik iyilik halini olumlu ydnde
etkileyebilir (Branscombe ve Wann, 1991; Wann, 2006; Wann ve
digerleri, 2008). Ayrica, bireyin bir takima olan bagliligi, kisilik
ozellikleri ve 6nemli olaylar temelinde yasam dongiisii boyunca
degiskenlik gosterebilir (Brown-Devlin ve digerleri, 2017; Devlin
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ve Brown, 2017) bu da spor organizasyonlar1 ve yoneticileri ig¢in
taraftar etkilesimini daha da 6nemli hale getirmektedir.

Basarili oldugunu diisiinme gibi insanin dogasinda olan
ozellikler dikkate alindiginda (Bandura, 1977; Crocker ve Park,
2004), bireyler kendilerini bagskalariyla karsilagtirmak ig¢in
kullanilabilecek olumlu nitelikler arar (Madrigal, 1995; Turner,
1975). Bu durum ayn1 zamanda, sosyal kimlik teorisine dayanan,
bireylerin grup iiyeliginden kaynaklanan basar1 ve basarisizliklar
vurgulamalarini etkiler (Tajfel, 1978). Kisacasi, rakip gruplarin
tiyeleri s6z konusu oldugunda, i¢ grup yanliligina ek olarak, dis
gruba karst On yargt sergileme egilimindedirler (Rubin ve
Hewstone, 1998). Iki grup arasindaki karsilastirmalar saglikli
olabilirken, dis gruba yonelik 6n yargi diizgiin bir sekilde kontrol
edilmezse saldirganlik ve sapkin davranislara doniisebilir (Wann
ve Waddil, 2013). Bu da rekabet¢i yarismalarin ve iliskilerin
sorumlu bir sekilde tesvik edilmesi ¢agrilarina yol acar (Dalakas
ve Melancon, 2012; Havard ve digerleri, 2013).

Spor alaninda, taraftarlar favori takimlartyla 6zdesleserek
grup aidiyeti ihtiyacin1 karsilarken (Ashmore ve digerleri, 2004),
takimin basarisini iistlenirler (Bandura, 1977) ve baskalariyla
olumlu bir sekilde karsilastirma yaparlar (Turner, 1975). Sporda
rekabet, birinin hangi takim ve gruplarla 6zdeslesmedigini
bulmasini saglar (Elsbach ve Bhattacharya, 2001) ve onlara
biligsel ve davranigsal faydalar ve sonuglar sunar. Baska bir
deyisle, spor rekabetinin varligi, taraftarlarin
deneyimleyebilecegi heyecani artirir. Spor rekabeti {izerine
yapilan Onceki c¢aligmalar, taraftarlarin rakip takimlara ve
gruplara yonelik algilarin1 (Havard, 2014; Havard ve digerleri,
2013; Havard ve Wann, 2013), rekabetin Onciillerini ve katki
saglayan faktorleri (Kilduff ve digerleri, 2010; Tyler ve Cobbs,
2015), taraftar davranis1 tizerindeki etkileri (Cikara ve digerleri,
2011; Cikara ve Fiske, 2012; Wann ve Grieve, 2005) ve sponsor
iliskilerini (Bee ve Dalakas, 2015; Dalakas ve Levin, 2005;
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Dalakas ve Melancon, 2012) vurgulamistir. Bu nedenle sporda
rekabet, taraftar davraniglarini agiklamak amaciyla yaygin
kullanilan bir kavramdir. Buradan sonraki bdliimde spor rekabeti
ile ilgili arastirmalarin temelini olusturan kavram ve teoriler
agiklanacaktir.

2. SOSYAL KIMLIK TEORISI (SKT)

Rekabet olgusu, yaygin olarak sosyal kimlik teorisi (SKT)
icinde ele alinmistir; bu teori, bir gruba iiyeligin, bir kiginin hem
0zel hem de kamusal dizeyde kim oldugunu belirttigine dair
inanc1 ifade etmektedir (Tajfel, 1974). Sosyal kimlik teorisi,
rekabeti ve rekabetci grup dinamiklerini daha iyi anlamak igin
(Cobbs ve digerleri, 2017) taraftarlarin neden favori bir takimla
0zdeslestigini anlamanin 6nemli oldugunu savunmaktadir. Tajfel
(1974), insanlarin bagkalar1 tarafindan olumlu bir sekilde
algilanmak i¢in (Tajfel ve Turner, 1979) baskalanyla
karsilagtirma yoluyla olumlu bir benlik kavrami olusturma ve
stirdiirme egiliminde olduklarini ileri siirer. Bunu basarmak igin
insanlar, sosyal kimliklerini arttirmak amaciyla diger iiyelerle
benzer  Ozellikleri  paylastiklart  gruplara ~ baglanma
arayisindadirlar (Tajfel ve Turner, 1979). Bir bireyin kimligini
olusturmak igin grup iiyeliginden yararlanmak, spor rekabetinin
kokudiir (Cobbs ve digerleri, 2017). Ayrica, Bhattacharya ve
Elsbach (2002) insanlarin sosyal kimliklerini korumak ve
giiclendirmek  i¢in  kendilerini  rakip  bir  kurulusla
Ozdeslestirmelerini  de  savunmaktadir. Taraftarlar gruba
katildiklar1 andan itibaren, takimin heterojen 6zelliklerini kabul
etmeye baslar, boylece kolektif kimligi iistlenirler (Crocker ve
Luhtanen, 1990) ve dolayisiyla kendilerini {iye olmayanlardan
(d1s grup) ayirirlar (Ashmore ve digerleri, 2004). SKT, insanlarin
bir takimin algilanan basaris1 ve basarisizligina dayali olarak
sergiledigi iliskilendirme egilimlerini aciklar (Cialdini ve
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digerleri, 1976; Snyder, Lassegard ve Ford, 1986). Bu egilimler,
bireyin imaj1 ve benlik saygisini koruma ¢abalarini igcermektedir
(Madrigal, 1995; Vohs ve Heatherton, 2001). Ayrica, bir takimla
gliclii bir bag paylasan taraftarlar, takimin kaybetmesinden sonra
daha zor zamanlar gecirirler (Wann ve Branscombe, 1990); bu
nedenle, rakiplerini kii¢lik diisiirmenin yollarin1 bulmaya
caligabilir (Cialdini ve Richardson, 1980) veya takimlarinin
rakiplerinden istiin  oldugu Ozelliklere odaklanabilirler
(Bernache-Assollant ve digerleri, 2018). Bu baglamda, rekabetin
gruplar arasi iliskilerde énemli bir rol oynadig1 goriilmektedir.
Bireyler, rekabet iginde olduklar1 gruplara karsi daha fazla
diismanlik ve negatif duygular beslerken, kendi gruplarina kars1
daha fazla sadakat ve baglilik gostermektedir (Chang, Krosch ve
Cikara, 2016).

3. TAKIM OZDESLESMESI

Takim 06zdeslesmesi, sporla ilgili arastirmalarda,
taraftarlarin tutum ve davranislarint daha iyi anlamak icin sosyal
kimlik teorisinden (Tajfel ve Turner, 1979) tiiretilmis 6nemli bir
kavramdir (Guo, 2021). SKT 'ne gore bir kisi hem bireysel
diizeyde bir kisisel kimlige hem de grup diizeyinde bir sosyal
kimlige sahiptir. Takim 6zdeslesmesi grup diizeyinde yorumlanir
(Guo, 2021) ve "miisterilerin bir spor organizasyonuna duydugu
kisisel baglhilik ve duygusal katilim" olarak tamimlanmaktadir
(Sutton ve digerleri, 1997). Bir takimla 6zdeslesmek, taraftarlara
sosyallesme ihtiyaclarini karsilamak i¢in firsatlar sunabilir ve bu
da zihinsel saglik ve 6zsaygiy1 artirabilir (Crocker ve Park, 2004).
Wann (2006), takim 6zdeslesmesinin iki tiir onciilii oldugunu
ifade etmistir: takim ile ilgili faktorler (oyuncu oOzellikleri) ve
cevresel faktorler (taraftarlarin yasadigi yer).

Ancak taraftarlarin 6zdeslesme diizeylerindeki farkliliklar
onlarin davranigsal tepkilerinde cesitlilige sebep olmaktadir
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(Funk ve James, 2001). Diisiik diizeyde takim 6zdeslesmesine
sahip taraftarlar i¢in takim takipgisi rolii, benlik kavramlarmin
cok kiiclik bir parcasidir. Sonug olarak, bu kisiler, eger tepki
verirlerse, takim performanslarina hafif tepkiler verme
egilimindedirler (Branscombe ve Wann, 1991). Ancak, ylksek
diizeyde Ozdeslesmeye sahip taraftarlar icin takiminin takipgi
rolii, kimliklerinin merkezi bir bilesenidir (Rahmati ve digerleri,
2014). Konusmalarinda ve giyim sec¢imlerinde kendilerini
isteyerek takimlarinin bir taraftar1 olarak sunarlar (Derbaix ve
Decrop, 2011). Bir takimla yakin iliskileri nedeniyle, yliksek
diizeyde 6zdeslesmis taraftarlar genellikle bunu kendilerinin bir
yansimasi olarak goriirler. Yani takim, bireyin bir uzantist haline
gelir (Tajfel ve Turner, 1979). Takimin basarilari, taraftarin
basaris1 olur (Cialdini ve digerleri, 1976) ve basarisizliklari
taraftarin basarisizligi olur (Wann ve Branscombe, 1990). Yiiksek
diizeyde 6zdeslesmis taraftarlarin takimlarinin performanslarina
verdikleri Onemin artmasi nedeniyle, duygusal, bilissel ve
davranigsal tepkileri oldukga asirt olma egilimindedir.

Ornegin, takimla yiiksek diizeyde 6zdeslesmeye sahip
taraftarlar, ma¢ sonuclarma (galibiyet veya maglubiyet) daha
yogun duygusal tepkiler verebilirler (Wann ve digerleri, 1994).
Takim 06zdeslesmesinin ¢esitli seviyeleri, katilim (Lee ve
digerleri, 2020), medya kullanim1 (Havard ve digerleri, 2016),
irlin satin alma (Ngan ve digerleri, 2011) ve agresif davraniglar
(Wann ve digerleri, 2003) agisindan farkli egilimlere yol agabilir.
Psikolojik agidan, Yansiyan Bagsarimin Tadim1i Cikarma
(BIRGing) (Cialdini ve digerleri, 1976) ve Yansiyan Basarisizligi
Kesme (CORFing) (Snyder ve digerleri, 1986) ile iliskilidir; bu,
taraftarlarin bir galibiyet veya maglubiyetle karsilastiklarinda
takimla nasil iligki kurduklarini agiklamaktadir.



Spor Yonetimi Calismalari

4. SPORDA REKABET

Spor alaninda, rekabet olgusu ele alindiginda, bir¢cok
farkli tanim kullanilmistir. Spor rekabeti, iki takim, oyuncu veya
taraftar grubu arasinda var olan diismanlik iligkisi, saha igi
rekabet, saha i¢i veya saha dis1 olaylar, cografi yakinlik,
demografik yap1 veya tarihsel olaylar gibi faktorler araciligiyla
onem kazanmaktadir (Havard ve digerleri, 2013). Sporda
rekabetin oncilleri ve katkilar1 arasinda cografi yakinlik, tarihi
rekabet, goreceli tstiinliik, 6nceki etkilesimler, tarihi anlar, yildiz
oyuncular, algilanan haksizlik, personel i¢in rekabet ve algilanan
basar1 yer almaktadir (Ambrose ve Schnitzlein, 2017; Kilduff ve
digerleri, 2010; Quintanar ve digerleri, 2015; Reams ve Eddy,
2017; Tyler ve Cobbs, 2015).

Ayrica, Ewing ve digerleri (2013) sporda rekabeti, belirli
bliyiik olaylarla artirilabilen iki grup arasinda (Karsiyaka-
Goztepe, Fenerbahce-Galatasaray) sirekli olarak var olan bir
fenomen olarak tanimlamuslardir. Ornegin, taraftarlar birden fazla
takimi rakip olarak tanimlayabilirken, bu takimlara yonelik
algilar1 ve yogunlugu farklilik gosterebilir (Tyler ve Cobbs,
2017). Bu, taraftarlarin birden fazla takimi rakip olarak
belirleyebileceklerini ve bu takimlara yonelik yogunluklarinin
farkli karakteristiklere bagli olarak degisebilecegi anlamina
gelmektedir (Kilduff ve digerleri, 2010; Quintanar ve digerleri,
2015; Tyler ve Cobbs, 2015). Spor alaninda, rekabetin
taraftarlarin miisabakalara fizyolojik tepkilerini (Hillman ve
digerleri, 2004), favori bir takimla halk arasindaki 6zdeslesmeyi
(Smith ve Schwartz, 2003), i¢c grup uyumunu (Delia, 2015), rakip
davraniglarinin tanimlarint (Wann ve Dolan, 1994; Wann ve
Grieve, 2005), oyuncu performanslarinin degerlendirilmesini
(Wann ve digerleri, 2006) ve taraftarlar arasindaki spor
kararlarini (Spinda ve Havard, 2016) etkileyebildigi bulunmustur.
Rekabet fenomeni ayrica, taraftarlarin sponsorlu tiriinlere yonelik
tutumlari (Angell ve digerleri, 2016; Bee ve Dalakas, 2015;
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Dalakas ve Levin, 2005; Davies ve digerleri, 2006), yardim
kuruluglarina yonelik tutumlarimi (Park ve Lee, 2015), takim
markali tirtinlerin degerlendirmelerini (Kwak ve digerleri, 2015),
acil durumlarda bagkalarina yardim etmeye istekliliklerini
(Levine ve digerleri, 2005), s6zel ve anonim saldirganlik
eylemlerini diisiinmeye istekliliklerini (Rahmati ve digerleri,
2014; Wann ve Waddill, 2013) etkileyebilir. Son olarak, Berendt
ve Uhrich (2016), rekabetin ayricalikli bir grup olma ve uyum
saglama gibi spor taraftarlart icin faydalar da saglayabilecegini
bulmuslardir. Dahasi, spor taraftarlari, takip ettikleri favori
takima (Wann ve digerleri, 2016) ve rekabete verdikleri goreceli
oneme bagli olarak rakip takimlar1 farkl algilayabilirler (Tyler ve
Cobbs, 2017).

4.1. Rakiplerin Basarisizhgina Tiiketici Tepkileri

Rakiplerin basarisizligina verilen tepkiler, sosyal kimlik
teorisi  (SKT) baglaminda ve rekabetin dogas1 geregi
incelenmistir.  SKT, bireylerin ait olduklar1  gruplarin
kimliklerinden ve basarilarindan 6nemli Olgiide etkilendigini
belirtmektedir (Tajfel ve Turner, 1979). Bir kisi, bir grup (i¢ grup)
ile 6zdeslestiginde, bu grup kimligini korumak ve giiglendirmek
icin dig gruplardan (rakip gruplar) ayrisma egiliminde olmaktadir
(Elsbach ve Bhattacharya, 2001). Bu dinamik, rakiplerin
basarisizliklarina verilen tepkilerde de kendini géstermektedir.

Spor taraftarlari, rakip takimin basarisizligindan tipki
favori takimlarinin zaferi gibi benzer miktarda seving
yasayabilirler (Mahony ve Howard, 1998). Ornegin, bir rakiple
dogrudan rekabet, hem taraftarlarin fiziksel tepkilerini (Hilman
ve digerleri, 2004) hem de destek gosterilerini etkilemektedir.
Ancak, gruplar arasinda dogrudan rekabetin olmadigi
durumlarda, bireyler genellikle rakibi kiicimsemek i¢in baska
degiskenler bulmak zorunda kalirlar (Cialdini ve Richardson,
1980; Havard ve digerleri, 2019).
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4.1.1. Schadenfreude

Rakiplerin basarisizligni karsisinda hissedilen  keyif
duygusu, Alman kokenli bir terim olan "schadenfreude" ile
tanimlanmaktadir. Bu duygu, bireylerin rakip gruplarin yasadigi
olumsuz durumlar karsisinda haz ve memnuniyet hissetmeleri
anlamina gelmektedir (Phillips-Melancon ve Dalakas, 2014).
Ayrica, bireylerin kendi grup kimliklerini giiclendirme ve rakip
grubu daha az degerli gérme egiliminden kaynaklanmaktadir.

