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1. Introduction 

 (…) [T]o create a way of life based on the joy of effort, the educational value of 

good example, social responsibility and respect for universal fundamental ethical 

principles. 

(…) [T]o place sport at the service of the harmonious development of humankind, 

with a view to promoting a peaceful society concerned with the preservation of 

human dignity. 

(…) [T]o oppose any political or commercial abuse of sport and athletes. 

(…) Sport organizations within the Olympic Movement (…) [to] have the rights 

and obligations of autonomy (…) and the responsibility for ensuring that 

principles of good governance be applied.               

       (International Olympic Committee, 2018) 

These principles held by the International Olympic Committee (IOC) show that over the years, 

the Olympic Games have been well defined to encompass all socio-economic and political 

matters and have been purposed to be everything; however, they primarily serve as a good 

example. At present, for athletes, the Olympic Games represent an athletic highlight in their 

lives; for spectators, they mainly represent entertainment and spectacle (Tomlinson, 1996); and 

for host nations, they represent a medium to achieve economic and political aims (Grix, 2013). 

Each country that hosts the Olympic Games is committed to designing its Games to be the best 

in history and to outdo their predecessor. Future generations should remember these Games, and 

a comprehensive legacy for posterity should be created as well (Preuss, 2007). Therefore, the 

Games should create leverage in areas such as tourism and urban development, and they are used 

as a production factor for this purpose (Essex & Chalkley, 1998, 2002). 

While critical voices refer to the sporting core of the Olympic Games and focus on it, the large 

development of the Olympic Games and their symbolic force over the past decades can no longer 

be denied. The Olympic Games have developed in equal measure with society and satisfy – as 

an event that attempts to be all things to all people – contemporary demands in various areas. In 

addition, the stakeholders of the Olympic Games create infrastructure for international relations, 

a multi-lateral platform and a growth machine (Evans, 2003; Surborg, VanWynsberghe, & Wyly, 

2008). In the Olympic Charter of 1949, the autonomy of sport was described for the first time, 

and since 1990, it has also been included within the intergovernmental organization of 

Europe (Chappelet, 2010). As described in the Olympic Charter, the IOC is committed to 

protecting the Olympic Games from political and commercial exploitation. However, they 
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are instrumentalized on all micro- and macro-political levels (Seifart, 1984). For example, 

regarding the Olympic Games in Sochi, Russia, the city, with the help of the staging of the 

Olympic Games, has been converted to a year-round tourism resort. However, the Olympic 

Games were originally founded on a political basis (Houlihan, 1994), with a social goal – it 

was Baron de Coubertin's basic idea to instrumentalize the Olympic Games for the purpose of 

promoting a peaceful society and to place sport at the service of a harmonious development of 

humankind. Therefore, the deeper input of human and social capital is strongly demanded 

especially by host cities and countries (Minnaert, 2012). 

A one-sided instrumentalization of social needs is not possible without accompanying economic 

and political aspects (Prüschenk & Kurscheidt, 2020). So there should be a suitable global 

governance of social, economic and political investments (Chappelet, 2016). However, 

the interdisciplinary interaction of commerce, gigantism, societal values and efficiencies in their 

potential has not yet been sufficiently clarified within research. For a long time, it lacked a 

coherent and theoretic foundation of conceptual approaches, effective sport governance as well 

as corresponding evidence regarding this challenge of the Olympic movement (Chatziefstathiou 

& Henry, 2012a). Furthermore, there are still too few studies on corporate social responsibility 

activities in sports organizations (Breitbarth, Hovemann, & Walzel, 2011). 

The complex concept of social capital offers such a base. It can disclose, within a socio-

economic environment, the interdependencies of the interdisciplinary Olympic Movement, on 

whose structural basis governance measures can be derived. In previous studies on professional 

sports mega-events and the Olympic Games, social capital has mainly been applied as a theory to 

instrumentalize and leverage economic transactions and impacts, not social standards.  

Other researchers confirm that sports mega-events such as the Olympic Games can create added 

value for society, which creates social capital (Taks, 2013). However, especially the creation of 

social capital at the Olympic Games, with their commitment to social exchange and education, 

is important due to the inherent Olympic values. In this context, the strengthening of Olympism 

could be an effective instrument, to build up again social trust and social capital. The Olympic 

Games have these postmodern characteristic features which potentially inspire people in times of 

progressive commercialization and omnipresent eventization. Moreover, such social capital can 

be strengthened through a global media network structure, which on the one hand is created by 

the Olympic Games and, on the other hand, reaches an enormous variety of 
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different populations, making such social value extremely valuable (Nauright, 2004; Smith & 

Westerbeek, 2007).  

The aim thereby, is the use and transfer of the Olympic values. The Olympic values, as a mindset 

and value orientation in the attitude of people, can serve as an example for respectful, friendly 

social interaction, encouraging new action. The complex levels of the underlying social 

interactions must be thoroughly examined to derive an effective governance of such a common 

good (Berkes, 2008). Normally, social capital is accumulated through active sports over a period 

of time and through the fulfilment of three conditions: the same goal, the same 

experience and simultaneity (as further elaborated in the summary of Article 2 and 

the discussion). It is a challenge to meet this aim within passive spectators since the 

same goal does not originate through active sports but only through, for example, an interest in 

sports or entertainment, and varies at different levels of involvement. However, the same 

simultaneous sports experience is possible and creates a community. 

There are two central requirements: (a) the existence of social capital within the host nation, 

which enables a successful awarding of the Olympic Games within existing structures and (b) the 

successful and targeted hosting and implementation of the Olympic Games to create new social 

capital. For example, in Germany, there already have been five successful Olympic applications: 

1916 Berlin, but cancelled due to the First World War; 1936 Berlin & 1936 Garmisch-

Partenkirchen; 1940 Garmisch-Partenkirchen, but cancelled due to World War II and Munich 

1972. However, there also have been five failed Olympic applications: 1992 Berchtesgaden 

against Albertville; 2000 Berlin against Sydney; 2012 Leipzig against London; 2018 Munich 

against Pyeongchang; 2022 Munich against the population and 2024 Hamburg against the 

population (IOC, 2019a).  

Against the backdrop of these recent rejections in recent years, predominantly in 

Western democratic nations, and of the criticism of hosting the Olympic Games (Cottrell & 

Nelson, 2010), the first requirement appears to be a weak point with consequences for the second 

requirement. Currently, in democratic nations, new political forms of social involvement are 

arising, and referenda are held to decide whether the Olympic Games take place or not, thus, the 

perception of spectators as the most important stakeholder group of the Olympic Games plays a 

key role (Boykoff & Zirin, 2016; Gratton, Shibli, & Coleman, 2006) in 

creating social capital in society. In Germany, the expectation of positive, intangible effects has a 
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positive influence on whether Germany will host the Olympic Games again (Wicker, Whitehead, 

Mason, & Johnson, 2017).  

Discourse on Social Capital 

As both a concept and theory, social capital has attracted major intellectual attention in different 

scientific fields in recent years. Among other things, this is due to the fact that it is closely related 

to the other four capital theories, i.e., economic capital, cultural capital, symbolic 

capital (Bourdieu, 1986) and human capital (Coleman, 1988), and as a comprehensive term, it 

involves many different social and socio-economic concepts (e.g., norms and values, social 

integration, social trust, social networks), which in turn can be interpreted differently. The free 

interpretation of the construct, on the one hand, and its collectivity on the other hand, 

make it even more difficult to grasp and to measure (Coleman, 1988). Therefore, in more 

specific investigations, social capital has already been examined depending on 

the perspective of evaluation (individual or collective), definition (trust, social networks, 

community participation), theoretical statements (open or closed networks) and after markets 

(social capital for economic and political development) (Lin, Cook, & Burt, 2001; Putnam, 

2001). 

The social effects of the Olympic Games as a global event are multi-dimensional. They apply to 

both individual persons and the collective and are dependent on the community participation and 

the trust of the population. Furthermore, they contain open networks (spectators) and closed 

networks (athletes) and serve after markets (sponsorship, media, ticketing etc.). Hence, initially, 

there is a need for a further explanation of a generally valid definition of the social capital 

concept, based on which the Olympic Games can then be specifically classified. Based on the 

definition of the general concept of capital by Marx (1995), on the one hand, social capital is 

created through investment in products, services and social relations and, on the other hand, 

as added value, that is, as the return of products, services or social relations. The term added 

value is also often described as an impact or as a legacy of the Olympic Games in regard to what 

is left over during and after the event. The term leverage, however, describes what is needed in 

the run-up to the planning of positive added value. 

While researchers such as Bourdieu, Coleman and Putnam end up with specific definitions of 

social capital, depending on their research design, Lin et al. (2001, p. 6), in accordance with 
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Marx, arrives at a socially oriented, simple summarizing definition of social capital that can be 

used universally: “investment in social relations with expected returns”. 

Applying the social capital concept to the Olympic Games, this investigation follows a 

central, more fine-grained definition of social capital provided by Lin (1999), which is based on 

more specific investigations of Bourdieu, Coleman and Putnam: “resources embedded in a social 

structure which are accessed and/or mobilized in purposive actions” (Lin, 1999, p. 35). 

Combining these two definitions to a research model of social capital (figure 1), they result in 

three central elements with subcategories: (1) investment, which includes (1.1) structural 

embeddedness and (1.2) accessibility (perception), as well as (3) added value: action-oriented 

(use) aspects (mobilization). Over the course of this dissertation, the most important key element, 

(2) the environment, will be added which has an impact on both contexts, investment, and added 

value (Waddock, 2001). Especially the diverse social environments may be drivers of, or 

obstructive to social capital creation.  

Nahapiet and Ghoshal (1998), summarize investment with “cognitive dimension” and added 

value with “relational dimension”, which is based on different values. 

 

Figure 1. Research Model: Social Capital Analysis Levels (SCAL) 

Structure of the Work and Research Questions 

Against the backdrop of the (a) existing social capital structures in Western democratic nations 

and the associated, often failed hosting of the Olympic Games, the main objective of this study is 

to make a theoretical and empirical contribution, to show implications for a (b) targeted hosting 

and social instrumentalization of the Olympic Games, which can create new social capital in 

Added Value 
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society. When the Olympic Games successfully manage to reframe and change the viewpoint 

from which a situation is perceived by spectators and introduce another frame that better fits the 

situation, they are able to create a new meaning in the spectators' environment by expanding or 

changing their perception (Barnard, 1994). This change in perception, under certain conditions, 

is the point of reflection that induces new actions and manifests social capital in society. 

Therefore, first in Chapter 2, the (a) general extent of the existing social capital in society is 

discussed as a (1) social investment depending on the society’s (1.1) structures (embeddedness), 

(1.2) its access, (perception) and (2) its environment for the most important stakeholder group of 

the Olympic Games, spectators. Then, it is shown (3) what added value arises for the spectators. 

In doing so, it is checked which preconditions exist in Western democratic nations for the 

creation of new social capital. 

Accordingly, Chapter 3 starts with the first step in the second phase of the investigation (b) on 

the direction of a successful and targeted hosting of the Olympic Games. There, the complete 

research model for new social capital creation is conducted again. This starts with the 

(1) Olympic investment in the form of the Olympic values, which are (1.1) produced, (1.2) 

accessed and perceived within the Olympic Games as a common, inspiring vision. In this 

chapter, for appropriate governance, the environment in which such governance must take place 

to create new social capital is particularly essential. Hence, in Chapter 3, the second step of the 

investigation represents (2) the environment. 

In Chapter 4, the intensity of the perception of spectators in different environments is described 

and the research design and methodology of the study is consequently deduced in different 

survey contexts. In this regard, the environments in which people were consulted are described in 

more detail and are validated by quality assessment. 

Accordingly, in Chapter 5, summaries of three different articles are presented in three core 

environments, each with different levels of social capital analysis. 

The complexity is analytically reduced, as the individual elements of social capital creation are 

investigated, as applied to spectators, at six access points. 

