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What is Marketing?

“The process of planning and executing 
the conception (product), pricing, 
promotion, and distribution of ideas, 
goods, and services to create 
exchanges that satisfy individual and 
organizational objectives.”



Marketing does the following…
 … assesses the needs and wants of potential customers

 … analyses the internal organizatioanal and external market environment

 ... segments the market

 … positions the product in the market

 … implements a number of decisions, the „marketing mix“

 … secures appropriate relationships with the customer

 … anaylses, evaluates and adjusts

… explores new market space (blue oceans)

… gains and sustains positioning advantages

… takes care of the achievements of USPs



Marketing as a philosophy
Marketing has the philosophy to think from the consumers‘ end. Their needs are the
anchorpoint of marketing activities.

NOT:

The philosophy of sport marketing is to satisfy the needs of sport consumers.

Product Production Marketing Mix
Profit by selling

existing products



Creating Perceived Value for the
Customer
„Sports centres, pools, theatres, art galleries, 
libraries, museums, gymnasia, are merely, 
warehouses holding tangible and intangible products
that have no value except that brought to them by
the customer.“
(Brown 1985)



Sport Marketing
 is the application of marketing concepts to sport products and services

 increasingly converges towards healthcare, fitness and vitality

 incorporates B2B as well as B2C markets

 challenges entrenched wisdoms of sports ethics: sports is business

 sketches out definitions of the relevant sport market

 can be seen as an scientific as well as practical discipline

 includes products, services and problem solution bundles

 increasingly reflects the TIMES logic: telecommunications, information,
media, entertainment, and sports

 reflects the customer based problem solutions with respect to sports

 enters the sphere of new media and digital arenas, such as social media



Convergence in Sports Markets



Convergence in Sports Markets



Convergence in Sports Markets



Hyper-competition in Sports



Wanted: Marketing for 
Hypercompetition



Battlefield of Hypercompetiton: 
Competing on Multiple Dimensions



Being Braced for Hypercompetition:
Being Agile, Robust and Responsive



Being Braced for Hypercompetition:
Being Agile, Robust and Responsive

Source: Adopted from D'Aveni (2002).



Structure of Sport Marketing

Source: Smith, A.: Introduction to Sport Marketing, p.7.



Sports Marketing - Definitions
Kaser/Oelkers (2007, p.12):

„Sport Marketing means using sports to market products“

Shilburg/Quick/Westerbeck (2009, p.15):

„Sport marketing is a social and managerial process by which the sport manager seeks to obtain what sporting
organisations need and want through creating and exchanging products and values with others“

Van Heerden (2001, p.93)

„Sport marketing is the specific application of theoretical marketing principles and processes to sport products
and services; the marketing of non-sport and sport-related products and services through an association -
such as a sponsorship – with sport; and the marketing of sport bodies and codes, their personalities, their
events, their activities, their actions, their strategies and their image“



Model of Sports Marketing



Sports Products vs. Non-Sports Products

Sports Products Non-Sports Products

Spectator Sports 
(Live audience vs media-based audience)

Goods and Services not dirctly related to sports

Participation Sports
(attract more participants vs make participants to
consume more)

Sporting Goods, Apparel

Sports-related Products



Level of Integration

Traditional strategies Sponsorship-based strategies

Employ components of traditional marketing
• Market segmentation
• Target market
• Marketing Mix

Employ a sponsorship-based relationship with a 
sports entity, e.g.
• Sponsoring
• Venue Naming Rights
• Endorsement
• Licensing 



Competive Advantages in Sports



Value for Money …



Competing on Financial and Social Values



Value Dimensions in Management



Applying the 3-C-Concept



Strategic Positioning in Sports



The Case of Soccer Clubs



Dimensons of Strategic Positioning



Dimensons of Strategic Positioning



Value Creation in Sports 



Value Creation in Fitness 



Value Creation in Healthcare



Value Creation in the Airline Industry



Applying Porter to Sports Marketing 



In Search of Blue Oceans



Applying the KANO-Logic to Sports 



Strategic Marketing in a Nutshell



Strategic Marketing in a Nutshell



The Four Domains of Sports Marketing

Source: Fullerton, S./Merz, G.R.: The Four Domains of Sports 
Marketing: A Conceptual Framework, in: Sport Marketing Quarterly, 
2008, 17, p. 90-108.



