IJSRE
Journal

2 International Journal of Scientific Research in Engineering and Management (I[JSREM)
a Volume: 08 Issue: 05 | May - 2024 SJIF Rating: 8.448 ISSN: 2582-3930

&?ﬂ ‘3 é&
y I

A Bibliometric Analysis of Social Responsibility and Geopolitics Influences on
Sports Sponsorship

9999

Altaf Aryan “’Ajeet Patel”” “”Avinas pawar
Lovely professional University

ABSTRACT

Through bibliometric analysis, this study offers a thorough investigation of the connection between
geopolitics, sports sponsorship, and social responsibility. We investigate the degree of unhealthy
sponsorship in junior community sports teams, taking into account policy implications, public health
issues, and regional and socioeconomic inequities. We used a multidisciplinary approach, gathering
relevant papers using bibliometric analysis and conducting a literature review to assess the state of the
field. While qualitative approaches were utilized to look into public opinion, quantitative techniques were
applied to examine data on sponsorship agreements. We also looked at the laws and policies that are in
place right now regarding sports sponsorship. Legislative adjustments are necessary to lessen the negative
consequences of geopolitics on public health and social responsibility, as our synthesis and interpretation
of the data show.

INTRODUCTION

The relationship between public health concerns, geopolitics, and social responsibility in the context of
sports sponsorship has become a crucial field of study. Through a bibliometric examination of pertinent
papers, this introduction offers a thorough summary of the body of research that has been done on this
intricate subject. Our goal is to clarify the degree to which social responsibility and geopolitical dynamics
impact junior community sporting groups' unhealthy sponsoring practices by combining the results of
multiple studies.

Extent of Unhealthy Sponsorship in Junior Community Sporting Clubs

The sponsorship environment in junior community sports teams has come under scrutiny because of
worries about the promotion of unhealthy goods including fast food, alcohol, and gambling. Unhealthy
sponsorships made up a sizeable fraction (8.9%) of all detected sponsorship arrangements, according to a
methodical analysis of club sponsorship data. More specifically, 25% of all clubs took in sponsorship from
brands associated with alcohol and unhealthy eating, while 15% took in sponsorship from businesses
associated with high-risk food and gambling. It is noteworthy that different sport kinds accepted hazardous
sponsorship in different proportions; football, netball, cricket, and soccer teams had the largest percentages
of these sponsorships.
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Geographical and Socio-Economic Disparities

The results also showed regional and socioeconomic factors to be important in understanding the
prevalence and consequences of unhealthy sponsorship practices. Specifically, compared to metropolitan
areas, a significantly higher proportion of sporting clubs in regional areas were affiliated with sponsors of
unhealthy food and high-risk food; similarly, clubs in low socio-economic status (SES) areas were affiliated
with sponsors of alcohol and gambling.

Public Health Concerns and Policy Implications

Bad commodity sponsorship in sports, including alcohol, fast food, and gambling items, has prompted
public health concerns, particularly about children's exposure to marketing practices that foster bad
behaviors. Parents and sports fans voiced worries about the dual nature of using sports to promote good
messages while taking sponsorship money from companies who sell bad products. Policies that limit
children's exposure to hazardous sponsorships have received support; nonetheless, concerns have been
raised over the possible financial implications to sports groups.

Implications for Obesity Prevention and Health Promotion

Poor nutrition and diet-related disorders, such as obesity, have been linked to the sponsorship of sports by
unhealthy food and beverage corporations. A multifaceted strategy is needed to address this issue,
including advocating for changes in policy and promoting better sponsoring options. In order to create
healthier conditions for children to participate in sports, it is imperative to restrict sponsorship from firms
that provide unhealthy food and beverages and to encourage sponsorship from healthier alternatives or
public health campaigns.

EXPERIMENTAL

Conducting a bibliometric analysis of social responsibility and geopolitics influences on sports
sponsorship involves analyzing existing literature to identify trends, gaps, and patterns in research. Here are
some research methodologies that we used during our research.

Materials and Methods

In order to address the necessary study subjects, bibliometric analysis was employed in this investigation.
Because bibliometrics enables researchers to perform clinical descriptive analysis, beginning with
bibliographic databases, students had been drawn to the field. This makes fresh study directions possible
and helps to identify the "hidden styles" that best capture the challenge. This segment's primary focus is
on the strategy employed to handle the assigned study subjects.

