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Exploring Charity Sport Eventsin BarcdonaProvince: A Phenomenon ontheRise albet with Pending
Issues
Explorando los eventos deportivos solidarios en la provincia de Barcdona: un fendmeno en auge con
asignaturas pendientes
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Abstract. The purpose of this research was to andyse the main characterigtics of charity runs and walks in Barcelona Province, atending at the format
of the event, at the organising agents and, with a particular emphasis, at the level of accountability in the management of charitable giving at such
events. Data were collected from an analysis of 189 websites for charity runs and walks. A participatory action research group contributed to the
development of the analys's model, whose design guided the different stages of the research. The results show the growing popularity of events like these
within the context of an ever-increasing diversity of event types and organising agents, as well as the importance placed on charitable causes. A
condderable variability is observed in the criteria used for charity management, together with a very low awareness of the need to render account to
stakeholders through the website of the events analysed.
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Resumen. El propdsito de esta investigacion fue andlizar las principales caracterigticas de las carreras y marchas solidarias en la provincia de Barcelona,
en cuanto d formato de los eventos, a los agentes organizadores y, haciendo especial énfasis en el grado de rendicion de cuentas en la gestion de la
solidaridad de estos eventos. Los datos fueron obtenidos a través del andisis de 189 péginas web de carreras y marchas solidarias. Par ello se disefié un
modelo de andisis desarrollado a partir de las aportaciones de un grupo de investigacion socia participativa gue ha guiado la investigacion durante sus
diferentes fases. Los resultados muestran la creciente popularidad y auge de este tipo de eventos en un marco de creciente diversidad en cuanto a su
tipologia, a los propios agentes organizadores y a la importancia otorgada a la causa solidaria. En este sentido, se observa una considerable variabilidad
en los criterios utilizados en la gestion de la solidaridad, asi como muy poca conciencia de la hecesidad de rendir cuentas con los colectivos interesados

a través de las péaginas web de los eventos andizados.
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Introduction

Thepraliferationof funrunsinrecent yearsisaphenomenoncaled
the «second wave of running» (Scheerder, Breedveld & Borgers, 2015;
Van Bottenburg, Scheerder, & Hover, 2010). Such growth has been
observed both internationally (Running USA, 2016) and netiondly, in
this case in Spain (Subdireccion Generd de Estadisticay Estudios,
2016).

Of particular notein Spainisthehugeriseinthenumber of running
and walking racesin some way linked to charity (CinfaSalud, 2017).
These are organised by local authorities, sport organisations, third-
sector bodies, commercia organisations and even by individuds. In
most instances, part of theevent regidration feeisdonated to acharitable
causein accordance with criteriaestablished by the organisation. And,
depending ontheorganisers degreeof charitableinvolvement, that part
may bemoreor lesssignificant. It may aso bethe casethat such events
smply amtoraiseawarenessof thecharitablecause supported. Despite
thediverdty of formats used for managing such eventsand for linking
them to acharitable cause, they are popularly known as* charity sport
events . Thus, the adjective ‘charity’ often forms part of the officid
nameof anevent, but thisdoesnot necessarily imply that itscontribution
to a charitable cause will be any higher than another event whose
charitablelink iswesker. While Filo, Funk and O’ Brien (2009, p.363)
congider that charity sport events «can include any sport event where
a sgnificant portion of proceeds benefit a specified charity», the
boundary between mass-participation running eventsand charity-rel ated
eventshasbecomeblurred dueto their enormousgrowth. Thisstudy is
based on abroad notion of charity sport events, it being understood that
such anation enablestherel ationship between charity and sport-related
runs and walks within the current Spanish context to be grasped.

Intermsof sportspalicies, in recent years Spain has seen growing
support and promotion of thistype of event by thelocd authoritiesin
citiessuch as Zaragoza, Vaencia, Barcdonaand Girona. Specifically,
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Zaragoza City Council offersthese sportseventsexemptionsfromthe
feefor usingthe public highway and other municipal servicesfor sports
events, depending on the red percentage of profitsto be set asde for
charity (Ayuntamiento deZaragoza, 2017). InitsSrategic SportsPlan,
Vaenciaincludes charity among thefive essential agpectsfor ensuring
full useismade of any major sports event (Fundacion DeportivaMu-
nicipa deVaencia, 2010). Smilarly, aspart of thecontracting conditions
for the organization of the Barcdlona Marathon and Half Marathon
between 2015 and 2018, companies had to present Barcelona City
Council withagtrategy to highlight the charitableaspect of theseevents
(Ajuntament deBarcel ona, 2013). Findly, GironaCity Coundil promotes
participationin charity racessuch as Trailwaker Gironaand Oncotrail
amongitscitizenshy awarding subsidiesto cover thecost of regigtration
and the required charity donation (Ajuntament de Girona, 2018).