Heider (1958), baskasinin ¢okiisiinden zevk alma fikrini
ve buna karsi-empati denilen durumu arastirmistir (Vanman,
2016). Grup iiyeleri, rakibin basarisizligindan keyif alabilirler.
Bagkalarinin talihsizliginden zevk alma kavrami Schadenfreude,
sosyal psikoloji literatiirinde yaygin olarak incelenmistir. Bu
kavram, baskalarinin mutsuzluklarindan zevk almay1 ifade eder
ve rakip takimin kaybetmesi veya kotii performans sergilemesi
durumunda  taraftarlarin  yasadigi duygusal  tepkiyi
aciklamaktadir. Bu durum, taraftarlarin rakip takimlarin zararia
olan olaylar1 kutlamalarina veya bu tiir olaylardan memnuniyet
duymalarina yol agmaktadir (Leach ve digerleri, 2003).

Rakip takimin basarisizligina verilen bu tiir tepkiler,
taraftarlarin kendi takimlarinin basarilarini daha da anlamli hale
getirir ve grup i¢i baghlig1 artirir. Ancak, bu tiir tepkiler ayni
zamanda spor ortaminda negatif davranislarin ve saldirganliklarin
artmasina da katkida bulunabilir. Bu nedenle, spor yoneticileri ve
organizasyonlari, taraftar davranislarini izlemeli ve olumsuz
sonuglart en aza indirmek igin stratejiler gelistirmelidir. AKksi
durumda taraftarlik mantikli olan insanlarin mantiksiz yollarla
hareket etmelerine olanak saglar (Dwyer ve digerleri, 2015).
Ornegin, bir kisi ise yiiriirken birinin yere diismesini alkislamaz;
ancak taraftarlar, favori takiminin bir oyuncusu rakibini yere
diistirdiigiinde bunu tezahuratlarla kutlarlar. Bu davranis, rekabet
isin i¢ine girdiginde daha da artar ¢linkli rakipler arasindaki
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maglar, rakip olmayan maglardan daha siddetli olarak goriliir
(Raney ve Kinally, 2009).

5. ORGANIZASYONLARIN REKABET
UZERINDEKI ROLU

Organizasyonlarin rekabeti tesvik etmek i¢in kullandiklar
dil, gruplar arasindaki olumsuz davraniglar1 da vurgulayabilir
(nefret sOylemleri, savas terminolojisi, miicadele). Literattrdeki
caligmalar, spor yoneticilerinin ve organizasyonlarinin rekabet
oyunlarini tesvik etmesiyle iliskili sonuclara odaklanmistir. ilk
olarak, Amerika Birlesik Devletleri'nde, takimlar,
organizasyonlar ve ligler genellikle rakip takimlar arasindaki
diismanhig1 artirmaya calistiklarinda, Havard, Wann ve Grieve
(2018), rekabeti tesvik etmek i¢in "Nefret” kelimesini
kullanmanin, "Rekabet"” kelimesini kullanmaktan daha fazla grup
dis1 diismanlik seviyesini artirdigini bulmuslardir. Uluslararasi
spor sahnesinde ise, Berendt ve Uhrich (2016), rekabetin ve
diismanligin gegmisini géz ard1 etmek ya da gérmezden gelmek
yerine kabul etmenin, grup dist asagilama diizeyini azaltmaya
yardimci oldugunu bulmusglardir. Bu bulgular ilgingtir cilinkii
uluslararas1 sahnedeki spor yoneticileri genellikle rekabet
macglarim1  kiigimsemeye  calisirken, Amerika  Birlesik
Devletleri'ndeki yoneticiler ise takimlar arasindaki diigmanligi
bliylitmeye caligmaktadir. Ayrica, yiiksek diizeyde 6zdeslesmis
grup tyeleri, grup disina karsi daha fazla sozlu ve aragsal
saldirganlik egilimindedir (Wann ve Waddill, 2013).

6. SONUC

Sporda rekabet fenomeni, taraftarlarin dis gruba karsi
algilarmi ve davraniglarimi olumlu veya olumsuz sekilde
etkileyebilir. Ornegin, rakibin varlig1 katilimcilarin ¢abalarini ve
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performansini artirabilir (Kiduf ve digerleri, 2010), ancak ayn1
zamanda etik olmayan davraniglara katilimi da tesvik edebilir
(Kilduf ve digerleri, 2016). Spor taraftarlari i¢in bir rakip takimin
varhigl, takip ettikleri takimi  kamusal alanda nasil
iliskilendirdiklerini (Kimble ve Cooper, 1992), acil durumlarla
karsilasan insanlara yardim etme olasiligini (Levine ve digerleri,
2005) ve saldirganligr diisiinme istegini etkileyebilir (Wann ve
Haynes, 2003; Wann ve Waddill, 2013). Bir rakibin varlig1 ayrica
taraftarlar1 diger favori takim destekgileriyle daha giiclii bir bag
kurmaya yonlendirebilir (Smith ve Schwartz, 2003), boylece grup
biitiinliiglinli ve grup ayrimini artirarak taraftarlar i¢in olumlu bir
rol oynayabilir (Berendt ve Uhrich, 2015; Delia, 2015).

Spor alanindaki rekabet fenomeni ayrica taraftarlarin
sporu tiiketme seklini de etkilemektedir. Ozellikle, bir rakip
takimla oynamak taraftarlarin canli bir maga katilma olasiligini
olumlu yonde etkiler (Havard ve digerleri, 2016) ve bilet igin
O0demeye istekli olduklart miktar1 artirmaktadir (Sanford ve Scott,
2016). Rekabet, taraftarlarin takimin markali {irlinlerini
degerlendirme seklini (Kwak ve digerleri, 2015), takim
sponsorlarini (Angell ve digerleri, 2016; Bee ve Dalakas, 2015;
Dalakas ve Levin, 2005;), lig odakli pazarlamay1 (Nichols ve
digerleri, 2016), taraftar davraniglarini (Wann ve Dolan, 1994;
Wenger ve Brown, 2014) ve oyuncu performanslarini (Wann ve
digerleri, 2006) etkileyebilir.

Rekabetin 6nemli bir sonucu, taraftarlarin dig gruptaki
(rakip takim ve taraftarlar) basarisizliga nasil tepki verdiklerini
anlamaktir. Orne@in, spor taraftarlarinin, bir rakip takimin
maglubiyetinden duyduklar1 seving, hatta bazen favori
takimlarinin galibiyetinden yasadiklar1 sevingle benzerdir veya
onu asar (Mahony ve Howard, 1998). Ayrica, Ulusal Basketbol
Birligi (NBA) taraftarlari, bir rakibin muhtemelen kaybetmesinin,
favori takim disinda bir rakip takimin bagka biriyle oynarken
izlenmesini diigiinmelerinin bir nedeni oldugunu ifade etmistir
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(Mahony ve Moorman, 1999). Bu nedenle Heider, (1958)
Schadenfreude (baska birinin ¢okiisiinden zevk alma) kavrami,
favori takiminin rakibinin basarisizhigin1 yasadiginda spor
taraftarlarinin nasil ve neden tepki verdigini agiklamaya yardimci
olabilir.

Rekabet iceren bir magcta siddet ve taraftar saldirganligi
olasilig1r yiiksektir (Tyler ve Cobbs, 2015). Sosyal baskidan
kaynaklandig1 diislintilen dis gruplart asagilama davranisi,
taraftarlarin rakiplerin degerlerini spor takiminin bir uzantisi
olarak olumsuz degerlendirecegi inancina dayanmaktadir. Spor
rekabeti baglaminda tiiketici davranisi calismalari, satin alma
niyeti (Bee ve Dalakas, 2015; Lin ve Bruning, 2020) ve rekabet
sponsorlarina yonelik tutumlarla (Dalakas ve Melancon, 2012)
iliskilidir. Taraftarlarin favori takimlarma yonelik olumlu
tutumlari, takimin sponsorlarina da aktarilabilir; buna karsin,
rakip takima duyduklart nefret, rakip sponsorlarina da
aktarilabilir (Angell ve digerleri, 2016). Sonug olarak taraftarlarin
duygular1 ve davraniglart iizerine yapilan spor rekabeti
calismalari, taraftarlarin davranig ve iliskilerini anlamada daha
fazla adim atmak, olasi nedenleri ve ¢oziimleri tartigmak icin bir
firsat sunmaktadir. Ayrica bu konuda calisan arastirmacilar,
taraftarlarin olumlu ve olumsuz davranislarin1 incelemek icin
sporda rekabeti kavramsal olarak ele alabilir ve g¢alismalarini
temel teorileri kullanarak tasarlayabilir.
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BEYOND THE LINE: SPONSORSHIP IN
SPORTS

Ataman TUKENMEZ!

1. INTRODUCTION

The dynamics of today's business world demonstrate that
the aim of brands goes beyond merely offering products or
services. Nowadays, the fundamental criteria for being a
successful brand encompass having an identity that can establish
emotional connections with consumers, reflect their values, and
promote societal impacts. In this context, it has become crucial
for brands to move beyond focusing solely on commercial
objectives and to exhibit an existence that aligns with social and
cultural contexts. This is where the concept of sponsorship comes
to the forefront. Sponsorship emerges not only as a tool for
providing financial support to sports events but also as a strategic
instrument for strengthening brand identity, deepening customer
relationships, and creating social impact (Ozer, 2011).

Sponsorship constitutes one of the cornerstones of modern
marketing strategies. By sponsoring a particular sports event, a
brand not only associates its name with the event but also
embraces the emotional and social context of the event. This
strategy enables brands to be perceived in the minds of consumers
not just as providers of products or services but also as
stakeholders sensitive to social values and experiences. In this

1 Res. Asst. PhD, Istanbul University-Cerrahpasa, Sports Sciences Faculty, Sports
Management Department, ataman.tukenmez@iuc.edu.tr, ORCID: 0000-0003-
0405-7023.
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way, brands can establish a deeper presence in the hearts and
minds of consumers (Taskin and Kosat, 2016).

Sponsorship goes beyond merely providing advertising
and visibility; it has the potential to enhance the social impact of
brands. Through sponsorship, brands can address social issues
and contribute to their resolution by aligning themselves with
projects that match the missions of the events or organizations
they support. This not only enables brands to fulfill their social
responsibilities but also leads consumers to evaluate them more
positively (Akova, 2013).

The concept of sponsorship stands out as a significant tool
that brands can strategically utilize not just to achieve financial
gains, but to establish emotional connections, reflect values, and
create social impacts. This strategy allows brands to be perceived
not only as providers of products or services but also as carriers
of a social mission. Simultaneously, it helps consumers form
closer relationships with the brands on an emotional and social
level (Zdravkovic and Till, 2012).

Sport is widely recognized as a cultural and social
universal form of expression that triggers emotional responses
and often evokes feelings of enthusiasm, excitement, and sharing.
Sports events transcend the mere exhibition of physical
performances; they serve as a platform for communities to come
together, express their identities, and share a common experience.
These events enable spectators to develop a sense of collective
identity and form emotional bonds (Bozkurt and Kartal, 2008).

The competitions occurring on the field have the potential
to intensely shape not only the successes of teams or athletes but
also the emotional experiences of spectators. Viewers, while
observing the performances on the stage, may feel as if they are
part of a team. This experience offers them the opportunity to
connect their personal identities to the sport and develop a sense
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of fandom. Thus, sport facilitates societal cohesion by allowing
spectators to find emotional satisfaction in a context beyond their
everyday lives (Lin and Lin, 2008).

At the core of these emotional experiences lie the strategic
support and sponsorships from brands, organizations, and
businesses. Sponsorship provides financial and strategic support
to sports events, enabling organizations to host larger and more
impactful events. This support not only contributes to the
development of sports but also helps brands express their values
and strengthen their consumer relationships (Kaynak et al., 2008).

Sponsorship also serves as a strategic platform where
brands converge with sports events and project their values to a
wide audience. Through sponsorship, brands gain the opportunity
to reach consumers more deeply and strengthen their emotional
bonds. Consequently, brands are perceived not only as providers
of products or services but also as stakeholders sensitive to social
values and experiences. Consumers begin to view brands not
merely as businesses but as partners that reflect their own values
and contribute to social impacts (Smith, 2004).

The power of creating emotional experiences through the
universal language of sport presents a significant opportunity for
brands. Sponsorship is a strategic tool that enables brands to align
with sports, providing consumers with unforgettable experiences,
creating social impacts, and expressing their values. This strategy
allows brands to form emotional bonds and generate societal
impacts beyond their commercial goals, while also holding the
potential to make sports events larger and more effective. Sports
events encompass not only the competition among players but
also a range of components such as organization, infrastructure,
promotion, and spectator experience. It is at this juncture that
sponsorship emerges as a crucial driving force, binding together
these rich structural elements of organizations and events.
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Sponsors enable organizations to host larger and more effective
events by providing financial support and resources.
Additionally, through sponsorship, organizations can reach a
broader audience and enhance the spectator experience, making
it more memorable (Grohs, 2016).

2. THE CONCEPT OF SPONSORSHIP

Sponsorship, within the dynamics of the business world,
denotes a collaborative model where brands strategically support
various events or organizations with financial or other resources.
This collaboration symbolizes a strategic initiative wherein
brands reinforce their corporate identities by reflecting their core
values, the interests of their target audience, and societal
interactions. Sponsorship goes beyond assuming the financial
burden of a specific event; it signifies a unique platform where
brands leverage opportunities to engage with consumers and
enhance brand visibility (Masterman, 2007).

Sponsorship fundamentally involves brands establishing a
partnership with selected events or organizations, aiming to create
a mutually beneficial alignment that adds value both to
themselves and their target audience. This strategy reflects
brands' actions not only based on commercial objectives but also
considering societal and cultural values. Through sponsorship,
brands gain the opportunity to better understand consumers’
interests, values, and lifestyles. Consequently, they can
strengthen emotional connections with their target audience and
establish deeper ties with their daily lives (Collett & Fenton,
2011).

Sponsorship, beyond providing financial contributions,
opens avenues for brands to enrich their communication
strategies and effectively engage in emotional interactions.
Brands actively participate in events and organizations under
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sponsorship, allowing them to build closer relationships with
consumers and enhance their experiences. This approach ensures
that brands are perceived not only as providers of products or
services but also as integrated partners that add value to consumer
lifestyles (Lee et al., 2015).

3. SPONSORSHIP MANAGEMENT

Sponsorship  management is a crucial process
encompassing the strategic planning, implementation, and
evaluation of the collaboration between an organization, event, or
activity (the sponsored entity) and a sponsoring brand or
company. This strategic approach represents a collaborative
model aiming to achieve mutual benefits and specific objectives
between the two parties. Sponsorship management should be
conducted effectively and cohesively to reach predetermined
goals and meet the expectations of both sides (Hoek et al., 1993).

The initiation of sponsorship management begins with
identifying a sponsor that will assist the organization or event in
achieving specific objectives. This stage involves assessing the
alignment between the sponsor's brand identity, values, target
audience, and marketing strategies with the sponsorship
objectives. Additionally, it is important for the sponsor to
consider opportunities and risks associated with the organization
or event. This preliminary analysis phase is a critical step that can
significantly impact the potential success of the sponsorship
(Meenaghan, 1983).

The implementation phase of sponsorship management
includes defining the details of the collaboration agreement and
achieving mutual objectives. During this phase, a contractual
agreement outlining the mutual benefits of the sponsorship is
developed, and responsibilities, expectations, and commitments
of both parties are clearly defined. Planning sponsorship activities
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and events, creating marketing strategies, and establishing
communication between parties are critical components of this
stage. Effective and efficient execution of the collaboration
process supports the achievement of the organization's or event's
goals (Parker, 1991).

Lastly, the evaluation phase of sponsorship management
is utilized to measure the success and impact of the collaboration.
This phase involves assessing the extent to which predetermined
objectives have been achieved. Using measurable performance
indicators and metrics, the added value of the sponsorship activity
is analyzed. Identifying successes and areas for improvement
provides valuable insights for future sponsorship strategies
(Dolphin, 2003).

In conclusion, sponsorship management is a complex and
strategic process of establishing, implementing, and evaluating a
strategic partnership between organizations and sponsor brands.
It requires careful planning, coordination, and analysis to ensure
effective collaboration that achieves mutual benefits and supports
the goals of both parties (Olson, 2010).

One of the fundamental principles of sponsorship
management is ensuring clear alignment of purpose between the
sponsor and the sponsored entity. This principle involves
developing a shared understanding and vision regarding the
objectives outlined in the sponsorship agreement. This process
focuses on maximizing contributions, creating value, and
maximizing impact to effectively engage in collaboration
(Walliser, 2003).

In the context of sponsorship, alignment of purpose
involves ensuring that the goals, strategies, and values of both the
sponsor and the sponsored entity complement each other. The
sponsor may have commercial objectives such as increasing
brand visibility, reaching its target audience more effectively, or
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entering a specific market segment. Additionally, the sponsor
may also aim to carry social responsibility or support a specific
social or cultural cause. On the other hand, the sponsored entity
also has specific goals and strategic objectives. These goals may
reflect the mission, values, and added value of the event or
organization (Meenaghan, 1998).