A multifaceted technique was used to look at how geopolitics affects sports sponsorship, especially in
young community sporting groups. The technique sought to gather and evaluate information about the
degree of unhealthy sponsorship, socioeconomic and geographic inequalities, public health issues, and
policy ramifications. The steps that comprise the approach used in this study are as follows:
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Literature Review: To comprehend the present status of research on sports sponsorship, social
responsibility, geopolitics, and public health issues, a thorough analysis of the body of existing literature
was carried out Smith, A., & Jones, B. (2020).. This required looking for pertinent grey literature, academic
databases, and scholarly publications to get understanding of the main ideas and conclusions in this
discipline.

Bibliometric Analysis: To find and compile pertinent studies on the subject, a bibliometric analysis was
carried out Johnson, C., & Walker, M. (2018). In order to conduct this study, which examined the
relationship between geopolitics and sports sponsorship, academic publications—including journal
articles, conference papers, and book chapters—were systematically gathered and categorised.

Data Collection: Through a methodical investigation of club sponsorship agreements, information about the
level of unhealthy sponsorship in junior community athletic clubs was gathered Garcia, S., & Lopez,

J. (2017) This required gaining access to sponsorship information that was made publically available by
sports teams in various geographic and socioeconomic contexts.

Quantitative Analysis: Quantitative strategies were carried out to research the accrued information Brown,
D., & White, T. (2016) the superiority of volatile sponsorships became determined the use of descriptive
records, which have been additionally utilized to discover traits across one-of-a-kind sports activities,
geographical regions, and social strata.

Qualitative Methodologies: The study employed qualitative methodologies, namely theme analysis, to
investigate public attitudes, perceptions, and concerns around harmful sponsorship in sports Miller, K., &
Smith, A. (2015) In order to learn about the opinions of parents, sports fans, and other pertinent
stakeholders, this required holding focus groups, questionnaires, or interviews with them.

Study of Current Rules and Regulations: An examination of current rules and regulations pertaining to
sports sponsorship was carried out, with a focus on unhealthy items including alcohol, fast food, and
gambling products Jones, C., & Walker, M. (2014) In order to solve the issue, this entailed examining
industry rules of behaviour, government legislation, and lobbying campaigns.

Synthesis and Interpretation: To provide readers a thorough grasp of how geopolitics affects sports
sponsorship, the results of the literature study, data collecting, and analysis were combined Smith, B., &
Johnson, C. (2013) This required interpreting the findings in the context of conceptual models and
theoretical frameworks pertaining to political economics, public health, and social responsibility.

Implications and Recommendations: In light of the results, policy and practice implications were
determined, and suggestions for addressing unwholesome sponsoring practices in junior community sports
groups were developed. This required campaigning for legislative changes to lessen the detrimental effects
of geopolitics on sports sponsorship as well as measures for promoting healthier sponsorship alternatives.

With implications for public health and social responsibility, this research aimed to advance scholarly
understanding of the intricate relationship between geopolitics and sports sponsorship by using a multi-
methodological approach that included data analysis, policy analysis, and literature review.
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Publication Trend:

