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@verview

In today’s society, there is no escaping sports.

For most of us, sports touch our lives on a daily basis. We watch sports on tele-
vision, read about sports in the newspaper, talk to friends about sports, purchase sports
merchandise, participate in sports, and attend sporting events. Even if you have no in-
terest in sports, you are exposed to sports in a variety of ways. Sports stars appear in
advertising and the mass media, the Olympic coverage pre-empts your favorite tele-
vision show, or your significant other incessantly follows the home team.

The sports industry has experienced tremendous growth in the last decade and is
currently the 11th largest industry in the United States. Moreover, the sports industry
is flourishing around the globe. The expansion of the sports industry has triggered a
number of important outcomes: more sports-related jobs are being created, and more
students are interested in careers in the sports industry. As student interest grows, de-
mand for programs and classes in sports administration will also increase.

One of the functional areas of sports administration that is synonymous with the
sports industry is sports marketing. Sports marketing is a multidimensional field of
study encompassing a wide variety of activities. Typically, sports marketing is asso-
ciated with professional sports team trying to increase attendance. However, the field
of sports marketing can include everything from Nike’s “I Can” advertising campaign
to Joe’s Garage’s sponsorship of the local little league team.

In this book, we will discover the complex and diverse nature of sports market-
ing. Moreover, a framework will be presented to help explain and organize the strate-
gic sports marketing process. Even if you are not a sports enthusiast, you will become
excited about the unique application of marketing principles and processes to the
sports industry.

@ hy This Book?

& Preface

Programs and courses in sports marketing are emerging at universities across the coun-
try. Surprisingly, few spwwm&et-
ing perspective. In writing this book, I sought to fill this void. In addition, my goals
are to provide: '

B A framework or conceptual model of the strategic marketing process that can be
Wo the sports industry. The contingency framework is presented as a tool
for organizing the many elements that influence the strategic sports marketing
process. It recognizes the unpredictable nature of the sports industry and allows us
to explore the complex relationship between the elements of sports marketing.

® An_appreciation for the growing popularity of women’s sports and the globaliza-
tign of sports. Women’s sports issues and international sports topics are integrat-
ed throughout the text, and are highlighted with a “Spotlight on Sports Marketing”
feature.




B An examination of current research in the area of sports marketing. The study of
sports marketing is still in its infancy, and academic research of interest to sports
marketers—including sports sponsorships, using athletes as endorsers, and seg-
menting the sports market—has grown exponentially over the past five years. It is
important that students learn how academic research is applied to the “real world”
of sports marketing.

® A balanced treatment of all aspects of sports marketing at all levels. This book at-
tempts to capture the diverse and rich nature of sports marketing by covering the
marketing of athletes, teams, leagues, and special events. Although it is tempting
to discuss only “major league” sports because of their intense media coverage, this
book explores different sports (including cricket and beach volleyball) and differ-
ent levels of competition (collegiate and recreational). Moreover, the book dis-
cusses the activities involved in marketing to participants of sports—another area
of interest to sports marketers.

B An introduction of the concepts and theories unique to sports marketing and a re-
view of the B ieprinciples of marketing in the context of sports. Even though
many of the terms and core concepts are repetitive, they often take on different
meanings in the context of sports marketing. Consider the term sports involvement.
Although you probably recognize the term product involvement from your princi-
ples of marketing or consumer behavior class, what is sports involvement—
involvement with sports based on participation or watching sports? Is involvement
with sports deeper and more enduring than it is for other products that we con-
sume? How can sports marketers apply sports involvement to developing a strate-
gic marketing plan? As you can see, the core marketing concept of involvement in
the context of sports presents a whole new set of interesting questions and a more
comprehensive understanding of sports marketing.

B Comprehensive coverage of the functions of sports marketing. Although some texts
focus on specialized activities in sports marketing, such as sports sponsorship, this
book seeks to cover all of the relevant issues in designing an integrated marketing
strategy. Extensive treatment is given to understanding sports consumers as spec-
tators and participants. In addition to planning the sports marketing mix (product,

price, promotion, and place), we will ine the execution and evatuation of the

planning process.