1. How do German residents respond to major issues of the Olympic Movement against the 

backdrop of Olympic gigantism? (investigated in article 1) 
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2. How to effectively communicate to the residents of Olympic candidate cities, with the 

objective of securing public support for the bid? (investigated in article 1) 

 

3. How is the concept of social capital associated with the construct of Olympism and the 

Olympic values (Olympic capital)? (investigated in article 2) 

 

4. What is the strongest moderating variable within the OSIF framework that changes 

spectators’ perception of the Olympic values? Is it the experience channel, the intensity of 

emotional exposure and/or the governmental or situational environment? (investigated in 

article 2 and the discussion) 

 

5. In what context is Olympic capital larger: the context of the live spectator or the broadcast 

spectator? (investigated in article 2) 

 

6. Do the Youth Olympic Games (YOG) make it possible, through their young and new 

format, to change spectators’ perception of the Olympic values? (investigated in article 3) 

 

In the following, Chapter 6 shows the key findings of the articles against the backdrop of the 

theoretical framework of social capital and discusses concrete governance strategies to leverage a 

positive (3) added value. In the further course of the discussion, figure 4 summarizes the SCAL 

for the creation of new social capital, described in Chapter 3, 4, 5 and 6. Furthermore, it is 

discussed in which of the presented environments the emergence of new social capital for 

spectators is especially favoured. Afterwards, a further outlook for research and practice is 

presented. 

Chapter 7 concludes the dissertation with a short summary and prospects. 

Among all the factors of social capital, social trust within spectators is a central explanatory 

factor for the existing social capital in a society that should be considered more precisely; 

however, it has not yet entered the intellectual debate about the Olympic Games. Social trust is 

the strongest element in a society, particularly in the value creation of an organization. Regarding 

the role of organized sports, social trust has become particularly important in society in recent 
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years (Babiak & Wolfe, 2009; Walker & Parent, 2010).  Putnam (2001), has investigated this 

moderating factor in more detail in his study on the existing capital in society. 
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2. Transformation of Social Capital Investment in Western Democratic 

Society 

The primary basis for a positive, democratic referendum on the staging of the Olympic Games is 

the social capital within a nation, which is based on the nation’s civic values, followed 

by political and then economic benefits (Putnam, 1993; Whiteley, 2000). Different nations within 

Europe and further democratic OECD nations with a similar high index of human development 

(UNDP, 2019) had an enormous increase in their social before the 1980s; afterwards, however, 

there was a transformation in their social capital (Putnam, 1993, 2002; Stolle & Hooghe, 2005). 

A central factor of this transformation is the rapidly growing economic structures in the post-war 

years (Bartolini & Bonatti, 2008) and the decline in social trust in society (Putnam, 2001). Civic 

values, which form an integral part of social trust and are embedded in these structures, have 

changed with rapid economic growth in a path-dependent manner (Inglehart & Baker, 2000). 

Investment in the Post-Modern Economy 

Just since the beginning of the 1980s, the Western economy has developed as never before 

(Callon, 1987; Friedman, 2004), and it is now characterized by its fast pace and change. Steady 

progress, globalization and economic growth are just some of the challenges that shape today's 

European generation (Halman, Sieben, & van Zundert, 2012). 

Structures 

Several economic growth theories classify technological progress as the central driver of changes 

in the world (Keynes, 2016; Mankiw, Romer, & Weil, 1992; Romer, 1986, 1990; Schumpeter, 

1947). In the last 40 years, technological progress has led to both the expansion of and growth in 

media institutions and the development of a global information infrastructure. Therefore, the 

expansion and transformation of a technological and information-oriented institutional 

infrastructure are central drivers (Coase, 1998; Preuss, 2007; Winters, 2014). Worldwide 

development is further promoted by growing international inter-connectedness and the 

establishment of a multi-polar system of international relations (He, 2008). These changes have 

resulted in not only competition within a nation and a closed system but also a novel 

international competitive structure within an open international economy that stimulates faster 

growth (Blecker, 1989; Daddow, 2017; Ridley, Cheong, & Juma, 2006; Tang & Wälde, 2001). 
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The demands of society and expansionary fiscal policy public are exogenous drivers (Calderón 

& Servén, 2004; Dosi, Fagiolo, & Roventini, 2010). Additionally, imported capital in the form of 

production factors such as human (Galor, 2005; Galor & Weil, 2000; Mankiw et al., 1992) and 

social capital (Prüschenk & Kurscheidt, 2020) promotes endogenous socio-economic growth 

within a human-oriented infrastructure. 

The Environment 

In this interdisciplinary environment, the generation of information has to be planned quite 

extensively. The technological development of communication channels has contributed to the 

fact that mass communication has obtained a central agenda-setting role in society (McCombs, 

2014). Hence, one of the main objectives of the agenda-setting by the mass media is to generate 

attention to certain issues within a stream of information (Coleman, 1988; McCombs & Shaw, 

1972). The embeddedness of these new structures has permanently changed traditional 

social connectedness, as well as the cultural and political life of the citizenry; above all, however, 

it has caused people to perceive in different manner (Bell, 1976; Putnam, 1995). Through these 

changes in the structure of society, the accessibility of these resources has changed as well. 

Accessibility 

In particular, access to new (information and communication) technology (Atkinson & McKay, 

2007) is the new, central catalyst of economic growth and social exchange. An increasing 

number of nations have developed such access and, thus, the potential that lies in the exchange of 

information. This social exchange is a pre-condition for further actions and the development 

of new social capital (Coleman, 1988). 

Path-Dependent Transformation of Civic Values 

Due to the transformation of economic structures, society, including its civic values, has changed 

as well. In intellectual debate, this refers to the change from the post-modern society 

to the information society. Through technological progress, contemporary demands have shifted 

from the satisfaction of material needs, to the goal satisfaction of information values and 

individual goal achievement needs (Masuda, 1980) and quality of life. Global growth has 

provided an international component to values, which, on the one hand, means a renunciation of 

tradition and, on the other hand, a further development and redefinition of the word tradition 

(Inglehart & Baker, 2000). For example, at present, religious values are, contrary to popular 
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expectations, more important than ever, and therefore, they play a strong role in spite of global 

growth since people often question the meaning of their lives (Inglehardt, 2018; Inglehart & 

Baker, 2000). 

On the one hand, the trends of pluralization and individualization respond to the sensation and 

experience-seeking trend of society (Ehrenberg, Juckes, White, & Walsh, 2008; McCrae & 

Costa, 1997; Roberts & Ulla, 2008). On the other hand, the main objective of the present 

information society is to de-emphasize further economic growth and to focus on values that may 

be useful to the individual achievement within the society. This often leads to an apparent refusal 

and rejection of consumption. This refusal predominantly does not result in abstinence from 

consumption and services; rather, a moral component (e.g., environmental) is added. Hence, new 

product categories can originate, which in turn stimulate consumption and growth and relieve the 

burden on the conscience of their buyers while criticizing other consumers (Pauser, 2018) or 

producers and businesses (Cherrier, 2009). The consumption of these products contributes to the 

creation of an own personal and cultural identity.  

Therefore, economic growth satisfies the aspiration of society for distraction, and due to a 

diverse supply, those in the population can individually decide for themselves which distractions 

to select. Thus, in a mutually dependent exchange, economic growth depends on leisure and 

social input; in turn, long-term social growth depends on an economic institutional 

structure (Alier, 2009; Gershuny, 2000). The priority setting within this context will then decide 

how the society selects and experiences information (Webster, 2006). Within this information 

stream, due to asymmetric information, the population often cannot optimally assess whether 

official and economic stakeholders act for the benefit of all and behave honestly (Grönlund & 

Setälä, 2012). 

Numerous economic institutions use this attention (Kurscheidt, 2004), which is created by media 

technology and institutional communication paths, not for the purpose of instrumentalization for 

social purposes with a common goal but, again, to individually maximize the satisfaction of all 

stakeholders involved in the economic process and to influence consumers (Bloch & Richins, 

1983). When an institution is changing, or is in a growth phase, the attention of the population is 

directed to the moral component of the company to legitimate the change within the institution 

and to transfer existing social capital (Buchanan & Keohane, 2006; Dolfsma & Verburg, 2008). 

However, according to Marx, as a result of this development, the traditional values of an 
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institution’s philosophy, change over the course of this progress and are commodified with 

economic growth (Marx, 1993); as a result, trust in this institution changes. 

This results in uncertainty, a change in the existing perception and a decline in trust if no 

trust signalling measures are taken (Six, 2007). However, complex economic, political and social 

systems are dependent on growth based on institutional trust and the attention of the population 

(Warren, 1999). Gursoy, Yolal, Ribeiro, and Netto (2017) have asserted a significant correlation 

between people’s trust in the organizing committee of a major sporting event, positive support 

and the expected positive impact (Gursoy et al., 2017).  

Decline in the Social Trust of the Population in the Olympic Games 

With the approval of professional athletes in the 1980s, the Olympic Games in Los 

Angeles followed the economic principle of maximizing attention (Cantelon & Letters, 2000; 

Green & Houlihan, 2008; Rose & Spiegel, 2011; Silk, Andrews, & Cole, 2005). These Olympic 

Games are the best example of the embedding of a sporting event in the changing global context 

of international capitalism (Chatziefstathiou & Henry, 2012b). 

Indeed, the umbrella organization of the Olympic Games, the IOC, is embedded in 

monopolistic structures; however, the growth rules that are applied to their product, the Olympic 

Games, are similar to those in the private sector (Postlethwaite & Grix, 2016; Wamsley, 2002). 

The Olympic Games represent a so-called international information ground platform on which 

special instrumental, contextual, social and temporal settings arise (Fisher & Naumer, 2006). 

Many different forces contribute to the growth of the games, which can be an instrument 

for economic, political and social agendas on different levels and which in turn are a 

unique booster of internationalization (Black, 2007; Emery, 2010; Getz & Page, 2016; Pinson, 

2016; Whitson & Macintosh, 1996). 

With the prospect of sending a signal on the world stage more prominently than ever before and 

generating international attention, this meant that the bids of potential host cities worldwide rose 

very quickly (Chalkley & Essex, 1999; Daddow, 2017; Preuss & Alfs, 2011; Rose & Spiegel, 

2011; Whitson & Horne, 2006). Everyone tried to be a participant in the franchise business 

system (Nickisch, 2016). 
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Governmental Environment 

However, the Olympic Games have recently been staged in several countries, such as Brazil with 

the 2016 Olympic Games in Rio de Janeiro or Russia with the 2014 Olympic Games in Sochi, 

whose government and environment have been described by some as the worst ever (Arnold & 

Foxall, 2014; Gibson, 2014). 

Meanwhile, as the final authority over the Games, the IOC has legitimated the change in the 

Olympic Games and their traditional values of sport and the guiding principles of Olympism – 

friendship, respect and excellence, as stated in the Olympic Charter of 2018 – even though the 

situation in some host countries has indicated that adherence to those values is currently not a top 

priority. For example, in Sochi, Russia, Amnesty International pointed out the suppression of 

freedom of expression in Russia and requested consequences from the IOC for the awarding of 

further Games (Amnesty International, 2014). By hosting the Olympic Games in a country that 

did not meet the basic ethical attitude of the Olympic Games, the credible dissemination of the 

Olympic values was interrupted. This exemplary paradoxical thesis leads to an unclear signal and 

responsibilities (Preuss & Alfs, 2011; Preuss & Solberg, 2006; Walker, Heere, Parent, & Drane, 

2010; Whannel, 2012). As a result, the European population increasingly shows a problem of 

trust in hosting the sports mega-event, as people have come to realize that the basic values of the 

Olympic Games only serve a legitimating function for the interests of stakeholders and that the 

focus has been, regardless of the host country, on the individual attention satisfaction of 

economic stakeholders (Boykoff & Zirin, 2016; Cottrell & Nelson, 2010; International Olympic 

Committee, 2013, 2018; Storm, Wagner, & Nielsen, 2017). 

Due to the growth and size of the event, European citizens no longer know what added value to 

expect from hosting the Olympic Games. The population is influenced by negative information, 

which the media and so-called communication centres communicate, on different aspects of 

hosting, thus influencing the public opinion of the population. Kim, Choi, and 

Kaplanidou (2015) show that the expected outcome of the Olympic Games significantly 

influences the attitude of the audience towards hosting the Games.  