From the charitable perspective, the organisation of charity sport
eventsisbecoming anincreasingly popular strategy (Bennett, Moudey,
Kitchin & Ali-Choudhury, 2007; Ruperto & Kerr, 2009) becausesuch
eventsdlow participantsto satisfy severa motivesat once, eg., doing
sport, teking timeoff and having funwhilecontributing to charity (Filo,
Funk & O'Brien, 2008). However, following Diaz, Piedrefita, Marcén
and Marcén (2014), despitetheir charitablenature, themain reasonsfor
participatinginthistypeof event areoftenrelated to theevent'sphysical
characteridtics, salf-improvement and persond challenge, successful
past experiences or aspart of atraining programme.

As far as charitable organisations are concerned, they try to
strengthen the relationship between them and the donors through
innovative marketing strategies to dtract charitable participation. As
Taylor & Shanka (2008, p.954) pointed out, this kind of events «are
increasingly being used by not-for-profit organisations for revenue
generdtion and to devel op awareness and support of the organisation’s
cause». They do so done, as the organisers of such events, or in
conjunctionwith organising agents(Bunds, Brandon-La & Armstrong,
2016).

In Spain, an issue related to the growth of eventsliketheseisthe
management of charitablegivingintermsof information, trangparency
and accountability to stakeholders. Communicating charitablemotives
and being trangparent about charitable proceedscouldlead tothecreation
of adgnificant experience of the event. To that end, and as stated by
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Filo, Grozaand Fairley (2012, p.136) «socid mediatechnologies can
communicate needs in advance of the event, while dso providing a
mechanismtothank participantsfollowing theevent and communicate
theoutcomesachieved.

Gibsonand Fairley (2015) haveasserted that thegradud incressein
charity sport events warrants the scientific community’s focus on
research into the participants motives and experiences, the role of
philanthropy and the participants charitable links. They underscore
theworks by authors such asFilo et d. (2008, 2009, 2014), Hendriks
and Peden (2013), Higginsand Lauzon (2003), Nettleton and Hardey
(2006), Taylor and Shanka (2008) and Webber (2004), among others.
For example, Filoet d. (2008) have suggested that charity sport events
should beaparticular focusfor research activity, distinguishingit from
other sport events. However, only a few sudies have explored the
relationships between charity and running and walking races, and the
management of charitablegiving.

Thisarticleexplores charity runsand walks based on two concep-
tud domains: therise of and growing interest in charity race events
within the context of the above-mentioned «second wave of running,
and accountability to stakeholders. The approach taken to that object
of sudy isananays sof theimportanceof technology ingenera and of
websites in particular to improving trangparency and accountability
associated with charity running and walking races. Teking into account
the current diversity of charity runs and walks, as well as the lack of
regulation of thecharity information provided, thisstudy’scontribution
centreson determining the characterigtics of charity runsand walkson
itsformat and organising agents, aswell astheir level of trangparency
and accountability inthemanagement of charitablegiving.

This type of information may be of interest to a variety of
stakeholders: organisers, participants, charitable organisations, public
authorities and sponsors. Regarding charity sport events, Higginsand
Lauzon (2003, p.375) havedatedthat «ethicd condderations, incduding
financid accountability, (. ..) dsoneedto beexplored, particularly when
private contractors are responsible for the implementation of physica
activity events.

From Mass-Participation Running Eventsto Charity Running
Events

Sincetheearly 21¢ century, therehasbeen an unprecedentedincrease
in participation in events of every type (Mar & Whitford, 2013).
Accordingto Scheerder et d. (2015, p.2), «massrunning [in the United
States] may be defined asamass movement, being aprominent socia
expresson of the counterculture of the 1960s and 1970s». The late
1970s saw the gart of the ‘first running boom’ in European countries
likeBdgium, Finland, Germany andHolland. Inthe 1980s, thet expansion
of running increasad as the number of runners got bigger, though it
plateaued to someextent inthe 1990s(Scheerder, et d., 2015). Running
races d 0 proliferated in Spain after the Francoist dictatorship (1939
1975), i.e, in the early years of restored democracy (Abedia, 2011,
2014). The number of runners began to increase again from the late
1990s, not only in the United States and Europe, but aso worldwide.
This marked the start of the phenomenon called the «second wave of
running», withthenumber of runnersin Europeranging between 45and
55 million (Scheerder, &t d., 2015). Research such as that of Segui,
Inglés, Labrador and Faria (2016) and by Segui and Farias (2018)
corroborate the rise in the number of these eventsin Spain. Currently,
therunningindustry isstable (Wahba, 2015), and thishasbeen observed
in Spain too, where the number of habitual Spanish runners has been
put at 3.14 million, each gpending around €475 per year on averageon
this activity (CinfaSalud, 2017). Indeed, the rise of sport in Spain is
reflected by the citizens habits, with running being the second most
popular weekly sport activity (10.6%) (Subdireccion Generd deEsta
digticay Estudios, 2016).