Another important principle of sponsorship management
is understanding the target audience of the sponsored entity. This
principle emphasizes the importance of the sponsored entity
carefully evaluating the demographic, socio-economic
characteristics, values, and interests of the target audience where
sponsorship activities will take place. This assessment process is
crucial for the sponsor to interact effectively with its target market
and maximize the impact of sponsorship (O’Reilly & Harrison,
2005).

Understanding the target audience of the sponsored entity
forms the foundation of an effective sponsorship strategy.
Demographic factors such as age, gender, income level, and
education level help determine how sponsors can reach potential
customer segments. These demographic characteristics enable
sponsors to direct their marketing efforts in alignment with the
needs and preferences of the target audience (Groza et al., 2012).

Successful sponsorship should offer an attractive and
convincing value proposition for both the sponsor and the
sponsored entity. The sponsored entity should carefully evaluate
the unique and meaningful benefits that this partnership will
provide. These benefits may include advantages based on brand
strategies such as increased brand visibility, positive brand
association, and access to a wider audience. Such advantages
mean that the sponsor can effectively engage with its target
audience and further strengthen its brand image (Avunduk, 2021).
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Furthermore, the sponsored entity should also consider the
tangible returns of sponsorship. Financial support is related to the
sponsor providing financial resources to the event or organization
and can impact not only the success of the sponsorship but also
financial outcomes. This financial support contributes to
providing the resources necessary for the project or event to be
implemented. Additionally, sponsorship can include sharing
expertise or special skills. The specialized knowledge or expertise
possessed by the sponsoring entity can be transferred to a wider
audience through sponsorship, thereby enhancing both the
sponsor's brand image and emphasizing the sponsored entity's
industry leadership (Candz & Dogan, 2015).

Effective sponsorship management involves creating
creative activation strategies to further enrich the sponsorship
relationship and ensure effective interaction with the target
audience. These creative activation strategies can manifest in
various areas such as experiential events, social media
campaigns, product integrations, and joint brand initiatives.
Experiential events are interactive events and experiences that
allow sponsorship to directly engage with its target audience.
Social media campaigns are an effective strategy that allows
sponsorship to reach a wider audience on digital platforms.
Product integrations refer to the direct integration of sponsorship
into products or services, while joint brand initiatives involve
sponsorship and the sponsored entity working together to develop
new projects or products (Kiling, 2022).

It is important to establish clear metrics and mechanisms
to measure the success of sponsorship. Both parties should
identify key performance indicators that align with their goals.
Regular evaluation provides an opportunity to make adjustments
and improvements throughout the partnership.
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Sponsorship management is not just about a one-time
transaction; it is about building a lasting relationship. Successful
sponsors go beyond financial contributions and actively engage
with the sponsored entity. This can include collaboration, sharing
ideas, providing expertise, and showing genuine interest in the
success of the sponsored entity (Borzillo, 2009).

Transparency and clear communication between sponsors
and sponsored entities are essential. Both parties should clearly
communicate their expectations, responsibilities, and any
changes that may occur during the partnership. This helps prevent
misunderstandings and ensures a harmonious collaboration.

The business world is a dynamic and constantly evolving
structure, and therefore sponsorship strategies must also adapt to
this change. The complex and rapidly changing nature of the
business world encourages businesses to discover new
opportunities, create competitive advantages, and respond to the
expectations of the target audience. In this context, sponsorship
strategies should reflect businesses' ability to adapt to evolving
conditions and market dynamics and aim for sustainable success
(Meenaghan, 2013).

4. SPORTS SPONSORSHIP

Sports sponsorship is a strategic form of relationship
where a brand supports a specific sports event or organization
with the goal of enhancing its visibility and reaching its target
audience. This collaboration aims to strengthen the brand's image
and increase consumer loyalty by leveraging the enthusiasm and
interaction of sports (Fortunato, 2013).

Sports sponsorship is a marketing strategy aimed at
mutual benefit between two parties. One side, typically a business
or brand, supports a particular sports event or athlete/team
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performance with financial or resource assistance, while the other
side provides brand promotion, visibility, or other values in return
(Abratt et al., 1987).

Sports sponsorship is a marketing strategy where a brand
utilizes its resources and influence in the sports field to establish
emotional connections with its target audience and build its brand
image. Sponsorship offers the opportunity for the brand to reflect
the meaning and values of the sports event or organization,
thereby interacting with the audience (Kinney, 2009).

Sports sponsorship is a collaboration between a brand and
a sports event or organization aimed at reaching its target
audience, increasing brand awareness, and creating a positive
image. This partnership allows the brand to harness the
excitement and influence of sports to foster emotional
connections and identification with the brand (Santomier, 2008).

Sports sponsorship is a collaboration between a brand and
a sports event or athlete/team to reach its target audience and
enhance brand value. This strategy enables sponsors to
communicate their brand values and messages to the target
audience by leveraging the widespread appeal of sports (Abratt &
Grobler, 1989).

4.1. Historical Development of Sports Sponsorship

The historical evolution of sports sponsorship is closely
intertwined with the development of modern marketing and
communication strategies. This relationship reflects changes in
business marketing practices, consumer behaviors, and media
usage habits. Sports sponsorship has significantly transformed
and shaped both business and sports marketing dynamics over
time (Hoek, 1999).

The roots of sports sponsorship can be traced back to the
early 20th century. The initial examples of sponsorship began
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with local businesses supporting athletes or teams. During this
period, sponsors typically provided athletes with equipment or
financial support in exchange for promoting their own brands
(Earl, 2007).

With the development of advertising and the proliferation
of radio, sports sponsorship began to grow. Radio broadcasts and
print media enabled sponsors to promote their brands to wide
audiences. Particularly in the United States, professional baseball
teams and boxing matches were early examples of sports
sponsorships (Ferrand et al., 2007).

One of the legendary figures of American baseball, Babe
Ruth, entered into a sponsorship agreement in the 1920s with
Louisville Slugger, a baseball bat manufacturer. This agreement
exemplifies an early instance where athletes collaborated with
brands for support. Babe Ruth's name was added to baseball bats,
enhancing the brand's visibility
(https://www.foxbusiness.com/lifestyle/babe-ruth-1918-
contract-louisville-slugger-auction).

The 1950s and 1960s marked periods of increasing
influence of television, during which sports sponsorship gained
significant momentum. Television's capacity to reach wide
audiences transformed sports events into a crucial marketing
platform for businesses. During this era, major sports
organizations placed increasing importance on collaborations to
promote brands nationally and internationally (Buylkbaykal,
2016).

In the 1970s and 1980s, sports sponsorship adopted a
more strategic approach. Businesses began using sports
sponsorship not only for brand visibility but also to enhance
consumer relations, shape brand image, and increase societal
engagement. Particularly, major international events provided
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significant opportunities for businesses to promote their brands
globally (Radicchi, 2014).

In the 1970s, the Marlboro brand prominently emerged as
a sponsor in Formula 1 races. This sponsorship facilitated the
brand's global outreach and contributed to Formula 1 achieving
international renown. The Marlboro logo prominently featured on
race cars and drivers' apparel (https://racedebrief.com/how-a-
cigarette-brand-shaped-formula-1/).

Nike made a significant impact through its sponsorship
agreement with basketball legend Michael Jordan. This
agreement shaped the Air Jordan series of athletic shoes and
Jordan's image. Nike's collaboration with Jordan reflects the
brand's strategy to appeal to young consumers and associate with
athletes
(https://www.centuroglobal.com/blog/the_power_of partnership
s_nike_michael_jordan/).

In the 2000s, Red Bull emerged as a pioneering sponsor
in the realm of extreme sports. For instance, Red Bull supported
Felix Baumgartner's freefall from space through the 'Red Bull
Stratos' project. Such impressive events emphasized the brand's
themes of courage, pushing boundaries, and energy
(https://www.chasejarvis.com/blog/helmet-cam-of-skydive-
from-space-red-bull-pilot-felix-baumgartner-breaks-the-speed-
of-sound-from-120000-feet/).

In recent years, the rise of digital media and the influence
of social media have enabled sports sponsorship to communicate
more effectively. Businesses have found opportunities to narrate
their brand stories and increase consumer engagement on online
platforms. Additionally, themes of sustainability and corporate
social responsibility have introduced a new dimension to sports
sponsorship, supporting businesses' goals to be responsive to
societal needs (Boyuk, 2022).
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With the ascent of digital media, influencer sponsorships
have become popular. Platforms like Instagram, particularly,
have become venues where athletes and teams collaborate with
brands to promote products or services. This represents a shift
towards not only traditional sports sponsorship but also focusing
on digital interactions (Ugiinciioglu, 2021).

4.2. Types of Sports Sponsorship

Sponsorship Sports sponsorship is a significant marketing
tool in today's dynamic business world, aimed at brands
establishing strategic partnerships with sports events and
organizations to reach broad audiences and enhance brand value.
This collaboration aims to leverage the enchanting realm of sports
with the robust resources of the business world for mutual benefit.
Sports sponsorship is a versatile and dynamic strategy that not
only provides financial support to sports organizations but also
enables brands to engage deeply with their target audience.

There are various types of sports sponsorship, each
serving different objectives and catering to the unique needs of
brands.

4.2.1. Individual Sponsorship

Individual sponsorship is a specialized type of
sponsorship that serves as a significant element of marketing
strategies, enabling brands to reach wide audiences by partnering
with successful and well-known individual athletes in specific
sports disciplines. These sponsorship agreements are built upon
athletes' popularity, talents, and image, aiming for brands to
communicate more effectively with their target audiences (Okay
& Okay, 2014).

Individual sponsorship aims to facilitate effective
communication and interaction through the strategic alignment of
personal brands of athletes with brands' marketing objectives.
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Such agreements offer the potential to create strong brand
associations in consumers' minds by aligning the athletes' image
with the image of the brands' products or services (Soyer, 2003).

Applications of individual athlete sponsorship vary. An
athlete may endorse sponsorships by using, wearing, or
promoting the brand's products or services. Additionally,
sponsorship impact can be enhanced through media appearances,
events, or social media platforms carrying the brand name
alongside athlete-integrated advertising campaigns (Okay, 2005).

The success of individual sponsorship depends not only
on the alignment between the athlete and the brand but also on the
emotional and cognitive connection established between the
brand's target audience and the athlete. While the athlete presents
a compatible image with the brand's values and themes, the brand
aims to trigger consumer passion, admiration, and a sense of
belonging through collaboration with the athlete (Schwarz &
Hunter, 2008).

Individual sponsorship is a dynamic marketing strategy
that leverages the global and emotional appeal of sports to
enhance consumer engagement, shape brand image, and establish
more meaningful and personal connections with target audiences.
This sponsorship type serves as a platform aiming to capitalize on
athletes' achievements while aligning brands’ values and
objectives with the dynamics of the sports world (Bas, 2008).

Lionel Messi, one of the most talented and renowned
players in world football, has entered into numerous sponsorship
agreements with major brands throughout his career. One of the
most notable of these agreements is his long-standing
collaboration with Adidas
(https://www.adidas.com/us/lionel_messi_elretorno).

The sponsorship agreement between Adidas and Lionel
Messi is one of the most iconic individual sponsorship deals in
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the sports world. Messi has been associated with Adidas since a
young age and has become a global ambassador for the brand.
This partnership has significantly contributed to both Messi's
career and Adidas' brand image.

The scope of the agreement includes the production of
specially designed cleat series for Messi, Messi's participation in
numerous advertising campaigns with Adidas, and his
representation of the brand at events and promotions worldwide
as a global brand ambassador.

Due to Messi's worldwide popularity, Adidas has
substantially increased its brand visibility. Messi wearing Adidas
cleats ensures continuous brand exposure during matches and
training sessions. This collaboration has notably boosted sales of
Messi's exclusive cleat series, becoming a significant revenue
source for Adidas.

Messi's preference for Adidas as a football icon has
enhanced the brand's prestige and built consumer trust. This has
strengthened Adidas' competitiveness in the sports equipment
market.

Similarly, Gatorade emphasized the performance-
enhancing effects of sports beverages through a sponsorship
agreement with Jamaican sprinter Usain Bolt, holder of world
records. This sponsorship effectively communicates the brand's
message in line with Bolt's symbol of speed and energy.

Rolex, through its collaboration with renowned tennis
player Roger Federer, has crafted a brand image representing
luxury and elegance. Federer's appearances in suits and
advertisements featuring Rolex watches contribute to presenting
the brand as sophisticated and high-end.

These examples illustrate striking instances of how
individual sponsorship can be utilized across different sectors.
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Such sponsorship agreements provide opportunities to support
athletes while effectively reaching the target audience for brands.

4.2.2. Team Sponsorship

Sports team sponsorship is a type of sponsorship where
businesses or brands provide financial or other resources to
support a specific sports team, aiming to promote their brand.
Such sponsorship agreements serve the dual purpose of providing
financial support to sports teams and increasing brands' access to
a wider audience. Sports team sponsorship forms a collaborative
model benefiting both sports organizations and the business
world by leveraging their respective strengths (Argan, 2004).

At the core of sports team sponsorship is the objective of
enhancing brand visibility through the popularity and influence
of sports teams. A business or brand sponsoring a sports team can
display their name on team uniforms or equipment, stadium or
arena advertisements, media events, and other activities. This
helps brands reach a broader audience and connect more closely
with their target market (Okay, 2005).

Sports team sponsorship not only enhances brand
visibility but also allows brands to establish emotional
connections, reach passionate fan bases, and associate their brand
with the admiration for team success. Such sponsorship
agreements can help brands contextualize themselves using the
emotional and societal impact of sports, thereby creating a
positive positioning in consumer minds (Bas, 2008).

The impact of sports team sponsorship is directly linked
to the success and popularity of the team. A successful and well-
known sports team can provide brands with increased visibility
and a positive image, while downturns in team performance can
negatively affect the brand. Therefore, it is crucial for brands to
carefully evaluate the performance, reputation, and values of
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sports teams when considering sponsorship collaborations
(Karadeniz, 2009).

Sports team sponsorship is an effective marketing strategy
that leverages the societal impact and popularity of sports to help
brands reach a broad audience. Such sponsorship agreements
enable brands to enhance brand value and establish closer
relationships with passionate sports fans through collaborations
with sports teams (Argan, 2004).

In 2012, Manchester United entered into a significant
sponsorship agreement with automotive giant Chevrolet. This
partnership marked a crucial step for Chevrolet in enhancing its
global brand visibility and for Manchester United in bolstering its
financial strength. Chevrolet became the primary shirt sponsor of
Manchester United, prominently featuring its logo on the front of
the team's jerseys during matches. This arrangement afforded
Chevrolet extensive visibility during matches, at training
facilities, and across the club's official communication channels
(https://www.manutd.com/en/partners/global/chevrolet).

Under the agreement, Chevrolet and Manchester United
collaborated on joint marketing campaigns and events worldwide.
Leveraging Manchester United's expansive global fan base,
Chevrolet substantially augmented its brand awareness. The
jersey sponsorship ensured Chevrolet's visibility in every match
and through numerous media outlets. Chevrolet engaged with
Manchester United supporters to foster customer loyalty,
organizing campaigns and activities that strengthened its brand
image.

Through innovative  marketing initiatives  with
Manchester United, Chevrolet cultivated a dynamic and modern
brand image in the global market. Special campaigns featuring
Manchester United players and coaching staff bolstered brand
awareness and consumer interest. Enhanced by joint content and
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contests on social media platforms, Chevrolet reinforced its
digital marketing strategies. Furthermore, through global football
events and fan gatherings, Chevrolet solidified its brand
recognition and provided exclusive experiences for Manchester
United supporters.

In 2022, FC Barcelona forged a significant sponsorship
agreement with the music and digital services giant, Spotify. This
partnership marked a pivotal step for FC Barcelona in
diversifying its revenue streams and for Spotify in enhancing its
global brand awareness.

A standout element of the agreement was the renaming of
Barcelona's iconic stadium, Camp Nou, to Spotify Camp Nou.
This change presented a notable opportunity for Spotify to
amplify its brand visibility. Additionally, Spotify became the
primary shirt sponsor for both FC Barcelona's men's and women's
football teams, featuring prominently on match jerseys and
training attire. As part of the agreement, Spotify created exclusive
digital content on its platform tailored for FC Barcelona,
including player-curated playlists and club-related podcasts.

Through this collaboration, Spotify significantly bolstered
its brand recognition and visibility leveraging FC Barcelona's
expansive global fan base. The digital content partnership
facilitated increased interaction between Spotify users and FC
Barcelona, enriching user experience on Spotify while expanding
FC Barcelona's presence on digital platforms. Moreover, Spotify
engaged in joint creative marketing campaigns and events with
FC Barcelona, reinforcing a youthful and dynamic brand image.
FC Barcelona players and coaching staff curated special playlists
for Spotify users, granting fans access to their favorite players'
musical preferences.

