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Lecture Notes Week 1 - Introduction and sports marketing 
 
 

At the Conclusion of Topic on Students Should: 
• understand the definition of sport marketing  
• be able to define and recognise the marketing mix relevant to sport  
• be aware of the unique characteristics associated with sport  
• recognise the importance of marketing in sport management  
• identify marketing of sport and marketing through sport  

MMS 308 ‐ Learning Objectives  
On completion of this unit students should be able to:  

1. Synthesise the principles and practices of marketing management and research as 
they apply to the unique characteristics of sport and sport management  

2. Defend the relevance of the marketing function and its place in the role of 
management  

3. Interpret market factors and develop strategic marketing responses  
4. Evaluate future applications of sport marketing in the sports industry  

 
Definition and Role of Sport Marketing 

 
Marketing Defined  

- “a social and managerial process by which individuals and groups obtain what they 
need and want through creating and exchanging products and value with others” 
(Kotler et al., 2006)  

- “...activities designed to satisfy the needs and wants of consumers through the 
exchange process.” (Mullin, Hardy, & Sutton, 2000)  

- **An exchange (process) is the primary tenet of marketing and commerce. It 
involves a sharing of value between two parties, called the buyer and the seller. 
These parties need to transact business in a spirit of near perfect understanding of 
the product/services offered.  

*Sport Marketing Defined  
→“...the specific application of marketing principles and processes to sport products and to 
the marketing of non‐sport products through association with sport.” 
→ “...communicating your product through the medium of sport.” (Phil Knight, CEO of Nike)  
 
Sports Marketing Is More Than:  
• Selling 
-Some corporate executives might describe sport marketing as selling goods and services to 
generate a profit. But sport marketing is more than selling.  
• Advertising 
-People working in advertising might consider sport marketing as advertising tickets for the 
Super Bowl. But sport marketing is more than advertising.  
• Promotions 
-Those who promote halftime events might define sport marketing as the promotion of 
events. But sport marketing is more than promotions.  
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• Sponsorships 
-Many will tell you that sport marketing exists only because of the phenomena of 
sponsorship. But sport marketing is more than sponsorship.  
 
What Is Marketing Orientation  

- Businesses can develop new products based on either a marketing orientated 
approach or a product orientated approach.  

• A market orientated approach means a business reacts to what customers want. • 
decisions based on information about customers’ needs and wants  
• A product orientated approach means the business develops products based on what it is 
good at making or doing.  
➢ usually criticized because it often leads to unsuccessful products  
• Most markets are moving towards a more market‐orientated approach because 

customers have are more knowledgeable and require better variety and quality.  
• On the other hand, some products are argued to create a need or want in the 

customer, especially products with a very high technological content.  
 
Market Orientated Approach – 3 Characteristics  
• Customer Focus 
• must understand customer needs  
• Competitor Orientation 
• must know competitors sources of advantage, position, and strategies  
• Team Approach 
• everyone is focused on developing and delivering customer solutions  

- By using a market oriented approach, the mindset is: 
• “Marketing isn’t just somebody’s responsibility; marketing is everybody’s 
responsibility.” (Jack Welch, former CEO General Electric)  

 
Benefits of Using A Marketing Orientated Approach  

 
 
Sports Marketing  
Sport marketing can be described as: 

• a philosophy (an attitude towards marketing),  
• a process (a series of activities),  
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• a set of principles (general rules and guidelines), and:  
• tools (recommended techniques).  

