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RESUMEN

Esta investigacién analiza el impacto de la sostenibilidad dentro del marketing de eventos multideportivos,
situando al deporte como agente de impacto ambiental, social y econémico. Se llevd a cabo una revision
sistematica documental basada en la metodologia de Kitchenham, identificando practicas sostenibles que
aumentan la reputacién de organizadores y patrocinadores, fortaleciendo la lealtad de los consumidores.
Asimismo, se comprobd que existen casos de greenwashing que perjudican la credibilidad y confianza del
publico. Por ello, el marketing deportivo se redefine como agente de cambio hacia un modelo donde no

solo se busca la promocién de marcas y eventos, sino que también se ha convertido en una herramienta
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principal para el bienestar social y ambiental. El marketing deportivo seguira en transformacioén constante,
con probabilidad de consolidarse como una industria mas responsable y comprometida ambiental y

socialmente.

Palabras clave: sostenibilidad deportiva, marketing verde, objetivos de desarrollo sostenible, eventos
multideportivos, deportes, marketing deportivo, sostenibilidad, patrocinio responsable, innovacion

sostenible.

Abstract

This research, conducted using Barbara Kitchenham's methodology, seeks to explore and analyse the
adaptation of sustainable practices in the marketing of multi-sport events. The rationale behind this is that
such events can have a positive impact on the environment, society, and the economy. Moreover, the report
investigates how these practices enhance the image and reputation of both event organisers and sponsors.
In the current business environment, since the role of sports marketing is evolving, not only is it being used
to promote brands and events, but also as a tool for social and environmental well-being. Hence, this new
focus on approach can be attributable to the influence of changing agents. Consequently, it is demonstrated
that it is not only redefining itself, but it could also consolidate itself as a more responsible, socially and

environmentally committed industry.

Keywords: sports sustainability, green marketing, sustainable development goals, multisport events,

sports, sport marketing, sustainability, responsible sponsorship, sustainable innovation.

INTRODUCTION

According to UNAM Global (2023), sport has been able to go beyond being simple a physical activity or
form of entertainment. One of its main achievements is that it has become an aligner that acts as a driver
of change to promote improvements in social issues such as equality, justice and respect, without neglecting

other issues like economic and environmental ones.

Nowadays, not only do sports events attract thousands of athletes and millions of aficionados, they have
also had a significant social, environmental and economic impact, due to the fact that sustainability has
become the central focus and main aim of their organization. In recent years, it has been proposed that the
negative impacts need to be diminished and avoided while at the same time optimizing the benefits they

bring about.

According to the Santiago Sustainable Sports Events Guide 2023 (2024), not only would the implementation
of sustainable practices be significantly beneficial, but it would also instil different values in society, having
an impact on the participants” experience of such events. From the organisation to the last day and every
detail that needs to be managed, every single aspect can make the difference.
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Research Aims

The aim of this paper is to explore and analyse how the adaptation of sustainable practices in the marketing
of multisport events around the world can positively benefit the environment, society and the economy.
Furthermore, it aims to research how these practices enhance the image and reputation of event organisers

and sponsors, hence, encouraging loyalty among fans.

Rationale

The importance of this paper resides in demonstrating that sport is not only circumscribed to physical activity
or simple sporting events for entertainment; on the contrary, it has become an activity that affects the world
in various ways. Garcia (2022) argues that these types of events have the potential to create spaces in
which different practices can be carried out which can be of help, from forming a local perspective up to
creating a global one, since, with the transcendence that sport has attained in terms of its importance, it has

become an activity capable of influencing a wide range of aspects within the sporting arena.

Theoretical Framework

Sustainability over time has gradually generated increasing concern due to the changes that have been
brought about, being sport one of them. As a consequence, multi-sport events that attract large numbers of
athletes and, more importantly, millions of spectators provide an opportunity to launch sustainable initiatives
which should be implemented from the very moment the host country is chosen until the very end of the

event.

When addressing this issue, the priority is to establish an optimal foundation for understanding how
marketing strategies are a fundamental part of it and they can influence sporting events and their target
audience. The Spanish Marketing Association (2022) reports that people born between approximately 1965
and 1980 are currently experiencing a period of concern about issues such as health, violence and climate
change. However, the generation born between 1997 and 2012 has climate change, the economy and other
issues as their main concerns. As a result, not only does the sports world seek to enhance consumer

perception and loyalty, but it also wants them to feel supported and recognized.

According to the AIMR report (2024), sports organisations in Asia have begun to adhere to Environmental,
Social and Governance (ESG) principles in the sustainability strategies they have implemented. The sports
market has shifted dramatically towards a model focused on minimizing environmental impact,
strengthening social inclusion and ethical management. In addition to Singapore, which has implemented
strategies, there are examples such as the HSBC Singapore Rugby Sevens and Singapore’s Green Plan
2030. In the United States, NFL Green has successfully developed recycling and emissions reduction
programs within its mass events; in the United Kingdom, the Premier League has established itself as a

route to achieving the famous NET ZERO strategy within stadiums and team travel.

20
TLATEMOANI, No. 51, abril 2026.
https://www.eumed.net/rev/tlatemoani/index.html




METHODOLOGY

Disefio de investigacion Research design Projeto de pesquisa

Barbara Kitchenham’s methodology, which is based on a systematic literature review (SLR), is to be
employed. This methodology has enabled thorough documentary research to be carried out to identify,
evaluate and compile relevant studies on sustainability in sports marketing at multi-sports events, consulting
various sources of information such as Apunts Educacion Fisica y Deportes, Asian Business &
Management, Barga Innovation Hub, Caim. Info, East Asian Journal of Multidisciplinary Research, Google
Scholar, Mendeley, MDPI Open Access Journal, NDL Search, OBS Business School, Persée.fr, Scopus,
UNESCO, among others.

The review process consisted of different stages:

Problem Statement

The aim was to evaluate new ways of incorporating these sustainable practices into the sports marketing

of multi-sport events, as well as the impact they can have on the public perception and customer loyalty.

Review Procedure

A systematic review procedure was defined, establishing inclusion and exclusion criteria, for example:

Barbara Kitchenham’s methodology, which is based on a systematic literature review (SLR), is to be
employed. This methodology has enabled thorough documentary research to be carried out to identify,
evaluate and compile relevant studies on sustainability in sports marketing at multi-sports events, consulting
various sources of information such as Apunts Educacion Fisica y Deportes, Asian Business &
Management, Barga Innovation Hub, Caim. Info, East Asian Journal of Multidisciplinary Research, Google
Scholar, Mendeley, MDPI Open Access Journal, NDL Search, OBS Business School, Persée.fr, Scopus,
UNESCO, among others.

The review process consisted of different stages:

Problem Statement

The aim was to evaluate new ways of incorporating these sustainable practices into the sports marketing

of multi-sport events, as well as the impact they can have on the public perception and customer loyalty.