In the specific case of charity sport events, their worldwide
proliferationissimilarly noteworthy (Palmer, 2016). According to\Won
(2009), their success is due to the popularity and universdity of the
sport, its potentia to arouse expectation and attract spectators, and its

- 230 -

asociation with a hedthy lifestyle. Organisationally, Hendriks and
Peden (2013, p.62) digtinguish anumber of formats, such as «CSES
with emphasis on the cause» (a greater focus on charity) and when
«physica activity was the priority» (a greater focus on sport).

From the perspective of agents involved in the management of
charity events, authorssuchasFHloet d. (2012) and Higginsand Lauzon
(2003) highlight the fact that their organisation is one of the most
common ways of fundraising among third-sector organisations, and
thisissomething that can beextrapol ated to sport-rel ated organisations
too (Bunds, et d., 2016; Filo, et d., 2009). According to Filo, Spence
and Sparvero (2013), the pervasiveness of sport in society and in
charitableorganisations’ quest for fundraising dternativesexplainsthe
growing popularity of charity sport events.

InSpain, and particularly intheregion of Catalonia, runslikethese
have proliferated in recent years (Abadia, et d., 2016). In Catdonia's
case, the success of new events like Oxfam Intermdn Trailwalker or
Barcd onaMagic Linebear witnesstothet rise, asdothecharity proceeds
fromrunsorganised by Barcd onaCity Council in 2013, whichamounted
t0€145,000 (Ajuntament de Barcelona, 2014).

Accountability in Charity Sport Events

A key agpect in the organisation of eventsliketheseistheneed to
develop a communication strategy to strengthen the link with the
participants(Bunds, Brandon-La & Armsatrong, 2016). Communicating
charitable motives and being trangparent about the management of
charitableproceedscouldlead tothecreation of asignificant experience
of the event, thereby strengthening the perception among participants
thet they aremaking adifferenceand setting themsavesapart fromtheir
competitors (Filo, Groza & Fairley, 2012; Filo, et d., 2014). To that
end, the organisers need to know the mechanisms through which the
participants associate themsalves with a certain event.

Fromthecharitableorganisations pergpective, Hyndman and Jones
(2011) suggest thenead for thereto be somedegreeof monitoring by the
donors, by thebeneficiariesof charitablegiving and by theregulators. A
key element in the good governance of third-sector organisations is
accountability (Hyndman & Jones, 2011), from which a further two
key dements emerge: the need to identify the main stakeholders —
donors, beneficiaries, promoters, regulatorsand saff—andto determine
the type of information that ought to be provided (Connally &
Hyndmean, 2013; Hyndman & Jones, 2011; Lee& Rhoda, 2013). Another
theoretica perspective thet needs to be taken into account is the one
thet links the ethicdl criteria gpplied to charity to the organisation’s
reputation. Thisis so because, without an explicit ethical investment
policy, thereisarisk of tension between theexpectationsof thedonors,
the investment managers and the charity team (Kreander, Besttie &
McPhail, 2009).

According to Hyndman and Jones (2011), itisimportant to provide
accountability by publishing information on a website or in annua
reportsinorder toachieveagregter andlonger-lagting donor involvement.
Inthisrespect, thelnternet hasbecome animportant and very effective
meansfor organisationsto communicatewith their sakeholders(Gandia,
2011). Authors such as Saxton, Nedy and Guo (2014) have noted a
positive relationship between the leve of charitable contributionsand
theamount of information about charitablegiving disseminated viathe
websites of non-governmental organisations. Those authors have
aserted thet there is an information effect thet determines donations.
Smilarly, jus associd mediahasbecomeanincreasingly moreimportant
means of communication, especialy among young people (Garcia
Fernandez, Ferndndez-Gavira, Duran-Mufioz & Vélez-Coldn, 2015),
90 hasit been progressively included in tertiary sector organizetions
stakehol der communication and rel ationsstrategies, asstated by authors
suchasLoveoy & Saxton (2012).