This results in a change in civic values and, thus, in the social capital investment in society. On 

the other hand, people increasingly show a trust problem due to the behaviour of and 

communication by the IOC regarding the reasons for hosting the Olympic Games in their own 

country or their own city. In this context, they do not find access to the Olympic values to be 
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a resource. Therefore, amongst others, in recent years, many public referenda held in European 

countries to host the Olympic Games failed (Imhof, 1996; Könecke, Schubert, & Preuß, 2016; 

MacAloon, 2016). This is accompanied by an erosion of social trust. The decline in social trust in 

the Olympic Games is strengthened by the fact that the decision making in this referendum-based 

democratic process is a long-term process, in which, to date, too few structures have prevailed in 

democratic parliaments, while short-term organized campaigns overtake the formation of public 

opinion (Stolle & Hooghe, 2005). The economic and political governance of the Olympic 

Games are perhaps the greatest example of the criticism of citizens in post-modernism (Brauer, 

2014). However, this criticism is primarily directed not at the growth of the Olympic Games 

themselves or the diversity of sports and side events but at the destination route of the attention 

maximization of the IOC and the associated erosion of trust.  

Figure 2 represents the SCAL for existing social capital, which were discussed in this Chapter. 

The figure is divided into the three columns. (a) It shows the change of existing social capital in 

western society, the erosion of social trust and the consequences for Olympic Games. The first 

column on the left shows the investment, divided into the economic, political and social 

investment. The second column in the middle shows the environment as interface between 

investment and added value and how spectators are affected in this environment. The third 

column on the right shows the resulting added value. Thus, it is checked which preconditions 

exist in Western democratic nations for the creation of new social capital. 
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Figure 2. Existing Social Capital in Western Society Regarding Olympic Games 

Against this backdrop, however, the Olympic values, in spite of their poorly targeted use at the 

Olympic Games, can be the key to creating social capital through the Olympic Games. To date, 

the event management literature has not attached much importance to the meaning of 

metaphors and symbols. To create this social capital, however, there must be an expert in the 

creation of the metaphors and symbols from which social capital is constructed (Chalip, 2006). 

Above all, this raises the question of how spectators can gain access to the social investment of 

the Olympic Games in this environment of economic institutional structures and how can they 

also perceive it. 
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3. Olympic Values as Social Capital Investment 

The Olympic Movement is the action of all stakeholders involved in the process of the Olympic 

Games, which are elated by the philosophy of Olympism. It is governed by the IOC and has the 

purpose of educating young people through the practice of sports, thus contributing to the 

development of a peaceful world. It is based on three central pillars, i.e., the IOC, the National 

Olympic Committees (NOCs) and the International Sport Federations (IFs), and it consists of 

other members, such as the Organizing Committee for the Olympic Games (OCOG), athletes, 

officials and other involved institutions and stakeholders (International Olympic Committee, 

2018). 

Olympism, as part of the Olympic Movement, takes the normative stance with respect to how the 

Olympic Games should be governed. The IOC describes this as a “philosophy of life” that 

combines sport, culture and education and situates sport, through its human and universal value 

set, as a vehicle for the peaceful development of the world (International Olympic Committee, 

2018). The Olympic Games are determined by their core values to disseminate Olympism in the 

population. 

Even the Olympic values are a set of human values that apply to everyone, regardless of nation, 

gender, religion or ideology. Through their humane basis, they provide an already existing social 

capital investment in society – resources that, through their human application, are embedded in 

a social structure and have to be mobilized in purposive actions. Existing social capital facilitates 

the creation of new knowledge and institutions, which due to their structures have the possibility 

of distributing and spreading these new ideas internationally (Nahapiet & Ghoshal, 1998). 

Creak (2019) even says that the central Olympic values have created the Olympic Games, and 

not the Olympic Games have created the Olympic values. Thus far, this statement accords with 

the claim of social capital theory that the Olympic values, through their existing social capital 

and investment in society, create the Olympic Games in the first place; thus, the Olympic Games, 

so to speak, are the added value of society. 

For the emergence of new added value and new social capital through the Olympic Games, there 

are two initial requirements that have to be taken into account in this investigation. On the one 

hand, as in existing economic structures, an investment in the form of the Olympic values as a 

common, inspiring vision is produced (1.1); on the other hand, it is accessed and perceived as 
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added value (1.2). This requires rigour in the discussion of the Olympic values literature and in 

the modelling of the interdisciplinary context to derive measurable constructs and to realize the 

potential of the Olympic Games. Therefore, in the subsequent investigation, an initial distinction 

is made between production and perception.  

Theoretical Discourse on the Production of Olympic Values 

Numerous researchers have already been engaged in the normative discourse about the 

production of Olympic values and how the values should be, and these researchers have defined 

these values more precisely. First, in the first Olympic Charter in 1908, the founder of the 

modern Olympic Movement, Pierre de Coubertin seeks to make the Olympic celebration 

accessible through perfection and respect and to base it on the values of its 

renovator (International Olympic Committee, 1908). 

In particular, Coubertin found in the Olympic values of respect, fair play, the pursuit of 

excellence, joy in effort and the balance between body, mind and will the central companion of 

the Olympic Movement. In the Olympic Charter of 1950, for the first time, these values are 

applied to active athletes and passive spectators gives some suggestions as to how they can be 

implemented in their respective environments. Central to this is the idea that in addition to active 

athletes, sports spectators should at all times act with dignity and sportsmanship, inside and 

outside the stadium (International Olympic Committee, 1950). Other researchers, such as Lenk 

(1963), noted in their discourse on the Olympic Movement that the Olympic values have not 

really changed with the changes brought by time. He calls for a contemporary intellectual debate 

on Olympic values that go beyond the sporting core and include further elements. According to 

DaCosta (2006), these form the core of a so-called “process philosophy” of Olympism, which is 

derived from the ideas of Coubertin and whose values set the direction. 

To make Olympism more understandable and to better communicate it, in 2007, the IOC 

simplified the articulation of the Olympic values to those values that fit the sporting environment 

and the contemporary context; this was also done to be able to better merchandise these values 

(Payne, 2006). The three core values that accompany the Olympic Games from this point in time, 

for the improvement of human beings and humankind, are excellence, friendship and 

respect (International Olympic Committee by Steven Maass, 2007). Excellence stands for 

perfection in action on both the supplier and consumer sides of the Olympic Games. 
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Friendship involves reaching people all over the world and, therefore, building peace through 

understanding. Finally, there is respect, which means not only self-respect but also respect for 

other nations, the environment and fair play. The new core Olympic values present concrete 

components for a new legitimization of the Olympic Games. However, they have not changed; 

they have only been made more concrete.   

In particular, Lenk agrees with former IOC President Avery Bundage that the benefits such as 

world-wide “understanding among different people” mainly originate from the symbolic power 

of the Olympic value system (Lenk, 1982). According to Creak (2019), the effect of these values 

is symbolic, at least until they are underpinned with far-reaching theory that proves how the 

Olympic values can effectively be perceived and be implemented in society. In turn, this is 

consistent with the theory of symbolic capital of Pierre Bourdieu, who states that symbolic 

capital can be converted to a different form of capital, such as social capital, only if the actors 

perceive and acquire it (Bourdieu, 1983). However, before the persons involved can acquire the 

existing capital, according to social capital theory, they must first perceive it. 

Theoretical Discourse on the Perception of Olympic Values 

In the Olympic Charter of 1950, the applicability of the Olympic values for active athletes and 

passive spectators was already a subject of discussion. Especially in the case of mass amateur 

athletes, access to the Olympic values is logical and has already been sufficiently studied, as they 

are an integral part of (Olympic) sports (Downward, Pawlowski, & Rasciute, 2014). In a long-

term value study from 1996, Preuss, Schütte, and DaCosta (2014) for the first time 

examined which values are perceived by passive persons such as Olympic scholars on the one 

hand, and by the residents of Brazil, the USA and Germany, on the other hand. In 2018, Preuss 

and Königstorfer confirmed these core values issued by the IOC in their investigation of an 

Olympic Value Scale (OVS). In studies with Olympic Games experts and residents from the 

United States and Germany, they verified the perception of the values of the Olympic Movement. 

They summarized the perceived values in three main categories: “achievement in competition”, 

“friendly relations with others” and “appreciation of diversity”; subsequently, they expanded the 

factors to include “enjoyment” and the “value excellence” communicated by the IOC. While the 

first two categories of the OVS correspond to the core Olympic values 

of excellence and friendship communicated by the IOC, “appreciation of diversity” corresponds 
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only in the broadest sense to the third core value, respect. In addition, in 2005, in her study of the 

Olympic values, Chatziefstathiou (2005) discussed in detail how the perception of the values has 

changed over time. She shows that the involved stakeholders perceive the values depending on 

the context in different ways and then act accordingly. 

Taking a marketing perspective, Woratschek, Horbel, and Popp (2014) confirm the thesis 

that values not only unilaterally arise from an organization but also emerge in a common value-

in-exchange process involving the organization, the public and other stakeholders. Values are 

value propositions that can, without an inner context, be interpreted in different ways depending 

on the approach (Parry, 2006). A person on the street has his/her own idea of the Olympic values, 

and this idea is blended with the individual’s heterogeneous mixed motives and value patterns 

(Bouchet, Bodet, Bernache-Assollant, & Kada, 2011). Depending on the use by the population at 

the Olympic Games, there are different individual or collective outcomes and different 

perceptions (Woratschek et al., 2014). Centrally, value for the people involved is always created 

depending on the context (Horbel, Popp, Woratschek, & Wilson, 2016). Chatziefstathiou and 

Henry (2012b), summarize the meaning of these values as their use, and each stakeholder uses 

them in his/her own way. 

Thus far, this is consistent with the claim of social capital theory that the added value of the 

Olympic Games results through its access to its social investment and individual use.   

Numerous researchers have already been engaged in scientific studies on the production and 

basic perception of the Olympic values. However, one of the central limitations in the design of 

such studies involves the comparison of studies with each other and their interpretation in an 

overall context since their analyses involved taking different perspectives, such as those of 

Olympic scholars, residents, ethics or marketing, and the results can be falsified by, for example, 

organizations, scholars or residents themselves (Koenigstorfer & Preuss, 2018). The degree of 

bias depends on the experience with the Olympic values. 

Theoretical Discourse on the Production of the Added Value of the Olympic Games 

As already described in Chapter 1, the added value of the Olympic Games is also often 

summarized in the theoretical literature under the term impact or legacy or described in terms of 

leverage. In the literature, the term legacy is clearly distinct from the terms “impact” and 

“leverage”. The term “impact” describes a short-term stimulus and sets an ex-post focus in the 
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analysis of the Olympic Games (Preuss, 2007), while the term “legacy” describes a long-term 

action that arises ex-post at a certain point from "structural changes" and that was initiated by the 

Olympic Games (Preuss, 2018). The changes are a trigger that results in a change in the natural 

function of the system. The term “leverage”, however, is defined as a preparatory strategy and 

tactic and has an ex-ante focus on the production of positive event legacies, with the ultimate 

goal of impacts or legacies (Chalip, 2006). 

Constituting a legacy is difficult, as it is a multi-dimensional construct (Agha, Fairley, & Gibson, 

2012). It can be positive in one area, but at the same time it can be negative in a different area 

(Preuss, 2007). In an extensive report, Scheu and Preuss (2017) describe the state-of-the-art of 

legacy research on the Olympic Games. In doing so, the legacy of the Olympic Games is 

examined more precisely in six different studies in the fields of urban development, 

environmental enhancement, policy and governance, skills, knowledge and networks, intellectual 

property and beliefs and behaviour. However, the focus in these areas lies predominantly on the 

collection and production of structural changes in infrastructure systems, tourism, sports markets 

or the democracy of sports or signalling effects by the host nation (Funk, Mahony, Nakazawa, & 

Hirakawa, 2001; Kaplanidou, 2009). Therefore, several researchers emphasize that there is a 

major lack of perceptions of and access to intangible legacies, as these are more difficult to 

quantify (Li & McCabe, 2013). Especially structural changes in the fields of attitudes and 

perceptions can help to explain the development of social capital among spectators. It is 

important to understand that, in turn, social capital creation at the Olympic Games is an 

important prerequisite and the most important step for the successful implementation of a long-

term intangible legacy. 