3Review Procedure

A systematic review procedure was defined, establishing inclusion and exclusion criteria, for example:
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Table 1. Inclusion and exclusion criteria applied in the document review.

Inclusion Criteria

1. Research addressing the implementation of
sustainable practices in sporting competitions
or research on specific cases of multi-sport
events such as the Olympic Games, World Cup,

La Liga, and so on.

2. Studies that

environmental and economic metrics.

included assessment of

3. Research assessing environmental impact,

public perception or contribution to SDGs.

4. Publications in Spanish, French and English.

5. Studies published in recent years (5-7 years).

6. Green marketing studies and events.

7. Review of titles and abstracts to assess their

relevance.

8. Comprehensive reading of studies that meet

these criteria.

Exclusion Criteria

1.Research that does not provide real data or
that is based on opinions with no scientific or

statistical evidence.

2. Studies published in language other than

those mentioned above.

3. Studies that exceed seven years and/or are

very old.

4. Research that does not analyse the

environmental, economic or social impact.

Note: Source: Own work (2025).
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Search Strategy
Different keywords and specific terms were used in the different databases.

Table 2. Search strategies applied in the compilation of scientific literature.
Key words Strings

Gestion écologique des événements “Gestion écologique des événements” AND

“Stratégies de marketing vert*

Stratégies de marketing vert “Stratégies de marketing vert”  AND

“Comportement des consommateurs”

Comportement des consommateurs “Stratégies de gestion d’événements durables”

ET “Comportement des consommateurs”

Marketing sportif “Marketing Sportif’ OR “Evénements Multisports”

Evénements multisports “Evénements  Multisports” AND  “Impact

Environnemental”

Impact environnemental “Impact environnemental” AND “Marketing
Sportif”.

Sostenibilidad en el deporte “Sostenibilidad en el deporte” AND “Impacto
ambiental”

Marketing deportivo sostenible “Marketing Deportivo sostenible” OR “Eventos
Deportivos”

Note: Source: Own work (2025).
Selection and evaluation of studies
A thorough review process was carried out which was divided into two parts:

1. Preliminary review: in which titles, abstracts and keywords were revised to decide whether they were in

line with the research objectives.

2. Detailed analysis: the selected studies were read thoroughly, evaluating their methodology and their
relevance to the topic.

RESULTS

The findings of the systematic review demonstrate how sustainability has become a fundamental pillar of
23
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the planning and execution strategy for multi-sport events, and that it is not just an additional part of
marketing for this sector, as the studies examined highlight that not only do major events bring benefits to
the economy and tourism, but they also entail considerable environmental challenges, such as energy
consumption and CO2 emissions. Therefore, various strategies have been selected which can help mitigate
negative effects, improving public perception and increasing trust among fans. The following table presents

key findings showing the diversity of initiatives and their positioning within the marketing and sports industry.

The findings of the systematic review demonstrate how sustainability has become a fundamental pillar of
the planning and execution strategy for multi-sport events, and that it is not just an additional part of
marketing for this sector, as the studies examined highlight that not only do major events bring benefits to
the economy and tourism, but they also entail considerable environmental challenges, such as energy
consumption and CO2 emissions. Therefore, various strategies have been selected which can help mitigate
negative effects, improving public perception and increasing trust among fans. The following table presents

key findings showing the diversity of initiatives and their positioning within the marketing and sports industry.
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Table 3. Findings in the specialist literature on sustainability and sporting events.

Category

Sports  events
and

sustainability

The

sport on

impact of

sustainability

Environmental
impact of

sporting events

Impact of

sponsorship

Impact on the

economy

Environmental
impact of

sporting events

Author(s) / Year

UNESCO (2023)

Chersulich et al.
(2020)

Derenne (2024)

Oh (2022)

Elmchiouit et al.
(2024)

CEMDE -

Spanish
Marketing

Association
(2022)

Main Findings

Positive effect on tourism

and employment, but high

environmental and social
risks.

Effective planning is
required to optimise

benefits.

Previous editions of the
Olympic Games (London
and Rio) generated more
than three million tonnes of
CO2

Green sponsorship

improves consumer trust

Generate from
ticket

sponsorship,

revenue
sales and
but strategic

investment is required.

Nowadays, sustainability is

key to Generation Z’s

perception.

Conclusions

Incorporate
sustainable

policies.

Action plans
the

impact of events,

enhance

Responsible
sponsoring
partnerships in
such  sporting

events.

Marketing
strengthens
brand reputation
builds

customer loyalty.

and

Appropriate
planning and
promotion to
maximise
economic

benefits.

Sustainable
marketing
strategies must
be aligned with a
positive impact
on the

environment.

Note: Source: Own work (2025).
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Applied Examples

Real Betis- Forever
Green, Forest Green
Rovers.

Sustainability ranking in

La Liga

Application of
sportswashing or
alliance with key

sponsorships.

Paris 2024 and eco-

friendly sponsors.

Morocco’s strategy

Betis

Forever Green initiative

Real and its
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CONCLUSIONS AND DISCUSSION

Sport, marketing, sustainability and the SDGs

The connection between marketing, sports and sustainability has been extensively analysed by various
authors, as they equate different ideas in which the integration of sustainable strategies in the field of sport
can have a significant social, environmental and economic impact. According to the World Commission on
Environment and Development (1987), which presented the eight sustainable goals worldwide, the main
objective is to ‘meet the needs of the present without compromising the ability of future generations to meet
their own’. This perspective has been changing, as it incorporates wider dimensions, as proposed by Ulloa-
Hernandez et al. (2023), who state that sporting events balance environmental, social and economic
dimensions. As a consequence, it is also crucial to generate a lasting impact, whereby most sports

strategies must take into account and address all three dimensions simultaneously.

On the other hand, in the area of sports marketing, authors such as Guillen Pereira et al. (2018) and Arango
Olarte (2019) agree on their view of sports marketing, referring to this discipline as a set of various
techniques such as promotion, sales and distribution of products or services within the sports field. However,
Galofre Boza (2018) describes it as the practice of the basics of marketing applied to the sporting
environment. This study suggests that sports marketing will not only focus on economic issues, but it will
also involve a certain combination of approaches, as well as elements from other branches such as social,
experiential and digital marketing which could be added, since the aim is not only to seek economic benefits,

but also to influence and strengthen the emotional connection between fans, communities and brands.

It follows, therefore, that the term sustainability has had an impact on various ecological and economic
aspects, creating positive social awareness by involving responsible campaigns and sponsors with the same

perspective, where sports marketing can become a powerful tool for inspiring society.

However, when seeking to promote sustainable habits or inclusion through marketing, these must be aligned

with the Sustainable Development Goals.