Furthermore, Spotify enhanced match-day experiences for
fans by offering exclusive podcasts and music playlists. Globally,
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Spotify and FC Barcelona orchestrated campaigns including
sweepstakes for fans to win match tickets and exclusive events.
This collaboration exemplifies a strategic sports sponsorship
aimed at mutual brand enhancement and fan engagement through
innovative digital strategies and creative initiatives.

4.2.3. Event Sponsorship

Sports event sponsorship is a type of sponsorship wherein
a business or brand provides financial or other resources to
support a specific sports event, aiming to promote its brand. These
sponsorship agreements serve the dual purpose of providing
financial backing to sports organizations and enhancing brands'
access to large audiences. According to Tengilimoglu and Oztiirk
(2008), sports event sponsorship facilitates effective interaction
with target audiences by supporting sports events and increasing
brand visibility.

Sports event sponsorship increases brand visibility by
enabling brands to reach wide audiences. Major sports events,
through television broadcasts, media coverage, and the events
themselves, offer opportunities for brands to expose their names
to a broader viewership (Akdag, 2005). Sports events serve as
platforms where individuals form emotional connections and
passionately support, allowing sponsor brands to cultivate brand
loyalty through emotional engagement with spectators (Argan
and Katirci, 2008).

Sports events provide a platform tailored to specific target
audiences. For instance, football matches typically appeal to a
younger, sports-oriented demographic, whereas golf tournaments
may reach individuals with higher income levels. Therefore,
brands can effectively communicate by selecting events aligned
with the interests of their target audiences.

For example, Coca-Cola has long been a prominent
sponsor of the Olympic Games, leveraging its global appeal to
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enhance brand visibility. The Olympic Games attract significant
worldwide interest, making it an ideal platform for Coca-Cola to
increase brand visibility. Similarly, Mastercard supports the
UEFA Champions League as a sponsor, capturing the attention of
football enthusiasts and broadening its audience reach.

Red Bull, known for its association with extreme sports
events, effectively reaches a young and adventurous audience
through events like Red Bull Cliff Diving and Red Bull Air Race.
These events allow Red Bull to align its brand with thrilling
experiences and engage with its target demographic.

In summary, sports event sponsorship represents a
strategic marketing approach that not only supports sports
organizations financially but also enables brands to connect with
audiences emotionally and enhance brand loyalty through tailored
event selections and impactful engagement strategies.

4.2.4. Sports Venue Sponsorship

Sports venue sponsorship is a meticulously planned and
strategic collaboration model where businesses or brands promote
their brand through acquiring the naming rights, rights to specific
areas, or other aspects of a sports stadium, arena, or sports hall.
These sponsorship agreements often grant brands the opportunity
to display their brand name, logo, or communication messages
physically or digitally within the venue's physical and digital
spaces. Additionally, they provide avenues for brand promotion
during events, matches, or other organized activities held at the
venue (Tarak¢t and Bas, 2013).

The concept of sports venue sponsorship is shaped by the
undeniable impact and popularity of sports in societies. It enables
brands to engage more effectively with audiences and establish
deeper connections with their target demographics. Beyond mere
financial support for sporting events, these sponsorships are
evaluated as tools that allow brands to forge strong emotional
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connections, enhance brand image, and reach a wide audience
(Soyer, 2003).

Such sponsorship agreements also offer brands direct
access to their target audiences. Sports venue sponsorship
encompasses not only the potential to reach the audience of sports
spectators but also the ability to integrate into the fabric of society
and establish emotional bonds through sports. Therefore, stadium
or arena sponsorship is acknowledged as an effective tool for
brands to achieve strategic marketing objectives (Okay, 2005).

Sports venue sponsorship represents a strategic marketing
model where businesses promote their brands by purchasing
naming rights or other rights to sports venues, leveraging the
societal impact of sports to reach large audiences. This type of
sponsorship provides a platform for brands to engage with their
target audiences using the popularity of sports and emotional
connections, thereby strengthening their brand image (Argan and
Katirci, 2008).

For instance, Emirates, an airline company, sponsored
Arsenal Football Club's stadium in England, renaming it the
"Emirates Stadium." This agreement increased Emirates' global
brand visibility while providing financial support to Arsenal FC.
Similarly, Allianz, a German insurance company, sponsored
Bayern Munich Football Club's stadium, which became known as
the "Allianz Arena" with its iconic color-changing LED lights,
boosting both brand promotion and Bayern Munich's financial
strength.

PepsiCo also engaged in strategic venue sponsorship by
renaming the McNichols Sports Arena to Pepsi Center, where the
Denver Nuggets (NBA) and Colorado Avalanche (NHL) teams
play. This move aimed to enhance Pepsi's presence in sports
events and increase brand awareness among its youthful target
audience. However, the arena naming rights were later sold to
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Ball Corporation in October 2020 as part of a global agreement
with Kroenke Sports & Entertainment (KSE), highlighting the
dynamic nature of sponsorship strategies in  sports
(https://en.wikipedia.org/wiki/Ball_Arena#:~:text=Ball%20Aren
a%20(formerly%20known%?20as,nearby%20exits%200ff%20Int
erstate%2025).
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COMMUNICATION SKILLS IN SPORTS

Ataman TUKENMEZ!

1. INTRODUCTION

Every sports club needs creative, fast thinking and fast
acting talented individuals who combine and develop their talents
with skills in the rapidly developing sports world. Sports club
managers want to have coaches and athletes with these
characteristics.

Team success is measured by good communication
between coach and athlete and rewarding behaviour from coach
to athlete. If good communication can be established between
athletes and coaches, a realistic sense of self-criticism can
develop.

There are many factors that influence the performance of
an athlete: performance, relationships within the club, the right
direction, high motivation and the necessary excitement. In
addition to these details, the athlete's ability to communicate with
his coach and teammates is important. Sports education, like any
other area of education, cannot be considered independent of
good communication. Good communication between athletes'
coaches and teammates improves the mental and emotional health
of athletes (Samur, 2018).

Reducing communication errors between the team and the
athletes can help improve the quality of the environment in sports
clubs. All relationships are like communication. By

1 Res. Asst. PhD, Istanbul University-Cerrahpasa, Sports Sciences Faculty, Sports
Management Department, ataman.tukenmez@iuc.edu.tr, ORCID: 0000-0003-
0405-7023.
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communicating well, athletes receive positive criticism and
constant interaction. Giving the athlete information about his
performance leads to various results such as interaction,
motivation and mediation within the club. If a sportsman learns
the techniques specific to his sector, he will move up in the team.
However, there are not enough resources in our country to
determine the importance of communication between managers,
coaches and athletes in sports and the effect of healthy
communication on team performance and success (Cavusoglu,
2019).

When you consider that a coach can only be successful if
he or she has earned the respect and trust of the athletes in his or
her team, it becomes clear how important it is to communicate
effectively within the team. It really takes time to gain the trust of
a group of athletes. In this case, the coach should ask a lot of
questions and listen to his athletes. He/she should find out what
they think about the pressure of training or competition, personal
doubts, confidence, awareness, consistency and self-confidence.
They should also find out what they think about relationships
between people, interests, hobbies and success. They should also
have information about things that affect their lives outside of
sport (Akyol, 2019).

Sport definitely helps young people to socialise and
develop their communication skills. Today, sport promotes the
physical, emotional and social development of people. Group
work is seen as one of the easiest ways to develop mutual
solidarity and community membership.

Training can show people the mistakes they make in
communication and prevent them from getting into
communication conflicts (Ertekin, 2002). For example, in a sports
match, if a player or fan does not accept the superiority of the
opposing team, does not approve of the success of the opposing
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team, or cannot digest the defeat, they may engage in aggressive
behaviour. However, if a sports training programme teaches an
athlete to accept the success of the opposing team or athlete, to
help the opponent and to congratulate them when they are injured,
the person can correct their unacceptable behaviour. This makes
communication more positive and reduces conflict.

2. THE CONCEPT OF COMMUNICATION

As social beings, people need to communicate.
Individuals who have basic communication skills establish
healthy communication with their environment. Communication
arises from a team's efforts to achieve goals and the need to
establish mutual relationships (Giingoér & Aydin, 2011).

People enter into social relationships with each other in
order to sustain their material and intellectual lives every day.
This relationship can only be realised through communication.
What is important in communication is not what you say, but how
you say it. When we communicate with our athletes in the club or
with people in our private life, our style, the words and sentences
we use have different effects on the other person (Yetim &
Cengiz, 2010).

In their research, Watzlawick and Jackson (1964)
identified the following five principles that underlie
communication and guide communication towards the principles
that people follow:

e All behaviour in the presence of another person is
communicative, i.e. non-communication is not possible.

e Every communication has two dimensions, a content
dimension and a relationship dimension, so that the latter
always determines the former and thus becomes meta-
communication.
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e Everyone involved in the communication process acts
from a communication structure.

e In social communication, there are two different ways of
identifying objects and thus making them the subject of
the communication event: digital and analogue.

e The communication process is both symmetrical and
complementary.

Communication comes from the Latin word ‘communis’,
which means 'together’. When we communicate, we also try to
establish 'commonality’ with other people or objects. In other
words, sharing information, an idea or an attitude can be seen as
the starting point of the concept of communication (Gokge, 2003).

Communication is the process of transmitting and
receiving messages, interpreting them, and drawing conclusions
in the context of interpersonal relationships. While
communication tools have evolved over time, the need for
communication has always been present. In ancient times, people
used visual means to express their needs, while in modern times,
people seek to establish two-way communication when faced
with a problem. Therefore, if an issue arises, it can be resolved
more efficiently and brought to a conclusion (Demiray, 2008).

Communication is the communal and societal
manifestation of attitudes, judgments, thoughts, and emotional
expressions within the life of a community or society, formed by
individuals who share similar life experiences and convey
changes related to objects, events, and phenomena in their
environments. It involves the exchange of information
concerning these elements, as well as the expression of similar
emotions derived from analogous life experiences in the face of
identical phenomena, objects, or issues (Bigcakg1, 2008).
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In another definition, communication is described as the
process of information transmission, exchange of ideas, or the
creation of a general or specific thought between a sender and a
receiver (Girlz, 1998).

For the acknowledgment of the existence of
communication, there must be a minimum of two entities
involved. Accordingly, the communication process, consisting of
the fundamental elements of source, code, channel, message,
target, audience, and feedback, requires the presence of two
entities: the source and the target audience, referred to as the
sender and receiver. Secondly, the establishment of a partnership
between the entities involved in communication is a prerequisite
(Isik, 2000).

Humans engage in communication to understand others,
express themselves, and influence, in order to socialize
effectively. Communication functions as a kind of "cement,”
shaping all forms of interpersonal relationships, organizations,
and, indeed, societies (Vural et al., 2012).

3. COMMUNICATION PROCESS AND
ELEMENTS

Communication, in its simplest sense, requires a sender or
source who conveys their emotions, thoughts, and information
through specific symbols, and a receiver who interprets and
comprehends these symbols. Other elements involved in the
communication process include the message, encoding, decoding,
channel, influence, feedback, and noise (Erdzkan, 2005).

For any communication to take place, the fundamental
condition is the formation of the content, idea, message, news, or,
in short, the "thought™ to be conveyed. Nothing that does not
originate as a thought can be considered a message. Therefore,
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individuals must first perceive a message themselves and be able
to use it as a stimulus for thought. Communication is not an easy
task. The secret of this art lies in delivering what we desire to
convey to the intended person, at the desired time, in the desired
place, and in the desired manner. In other words, both the message
sender and receiver share the responsibility of mutual
understanding. While delivering a message, our responsibility
does not end until we are sure that the receiver comprehends it.
Therefore, a conversation between two individuals involves the
following aspects (Sen, 2007):

e The transmitter delivers a message to the receiver.

e The transmitter observes the receiver's nonverbal cues,
such as facial expressions and posture, to gauge their
reactions and level of understanding.

e The receiver listens to the transmitter and pays attention
to their nonverbal cues in order to fully comprehend the
message.

e The receiver confirms to the transmitter that they have
received the message.

e The message can be clarified or redirected by the
transmitter based on the receiver's gestures.

3.1. Source

The generation and transmission of a message is
performed by the source. The source delivers a public speech,
sharing new information with the audience through the ability to
convey the message. The speaker also communicates a message
through body language, tone of voice, and clothing choices. The
elucidation of the message is the initial action of the speaker.
Consideration must be given to what will be said and how it will
be expressed. Furthermore, in order to accurately convey the
intended meaning, the speaker encodes the message by
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employing the correct sequence or choice of words. In the third
step, information is provided to the receiver or audience. Finally,
the audience's response determines how effectively the message
has been conveyed (Hargie, 1997).

3.2. Message

A message is a stimulus or meaning created by a source
for a recipient or audience. When planning to write a report or
deliver a speech, your message may consist of words that convey
your intended meaning.

Even though you carefully select your words, only a small
portion of the words you use may be perceived by others.
Literature suggests that words are the least valuable aspect of a
message. Therefore, when it comes to tone of voice and body
language, communication is less verbal. Communication occurs
even when no words are spoken. Sending a message can happen
if a person avoids eye contact, furrows their brow, or checks their
watch. As a result, paying attention to tone of voice and body
language is crucial. In this case, it requires more effort to observe
and listen.

To establish the most effective communication, it is
essential to give our full attention to the message. Nevertheless,
effective communication emerges when there is consistency and
harmony among words, meaning, and emotions (Simsek, 1999).

3.3. Channel

Channels carry the message to the receiver, and the
receiver requires a means to reach the source for the message to
be delivered. The individual's five senses facilitate their
communication. It is the method employed for the exchange of
messages between the sender and receiver. Examples of channels
include radio waves, light waves, and sound waves, with various
tools available for this purpose. Depending on the content of the
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message, the sender can choose the appropriate channel. The

sender and receiver are connected through the channel (Balgik,
2002).

A channel refers to the methods and techniques through
which the message travels from the source to the destination.
Words, writing, symbols, and numbers are channels. Traffic
signs, music pieces, and telephone cables also serve as
communication  channels.  These channels facilitate
communication.

3.4. Receiver

The receiver, in the communication process, receives,
perceives, and evaluates the message coming from the source.
There may be one or more receivers. The receiver interprets and
gives meaning to the received message based on their own
perspective. In this process of interpretation, the receiver also
considers their own interests. Although the role of the receiver in
the communication process is passive, if they can comprehend the
received message and provide feedback, they become active. The
receiver concludes the communication by either perceiving and
understanding the symbols carrying the message or by sending a
new message, taking on the role of the source. For effective
communication, the receiver must express a willingness to engage
in the conversation. In a situation where the message is about a
topic that does not interest the receiver, the message will go
unnoticed, and communication will not take place (Tayfun,
2007).

Moreover, for communication to be successful, the source
must learn about the receiver's emotions, thoughts, attitudes,
behaviors, beliefs, and information regarding their social and
economic position. The source should also understand the
receiver's sensitivity to communication tools and how open and
experienced they are in communication channels. The
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effectiveness of the communication process is closely related to a
well-defined and recognized understanding of the receiver
(Erturk, 2000).

3.5. Noise

Noise, which can arise at any stage of the communication
process, can disrupt or even distort communication. Factors such
as ambient sounds during communication or the source not
pronouncing words accurately contribute to noise in
communication (Ataman, 2001).

Distractions like noise, which divert attention and interest,
always have a negative impact on the communication process. In
this context, it can be said that noise disrupts communication by
affecting the receiver's emotions, thoughts, and behaviors.
Examples of noise in organizations include employees' phone
conversations or loud music. However, noise may not always
manifest as auditory obstacles. It can sometimes manifest as
work-related stress, fear, indecision, or bias (Demiray, 2008).

Noise, in the true sense, can be defined as a situation that
affects the communication system and disrupts the transmission
of messages. Noise allows sent messages to be distorted, leading
to misunderstandings by the receiver. Therefore, noise can be
examined under three main headings (Eroglu et al., 2019).

Physical Noise is the distortion that occurs during the
transmission of a message or signal. For example, a sudden stop
of a computer, physical distortion in a speaker's mouth causing
slurred speech, obstructive glasses, and sunglasses, etc. Physical
noise also includes the distortion of written messages, such as
unclear and illegible writings, the meaningless folding of written
papers, and any physical distortion preventing the receiver from
clearly receiving the sent messages.
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Psychological Noise includes biases, prejudices,
preconceptions, false assumptions, closed-mindedness, or
dogmatism, and similar mental barriers that cause problems in
receiving and processing the message.

Semantic Noise is the situation where the messages
produced by the source are not fully understood by the receiver.
Broadly speaking, it can be summarized as the situation where the
source and the receiver do not speak the same language in the
communication process. A more understandable example is when
the source uses highly technical language in the communication
process, leading the receiver to be unable to understand anything
about the topic being discussed. For example, in our country, the
language used by doctors and lawyers is sometimes so technical
that ordinary citizens may not fully understand it, leading to a
breakdown in communication.