Inthecaseof charity sport eventsin generad and charity raceevents
inparticular, registration isoften doneonline, so information about the
charitablecausesand the charitabl e outcomesa so needsto beprovided
oncetheeventisover. Filo et d. (2009) have asserted thet acharitable
causecan besrengthened by congtantly communicating thefundraising
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success achieved, which should include specific data about the use of
the proceeds.

AccordingtoGandia(2011), disseminatinginformaionviaawebste
is initially determined by the organisations' communication and
trangparency drategy, in relation to which two organisationd forms
have beenidentified: opaque and transparent (Horini, 1998).

Method

Research context

Itisabsolutely necessary toframethedescriptivedatistica andys's
of thedataobtained fromthe systematized study of theRunediawebsite
—thebasisof the paper presented here—within thegloba design of the
research studying the problems associated with managing charitable
initiatives in charity runs in Catalonia, with the god of proposing
evauation and adminigtrativeand societa control strategies. Thisstudy
ispart of abroader project that seeks to explore the redlity of charity
runsand walksin the context of Cataonia(Spain) and whose ultimate
god isto draw up abest practices manud for organizing this type of
event.

Itisprecisdly thislatter intention that led usto structurethestudy’s
overd| desgnasplurimethodologicd participatory socid resserch (PSR)
(in which this descriptive anaysis would be only one of the methods
used), characterised by the incorporation of the participants opinions
and interests into the research process, which is amed a action and
problem-solving within a programme, organisation or community
(Patton, 2002; Sanchez, 2007). A participatory action research group
(PARG) wasformed by representatives of local authorities (Barcelona
Provincid Council, EpluguesdeLlobregat City Council’sSport Sarvice)
and of charity runsand walks(Oxfam Intermén, ObraSocia Sant Joan
de Déu, Aspasim), aswell astwo long-standing and highly respected
charity runners. By means of several meetings held throughout the
entire research process, this group contributed to the definition of the
object of study, to the instruments used (which includes the
systematized observation filewhich providesthebasisof theSatistical
andysis discussed here) and to the andlysis and interpretation of the
main results obtained.

Inshort, theresearch performed hereisapartid, dbeit unavoidable
gep in the performance of a complete study of the management of
charity initiativesinvolving charity runsin Catalonia

Procedureand Materials

Inthespecific caseof thisinitid research, 2 meetingswerearranged
with the PARG The purpose of the first meeting was to define the
sampl€e's inclusion criteria -charity races and walks over dl types of

Tablel

Variables and indicators to be considered in the analysis of the transparency of charity runs and
walks, as judged from their websites

Variables Indicators

Main distance
Area
Typology (paved road, dirt track, mountain, long-distance route or walk)
Format (individua, pairs, group, severa options)
Typeof registration (fixed cogt, free, voluntary, charity contribution)
Features of the Month of the year
event Scope of the charity action (local, international)
Typeof charity cause supported (animal kingdom, environment, education,
health, community development, humanitarian services, art and culture,
several combined causes)
No. of charity events
Promotion of other values
Organizer (third sector for own / external cause, public sector, private sector
/ commercial, ad hoc organization, individual person, cooperation between
several ingtitutions)
Information on the website of the charity organization that is the beneficiary
of the charitableinitiative
Location of the information about the charity on the event’s website (in the
main menu / in secondary sections of the website)
Link on the website to the charity organization
Information about the charitable initiative's track record (funds raised and
charity causes supported in previous editions)
Channel for receiving charitable contributions
Charitable contribution (material, financial)
Typeof contribution (voluntary fixed / open, obligatory fixed / open, no
information)
Information about advice for raising funds and fostering solidarity
Specification of the total anount collected for the charitable initiative
Follow-up information on the proj ects undertaken with the funds raised

Event
management

Management of
charitablegiving
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distances held in urban and natura environments- and also the
geographica area-the province of Barcelona: to which the study was
circumscribed. Excluded are multisport events-such as duathlonsand
triathlons- orienteering races, obstacleraces and canicross. Inturn, the
online plaform for accessing information about the existing charity
runsand wakswasdecided, and possbledimensionsandindicatorsto
be included in the analysis model were proposed. Subsequently, the
members of the PARG were contacted by email so that they could
evauatetheanadyssmode created. Thework done by the PARG led
to the design of the analysis model that has 3 dimensions and 21
variables, as shown in Table 1. The andysis was carried out between
April and July 2016. Ladlly, &t the second meeting, the main results
found were presented and discussed.

