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1.
This assignment will cover what is marketing and more specifically sports marketing. It will also include marketing strategies, the 7 ‘P’s of a business mix, and the effect of social media in marketing. Lastly, it will include how sports marketing can help organisations grow and develop alongside talking about the public, private and non-for-profit sectors. 
2.
(Robertson, 2009, p.1) states that marketing ‘is a communication process which enables people and communities of all descriptions to discover, and buy, both current and new products and services that will satisfy their needs and desires.’ this statement suggests that marketing is the process of advertising a product/service to make a financial gain. A different and more up to date view of what marketing is comes from (Contreras and Ramos, 2016, p.55) and they suggest that marketing is a process that has 4 constructs, these are strategic functions, tactical functions, sales and promotion/communications. In result of these constructs it should make marketing easier to understand and be more successful. In marketing there are two main types of marketing strategies these are traditional and contemporary marketing. (Varfan and Shima, 2008, p.1)  suggest that traditional marketing have been used by marketers for a very long time and that traditional marketing uses channels such as face to face communication, TV adverts, radio, magazines and now recently in day to day life via the internet to communicate with customers. (Migliore, Howard, and Gray, 2018, p.103) indicates that contemporary marketing means that you get to know your customer. This means focus, listen and learn and act. Contemporary marketing means organizing your efforts to help your customer succeed.
3.
With all this in mind, (Tifrea, Costche, and Ionel, 2018, p.160) state that sports marketing does not have a valid definition as both marketing and sport are both complex variables. As marketing is such a broad term it suggests that marketing has its own speciality within sport and is vital to the industry as it is the key factor in making money for organisations and making sports successful so they can afford to build stadiums, pay for players, sell merchandise and much more. Organisations within the sporting industry tend to use more traditional marketing strategies to make business. Specifically, in the sports industry they try to use superstars in professional teams to promote their products as it is an efficient method to get customers buying as they can see their role models wearing that product.
Within Sports marketing there are four specific constructs/ a framework compared to normal marketing. The framework for sports marketing according to (Fullerton and Merz, 2008, p.90) is split into two key dimensions and these are: type of product and level of sports integration. They also state that ‘By categorizing goods and services as either sports products or non-sports products and by differentiating between traditional strategies and sponsorship-based strategies, four sports marketing domains are identified.’ These domains are theme based, product-based, alignment-based, and sports based strategic domains. This framework is essential to understand because of the dynamics of the sporting industry.
Marketing is a crucial factor within the sports industry making it billions of pounds a year. It is one of the biggest industries and is predicted to make more money each year. (Footwearnews, 2019) have done some research and stated that ‘Industry analysts at NPD predicted the global sports market will be worth $626.8 billion by 2023 – up 33% from the $471.3 billion tracked in 2018.’ The sporting industry makes all this money by selling a numerous amount of products and services. For example, the key points of the sports industry are professional teams in all sports, clothing, equipment, ticket sales and sponsorships. A key factor/concept that organisations use in all industries not just the sporting industry are the 7’P’s.
The 7’P’s are a marketing mix of factors that make an organisation become more attractive to buy a service or product from. (Gladka and Olena, 2019, p.153-155) state that the 7’P’s stand for - Product, Price, Place, Promotion, People, Process, and Physical Evidence. They also suggest that the 7’P’s can be ‘directly implemented in any enterprise in order to improve indicators of each factor.’ In result of sports organisations using the 7’P’s they can improve customer service, and gain more fans, furthermore, resulting in selling more tickets, merchandise, equipment and much more. An example of a company/organisation improving sales within the sporting industry would be Adidas. According to Forbes (2019) from just footwear revenue Adidas from 2015 to 2017 has added $5.8 billion and in 2018 have had $15 billion in revenue. According to (Seng and Keat, 2014, p.70) ‘Consumers who are high in sports involvement and participation are likely to be more knowledgeable about sports products’ this suggests that people who buy sports related products who do frequent exercise might lean towards buying from bigger companies such as Adidas as they have a good reputation, with good quality products at a fair price. This is good from Adidas’s behalf as they have focused on the 7’P’s and have made very good business and keep continuing improving sales each year. 
The promotion of sports marketing is generally using traditional marketing strategies; however, superstars are used to gain more sales. For example, Lionel Messi is an Adidas sponsored superstar and according to Opendorse (2020) on social media alone on Twitter Messi has 2.9 million followers, on Facebook: 90.1 million and on Instagram: 142 million. Statistics like this show that there is a massive market for Messi to show products that are sponsored by Adidas to make them more business. On top of this, this does not include any tv adverts, posters/billboard, and marketing adverts on social media such as Youtube that he is included in. According to (Seng and Keat, 2014, p.70) ‘Consumers who are high in sports involvement and participation are likely to be more knowledgeable about sports products’ in result of this, seeing their hero wear a product or promoting a product they are more interested in buying it. However, on the other hand, sponsoring a superstar can be a risky marketing strategy. (Farrelly and Francis, 2010, p.324) states that when a relationship is formed between a superstar and an organisation they will ‘identify underlying motives for investment and expectations about performance, roles, and responsibilities.’ This indicates that it is a risky strategy depending on the behaviour of the star being sponsored. Another factor on why it is risky is if the performance levels drop by the star because the sales will also drop in result of it.  