Since 2015, the Sustainable Development Goals (SDGs) established by the United Nations General
Assembly have reasserted themselves as an international framework to address the most pressing global
challenges. Through the 17 goals, the aim is to end poverty, protect the planet and ensure that society lives
in peace by 2030. For such aspects, sport has proven to be a key and multifunctional tool in promoting

these goals.

According to Lemke (2016), sport is not only a tool for promoting social development, but it also contributes
significantly to gender equality, health, well-being and sustainable development, as the 2030 Agenda

recognizes sport as a key catalyst for achieving these goals.
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SDG 3: Good health and well-being: Sport will be a driving force for promoting healthy habits and improving
well-being. According to Lemke (2016), it encourages healthy lifestyles and at the same time prevents
physical and mental illness, being accessible to all people regardless their age, gender and other social

issues.

SDG 5: Gender equality: Sport will break down stereotypes, empower women through equal participation
and encourage active participation in different social environments. According to Lemke (2016) and the
Spanish Federation of Municipalities and Provinces (2023), sport applies the same rules to everyone,
thereby promoting ideals such as respect, friendship and excellence, as well as providing a space for gender

equality.

SDG 12: Responsible production and consumption: In the field of sport, there will be a shift towards circular
models that incorporate principles of environmental sustainability into the different stages of planning and

implementation.

SDG 13: Climate action: The implementation of different strategies to combat climate change is highlighted,

in which sport has become an ally in carrying them out.

SDG 17: Partnerships for the goals: Emphasis is placed on the importance of establishing inclusive
partnerships in all sectors, whether private, public or local communities. According to Lemke (2016),
partnerships are a powerful tool in the world of sport, since the global phenomenon of sport has the potential

to bring together different networks of partners and stakeholders with a shared commitment.

In short, | would not limit sports marketing to a tool for obtaining financial resources; on the contrary,
partnerships could be fundamental in promoting the effective implementation of these practices and
ensuring that the benefits reach everyone equally. Hence, sports marketing plays a fundamental role due
to its great capacity to magnify the messages of the Sustainable Development Goals, particularly through
campaigns that highlight women’s achievements, promoting equality and changing social perspectives. In

other words, sport is a tool that can generate a positive social impact and build a more inclusive culture.
Existing findings by authors and our contribution

Firstly, the UNESCO report (2023) provides us with relevant information that, according to the findings and
perspective of the organisers, sponsors and fans who should know, as based on this report, that the
organisation of major sporting events can have positive effects at the national level in the host country, due
to tourism, the jobs created and the visibility of the host. However, these events also have their negative
aspects, both in environmental and social terms. Likewise, one of the greatest examples of sporting events
with a major impact are the Olympic Games and the Football World Cup. These major events are

responsible for significant global carbon emissions as a result of the waste generated and greenhouse

gases.
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Currently, studies have shown that with the 2024 Paris Olympic Games, it has been announced that the
host states and organizing committees have chosen to implement policies to carry out and reinforce both

social and environmental support.

Chersulich et al. (2020) highlight that not only do sporting events involve sporting activities, but they also
require diligent preparation and coordination of the various aspects that an event entails. Similarly, they
mention that there are currently sporting events that do not anticipate the risk they will pose to the host

environment.

The approaches discussed by the authors reflect the shared perspective on the role of sport in sustainability
and the arguments developed in this research. This analysis suggests that the different authors agree that
these multi-sport events have both positive and negative attributes. They conclude that any process to make
a multi-sport event more environmentally friendly must start with the smallest organizational details require

to ensure that it runs as planned, from management, infrastructure, resources, venues and fcilities.

On the one hand, regarding the issue raised by Derenne (2024) concerning the importance of sponsors in
the world of sport, since there are currently various polluting brands and even governments that engage in
the well-known practice of ‘sportswashing’. However, these brands have come to be associated with positive
aspects of sport in order to improve their image, something that this author proposes and consider relevant,
namely that the various existing sporting bodies should have a sponsorship guide to choose responsible

sponsors who truly identify with their values.

Regarding the issue raised, in line with the findings, | would add what Oh (2022) mentions about how sports
organisations can use sponsorship of sporting events with green marketing strategies to positively enhance
their brand image and build trust among fans, especially those who care about the environment. This is
something that the Sports Marketing Committee (CEMDE) and the Spanish Marketing Association (2023)
agree on and define specifically, as they mention both Generation Z and Generation X, stating that the latter
focuses mainly in health and well-being, while the former is concerned about the environment. The authors
emphasise the importance of the detailed analysis provided by both organisers and sports bodies that seek
to attract partners or commercial associates who share their ideals, as it is agreed that sustainability within
the sports sector, sports marketing and the bodies in this sector will be a necessity both now and in the

future.

It should be added that Elmchiouit et al. (2024), in their study, apart from classifying events according to
their size and nature, regardless of their category, they have a major impact on the economy, both directly
and indirectly, as they take into account ticket sales, tourism, partnerships and sponsorship. In conclusion,
the idea presented in this overview, which points out that the marketing and organisation of such events
involves arduous strategic planning, logistics and, above all, promotion, is in line with the views of various

authors who agree that these means guarantee a high level of organisation and public attention, as well as
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the various studies and authors analysed. This is the first one to mention that organisers must demonstrate

their productivity in economic terms to make the event attractive to sponsors.

5.3. Sustainability as a marketing strategy

In recent years, sustainability has emerged as a key element in sports marketing, turning multi-sport events

into platforms for integrating various responsible practices that promote an emotional connection with fans

and audiences. At the same time, it has been shown that the marketing strategies employed at these events

can change public participation and, at the same time, generate economic and prestige benefits.

To better illustrate this, representative examples will be presented of both events and sports teams that

have successfully applied sustainable marketing strategies. It is also worth mentioning these cases, since

they provide an analysis of how these practices have reinforce brand values, increased engagement with

fans and promoted the integration of sustainability as a core element of marketing.

Event/Team

Paris 2024
Olympic

Games

LaLiga
(Spain)

Table 4. Sustainable approaches applied as sports marketing strategies.

Sustainable
strategy
Strategies  based
on the 3Rs.
Toyota and its
100% electric and
hydrogen fleet

(2,650 vehicles +50

scooters).

Coca-Cola reusing
glass bottles and its
commitment to total

recycling.

Green ranking and
partnerships  with
environmentally
responsible

sponsors

(Emirates).

Marketing approach

Implementation of Al

and augmented reality

with automatic
generation of
personalized content
and immersive
activations.

Strengthening of
sponsoring brands

aligned with Olympic

values.

Branding aligned with

sustainability.

Campaigns with an

emotional connection

for the target audience.

Impact

Approximate

reduction of 1.75
million tonnes of
CO2.

Enhanced
reputation  among
global partners.
Loyalty of 15

sponsors (ESG)

Enhanced
reputation and
positioning of clubs
and attraction of
sponsors aligned
with ecological
values.
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Author

CSR Consulting
(2024),
ClimateTrade
(2024), Martinez
Risco (2024),
Masterson (2024),
Intel Corporation
(2024), Coca-Cola
(2024), Kantar

(2024), ReasonWhy
(2024).

