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INTRODUCTION

For a long time sports practices have been divided in specific spaces. Today these activities are overstepping
these equipped places and gain new territories. New practices are developing at the same time in the heart
of cities as well as in middle of open country. This “sportivisation” of the society is taking advantage of the
combined effects of the increase spare time, the advent of hygienic and playful considerations and the growing
interest of mass media for sports activities. Facing this evolution, public administrators are led to view these
sport equipments as a place which produces a successful sporty service adapted to practicing’s’ expectations.
Therefore the user becomes the ultimate instance of valorization of production (Pociello et Basl¢, 1993) of the
organization. Value, being at the interface between supply and demand, necessitates the development of tools
as well as management practices. This is why this present study is endeavouring to base evaluation of public
sports facilities performance and their management upon this notion of value. Such valuing of public sports
facilities is founded on the interaction between the functions of the object and the needs of the user.

The first purpose of this communication is to conduct a study on the formation of the comprehensive value of
public sports equipment. Following this objective, the model developed by Aurier, Evrad and N’Goala (2000)
who integrated both transactional and relational marketing approaches of value, will be used as a theoretical
lighting of the elements of the global value. From this model, it will become possible to deduce the nature and
constituents of the sports equipment’s value.

Secondly, we will show to what extent a cognitive approach can be consider as a relevant methodology that
would allow to explore the mental representations of the main sporty actors about sports equipment’s global
value (official in charge of sports policy and director on sports services).

METHODS

Our consideration is based on research works in marketing and consumer behavior related to value, and more
specifically on both conceptualizations, from a punctual purchase perspective or from a long term relation
approach.

We will particularly found our study on the Aurier, Evrard and N’Goala’s works (2000) who propose a typology
of the constituents of the value consumption based on 4 crossed criteria as shown in the chart below.

The integration of these two approaches in such a model brings a new lighting on the nature and the constituents
of the value.
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So, in the continuation of the works of Aurier, Evrard and N” Goala ( 2000 ) the value of a sports equipment
contains multiple constituents among which we will set the sources of costs and profit apart. These constituents
of the value of a sports equipment have been expressed within 16 variables.

The distribution of these variables between the various constituents of the value is detailed in chart below.
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The selection of these variables was made from a review of the literature concerning the subject of the
management and the modernization of the public sports equipments. The retained variables represent the main
items quoted in the literature and what we identified as being potentially a consequent source for the public
sports equipments. These variables were then the object of a reclassifying within the various constituents of the
global value. That is why we can notice certain heterogeneousness in the distribution of variables between the
constituents of the global value of sports equipment.

Concerning methodology, cognitive cartography is used for this study in order to analyze the representations
of the tested users, that is the structures formed from beliefs and opinions concerning sports facilities by
establishing causal maps of individual cognitive mapping ; The aim of this research in terms of methodology
is the validation of the relevance of such tools in the organizational framework notably by elaboration of
individual mappings that can be easily compared.

The expression cognitive mapping is to be attributed to Tolman ; a researcher who essentially worked on animal
psychology. Since then, such tool was used in many fields of research, notably since the works of Axelrod
(1976) and his team in the field of internatinal politics.

We shall retain the definition of cognitive mapping proposed by Cossette and Audet (1994), “A cognitive map
is a graphic representation of the mental representation that the researcher has of a whole set of discursive
representions voiced by a subject from his own cognitive representations about a specific object”. These authors
then consider cognitive cartography as the concrete result of a series of operations calling on representations of
the actors concerned ; that is the researcher and the answering subject. It is the result of a process represented
by Verstraete (1996) by the following diagram :
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RESULTS

The analysis of the results brings us to apprehend the points of convergence and difference in the representations
of the global value of the sports equipments. The development of individual and collective cognitive maps
facilitates the observation of actors’ logic in front of public sports policies.

Some results

Matrix of association of official in charge of sports policy in city A
Graphic representation of the matrix of association of official in charge of sports policy in city A
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Matrix of association of director on sports services in city A
Graphic representation of the matrix of association of director on sports services in city A

DISCUSSION

Comparative analysis of the structure of cognitive mapping of the official in charge of Sports, and of the
Director of administrative services implementing the city sports policy highlights some convergence and
divergence between the mental representations of both actors. Thus if they seem to agree on the aims of the
city sports policy, they differ as to the means envisaged to implement such policy. Divergences translate clearly
a difference between representations of the constituants of the value a some public sports facility. Moreover, it
appears that such representations are strongly influenced by the actors’ logics.
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