Theme-based Strategies
- lowest level of integrarion of sports within the sports marketing

Source: Fullerton, S./Merz, G.R.: The Four Domains of Sports 
Marketing: A Conceptual Framework, in: Sport Marketing Quarterly, 
2008, 17, p. 99.



Product-based
Strategies

Source: Fullerton, S./Merz, G.R.: The Four Domains of Sports 
Marketing: A Conceptual Framework, in: Sport Marketing Quarterly, 
2008, 17, p. 102.



Alignment-based
Strategies

- Sponsorship of non-sports good

Source: Fullerton, S./Merz, G.R.: The Four Domains of Sports 
Marketing: A Conceptual Framework, in: Sport Marketing Quarterly, 
2008, 17, p. 104.



Sports-based
Strategies



Characteristics of the Sports Industry
Sports industry consists of three different sectors:

 the Public Sector

 the Non-Profit Sector

 the For-Profit Sector

 adjacent and complementary industries

 supportive industries (big data, IT, 4.0-applications, social media, digital devices)



Value Chain of the Sport Industry

Source: Smith, Aaron:  Introduction to Sport 
Marketing



Characteristics of the Sport Product

The sport industry provides a very special product. 

Therefore understanding sport marketing is not only understanding marketing
principles.

It is also understanding the sport market.

It is somehow difficult to define sport markets sinces they converge towards
other markets, industries and customer segments

Value migration from other industries into the sport, fitness and vitality:
i.e. healthcare, media, entertainment, computer science



Characteristics of the Sport Product
 Emotion and passion

The sport industry deals wth a product which is more emotional than hardly
any other product. People are often passionate; loyalty and tradition play an 
important role. Products can be tangible and intangible of bundled.

 On-field and off-field success
Sports organisatiosn do have two different levels of success to consider.
 On-field success: success in sport competition etc

 Off-field success: economic and fiancial success

 A level playing field
 balanced competition



Characteristics of the sport product
 Collaborationand cartels

Sport leagues and competitions cling to regulation in order to keep competitive
balance
 Formula 1
 Salary Caps
 Investment Caps

 Variable Quality

 Product and brand loyalty
 low cross-elasticity of demand
 identification
 blind optimism

 Over-spending and spiralling investment in soccer

 Fixed supply schedules



Strategic sport-marketing planning as a 
process

Source: Strategic Sport Marketing, p.22



Detecting Market Opportunities
 In order to detect market opportunities we have to learn about
external environment
Real options and opportunities
 industry competition and the 5-forces
 the capabilities of the own institution
blue oceans and red oceans
business models
 global value chain coordination
 leadership and strategy
masterplan implementation



External Environment
In order to analyse and monitor the macro-environmental (external marketing environment) 
factors that have an impact on an organization, the PESTEL analysis is a proper instrument.

PESTEL stands for

Sometimes PESTEL analysis is
reduced to a PEST analysis, where
environmental and legal factors
are not considered

PESTEL

Politi-
cal

Econo
mical

Social

Techno
logical

En-
viron-

mental

Legal



Example PEST analysis for PUMA
Puma AG Rudolf Dassler Sport, officially branded as PUMA, is a major German multinational company that produces 
high-end athletic shoes, lifestyle footwear and other sportswear. Formed in 1924 as Gebrüder Dassler Schuhfabrik by 
Adolf and Rudolf Dassler, relationships between the two brothers deteriorated until the two agreed to split in 1948, 
forming two separate entities, Adidas and Puma. Puma is currently based in Herzogenaurach, Germany.

The company is known for its football shoes and has sponsored acclaimed footballers, including Pelé, Eusébio, Johan 
Cruijff, Enzo Francescoli, Diego Maradona, Lothar Matthäus, Kenny Dalglish, Didier Deschamps and Gianluigi Buffon. 
Puma is also the sponsor of the Jamaican track athlete Usain Bolt. In the United States, the company is probably best 
known for the suede basketball shoe it introduced in 1968, which eventually bore the name of New York Knicks 
basketball star Walt "Clyde" Frazier, and for its endorsement partnership with Joe Namath.

Following the split from his brother, Rudolf Dassler originally registered the new-established company as Ruda, but later 
changed to Puma.[3]:31 Puma's earliest logo consisted of a square and beast jumping through a D, which was registered, 
along with the company's name, in 1948. Puma's shoe designs feature the distinctive "Formstripe",[3]:33 with clothing 
and other products having the logo printed on them.