3.6. Feedback

The final stage of the communication process is termed
feedback. The receiver has received the message from the source
through communication channels. Feedback can be used to
understand the impact of the message on its intended purpose. It
is the response given by the receiver to a person's message.
During communication, both "positive™ and "negative" feedbacks
are utilized. If the receiver does not fully understand or
misunderstands the message, "negative feedback™” is given to
ensure that the receiver grasps the message accurately. When the
message is conveyed accurately to the sender, it is termed
"positive feedback." Positive feedback can be useful for
effectively communicating. Interpretation and communication
are necessary (Gucla, 2004).

Feedback is the reflection of the message sent by the
sender on the receiver, in other words, the response of the receiver
to the impact created by the message. In the feedback process, the
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roles of the receiver and sender actually switch. Feedback is, in a
sense, a message sent by the receiver in the sender's role but is
related to the previous message (Polat, 2009).

Barker (1990) has divided feedback into two categories:

Self-feedback involves loops such as perceiving words
and actions in the central nervous system, the individual sensing
their own muscle movements, and hearing their own speech.
According to research, self-feedback plays a significant role in
the form and nature of our judgmental processes, especially in
situations where listener feedback is absent.

Listener feedback includes verbal and non-verbal
responses. Verbal feedback can take the form of questions or
comments. For example, a listener may ask a speaker a question
to clarify the last statement or praise an interesting story.

4. SPORTS AND COMMUNICATION

It can be argued that both individual and societal
communication play a crucial role in establishing and maintaining
a balance between individual and societal goals, aiming to
organize relationships. Sport contributes significantly to the
development and permanence of important social values.
Socialization holds different meanings for both individuals and
society. Socialization facilitates the transfer of culture from one
society to another and ensures that individuals adhere to
predetermined rules in their social lives (Delaney and Madigan,
2021).

Humans are constantly in motion from the beginning to
the end of their lives. This process aids in better understanding
the changes occurring in the body and making sense of oneself.
Sports and physical activities emerge as places where individuals
can best express their desires, ambitions, and motivations. Sports
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activities contribute to individuals' skills and characteristics,
fostering self-confidence. Engaging in sports enables individuals
to be happy both mentally and physically, experiencing various
situations. As sports promote the healthy development of an
individual's personality, various sports activities also play a
significant role in the healthy upbringing of future generations.
Additionally, receiving education in physical education and
sports colleges allows individuals to develop discernible abilities,
transforming them into more successful individuals (Ozer, 2001).

Sport is a crucial cultural institution for the creation,
direction, and revitalization of personality interactions at the
national, international, and local levels. The sports community is
not only composed of coaches, athletes, and referees but also of a
widespread, influential, complex, and sometimes limited group of
individuals participating in sports activities. Membership and
participation in sports communities, completed and sustained
through communication, also possess the ability to create and
make sense of the sports experience through communication
(Rowe, 2003).

Effective communication in the athlete-coach relationship
facilitates the sharing of information and understanding about the
goals and beliefs of both the coach and the athlete. The
phenomenon of communication in sports environments is related
to both individual communication and the individual aspects of
the socio-cultural environment in which communication takes
place. Furthermore, the communication and interaction of athletes
engaged in team sports in schools and sports clubs with their
socio-cultural environments are crucial (Pedersen et al., 2020).

Sports psychology investigates the psychological states of
participants in sports environments, their use of communication
skills, and psychological training programs. Sports psychology
also addresses topics such as increasing self-confidence,
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concentration, and stress management. Considering that the
content of messages conveys information and emotions, it can be
said that the content of the message is verbal, while emotions are
conveyed non-verbally (Konter, 2006). In competitive
environments, increased stress can make it challenging for
coaches and athletes to control the content and emotional
dimension of their messages. More effort will be required in
addressing this issue (Singh, 2022). Yetim (1991) emphasizes
"the ability to communicate effectively" as the most crucial
characteristic a sports manager should possess.

4.1. Effects of Communication on Team and Athlete
Performance

A team is a mandatory group of individuals working
together to accomplish a task that requires the continuous
integration of expertise in various situations. The behavior of
athletes within a team plays a significant role in effective
collaboration ~ among  teammates.  Understanding  the
characteristics of sports teams can sometimes be challenging,
with strength and skill always being crucial. Social and
interpersonal power is utilized by coaches. The success of teams
is dependent on two objectives: individual satisfaction and group
performance. For example, in sports like volleyball, if one
player's performance declines, the team may suffer. In sports with
low mutual interaction, such as baseball, teammates can replace
a player if they drop out of the game (Baker and Esherick, 2013).

Emotion, thought, and information exchange are known
as interpersonal communication. Conveying emotions and
thoughts as information forms the basis of communication.
Communicating with others is a process, and team members and
leaders should occupy different positions. This is because
"leader-team relationships are the focus of communication
strategies." Every effort should be made to strengthen this
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connection. Communication alone serves as a powerful tool for
establishing a strong bond. To make progress in intra-team
communication, members must experience smooth development
and progress in their relationships. If relationships among
members are not genuine and sincere, effective communication
within the team is compromised. In such cases, empathy is crucial
to ensure the continuity of team cohesion (Jinga and lacobini,
2015).

Empathy involves understanding the feelings and
thoughts of others. Empathy is one of the most important
components in the development of communication skills.
Connecting with an individual empathetically, i.e., understanding
their perspective on life, is possible (Metin, 2011). In conclusion,
team members need to work together to understand each other
better and communicate more efficiently in order to fulfill their
responsibilities.

Communication is a crucial step in sports, as it is in every
field, and it is taken professionally. Sports utilize almost every
form of visual, written, and verbal communication. However,
Bender's (2000) claim that "communication has become a vital
part of almost every job" is highly accurate in the context of
sports.

The incredible development of the concept of athletic
performance in today's world has led to the narrowing of the
differences between athletes' achievements to very small units of
time, down to millimeters. Scientists are examining various
methods that have contributed to the incredible increase in
performance, especially in athletes. By testing the variables that
contribute to performance improvement separately, researchers
are investigating the conditions under which these methods can
be used and how.
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Numerous studies have been conducted on both the
physical and psychological methods of athlete training, and their
results have been obtained. Regardless of how much technical
and tactical knowledge an athlete or coach possesses, without a
mutually productive communication link, the athlete cannot
achieve the desired performance. Coach-athlete communication
and technical-tactical factors are influential in performance
(Kassing and Infante, 1999).

4.2. Coach-Athlete Communication

The ability to possess effective and regular
communication skills is a critical factor in determining the
success levels of individuals in leadership positions and those
who follow them. Especially for individuals in coaching and
leadership roles, the ability to demonstrate successful
performance relies on coping with complex and diverse
situations. In this context, having effective communication skills
in various relationship contexts and facing challenges is an
inevitable necessity to be an effective coach or leader (Parker et
al., 2015).

Coaching involves acting as a trainer and guide among
athletes. This role is not limited to technical knowledge and
tactical strategies alone; it also includes the ability to establish
solid communication with athletes. Coaches must embrace
principles of empathy, transparency, and honesty in their
interactions with athletes. Only in this way can athletes fully
develop their potential and maximize their performance (Selagzi
and Cepikkurt, 2015).

The situation is similar for individuals in leadership
positions. Leaders can guide their teams, motivate them, and
focus on common goals using effective communication skills.
The success of leaders relies on understanding various situations,
effectively communicating with team members, and problem-
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solving abilities. In this context, succeeding in leadership and
coaching roles requires continuously improving communication
skills and adapting to various situations (Dumang6z, 2001).

It is well-known that the communication skills of coaches
play a critical role in the coaching process and affect all factors.
Effective communication is emphasized as a significant factor in
successful coaching. For example, when coaches exhibit a stern
attitude and face communication problems, fundamental elements
such as organization, training, and competitions are affected.
Athletes working with coaches with more effective
communication skills may have the chance to experience better
development, enjoyment, success, and fully realize their potential
in organization, training, and competitions (Mutlu et al., 2019).

Communication skill is a process of gaining sensitivity
towards understanding others in communication and identifying
with their emotions and thoughts. In terms of bringing about
behavior change, communication skill is an important factor.
Communication skill includes the ability to understand others and
establish an emotional connection (Oztiirk and Soytiirk, 2019).

Coaches aspiring to be good communicators need to
develop their ability to convey messages effectively and
understand conveyed messages. At this point, coaches should
make efforts not only to be understood but also to understand.
Techniques that can contribute to improving communication
skills include monitoring the message transmission process,
organizing information flow, creating effective feedback,
empathizing, repeating, enhancing mutual trust, effective timing,
simplifying language, improving effective listening, and
developing ethical communication (Cherubini, 2019).

In today's society and organizational life, establishing
successful relationships and communicating effectively is quite
challenging. Therefore, effective communication is not only
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critically important in individual and professional life but also
necessary for managing human groups. Konter (1996)
emphasized eight essential communication skills that coaches
need to develop in leadership positions. These skills include
showing respect and appreciation in communication, maintaining
a positive approach, delivering high-information messages,
consistency,  listening  skills, emphasizing  non-verbal
communication, knowing the principles of "Empowerment and
Reinforcement,” and possessing knowledge and experience in
teaching athletic skills. Hannula (2007) has also provided
recommendations for coaches regarding communication with
athletes. These recommendations include focusing on positive
subjects, highlighting correct behaviors, praising achievements,
providing feedback on athletes’ development, using
understandable language when speaking, effectively using body
language, forming concise sentences, addressing athletes by their
names, guiding athletes in the learning process, and being patient.

4.3. Communication Skills Required in Coaches

Coaching is a complex process that not only aims to
improve athletes' physical abilities but also requires effective
communication with them. The success of athletes and their
ability to maximize their potential are tightly linked to coaches
having strong communication skills. A good coach plays a key
role in the path to success by not only possessing technical
knowledge but also the ability to empathize with athletes,
motivate them, and demonstrate understanding leadership.
Therefore, it is crucial for coaches to enhance their
communication skills, not only on the field but also off the field,
to effectively guide their athletes (Guler, 2023).

4.3.1. Persuasive Speaking and Convincing Skills

Effective leaders express their emotions, thoughts, and
opinions clearly, allowing them to communicate comfortably and
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successfully. In contrast, introverted and non-talkative leaders are
known to be curious about what their subordinates think. Leaders
who can easily express themselves and articulate their ideas can
provide their organization members with the opportunity to
determine where and how they will display attitudes, beliefs, and
feelings. The ability to speak persuasively and convince is
common among team leaders and coaches. Coaches with these
skills can better motivate players towards team goals (Young,
2006).

4.3.2. Empathy Skills

Empathy is the ability to perceive others' perspectives and
moods. Therefore, establishing empathy in the communication
process requires the sender to focus on the recipient instead of
themselves. In short, empathy is the ability to change the other
party's perspective on a situation (Ugurlu, 2013).

Research and real-life experiences in professions such as
counseling and psychology have demonstrated the importance of
empathy. This quality sets a leader apart from others in terms of
being effective and successful. Coaches with empathy understand
athletes better than other coaches and can guide them as they
desire. Empathy is crucial in understanding a athlete's tendencies,
preferences, desires, and needs. Athletes require empathy for
effective leadership, which motivates them (Unver, 2022).

4.3.3. Listening Skills

In addition to managers learning and practicing how to be
understood most effectively, it is equally important for them to
develop the ability to understand their counterparts. Eliminating
distractions during the listening process, focusing the speaker on
the center of the process, indicating the willingness to listen to the
other party, and asking relevant questions can contribute to
effective listening (Kumar and Lata, 2011).

69



Spor Yonetimi Calismalari

Listening may seem easy, but it is not a straightforward
action due to the reasons listed, and coaches with low listening
skills may encounter more discipline problems with their athletes.
Athletes may exhibit negative behaviors to attract their coach's
attention. This forces coaches to listen to their athletes
involuntarily, resulting in a negative process (Patel, 2020).

4.3.4. Feedback Skills

Face-to-face meetings are considered the best for
feedback and are emphasized to be beneficial. It is challenging to
determine definitively whether mutual understanding has been
achieved in information meetings with a large number of
employees. Open sessions, suggestion boxes, and group
meetings, often used in upward communication, can enhance and
improve feedback. An essential part of the two-way
communication process, feedback assumes the channel role the
sender needs to determine whether the message has been received
and whether the desired behavior has been performed. While this
task is easily accomplished in face-to-face communication, it can
be observed that the ability of the recipient to provide feedback is
lacking in  downward communication, leading to
misunderstandings. For instance, providing short notes to
employees about an important application does not necessarily
indicate that communication has occurred effectively (Avci,
2020).

4.3.5. Educational Communication Skills

The ability to inform employees effectively and transfer
relevant information to all employees is one of the effective
leadership qualities. Informative management requires the correct
transformation, filtration, and transmission of a large amount of
received information to the relevant people. Because when the
selection of relevant messages and the filtering out of irrelevant
ones are disrupted, employees will either have too much
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information or not enough information for success and
performance. It can be said that informing employees in advance
about organizational changes and developments and explaining
the logic of organizational policies are necessary for effective
leadership (Emrecik and Ozlem, 2019).

When considered as a leader guiding a team or athlete,
coaches should be attentive to this situation. Some coaches start
to perceive themselves as authorities or judges by using their titles
and discuss their decisions about their players when they make
mistakes. Athletes need specific information only to correct
wrong movements. Consequently, successful coaches consist of
individuals who can teach effectively rather than act as judges
(Cigerdelen and Aslan, 2011).

Although some coaches adopt this harmful approach by
modeling coaches who act as authorities, the main reason for
adopting this behavior model is that coaches are inadequate in
providing their athletes with the necessary information.
Therefore, they try to cover their shortcomings by behaving in
this way (Carey et al., 2011).

4.3.6. Communicating with a Positive Approach

Communicating with a positive approach is one of the
important skills to be learned. A positive approach emphasizes
praise and rewards to encourage and reinforce positive behaviors.
In contrast, a negative approach relies on destructive criticism to
eliminate negative behavior. Using a positive approach helps
athletes value themselves as individuals, but a fear of failure
reduces an athlete's self-confidence and self-respect (Terlemez,
2022).

4.3.7. Timing Skills in Communication

Messages can be more effective if well-timed, but
misunderstandings can occur if poorly timed. It is emphasized
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that early mornings are the most suitable for sending important
messages. This is the time when recipients may not have the time
and mental capacity to decipher messages correctly later in the
day. Similarly, messages sent in overly emotional environments
may not carry the desired meanings to the recipients. Considering
the role timing plays in reducing resistance to a well-implemented
change, coaches should be careful about communication timing
(Singer, 1990).

Therefore, coaches should choose appropriate times to
evaluate their athletes. Communication among athletes should
avoid overvaluation. Coaches should share their evaluations with
athletes, including tutorial activities, and adopt a positive and
constructive approach. Additionally, by timely and clearly
communicating decisions related to changes and developments
within the team, coaches can prevent possible misunderstandings
(Sar1 et al., 2012).

4.3.8. Effective Use of Body Language Skills

It is stated that words make up about 10% of meanings,
voice tone about 30%, and gestures and expressions that make up
body language about 60% are effective in structuring meanings.
It would not be wrong to say that coaches should use body
language effectively to communicate with athletes healthily.
Coaches use verbal communication, which they use as the most
basic tool for conveying their thoughts, information, desires,
praise, and warnings, not always sufficient and effective in
conveying emotions, excitement, and enthusiasm. Therefore,
most people use body language when talking to coaches
(Kogyigit, 2016).

Body language is more universal compared to written and
spoken language but can carry different meanings according to
cultures and individuals. Therefore, coaches who have to work
with players with language and cultural differences should have
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the ability to understand the body language of players. Also,
coaches should be constantly monitored by players, the media,
managers, fans, and the public. This allows the coach to
understand how he/she is associated with the message he/she
gives and to use it appropriately (Kasimoglu, 2019).
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E-SPOR DUNYASI VE GELISIiMI

Mine AKKUS UCAR®
Ertirk BOZKURT?

E-spor diinyasi, son yillarda hizla biiyiiyen ve gelisen bir
endustri olarak dikkat cekmektedir. E-spor, elektronik oyunlar
tizerinden gergeklestirilen rekabetci yarigmalar1 kapsayan genis
bir alandir. Bu alandaki organizasyonlar, turnuvalar ve ligler
giderek daha fazla ilgi gOrmekte ve blyik Kkitlelere hitap
etmektedir.

Tarihsel gelisimine bakildiginda, e-sporun koklerinin
1970'ler ve 1980'lerde popiiler olan video oyunlariyla birlikte
olustugu goriilmektedir. {1k baslarda sadece birka¢ oyuncunun
katildig1 basit turnuvalardan, gilinlimiizde arenalar1 dolduran
milyonlarca izleyiciye ulasan devasa organizasyonlara kadar
uzanan bir evrim siireci yaganmistir.