Spanish Marketing
Association (2022),
Brand
(2023), EC Brands
(2023),
(2022).

Finance

Garcia
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Paris Saint-
Germain
(PSG)

Forest
Green

Rovers

Wigan

Warriors

NFL Green

Premiere

League

Friendly

infrastructure.

Collaboraton  with
Nike for their shirts
made from recycled

polyester.

Vegan options in
food sold at the

stadium.

Environmentally

friendly facilities.

Participation  with
‘Go

specialised agency.

Up’ as a

-Green Warriors
programme for
schools

-Collaboration with
‘The

Curve’.

Learning

-Zero waste events.

-90% recycling at
the Super Bowl.

-Reforestation

-Carbon
by 2040.

neutrality

-Reduction in

energy

consumption.

Social media
campaigns
(#PSGForThePlanet).

Creation of education
content on sustainable

initiatives

Unique in standing out
for its  sustainable

positioning.

Segmentation focused
on enthusiasts with

ecological values.

-Raise environmental
awareness among
children.

-Consolidate brand
identity through

educational campaigns.

-‘Touchdown for the

Planet’ campaign.

-Sustainable NFTs for

fundraising.

the

league in

-Positioning  as
leading

sustainability.

-Environmental
education campaigns

for fans.

Attracting

environmental

sponsorship (QNB).

Increasing  loyalty

among young fans.

Positioning as the
most sustainable

club in the world.

Market
and global visibility

expansion

-Promote
sustainable values

from an early age.

-Generate a social

impact in the
community.
-Neutralisation of
50.000 tonnes of
CcO2

-E-sports Awards for

sustainability

-Reduction of

carbon footprint.

-Consolidation of the
league’s image as a
benchmark in

sustainability.
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Inedit Innova (2023),
Urrutia (2025).

FIFA (2018), Adams

(2021), Forest
Green Rovers
(2021), Papp-Vary
et al. (2022),

Demishin (2024).

Spanish
Association (2022)

Marleting

NFL.com (2024)

Premier
(2025)

League

30




-Environmental
management of the
clubs that are part

of the league.

Note: Source: Own work (2025).

The initiatives adopted by these sports teams and sporting events show that not only can they represent an
environmental imperative, but also a great strategy for changing the experience of attendees and improving
the image of the brands involved. According to Martinez Risco (2024) the Paris 2024 Olympic Games
implemented an innovative strategy committed to the famous 3Rs (reduce, reuse and recycle), or as Huerga
(2023) refers to it, the ARC strategy (anticipate, reduce, compensate). This approach paid off by reducing
emissions by at least 50%, with the reuse of infrastructure and eco-friendly mobility compared to other
editions of the Olympic Games. According to ClimateTrade (2024), the edition in the country of lights was
positioned as a global model in sustainability; thanks to its measures, approximately 1 million tonnes of CO2

were avoided.

On the other hand, the impact is not limited to environmental issues; clubs such as Forest Green Rovers,
recognized by the UN, have increased their fan based and boosted fan loyalty, so much that they have
positioned themselves as leaders in sustainability. According to Maya (2024), not only will marketing
focused on ecological values boost the reputation of your event or teams, but it will also attract the attention

of sponsors aligned with ESG (environmental, social and governance) criteria.

As a result, the incorporation of technology into these initiatives has revolutionised the way events maintain
contact and interaction with their audience. From augmented reality in Paris 2024, with its approach to
educating people about carbon footprints, to the eco-friendly NFTs launched by NFL Green, innovations

have helped to combine digital engagement with social and environmental responsibility.

Then, we have the best football league in the world, the Premier League, which has embraced sustainability

as the central focus of its marketing strategies. Its approach is based on three key pillars:
- Adjustments to the environmental management system (renewable energy in clubs and stadiums).
- Promotion of environmental standards in clubs (travel, energy consumption and waste management).

- Use of platforms to educate and motivate supporters, programmes such as Premier League Primary Stars

and Premier League Inspires.

Nonetheless, we cannot overlook the fact that only the Premier League wants to achieve this, as the teams
that are part of it have not been left behind. Liverpool FC and Tottenham Hotspur Football Club are leading
the way in sustainable travel and reducing their carbon footprint, Arsenal offers green electricity rates for
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fans, Everton promotes community participation in green projects and Manchester City is aiming for carbon

neutrality by 2030, ahead of the league’s overall goal.

The Premier League therefore includes sustainability as a key part of its marketing, reinforcing its image

globally, but more importantly promoting positive change among teams and aficionados.

As a result, there is evidence that in recent years there has been an approximately 70% increase in people’s
preference for events that highlight their commitment to sustainability, which emphasises that not only will
this generate immediate benefits, but it will also evolve the interaction and links between organisers,

sponsors and, most crucially, fans.

This analysis suggests that the strategies outlined not only demonstrate that the combination of
technological innovation, environmental commitment and citizen participation is of utmost importance for
implementing new models in the sports industry, but also that this approach can attract sponsors, build
audience loyalty and reinforce the key role of sport as an agent of transformation towards a responsible,

sustainable and, above all, conscious future.
CONCLUSIONS

In summary, sports marketing has evolved in recent years, moving away from its traditional role as a
promotional platform for brands, athletes and events. It has now redefined itself as a tool for promoting

social, environmental and economic well-being within the sports industry.

Although this branch of marketing has typically been associated with consumerism, its shift indicates that it
can have a positive impact beyond economic issues. As aforementioned, the host countries of these major
events not only reap benefits in terms of tourism and job opportunities, but they have also implemented

initiatives that seek social and environmental change.

One of the challenges faced is the difference between innovation and redefinition, as this has led some
brands to engage in greenwashing (a strategy where they pretend to be committed without any real
commitment). Consequently, it is argued that marketing initiatives must be authentic and transparent,

aligned with the objectives of change.

It has managed to consolidate itself on five essential pillars, which define a new era of communication and

sustainability in this industry.
1. Commitment to the environment
2. Social impact
3. Economic responsibility
4. Innovation in sponsorship strategies
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5. Education and awareness

This transformation within sports marketing has not only changed the way events are organized, but it will
continue to set standards for future ones, raising questions about the great challenge that the 2026 World
Cup will pose as a future field of study, representing a unique opportunity, since for the first time it will be
held simultaneously in three countries: the United States, Mexico and Canada. This unique opportunity to
study how cross-border organisation will be managed with regard to sustainability strategies the
consolidation of sports marketing in different organizational contexts, and the impact it will have on the three
countries in terms of reputation and engagement. The present study may contribute to future lines of

research, which may continue to redefine itself globally as an agent of global change.