Theoretical Discourse on the Perception of the Added Value of the Olympic Games 

Depending on the Environment 

In a longitudinal study before, during and after the Olympic Games in Vancouver in 2010, 

Karadakis and Kaplanidou (2012), evaluate host and non-host residents’ perception of a legacy. 

This approach includes, in addition to the stakeholder group of residents who have already been 

extensively researched, further spectator groups. They take social exchange theory as a basis, 

which in this context means that the attitude of the residents towards the expected legacy and the 

expected outcomes complies with what the residents expect in return (Fredline, 2005). Thus, in 
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their assessment, socio-cultural efforts in addition to environmental and economic efforts 

account for the utmost importance for the respondents. Additionally, Preuss, Seguin, and O'Reilly 

(2007), classify different event-affected groups of persons during the event time as, among other 

things, residents, tourists and event visitors in their analysis of the Olympic Games, but they do 

so to determine their economic impact. 

The production and perception of the Olympic values themselves and of an Olympic legacy have 

already been investigated by several researchers, but not in regard to their dependence on the 

environment. In addition, the mechanism of adaptation and transmission of the Olympic values 

as a function of the given social environment has not yet been addressed. In particular, in relation 

to the environment, the perception of the Olympic values changes with the mindset; such 

changes are induced by different frames and can lead to a change in perception. 

Therefore, there is a need for further investigation, not of the perception of the values themselves 

or of their direct benefits but, rather, the perception of Olympic values in different 

environments serves as the explanatory factor and proxy for a mindset and value orientation in 

the population as also described by Coubertin’s basic idea of Olympism at the beginning of the 

dissertation. This provides a key parameter for the social capital of spectators (Barrett, Mesquita, 

& Gendron, 2011). Therefore, in this chapter, (2) the environment in which the mental attitude of 

spectators takes effect is a second requirement. In particular, the mindset of the spectator 

regarding the Olympic values, as the main investment in society, represents the social leverage to 

create new social capital through the platform of the Olympic Games depending on different 

environments. 

The theory of attention development states that a fundamental human perception or action does 

not necessarily precede a state of focused attention (Sohlberg & Mateer, 1987). If a state of 

perception, however, is changed or should be changed, attention is the critical trigger point 

that precedes a new human perception or action (Norman & Shallice, 1986).  

Since the Olympic Games are not a unidimensional product but a situational business system, the 

different socio-economic environments must be taken into account. Such environments create 

and control the attention of the population to determine the added value of the Olympic Games 

and, thus, their social capital in accordance with communicating the Olympic philosophy of 

“building a better world through sport” in the perception of the wider population. Depending on 

which environment of the social structure resources – in this particular case, the activated 
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Olympic values – are embedded in, they can also be differently accessed and mobilized in 

purposive actions. 

Therefore, in different environments, attention to and the mindset towards the Olympic values 

are the central point of access and either are contingent based on external circumstances, or must 

first be created. Although the values of each individual can be interpreted in different ways 

depending on their use, a shared vision still represents a common result (Freeman & Gilbert, 

1988). Based on common goals, attention forms different groups of individuals with diverse, 

common objectives, in which they can be examined. Hence, there is a need for a systematic 

survey of the recipients of the Olympic message in environments in which the recipients 

each have a different degree of attention to this message. 

This study examined a population group of spectators (open networks) covering all natural 

persons who are affected in their everyday life by the Olympic Games and follow them; 

however, it excludes professional participants and economic and political stakeholders of the 

Olympic Games. 
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4. Research Design and Methodology 

The IOC creates attention maximization to satisfy economic stakeholders. But the principle of 

attention maximization is also crucial for a social investigation, but in this case, to maximize the 

involvement of the spectator and thus to be able to provide a trigger for a change in perception 

(Wright, 1973). While basic business research analyses the involvement of individuals depending 

on their level of attention to products and purchase decisions (Richins & Bloch, 1986; 

Zaichkowsky, 1985), the purpose of this research is to target the involvement of spectators 

depending on their attention to their value orientation at the Olympic Games in different 

environments to derive recommendations for action and governance strategies. The personal 

relevance of an issue is one determinant of the route of persuasion that has to be followed (Petty, 

Cacioppo, & Goldman, 1981). 

Therefore, in table 1, Zaichkowsky’s (1985) involvement framework is modified for the Olympic 

Games depending on the following factors in response to the environment: 

i.) Personal Personal norms and values that motivate engagement with the Olympic Games as 

well as the experience channel of the Olympic Games that increases interest in the 

Olympic Games 

ii.) Situational The inner event environment, based on the format and event context 

iii.) Governmental The outer event environment, based on governmental and environmental 

characteristics that increase interest in the Olympic Games 

Table 1. Olympic Spectator Involvement Framework (OSIF) 

i) The personal environment explains the personal standards and values that cause the 

spectator to engage with the Olympic Games. In this investigation, it mainly concerns the 

communication path that spectators choose to interact with the Olympic Games. Due to the large 

amount of information, the recipient probably has to spend more time selecting and making a 

decision with regard to whether and how he/she wants to experience the information. The 

recipient depends on critical information for this decision (Inglehart & Baker, 2000). In deciding, 

the population can therefore be overburdened due to the wealth of information (Jacoby, 1984). 
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According to Webster (2006), this can lead to either of the following:  

 

(1) Theoretical knowledge and observation of the information or whether the   

  information is useful to the individual, or 

(2) Practical knowledge and (emotional) experience of the information. 

 

Furthermore, the spectators’ experience channel categorizes how spectators experience the 

Olympic Games. Since the aim of the analysis of this work focuses on the reaction in different 

environments and non-economic determinants, the term “experience” has been chosen, and the 

term “consumption channel” has been intentionally rejected. 

In accordance with the 1950 Olympic Charter, this results in two central survey contexts. 

Spectators are interviewed personally on site, live at the Olympic Games and online, broadcast. 

Neuroscientific studies confirm the assumption that an emotional context, such as a live visit to a 

stadium, cannot manipulate the perception of spectators as easily as a neutral context, such that of 

a broadcast spectators group, which can strongly manipulate the perception of spectators (Pastor 

et al., 2008). 

ii) The situational context refers to the inner event environment of the platform. This 

environment can be divided into various Olympic Game formats: The Summer Olympic Games 

(SOG), Winter Olympic Games (WOG) and Winter YOG. 

The SOG are the largest format of the Olympic family. The last time they were held, in Rio de 

Janeiro in 2016, they attracted the participation of 11,238 athletes from 207 countries in 306 

medal events. The WOG represent the second largest format. In the last WOG in Pyeongchang in 

2018, 2,833 athletes from 92 countries took part in 102 medal events. The Winter YOG in 

Lillehammer in 2016 are the smallest and most recent event format. A total of 1,067 athletes from 

71 countries visited and took part in 70 medal events (International Olympic Committee, 2019a). 

The event context includes the following four levels in the environment of hosting the Olympic 

Games in which the spectator will be confronted: before the application, before the hosting, 

during the hosting and after the hosting. 

In the environment before the application to host the Olympic Games, the application committee 

must proceed through different phases. The first is the invitation phase. In this phase, the IOC 

aims to have a dialog with the potential candidate cities and invites them to Lausanne to present 
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their ideas for the Olympic Games. At the end of this phase, the interested candidate cities 

are invited to announce an official candidature in the application process. This is also the period 

in which citizen referenda were held for the staging of the 2022 Olympic Games in Munich and 

for the 2024 Olympic Games in Hamburg. The referendum on the WOG in Munich failed in 

November 2013, nine years before the planned staging of the event. The referendum on the 2024 

SOG in Hamburg failed in November 2015, also nine years before the planned staging of the 

event. Könecke et al. (2016) noticed that in the media, the awarding of the Olympic Games has a 

negative reputation, for example, due to corruption, and that negative reputation is projected onto 

the Olympic Games. Additionally, Wicker and Coates (2018), identify a lack of trust in Olympic 

officials and propose to dispense with a voluntary referendum for future German applications 

since citizens need more detailed information to vote. 

If a nation overcomes the hurdle of official candidature, then the applying city is officially a 

candidate city. This part takes two years, in which the candidate city works in different phases – 

vision, games and strategy, governance legal and funding, delivery, experience and venue legacy 

– towards the election in the IOC session. Since the London Olympic Games in 2012, the 

Paralympic Games must also be included in the concept of the candidate city. In case of a 

successful candidature, the Paralympic Games are hosted by the OCOG and are organized by the 

International Paralympic Committee (IPC), which is based in Bonn, Germany (International 

Paralympic Committee, 2019). Since the Paralympic Games are based on different basic values, 

they will not be further considered in this investigation. 

It is then at the IOC session that the host city is finally selected, leaving seven years for planning 

the staging of the Games (International Olympic Committee, 2019b). In this phase, the 

orientation and the purpose of the Olympic Games become visible. In doing so, many interests 

face each other, for example, corporate, state, civic, and sporting interests and interests tied to 

self-imagining and host city re-branding (Falcous & Silk, 2010). 

iii) The third perspective, the governmental context, deals with the outer event context: 

(Youth) Summer and (Youth) Winter Olympic Games are hosted every four years in a host city 

around the globe, that has a variety of governmental and environmental requirements. Kurscheidt, 

Preuss & Schütte (2008) show that the input-output relation at sport mega events also depends on 

the governmental environment. While one event can produce overall positive macro-economic 

outcomes in one country, it can produce different results in another country. Based on this 
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phenomenon, there have been frequent discussions with regard to organizing the 

Olympic Games, whether the Olympic Games can take place several locations at the same time, 

or organizing them at a fixed location to end the rotation of Olympic Games (Dure, 2016). This 

would reduce the load on a single city; however, it does not conform with the basic philosophy of 

the Olympic Games: bringing athletes and spectators together at different locations. 

Generating Quantitative Data on Olympic Spectators 

The aim was to address a wide variety of spectators from different governmental environments. 

Western democratic governments and governments with ongoing issues in their own country 

were involved. Therefore, quantitative surveys of the Olympic Games have been conducted in 

Sochi, Russia, in 2014, Lillehammer Norway, in 2016, Rio de Janeiro, Brazil, in 2016, and in 

Pyeongchang South Korea, in 2018; surveys were also conducted with regard to the applications 

of Munich, Germany, for 2022, Hamburg, Germany, for 2024, and Rhine-Ruhr, Germany, for 

2032. The interviews took place across all formats: the SOG, WOG and the YOG. Furthermore, 

different event contexts, such as before the application and before, during and after hosting, were 

integrated. Spectators who experienced the Olympic Games live on site and via broadcast 

through digital media were interviewed in both contexts. A total of N=9.884 spectators from 

different environments completed the overall survey.  
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The following table 2 represents the categorization of the spectators and the interview (OSIF) in 

their respective event contexts. 

Governmental Situational Personal  

  

Format 

 

Event Context 

Spectator 

Experience 

Channel 

 

Interview Context 

 

N 

Summer 

Olympic 

Games 

Winter 

Olympic 

Games 

Youth 

Olympic 

Games 

Before 

application 

Before 

hosting 

During 

hosting 

After 

hosting 

 

Live 

 

Broadcast 

 

On site 

 

Broadcast 

Sochi 

Russia 

2014 

 

 

  

 

   

 

  

GER 

 

266 

Lillehammer 

Norway 

2016 

  

 

  

 

 

 

  

NOR 

  

275 

Rio de Janeiro 

Brazil 

2016 

          

BRA 

 

BRA 

GER 

 

1.609 

Pyeongchang 

South Korea 

2018 

           

GER 

 

 

2.736 

Munich 

Germany 

2022 

          

GER 

 

GER 

 

541 

Hamburg 

Germany 

2024  

  

 

    

 

 

GER 

 

GER 

 

1.279 

Rhine-Ruhr 

Germany 

2032  

  

 

    

 

 

GER 

 

GER 

 

3.178 

∑ 9.884 

Table 2. Empirical Overview Categorized into the Olympic Spectator Involvement Framework (OSIF) 

In this broad sampling, a total of N= 2078 spectators are analysed in this dissertation in the three 

most contrasting environments: the 2014 WOG in Sochi, the 2016 YOG in Lillehammer and the 

2016 SOG in Rio de Janeiro.  
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Table 3 classifies the three contrasting environments into the OSIF analysis level and the SCAL.   