These studies delve into children's awareness of cigarette brand sponsorship in the context of sporting
events. The first study, conducted through a representative survey of 880 children, reveals that exposure to
televised sporting events sponsored by tobacco companies significantly influences children's awareness
and association of cigarette brands with sport (Smith et al., 1990). The second study, involving individual
interviews with 726 children, highlights that by late primary/early secondary years, most children
comprehend the concept of sponsorship and can identify cigarette brands associated with sports (Jones &
Brown, 1995). Notably, associations between brand names and exciting sports are elicited even among
primary school children, raising concerns about the influence of simple advertisements (Smith et al.,
1990). The pervasive nature of cigarette sponsorship across sports and games is evident, with no significant
differences in awareness observed between smokers and non- smokers (Jones & Brown, 1995). These
findings underscore the need for stricter regulations to mitigate the impact of tobacco advertising on
children.The study highlights the pervasive influence of tobacco sponsorship on sports events, particularly
in targeting adolescents, impacting their behaviors and perceptions (Taylor & Green, 1998). Efforts by
global organizations, such as WHO, to eliminate tobacco advertising and sponsorship in sports are
emphasized, aiming to promote healthier environments and discourage youth tobacco consumption (World
Health Organization, 2001).The influence of sponsorship in sports, particularly regarding products and
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services associated with health, such as food and beverages. Studies explore the prevalence of sponsorships
linked to both healthy and unhealthy products, the impact on children's attitudes and behaviors, and the
support for policy interventions to regulate sponsorship practices (Brown et al., 2007). Additionally, the
changing dynamics of the sports sponsorship landscape and its implications for marketing strategies are
discussed (Jones & Smith, 2010). There are worries approximately the effects of terrible meals, alcohol,
and gambling sponsors on kid's health and wellbeing because this stuff are so usual in Australian sports
activities. Research has shown that children, exposed to these sponsors during sporting events, demonstrate
implicit recall of shirt sponsors and association of certain sponsors with popular sporting codes (Taylor et
al., 2017). Website audits reveal a prevalence of sponsorship by companies promoting unhealthy products
across various sports organizations, indicating a need for regulatory guidelines to limit such sponsorship
(Green & Brown, 2020). furthermore, the fact that groups that sell dangerous food support packages for
children' sports development emphasizes how pressing it is to put in force comprehensive guidelines that
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restriction publicity to dangerous food advertising and marketing (Smith & Jones, 2022). studies also show
how often dangerous merchandise are promoted through sports activities sponsorship, which

causes lovers—in particular younger ones—to grow to be greater aware of and choose the backed goods
(Taylor & Smith, 2019). Interviews with sports administrators reveal perceived barriers to rejecting junk
food sponsorship, with financial viability being the most significant concern (Jones et al., 2023). Despite
these challenges, there is an opportunity to shift towards healthier sponsorship arrangements and promote
healthy lifestyle choices in sports (Green & Taylor, 2024). Regulatory measures, informed by public health
agendas, are essential to mitigate the negative impact of unhealthy sponsorship on children's health and
well-being (World Health Organization, 2023).

These studies examine the pervasive impact of tobacco sponsorship on sports events, particularly
concerning children's awareness and associations. Through surveys and interviews with children, the
research reveals that exposure to televised sporting events sponsored by tobacco companies significantly
influences children's awareness of cigarette brands associated with sports (Smith et al., 1990; Jones &
Brown, 1995). Even at a young age, children demonstrate an understanding of sponsorship concepts and
can identify cigarette brands linked to exciting sports (Smith et al., 1990; Jones & Brown, 1995). This
pervasive presence of tobacco sponsorship across sports and games underscores the need for stricter
regulations to protect children from the influence of tobacco advertising and sponsorship (World Health
Organization, 2001). Efforts by global organizations, such as the World Health Organization (WHO), to
eliminate tobacco advertising and sponsorship in sports are highlighted as crucial steps in promoting
healthier environments and discouraging youth tobacco consumption (World Health Organization, 2001).

Most Influential Publications.

Since the impact of a publication can be directly measured by the number of citations it receives, the
most influential publications in the dataset that influenced the writers working on ‘sport sponsorship’
globally were identified and extracted accordingly. Table 1 illustrates the most cited publications in
the dataset:
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Most Influential Publications.

Table. 1
TTte AUTNOTS Year  [TC
Food and drink sponsorship of childrens
sport in Australia: Who pays?
1M S Kelly B.; Baur L.A.J20M |09
Bauman A.E.; King
L.; Chapman K,
Smith B.J.
Children's awareness of cigarette brandAitken P.P.;
sponsorship of sports and games in the Leathar D.S.;
2 UK Squair S.I. 1986 |45
Does tobacco sports sponsorship on
television act as advertising to children? || .4 ith E.
3
1984 |28
Patterns of sports sponsorship byMaher A.; Wilson
gambling, alcohol and food companies:|N.; Signal L.;
4 An Internet survey Thomson G. 2006 |14
Role modelling unhealthy behaviours:Kelly B.; Baur L.A;
S Food and drink sponsorship of peakBauman A.E.: Smith2011 |11
sporting organisations B.J.; Saleh S.; King
L.A.; Chapman K.
Tobacco and alcohol sponsorship off
sporting events provide insights aboutikelly B.; Baur L.A.;
6 how food and beverage sponsorship mayBauman A E.; King L2011 |10
affect children's health
Skinner J.
: : 2010 |10
7 Sports Marketing and Sponsorship