In short, sports marketing has gone from being a promotional tool to becoming an agent of transformation,
and its redefinition continues to drive changes in the commercial sphere. For this evolution to have a real
and lasting impact, it is essential that both brands and sports organisations make a genuine commitment to

sustainability and social responsibility.
BIBLIOGRAFIA

Adams, H. (11 de agosto de 2021). Go Up & Forest Green Rovers partner for sustainable growth.

Sustainability Magazine. https://sustainabilitymag.com/diversity-and-inclusion-dandi/go-and-forest-

green-rovers-partner-sustainable-growth

Arango Olarte, A. F. (2019). Revision bibliogréafica sobre el marketing y el marketing deportivo [Tesis de
pregrado, Universidad de Ciencias Aplicadas y Ambientales]. Repositorio UDCA.
https://repository.udca.edu.co/server/api/core/bitstreams/b51447a6-a9e7-4385-87d7-
40c17bcf08b8/content

Asian Impact Management Review. (2024). ESG in sports: A sustainable future for the global industry.

https://www.aimr.asia/impact-reporting/esg-in-sports-a-sustainable-future-for-the-global-industry/

Brand Finance. (14 de febrero de 2023). Real Betis y Real Madrid en el top 3 de los clubes de futbol mas

sostenibles, segun Brand Finance. htips://brandfinance.com/press-releases/real-betis-y-real-

madrid-en-el-top-3-de-los-clubes-de-futbol-mas-sostenibles-sequn-brand-finance

Campillo-Sanchez, J., Borrego-Balsalobre, F. J., Diaz-Suérez, A., & Morales-Bafos, V. (2025). Sports and
sustainable development: A systematic review of their contribution to the SDGs and public health.
Sustainability, 17(2), 562. https://doi.org/10.3390/su17020562

Chaves-Castro, K., Moran-Gamez, G., Nuviala, A., & Fernandez-Martinez, A. (2025). Green practices and
sustainability as precursors to the intention to participate again in sporting events held in nature.
Frontiers in Sports and Active Living, 7. https://doi.org/10.3389/fspor.2025.1541485

33
TLATEMOANI, No. 51, abril 2026.
https://www.eumed.net/rev/tlatemoani/index.html



https://sustainabilitymag.com/diversity-and-inclusion-dandi/go-and-forest-green-rovers-partner-sustainable-growth
https://sustainabilitymag.com/diversity-and-inclusion-dandi/go-and-forest-green-rovers-partner-sustainable-growth
https://repository.udca.edu.co/server/api/core/bitstreams/b51447a6-a9e7-4385-87d7-40c17bcf08b8/content
https://repository.udca.edu.co/server/api/core/bitstreams/b51447a6-a9e7-4385-87d7-40c17bcf08b8/content
https://www.aimr.asia/impact-reporting/esg-in-sports-a-sustainable-future-for-the-global-industry/
https://brandfinance.com/press-releases/real-betis-y-real-madrid-en-el-top-3-de-los-clubes-de-futbol-mas-sostenibles-segun-brand-finance
https://brandfinance.com/press-releases/real-betis-y-real-madrid-en-el-top-3-de-los-clubes-de-futbol-mas-sostenibles-segun-brand-finance
https://doi.org/10.3390/su17020562
https://doi.org/10.3389/fspor.2025.1541485

Chersulich Tomino, A., Peri¢, M., & Wise, N. (2020). Assessing and Considering the Wider Impacts of Sport-
Tourism Events: A Research Agenda Review of Sustainability and Strategic Planning Elements.
Sustainability, 12(11), 4473. https://doi.org/10.3390/su12114473

ClimateTrade. (2024, julio 4). Cémo reducir las emisiones de carbono en eventos deportivos.

https://climatetrade.com/es/como-reducir-las-emisiones-de-carbono-en-eventos-deportivos/

Comité de Expertos de Marketing Deportivo & Asociacion de Marketing de Espafia. (julio de 2022).
Sostenibilidad medioambiental en marketing deportivo: Dictamen de expertos. Asociacion de

Marketing de Espana. https://www.asociacionmkt.es/wp-

content/uploads/2022/07/Informe_SostenibilidadMedioambientalenMarketingDeportivo.pdf

Comité de Expertos de Marketing Deportivo (CEMDE) & Asociacion de Marketing de Espafia. (2023,
febrero). Sostenibilidad social en marketing deportivo: Dictamen de expertos. Asociacion de
Marketing de Espana. https://www.asociacionmkt.es/wp-
content/uploads/2023/02/AMKTDeporte _Sosteniblidad 2023 v2.2.pdf

Comité Olimpico Colombiano. (2023, 7 de febrero). Deporte y desarrollo sostenible: Cémo el deporte puede

contribuir a un mundo mas saludable y equitativo. https://olimpicocol.co/web/deporte-y-desarrollo-

sostenible-como-el-deporte-puede-contribuir-a-un-mundo-mas-saludable-y-equitativo/

CSR Consulting. (25 de junio de 2025). Estrategia de sostenibilidad de las Olimpiadas Paris 2024.
https://www.csrconsulting.com.mx/2024/06/25/estrategia-de-sostenibilidad-de-las-olimpiadas-

paris-2024-2/

Demishin, N. (22 de abril de 2024). Forest Green Rovers: The greenest football club in the world. Life After

Football. https://lifeafterfootball.eu/forest-green-rovers-the-greenest-football-club-in-the-world/

Derenne, E. (4 de junio de 2024). Evénements sportifs: quel impact sur I'environnement?. écoconso.

https://www.ecoconso.be/fr/content/evenements-sportifs-quel-impact-sur-lenvironnement

EC Brands. (28 de noviembre de 2023). LalLiga lanza su propio sello de certificacion para valorar la
sostenibilidad de los clubes. El Confidencial. https://www.elconfidencial.com/empresas/2023-11-
28/laliga-sello-sostenibilidad-bra 3780201/

Elmchiouit, A., El Kamli, M., & Elotmani, B. (2024). Impact de I'organisation des événements sportifs sur
I'économie locale : cas du Maroc. Revue des Etudes Economiques et Managériales, vol 1 (1), 158-
190.