Sample

In order to sudy the different types of running and walking races
with acharitablelink basad on their management of charitablegiving,
189eventsof thistypeheldin Barcd onaProvincewereanadysed. A 12-
month period was andysed, from March 2015 to February 2016.

For the definition of the study sample, the Runedia website was
used. Thiswebsite containsone of the most comprehensiverace event
cdendarsfor Spain. Using theinformation on Runedia, thewebsitesof
all theexigting runsand walks were accessed to exclude those that did
not haveany charitablelink. After andysing 873 runsandwalksheldin
Barcd onaProvinceintheabove-mentioned period, atota of 189 events
with some charitable content wereidentified to form the sample of this
studly.

After sdlecting the sample, analysis of the websites of those 189
charity runs and walks was performed. The data were supplemented
with details of the number of participantsand of thefina proceeds by
scouring the socia mediaand press releases of those events after they
hadbeenheld.

Data Analysis

Statistica anayses were conducted using the Statistica Package
for theSocia Sciences(SPSS) 22.0(IBM SPSSSttistics, Chicago, IL,
USA), obtaining thedescriptiveandyssof thed | assessed varigbles. A
frequency study of the three dimensions: event characteristics, event
management and management of charitablegiving, wasruninorder to
show the main characterigtics of charity runs and walksin Barcelona
Province

Resaults

An Approach to the Different Types of Runs and Walks with
Charitable Content

Atotd of 189runsand walkswith charitablecontent wereidentified
in BarcelonaProvince. Held between March 2015 and February 2016,
this number represents 21.64% of the 873 totd runs and walksin the
Province.

Thedigtribution of racesthroughout theyear wasnot uniform. The
highest number of eventslikethesetook placein spring (particularly in
May) and autumn (October/November), inaccordanced sowith periods
when more race events were held (see Table 2). The most popular
distanceswere 10k (26.5%) and 5k (24.3%). Nevertheless, it should be
noted that 36%o of therunsand walkswith charitable content did not fall
intothemaindistancecategories(5k, 10k, haf marathon and marathon).

Of theeventsandysed, 83.1% wereheld outsdethecity of Barce-
lona Themost common modeof participationwasindividud (94.7%)
and the main type was road running (52.4%), followed by mountain
running (21.79%), trekking or walking (14.3%) andtrack running (11.1%).

Regarding the scope of the charitable causes supported, in 89.9%
of cases it was locd, and the most commonly supported charitable
causes were hedlth (39.7%) and humeanitarian services (37%). Of the
runsandwalksanaysed, it should benoted that 57.1% of them had hed
alink to acharitable causein the past 4 editions of the event.
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Table2
Main characteristics of runs and wal ks with charitabl e content

Event characteristics Frequency Percentage
Main distance

10k 50 265
Other distances 68 36
Zone

Other parts of the Province 157 83.1
Typeof run or walk

Road 99 524
Registration mode

Individual 179 947
Month of the year

October 33 175
May and November 23 12.2
Charitable action sphere

Loca 170 89.9
Typeof charitable cause supported

Health 75 397
Humanitarian services 70 37
Number of charity editions

Between 1 and 4 108 57.1
Promotion of other values

No 142 75.1

Atotdl of 337,851 participantswere counted based on dataobtained
for 168 of the 189 runsand waksandysed, whether from thewebsites,
press releases or social media of those events. The participation
distribution was not very uniform, since 8 runs had over 10,000
participants, and 7 of those 8 were held in the city of Barcelong, thus
representing 48% of dl participants. In accordance with Hendriksand
Pedlen (2013), fromthese 8 events, the 7 with the highest participation
were characterised by their emphasis on the sport and participatory
components, with charity being a complementary aspect.

These charity runs and races managed to raise funds and obtain
materid donations To beprecise, 841,980 wereraised, and 21.4tonnes
of food and 2,900 individud items (toys, T-shirts, etc.) were obtained,
based on datafrom 108 of the 189 runsand walksanadysed. Thesedata
wereobtained mainly fromtheanayssof thoseevents' pressreleases
andsocid media

Regarding the organising agents (see Table 3), the events were
organised mainly by third-sector sport-rel ated organi sations (46%o) that
linked the event to an externa charitable cause -mogtly with support
fromathird-sector social organisation.

In descending order after third-sector port-related organisations,
eventswereorganised directly by thecommercid privatesector (19.5%)
and by local authoritiesand third-sector socid organisations (10.8%in
both cases). It should be noted that the latter (third-sector socia
organisations) organised eventsto obtain donationsfor their own socid
CaUES.