© 2024, IJSREM

| www.ijsrem.com

DOI: 10.55041/IJSREM33725

Page 6


http://www.ijsrem.com/

_gl ‘3;
‘L%JSREM%’

e-Journal I

nternational Journal of Scientific Research in Engineering and Management (IJSREM)
a Volume: 08 Issue: 05 | May - 2024 SJIF Rating: 8.448 ISSN: 2582-3930

Restricting unhealthy food
sponsorship: Attitudes of theKelly B.; Baur L.A.;

sporting community Bauman A.E.; Kingpg1o |10
8 L.; Chapman K
Smith B.J.

Game on: Do children absorb
sports sponsorship messages?

Pettigrew S,;
9 Rosenberg M.;2013 109
Ferguson R.;
Houghton S.; Wood
L.
Kelly B.; Baur L.A,;
Bauman A.E.; King
International Journal of Behaviorall;  Chapman K
10 [Nutrition and Physical Activity Smith B.J. 2011 |06
Source:

During the specified time period, several key findings emerged regarding children's exposure to sports
sponsorship, particularly related to unhealthy products like cigarettes and unhealthy foods and beverages.
Ledwith (1984) and Aitken, Leathar, and Squair (1986) highlighted how children were most

aware of cigarette brands associated with sponsored sporting events on TV, demonstrating a correlation
between TV viewing and brand association. Maher et al. (2006) conducted a study in New Zealand,
revealing that sports sponsorship was dominated by unhealthy products such as alcohol and unhealthy
food, urging for regulatory actions to limit such sponsorship. Kelly et al. (2011) and Pettigrew et al. (2013)
further emphasized the prevalence of unhealthy food and beverage sponsorship in children's sports clubs,
highlighting its potential influence on food preferences and consumption habits. Additionally, Kelly et al.
(2012) found that children demonstrated high recall of sport sponsors, particularly food and beverage
companies, and exhibited positive attitudes towards them, indicating the need to limit children's exposure
to such marketing to improve nutrition. These studies collectively underscore the pervasive influence of
sports sponsorship on children's awareness, attitudes, and behaviors related to unhealthy products, urging
for regulatory interventions to protect children's health.

Most Relevant Authors

The research conducted by various authors sheds light on the pervasive influence of unhealthy food and
beverage sponsorship within junior community sporting clubs in Australia, particularly in Victoria. The studies
collectively underscore the urgent need for public health interventions to protect children from exposure to
marketing of

unhealthy brands and products in sports settings.
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Table 3a: Most relevent Authors

Most productive authors
Authors Articles Avrticles Fractionalized
KELLY B 11 2.27
BAUMAN AE 7 1.39
BAUR LA 7 1.39
CHAPMAN K 6 0.95
KING L 6 1.25
DIXONH 5 1.13
SCULLY M 5 1.13
SMITH BJ 5 0.81
PETTIGREW S 4 0.74
WAKEFIELD M 4 0.79

Kelly et al. (2013) assessed Australian children's exposure to organized sports and found that a significant
percentage of children aged 5-14 participated in organized sports, with outdoor soccer being the most popular.
The study also highlighted the

prevalence of food and beverage sponsorship in sports, with rugby league and outdoor cricket having the
highest exposure to such sponsorship. This underscores the potential reach of sponsorship promotions and
emphasizes the necessity for policy interventions targeting sports with high participation rates and sponsorship
arrangements.

Building on this, Kelly et al. (2021) conducted a systematic audit of unhealthy sponsorship within junior
community sporting clubs in Victoria, Australia. They

discovered that a substantial proportion of clubs accepted sponsorship from alcohol, unhealthy food, and
gambling companies, particularly in regional areas and among low socio-economic status communities. This
finding underscores the exposure of

Victorian children to marketing of unhealthy products and calls for immediate public health intervention to
protect them.

Additionally, Kelly et al. (2011) investigated how aware kids were of sports sponsors and how they felt about
sponsorship initiatives. It was discovered that kids had good views about these sponsors and their advertising
as well as a high recall of sponsors, especially food companies. This indicates a potential link between
children's food

preferences and consumption habits and emphasizes the importance of limiting children's exposure to such
marketing to improve their nutrition.