4.
Social media within the last decade has made marketing even easier for organisations to advertise a product/service and has a tremendous impact in sales. (O’Rear, 2018, p.3 (iii) ) states that there is a ‘phenomenon of sport organizations channelling social media engagement to optimize a relationship role from a social media post that generates revenue results.’ This suggests that organizations have realised the importance and influence that social media has in the marketing world. In social media marketing there are several factors that are included such as, sport brand association, product procurement, audience impact, streaming market value, and revenue analytics to determine market viability regarding consumer social connection. 
5. 
(Haines, 2013, p.8) states that the public sector providers of sport and active leisure are facilities run by local authorities such as local sports or leisure centres. A public facility implies that any money made is then put back into the business to improve. An example of a public sector organisation would be Sport Wales. Sport Wales receive their funding from the central government and get a budget every year to spend in the sport sector. Sport Wales vision for 2020 is to help create ‘An Active Nation Where Everyone Can Have A Lifelong Enjoyment of Sport.’ This is because of the Health Minister for Wales Vaughan Gething (2019), stated that “Obesity is projected to overtake smoking as the nation’s biggest public health challenge.” In result of this Sport Wales are receiving more funding than ever to make a healthy and fit nation. Marketing is a vital part in creating a fit nation as Sport Wales will need to advertise leisure/sport centres in local areas for people to go to, local sports teams and promoting to stay fit and healthy in general. For example, the Welsh Government (2019) have stated that ‘Sport Wales have launched a new fund ‘A Place for Sport’, with up to £1 million available for sports clubs and organisations across wales.’ This new fund will need marketing across wales so that community sport groups large or small can get funding to get things such as floodlights, new multi-sport surfaces, expansion or improvements to existing facilities.
 (Haines, 2013, p.8) states that ‘Private sector organisations primarily aim to make a profit. They can range from local businesses to national brands. They will often be marketed as exclusive facilities or clubs and will offer the newest, highest quality products.’  A local example of a private company could be a private health and fitness club, whereas a national example of a private company could be a premier league football team. An example of a private organisation would be The Gym Group. The Gym Group is a private organisation that have created affordable, high-spec nationwide gyms, there are over 170+ in the UK. The gym group (2020) believes in ‘Helping the UK to achieve a healthy balance, to be more precise. We think everybody deserves the support to reach their goals whatever they are, and without paying a premium or being tied into a contract.’ This ties in with the gym groups marketing promotion. The gym group promotes a low-cost gym with modern equipment and no contract so it is very appealing for customers as there is no pressure for them to pay each month unless customers want to. The amount of gyms that the organisation has over the UK and the fact that they are all open 24/7 is also another good marketing point. In 2018 The gym group had a revenue of £123.9 million which was a 30% increase compared to the previous year. This suggests that the marketing strategies the gym group are using is working as they are improving year after year.
(Wells, 2012, p.83) states that ‘non-for-profit organisations are organisations that operate for social or community purposes, do not distribute profits to members, are self-governing and independent of government’  An example of a non for profit organisation is the Youth Sport Trust. The Youth Sport Trust (2020) is a children’s charity working to ensure every child enjoys the life changing benefits that come from participating in all sports. The aim of the organisation is to ‘harness the power of sport, physical activity and PE to increase young people’s life chances through improved wellbeing, healthier lifestyles and greater attainment.’ The work that the Youth Sport trust carry out reaches around 20,000 schools across the UK and the organisation also works on a national and global level. In 2018/19 the Youth Sport Trust had a secure funding of £10,911,000 to improve young people’s lives through sport and play. Non-for-profit organisations within sport are similar to public organisations as they both have similar aims and goals such as improving the health, fitness and wellbeing of people all ages. In result of this, marketing is just as crucial, because as briefly mentioned Wales as a nation wants to be fit and healthy so people can live longer lives.
6.
Marketing within organisations and businesses is crucial as they need to sell a product/service. It is even more vital for smaller businesses to be good at marketing and to explore the holes in the market so they can stay in business and grow/develop the business, so service gets better and products improve. (Awan and Hashmi, 2014, p.10) state that businesses need an understanding of marketing needs and that entrepreneurs need to target customers through a bottom up approach to the marketplace. This suggests that the importance of marketing for businesses to grow and develop is essential as they need to know how to market and get across the product/service they are providing to the public.  
7. 
In conclusion, this assignment should have showed the value and importance of marketing for all organisations/businesses. It should have also shown what is marketing but more specifically how marketing is used within the sports industry. Lastly, how much of an influence social media has in sales and marketing.  
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