E-sporun etkileyici yiikselisi, oyun endiistrisinin yani sira
televizyon, medya ve sponsorluk gibi alanlarda da biyik bir etki
yaratmistir.  Gilinlimiizde e-spor, profesyonel oyuncular,
takimlar, organizasyonlar ve hayranlar arasinda genis bir
ekosisteme sahiptir.

Bu baglamda, e-sporun ge¢misi ve bugiinii arasindaki bu
ilging ve hizli evrim, hem oyun endiistrisi meraklilar1 hem de

1 Dr. Ogr. Uyesi, Mardin Artuklu Universitesi, Beden Egitimi ve Spor
Yiiksekokulu, Beden Egitimi ve Spor Ogretmenligi,
mineakkusucar@artuklu.edu.tr, ORCID: 0009-0007-6903-8874

2 Mardin Artuklu  Universitesi, Beden Egitimi ve Spor Yiiksekokulu,
besiktas271903@gmail.com, ORCID: 0009-0009-3156-0573

80



Spor Yonetimi Calismalari

profesyoneller icin blylk bir ilgi konusu olmaya devam
etmektedir.

1. SPOR VE TEKNOLOJI

Spor ve teknoloji, ginumuzde birbirini besleyen ve
doniistiiren iki temel alan olarak karsimiza c¢ikmaktadir.
Geleneksel spor anlayisim1 dijital ¢aga tasiyan teknolojik
yenilikler, spor deneyimini hem sporcular hem de izleyiciler igin
doniistiiriicii bir etkiye sahiptir.

Teknolojinin spor alanindaki etkisi sadece performans
izleme ve veri analizi ile sinirlt degildir. Akillt spor ekipmanlari,
sanal gerceklik uygulamalar, artirllmis gerceklik deneyimleri ve
hatta yapay zeka tabanli antrenman programlar1 gibi birgok
inovasyon, sporun prati§ini ve seyirci  deneyimini
degistirmektedir.

Ote yandan, teknolojinin spora entegrasyonu, sporun
daha erisilebilir ve interaktif hale gelmesine de olanak
tanimaktadir. Canli yaymn platformlari, mobil uygulamalar ve
dijital turnuvalar sayesinde spor etkinliklerine her zamankinden
daha fazla insan katilabilir ve bu alandaki gelismeleri takip
edebilirler.

Spor ve teknoloji arasindaki bu karsilikli iligki, hem
sporcu performansini artirarak spor endiistrisine rekabet¢i bir
avantaj saglarken hem de izleyici deneyimini zenginlestirerek
spor tutkunlarin1 daha fazla heyecanlandirmaktadir. Bu nedenle,
sporun ve teknolojinin bir araya gelmesi, gelecekte daha da
ilging ve yenilik¢i gelismelere gebe bir potansiyel
barindirmaktadir.

Teknolojik gelismeler sporun sekil olarak gelistirmesi ve
aym anda da yeniledigi goriilmektedir. Ulkeler artik spor
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teknoloji sistemlerini de gelistirmektedir. (Devecioglu ve
Altingiil, 2011).

Spor bilimindeki teknolojinin  kullanim  alanlar
glinimiizdeki  sartlara  uygun olarak ilerlemekte ve
biiyiimektedir. Ozellikle son yiizyilda gelisen teknoloji ile hizl
bir sekilde ilerlemekte ve teknolojiye duyulan ihtiyaclar gittikce
cogalmaktadir. Cogalan bu ihtiyaclarla beraber sporcular kisa
zaman harcayarak iist diizey basarilar elde etmek istekleri ve
spor branglarinda etkilerini gdstermektedir. Spor bilimi
teknolojiyi en iist diizeyde kullanmaktadir ve ¢ogu spor
branglarinda hizli gelismeler ve ilerlemeler gorulmektedir.
(Haake, 2009). Bu gelismeler ya da ilerlemeler, diinyadaki en
kapsamli spor etkinligi olan olimpiyat yarislarina hazirlanan
oyuncularin, performanslarinin gelismesine ve hocalarin

sporcularin1 antrene etme kabiliyetlerine fayda sagladigi ifade
edilebilir.

Sporun teknolojik gelismelerle hizli  bir sekilde
gelistigini ve yayildigin1 sdylenebilir. Spor tanimina milletler
aras1 cercevede bakarsak diinyanin en kapsamli spor faaliyeti
olan modern olimpiyat oyunlar1 karisimiza ¢ikiyor. (Yildiz,
Kalkan ve Ozsoy, 2017). Modern Olimpiyat Oyunlari, ilk olarak
1896 senesinde Baron Pierre de Coubertin tarafindan Atina’da
yapilmistir. 4 senede bir diizenlenmekte olan bu organizasyon,
uluslararas1 bir dneme sahiptir. Modern olimpiyat oyunlarinin
asil amaci, kardeslik ruhu ve anlayis egitimi verip, bariscil ¢cok
giizel bir diinyanin olugmasina destek saglamaya c¢aligmaktir
(Ozdilek, Entiirk ve Ddsy1lmaz, 2015).

Giliniimlizde ¢ogu spor oyunlarina ve faaliyetlerine ¢ok
fazla biitcelerle yapilmakta. En biiyiik biitgeye, degeri cok
yiiksek olan, en ¢ok bilinen, en bariscil ve saygin olan
organizasyon olimpiyat oyunlaridir. Bu organizasyon, yaz ve kis
olimpiyatlar1  olarak iki farkli klasmanda diizenlenen
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milletleraras1 bir etkinliktir (Overmyer, 2017). Olimpiyat
oyunlarinin baslangig tarihinden gilinlimiize dek ¢ok degisik spor
dallarmi biinyesinde bulunduran olimpiyat organizasyonlari,
spor dallara 6zgiin modern sistemlerin 6zelliklede teknik ve
performans arttirict sistemlerinde kullandiklar1 sdylenebilir.
Kullandiklar1 bu teknolojik sistemler ile sporcularin ettikleri
basarilarda ¢ok biiyiilk pay sahibidir. Teknolojik sistemlerin
cogu bransta kullanimlarinin artmastyla ve ilerleyen donemlerde
de farkli spor teknolojisinin hayatimiza girmesiyle su anda
sonuclart  bilinen sportif bagarin daha ¢ok gelisecegi
sOylenebilir. Bu sonugla olimpiyat oyunlar1 ile spor ve
teknolojik gelismeler ve {iiriinlerle arasinda dogrudan bir bag
oldugu soylenebilir.

Sporun dogru bir formatta kullanilabilmesi, atletik verim
gelisimlerinin  saglanmasi, sporcu niteliklerinin izlemesinin
yapilmasi, ¢oziimle ve sonuglandirma yapilmasi i¢in etkinlik
gosteren teknolojilerle gelistirilmis tesisler ve laboratuvarlarda;
hocalara, sporcuya, hakemlere, taraftar c¢esitli imkanlar
sunmaktadir. Bahse gecen tesislerde bulunan teknoloji sistemi,
goriintiileme sistemi, yazilim, programlar, ag sistemi, kamera
sistemleri ve analiz sistemleri ile spor uzmanlarinin sporcularin
performanstaki gelisimlerini ve branslarina 6zel taktik destekleri
saglar (Yildiz ve Dogu, 2022). Her spor bransinin 6zellikleri
farklidir ve sporda kullanilan teknolojilerde her brangta farklilik
gosterir. En ¢ok teknolojiye takim sporlar1 kullanmaktadir.
Fizyolojik ve fiziksel spor branglarina uygun teknolojiyi
kullanirsak spor bransglarinda énemli yararlar saglayabilir. Spor
bransglarinin ¢ogunda kosu hizlari, katettikleri mesafeler, yon
degistirmeleri, yavaslama ve hizlanmalar1 gibi verilerin elde
edilmesi ile sporcularda taktiksel dagilimlari gibi 6zelliklerinin
gelistirilmesi  ve belirlenmesinde teknolojinin faydalarinin
oldugunu belirtebiliriz (Unlii ve ark., 2018).
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Sporcularin  performans gelisimleri ve sakatlanma
risklerini, modern cihazlarin verilerinden alinan bilgiler
sayesinde  spor  doktorlar1  tarafindan  degerlendirilir.
Antrendrlerden alman geribildirimlerle, antrenorlerin  bilgi
seviyelerine gore degerlendirmeler yapilmaktadir. Antrendrler
teknolojik cihazlar sayesinde daha objektif degerlendirmeler
yapabilecegi disiiniilmektedir. Bunlarin yam1 sira gergek
zamanda alman veriler ve objektiflik sporcularin daha istekli
olmasini saglar. (Adesida ve ark., 2019).

Sporda kullanilan teknolojiler, akilli makineler ve
otonom robotlardir. Akilli makineler ve otonom robotlarin
siteminde bulunan yazilimlar ve gémiilii donanimlarla yapay
zekay1 kullanan, segenekler sunan ve alternatif kararlar bulunur
ve iclerinden uygun olanlarin1 secip harekete gegen, disaridan
veri toplayan, baglantili oldugu ve diger akilli nesneler ile
iletisim kurabilen robotik sistemlerin kullandiklar1 ifade edilir
(Tekin ve Karakus, 2018).

Daha agiklayic1 bir sekilde robotlar, imalatlarda
kullanilan sistemlerle koordineli olanaklar saglar. Ornek verecek
olursak, golf, tenis, okg¢uluk, beyzbol, aticilik gibi branglarda en
iist diizeylerde sporcular bir yardimci ve partnerlere ihtiyag
duymadan vurus ve atig antrenmanlarin da ¢ok sik kullanildigi
ve bu sistemlerle sporcular zamanlarin1 daha verimli kullandig1
goriiliiyor. Boks gibi doviis branglarinda olimpik diizeydeki
sporcular akilli boks torbalarinda bulunan hizlarini, vurus
sekillerini, vurus acilarini, hangi basing diizeyinde vuruslar
yapiyor gibi Onemli datalar1 onlara verip antrentrlere ve
sporculara aninda verileri gostermesi ve bu verileri kaydetmesi
daha eski antrenmanlar bigimlerinin de artik rafa kaldirildigi
diistiniilmektedir. Akilli  makinelerin  ve otonom robot
teknolojisinin, siber sistemi ve artirilmis  gercekeilik
teknolojilerinde en biiylik avantajlarindan ve ortak noktasinda
biride giivenli antrenman sahas1 olusturmasidir.
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2. E-SPOR’UN TANIMI

E-spor, elektronik spor olarak da bilinir, video oyunlari
tizerinde rekabetci bir sekilde oyuncularin karsi karsiya geldigi
ve genellikle biyuk izleyici  kitlesine sahip olan
organizasyonlardir. E-spor, geleneksel spor disiplinlerinde
oldugu gibi profesyonel ligler, turnuvalar ve sampiyonalar
aracilifiyla ytriitiilmektedir.

Ornegin, Newzoo tarafindan yapilan bir arastirmaya
gore, 2023 yilinda e-spor endiistrisinin gelirinin 2 milyar dolar
asmast beklenmektedir. E-spor, genellikle strateji, nisancilik,
doviis oyunlari gibi gesitli video oyun tiirleri tizerine odaklanir
ve bu oyunlar1 en yiiksek seviyede oynayabilen ve rekabet
edebilen oyunculari bir araya getirir.

E-sporun tanimi ve kapsami hizla evrilen bir alandir ve
sadece oyun oynamaktan Ote, profesyonel liglerde yarigmak,
sponsorluk anlagsmalar1 yapmak, turnuvalarda 6diil kazanmak
gibi farkli eylemleri igerebilir. Bunun yani sira, e-Spor
etkinlikleri genellikle canli yaym platformlar1 iizerinden
milyonlarca izleyiciye ulasir ve biyiik bir seyirci Kkitlesi
tarafindan takip edilir.

E-spor diinyasi, son yillarda hizla biiyliyen ve gelisen bir
endustri olarak dikkat ¢cekmektedir. E-spor, elektronik oyunlar
tizerinden gergeklestirilen rekabet¢i yarigsmalar1 kapsayan genis
bir alandir. Bu alandaki organizasyonlar, turnuvalar ve ligler
giderek daha fazla ilgi gormekte ve buyuk Kkitlelere hitap
etmektedir.  Tarihsel gelisimine bakildiginda, e-Sporun
koklerinin 1970'ler ve 1980'lerde popiiler olan video oyunlartyla
birlikte olustugu goriilmektedir. ilk baslarda sadece birkag
oyuncunun katildig1 basit turnuvalardan, giiniimiizde arenalar1
dolduran milyonlarca izleyiciye ulasan devasa organizasyonlara
kadar uzanan bir evrim siireci yasanmigtir. E-sporun etkileyici
yiikselisi, oyun enddiistrisinin yan1 sira televizyon, medya ve
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sponsorluk gibi alanlarda da biylik bir etki yaratmistir.
Gunumuzde  e-spor, profesyonel oyuncular, takimlar,
organizasyonlar ve hayranlar arasinda genis bir ekosisteme
sahiptir. Bu baglamda, e-sporun ge¢misi ve bugiinii arasindaki
bu ilging ve hizli evrim, hem oyun endiistrisi meraklilart hem de
profesyoneller icin blyldk bir ilgi konusu olmaya devam
etmektedir.

2011 yilinda kurulan online bir televizyon programi olan
Twitch, izleyici kitlesi gok olan e-spor oyunlarini ve turnuvalari
diizenli olarak yayimn yapmaktadir. Twitch izleyici platformu
2013’ de populer e-spor oyunu olan Dota 2 (The International)
ve League Of Legends’in 12 milyar dakikalik vidosu izlenmistir.
Dota 2 turnuvasinda bir gliniinde twitch platformu 4.5 milyon
izleyici kapasitesine ulagarak bir rekor kirmistir ve turnuvayi
izleyenlerin ortalama izleme saatleri 2 saat olarak ol¢tilmiistir.

E-spor’u tam manasi ile anlamak karmasiktir. Ciinkii e-
spor teknoloji, spor, is diinyasi1 ve kiiltiir gibi bilesenlerin
birlesmesi sebebiyle karmasiktir. Tenis, basketbol ve futbol
branslarindan farki, E-spor’da ¢oklu platformlarin birlesmesi ile
meydana geliyor. E-sporcular siber atletler ve sanal atletler gibi
sOzlerler hitap edilir (Argan ve ark., 2006). Wagner (2006), e-
Spor’u, insanlarin iletisim ve bilgi teknolojisini kullanarak
fiziksel ve =zihinsel yeteneklerini egiten ve gelistiren spor
faaliyeti olarak tanimlanir. Argan ve ark., (2006)’na gore e-spor,
diinyanin en uzak iki nokrasindaki insanlarin internet aglari
bulusup oyunlar oynayabilecekleri ya da diinya geneli e-spor
organizasyonlar ile diinyanin farkli noktalarinda olan insanlarin
bulusup oyunlar oynayabilecekleri zihinsel ve fiziksel ¢abalarini
gerektiren spordur. Hamari & Sjoblom (2017) gore e-Spor,
sporun birincil yOnlerini elektronik sistemler araciligiyla
kolaylastirilan, oyuncularin ve takimlarin girdilerine ve ayni
zamanda e-spor sistemdeki ¢iktilarin1 insan ve bilgisayar ara
yiizli ile aracilik eden bir spor tiiriidiir. E-spor, oyun konsollar1
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ve bilgisayar aracigiyla profesyonel ve amatér oyuncularin
karsilikli ve rekabet edebildikleri sanal ortamdir (Jenny et al.,
2017). E-spor, beyzboldaki gibi refleksleri harekete geciren,
satranctaki gibi dilislinmeyi gerektiren ve okculuktaki gibi
reaksiyon zamani gereken bir olgudur (Argan ve ark., 2006). E-
spor’da bilmemiz gereken 6nemli olan seylerden biride sedanter
spor video oyunlari ile karistirilmamasidir. e-Spor’da populer
oyun tiirleri, birinci sahis nisanci (first person shooter (FSP)),
gercek zamanli strateji (Real Time-Strategy (RTS)) ve c¢ok
oyunculu ¢evrimi¢i rolmyapma oyunlari (Massively Multi-user
Online Role Playing Games (MMORPG)) oyunlaridir (Jonasson
& Thiborg, 2010).