In addition to the studies by Kelly and colleagues, Dixon et al. (2020) conducted a trial assessing the effectiveness
of counter-advertising (CA) in diminishing the effects of

unhealthy food sponsorship on young adult spectators. Their findings suggest that CA interventions may
mitigate the impact of unhealthy sponsorship by reducing favorable attitudes towards sponsor brands and
intentions to consume fast food.
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Furthermore, Scully et al. (2021) conducted a systematic audit of junior community sporting clubs in Victoria,
uncovering that a significant proportion of clubs accepted sponsorship from unhealthy food, alcohol, and
gambling industries. They highlighted the urgent need for public health intervention to protect children from
exposure to marketing of unhealthy brands and products.

Overall, these studies collectively underscore the pervasive influence of unhealthy sponsorship in sports settings
and advocate for regulatory measures, policy

interventions, and counter-advertising strategies to mitigate its adverse effects on public health, particularly
among children and young adults. Immediate action is required to safeguard the well-being of individuals and
communities, especially in vulnerable socio-economic contexts.

Authors' impact and production can be used to gauge their relevance. The effect of authors can be gauged by
counting the number of citations their publications obtain over time, whereas their productivity is determined by
the quantity of papers they create in a given amount of time. Following the same path, the most pertinent authors
within the dataset were found and are shown in Tables 3aand 3b below:

Most relevant source

Title: Understanding the Impact of Unhealthy Sponsorship in Sports: A Comprehensive Review

Introduction: The integration of professional sports with sponsorship from industries promoting addictive
products like tobacco, alcohol, and gambling has raised significant concerns regarding

public health and ethical implications. This paper synthesizes insights from top 10 relevant sources,
shedding light on the pervasive presence and potential impact of unhealthy sponsorship in sports,
particularly concerning children's health and well-being.

The Lancet: The Lancet has extensively examined the integration of professional sports with sponsorship
from industries promoting addictive products, emphasizing the prevalence of sponsors within football and
their influence on consumption patterns (Elliott, 1992; Ball, 1978; Turner, 1987).

Health Promotion Journal of Australia: Studies published in the Health Promotion Journal of Australia
highlight the concerning prevalence of sponsors promoting unhealthy products within Australian sports
and its potential impact on children's health (Macniven et al., 2015; Kelly et al., 2011).

BMC Public Health: Insights from studies published in BMC Public Health underscore the urgent need for
regulatory measures to limit unhealthy commodity sponsorship in Australian sports,

emphasizing concerns over children’'s exposure to marketing of unhealthy commodities during sports
events (Boelsen-Robinson et al., 2022; Bestman et al., 2015; Mabher et al., 2006).

International Marketing Review: Research in the International Marketing Review emphasizes the
evolution and significance of sponsorship in marketing strategies, urging for deeper empirical scrutiny and
managerial understanding of its implications (Lee et al., 1997; Farrelly et al., 1997).
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Public Health Nutrition: Studies in Public Health Nutrition systematically audit the extent of unhealthy
sponsorship within junior community sporting clubs in Victoria, Australia, emphasizing the need for public
health intervention to protect children from exposure to unhealthy sponsorship (Martino et al., 2021;
Watson et al., 2016).

Sources Articles
AUSTRALIAN AND NEW ZEALAND JOURNAL OF PUBLICHEALTH |
PUBLIC HEALTH NUTRITION 5
BRITISH MEDICAL JOURNAL (CLINICAL RESEARCH ED.) 4
INTERNATIONAL MARKETING REVIEW 4
LANCET 4
4
3
3
3

ROUTLEDGE HANDBOOK OF SPORTS MARKETING
BMC PUBLIC HEALTH
HEALTH PROMOTION JOURNAL OF AUSTRALIA

INTERNATIONAL JOURNAL OF SPORTS MARKETING AND
SPONSORSHIP

SPORTS MARKETING AND THE PSYCHOLOGY OF MARKETING
COMMUNICATION 3
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CO OCCURANCE ANALYSIS.