Federacion Espafiola de Municipios y Provincias (2023). Guia de buenas practicas: Deporte y Agenda

2030. https://redagenda2030.es/wp-content/uploads/2023/03/FEMP-Guia-BBPP-
34

TLATEMOANI, No. 51, abril 2026.
https://www.eumed.net/rev/tlatemoani/index.html



https://doi.org/10.3390/su12114473
https://climatetrade.com/es/como-reducir-las-emisiones-de-carbono-en-eventos-deportivos/
https://www.asociacionmkt.es/wp-content/uploads/2022/07/Informe_SostenibilidadMedioambientalenMarketingDeportivo.pdf
https://www.asociacionmkt.es/wp-content/uploads/2022/07/Informe_SostenibilidadMedioambientalenMarketingDeportivo.pdf
https://www.asociacionmkt.es/wp-content/uploads/2023/02/AMKTDeporte_Sosteniblidad_2023_v2.2.pdf
https://www.asociacionmkt.es/wp-content/uploads/2023/02/AMKTDeporte_Sosteniblidad_2023_v2.2.pdf
https://olimpicocol.co/web/deporte-y-desarrollo-sostenible-como-el-deporte-puede-contribuir-a-un-mundo-mas-saludable-y-equitativo/
https://olimpicocol.co/web/deporte-y-desarrollo-sostenible-como-el-deporte-puede-contribuir-a-un-mundo-mas-saludable-y-equitativo/
https://www.csrconsulting.com.mx/2024/06/25/estrategia-de-sostenibilidad-de-las-olimpiadas-paris-2024-2/
https://www.csrconsulting.com.mx/2024/06/25/estrategia-de-sostenibilidad-de-las-olimpiadas-paris-2024-2/
https://lifeafterfootball.eu/forest-green-rovers-the-greenest-football-club-in-the-world/
https://www.ecoconso.be/fr/content/evenements-sportifs-quel-impact-sur-lenvironnement
https://www.elconfidencial.com/empresas/2023-11-28/laliga-sello-sostenibilidad-bra_3780201/
https://www.elconfidencial.com/empresas/2023-11-28/laliga-sello-sostenibilidad-bra_3780201/
https://redagenda2030.es/wp-content/uploads/2023/03/FEMP-Guia-BBPP-DEPORTE_A2030.pdf

DEPORTE_A2030.pdf

FIFA. (29 de octubre de 2018). Forest Green Rovers, el club verde premiado por la ONU.
https://inside.fifa.com/es/social-impact/sustainability/news/the-village-club-earning-un-honours-
and-global-acclaim-960w-2999305

FIFA. (29 de octubre de 2018). The village club earning un honours and global acclaim.

https://inside.fifa.com/sustainability/news/the-village-club-earning-un-honours-and-global-acclaim

Forest Green Rovers. (10 de Agosto de 2012). Forest Green Rovers has partnered with Go Up on the

transition to green-focused football. Sustainability Sport. https://sustainability.sport/forest-green-

rovers-has-partnered-with-go-up-on-the-transition-to-green-focused-football/

Galofre Boza, C. (2 de febrero de 2018). Estrategia de marketing deportivo: El impacto de los eventos
deportivos. [Trabajo final de grado, Universitat de les llles Balears]. UIB Repositori.
https://dspace.uib.es/xmlui/handle/11201/4677

Garcia, D. (12 de mayo de 2022). La sostenibilidad en el modelo de gestion de los clubes de futbol. Informe
OBS: La sostenibilidad en el modelo de gestion de los clubes de fatbol, 5-27.
https://marketing.onlinebschool.es/Prensa/Informes/Informe%200BS%20futbol%20sostenible.pdf

Greentology. (22 de noviembre de 2021). Forest Green Rovers, el equipo de fitbol mas verde del mundo.

https://greentology.life/2021/11/22/forest-green-rovers-el-equipo-de-futbol-mas-verde-del-mundo/

Gregori-Faus, C., Crespo, J., Calabuig, F. et al. (2025). State-of-the-art of sustainability in sports facilities:
A systematic review. Environment Development and Sustainability. https://doi.org/10.1007/s10668-
024-05854-1

Guillen Pereira, D. C. L., Martinez Gil, D. C. L., & Montano Rodriguez, D. C. F. (2018). La responsabilidad
social en el marketing deportivo. Universidad 'Y Sociedad, 10(2), 175-180.

https://rus.ucf.edu.cu/index.php/rus/article/view/850

Huerga, A. (9 de mayo de 2023). Nueva tendencia ECO: Eventos deportivos y festivales PlasticFree y cero

emisiones. Plataforma  ZEO. https://plataformazeo.com/es/nueva-tendencia-eco-eventos-

deportivos-y-festivales-plasticfree-y-cero-emisiones/

Institut Catala Internacional per la Pau (ICIP). (mayo de 2016). Entrevista con Wilfried Lemke. Revista Por

la Paz, (27). https://www.icip.cat/perlapau/es/articulo/entrevista-con-wilfried-lemke/

Intel Corporation. (25 de noviembre de 2024). Plataformas IA de Intel en los Juegos Olimpicos Paris 2024.
Intel Newsroom. https://newsroom.intel.com/es/inteligencia-artificial/intel-en-los-juegos-olimpicos-

35

TLATEMOANI, No. 51, abril 2026.
https://www.eumed.net/rev/tlatemoani/index.html



https://redagenda2030.es/wp-content/uploads/2023/03/FEMP-Guia-BBPP-DEPORTE_A2030.pdf
https://inside.fifa.com/es/social-impact/sustainability/news/the-village-club-earning-un-honours-and-global-acclaim-960w-2999305
https://inside.fifa.com/es/social-impact/sustainability/news/the-village-club-earning-un-honours-and-global-acclaim-960w-2999305
https://inside.fifa.com/sustainability/news/the-village-club-earning-un-honours-and-global-acclaim
https://sustainability.sport/forest-green-rovers-has-partnered-with-go-up-on-the-transition-to-green-focused-football/
https://sustainability.sport/forest-green-rovers-has-partnered-with-go-up-on-the-transition-to-green-focused-football/
https://dspace.uib.es/xmlui/handle/11201/4677
https://marketing.onlinebschool.es/Prensa/Informes/Informe%20OBS%20futbol%20sostenible.pdf
https://greentology.life/2021/11/22/forest-green-rovers-el-equipo-de-futbol-mas-verde-del-mundo/
https://doi.org/10.1007/s10668-024-05854-1
https://doi.org/10.1007/s10668-024-05854-1
https://rus.ucf.edu.cu/index.php/rus/article/view/850
https://plataformazeo.com/es/nueva-tendencia-eco-eventos-deportivos-y-festivales-plasticfree-y-cero-emisiones/
https://plataformazeo.com/es/nueva-tendencia-eco-eventos-deportivos-y-festivales-plasticfree-y-cero-emisiones/
https://www.icip.cat/perlapau/es/articulo/entrevista-con-wilfried-lemke/
https://newsroom.intel.com/es/inteligencia-artificial/intel-en-los-juegos-olimpicos-paris-2024

paris-2024

Inédit Innova. (20 de diciembre de 2023). Futbol y economia circular: Mucho campo por recorrer.

https://ineditinnova.com/es/futbol-i-economia-circular-molt-camp-per-correr/

LaLiga. (10 de mayo de 2023). LaLiga se posiciona como la marca espafiola de mayor valor en la industria
del deporte y la octava mas fuerte en el Brand Finance Espafia 100 2023.