3. E-SPOR’UN GELISiMi

Bilinen en eski video oyunu yarigmasi, 19 Ekim 1972'de
Stanford Universitesi'nde Spacewar oyunu oynandig: biliniyor.
Dijital oyunlar ilk olarak 1980’li yillarda oynanmaya
baslanmigtir. 1990 yillarinda atari salonlarinda dijital oyun
kiiltiirinlin ~ olusmaya ve gelismeye basladigi mekanlar
olmusturlar. 2000’1i yillarda ise internet agini1 yayginlagsmasiyla
birlikte diinya ¢apindaki internet ag1 oyunlar1 online oynanmaya
donmiistiir. Bunun sonuncunda oyunlar tek oyunculuktan ¢ikip
ve ¢ok oyunculuk haline dénmiistiir (Coskun ve Oztiirk, 2016).
1997 yilinda ingiltere’de E-spor oyunlarmin ilk &diillii turnuvasi
gergeklesmistir.

1997°de Angel Munoz tarafindan ABD’de “Cyberathlete
Professional League (CPL)” sirketi kurulmustur. 1999 yilinda
CPL Valve FSP tarzinda oyun olan Half-Life’in sisteminde
biraz degisiklik yapip “Counter Strike” oyununu ¢ikarmislardir.
Amerikalilar ve Avrupalilarin birinci sahis nisanci oyunlarini
tercih ederken Kore’liler ise NCSoft sirkenin 1998°de
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gelistirdigi RTS ve MMORPG tarzinda oyunlar oynamay1 tercih
ettiler. (Wagner, 2006).

E-spor oyunlarinin en 6nemli organizasyonlarindan biri
olan Elektronik Spor Ligi 2000 yilinda kuruldu. 2000 yilinda
sponsorlugunu Giiney Kore Bilgi ve Iletisim Bakanhgi,
Samsung ve Turizm ve Kiiltlir Bakanlhigi’nin {istlendigi
uluslararas1 E-spor organizasyonu olan Diinya Siber Oyunlari
organizasyonu diizenlendi. Diinya Siber Oyunlarimin bir
maskotu var ve logosunda da Olimpiyat Oyunlarinin
renklerinden ilham alinan bir logo kullaniyor. Oyunlar
Olimpiyatlarla iligkilendirerek, genglik festivali, siber oyun
etkinligi, oyuncu (atlet yerine) ve e-Spor gibi oyunlar1 ifade
eden diger sportif olmayan kelimeler kullanilmaktadir (Jonasson
& Thiborg, 2010). 2002 yilinda New York’ta Major League
Gaming kuruldu. 2008 yilinda e-Spor’u gercek bir spor olarak
kabul ettirmek i¢in yola ¢ikan ve giliniimiizde 48 iiye iilkesi
bulunan Uluslararasi e-Spor Federasyonu (International E-sports
Federation (IESF)) Giiney Kore merkezli olarak kurulmustur.

2016°da e-Spor’un taninmasi i¢in IOC (Uluslararasi
Olimpiyat Komitesi) resmi mektup gonderilmistir. IOC komitesi
tarafindan E-spor Federasyonu’nun 48 lye (lkesinin 22’si
taninmaktadir. OCA (Asya Olimpiyat Konseyi), 17 Nisan 2017
tarthinde yaptig1 aciklamada 2022’de Cin’de diizenlenecek olan
Asya Oyunlari’'nda E-spor’un resmi bir oyun olarak madalya
yarigmalarinda yer alacagt duyurmustu. Ayrica, e-Spor’un
Uluslararast Olimpiyat Komitesi tarafindan Paris 2024
Olimpiyat Oyunlarina dahil edilmesine karar verilmis olup,
madalya yarigmalarinda yer alip almayacag ile ilgili heniliz bir
karar verilmis degildir (DiFrancisco-Donoghue & Balentine,
2018).
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4. E-SPOR MODERN SPORUN BiR DALI MIDIR?

E-spor, giinlimiizde her ne kadar tartismalar1 devam etse
de modern bir spor dali olarak kabul edilmektedir. Geleneksel
spor dallar1 gibi, e-spor da belirli beceri ve stratejilerin gerektigi,
rekabetci bir ortamda gergeklesen ve genis bir izleyici kitlesine
sahip olan bir spor dal1 olarak tanimlanabilir.

E-sporun modern spor dali olarak kabul edilmesinin
nedenleri sunlardir:

- Profesyonel Ligler: E-spor, profesyonel ligler, turnuvalar
ve organizasyonlar araciligryla ylritilmektedir. Bu
liglerde oyuncular, takimlar arasinda cesitli oyunlarda
rekabet etmekte ve blylk 6diller kazanabilmektedir.

- Yaygm Katilim: E-spor, dinya genelinde milyonlarca
insanin katildig1r ve izledigi bir alan haline gelmistir.
Biiyiik spor organizasyonlarindan benzer diizeyde ilgi
gormekte ve izleyici kitlesi bulunmaktadir.

- Profesyonel Sporcular: E-spor, profesyonel diizeyde
kariyer yapmak isteyen oyuncular igin gergek bir segenek
olmustur. E-sporun popiilerlesmesiyle birlikte, diinya
genelinde taninmis ve yliksek gelir elde eden e-spor
oyunculari ortaya ¢ikmistir.

- Sponsorluk ve Endistriyel Destek: E-spor, buyuk
markalarin ~ sponsorluk  ve  destekleriyle giderek
bliylimekte ve gelismektedir. Bu durum, e-sporun
profesyonel bir spor dali olarak kabul edilmesine katkida
bulunmaktadir.

Bu sebepler goz oniine alindiginda, e-sporun modern bir
spor dali oldugu ve geleneksel spor disindaki yeni bir rekabet
alan1 olarak degerlendirildigi sdylenebilir. E-spor’un spor olup
olmadigin1 savunan goriisler vardir. Bazi gruplar genellikler
geleneksel spor tarafinda olanlar, E-sporun bir spor olmadigi
kelimesini diislindiigi

b

gorilistindedirler. Bazi1 gruplar “‘spor’
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zaman, akillarina gelen ilk sey bilgisayar baslarinda video
oyunlar1 oynayan kisiler degildir. Bu grup bir iiniversite
kampiisiinde “‘sporcu’” kelimesini duydugunda bilgisayar
basinda video oyunu oynayan kisileri diisiinmiiyor. Spor aslinda
bilgisayar basinda saatlerce oturmanin tam tersi fiziksel
aktivitelerdir (DiFranciscoDonoghue & Balentine, 2018).

Sporcularin  fiziksel aktivite ve fiziksel uygunluk
durumlar1 spor aktivitelerinde ¢ok 6nemli unsunlardir. Bunun
yansira e-sporcularin oyun oynarken ki bilissel fonksiyonlari, el
g6z koordinasyonlart ve reflekslerini ¢ok iyi bir sekilde
kullanmalar1 gerektigini géze ardi edilemez (Witkowski, 2012).
Wagner’in E-spor tanimi1 ¢ok kapsamli tanimina diger yazarlar
tarafindan incelendiginde E-spor’u tam anlamiyla tanimlamadigi
gorlistindedirler. Diger yazarlarin Wagner’in taniminda tam
anlamiyla anlamadiklar1 kisim sporun sadece fiziksel ve zihinsel
aktivitelerle tanimladig1 kisimdir.

Diger yazarlara gore sporun bir oyundan ayiran
ozelliginden biride sporda fiziksel aktivitelerin ve becerilerinin
uygulanmasidir (Jenny ve ark., 2017; Suits, 2007). Burada
fiziksel cabayla kast edilen ¢abay1 futbol ya da basketbol gibi
branglarla satrang gibi branglarin fiziksel c¢aba farkina
bakilabilir. Basketbolda ¢ok uzun siireler bedenin hareketi s6z
konusuyken satrangta bir tasi alip baska yerlere konulmasi ile
oynanmasidir. Bu duruma gore satrang spor sayilmalidir? Parry
(2018), E-spor oyunlarinin spor olmadigini savunmakta ona
gore onlar yetersiz “insan” lardir, dogrudan fiziksellige sahip
degillerdir, ¢iinkii belirleyici biitlin viicut kontrolii ve
becerilerini  kullanamazlar ve insanin gelisimine katkida
bulunamazlar.

Rekabetci video oyunlarinin spora benzedigi iddia edilse
de spor olarak nitelendirilemez. Bilgisayar oyunlari sadece
oyundurlar (Parry, 2018). E-spor ¢agdas toplumlarda spor olarak
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kabul edilmez, en azindan modern spor degildirler. Bunun
yerine, E-spor bir kars1 kiiltiir ya da modern sporun alternatifi
olarak oOne ¢ikabilecegi diisiiniilmektedir. Cin, Giiney Kore,
Rusya, Danimarka ve Macaristan gibi bazi iilkelerde E-spor
resmi bir spor olarak kabul edilmektedir (Jonasson & Thiborg,
2010).

5. E-SPORCU OLMAK

E-Spor, internet oyun ekosistemine dahil edildikten sonra
katilim ve ekonomi ag¢isindan 6nemli ilerleme katetmistir. Boyle
tarz gelismeler E-sporu farkli bir brang ve yatirnm sektorii
olusturmustur. Bu siire¢ bagka bireylere talep olusturmustur. Bu
sayede E-Sporcular ¢ok kiymetli bir seviyeye ulagsmistir. Son
donemdeki kiymetli gelismeler ve edinimler sayesinde E-spor
sektoriinde mesleki firsatlar ve geng bireylerin ilgi duydugu bir
is firsati olarak goriilmektedir. (European Games Developer
Federation,2016).

Bu sektor ozellikle izleyici ve katilimcilar agisindan E-
spor sektoriine liderlik yapan Asya devletleri agisindan ¢ok
onemlidir. Cin’deki gencler son zamanlarda E-sporu meslek
olarak go6ruyor. E-sporu dogru bir sckilde sunulmasi ve
Ogretilmesi i¢in arastirmalar baslatilmistir. 2014 yilindan
itibaren E-sporculari Tiirkiye Cumhuriyeti GSB (Genglik ve
Spor Bakanligl) ve SGM (Spor Genel Miidiirliigii) profesyonel
sporcular olarak gérmektedir. E-sporcular amator ve profesyonel
sporcular olarak ikiye ayriliyor. Profesyonel olan E-sporcular
takimlarini temsilen ya da ilkeyi temsilen 6zel ya da resmi
organizasyonlara ve miisabakalara katilan kisilere deniliyor.

Turkiye’deki profesyonel E-sporcular bircok
organizasyonda iilkeyi temsil etmislerdir. Amator sporcular
internet aglar1 ile arkadaslar ile gesitli organizasyonlar ya da
0zel yarigmalara katilan kisilere denir. Profesyonel olmayan E-
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Sporcular ise sahsi dijital aglar1 aracigiyla oyun arkadaslariyla
0zel miisabakalara miidahil olan ya da farkli etkinlikler
diizenleyen oyunculardir (Argan M.&Akin E.,2007).

E-spor oynayan kisilere oyun konsolu ya da bilgisayar
aracifiyla gelir kazandirabilir. Tiirkiye’de GSB gelismekte olan
spor branglarinda oldugu gibi E-spor miisabakalarinda lisans
sart1 vardir. E-spor branginda lisansl belgeli sporcu olmak igin;
niifus clizdan1 numarasi, saglikli olduguna dair rapor, kayit
belgesi ve 2 tane vesikalik resim ile Il Genglik ve Spor
Midirligi'ne kayit isleminin yapilmasi gerekmektedir. Bu
islemler kisinin kendisi, velisi veya vekilleri tarafindan
yapilabilir. (Gaming in Turkey-Oyun ve Spor Ajansi (2019).

5.1.E-Spor Oyuncularinin Ozellikleri

E-sporcular rekabet¢i bir sekilde ya da giinliik
yasamlarint eglenceli bir sekle getirmek amaciyla oynayan
kisilerdir. E-sporcu tanimi amatdr olmayan ve amatdr olan
sporcu olarak ikiye ayrilmaktadir (Argan M.,& Ak E.,2007).

5.2.Profesyonel Oyuncular

Yerel ya da uluslararasi 6zel ve resmi miisabakalarda
takimlarii1 ve Tlkelerini temsi eden lisansli sporculardir.
Ulkemizde takim oyunlar1 oynayan ve iilkemizi bircok dzel ve
resmi miisabakalara katilan E-sporcular vardir. “Tiirkiye’de
profesyonel olarak degerlendirilecek E-Sporcular ile yapilan bir
aragtirmada; oyunlart spor olarak degerlendiren oyuncularin
%11,7°si E-spor ilgili resmi turnuvaya, %62,9’u ulusal resmi
turnuvaya, %71,9’u ulusal veya uluslararast 6zel turnuvaya
katilmistir. Aragtirmaya katilan kisilerden %10,6’s1 ulusal veya
uluslararasi resmi ve 6zel 6diil kazandigi bilinmektedir” (Argan
M., Ozer A.& Akin E.,2006).
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5.3.Amator Oyuncular

Amator E-spor organizasyonlaria katilan ve ayni1 anda
internet kafelerde ya da sahsi bilgisayarlarin aracigi ile ag
baglantilar1 ile bagska amat6r E-sporcular ile bos vakitlerini oyun
oynayan bireyler seklinde nitelendirilirler (Aydin, Y.,,2022).
Ulkemizdeki E-sporcularin demografik &zelliklerini belirlemeye
yonelik yapilan bir calismada ankete katilan sporcularin medeni
durumlarma bakildiginda bekar olan kisiler %94.8 iken; evli
olanlar ise % 5.2°dir. Yas gruplart incelendiginde % 48.4’iiniin
20-24 yasin olusturdugu, ortalama aylik gelirleri incelendiginde;
% 51.6’sinin 1500TL ve alt1 aylik gelire sahip oldugu, egitim
durumlar1 incelendiginde ise biiylik cogunlugu lisans diizeyinde
egitime sahip olan kisilerin olusturdugu goriilmektedir (Ecevit
RG. Tunge F., Karaoglu O., Sahin E. Ozer MK. (2018).

Bu rakamlar incelendiginde gelir durumu olarak asgari
ticretin altinda, E-sporla hem amat6r hem de profesyonel olarak
ilgilenen toplulugun yasca geng, egitim seviyesi olarak ise
genelin  fazlasinin  lisans seviyesinde bir grup oldugu
gorulmektedir. Ozellikle lisans seviyesinde e-sporcularin
bulunmasi, vatanimizdaki eksik is olanaklari ile ilisken dirilerek
geng Dbireylerin yeni meslek olanaklar1 arayis1 igerisinde
olduklar1 tarzinda izah edilebilir. Yukarida da belirttirdigi iizere
e-spor tanimi beraberinde yeni is olanaklari olusturmustur.
Ulkemizdeki eksik is olanaklarini da géz oniinii bulundurursak
mevcut grubun elektronik spor sanayisi igerisinde dogru
aktarilmasi ic¢in TUniversite ders igeriklerine ilave edilmesi
gerektigi diisiiniilmektedir.

6. DIJITAL OYUN VE E-SPOR ARASINDAKI
FARKLAR

E-spor oyunlarinin temelinde ag oyunlar1 vardir. Ag
oyunlar ile E-spor arasinda farklar bulunmaktadir. Bireyler
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normal yasamlarinda eglenmek ve giinlerinin sikintilarindan
kagmak gibi sebepler yiiziinden ag oyunlar1 oynarlar (Aydin Y.
(2022). Oyunlarin odak noktalarinda miicadeleler olsa da her
rekabet iceren oyular E-spor oldugu anlamina gelmez. Dijital
oyun oynayan oyuncular isterlerse oyun oynadiklari cihazdaki
farkli oyunlara gegebilirler ya da cihazlarin1 kapatip uzun zaman
oynamayabilirler. Ag oyunlar1 diinyas1 her an biilyliyen ekonomi
sekli sebebiyle biiyiikk bir alan olarak kabul edilir. Ag oyun
diinyasinin popiilerligi artis gosteriyor ve oyum diinyasinda
ozellikle gencler i¢cin motivasyon kaynagi olarak goriiliiyor.

Dijital oyun diinyasinda dikkat ¢eken ¢ok farkli bir gruba
sahip olmasi ve baska oyunlardan daha ¢abuk yayilan bu
oyunlar E-spor oyunlari arasina basarilariyla girmistir. Cok
oyunculu oyunlara destek ve ilgi gordiigii zaman E-spor
oyunlar1 arasinda degerlendirilme olanagina sahiptir. Konsol
oyunlari, bilgisayar oyunlar1 ve telefon oyunlar1 E-spor olarak
adlandirilmasi i¢in birtakim islevlere sahip 6zellikleri tagimasi
gerekiyor. Bu Ozellikler, miicadeleye odakli olmast (bir
kazananin ve kaybedenin olmasi), Profesyonel oyuncularin
olmasi, takimlar ya da kuliiplerin kurulmasi, turnuvalara ya da
profesyonel liglere (Siiper Lig, Diinya Sampiyonalar1 gibi) sahip
olmasi, ¢evrimdisi ya da online seyircilere sahip olmasi (TV
kanallar1, Twitch, Youtube vb. araciligiyla) seklinde siralanana

bilir.

