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Introduction
	Marketing has been and always will be a major function within organisations. The American Marketing Association (2007) defines marketing as: ‘marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society’. However, the official definition of marketing is constantly evolving along with society. Most recently the definition is sees marketing viewed as a long-term activity that is vital to how an organisation runs whereas the previous definition viewed marketing as a function implying a short-term and departmental role.
	Sports marketing is the application of marketing to sport through two avenues. The first being marketing through sport and the second being marketing within sport. The former involves a non-sport organisation or business’ like banks and car dealerships marketing their products and services at sporting events. Marketing within sport involves sporting brands marketing their products and services at sporting events for example, adidas marketing their new line of sports clothing at the Olympics.  
	This assignment is going to look at the way major organisations and events will market products and services through sport within the public, private and not-for-profit sectors using case studies for each sector (Beech and Chadwick, 2013)

Types of Marketing
	Traditional Marketing vs Contemporary Marketing
[image: ]		Traditional marketing is an umbrella term that covers the wide array of advertising channels we see daily. These may include print media, billboard and TV advertising, flyer and poster campaigns and radio broadcast advertising (Williamson, 2020). 
	The marketing mix also considered ‘traditional marketing’. The marketing mix includes the 7Ps. The 7Ps of marketing are: Price, People, Product, Promotion, Process, Place and Physical Environment. Combined these 7 components of marketing lay a great foundation for an organisation to create a marketing proposal. 
	Contemporary Marketing refers to theories that stress the importance of customer orientation versus the traditional market orientation. They are strategies that, when implemented, offer greater support for their client base with a product range that varies depending on what the target market desires. Rather than what the company wants them to have (Williamson, 2020).

Sponsorship 
	Sponsorship is when a business provides funds, resources or services to a club, in return for some form of rights and/or associations with the club that may be used to help the business commercially. This could be in the form of a logo on a football, signs at an oval or free advertising in the newsletter (Sponsorship, 2020).
[image: ]Sponsorship is an integral part of marketing as it allows organisations to reach many different markets across the globe. It also allows them to reach a wide range of people who are of different backgrounds and of different ages. With Nike they have superstar athletes like LeBron James of the NBA and footballer Cristiano Ronaldo and Adidas have footballer Lionel Messi and NFL star Patrick Mahomes. Lionel Messi alone is predicted to make Adidas 12 million US dollars this year (Lawrence, 2020).





Social Media
	Social Media Marketing is best defined in the context of traditional media such as television. It is often used through mobile devices and aimed at mainly the younger generation as they are more into their social media trends and are more susceptible to make a purchase based on their favourite social media personality marketing a product or seen wearing a product. An example of this is Cristiano Ronaldo, he is one of the worlds best footballers and has a massive following on social media with 207 million followers which is the most Instagram followers for an individual. When Nike release a new line of football boots or sports clothing the will use Cristiano Ronaldo as their main marketing tool because first of all children will see their hero wearing it and will immediately beg their parents ‘to be like Ronaldo’. 
	

Private sector
	The private sector is the part of a country's economic system that is run by individuals and companies, rather than the government. Most private sector organizations are run with the intention of making profit (Rouse, 2013).
	Red Bull was founded in 1984 and in 1987 launched the worlds first energy drink and had to market it from scratch as at the time there were no other energy drink brands to be able use as a starting point. As of the end of 2019, Red Bull employs 12,736 people in 171 different countries and sold 7.5 billion cans of Red Bull in 2019 alone. Red Bull use different elite sports persons from different sports to reach a much larger audience. Ben Stokes and Trent Alexander-Arnold are the two biggest names associated to Red Bull currently and its no surprise that sales within the organisation saw a major rise in 2019 to 2018 when you look at the success both had with Stoke being a World Cup winner and Alexander-Arnold becoming a European champion. 
	By marketing within sport Red Bull have been able reach an astounding amount of sales all across the world with: India making up 37%, Brazil 30%, Africa 25%, Germany 15%, Austria 12%, Eastern Europe !12% and USA 9% of global sales (Bull, 2020).

Public Sector
	The public sector means the organisations run by government that exist to provide a service for the population and communities. Money to pay for these is raised through a variety of taxes, e.g.:
· Income Tax
· National Insurance
· VAT
· air passenger duty
· fuel duty
(Bitesize, 2020)
Active partnerships are a public sector organisation which aims to use networking within education from schools all the way up to further education, community groups, the local authorities and national governing bodies within the United Kingdom. 
Active Partnerships coordinate the work of School Games Organisers, Local Authorities, NGBs and other providers to offer a seamless sport and physical activity offer for young people to encourage and embed a lifelong sporting habit. Active Partnerships offer schools a number of initiatives and programmes, including the Primary PE & Sport Premium, Sportivate, School Games and Satellite Clubs (Partnerships, 2020).


Not-for-Profit
		
Not-for-profit organizations are types of organizations that do not earn profits for its owners. All of the money earned by or donated to a not-for-profit organization is used in pursuing the organization's objectives and keeping it running (Kenton, 2019).
As a Not for Profit organisation Freedom Leisure work in partnership with the local authority for example, Swansea Council. Freedom leisure get their marketing right due to the fact that they will sponsor most of the major local a2wqards in Swansea such as the annual Swansea sports awards. Freedom leisure also work alongside many the local community to ensure the sustainability of grassroots sport within the Swansea area. 
Freedom Leisure Swansea works with a wide range of local groups and national partners to get people of all ages and abilities more active across a range of programmes delivered in local communities and leisure facilities (Active Communities, 2020).


SWOT
	
The strengths of marketing within sports are that for the major corporations may find it much easier to market the newest products compared to the lesser known or less popular brands. An example of this would be in football Adidas and Nike do not struggle to sell the new products due to sheer star power of the athletes they use like Mo Salah and Kevin De Bruyne. 
Although on the other hand brands like Under Armour who have recently made a break on the football scene may find it more difficult to market their new football products because the athletes they use do not hold the same star power such as Trent Alexander-Arnold and Memphis Depay who are big names in the world of football but are not as big as some of the names linked to Adidas and Nike.

Some weaknesses of marketing through sport are the up and down nature of the different trends within different sports like the recent surge in interest with CrossFit. Although it may be a popular sporting activity and is thriving in the market it will eventually drop off and brands such as Reebok who are profiting off the back of the CrossFit resurgence will go back to being your average clothing brand waiting for the next fitness trend to arise. 

Marketing through sport is an excellent way to get your company's name out there whether it be a global corporation or a local small business. With the global viewership of competitions such as the English Premier League, the NBA and the NFL even small local businesses can have an outstanding amount of exposure to potential business opportunities. 

Marketing through sport has its threat though. Even though sport is an extremely diverse market there is always room for different brands to copy another when it comes to social media advertising or digital advertising. There's also room for controversy as sport is never far from the centre of it. 

To conclude marketing within sport has more positives than negatives and has a major effect of how most businesses are run due to the exposure from being advertised during major events like the World cup, the Super Bowl and the NBA Play-Offs. 
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