The company also offers lines shoes and sports clothing, designed by Lamine Kouyate, Amy Garbers and others. Since 
1996 Puma has intensified its activities in the United States. Puma owns 25% of American brand sports clothing maker 
Logo Athletic, which is licensed by American professional basketball and association football leagues. Since 2007 Puma 
AG has been part of the French luxury group PPR

Source: http://www.managementparadise.com/forums/principles-management-p-o-m/208693-pest-analysis-puma.html



PESTEL
Political Factors

Primarily, the company started their strategy by making the brand more profitable. This is to build a strong financial 
foundation. The main changes that had happened are from the accounting practices of the company. During the said 
changes and process of restructure, there are different political factors that might be considered. One of this is the 
environmental issues. As of now, more and more individuals and organizations are focusing on different issues regarding 
the environment. The fact that the company will be outsourcing from other countries, there are different international as 
well as local laws that must be considered in order to maintain the continuous process of the development. The trade 
restriction and tariffs are also another of the most important political factors that must be considered. This is due to the 
fact that the company already followed the strategy of Adidas and Nike in outsourcing their production in Asia. The 
primary reason for outsourcing of production is because, most of Asian countries offer lower labor cost and other taxes 
compare to Europe and America. In terms of political stability, due to the fact that the company is a multinational 
company that produce as well as sell their products in different parts of the world, there different political issues and 
events in other local partners that can affect the overall performance of the company.

Economic Factors

The said situation in the political factors, are somewhat connected with the different economic factors that might affect 
the development process of the company. Primarily is the situation of the home economy or the economic situation of 
Germany, in terms of monetary issues, stock exchange and the likes. The economy trends of happenings in the home 
economy are also important, so as the economic situations and trends of the partner countries. This is due to the fact 
that, this political factor has a great impact to the social mentality of the possible customers. The different employment 
laws in different countries must also be considered, this is due to the fact that different countries has their different 
cultures that might affect their beliefs as well as regulations regarding the human resource aspect of any company.



PESTEL
Social Factors

There are more social factors that might affect the development process of the company more than any other factors. This is due to the 
fact that social factor has the most important impact or effect to the taste or demand of the customers regarding one product or service. 
The fact that more and more people are into sports is a big chance or advantage for the company, because there will be a huge market for 
them. Another important thing is that sport is considered as one of the most important sector in the tourism industry, which considered 
as the most successful industry nowadays. On the other hand, sports are also considered as a form of exercise, for those who wants to 
have fit and healthy body.

One of this is the lifestyle trends; there have been a big change in the sports sector of the world. The sports sector has been constantly 
evolving in terms of personal tastes, popular games as well as technologies (Plunkett Research, Ltd 2008). There are different sports that 
are gaining popularity such as different extreme sports. The popularity of those new sports such as diving, skateboarding and extreme 
bike must be considered as one of the most important factors in the strategy-making and management of the company. It is also 
important to consider more the needs of women in sports wear, this is due to the fact that more and more women are going to sports this 
past few years. This can be seen in the dramatic floodtide of talented women athletes onto the American playing fields alone. In the USA, 
there are over 33% of female students in high school play sports. Furthermore, the population of those women who participates in the 
university sports has increased thrice. As of now, women are competing in almost every sport (US Diplomatic Mission to Germany 2008).

Technological Factors

In terms of the technological factors, it focuses on the series of R&D activities as well as applications of automation and new technologies, 
most especially those that are connected to the Internet. Another important thing that might affect the development is the maturity of 
the technology; this is due to the fact that technology is considered as restless in terms of development. Furthermore, the global 
communication is also another important aspect, this is important because the company is operating in different part of the globe. It is 
also important to consider the different laws like the intellectual property issues.



Industry Competition – 5 Forces Model
The five forces Model, developed by Michael Porter, identifies and analyzes 5 competitive forces 
that shape every industry, and helps determine an industry's weaknesses and strengths.

The 5 Forces are

1. Competition in the industry

2. Potential of new entrants into industry

3. Power of suppliers

4. Power of customers

5. Threat of substitute products

Source: Porter, M.E.: Five Competitive Forces that Shape Strategy, in: Harvard Business Review, 
January 2008, p. 4.