Table3

Main organising agents of runs and walks with charitable content
Event management

Organising agent

Frequency  Percentage

Third sector, linking the event to an externa charitable cause 87 46

Commercial private sector 36 19.5
Local authority 20 10.8
Third sector, linking the event to itsown socia cause 20 10.8

Management of Charitable Giving: Accountability asa Pending
Task

Asshownin Table 4, most events provided information about the
organisation benefitting from charitablegiving ontheir websites(90.5%),
dthoughinformation about thecheritablecausewasnot dwaysaccessble
from their respective websites main menu (60.3%). Regarding
information in the charitable giving history of previous editions of the
event, only 1 in 10 charity runs or waks made information about
proceedsavailadle.

There is some degree of balance between events that managed
charitablegiving using different channds, principaly viatheir websites
andfacetoface(30.7%0), viathewebdteof theevent or theorganisation
(28.6%), face to face during the event or at the heedquarters of the
organising agent (20.1%), or viaother websites (16.9%) such asthose
specidisinginthemanagement of regigtration fees. Worthy of mention
isthefact thet, inthemain, charitableproceedswerelinked toregigtration
for theevent, asthetypeof charitable contributionwasmogtly financia
(84.7%). Whether proceeds or material donations, the charitable
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contributionwasmainly compul sory and pre-defined by theorganisation
(69.8%). Other much lesscommon optionsincluded the possibility for
theparticipantsto decidewhether or not to makeacharitablecontribution
and ontheamount thereof (15.1%) or, when making acontribution was
compulsory, to decide on the amount thereof (7.5%). This type of
charitablegiving aso explainswhy, in most instances, the participants
were not given any advice about how to raise funds (95.2%). That
optionwasexclusiveto thoseeventsthat even alowed the participants
to decide which charitable challenge they wanted to support.
Regarding accountability to stekeholders, in 82.5% of cases no
informationwasgiven onthewebdteof theorganisation or event about
the total proceeds or material donations obtained for the socid cause
supported. Moreover, only 10.1% of the events andysed provided
follow-up information on their webstes about the charitable projects
supported. At the sametime, agreater use of socid mediain the post-
event period wasobserved, eg., asameansof providing accountability.

Table4

Management of charitable giving via websites
Management of charitable giving

Information on the website of the charitable organisation
benefitting from charitable giving

Frequency  Percentage

Yes 171 9.5
Charity information placed on the event website

In the website’'s main menu 14 60.3
Existence of alink to the charitable organisation

No 97 51.3
Information about charitable giving history

No 173 91.5
Charitable fundraising channel

Mixed 58 30.7
Website 54 28.6
Charitable contribution

Financia 160 84.7
Type of charitable contribution

Compul sory set amount 132 69.8
Information giving advice on how to raise funds and promote

charitable giving

No 180 95.2
Specification of the total proceeds raised for charity

No 152 82.5

Follow-up information about the projects undertaken thanks to
charitable contributions
Not provided 163 86.2

Table 5 shows the relationship between the variable organising
agent and the studied variables of the dimenson management of
charitable giving. It is possible to assert that there is afairly uniform
behaviour inreationtothemanagement of cheritablegiving, regardiess
of whotheorganising agent or what thedistance of themain event might
be. Thereislittle awareness of accountability to stakeholders viathe
website; except for events organised jointly by severd organisations
(35.3%), thepercentageof eventsorganisad by other agentsthat reported
their charitable proceeds was no higher than 20%. Specificaly, other
thanthird-sector organisationsthat linked anevent totheir own charitable
cause, the percentage of websites analysed that included follow-up
information about the charitable causes supported by the event ranged
between 5% and 11.5%.

Discussion

The results show thet there are awide range of sportseventswith
acharitablelink. Despite having their own unique cheracteritics, they
fell within the «second wave of running» (Scheerder, et d., 2015). As
stated by Scheerder et d. (2015, p. 7), «new vaues and motivations
entered the running scene, including a less comptitive attitude», and
charitablegivingisagood exampleof that. Thisincreaseinthepopul arity
of such events is consstent with the latest research by CinfaSalud
(2017), which showsthat morethan half of al Spanish runners(55.5%)
hed taken part in aracein the past year, and 42.8% had taken partina
charity fun run. In turn, the results reved that the prevalence of 10k
racesiscong stent with the preferences of Spanish runners(CinfaSaud,
2017).

