
BMSM6006: Strategic Sports Events Management

Lecture 5

Attracting Customers – Marketing Sport Events



Session Aims

- Strategic Sports 

Marketing: core 

concepts 

- Marketing of and 

through



Week 4 Independent Study 

Tasks
1. Draft a Mission Statement for your event

A mission statement should be a central statement that defines 
what the business is and what will become.  A well defined 
mission statement should be the starting point for formulating 
marketing strategy.   E.g. Reebok  “to be the best fitness brand in 
the World”.

2. Draft the main objectives for your event

3. Identify your event’s strategic partners & stakeholders. 

Please complete & feedback in Lecture 4. 



• What is the purpose e.g. increased 

participation?

• What and who will it benefit and how?

• What type of benefits – political, social, 

cultural, environmental, sports, economic and 

other benefits?

• How long will these benefits last?  Will your 

event have a legacy?

Objectives  (n.b. SMART)

Source: Masterman (2014)



What are you trying to achieve?

What difference will the event 

make?



Concept
• What is the event and what will it look like?

• Moment to undertake situational analysis (SWOT, PEST) and 

competitor analysis – especially if a bid is involved.

• Must consider scale, timings, locations and venues, facilities 

required, and target markets. 

• Identify strategic partners.

• Identify all internal and external decision makers.

• Identify stakeholders and organisers. 

• Ensure concept is aligned with objectives. Source: Masterman (2014)



Event Feasibility

Basically….  the feasibility stage determines 

whether the event can deliver the objectives.  It 

tests the concept  (Masterman, 2014:85).  



Marketing?

What is the purpose of 

marketing?

What does marketing entail?

Can you name company’s linked 

to sporting events / leagues?



Available 

Online at 

UWTSD

Recommended 

reading:

Chapter 6 – Sport 

Marketing

Chapter 9 – Strategy 

and environmental 

analysis in sport



Chapter 8 – Attracting 

Customers: Marketing 

Sport Facilities and 

Events

Library



Chapter 11 – Sport  

Marketing

Library



What purpose does marketing serve? 

“Marketing serves not just to ensure that there is 

awareness and energy surrounding the event, but 

also to ensure that it receives vital external funding 

through sponsorship,” Parent and Smith-Swan (2013, 

p.97). 

Why market through sport events?

“The ability of sport events to tap into the emotion 

and passion of consumers offers the marketer 

unparalleled opportunity to connect with them at a 

personal level,” Parent and Smith-Swan (ibid).  

 



A1 Part 2

To plan and organise a successful sporting event organisers 
must consider how they will attract and retain customers/spectators to 
the event.  This section should commence by addressing the 
market segmentation, targeting and positioning of the event. It must 
also detail how the marketing mix can be best manipulated to address 
the needs and wants of customers, and conclude by specifying clear 
marketing objectives and specific tactics to help fulfil the objectives.

Both parts must be underpinned with appropriate references to 
academic theory, industry and government publications and empirical 
evidence.

50% weighting



Sport Marketing Defined

“Sport marketing is the specific 

application of marketing 

principles and processes to sport 

products and content and to the 

marketing of non-sports 

products and content associated 

with a sport,” Shank (2005) in Foster et al 

(2016, p.242).  



Services and Goods

Four unique characteristics of services:

1. Intangibility – cannot be touched

2. Perishability – cannot be stored

3. Inseparability – produced and consumed 
simultaneously

4. Variability – services can be inconsistent.

(Shilbury et al., 2014)







2 areas of Sport Marketing

1. Marketing through sport – “the use of marketing 

strategies and tools by non-sport organisations to 

market products and/or services through sport”  

Foster et al (2016, p.243). 

2. Marketing of sport – “the use of marketing 

strategies and tools by sporting organisations and 

athletes to market or co-market their own properties, 

services, facilities, events and personas,” Foster et al 

(2016, p.243). 



Through sport or of sport?



Through sport or of sport?



The Sport Marketing Framework 

1. Identify sport marketing 

opportunities (market research).

2. Develop a sport marketing strategy.

3. Plan the marketing mix. 

4. Implement and control the 

strategy.
Hoye et al. (2012, p.205)





❑ Market research is a vital part of most successful marketing 

strategies 

❑ Marketers are typically seeking answers to the 5 Ws – who, 

what, when, where, why, and how.  For example:

▪ Who is the event’s target market?

▪ What does my consumer want from the event?

▪ Where does my consumer learn information about my 

event?

▪ When is the event most accessible to consumers?

▪ Why are my consumers interested in the event?

▪ How do consumers perceive my event relative to 

competitors?   

Source: Parent and Smith-Swan (2013, p.118). 



The Marketing Mix – 4 Ps

It “involves manipulating each element in 

order to find the right combination so as 

to meet the needs and wants of 

consumers, and ultimately gain a 

competitive advantage” 
(Pitts and Stotlar, 1996, in Parent and Smith-Swan, 2013, p.101). 