 
Philosophy of Sport Marketing  
• The philosophy of sport marketing is to satisfy the needs of sport consumers  

• A marketing philosophy is about putting the needs and wants of the customer at the 
centre of all decisions  

• Set of beliefs about how to go about marketing  
• Performance and goals of sport organisations vary from business orientated 

organisations  
• In sport organizations the most important goal could vary:  

• to win  
• attract attention  
• participation  

 
Two Angels of Sport Marketing  

1) Marketing ‘of’ Sport: Products and services marketed directly to sport consumers  
EXAMPLES  

• sporting equipment, professional competitions, sport events and local clubs  
• advertising or publicity to promote an athlete, season tickets, and developing 

licensed apparel  
 

2) Marketing ‘through’ Sport:  
Where a non‐sport product is marketed through an association to sport  
EXAMPLES  

o professional athlete endorsing a product like a breakfast cereal  
o corporation sponsoring a sport event  
o beer company arranging to have exclusive rights to provide their beer at a 

sport venue or event  
 

History, Development and Trends in Sport Marketing 
 
Structural Changes to Sport Organisations  

 
 
Links to Revenue Generation and Outcomes  
Revenue Sources:  

• Participation  
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• Membership  
• Broadcasting  
• Sponsorship  
• Licensing  
• Matchday/Gate  
• Donations  
• Related Business and Non‐Related Business Streams and Exchanges  

*While these are primarily financial outcomes, there are a range of non‐financial impacts 
of marketing activity in sport as well. Consider these as part of the week.  
 
An Industry View – Roberts (2012) 
“Inspirational era” 

- Consumers.... “want to be involved and participate ... not told, not sold to” “.... want 
to be involved and engaged” Marketing 1.0 and 2.0: Creating brands, customers, 
awareness, preference is low order.  

Marketing (3.0) is now about:  
- Movements built on things bigger then benefits 

Role of marketers is to create a movement behind your club, team, union, 
organisation: Not loyalty for a reason, loyalty beyond reason”  

 
What Has Changed?  

- Themes of current approaches to sport marketing  

• Consumer and relationship marketing focus*  

• Co‐creation and the role of consumer in value creation  

• Fan ‘development’ and ‘engagement’ as priorities*  

• One size does not fit all – customisation and recognition of unique value  

• Function and emotional aspects to sport consumption  

• Building and leveraging sport brands (often outside of core sport activity)  

• Data being a core dimensions – engagement is ‘art’ and ‘science’  

• New media opportunities provide new ways to communicate and share content  

• A wider range of partnerships are vital  

• A decrease in global barriers (increased opportunities to grow brands and 
globalisation) *  

• *Three bolded we look at in detail*  

Consumer Centric Marketing  
- Relationships vs transactional marketing  
- Relationship Marketing – focuses on customer retention  
- Transactional Marketing – focuses on increasing market share  
➢ Shift from transactional to relationship marketing (Gronroos, 1996)  
- Relationship marketing involves greater thought in product/service development 

and interaction with customers in satisfying their needs  
- Can result in better market situations for both buyers and sellers (Inc. CLV)  
- Towards Service Dominant Logic and co‐creation of value  
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Industrial (B2B) Vs Consumer (B2C) Marketing  

- With the sport market various Business to Consumer and Business to Business 
relationships are identified  

How are B2B relationships different: (Webster, 1991)  
• Functional interdependence 
• Product complexity 
• Buyer‐Seller interdependence 
• Complexity of the buying process  
 
*Globalisation 
→ Tendency of businesses, technologies, or philosophies to spread throughout the world, 
or the process of making this happen.  

- Sport has realised that the market extends beyond local grounds. 
- With the increasing resources and enabled pathways, sport has gone “global”  
- The methods to internationalise have many social and business implications.  
- Events is an interesting example – will small markets be relevant here?  
➢ Globalisation of sport and brands will continue to develop.  

 
Engagement in Sport Marketing  
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• As consumers’ extent of cognition, emotion and behaviour increase so does engagement 
and, from there, a series of positive outcomes for brands, organisations and events.  

Trends and Looking Forward + Some Sport Marketing Issues  
• Extending engagement with consumers?  
• New media impacts?  
• Sport organisations and media relationships?  
• Sponsorship as revenue – Alcohol and Gambling?  
• Commodification ‐ How commercial is too commercial?  
• Opportunities for co‐creation?  
• New forms of consumption?  
• Impact of globalisation?  
• Demographic changes?  