Previousresearch (Pdmer, 2015) hasshown that among thecharity
sports events held in Australia, breast cancer is the most common
charitable causefor fundraising. Thistiesin with the predominance of
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Table5

Relationship between the variable ‘ organising agent’ and the variables of the dimension ‘ management of charitable giving’

Variables of management of charitablegiving

Information on the Charity Follow-up
website of th_e charitable information Informatl on _ak?out Cha’lt_ak_)le Charitable Type of charitable Specification (_)f the information
organisation ben charitable giving fundraising - o total proceeds raised for about the
- N placed onthe " contribution contribution N "
efitting from charitable : history channel charity projects
L event website
giving undertaken
Third sector, linking the Yes Main menu No Website Financial Compulsory set anount No Not provided
event to an external
?L‘ir 'g;l)"e case 9%B.1% 55.2% %B.1% 345% 86.2% % 83.9% 885%
Third sector, linking the Yes Main menu No Mixed Financial Compulsory set amount No Not provided
event to its own social cause
(N=20) 90% 85% 85% 45% 100% 85% 80% 60%
Local authority Yes Main menu No Mixed Financial Compulsory set amount No Not provided
(N=20) 80% 55% 90% 45% 75% 55% 85% 95%
Commercial private sector Yes Main menu No Website Financial Compulsory set amount No Not provided
(N=236) 88.9% 61.1% 100% 36.1% 88.9% 55.6% 86.1% 88.9%
Organised jointly by severa Yes Main menu No Website Financial Compulsory set amount No Not provided
organisations
(N=17) 88.2% 58.8% 76.5% 35.3% 94.1% 88.2% 64.7% 94.1%

support for hedth-related charitable causesfound in thisresearch. The
last four timesthat many of the eventsandysed werehdld, therewasa
link with charitable causes, and this in line with the notion that race
eventswithacharitablelink haveproliferated withinacontext of welfare
date cutbacksand of prominent discoursesonahedthy, activelifestyle
(Nettleton and Hardey, 2006).

The results obtained aso reflect the importance of the tertiary
sector in the organization of this type of event. In the case of sports
clubs, theimportance of therel ationship with other stakeholdersiskey,
regardlessof whether or not they aredirectly connected with theworld
of sport. Inthisrespect, city councilsarethe bodieswith which greeter
interaction exists (Obsarvatori Catda de I' Esport, 2016). As regards
socidl tertiary sector organizations, the staging of charitable sports
events, in agreement with Taylor and Shanka (2008), took a more
businesdike gpproach to management, based on innovation in the
development of variouskinds of initiativesand products. Inturn, such
eventsbecomeagood plaform for public relaions, avarenessraisng
and resource mohilisation for charitable organisations (Bunds, et d.,
2016; Filoetd., 2009; Filo, Groza& Fairley, 2012; Higgins& Lauzon,
2003; Webber, 2004).

Asassarted by Herrick (2015), besides the characteritic cregtion
of networks by sport events, those presenting this charitable link are
characterised by the cregtion of networksamong for- or not-for-profit
gport organisations, or between loca authoritiesand charitableand non-
governmenta organisationsthrough different level sof cooperation.

Thus, the results show a gap between the webstes potentid to
strengthen trangparency and accountability and their actua useshould
be noted. Thisis particularly significant when it comesto the lack of
post-event information, which could damagethedonors  perception of
ther theevent or theorganising agent and, therefore, haveanimpact on
fundraising potential (Gandia, 2011). Rather than atransparent, open
communication strategy viatheir websites, most of therunsand walks
with acharitable link analysed in this study were characterised by the
opagquenatureof their accountability (Florini, 1998). At thesametime,
agreater useof socid mediainthe post-event period wasobsarved, eg.,
asameansof providing accountability.

Thelittleatention paid by the organisersto accountability viathe
event websteor the agent’swebsite could be conddered adifficulty in
termsof achieving agreater and morelong-lasting emotiond link with
the participants and donors (Gray, Bebbington & Callison, 2006;
Hyndman & Jones, 2011; Lee & Rhoda, 2013).

In order to achieve a better dignment between the objectives of
runs and walks with a charitable link and the stakeholders, this study
meakesthreerecommendationsfor theorganising agentsof suchevents:

1. Organisers wishing to link their event to a charitable cause
should develop a robust link with the supported organisation and
charitablecause. Suchalink should bereflectedinthedetailedinformetion
given about theevent, in charitable proceedsthat aresgnificant, andin
accountability to stakeholders. As stated by Filo et d. (2009, p.379)
«cherity sport events may be unique from events with minimal on
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nonexigtent linksto acharitable causein avariety of ways».