Product

• ‘Product’ refers to the functions and features of a 

good or service

• Should satisfy the needs of the customer

• May have a Unique Selling Proposition (USP)

• ‘Product’ also includes a range of factors such as 

packaging, quality, warranties, after-sales service 

and branding

• Products and brands may suggest certain images e.g. 

sporty, sophisticated, value



Product levels:   Kotler & Armstrong (2008)

27

CORE PRODUCT

Core 

benefit or 

service

ACTUAL PRODUCT

Packaging

Features

StylingQuality

Brand 

name

AUGMENTED PRODUCT

Installation

After-

sales 

service

Warranty

Delivery 

& credit



Marketing Mix - Price

▪ It should be representative of the customer’s perception of the 

value of the product (Mullin et al, 1993) – i.e. not a rip off. 

 Value =   perceived benefits of sports product

               price of sports product

▪ Price is the most often and easily manipulated of the 

marketing mix elements. 

▪ In a market where demand is elastic price is the most effective 

and efficient tool for adjusting strategy (Mullin et al, 1993). 

 



Marketing Mix - Place

Place is “the actual physical placement and distribution of a 

sport good or service,”  Parent and Smith-Swan (2013, p.104).

  

 



The distribution function in 
sport marketing primarily 
concerns the facility or arena

https://www.youtube.com/watch?v=9whei1eVoFs


8 key components of place with regards to 
the physical location of where to locate a 
sport event:

1. Accessibility

2. Amenities

3. Design/layout

4. Parking

5. Drawing radius

6. Personnel

7. Security

8. Surrounding areas.
     Source: Mullin et al. (2000)



Marketing Mix - Promotion

Promotions are “the vehicles through 

which the marketer conveys information 

about the product, place and price,”  

promotion “is a critical mechanism for 

positioning a product and its image in 

the mind of the consumer,” Mullin et al. 

(2000, p.84).   

 



Promotion =
Marketing Communications



Marketing Mix - Promotion
The primary components of an event’s promotional mix 

are:

▪ Advertising

▪ Publicity

▪ Public relations

▪ Sales promotions

▪ Sponsor activation programmes  (next week)

▪ Personal selling

▪ Licensing

▪ Incentives

▪ Atmospherics 

(Pitts and Stotlar, 1996; Schwarz and Hunter, 2008; Shank, 2005). 

 



Can you Guess the official World Cup 
Sponsors- Qatar 



Can you guess the official World Cup 
Sponsors / how did you know?



The Integrated Marketing Communications 

Mix

Source: Fetchko, Roy and Clow (2019)



Integrated Marketing 

Communications defined:

‘The coordination and integration of 
all marketing communication tools, 
avenues, and sources within a company 
into a seamless program that 
maximises the impact on customers and 
other stakeholders at a feasible cost’ 
Clow and Black (2010, no page).



https://youtu.be/k6WF0O1Mnvk


21st Century sport integrated marketing 

communications mix – Adapted from Irwin et al. 

(2002)

RELATIONSHIP BUILDING AND 

ENGAGEMENT

ADVERTISING

PUBLICITY

PERSONAL CONTACT

INCENTIVES

ATMOSPHERICS

LICENSING

SPONSORSHIP

Source: Hopwood (2007) chapter 11 in Beech and Chadwick.



How has Tyson built a following- Think marketing/communications mix



The Promotions Mix

Consists of four main promotional activities:

1.   ADVERTISING

2. PERSONAL SELLING  

3. SALES PROMOTION

4. PUBLIC RELATIONS

Task:

What could you plan to do for each of these areas for 

your event?

Draft for your event- Transfer in groups to the 

whiteboard

     



Promotion 

decisions
▪ Promotional strategy – 

push or pull

▪ Advertising

▪ Personal selling and 

sales force

▪ Sales promotions

▪ Public relations and 

publicity 

▪ Marketing

▪ Communications 

budget

Price 
decisions

▪ Pricing strategy (skim or 

penetration)

▪ Suggested retail price

▪ Volume discounts and 

wholesale pricing

▪ Cash and early payment 

discounts

▪ Seasonal pricing

▪ Bundling

▪ Price flexibility

▪ Price discrimination



Product 

decisions 

▪ Brand name

▪ Functionality styling

▪ Quality

▪ Safety

▪ Packaging

▪ Repairs and support

▪ Warranty

▪ Accessories and services

Place (distribution)  

decisions
▪ Distribution channels

▪ Market coverage 

(inclusive, selective or 

exclusive distribution)

▪ Specific channel 

members

▪ Inventory management

▪ Warehousing

▪ Distribution centres

▪ Order processing

▪ Transportation

▪ Reverse logistics



Don’t forget about customer retention!! and the 

potential lifetime value of a customer.

Lost customers may be responsible for negative 

word of mouth.   

Customers are satisfied when they get what 

they want – a quality service. 

Customer Retention



Golden Rule

RetentionSatisfactionQuality

Further reading on customer satisfaction and retention – see chapter 8 

in Schwarz et al. (2017) Managing Sport Facilities and Events



Task

For your event- What will 

make sure customers 

leave happy and that they 

are retained? 

• Think

• Notes

• Share / discuss in pairs 



Any questions?

Thanks for listening
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