Source: http://de.slideshare.net/vitusmaren/marketing-plan-of-puma



SWOT Analysis
Based on the results of the PEST(EL) anaylsis and a comparison of the results with the internal 
capabilities of an institution is carried out. An appropriate instrument to do so is the SWOT 
analysis

• Threats• Opportunities

• Weaknesses• Strenghts

S W

TO



Example: SWOT Analysis PUMA

STRENGHTS

1. Puma is established over 90 countries and employs around 8300 
employees all over the world.
2. Puma is the main producer of enthusiast droving shoes and racing suits in 
both Formula One and NASCAR.
3. Puma has entered into partnerships with famous companies like Ferrari 
and BMW.
4. Puma brand is very innovative and has a very rich Research and 
Development team. The Company produced the first screw boots for 
football and “Mexico 68” with the innovative brush soles, which were the 
most comfortable running shoes.
5. Puma has an excellent brand name throughout the world.
6. The brand has excellent management and marketing strategies and has 
the advertised the products very well and eye-catching throughout the 
world.
7. Puma has entered into sponsorships with various players and teams in 
different sects of the sporting industry.
8. Puma was the official sponsor of the FIFA football World Cu



Weakness

1.Puma has tough competition and limited market share compared to Nike 
and Adidas
2.The company has less financial strength compared to the other brands in 
the industry

Opportunity

1. The company can attain more sponsorship as more international events 
in the sporting industry are taking place.
2.The company can start entering the lifestyle section of the industry

Threats

1. The current economic situation is very bleak, hence expansion is 
minimal.
2. There is extensive completion from existing players an new players 
which is growing in the industry.
3.Imitations of the brand is extensively increasing

Source: http://www.mbaskool.com/brandguide/lifestyle-and-retail/3511-puma.html



Mission, Objectives, and Strategic Intent
Based on the external and internal review, the institution has to set up

- vision

- mission statement

- organizational objective

The mission statement provides direction for the sport, defining and
clarifying ist meaning and reason for existence.

In other words, the forthcoming parts of the business plan have been
developed because of your mission.

The mission statement is an instrument to evaluate the quality of
ambitions.



Functions of the mission statement
A good mission statement tells people what the sports business stands for.

Nature and intentions of your business should be mentioned.

The Chicago Bulls organization is a sports 

entertainment company dedicated to winning NBA 

Championships, growing new basketball fans, and 

providing superior entertainment, value and service. 

"To bring inspiration and innovation to every athlete* in the 
world."



Mission statements ...
... are simple, but not necessarily short.

... tone and contents should fit to your vision.

… do not copy other companies statements.

… inspire and motivate (Komatsu: Encircle Caterpillat, Nike: Just Do IT!)

… are the bedrock and foundation for strategy development

… adress all relevant stakeholders

… are the strategic glue of an organization

… must with the culture of an organization

… employ stretch goals as a means to outperform the market



Operational Objectives (SMART-Rule)
 Operational goals regfer to the broad aims a sports organisation tries to achieve.

Mission and objectives

To be the Fastest Sports Brand in the world. The company’s 
mission not only reflects PUMA’s new brand positioning of 
being Forever Faster, it is also be the guiding principle for the 
company expressed through all its actions and decisions.
Our objective is to be fast in reacting to new trends, fast in 
bringing new innovations to the market, fast in decision making 
and fast in solving problems for our partners.
Fast is also how the company will pursue the strategic priorities 
of PUMA in the short and mid-term: Brand, Product and Sales.



Goals and Objectives
Goal : specific target, an end result or something to be desired. 

major step in achieving the vision of the organisation.
tells us, where the institution wants to be

Objective: measure of change in order to bring about the achievement of the goal.

SMART: specific, measurable, attainable, realistic, time-focused

BSC: learning & growth, processes & activities, markets & customers, financials & value creation

BMC: business model canvas as a means to get things done

description

measurement



Goals and objectives (Ex.)

Source: http://www.leoisaac.com/planning/strat027.htm



Consumer Behavior

Source straegic Sport Marketing p. 44



Sport Consumers Decision Process



Types of Sport Consumers
 Sporting Goods Consumers

buy sport produts, equipment, apparel, books etc.

 Sport Services Consumers
demand for a sport-related service or experience, e.g. gambling, training, health activities

 Sport Participants
are actively engaged in sports, e.g .tennis players, sport club members

 Sport Supporters and Spectator, fans
demonstrate an active interest in sports.