7. E-SPOR OYUN TURLERI

League of Legends (LoL), Dota 2, Counter-Strike:
Global Offensive (CS),Fortnite, Valorant, Overwatch, Call of
Duty: Warzone, Rainbow Six Siege, Rocket League,
Hearthstone
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7.1.Dunyada E-Spor Organizasyonlari
7.1.1.The International (Dota 2)

The International, Dota 2 oyunu icin dizenlenen en
blylk e-spor turnuvasidir. Valve Corporation tarafindan
diizenlenen bu etkinlik, her y1l diinyanin dort bir yanindan en iyi
Dota 2 takimlarm bir araya getirir. Odiil havuzu, topluluk
tarafindan finanse edilen bir yapiya sahip olup, milyonlarca
dolar1 bulmaktadir. Ornegin, 2021 yilinda 6diil havuzu yaklasik
40 milyon dolara ulagsmistir (Newzoo, 2021).

7.1.2.League of Legends Diinya Sampiyonasi

League of Legends Diinya Sampiyonasi, Riot Games
tarafindan diizenlenen ve diinyanin en prestijli e-spor
etkinliklerinden biridir. Her yil diizenlenen bu turnuva, diinya
capinda milyonlarca izleyiciye ulasmakta ve biiyiik 6diil
havuzlar1 sunmaktadir. Turnuva, farkli bolgelerden gelen
takimlarin karsilagsmalarina sahne olur ve finali biiylik bir
etkinlikle sona erer (Statista, 2021).

7.1.3.Fortnite Diinya Kupasi

Epic Games tarafindan diizenlenen Fortnite Diinya
Kupasi, diinya genelinde biiylik ilgi gdéren bir diger e-spor
etkinligidir. Hem solo hem de takim kategorilerinde diizenlenen
bu turnuva, gen¢ oyuncularin ve profesyonellerin rekabet ettigi
bir platform sunar. ilk olarak 2019 yilinda diizenlenen etkinlikte,
toplam 6diil havuzu 30 milyon dolar1 agmistir (Business Insider,
2019).

7.1.4.Overwatch League

Blizzard Entertainment tarafindan diizenlenen
Overwatch League, sehir tabanli takimlarin yaristigi bir
profesyonel e-spor ligidir. Kuzey Amerika, Avrupa ve Asya’dan
takimlarin katildig1 bu lig, genis bir izleyici kitlesine sahiptir ve
sezon boyunca bir¢cok karsilasma diizenlenir. Overwatch
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League, e-sporun geleneksel spor liglerine benzer bir yapida
organize edilmesi agisindan 6nemli bir Ornektir (Overwatch
League, 2021).

7.2.Turkiye’de E-Spor Organizasyonlari
7.2.1. Turkiye Buyuk Finali (TBF)

Tirkiye Buyuk Finali, League of Legends oyunu igin
Turkiye’de duzenlenen en buylk e-spor turnuvasidir. Riot
Games Tiirkiye tarafindan organize edilen bu etkinlik,
Tiirkiye’deki en iyi takimlarin karsilastigi bir platformdur. TBF,
biiyiik bir izleyici kitlesine sahip olup, her yil binlerce izleyiciyi
ve milyonlarca gevrimici izleyiciyi ¢ekmektedir (Riot Games
Turkiye, 2021).

7.2.2.Zula Super Lig

Madbyte Games tarafindan gelistirilen yerli oyun Zula
icin dlzenlenen Zula Siper Lig, Turkiye’deki 6nemli e-spor
liglerinden biridir. Bu ligde, Tiirkiye’nin farkli bolgelerinden
takimlar yarigmakta ve biiylik ddiiller i¢in miicadele etmektedir.
Zula Stper Lig, yerli oyunlarin da e-spor sahnesinde yer
bulabileceginin 6nemli bir gostergesidir (Zula Siiper Lig, 2021).

7.2.3.CS
Tiirkiye Sampiyonasi

Counter-Strike: Global Offensive (CS) oyunu igin
diizenlenen Tiirkiye Sampiyonasi, Tiirkiye’deki onemli e-Spor
etkinliklerinden biridir. Bu turnuva, Turkiye’nin en iyi CS
takimlarin1 bir araya getirir ve biiyiikk odiller i¢in kiyasiya
mucadele edilir. CS

Tiirkiye Sampiyonasi, gen¢ oyuncular i¢in 6nemli bir
firsat sunmaktadir (ESL Tiirkiye, 2020).
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7.2.4.VALORANT Champions Tour Turkiye

VALORANT Champions Tour Tirkiye, Riot Games’in
yeni FPS oyunu VALORANT icin Tirkiye’de duzenlenen
onemli bir e-spor turnuvasidir. Bu turnuva, Tiirkiye’deki en iyi
VALORANT takimlarmi ve oyuncularini bir araya getirir.
VALORANT Champions Tour, Turkiye e-spor sahnesine yeni
bir soluk getirmistir (Riot Games Turkiye, 2021).

8. E-SPOR ANTRENOR VE SPORCU GELISIiMi
8.1.E-spor Sporculari icin Egitimler

Oyun Mekanigi ve Strateji: E-sporcular, oyunlarin temel
mekaniklerini ve stratejilerini  0grenerek baglarlar. Birgok
oyunda, rekabet avantaji kazanmak i¢in oyunun mekanigini
anlamak ve etkili stratejiler gelistirmek onemlidir.

Fiziksel ve Zihinsel Hazirlik: E-sporcular, saglikli bir
yasam tarzi benimseyerek ve diizenli egzersiz yaparak fiziksel
ve zihinsel sagliklarini korumaya c¢aligirlar. Ayrica, stres
yonetimi ve odaklanma gibi zihinsel becerileri gelistirmeye
yonelik teknikler de 6grenirler.

Takim Calismasi ve Iletisim: E-sporcular, takim ici
iletisimi gliclendirmek ve takim g¢alismasini tesvik etmek ig¢in
caligirlar. Stratejilerin planlanmasi, kararlarin alinmasi ve oyun
sirasinda etkili iletisim, takimin basarisin1 etkileyen 6nemli
unsurlardir.

Mental Koc¢luk ve Performans Psikolojisi: Bazi e-
sporcular, performanslarini optimize etmek i¢in mental kogluk
hizmetleri alirlar. Performans psikolojisi, sporcularin stresle
basa ¢ikma, odaklanma, motivasyon ve 6zgiiven gibi konularda
destek saglar.
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8.2.E-spor Antrendrleri i¢in Egitimler

Oyun Bilgisi ve Stratejik Analiz: E-spor antrenorleri,
oyun mekanigi, stratejileri ve taktikleri hakkinda derin bir
bilgiye sahip olmalidir. Ayrica, takimin performansini artirmak
icin rakip takimlar1 analiz etme yeteneklerine sahip olmalar
gerekir.

Takim Yonetimi ve Motivasyon: E-spor antrenorleri,
takim i¢i dinamikleri yonetmek ve oyunculart motive etmek igin
gereken liderlik ve iletisim becerilerine sahip olmalidir.
Oyuncularin kisisel gelisimlerini desteklemek ve takim ruhunu
guclendirmek antrendrlerin gorevidir.

Analitik  Yetenekler: "E-spor antrenotrleri, mag
istatistiklerini analiz ederek takimin performansini degerlendirir
ve stratejilerini buna gore ayarlar. Bu, oyuncularin giiclii ve
zayif yonlerini belirlemeye ve gelistirmeye yardimet olur.

Teknoloji ve Ekipman Bilgisi: E-spor antrendrleri,
oyun platformlari, ekipmanlar ve yazilim araglar1 hakkinda
giincel bilgiye sahip olmalidir. Ayrica, oyuncularin teknik
sorunlarint ¢ézmek ve performanslarini optimize etmek igin
teknik destek saglamalidirlar.

Bu egitimler, e-spor antrendrleri ve sporcularinin
becerilerini gelistirmelerine ve rekabetci bir avantaj elde
etmelerine yardimci olur

9. E-SPOR TARAFTAR YAPISI

Gen¢ Demografik: E-spor taraftarlarinin  biiyiik
cogunlugu geng nesilden olusur. Ozellikle video oyunlarina ilgi
duyan gencler ve gen¢ yetiskinler, e-spor takimlarimi ve
oyuncularini aktif olarak takip ederler.
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Globallik: E-spor, internetin evrensel dogasi sayesinde
diinya capinda genis bir hayran kitlesine sahiptir. Birgok e-spor
taraftari, farkli iilkelerden ve kiiltlirel arka planlardan gelir.

Cevrimici Etkilesim: E-spor taraftarlari, cevrimigi
platformlarda etkilesimde bulunmay1 tercih ederler. Twitch,
YouTube, Twitter ve Discord gibi platformlar, e-spor
etkinliklerini takip etmek ve diger taraftarlarla iletisim kurmak
i¢in popiiler araglardir.

Profesyonel ve Amator Taraftarlar: E-spor taraftarlari
arasinda, profesyonel liglerde yer alan biiylik takimlar
destekleyenler oldugu gibi, amator liglerde miicadele eden daha
kiiciik takimlar1 destekleyenler de bulunur.

9.1.E-spor Taraftar Orglitlenmesi

Takim Fan Kauliipleri: Bircok blyuk e-spor takimui,
kendi taraftar kuliiplerine sahiptir. Bu kuliipler, takimin
destekcilerini bir araya getirir, 0zel etkinlikler dizenler ve
takimin resmi iirlinlerini tanitir.

Taraftar Forumlart ve Topluluklari: E-spor
taraftarlari, ¢esitli ¢evrimici forumlarda ve topluluklarda bir
araya gelerek fikir aligverisinde bulunurlar, maglari tartisirlar ve
takimlarini1 desteklemek i¢in kampanyalar diizenlerler.

Etkinlik Katihmi: E-spor taraftarlari, biiyiik turnuvalara
ve etkinliklere katilarak takimlarini canli olarak desteklerler.
Ozellikle biiyiik turnuvalarin diizenlendigi arenalarda biiyiik bir
taraftar kitlesi bir araya gelir.

Sosyal Medya Aktivizmi: E-spor taraftarlari, sosyal
medya platformlarinda aktif olarak takimlarim1i destekleyen
icerikler paylasir, etiketleri trende sokar ve diger taraftarlarla
etkilesimde bulunur.
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Hayran Yapmm Icerikler: Bircok e-spor taraftari,
takimlarin1 desteklemek icin videolar, resimler, montajlar ve
diger icerikler iiretirler. Bu igerikler, taraftarlarin duygusal
baglarimi giiclendirir ve takimin popiilaritesini artirir.

E-spor taraftarlari, genellikle geleneksel  spor
taraftarlarindan farkli bir yapiya sahip olsa da tutkulu ve aktif
bir topluluk olustururlar. Taraftarlarin etkilesimleri ve destegi, e-
sporun biiyiimesine ve gelismesine 6nemli katkilarda bulunur.
2019 Diinya Sampiyonasi Izleyici Rekoru Kirdi! FunPlus
Phoenix - G2 Esports karsilasmasi dakika bagmna ortalama 21,8
milyon izleyiciye ulasti. E-spor Kitlesi, dinya genelinde 2022
yilinda 532 milyon kisiye ulagsmistir ve bu kitlenin her gecen
gun buyumesi gozlemlenmektedir. Tahminlere gore 2025%e
kadar bu say1 640 milyondan fazla olacak. E-spor, geleneksel
sporun dijital devrimini temsil eder ve dlinya genelinde buyuk
bir ilgi gérmektedir.

10. FIZIKSEL BRANSLARDA OLAN MASOR,
PERFORMANS KOCU, DIiYETISYENIN E-
SPORDAKI YERI

E-spor da zihinsel ve fiziksel saghigi destekleyen
profesyonel giderek daha dnemli hale gelmektedir. Geleneksel
sporlardaki oldugu gibi, e-sporcularin da yaralanmalar
onlemek, zihinsel sagliklarimi korumak ve performanslarin
artirmak i¢in uzmanlara ihtiyaclar1 olabiliyor. Iste e-spor
diinyasinda olan bazi uzmanlik alanlar1 ve bu uzmanlarin rolleri:

10.1. E-spor Fizyoterapisti veya Spor Masori

Performans1 Artirma: E-sporcularin saatlerce ayni
pozisyonda oturmalar1 fiziksel sorunlara sebep olabiliyor.
Fizyoterapistler ya da spor masorleri, e-sporcularin sakatlanma
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riskini azaltmak ve performansini artirmak i¢in fiziksel terapiler
ve masaj teknikleri uyguluyorlar.

Ergonomik Damismanlik: Bilgisayar basinda uzun siire
vakit geciren e-sporcular i¢in ergonomik oturma dizeni ve
ekipmanlar 6nemlidir. Fizyoterapist ya da spor masorleri
oyunculara uygun ergonomik c¢oziimlerle rahatlamalarini ve
performanslarini artirmalar saglanabilir.

10.2. E-spor Psikologu veya Performans Kogu

Zihinsel Saglik Destegi: E-sporcularin stresle basa
¢ikmalari, odaklanmalari, motivasyonlar1 ve ozgiivenleri gibi
konularda destek almalari ¢ok Onemlidir. Bir psikolog ya da
performans kogu, oyunculara zihinsel saglik hizmetleri sunarak
mental dayanikliliklarint giliclendirebilir ve performanslarini
optimize edebilir.

Performans Analizi ve Gelistirme: Bir performans
kocgu, oyuncularin maglar analiz ederek giiclii ve zayif yonlerini
belirleyebilir. Bu analizler dogrultusunda oyunculara kisisel
gelisim planlart olusturarak performanslarini stirekli olarak
iyilestirmelerine yardimci olabilir.

10.3. Beslenme Uzmamni veya Diyetisyen

Saghkh Beslenme: E-sporcularin zihinsel ve fiziksel
performanslarint  artirmalart  i¢in  saglikli  beslenme
programlarina ihtiyaglart vardir. Beslenme uzmanlar1 ya da
diyetisyenler, oyunculara uygun beslenme plan1 ve takviyelerle
enerji seviyelerini ve konsantrasyonlarini artirabilir.

Sivi Dengesi ve Hydrasyon: Saatlerce oyun oynayan e-
sporcular i¢in sivi dengesi ¢ok dnemlidir. Beslenme uzmanlari
ya da diyetisyenler, sporculara uygun hidrasyon stratejileri ve
s1v1 takviyeleri konusunda rehberlik ederler.

E-spor diinyasinda bu tiir uzmanlar, e-sporcularin
sagliklari ve performanslarin1 desteklemek ve arttirmak icin
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cok onemli rol oynar. Bu tir uzmanlar, e-sporcularin uzun
vadeli basarilar1 i¢in gereken fiziksel ve zihinsel sagliklarini
korumaya yardimci olurlar.

11. E-SPORUN ULKEMIiZDEKIi YERI

Turkiye'de E-spor sektoriin hizli bir sekilde biiyiimesiyle
ve Oneminin artmasiyla resmi olarak TESFED (Tiirkiye E-spor
Federasyonu) kurulmustur. Tiirkiye E-spor Federasyonu
(TESFED), ulkedeki e-sporun taninirligini artirmak, oyunculari
ve takimlar1 desteklemek, e-spor organizasyonlari diizenlemek
ve ulusal diizeydeki federasyonun organizasyonlarini yonetmek
i¢in kurulmustur.

TESFED, "Tirkiye'de E-Spor ve Turkiye E-Spor
Federasyonu (TESFED)" adli bir raporda, federasyonun kurulus
amacini su sekilde belirtmektedir: "Tiirkiye E-Spor Federasyonu
(TESFED), Tirkiye'de e-spor alaninda e-sporun gelismesini
saglamak, yasal diizenlemelerin yapilmasi, e-sporu tanitmak ve

kamuoyunda farkindalik olusturmak i¢in  kurulmustur."
(TESFED, 2020)

TESFED'in kurulmasiyla birlikte Tiirkiye'de e-sporun
resmiyet kazanmis ve sektoriin ulusal diizeyde organize olmasi
saglanmistir. Federasyon, milli takim olusturmakta, sporculara
egitim ve destek saglamakta, ulusal ve uluslararasi diizeyde e-
spor turnuvalar1 diizenlemekte,. Ayrica, TESFED'in altinda
faaliyet gosteren c¢esitli komiteler ve ¢aligma gruplari, e-sporun
farkli alanlarinda galigmalar yiirlitmekte ve sektoriin gelisimine
katkida bulunmaktadir.

TESFED'in faaliyetleri, "Turkiye E-Spor Federasyonu
(TESFED) Resmi Internet Sitesi" iizerinden duyurulmakta ve
takip edilmektedir. Federasyonun internet sitesi araciligiyla
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diizenlenen etkinlikler, yapilan calismalar ve sektorle ilgili
haberler kamuoyuyla paylasilmaktadir.
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