
The new „magic triangle“ 
 

Some years ago people in Germany were using the expression “magic triangle“ to 
refer to the football stars of VfB Stuttgart, Fredi Bobic, Krassimir Balakov and 

Giovanne Elber. Today this expression is used to describe the relationship between 

sport, media and business. 

 

There is no question that the commercialization of sports is closely interlinked 
with media interest.  It was the increased public interest that made sports 

attractive to commercial interests. Nowadays media and sports are inseparably 

interlinked. Sponsors pay millions to clubs for being in the press every day. In 

addition, the emergence of other sports as mass viewing and interest has led to 

further professionalization. Sports are a major guarantor of increased viewing 
rates and thus a sought-after asset for competing TV channels. 

 

Sports professional therefore find themselves in a particular situation. News and 

reports about stars are often characterized by an exaggerated presentation of the 
athletes and their capabilities and a lack of objective factual information. Today’s 

all-pervading media culture has affects the whole sports world.  The professional 

athlete is interviewed everywhere, invited to talk shows and is no longer only just 

presented in a sports context. 

 
But at what price? Each athlete considers very carefully what he or she is going to 

say in an interview, or, in the extreme case, whether to not give any interviews at 

all. 

 
Almost no business manager is as often in public as a professional coach or player 

from any of the top leagues. But are the athletes able to put up with the challenges 

of media pressure? Do clubs, organization, and personal consultants sufficiently 

consider this big challenge in the professionals’ work environment? 

 
Coaches and managers in the German Bundesliga usually have teams of up to 

twelve people with several specialists for areas such as endurance, fitness, and 

flexibility; there are also others such as physiotherapists, etc. etc.! But when it 

comes to public relations, the professional is frequently left on his or her own, 
although media relations are taking up an increasing part of their weekly working 

hours, and in spite of the fact that the resulting news and reports can not only have 

a decisive impact on the professional’s own career, but can also have economic 

consequences for his club or team. 

 
  



The importance of the media in professional sports is already huge but continues 

to increase. One can pose the question whether the main actors in this media 

spectacle are sufficiently equipped for dealing with the media in a professional 

way, since the power of the media needs to be known and understood in order to 

deal with it and make use of it. 
 

The truth is no longer on the playing field. 