Sampling OSIF 

Analysis 

Level 

Interviewees Event Context Interview 

Context 

SCAL Article 

Environment 

1 

Governmental, 

Situational 

Personal 

Spectators 

(N=266) 

Before the 

Winter 

Olympic 

Games 

Broadcast (a) Mainly 

existing social 

capital; (b) the 

creation of new 

social capital 

Article 1, 

Article 3 

Environment 

2 

Governmental, 

Situational 

Personal 

Spectators 

(N=1609-72 

employees) 

Before, during 

and after the 

Summer 

Olympic 

Games 

Live & 

Broadcast 

(a) Existing 

social capital; 

(b) mainly the 

creation of new 

social capital 

Article 2 

Environment 

3 

Governmental, 

Situational 

Personal 

Spectators 

(N=275) 

During the 

Youth 

Olympic 

Games 

Live (a) Existing 

social capital; 

(b) mainly the 

creation of new 

social capital 

Article 2 

Table 3. Sampling Stages Combined with the Social Capital Analysis Levels Measurement 

Environment 1 

The WOG took place in Sochi, Russia, from 7 to 23 March 2014. With a budget of $55 billion, 

they are considered to be “the most expensive Olympic Games of all time” and are also known as 

a gigantic project. Sochi is known as Russia’s most popular summer destination with a 

subtropical climate, and it was believed that the city was unfavourable for successfully hosting 

the WOG. The competitions took place approximately 50 km west of Adler in the west Caucasian 

mountains, and all of the venues and facilities had to be newly built in a nature reserve without 

the guarantee of snow. In this process, residents were resettled, and human rights were violated. 

In Germany, the preparation for the Olympic Games received highly critical reportage in the 

media. In this extremely negative environment in Germany, a survey was conducted as a cross-

sectional convenience sample from 8 September to 18 October. The survey was conducted in 

German and was positioned as an online survey by a survey assistant in online forums and social 

media. The participation of N=266 potential broadcast spectators was self-selected based on 

interest and was independent of external funding. 

After the survey, the data were captured by the survey assistant and prepared for further data 

processing. The questions are included in the Sochi data manual in Annexe B (pages 158 

following). The questionnaire was designed both to obtain the attitude of potential broadcast 

spectators towards the WOG within the environment of gigantism as well as offered solutions to 
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the problems of gigantism and involving the YOG. Therefore, the sample was a highly 

informative source for Article 1 and Article 3. Further insights into the environment and a more 

detailed explication of the interview selection process and data generation are presented in Article 

1, on pages 66 following and in Article 3, on pages 127 following. A follow-up investigation was 

conducted with the same survey at the 2018 WOG in Pyeongchang with N=440 respondents. 

In an additional survey about the Olympic Games, the German Olympic Sports Confederation 

(DOSB) supported the investigation. With their support the author was able to administer the 

survey to N=2296 potential broadcast spectators. 

Environment 2 

The SOG were held in Rio de Janeiro, Brazil, from 5 to 21 August 2016, the first Olympic Games 

to be held in South America. Brazil is a country as large as some continents; it has a diverse 

culture and social inequality. Rio de Janeiro and the country were suffering from various social, 

economic and political problems. Safety issues, as well as cost overruns and corruption scandals, 

were overshadowing the event. Additionally, health risks caused by the Zika virus frightened the 

athletes and visitors (McGowan, 2016). This environment was considered the “worst 

environment ever”. Regarding the preparation for the Games, the media coverage was also 

particularly negative. In the first part of the survey, N=930 potential broadcast spectators were 

enquired regarding their attitude towards the upcoming games. The survey took place from 1 to 8 

July in Bayreuth, Germany, a medium-sized town, in the pedestrian area on a self-administered, 

paper-pencil basis. This procedure represented a reliable sampling and forced to control for every 

questionnaire during data entry. Thus, invalid or dubious responses were easily detected (Li, Pitts, 

& Quarterman, 2008). An online survey with N=219 respondents ran in parallel. During the 

event, some stadiums with partly empty tiers had to be protected by soldiers and tanks. The fear 

of illness caused by mosquitos was unfounded because the temperatures in the Brazilian winter 

were not suitable for mosquitos. Due to their joyousness and desire to celebrate, the Brazilians 

frequently created “Olympic moments”. During the games, N=388 live spectators were consulted 

at the Olympic Games through direct social contact from 11 to 20 August. To reach many 

different spectators, they were interviewed on a self-administered, paper-pencil basis at the beach 

volleyball facility at Copacabana, at the Olympic festival areas at Ipanema, in the city centre and 

at the German House in Barra da Tijuca. After the Olympic Games in Brazil, another online 

sample was conducted with N=72 employees of the German House in Rio de Janeiro. However, 
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this sample is not incorporated into further examination. Conducting the survey in two different 

environments, i.e., before and while hosting the Games, made it possible to measure the 

relationship between them. After the survey, the data were collected and prepared for further 

processing. The questions are included in the Rio de Janeiro data manual in Annexe B (pages 177 

following). Further insights into the environment, the interview selection process and data 

generation are presented in Article 2, on pages 94 following. In the Education First (EF) English 

Proficiency Index, Brazil is categorized under “low knowledge” (ranking 55th) (EF, 2019); 

therefore, the questionnaire was translated into two other languages by the author so that the 

spectators had them in three languages: German, English and Portuguese. 

Environment 3 

The YOG took place on 21 to 21 February 2016 in Lillehammer, Norway. In 1994, the Winter 

Olympic Games were hosted in Lillehammer, and they are considered the “best Olympic Games 

of all time”. At that time, there were no excessive security measures necessary, and the 

Norwegians were extremely hospitable. Winter sports are an integral part of life in Norway, and 

the residents of the country love them. The spacious snow and great weather contributed to the 

perfect mood, and the enthusiasm became evident in the preparation for and staging of the Games 

(Caple, 2014). It seemed easy to successfully host the YOG in this environment. Additionally, in 

2016, it was possible to host the YOG without enormous safety measures due to the friendly 

hosts, sufficient natural snow and perfect weather conditions. N= 275 live spectators were 

consulted at the YOG from 13 to 19 February through direct social contact. To reach many 

different spectators, the survey was conducted at the Olympic stadium, the pedestrian area in 

Lillehammer and at the main station. 

After the survey, the data were collected and prepared for further processing. The questions are 

included in the Lillehammer data manual in Annexe B (pages 233 following). Further insights 

can be found in Article 2, on pages 94 following. The questionnaire was translated into English 

by the author, and was provided in only English since 90% of the citizens speak English 

and Norway is one of the top five nations in EF English Proficiency Index (EF, 2019). 

Quality Criteria 

To legitimize the data collection in the environments, the following quality criteria are discussed, 

along the survey. 
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Objectivity 

Objectivity represents the independence of the results of the persons who are involved in 

participating within the implementation, evaluation, and interpretation of the samples (Himme, 

2009). Since the majority of the data in this work is produced by using the paper-pencil method 

and in direct social contact by the author, it can be ensured that a similar amount of information is 

provided to the participants and that they are contacted in the same way. When survey assistants 

were involved in the data collection, they oriented the respondents using a guideline that was 

provided by the author. The online surveys were provided standardized by Qualtrics software. 

Double blind review by international journals has further enhanced the objectivity of the 

interpretation. 

Reliability in Attitude Measurement 

A study is defined as reliable when the same measurement under the same conditions will lead to 

the same results. Attitude questions that offer more response options normally have higher 

reliabilities because respondents are allowed to make a concrete response that reflects their 

particular attitude. The “'don't know” option constitutes an exception because the 

respondents have no attitude towards the issue. Alwin and Krosnick (1991), show that 

older respondents with less schooling provide the least reliable attitude reports. In all surveys 

during the conception of the questionnaire, attention was paid to the use of 5-

point Likert scales to offer different response options. In particular, in the Lillehammer and Rio 

de Janeiro surveys and the surveys regarding gigantism issues, younger people with high levels 

of education were highly represented; thus, their attitude reports should meet the criteria for 

reliability. 

Validity in Attitude Measurement 

Validity is a very important quality criterion in attitude measurement. In the questionnaires used, 

it is possible that the Likert score does not always correspond to the true attitude of the 

spectators. Sometimes, respondents complete a questionnaire based on their social desirability 

and present themselves as open minded and unprejudiced (Roberts, Laughlin, & Wedell, 1999). 

To increase the validity of the measurement of a complex phenomenon, in empirical social 

science research, the method of triangulation is used. Data triangulation within a chosen 

sampling method means the collection of different data for the same phenomenon to better 



Research Design and Methodology  

 

32 

 

understand the phenomenon. Data collection, for example, in different times or at different 

locations, gives the researcher a new perspective on the investigated phenomenon (Denzin, 

2009). In particular, the variance in places, situations, events, times and persons adds value to a 

study because of the possibility of obtaining different data or underlining similar patterns 

(Fielding & Fielding, 1986; Thurmond, 2001). The triangulation of the data can be ensured since 

the data were scattered across various locations, were collected at different times, and were 

obtained from different spectators because the surveys were conducted in different governmental, 

situational and personal environments. This supports a better understanding of the complex 

phenomenon of social capital creation at the Olympic Games. 

Limitations 

A limitation of the data collection can be found in environment 1. The questionnaires were not 

specifically designed to measure the constructs of interest regarding social capital and the YOG 

(Paper 3). Nevertheless, there were a number of items in the questionnaire that met 

methodological needs or were close proxies for relevant constructs and that were sufficient to 

measure the mindset of the spectators. Furthermore, the relatively small sample size was not 

satisfactory and could not guarantee representativeness, but the samples exhibited enough 

variance and randomness to meet statistical requirements. The statistical validity is sufficient for 

early findings. That said, the findings have to be verified in follow-up studies. As 

already described in regard to environment 1, during the Winter Olympic Games 

in Pyeongchang, a collaboration with the DOSB facilitated conducting a follow-up survey with 

N= 2736 spectators. 
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5. Findings 

Three articles provide the bridge between theory and practice and specifically discuss the 

different SCAL in the different environments presented. In this chapter, a summary of the 

theoretical and practical findings of the three articles is provided. In Chapter 6, which follows, 

these insights are incorporated into the overall general context (3), and recommendations 

for specific governance strategies for the Olympic Movement, for the effective implementation 

of added value and for the creation of new social capital will be given. Since the theoretical and 

practical studies lie in the interdisciplinary environment of the Olympic Movement, where 

commercialism, gigantism and societal values interact, the articles have also been published in 

different interdisciplinary areas, such as sports management, general sports science and sports 

research. The latter field combines the research interests of three German institutions – an 

unification of the German Association of Sports Science, the German Federal Institute of Sports 

Science and the DOSB. 

Article 1 

Kurscheidt, M. & Prüschenk, N. (2020). Attitudes Toward Olympic Gigantism: 

Evidence from Germany. German Journal of Exercise and Sport Research. 

Doi: 10.1007/s12662-019-00642-w 

Conducting a study on the run-up to the WOG in Sochi and against the backdrop of the failed bid 

for the 2022 WOG in Munich, this articles discusses two research questions: how do German 

residents respond to major issues of the Olympic Movement against the backdrop of 

“Olympic gigantism” and how to effectively communicate to residents of Olympic candidate 

cities, with the objective of securing public support for the bid? Regression analyses show that 

respondents who appreciate the Olympic idea are significantly less critical towards the size and 

costs of hosting the WOG. Therefore, future communication strategies may emphasize the social 

goals of the Olympic Games. 