Social Sports Media Activists
as a new species of consumers



Consumers and Fans
Fans and customers do have different behavior.

Customers could eventually be loyal

Fans are enthusiastic; they identify with their team



Fans
• Identify with and follow the behavior of the team or individual 

players on that team, on and off the field, e.g. via team websites, 
newspapers, television, radio, wireless emails, etc.).

• Purchase licensed merchandise, e.g. jerseys, caps, mugs, etc. 
promoting the team.

• Donate or pay extra for permanent seat-licenses (PSLs) in order 
to buy season tickets.

• Travel to see games of that team outside of his local market.

• Devote significant social time attending, watching and 
discussing the team with others devoted to the same or other 
teams.



71

Identification vs. Loyalty
Loyalty is the repeat purchasing of a 
good or service by a consumer. A loyal 
customer is sensitive to differences in 
brands and prefers a brand or set of 
brands over others (see Odin, Odin 
and Valette-Florence 2001).

Identification is when an individual 
reacts to events that occur to the 
team or player as if the events 
happened to him or her (Kagan 1958). 

Customer

Fan, 
afficionado



Major differences Marketing/Sport 
Marketing

Source: www.teamsportsmarketing.com



Sports Marketing Strategy

Market 
Segmentation

Targeting
Positioning



Market Segmentation
Assumption: Markets consist of market segments. 

◦ All items of a market segmentation will behave similiar with regard to their purchasing behaviour.

◦ Items from different market segments will behave different with regard to their purchasing behaviour.

Segmentation criteria have to be:
◦ measurable

◦ accessible

◦ substantial

◦ actionable



Marketing Information Systems

Source: Shilbury et al.: Stategic Sports Marketing, p. 64



Assessment methods

Methods to
gain primary

data

Observation Survey Focus groups
Personal 

interviews
Field trials



Targeting

After segmenting the market, firms will need to develop measure for sector attractiveness and 
choose their target segments. 

Factors that affect sector attractiveness are:
◦ Segment size and growth

◦ Structural attractiveness

◦ Company objectives and resources



Targeting Strategies
There are three general strategies for selecting your target markets:

Undifferentiated Targeting:

- Mass Market Approach: One product fits all needs. There is no specific product variation 

Concentrated Targeting:

- focuses on selecting a particular market niche on which marketing efforts are targeted. 

- focusing on a single segment so it can concentrate on understanding the needs and wants of 
that particular market intimately. 

- Small firms often benefit from this strategy as focusing on one segment enables them to compete 
effectively against larger firms.

Multi-Segment Targeting: 

- is used if a firm needs to focus on more than one well defined market segment and want develops 
different strategies for each of them. 



Determining strategy
 Boston Matrix



Positioning
Three steps to position your product:

1. Identification of competitive advantages (competitive differentiation)

2. Selection of the right competitive advantage (creation of an unique selling proposition)

3. Communicationand delivery of the chosen position

Source: Smith, A.: Introduction Sport Marketing, p. 87.



Determining Strategy
Ansoff Matrix

• New 
Markets

• Existing
Markets Market 

Penetration
Product

Development

Product and
Market 

Diversification

Market 
Development

Existing
Products

New 
Products



Marketing of Sports – the Marketing Mix
 Product/Brand

 Pricing

 Place

 Promotion 

 Physical evidence

 People

 Process



Product
A product is what a business offers to satisfy needs; could be either goods or services

Sports products could be 

 Goods, e.g. running shoes, tennis rackets or sports clothing

 Facilities, e.g. tennis courts, sports arenas etc

 Services, e.g. a tennis lesson or a guided tour in the mountains, or the preparation of skies 

 Events, e.g.sports competition 

 Programmes, e.g. an aerobic class or a program to gain a certain sport licence



Sport as a Service
Sport itself is considered to be a service, because it is

- intangible

- inseparable with regard to consumption and production

- heterogenuous

- perishable

The Sports product Continuum

Source: Smith, A.: Introduction into Sports Marketing, p. 107



Branding
What is a brand?

A brand can be a name, a design or a symbol that stands for a certain company, club, etc

What makes a good brand?

It is
short

positive

easy to remember

easy to recognize

Unique



Sports brands



Price
 amount customers pay for a product.

 Pricing is the process of establishing and communicating to customers the value or costs of 
goods and services.

 Case Study: „Pricing Valued Membership Packages at Victory“



Pricing Strategies in Sports