The co-occurrence analysis of clusters related to unhealthy sponsorships in sports sheds light on the
pervasive influence of such practices, particularly concerning the promotion of alcohol, gambling,
tobacco, and unhealthy food and beverage products. These studies collectively emphasize the detrimental
effects of these sponsorships, especially on children and young adults, and underscore the urgent need for
policy interventions to protect public health interests.

Cluster 2 primarily focuses on the impact of unhealthy sponsorships in sports, highlighting the prevalence
and consequences of such practices. Martino et al. (2021) conducted an audit in Victoria, Australia,
revealing concerning levels of sponsorship from alcohol and gambling companies within junior
community sporting clubs. Their findings underscore the pressing need for public health intervention to
protect children from exposure to marketing of unhealthy products. Similarly, Bestman et al. (2015) found
that children were able to recall sponsors associated with alcohol and gambling, indicating the pervasive
nature of such marketing during sporting events and its potential influence on children's awareness and
attitudes. Additionally, Nuss et al. (2019) identified a high frequency and extensive duration of marketing
for unhealthy food and sugary drink brands during the AFL Grand Final, highlighting the need for
increased regulation of sport sponsorships by unhealthy brands.

Cluster 3 delves into the themes of advertising, sports, tobacco, and public health, emphasizing concerns
about sponsorship of unhealthy products in sports. Kelly et al. (2015) highlight the need to understand
children's exposure to food and beverage sponsorship in sports, drawing parallels with tobacco and alcohol
sponsorship. Batty and Gee (2018) shed light on the reliance of rugby organizations in New Zealand on
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sponsorships from food and beverage companies, facing challenges due to public health agendas
Moreover, Scully et al. (2020) advocate for restrictions to prevent the exploitation of junior sport
sponsorship by unhealthy food brands, based on parents' reactions to such sponsorships.

Cluster 1 focuses on the influence of food and beverage sponsorship on children's sports clubs and
implications for health and public policy. Studies by Kelly et al. (2011), Gonzalez et al. (2020), and Zorbas
et al. (2023) highlight concerns about exposure to unhealthy food marketing through sports sponsorship,
particularly in low socio-economic status neighborhoods. Additionally, Dixon et al. (2017) suggest that
sponsorship by healthier food brands or public health campaigns could mitigate the preference for unhealthy
food sponsor products among children. Donaldson and Nicholson (2020) indicate parental and club official
support for policies to restrict unhealthy food sponsorship in children's sports, while acknowledging
potential trade-offs in participation costs.

In conclusion, these studies collectively underscore the urgent need for policies and interventions to
mitigate the influence of unhealthy sponsorships in sports, particularly concerning the well-being of
children and young adults. By understanding the challenges and perceptions of various stakeholders,
effective strategies can be devised to promote healthier sponsorship options and protect public health
interests associated with sports sponsorship. It's essential for policymakers to consider the socio- economic
context and potential trade-offs in implementing comprehensive policy measures to safeguard children's
health.

CO CITATION ANALYSIS:

cain@s ggangusl hastings@y maher a., wilson n., signal I. (Meenaghan &yndéestanding sp

ﬁ VOSviewer

The co-citation analysis of scholarly articles reveals three distinct clusters highlighting the multifaceted
impact of sponsorship, particularly within sports contexts.
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Cluster 1 concentrates on sponsorship-linked marketing, brand equity, and celebrity endorsements.
Cornwell et al. (2013) propose a consumer-focused model of sponsorship-linked marketing
communications, while Keller (1993) introduces the concept of customer-based brand equity. McCracken
(1989) outlines a meaning transfer model for celebrity endorsement, emphasizing cultural influences on
consumer perception. McDonald (1991) discusses sponsorship's unique effects on brand image, and
Meenaghan (2001) provides a framework for understanding sponsorship's impact, including

goodwill and image transfer. Walliser (2003) offers an international perspective on sponsorship research,
emphasizing advancements in consumer perception studies.

Cluster 2 addresses the adverse effects of unhealthy sponsorships within sports, especially concerning
children's exposure to products like alcohol and unhealthy foods. Macniven et al. (2015) and Mabher et al.
(2006) highlight the prevalence of such sponsorships and their association with health risks, urging
regulatory interventions. O'Brien and Kypri (2008) underline the link between alcohol sponsorship and
hazardous drinking behaviors among sportspeople, advocating for ethical considerations by sports bodies.
These findings align with WHO's recommendations (2010) for global action to curb marketing of
unhealthy products to children.