https://www.laliga.com/noticias/laliga-se-posiciona-como-la-marca-espanola-de-mayor-valor-en-

la-industria-del-deporte-y-la-octava-mas-fuerte-en-el-brand-finance-espana-100-2023

Lemke, W. (7 de diciembre de 2016). El papel del deporte en la consecucién de los Objetivos de Desarrollo

Sostenible. Naciones Unidas. https://www.un.org/es/chronicle/article/el-papel-del-deporte-en-la-

consecucion-de-losobjetivos-de-desarrollo-sostenible

Martinez Risco, J. (31 de julio de 2024). Paris 2024: Los juegos olimpicos mas sostenibles. BREEAM® ES.
https://breeam.es/paris-2024-los-juegos-olimpicos-mas-sostenibles/

Moran-Gamez, G., Fernandez-Martinez, A., Nuviala, R., & Nuviala, A. (2024). Influence of green practices
on user loyalty in sport clubs. Humanities and Social Sciences Communications, 11, Article 1246.
https://doi.org/10.1057/s41599-024-03773-0

Masterson, V. (27 de marzo de 2024). Paris aspira a ser sede de los Juegos Olimpicos mas sostenibles de
la historia: Asi se prepara la ciudad. Foro Econdémico Mundial.

https://es.weforum.org/stories/2024/03/paris-aspira-a-ser-sede-de-los-juegos-olimpicos-mas-

sostenibles-de-la-historia-asi-se-prepara-la-ciudad/

Maya, V. (27 de noviembre de 2024). Sostenibilidad y marketing digital para empresas. Business & Tech.
https://businessytech.com/sostenibilidad-y-marketingdigital-para-empresas/

Ministerio del Medio  Ambiente  (2023). Guia STGO  2023. https://mma.gob.cl/wp-
content/uploads/2023/12/GUIA-STGO-2023.pdf

NFL.com. (23 de noviembre de 2024). NFL Green. https://www.nfl.com/causes/nfl-green/?form=MGO0AV3

Oh, I. (2022). The Impact of Sponsorship with Green Marketing on Green Brand Image: The moderator
effect of environmental concern [Tesis de maestria, Universidad Nacional de Sedl].
https://doi.org/10.23170/snu.000000173789.11032.0001140

Pacolorente. (1 de agosto de 2022). Estilos de vida: Forest Green Rovers, el primer equipo de futbol

vegano. https://pacolorente.es/estilos-de-vida-forest-green-rovers-el-primer-equipo-de-futbol-
vegano/
36

TLATEMOANI, No. 51, abril 2026.
https://www.eumed.net/rev/tlatemoani/index.html



https://newsroom.intel.com/es/inteligencia-artificial/intel-en-los-juegos-olimpicos-paris-2024
https://ineditinnova.com/es/futbol-i-economia-circular-molt-camp-per-correr/
https://www.laliga.com/noticias/laliga-se-posiciona-como-la-marca-espanola-de-mayor-valor-en-la-industria-del-deporte-y-la-octava-mas-fuerte-en-el-brand-finance-espana-100-2023
https://www.laliga.com/noticias/laliga-se-posiciona-como-la-marca-espanola-de-mayor-valor-en-la-industria-del-deporte-y-la-octava-mas-fuerte-en-el-brand-finance-espana-100-2023
https://www.un.org/es/chronicle/article/el-papel-del-deporte-en-la-consecucion-de-losobjetivos-de-desarrollo-sostenible
https://www.un.org/es/chronicle/article/el-papel-del-deporte-en-la-consecucion-de-losobjetivos-de-desarrollo-sostenible
https://breeam.es/paris-2024-los-juegos-olimpicos-mas-sostenibles/
https://doi.org/10.1057/s41599-024-03773-0
https://es.weforum.org/stories/2024/03/paris-aspira-a-ser-sede-de-los-juegos-olimpicos-mas-sostenibles-de-la-historia-asi-se-prepara-la-ciudad/
https://es.weforum.org/stories/2024/03/paris-aspira-a-ser-sede-de-los-juegos-olimpicos-mas-sostenibles-de-la-historia-asi-se-prepara-la-ciudad/
https://businessytech.com/sostenibilidad-y-marketingdigital-para-empresas/
https://mma.gob.cl/wp-content/uploads/2023/12/GUIA-STGO-2023.pdf
https://mma.gob.cl/wp-content/uploads/2023/12/GUIA-STGO-2023.pdf
https://www.nfl.com/causes/nfl-green/?form=MG0AV3
https://doi.org/10.23170/snu.000000173789.11032.0001140
https://pacolorente.es/estilos-de-vida-forest-green-rovers-el-primer-equipo-de-futbol-vegano/
https://pacolorente.es/estilos-de-vida-forest-green-rovers-el-primer-equipo-de-futbol-vegano/

Pachau Torres, W. A., Alvarado Figueroa, M. A., & Romero Echevarria, L. M. (2025). Marketing deportivo:
claves y perspectivas globales desde una revision sistematica.
https://doi.org/10.5281/zenodo.15250383

Papp-Vary, A. F., & Farkas, M. (2022). The world's first carbon neutral football club: The case study of
Forest Green Rovers. In M. A. da Silva Costa, T. Susak, & V. Haluga (Eds.), Proceedings of the
78th International Scientific Conference on Economic and Social Development (pp. 121-127).

Varazdin Development and Entrepreneurship Agency.

Plataforma de Voluntariado en Espafia (2023). Guia ODS 3: Salud mental y deporte.

https://plataformavoluntariado.org/wp-content/uploads/2023/01/guia-ods-3-salud-mental-y-

deporte-pve.pdf

Premier League. (2025). Premier League kicks off ambitious sustainability strategy: Net zero by 2040. Net
Zero Group. https://netzero.co.uk/news/premier-league-kicks-off-ambitious-sustainability-strategy-
net-zero-by-2040/

Premier League. (2025). Premier League publishes environmental sustainability strategy. Premier League.

https://www.premierleague.com/news/426697 1

Reason Why. (2024, julio 15). Valores que van mas alla del deporte articulan las campafrias para los Juegos

Olimpicos de Paris 2024. https://www.reasonwhy.es/actualidad/valores-deporte-campanas-

juegos-olimpicos-paris-2024

Sanchez-Olivares, J. A., & Sanchez-Olivares, M. A. (2023). Sustainable marketing in sports: A bibliometric
analysis. Journal of Business and Socioeconomic  Development, 3(2), 1-15.
https://doi.org/10.1108/JBSED-03-2023-0024

Secretaria General |beroamericana (2023). Deporte y ODS: Una conexiéon estratégica.
https://www.seqib.org/wp-content/uploads/SEGIB-CID-Deporte-y-ODS-Librillo-1.pdf