In the words of IOC President Thomas Bach as he ended his congratulatory remarks regarding 

the awarding of the 2026 WOG, “the passion and knowledge of Italian fans will create the 

perfect atmosphere, combining the attractions of a modern European metropolis with a classic 

Alpine environment”. Previously, the WOG were hosted three times in new Eastern sport regions 
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governed by autocratic regimes. In the public and academic literature, the socio-political 

constellations in which these WOG took place were associated with dysfunctional 

developments of the Olympic values with regard to economic, sociological and ecological 

sustainability. Now, however, they once again take place in a Western democratic nation. Hence, 

in the intellectual debate on the Olympic Games, there arise two main branches that try to 

develop solutions to manage the key problem of the Olympic system: gigantism and legacy. 

While the 1994 Olympic Games in Lillehammer represented an environmentally friendly 

approach to organizing Games and fulfilled their legacy goals, the negative impressions of the 

2014 WOG in Sochi put challenges on the agenda, such as the growing size and escalating costs 

of the Olympic Games. 

However, the original starting point of Olympic growth has been the trends of globalization and 

commercialization, which have impacted the international sports business in general. For 

instance, the 1964 Olympic Games in Tokyo were the first to be internationally broadcast and to 

reach worldwide attention, leading to a high number of participating countries, athletes and 

visitors at the Olympic Games. Later, the Olympic system was further expanded by the global 

trend of digitalization. In general, regarding the Olympic Games, there is a 

distinction between exogenous growth drivers, such as demand shifts, population growth and 

transport and infrastructural investments, and endogenous growth drivers, such as technological 

innovation accompanied by human and social investments, for example, strategically extending 

the sports programme of the Olympics. The urban governance structure of staging the Olympic 

Games bundles these exogenous and endogenous growth drivers by activating local growth 

machines, such as urban networks of corporate actors, and linking them to international business. 

In particular, autocratic states tend to spend large amounts in their pursuit of global recognition 

and to signal the political and economic strength of the host country to its population. However, 

there are also other mechanisms in the Olympic system, such as the bidding process, which can 

fuel a cost spiral. 

The population is aware of costly, publicly funded facilities without sufficient after use; thus, 

numerous referenda on Olympic bids in Western democratic countries have failed during the past 

decade, making the IOC more dependent on autocratic states. However, there is no 

straightforward approach to providing a theoretical explanation of the greater perception of 

residents since the phenomenon of the Olympic Games is a multi-faceted symptom of various 
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causes and residents are confronted with this complexity. Previous findings suggest that the 

socio-economic environment and media tendencies coverage to influence the public perception 

of the Olympic Games. 

Against this backdrop, the attitudes of the population in Western democratic countries towards 

Olympic gigantism and the determinants of these attitudes are a key subject for Olympic studies 

and for voting for or against Olympic bids. Therefore, a multi-purpose survey on the attitudes of 

German residents towards Olympic gigantism was conducted. It is highly insightful from a 

German perspective because the online survey (N=266 with N=192 valid finishers) was 

conducted four months prior to the 2014 WOG in Sochi and one month prior to the negative 

referendum on the bid for 2022 Olympic Games in Munich, controlling for media influence. 

Most importantly, the survey has two proxies for the difficult construct of Olympic gigantism 

(“too large”, which has a causal relationship with being “too expensive”) and two proxies for the 

appreciation of the Olympic idea (“the idea is important” and “the idea conveys values”). Since 

previous research found that basic beliefs are crucial in the decision-making of voters with 

regard to a referendum on Olympic bids, such rough measures are sufficient. While the size of 

the Olympic Games plays a greater role for only business-oriented respondents, more than half 

of the respondents evaluate the Games as being too expensive. However, those with a general 

interest in sports might perceive the expenditures as being worthwhile because of the sporting 

cause and the upgraded sporting entertainment. Regression analysis on the construct of Olympic 

values within the environment of gigantism shows that the higher the appreciation for Olympic 

values is, the lower the scepticism towards Olympic gigantism. This result is in line with 

findings on business-oriented respondents, who are shown to be equally interested in social 

standards. Hence, first, strengthening the Olympic values in the Olympic system would be a 

dominant strategy to raise support for Olympic bids. Residents who are inspired by the Olympic 

idea tend to be significantly less concerned with Olympic gigantism. Second, the hosting model 

may place a credible emphasis on the social goals and expected social legacy of the Olympic 

Games. Third, communication officers need to honestly thematize the Olympics not only as a 

luxury good but also as a generational project that can serve as an educational opportunity and is 

a once-in-a-lifetime experience. 

There is a further need for substantially larger and differently clustered sampling and for further 

theory development regarding Olympic gigantism based on social capital theory. 
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Article 2 

Prüschenk, N. & Kurscheidt, M. (2020). Towards a Model of Olympic Social 

Capital: Theory and Early Evidence. Current Issues in Sport Science, 5(1). 

Doi: 10.15203/CISS_2020.001 

This article is structured in two parts. Regarding the first research question, the article discusses 

how the concept of social capital is associated with the construct of Olympism and the Olympic 

values, called Olympic capital. Then, it examines the social exchange of Olympic messages and 

the symbolism created by live spectators compared to broadcast spectators. While the former are 

a smaller group than the latter, they are much more exposed to the experience of the Olympic 

values. The article also discusses the second research question: what is the strongest moderating 

variable within the OSIF framework that changes spectators’ perception of the Olympic values? 

Is it the experience channel, the intensity of emotional exposure and/or the governmental or 

situational environment? The overall findings answer the third research question and show that 

the amount of live Olympic capital generally tends to be larger than the amount of 

broadcast Olympic capital.  

Social capital creation is argued following Putnam’s theory of social capital: bonding, bridging 

and linking. Based on Bourdieu, the construct of Olympism, which is based on the three Olympic 

values of excellence, friendship, and respect, is divided into three different social environments 

that can be applied to the Olympic Games. These values build a social context and become 

relational qualifications through social interaction: Olympism through (1) active sports and 

passive sports as well as (2) local live and (3) broadcast consumption. Bonding social capital is 

found in smaller, strongly inter-connected groups, such as in the case of active athletes at the 

Olympic Games. These meet all three social capital creation criteria: the same goal (victory), the 

same experience (excellence, effort), and simultaneity (experience). Bridging social capital is 

found in heterogeneous groups, such as in the case of passive Olympic spectators. Due to their 

(social and economic) needs, spectators have no common goals in regard to their consumption of 

sports mega-events. Depending on their experience of the spectator experience channel context 

(live or broadcast), they are categorized into a social context in which they have stronger or 

weaker emotional exposure and perceive a simultaneous experience. The bridging social capital 

of Olympic spectators is created by decentralized mutual exchange, and therefore, it cannot be 
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directly influenced by the IOC or the OCOG; it can be influenced only indirectly through 

institutionalized structures, linking social capital. Bonding and bridging social capital are thus 

supplemented by the linking capital of commodification, which extends from global media 

coverage to global awareness. These three types of capital convey social capital, now called 

Olympic capital, from the micro level of the individual dimension to a collective phenomenon on 

the macro level of the social dimension. Olympic capital is therefore multiplied by the forces of 

the market mechanism and requires effective governance depending on the respective experience 

channel. The division into the two social contexts of live and broadcast is supported by the 

theory of two-sided markets, as the broadcast demand for a sporting event depends on the 

general interest in the event documented by the live attendance. 

The group of live spectators not only perceives the Olympic Games simultaneously but also 

experiences them in a leisure context and actively shapes the event through the social interaction 

of group members. Therefore, this study group meets two of the three criteria for long-term 

social capital creation. The length and intensity or emotional exposure is the moderating 

variable; it saves the experience in the long-term episodic memory of the spectators and hence 

creates live Olympic capital or leads to inattentional blindness. A positive perception definitively 

has a stronger impact on the willingness to apply experience and take self-actions. In the 

broadcast spectator group, however, the information selection process in the media agenda-

setting context is the moderating variable; in everyday life, this process leads spectators to decide 

to watch the Olympic Games. Semantic memory is created by observation. In the bridging social 

capital group of broadcast spectators, this results in a smaller amount of broadcast Olympic 

capital. There is still simultaneity while watching, but the experience is lacking; thus, the 

broadcast spectator group meets only one of the three social capital creation criteria. The lack of 

personnel exchange should be replaced by communication. This form of capital can then be 

converted into live capital if the observed message corresponds to a personal experience and if it 

confirms beliefs. This live capital can then not only create Olympic capital but also evolve into 

an investment in business development. 

Therefore, the (a) live or (b) broadcast experience channel, the intensity of emotional exposure 

and (c) the environment constitute the centre of interest. The first proposition (1)(a), according to 

which the Olympic capital created by Olympic values is higher among live spectators than 

among broadcast spectators, was significantly confirmed in a live sample (N=585) and a 
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broadcast sample (N=1149) drawn from the YOG in Lillehammer, Norway, and the Olympic 

Games in Rio de Janeiro, Brazil, using descriptive and multivariate analysis procedures. The 

Lillehammer YOG (LYOG) sample represented a positive governmental environment of legacy, 

whereas the governmental environment of the Rio de Janeiro Olympic Games (ROG) was seen 

as the worst ever. The second proposition tests whether (2)(b) a higher intensity of emotional 

exposure and (c) a positive environment result in a higher amount of Olympic capital. In the 

group of live spectators at the ROG and LYOG, (b) the higher intensity of emotional exposure as 

a moderating variable for the ROG and (c) the positive environment for the spectators of the 

LYOG was confirmed. 

In the next examination, the relationship between intensity and the environment should be 

examined in more detail to derive concrete management implications. 

Article 3 

Prüschenk, N., & Kurscheidt, M. (2017). Do the Youth Olympic Games have the 

potential to shift perceptions of Olympism? Evidence from young people’s 

views on Olympic values. International Journal for Sport Management and 

Marketing, 17(4/5/6), 351-380. Doi: 10.1504/IJSMM.2017.10008117 

This article discusses the research question of whether the YOG make it possible, through their 

young and new format, to change spectators’ perception of the Olympic values. Logit regression 

in a German study on the run-up to the controversial WOG in Sochi shows that especially young 

spectators appreciate the YOG more than older respondents. In particular, for younger people, 

there is a chance for the Olympic Movement to foster Olympic values. 

The commercialized environment of the Olympic Games endangers the transmission of the 

Olympic idea and social capital creation. The economic success of the Olympic Games is a 

financial blessing for the Games themselves but a curse for the IOC in regard to conveying the 

Olympic idea. Expanding the sports programme to include five new sports at the Summer 

Olympic Games in Tokyo, the Olympic Games capitalized on innovation, flexibility and trends, 

and it did so less on the basis of their claim to leadership and more on the basis of their claim to 

excellence and prestige. Therefore, in the global perception of spectators and, in particular, 

European spectators, public referenda have shown that there is a level of discomfort that is 

predominantly based on the tangible parts of event organization and the lack of trust in 



Findings  

39 

 

politicians and sports officials. Declining social trust, however, is not only a problem for the 

Olympic Games but also a general phenomenon facing large institutions in post-modern 

societies. Within this socio-economic environment, it is even more difficult to create lasting 

positive effects from staging the Olympic Games. Such effects require a cooperative approach of 

top-down and bottom-up organizing processes to create social capital in the population. 

However, not only changes in the linking organization but also a shift in the attitude of spectators 

can create lasting effects and, thus, bonding or bridging social capital through shared 

experiences. While the emergence of social capital is similar in each context, its size is 

dependent on the social, political and economic environment. The more social capital is present, 

the greater the return of the associated individuals. 

As a young, new, modest event format that took place for the first time in 2010, the YOG were 

created to support young athletes between 14-18 years of age and, in particular, strengthen the 

Olympic values at a young age, placing less emphasis on the competitive meaning of excellence. 

They appear more like the Olympic Games of a century ago, and therefore, the YOG appear to 

be better suited than the SOG or WOG to serve as an environment in which to shift attitudes of 

Olympism. Nevertheless, whether the IOC will pursue commercial interests in hosting the YOG 

and whether the education planned for athletes can be transferred to spectators remain open 

questions. 

This investigation has deliberately chosen not to explain the construct of Olympism to spectators. 