2. Thelink to charitable organisations should be maintained
beyondtheactud event in order to strengthen therel ationship between
the event organisers and charitable organisations. This will enable
charitableorganisationsto getinvolved gradudly in theorganisation of
theevent, and the event organisersto monitor better the progress of the
charitableprojectssupported. In order toincrease charitabledonations,
theorganiserswill dsobeabletotakeadvantage of theeventtoorganise
pardle eventstora seawarenessof thecharitablecause, thereby aiming
toextend theparticipants' involvement beyond the charitabledonation
they make.

3. Intheinformation society, technology playsaprominent key
role as a factor of knowledge production and dissemination.
Consequently, charity runsandwalksshould tekeadvantage of websites
potential asided spacesfor providing transparent information dl year
round, engaging with stakeholders and improving their charity event
status(Gandia, 2011; Lee& Rhoda, 2013). Socia mediacanbeusedto
supplement the website but, because of the ephemerd nature of their
content, they should not be the sole platform for accountability.

This study is not without limitations. In the main, the deata were
obtained from an analysis of websites. While they are important
communication platforms, they are not the only ones to provide
information about events and the management of charitable giving. It
should dso be noted that the features of the websites andysed were
very diverseduetothesizeof and resourcesavailableto each organising
agent. For example, alocd sport body doesnot havethesameresources
as a company specidising in the management of sport events to
adminigter their respective webstes, and this is something that may
impact onthedataobtained about an event. Theuseof cartainquaitative
research technique, such asin-depth interviews with event managers,
might be a good strategy to adopt in order to supplement the data
obtained.

Regarding the anadlyssmodel used, certain difficultiesin terms of
identifying theorganising agent areacknowledged, giventhediversity of
agents and the collaborations between them. In this respect, no data
were obtained about agents promoting an event but not participating
directly initsmanagement.

Usingthecurrent research asagtarting point, threefuturedirections
areproposed. Firglly, longitudinal data.could beobtained tounderstand
better the evolution of events like these and to determine whether
changesinthemanagement of charitablegiving occurs. Regarding that
issue, and using a qualitative methodol ogy, the authors intend to look
into best practicesfor themanagement of charitablegiving based onthe
opinionsof thevariousagentsinvolvedin such events. Holding afocus
groupwould bean effectivetechnique. Secondly, giventhewiderange
of runsand walkswith acharitablelink within the Spanish context, the
identification of different typesof such eventsbased onthemanagement
of charitable giving is consdered important, using proposals like the
one by Webber (2004) as the starting point. This would alow a
digtinction to be made between events that are redly charitable and
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thosein which charity isan ancillary or complementary aspect. Third
and lastly, using a proposal like the one by Nettleton and Hardey
(2006) asthe garting point, the authorsintend to explorethe existence
of different participant profiles according to the extent to which an
eventisoriented towards sport or towards charity (Hendriks& Pedlen,
2013). Inthisrespect, it would dso beinteresting to explorewhether or
not such events enable groups of people initidly distanced from
charitable goalsto be drawn to them (Webber, 2014).

Conclusions

This study represents initia research into the redlity of runs and
wakswithacharitablelink in Spain, based ontheandyssof asample
correponding to Barcel onaProvince. Oneof themainfindingswasthe
growing trend towards the organisation of eventslike thesewithin the
context of the «second waveof running». Despitethelong organisational
history of some of these events, they are a recent phenomenon
underpinned by the convergence of severd factors. Firdly, a grester
public sengitivity towards charitable causes within the context of
economic crisis and weskening of the welfare state. Secondly, the
perception among organisersfromtheprivate sector —associdiveprivate
sector and commercid private sector — of not only contributing to a
good cause, but dso of differentiating themselves from other smilar
events while teking advantage of the previoudy mentioned running
boom (Filo, et d., 2008). Thirdly, the interest of charitable and third-
sector organi sationsinreaching out to new audiences, rasng avareness
of their organisationsand projects and aso funds for them.

Another notable finding was the diversity of organisng agents.
While a common festure was an event's link to a charitable cause,
severd organisationd formats were identified. The most common of
such formats was for a club, a sport body, a company in the sport
sphere or alocd authority, as organisng agents, to link an event to
charity by cooperating with athird-sector organisation, to which they
gave the charitable proceeds while using the event to spreed theword
about its cause and to raise funds. To alesser extent, the third-sector
organisations, sometimes with the support of acompany specidising
in event organisation, organised a charity event in order to expand its
network of collaborators, thereby raisng avareness of and dso funds
for its charitable projects.

The last finding was the wide range of criteria applied to the
management of charitablegiving, whichmadeit difficult todigtinguish
events that were clearly charitable from those in which charity was a
complementary aspect. The need to strengthen the organisers
trangparency and accountability viathe event websites should aso be
noted.
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