Serrano Lopez, M. C. (2024). Influencia del marketing en las acciones de sostenibilidad en los eventos
deportivos [Trabajo de grado, Colegio de Estudios Superiores en Administracion-CESA].
https://repository.cesa.edu.co/bitstream/handle/10726/5600/ADM 1007476251 2024 2.pdf?sequ

ence=8&isAllowed=y

Farinloye, T., & Mogaji, E. (17 de diciembre de 2024): Strategic marketing for sustainable sports travel
experiences, Journal of Strategic Marketing. https://doi.org/10.1080/0965254X.2024.2443418

The Coca-Cola Company. (8 de febrero de 2024). Coca-Cola aprovechara los Juegos de Paris para

promocionar  los envases reutilizables. Coca-Cola Espana. https://www.coca-
37

TLATEMOANI, No. 51, abril 2026.
https://www.eumed.net/rev/tlatemoani/index.html



https://doi.org/10.5281/zenodo.15250383
https://plataformavoluntariado.org/wp-content/uploads/2023/01/guia-ods-3-salud-mental-y-deporte-pve.pdf
https://plataformavoluntariado.org/wp-content/uploads/2023/01/guia-ods-3-salud-mental-y-deporte-pve.pdf
https://netzero.co.uk/news/premier-league-kicks-off-ambitious-sustainability-strategy-net-zero-by-2040/
https://netzero.co.uk/news/premier-league-kicks-off-ambitious-sustainability-strategy-net-zero-by-2040/
https://www.premierleague.com/news/4266971
https://www.reasonwhy.es/actualidad/valores-deporte-campanas-juegos-olimpicos-paris-2024
https://www.reasonwhy.es/actualidad/valores-deporte-campanas-juegos-olimpicos-paris-2024
https://doi.org/10.1108/JBSED-03-2023-0024
https://www.segib.org/wp-content/uploads/SEGIB-CID-Deporte-y-ODS-Librillo-1.pdf
https://repository.cesa.edu.co/bitstream/handle/10726/5600/ADM_1007476251_2024_2.pdf?sequence=8&isAllowed=y
https://repository.cesa.edu.co/bitstream/handle/10726/5600/ADM_1007476251_2024_2.pdf?sequence=8&isAllowed=y
https://doi.org/10.1080/0965254X.2024.2443418
https://www.coca-cola.com/es/es/media-center/coca-cola-aprovechara-juegos-paris-para-promocion-envases-reutilizables

cola.com/es/es/media-center/coca-cola-aprovechara-juegos-paris-para-promocion-envases-

reutilizables

The Coca-Cola Company. (10 de abril de 2024). Coca-Cola refuerza su compromiso con la sostenibilidad

en Paris 2024. Business Wire. https://www.businesswire.com/news/home/20240410180025/es

Thorpe, E. (9 de julio de 2024). Paris 2024 offers brands an Olympic-sized opportunity. Kantar.

https://www.kantar.com/inspiration/brands/paris-2024-offers-brands-an-olympic-sized-opportunity

Ulloa-Hernandez, M., Farias-Torbidoni, E., & Segui-Urbaneja, J. (2023). Sporting events and sustainability:
A systematic review (1964-2020). Apunts Educacion Fisica y Deportes, 153, 101-113.
https://doi.org/10.5672/apunts.2014-0983.es.(2023/3).153.09

UNAM Gilobal. (2023). EI deporte: Mas que una actividad fisica, una escuela para la vida.
https://unamglobal.unam.mx/global revista/el-deporte-mas-que-una-actividad-fisica-una-escuela-

para-la-vida/

UNESCO. (2023). La durabilité des grands événements sportifs et leur impact social: Un cadre de mesure
d’impact pour soutenir I'héritage social et environnemental.
https://unesdoc.unesco.org/ark:/48223/pf0000386124 fre

United Nations Development Programme. (s.f.). Objetivos de desarrollo  sostenible.

https://www.undp.org/es/sustainable-development-goals

Universidad Atlantico Medio. (30 de diciembre de 2024). Marketing deportivo en la globalizacion de marcas

de clubes: Caso Premier League. htips://www.universidadatlanticomedio.es/blogs/blog/marketing-

deportivo-en-la-globalizacio-de-marcas-de-clubes-caso-premier-league

Urrutia, K. (21 de mayo de 2025). Paris Saint-Germain marketing strategy. Voy Media.

https://voymedia.com/paris-saint-germain-marketing-strateqy/

Webb, A., & Orr, K. (2021). Strategic marketing through sport for development: managing multi-stakeholder
partnerships. Journal of Strategic Marketing, 32(6), 778-794.
https://doi.org/10.1080/0965254X.2021.1976251

World Commission on Environment and Development. (1987). Informe de la Comisién Brundtland sobre
medio ambiente y desarrollo: Nuestro futuro comun.
https://www.ecominga.ugam.ca/PDF/BIBLIOGRAPHIE/GUIDE _LECTURE_1/CMMAD-Informe-

Comision-Brundtland-sobre-Medio-Ambiente-Desarrollo.pdf

38
TLATEMOANI, No. 51, abril 2026.
https://www.eumed.net/rev/tlatemoani/index.html



https://www.coca-cola.com/es/es/media-center/coca-cola-aprovechara-juegos-paris-para-promocion-envases-reutilizables
https://www.coca-cola.com/es/es/media-center/coca-cola-aprovechara-juegos-paris-para-promocion-envases-reutilizables
https://www.businesswire.com/news/home/20240410180025/es
https://www.kantar.com/inspiration/brands/paris-2024-offers-brands-an-olympic-sized-opportunity
https://doi.org/10.5672/apunts.2014-0983.es.(2023/3).153.09
https://unamglobal.unam.mx/global_revista/el-deporte-mas-que-una-actividad-fisica-una-escuela-para-la-vida/
https://unamglobal.unam.mx/global_revista/el-deporte-mas-que-una-actividad-fisica-una-escuela-para-la-vida/
https://unesdoc.unesco.org/ark:/48223/pf0000386124_fre
https://www.undp.org/es/sustainable-development-goals
https://www.universidadatlanticomedio.es/blogs/blog/marketing-deportivo-en-la-globalizacio-de-marcas-de-clubes-caso-premier-league
https://www.universidadatlanticomedio.es/blogs/blog/marketing-deportivo-en-la-globalizacio-de-marcas-de-clubes-caso-premier-league
https://voymedia.com/paris-saint-germain-marketing-strategy/
https://doi.org/10.1080/0965254X.2021.1976251
https://www.ecominga.uqam.ca/PDF/BIBLIOGRAPHIE/GUIDE_LECTURE_1/CMMAD-Informe-Comision-Brundtland-sobre-Medio-Ambiente-Desarrollo.pdf
https://www.ecominga.uqam.ca/PDF/BIBLIOGRAPHIE/GUIDE_LECTURE_1/CMMAD-Informe-Comision-Brundtland-sobre-Medio-Ambiente-Desarrollo.pdf