@ round Rules

This text is organized into four distinct but interrelated parts. Each part represents an
important component in the strategic sports marketing process.

,,_...,,,._..-._______________..___________...___________________II_________-____-____.

Part 1: Contingency Framework for Strategic Sports Marketing

In chapter 1, we introduce sports marketing and illustrate the breadth of the field. In
addition, we will take a look at the unique nature of sports products and the sports mar-
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keting mix. Chapter 2 presents the contingency framework for strategic sports mar-
keting. This chapter also highlights the planning, implementation, and control phas-
es of the strategic sports marketing process. In chapter 3, the impact of the internal and
external contingencies on the strategic sports marketing process is examined. Inter-
nal contingencies such as the sports organization’s mission and organizational cul-
ture are considered, as are external contingencies such as competition, the economy,
and technology.

Part 2: Planning for Market Selection Decisions

Chapter 4 presents an overview of the tools used to understand sports consumers—
both participants and spectators. Each step in the marketing research process is
discussed, illustrating how information can be gathered to aid in strategic decision
making. Chapters 5 and 6 discuss participants and consumers of sports, respectively.
Chapter 5 examines the psychological and sociological factors that influence our par-
ticipation in sports, while chapter 6 looks at spectator issues such as fan motivation.
In addition, we will discuss the relationship between the participant and spectator
markets. Chapter 7 explores the market selection decisions of segmentation, targeting,
and positioning in the context of sports.

Part 3: Planning the Sports Marketing Mix

Chapters 8-15 explain the sports marketing mix—the core of the strategic marketing
process. Chapters 8 and 9 cover sports product issues such as brand loyalty, licensing,
and the new product development process. Chapter 10 introduces the basic promotion
concepts, and chapter 11 gives a detailed description of the promotion mix elements
of advertising, public relations, personal selling, and sales promotions. Chapter 12, the
final chapter on promotion, is devoted to designing a sports sponsorship program. In
chapter 13, the sports distribution function is introduced. Then the discussion turns to
sports retailing, the stadium as place, and sports media as a type of distribution chan-
nel. The final chapters of part 3 tackle the basic concepts of pricing (chapter 14) and
pricing strategies (chapter 15).

Part 4: Implementation and Controlling the Strategic Sports
Marketing Process

Although the previous sections focus on the planning efforts of the strategic market-
ing process, part 4 focuses on the implementation and control phases. Chapter 16 be-
gins with a discussion of how sports organizations implement their marketing plans.
In this chapter we see how factors such as communication, motivation, and budget-
ing all play a role in executing the strategic plan. We also examine how sports mar-
keters monitor and evaluate the strategic plans after they have been implemented.
Specifically, three forms of control—process, planning assumption, and contingency—
are considered.



@ edagogical Advantages

To help students learn about sports marketing and make this book more enjoyable to
read, the following features have been incorporated throughout the text.

Text organized and written around the contingency framework for strategic sports
marketing

Each chapter incorporates global issues in sport and how they impact sports mar-
keting

Sports Marketing Hall of Fame featuring pioneers in the field integrated through-
out the text

Coverage of women's sports issues in each chapter

Text incorporates up-to-date research in the field of sport marketing

C’—Iﬁﬂa’rn\et exercises at the end of each chapteD

Experiential exercises at the end of each chapter that ask you to apply the basic
sports marketing concepts and perform mini-research projects

Cage studies/vignettes throughout the text to illustrate core concepts and make the
material come to life
e

Detailed glossary of sports marketing terms

Use of advertisements and photos to illustrate core concepts of sports marketing
Appendix describing careers in sports marketing - #~

Appendix presenting Internet addresses of interest to sports marketers

Video featuring interviews with Showtime Cable Network executives discussing the
marketing of sports programming
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