 
Framework and Uniqueness of Sport Marketing 

7P’s of sport marketing  
1) Product  
2) Price 
3) Place 
4) Physical evidence  
5) people 
6) Process 
7) Promotion  

 
4C’s of Sport marketing  

1) Consumer (product) 
2) Cost (price) 
3) Convivence (place)  
4) Communication (promotion) 

 
Unique Characteristics of Sport  

• Market for sport products and services – co‐operative, cartel approach  
• Sport Product ‐ intangible and subjective, publicly consumed, social and emotive  
• Price of Sport ‐ price paid by consumer in terms of overall cost  
• Promotion of Sport – a previous low focus or emphasis on marketing  
• Sport Distribution System – goods and services  

 
Sport Product  

• Any bundle or combination of qualities, processes, and capabilities (goods, services, 
or ideas) that a sport consumer expects will deliver want satisfaction.  

• Sport and entertainment marketers must understand why consumers make 
consumption decisions.  
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Why Is the Sport Product Unique?  
• Intangible, experiential, and subjective nature – cannot take it with you 
• Strong personal and emotional identification  
• Simultaneous production and consumption – more than just a sport 
• Dependence on social facilitation – want to be a part of a bigger community  
• Inconsistency and unpredictability – cannot control the field of play* 
• Core product is beyond the marketer’s control – off field more so 
 
Why the Sport Place Is Unique  

• Many organizations simultaneously compete and cooperate – cartel style* 
• Many consumers consider themselves experts – passion for team decisions 
• Demand tends to fluctuate widely – win v loss example (when losing and fans stay is 

best) 
• Sport and entertainment has an almost universal appeal and pervades all elements 

of life – social vehicle  
 
Why Sport Price Is Unique  
• Pricing the product traditionally is difficult.  

- Often based on consumer demand  
• The price of the product is quite small compared to the price paid by the consumer 

- Many hidden costs in sport and entertainment (cost of MCG e.g.) 
• Indirect revenues are frequently greater than traditional operating revenues 

- TV and marketing rights  
 
Why Sport Promotion Is Unique  
• Widespread media exposure is a double edged sword  

- Sport receive free media exposure ‐ can be good and bad  
• Media and sponsors emphasize celebrities 

- Can lead to problems in and outside the locker room  
 
The Sports Industry  

• Government ‐ departments of sport and recreation, at State, Federal or National 
level.  

• Media ‐ print, television, cable, satellite and the Internet.  
• Educational providers ‐ universities and providers which teach sport management, 

recreation, sport design etc  
• Researchers ‐ those who study the sport market, consumers, exercise physiology 

and sport medicine.  
• The transport and construction sector ‐ contributes the building of venues.  
• Corporations and private enterprises ‐ contribute through sponsorship, partnerships 

and revenue provision.  
• Volunteers ‐ those who support clubs and associations  
• Manufacturers/Apparel/Goods/Venues/Travel – providers of sports specific goods 

and services  
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Sport Market/Structure  

 
 
Defining sport consumers  
Marketing means being focused on satisfying the needs of customers or consumers’  
➢ Sport customers or consumers may:  
• Be involved in playing sport  
• Watch or listen to sport  
• Buy merchandise  
• Collect memorabilia  
• Buy sporting goods like clothing and shoes  
• Surf a sport‐related website  
➢ A sport consumer is (generally) someone:  
• who generally uses sport products or services  
• who pays for the use of a specific product or service  

 
The Sports Marketing Framework  
➢ The Sport Marketing Framework provides a detailed explanation of the four stages 

of the sport marketing process:  
1) identify sport marketing opportunities;  
2) develop sport marketing strategy;  
3) plan the marketing mix; and  
4) implement and control the strategy.  

 
Week 1 Recap  

• Define the terms marketing and sport marketing  
• Explain the development and philosophy of sport marketing  
• Identify the two different angles of sport marketing  
• Understand some of the current trends in sport marketing  
• Introduce the 7P’s of Sport Marketing  
• Introduce the unique characteristics of sport  
• Define Sport Consumers  
• Introduce the components of the Sport Marketing Framework. 
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