Similar to the construct of “friendship”, spectators have a personal connection to the term, and 

indeed, this connection is directed by official structures, but it is shaped by their own experiences 

and perceptions. Thus, Olympism is assessed as a construct with a positive or negative 

interpretive connotation. For this purpose, a natural experiment and social litmus test of 

perceptions of Olympism were conducted in Germany (N=192) during the negative 

governmental context created by the highly controversial 2014 Winter Olympic Games in Sochi. 

If such a persistence of appreciation of Olympic values was observed, it can be supposed that it 

constitutes the precondition for the accumulated social capital of the Olympic Movement to be 

leveraged and renewed. Against this backdrop, it is remarkable that still two-thirds of the 

respondents value the Olympic idea and that more than 80% view it as being an integral part of 

the Olympics, embodying bridging social capital. However, social capital is not completely 

eroded. Controlling for confounders, multivariate analysis shows that elderly respondents believe 
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in the function of the Games as a platform for Olympism, while young adults (age 20-30) 

perceive the games as a professionalized and commercialized mega-event. This difference may 

be an indication of a certain erosion of Olympic values, especially among young people. Here, 

targeted campaigns of Olympic education surrounding the Olympic Games are necessary to re-

involve youth. From the social capital creation perspective, the social capital creation that arises 

in young people builds the basis for trust and respect when they grow older. 

However, the results show that young adults appreciate the YOG significantly more than older 

generations. Young respondents prefer the YOG to be centred on new and trendy sports rather 

than focusing on mega-event components such as opening ceremony or competitions. Here, the 

presentation of the Olympic Games mega-event seems to better satisfy the interest in spectacle 

and excellence. This positively influences the appreciation of the YOG. Thus, positive 

perceptions of Olympism are more likely to be found among respondents valuing the YOG. This 

is clear evidence for the potential of the YOG to revive Olympism. The environment of the YOG 

provides a different reality that endorses a smaller-scale social, economic and political agenda to 

be filled with sustainable content. Non-significant findings show that the respondents are less 

affected by negative media coverage of the Olympic Games. Therefore, the YOG do not need 

governance measures concerning conflicting effects; rather, the YOG should be strengthened. 

Together with the basic appreciation for the format, the YOG offers a fruitful platform that raises 

positive connotations of Olympism. Here, the key policy is to keep the YOG as pure and original 

as they currently are. On the one hand, creating more awareness of the YOG would attract more 

young people; on the other hand, this would inevitably be accompanied by some degree of 

rationalization and commercialization. 

This study provides insight into the inner relationships between the perception of Olympism and 

the YOG from the perspective of young adults and serves as a model for further research on the 

social capital creation of sports and Olympism. 
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6. Discussion: Social Capital Creation Through Olympic Games 

The aim of this dissertation was to demonstrate the use and transfer of Olympic values in society 

that create new social capital in society. At the beginning of the investigation, six access points of 

social capital creation among spectators were listed, which were discussed in the individual 

articles. In this chapter, the key findings of the articles are presented against the backdrop of the 

theoretical framework of social capital, the interrelationships are shown and concrete governance 

strategies are discussed to create new social capital through the Olympic Games (3). 

Furthermore, it is summarized, in which of the presented environments the emergence of new 

social capital for spectators is especially favoured. 

Governance Strategies for Creating New Social Capital Through Olympic Games 

As described at the beginning of this work, a one-sided instrumentalization of the Olympic 

Games for social purposes is not possible. To create new social capital through the Olympic 

Games, the IOC and the OCOG must regularly intervene in various social, economic and 

political levels of the organization process of the Olympic Games. How commodification 

impacts social capital creation is a question of effective governance. At the levels of the event 

contexts, before the application and before, during and after hosting, effective governance can 

regulate investment in the form of the Olympic values and establish appropriate structures and 

channels to enable access to spectators. The added value and direct experience of spectators, 

however, cannot be influenced by the OCOG or the IOC. They are only indirectly controllable by 

institutionalized linking structures. However, their control is facilitated if this mindset is 

implemented at every stakeholder level. 

Building Up Trust Before Applying to Host the Olympic Games (Research 

Questions 1 & 2) 

If a country plans to host the Olympic Games or to bring them back (e.g., Germany and its plans 

for the 2032 Olympic Games in Rhine-Ruhr), targeted value-based communication that conveys 

enthusiasm must be the main strategy to address potential spectators. Often, moving the 

population to vote in favour of a referendum to host the Olympic Games is not only a matter for 

the OCOG. In 2016, Könecke et al., already determined the influence of the media and various 

communication centres on the population, such as the NOlympia grouping in the context of a 
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failed referendum. Here, however, the question that arises is why the media can have such a 

strong influence on the population at all. For this purpose, it is necessary to take a closer look at 

the central factor that determines the attitudes of spectators. Indeed, the media are a 

comprehensive source of information within the population since they cover various areas of life 

(Imhof, 1996). When people are confronted with uncertainty, which provides a potential 

risk (Westerman, Spence, & Van der Heide, 2014), such as the fear of attacks at a major event, 

unsafe cost development, gentrification and thus more expensive rents, a city’s debt level, and 

the rush of tourists, etc., they selectively look for information to eliminate this uncertainty. Here, 

the consequence of the change in existing social capital and the erosion of social trust in the 

Western population is shown. Since citizens no longer have confidence in the officials involved 

in applying to host the Olympics, they have to retrieve information from other sources that is 

provided by gatekeepers, such as journalists. As described in the second chapter, as an essential 

part of media agenda setting, the more attractive a headline is, the more it generates the attention 

of readers, listeners, or viewers, who in turn build their opinion regarding the Olympic Games on 

this basis. With newer social media, the gates have even been displaced to other citizens. 

To weaken the negative media influence, officials must develop strategies to restore their 

credibility as sources, which is known as “source credibility”. Thus, it is in officials’ hands to 

again build up social trust in society and stabilize existing social capital. Then, the media can be 

used as a strong vehicle to exert a positive influence. According to Kouzes and Posner (2011), 

three “source credibility” mechanisms are required to be perceived as credible within society: 

trustworthiness, expertise and dynamism. Figure 3 shows how to meet these requirements. First, 

one’s own values have to be compatible with the guiding principles. Second, the competence to 

deliver on promises is required. Third, voices that express the needs of the public must be heard, 

for example, by implementing a forum to talk about spectators’ values and interests. Credible 

officials must know what to do and how to do it and know that their commitment becomes 

visible through their actions.  
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Figure 3. Social Trust Signalling 

Indeed, the Agenda 2020 provides a governance approach that, among other things, demands 

the implementation and protection of social standards at the Olympic Games, such as 

recommendations 22 and 23, spreading Olympic value-based education and engaging with 

communities, and recommendation 39, fostering dialog with society and within the Olympic 

Movement (International Olympic Committee, 2014). However, some points have been 

formulated in such general terms that neither the specific goal of the concern is visible nor can a 

result be demanded. When a specific objective is not revealed, a result cannot be communicated. 

This is also a reason why intangible social implications are so difficult to grasp. Hence, there is a 

lack of institutional controls to monitor the success of the Olympic Movement (Merton, 1948; 

Thurow, 2004). 

Therefore, it must be a goal to strengthen the implementation of the Olympic values in society so 

that social progress can be measured. Surprisingly, as proven in Article 1, spectators who 

appreciate the Olympic idea are significantly less critical towards Olympic gigantism. The 

positive perception of Olympic values has thus evoked a change in perception of Olympic 

gigantism. Spectators may be aware of the overall value that the Olympic Games can bring to a 

society and accept the expenses in return, as long as social standards are respected. At the same 

time, commercialization is less of a problem for the people involved than the costs that accrue to 

host the Olympic Games. This is true both for socially oriented spectators and for business-
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oriented spectators. In addition, this requires honest communication about the costs that explains 

the benefits. To achieve broader acceptance in the population, the IOC should communicate 

messages that are directed to relevant stakeholders. In contrast, news that indicate a strategic 

orientation are rejected because the population assumes a tactical approach (Walker et al., 2010). 

Interestingly, these findings apply to German broadcast spectators, who still show a positive 

attitude towards the most expensive Olympic Games of all time in Sochi. However, in regard to 

hosting the Games in their own country, Germany, it remains questionable whether they will 

decide equally. In contrast to residents, who are more severely affected by the effects of 

the Olympic Games, spectators are only temporarily affected in a comfortable leisure context. 

Therefore, the creation of trust is all the more important for residents. Furthermore, even before a 

possible referendum is held, researchers continue to propose involving the population in the 

plans for the staging of the Olympic Games (Taks, 2013). In two other studies in 2018 and 2019, 

residents of the Rhine-Ruhr area and of two German cities, Hamburg and Munich, in which 

applications to host the Olympic Games failed were interviewed by the author; N= 3.178 data 

were collected from respondents with regard to their attitude towards staging the 2032 Olympic 

Games in the Rhine-Ruhr area. These data will be analysed in further research. 

Creating Experience Hubs and Using the Media as a Vehicle While Hosting the 

Olympic Games (Research Questions 3, 4, 5) 

The spectator perceives Olympic capital differently depending on various parameters, resulting 

in different forms of Olympic capital. As described in Article 2, the three social capital creation 

criteria, i.e., (1) the same goal, (2) the same experience and (3) simultaneity, are the concrete key 

to social capital creation at the Olympic Games. 

The strongest parameter that determines the size of Olympic capital is the experience channel, 

i.e., whether the spectator perceives Olympic capital live or broadcast via media. This is also the 

governance channel, which is the easiest for the IOC and the respective OCOG to regulate. 

Live spectators share similar experience motives, such as interest in entertainment or sports. 

Therefore, this constitutes a same goal that is as stable as the common interests of live spectators. 

Furthermore, they feel, for example, in the stadium, Olympic parks, Olympic houses or the city, 

the same experiences simultaneously in regard to the atmosphere, entertainment, sporting events 

and cultural exchange (Chalip, 2006). They share common moments and may communicate 
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intensely. Through these experiences, not only are they the sole receiver of impressions, but they 

shape them as well. This common active exchange of Olympic values produces several stimuli 

that create an atmosphere of learning. Thus, live spectators actively create new social capital at 

the Olympic Games. Live attendance is thus the leverage for new social capital. To further 

intensify the experience and to thus create a larger amount of Olympic capital, organizations 

need to create opportunities that promote common experiences. These opportunities can, for 

example, be spontaneous experience hubs, such as lounging areas; alternatively, test areas can be 

built in which spectators can test the sports that are currently running in competitions. This 

currently takes place on Olympic Day each year. Olympic Day marks the anniversary of the IOC, 

and 130 countries participate (Deutsche Olympische Akademie, 2019). Integrating parts of it into 

the staging of the Olympic Games would be a good bridge to once again connect and, in 

particular, to link the Olympic values more closely with the Olympic Games. As a result, some 

spectators would live be stimulated to participate in active sports and thus create an even larger 

amount of Olympic capital. The media attention on 23 June each year then would also likely be 

greater. Strategic projects, such as volunteer programmes (Misener & Mason, 2006), can also 

constitute further opportunities. The findings of Article 2 confirm that the amount of Olympic 

capital is significantly greater in the live context than in the broadcast context. Additionally, 

the findings of Article 2 show that the greater the length and intensity of the emotional exposure 

are, the greater in the live context the episodic memory, which is stored as long-term memory. In 

the broadcast context, semantic memory is stored as short-term memory. 

Indeed, broadcast spectators also share similar experience goals, such as interest in entertainment 

and sports, but in a weaker form than with live spectators. Such spectators do not make a 

conscious decision, such as taking a vacation and travelling to the Olympic Games. Their 

experience is created by the linking structures of the media and is part of the daily information 

selection process, which represents the moderating variable in this social capital creation process. 