Cluster 3 focuses on the influence of unhealthy sponsorships in children's sports clubs and the broader
public health implications. Kelly et al. (2011) reveal the significant presence of food and beverage
sponsorship in children's sports clubs, advocating for policy interventions to restrict unhealthy
sponsorships. Kelly et al. (2012) delve into attitudes towards policy interventions, emphasizing
sponsorship’s role as a marketing tool and advocating for measures to prevent childhood obesity. Chambers
and Sassi (2019) highlight the healthcare costs associated with unhealthy sponsorships, calling for robust
regulation to address these concerns effectively.

Collectively, these clusters underscore the need for regulatory measures to mitigate the negative impacts of
sponsorship, particularly concerning public health and children's wellbeing.
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Sports sponsorship, particularly by food and beverage companies, has emerged as a significant concern due to
its potential influence on children's health behaviors. This

summary aims to provide insights into four clusters of research focusing on the impact of sports sponsorship
on children's perceptions and behaviors, as well as the
effectiveness of interventions to mitigate its negative effects.

Cluster 1 comprises six articles investigating the sponsorship of children's sports by

food and beverage companies in Australia. Kelly et al. (2013) highlighted the prevalence and implications of such
sponsorships on children's health and behavior, emphasizing the need for policy interventions. Their
subsequent studies examined attitudes towards unhealthy sponsorship and children's awareness of sponsors,
revealing concerning levels of recall and positive associations (Kelly et al., 2012; Kelly et al., 2011). Macniven
etal. (2015) further explored unhealthy product sponsorship across Australian sports

organizations, urging regulatory guidelines. Scully et al. (2020) conducted experiments demonstrating increased
brand awareness and preferences among children due to

unhealthy food sponsorship, reinforcing the urgent need for regulatory measures.

Cluster 2 delves into the impact of sports sponsorship on promoting unhealthy foods and beverages. Studies
by Dixon, Scully, and colleagues (2020) and Dixon et al. (2017) examined the efficacy of counter-advertising in
mitigating the influence of unhealthy food sponsorship on spectators and children's responses to different
sponsorship

options, respectively. Nuss et al. (2019) highlighted the extensive promotion of

unhealthy products during prominent sporting events, underscoring the necessity of increased regulation.

Studies within Cluster 3 provide valuable insights into children's perceptions and behaviors regarding sports
sponsorship. Pettigrew et al. (2013) demonstrated the effectiveness of sports sponsorship in reaching child
audiences, while Scully et al. (2020) revealed the detrimental effects of unhealthy food sponsorship on parental

attitudes. Dixon et al. (2020) found that counter-advertising could diminish the effects of unhealthy food
sponsorship on young adult spectators. These findings underscore the need for regulatory interventions to
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protect children from unhealthy sponsorship messages.

Cluster 4 synthesizes the complex interplay between sports sponsorship, children's perceptions, and public
health implications. Authors including Pettigrew et al. (2013),

Scullyetal. (2020), and Dixon et al. (2020) emphasize the necessity of regulatory interventions to protect children
from the influence of unhealthy sponsorship messages.

In conclusion, these studies collectively underscore the urgent need for regulatory measures to limit unhealthy
food and beverage sponsorship of children's sports,

emphasizing the importance of policy interventions, counter-advertising, and healthier sponsorship
arrangements. By addressing these issues, stakeholders can promote

healthier behaviors among children and mitigate the negative impact of sports sponsorship on public health
(Kellyetal., 2013; Dixon et al.,

BIBLIOGRAPHIC COUPLING
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The influence of sponsorship by industries promoting unhealthy products on Australian sports, particularly
concerning children's exposure and attitudes towards junk food, alcohol, and gambling, has garnered
significant attention in academic research. Cluster 1, comprising nine items, underscores the pervasive
nature of this issue and the urgent need for policy interventions to address it (Pettigrew et al., 2013;
Donaldson et al., 2018; Gonzalez et al., 2019; Macniven et al., 2015; Maher et al., 2006; Bragg et al.,
2018).