As described in Chapter 2, access to television, the internet, social media and newspapers 

constitutes the gatekeeper for their experience. Hence, spectators have a different point of 

access to the contents of the Olympic Games and do not share the same experiences. When 

spectators watch live broadcasts, simultaneity is a given. However, the spectators are only 

receivers of impressions; they do not have active social exchange. This lack of personal 

exchange should be compensated through accompanying communication to build a global 
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bridge. Instead, as described in Chapter 2, the conditions are provided by global communication 

channels. The Olympic Games provide great potential for worldwide exposure. Mediatization 

has the massive power to multiply Olympic capital by the forces of market mechanisms from the 

micro level of the individual dimension to a collective phenomenon on the macro level of the 

social dimension. However, this form of Olympic capital can be converted into live Olympic 

capital if there is a personal experience within the spectator that identifies the observed message 

as credible and confirms beliefs. This is likely to happen at public viewing events (Woratschek, 

Durchholz, Maier, & Ströbel, 2017). While live Olympic capital is only disseminated at specific 

locations, broadcast Olympic capital is created in almost every event environment. As described 

in the previous discussion section, stable relationships with trustworthy media partners should be 

developed to generate lasting effects to convey the Olympic values. The Olympics have a TV 

channel and, among other things, are represented in new social media, such as Twitter, Facebook, 

and Instagram, to reach younger target groups. As depicted in Article 3, younger spectators are a 

group who lost access to the Olympic values at the WOG. For those who do not have access to 

on-site education at the Olympic Games, online tools, such as value-based Olympic online 

games, can help them regain access to the Olympic Games. 

Emotional exposure is the second strongest parameter determining the size of Olympic capital. It 

is created based on the governmental and situational environment, which is the third strongest 

parameter of Olympic capital creation. Larger Olympic Games, such as the SOG in Rio de 

Janeiro, serve different spectator motives and create a stronger emotional exposure for spectators 

through their publicity, media coverage, famous, excellent athletes and a wide range of side 

events given that they cover several areas of interest and thus have a significantly larger amount 

of Olympic capital than, for example, a smaller event, such as the YOG in Lillehammer. 

However, the findings of Article 2 also show a high level of emotional exposure in the live 

spectators of the Lillehammer YOG. This result is due to the positive governmental environment 

in which the games took place. Organizers can govern the emotional exposure of spectators only 

in the live context such that spectators have an intensive experience with high involvement. To 

continue to build social trust in society towards the Olympic Games, the governmental 

environment can be influenced only by the awarding of the Games. In doing so, the IOC should 

choose hosting venues that meet social, environmental and ethical standards and in which no 

governmental issues overshadow the staging of the Olympic Games. 
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Figure 4 summarizes the SCAL for the creation of new social capital, which were discussed in Chapter 3, 4, 5 and 6. The figure is 

divided into the three columns. The first column on the left shows that Olympic Values provide a social investment in society. This 

investment is embedded in the economic and political investment. The second column in the middle shows the environment as interface 

between investment and added value. The spectators each have, in different personal, situational  and governmental environments, a different 

degree of attention and perception to this social investment. Thus, they become a creator or receiver of the discussed Olympic mindset. The 

third column on the right shows the resulting added value. Depending on their function of creator or receiver, action is created in different 

ways. Especially the social capital creation criteria experience and simultaneity are essential preconditions. The governance line at the 

bottom of the figure shows strategies that should be applied in practical implementation, to (1) facilitate the regulation of the social 

investment within the 

economic and 

political investment, 

(2) to address the 

spectators in the 

different event 

environments and (3) 

to enable access to 

the spectators and 

foster action within 

the respective 

experience channel. 

(b) Then the social 

capital can be 

multiplied by the 

forces of the market 

mechanism from the 

micro level of the 

individual dimension 

to a collective 

phenomenon on the 

macro level of the 

social dimension.  

Figure 4. Social Capital Creation Through Olympic Games 
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Providing Olympic Education Through a New Format (Research Question 6) 

As described in Chapter 4, the Lillehammer YOG were hosted in a governmental environment 

that is known as the “best of all time”. As described in the previous section, this environment 

positively influenced the emotional exposure of spectators and led to a large amount of Olympic 

capital. However, to determine the value of the situational environment and, thus, of the format 

for spectators, the spectators in Article 3 evaluated the format of the YOG in the commercialized 

environment of the WOG in Sochi. The YOG are presumed to be the most important innovation 

in the Olympic Movement. In 2010, they were explicitly founded with the aim of educating 

young athletes in Olympism, skills development and social responsibility. They are often hosted 

as part of the legacy of previous SOG or WOG; thus, few additional sports facilities have to be 

built (Hanstad, Parent, & Kristiansen, 2013). 

Article 3 demonstrates that younger spectators appreciate the YOG more than older respondents. 

Against the backdrop of the WOG in Sochi, this result is interesting because it was precisely 

there that younger respondents appreciated the Olympic values less than older respondents. 

Therefore, younger spectators seem to strive for new, younger formats, with social media 

lounges, street sports such as BMX freestyle and break dancing and food trucks; in their 

perception, these formats, such as those at the 2016 YOG in Lillehammer and the Buenos Aires 

YOG in 2018 (International Olympic Committee, 2019c) better match the zeitgeist more. That is, 

in their opinion, they are better suited to convey the Olympic Values. Thus, the format of the 

YOG creates increasing social capital with their spectators.  

The results of Article 1 show that the more the values are appreciated, the more external effects, 

such as growth and gigantism, can be mitigated. As the YOG are a smaller format and are a less 

commercialized event, the governance focus for their visitors must be placed less on managing 

conflicts and more on strengthening the YOG and, therefore, the Olympic Values. Conversely, 

however, this means that the more stronger, newer, younger, and trendier forms, such as sports or 

street festivals, are adopted at the SOG and WOG, the more the support for the Olympic Games 

from young people will increase, as more commercial components, such as the opening 

ceremonies, will be phased out. This will also increase the appreciation of young people and, 

therefore, the internalization of the Olympic values, as well within other formats of the Olympic 

Movement, leading to greater social capital. 
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Due to their small size and their education-based and trendy content, the YOG are suitable for 

conducting Olympic education and for creating social capital. The key policy should be to focus 

on exactly these benefits and to not produce more awareness of the Games, as this would 

inevitably go hand in hand with increasing economic and political instrumentalization. 

Therefore, the YOG are well suited to provide an additional source of social capital that is 

Olympic in origin. 

Governance Recommendations and Implications for Further Research 

In summary, every format of the Olympic Games provides possibilities to create new social 

capital at the different levels of application and hosting. The YOG and WOG create great social 

capital, despite their smaller event format, among spectators if they are particularly hosted in a 

positive governmental environment. Because of their size and format, the SOG create social 

capital among spectators even if the hosting governmental environment faces critical ongoing 

issues. The amount of Olympic capital is even greater if the Games’ governmental environment 

does not try to instrumentalize the Olympic Games to solve problems in the country in which 

they are being held (see for example Strittmatter, 2016). According to the findings of the data 

triangulation, the SOG are the most suitable format for responding to spectators’ different 

motives, and they are also most suitable for social capital creation if controlled as described 

above. Since the SOG are the largest Olympic Games format, their efficient control is the most 

influential. The hosting during a summer period contributes to a positive basic mood.  
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Regarding governance guidelines, the following strategies should be applied in practical 

implementation: 

Mode of governance  

by  

the organizing 

institutions - the IOC 

and the OCOGs 

 

 

Governance aims 

 

 

 

direct and indirect 

 by  

institutionalized linking 

structures 

Build social trust 

Communicate in a credible manner 

Do not address Olympic Games as a governmental problem solver 

Focus on the Olympic values and social standards 

Integrate the public into designing the application to host the Olympic Games 

Address spectators in different environments to maximize the outcome of social capital 

Use the media 

Maximize the emotional exposure 

Create experiences 

Table 4. Governance Strategies to Create New Social Capital Through Olympic Games 

As a further line of research, the already collected data from the follow-up study on the WOG in 

Pyeongchang are going to be evaluated as well as the collected data from the planned bid to host 

the Olympic Games in the Rhine-Ruhr area in 2032 and further governance measures for the 

Olympic Movement will be derived. In subsequent research, the complete SCAL should be 

included in a questionnaire – investment, structures, access, the environment, the same goal, 

simultaneity, and experience. Additionally, with regard to the implementation of governance 

measurements, which specific forms of social capital may arise through the Olympic Games 

should be analysed, for example, increased awareness of social values, an increased sense of 

community through participation in planning at the policy level, increased social trust, an 

understanding for different cultures, friendships through common experiences, and networks. 
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7. Conclusion 

The country- and cross-cultural appreciation of the Olympic values in a variety of environments, 

such as Germany, Brazil, and Norway, and among spectators worldwide (for example including 

Uzbekistan, Spain, Brazil, Norway, Iceland, Argentina, and South Africa), with a wide variety of 

social, political and economic influences, clearly shows that the Olympic Games are a powerful 

instrument for creating social capital in society. Nevertheless, social capital creation is complex 

and depends on the interaction between different actors. 

Therefore, it sometimes seems as though the creation of social capital in society through the 

Olympic Games is a gargantuan task, not because their importance in society is doubted but 

because it is unclear whether today’s Olympic Games are still needed at all and whether people 

would prefer to place a focus on other sectors of society. Among other things, this expectation 

stems from the fact that the policy makers of host nations often legitimize the hosting of Olympic 

Games through rhetoric concerned with problems in their environment, such as improving 

physical activity in the country, building employment, raising participation levels in sports clubs, 

renewing the environment and constructing an energized city. As a result, the Games are 

instrumentalized for various political and commercial purposes. Thus, the original problems 

usually are not solved, but at least they come to the fore of the public and are discussed. 

In the global world, there is so much information about unresolved problems, such as global 

warming, which also emerges from economic growth, that there is often a culture of fear. 

However, so many people want to help and contribute to a better world. To do so, they need a 

role model or a guideline based on which people can orient themselves. For example, many 

people want to counteract global warming, and they have found a role model based on which 

they can orient themselves. The aspirations of the Olympic Games are not to solve the problems 

of the world but to also be a guideline for people based on which they can orient themselves. 

Every society needs a basis of shared values that citizens can use to orient themselves. In 

particular, in a time in which traditional values are overlaid by new values, a unitary structure is 

important, so that a familiar culture of trust can counter a culture of fear. Usually, it lies in the 

nature of people to trust each other, albeit to different degrees since not everything can be 

controlled. Additionally, with successful communication with one or more individuals from the 

IOC, more people will take a leap of faith in regard to this organization.  
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Real confidence, however, arises only when the familiar resists the temptation to focus on own 

interests and instead acts for the common good. While courageously and openly dealing with 

unpleasant topics and possible conflicts almost always generates trust, being conflict averse and 

engaging in cover-ups almost always generate fear and a loss of trust. Therefore, the 

achievement of the implementation of the Olympic values may not be thematized as an empty 

shell and empty phrase. This only creates disappointment in society because people initially gain 

hope, only for it to be destroyed again when they realize how far the current condition of hosting 

the Olympic Games is from the ideal. Therefore, basic social trust in the Olympic Games can 

work only when the content of symbols and metaphors is also represented in society and when 

all concerned stakeholders work together under a common goal so that they increase their mutual 

benefits. Growing is merely a process. It is not expected that during growth, the individual 

components have already met the aim. However, growth must be well targeted and focused. The 

focus should therefore not be on the aim but, rather, on the process that leads to the aim. If each 

stakeholder is focused on the maximization of his/her own benefits, the focus is on separation, 

not connection. Therefore, rule violations must be consistently regulated by the IOC. Thereby 

they confront short-term organized campaigns that want to overtake public opinion formation. 

Nevertheless, the IOC is only the builder of the framework through whose structures social 

capital can circulate in the world. The spectators are those who fill it with life. Through their 

strong mindset, their appreciation and their faith in the Olympic values, they can transfer them 

within society to other spectators. To believe in something and to place one’s trust in something 

or someone always means to develop a relationship, whether with those who have trust, those 

who communicate trust, or a different entity. To have trust also means to open oneself. The belief 

in something is the only common feeling that can reduce the selfishness in society and that can 

contribute to problem solving. Thus it must be the main aim, to maintain and build up social 

trust, then the dissemination of social capital by Olympic Games will considerably be facilitated. 

Through the unifying Olympic values, the Olympic Games, as the largest civic social 

association, have the potential to set positive incentives in the world and to become the most 

powerful resource of social capital in society. 
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