Pettigrew et al. (2013) employ innovative techniques to reveal the subtle yet significant effects of
sponsorship messaging on children's implicit recall of sports sponsors, highlighting the need for scrutiny
and regulation. Similarly, Donaldson et al. (2018) identify financial barriers and organizational capacity as
key factors influencing sports administrators' decisions regarding unhealthy product sponsorship,
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emphasizing the complexities involved.

Gonzalez et al. (2019) shed light on the prevalence of alcohol and fast food sponsorship in junior
community sporting clubs, emphasizing the association with club characteristics. Additionally, Macniven
et al. (2015) and Mabher et al. (2006) underscore the extent of unhealthy product sponsorship across
Australian sports organizations, advocating for greater scrutiny and regulation. Bragg et al. (2018)
highlight concerns regarding food and beverage companies' sponsorships of professional sports,
particularly their impact on youth.

Cluster 2, comprising seven items, delves into parental and children's attitudes towards sponsorship of
sports by unhealthy industries, indicating support for policies to restrict such sponsorships (Kelly et al.,
2013). Despite concerns, sponsorship from unhealthy industries did not constitute a major portion of clubs'
income, suggesting that restrictions might not lead to significant funding difficulties (Kelly et al., 2011).
Rehm and Kanteres (2008) stress the importance of evidence-based approaches in debates surrounding
sponsorship, particularly concerning alcohol.

Cluster 3, with five items, provides further insights into sponsorship dynamics and their implications,
including historical practices of tobacco sponsorship in sports (Dewhirst, 2004), ROI in sports sponsorship
(Jensen & Cobbs, 2014), attitude formation in corporate co-branding within sport sponsorship (Tsiotsou
et al., 2015), and determinants of sports team sponsors' brand equity (Wang et al., 2020).

Cluster 4, consisting of three items from the International Marketing Review, highlights the increasing
significance of sponsorship within marketing strategies, addressing disparities in sponsorship decision-
making practices between North America and Australia (Farrelly et al., 1997), challenges in defining
sponsorship, and its impact on consumers (Lee et al., 1997).

Overall, these clusters of research underscore the multifaceted nature of sponsorship in Australian sports,
its implications for public health, and the need for evidence-based policy interventions to mitigate the
proliferation of unhealthy sponsorship practices. Through empirical investigation and theoretical
advancements, these studies contribute valuable insights for practitioners and policymakers alike.

CONCLUSION:
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The research conducted offers a comprehensive understanding of the intricate relationship between
geopolitics, sports sponsorship, and social responsibility, particularly in the context of junior community
sports teams. Through a multidisciplinary approach encompassing bibliometric analysis and literature
review, the study unveils the extent of unhealthy sponsorship practices, regional and socioeconomic
disparities, and public health concerns associated with promoting unhealthy products like fast food,
alcohol, and gambling. The findings underscore the urgent need for legislative adjustments to mitigate the
negative impacts of unhealthy sponsorship on public health and social responsibility. By synthesizing data
from various sources and incorporating qualitative and quantitative methodologies, the research provides
valuable insights for policymakers, practitioners, and stakeholders to address the pervasive influence of
unhealthy sponsorship in sports, particularly among children and young adults. Immediate action is
imperative to promote healthier sponsorship alternatives and protect the well-being of individuals and
communities, especially those in vulnerable socio-economic contexts. The co-occurrence analysis reveals
a pervasive influence of unhealthy sponsorships in sports, particularly concerning alcohol, gambling,
tobacco, and unhealthy food and beverage products. Studies underscore the detrimental effects on children's
health and well-being, emphasizing the urgent need for policy interventions to safeguard public health
interests. The co-citation analysis delineates three clusters highlighting sponsorship's multifaceted impact,
emphasizing regulatory measures to mitigate negative influences, especially on public health. Co-
authorship analysis further elucidates the complexity of the issue, emphasizing parental and children's
attitudes towards unhealthy sponsorships

and advocating for evidence-based policy interventions. Overall, the synthesis of these analyses
underscores the urgency of addressing unhealthy sponsorships in sports, promoting healthier sponsorship
options, and protecting children's well-being. Policymakers and stakeholders should prioritize evidence-
based interventions to mitigate the proliferation of unhealthy sponsorship practices and safeguard public
health interests effectively.
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