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Introduction
This is an academic essay reviewing an introduction into the Sports Marketing Industry. Marketing is the process in which organisations build relationship and create value in order to promote their business and retain existing customers. A way marketing can be viewed as stated by The Buzz (2012) “Marketing is the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational objectives.” This is a previous definition which has been used but when contrasting it against current day definitions it may not be seen as in depth, looking at a modern day definition as stated by Kotler and Armstrong (2018) “Marketing is engaging customers and managing profitable customer relationships. The two-fold goal of marketing is to attract new customers by promising superior value and to keep and grow current customers by delivering value and satisfaction.” This assignment will be looking through a variety of different marketing concepts within the sports industry using analysis to identify the benefits to marketing and comparing them against the negative impacts of marketing.

Concepts of Marketing
Within the Sports Industry they may potentially be looking at personalized marketing as an approach to entice new customers to their products due to being able to advertise their marketing content towards customers who are more inclined to buy their products because of past purchases and search history, this is all done via technology and a collection of customer information. Personalized marketing is also viewed as stated by Dawn (2014) “Marketers are going towards the personalised marketing to serve better to its customers than their competitors. Personalisation is the use of technology and customer information to tailor a particular product to the specific needs of an individual customer.” With modern day technology and the use of the internet personalized marketing can be used to advertise to more and more people. With the growth of social media in recent years and the many different platforms such as TikTok, Twitter, Instagram and Facebook just too list a few there are a plethora of opportunities to target individuals on their interests, as stated by Seng and Keat (2014, p.65) “While social network sites differ from one another, all of them allow users to articulate their social networks and communicate online with other users within their networks.” This marketing concept gives companies an opportunity to gain an advantage over other companies marketing their products, as stated by Dawn (2014) “Due to the enormous competition in the market, it is imperative for an organization to develop personalized marketing to enhance the competitive advantage.” Using social media as a platform is a extremely innovative way to expand your business and show your projects to the population but using social media as a platform for your brand will also come with some negatives and in today's society more and more company's and business will be using social media to expose their brand possibly making it harder to advertise your brand and with all your products being able to be viewed online it then gives opportunity for customers to express their opinion and make it visible online that they are not happy with the products and this can be harmful to a business, this is something that has been looked at extensively as stated by Akram and Kumar (2017, p.350) "In business, Social Media isn't totally hazard free in light of the fact that a significant number of the fans and supporters are allowed to post their feeling on a specific association; the negative remark can lead the association to disappointment."
[bookmark: _GoBack]Companies can potentially offer a service as an attempt to make their products more marketable, as an example any sporting company selling sporting gear may offer a delivery service at a cost. As stated by Hoffman and Bateson (2010) “While social network sites differ from one another, all of them allow users to articulate their social networks and communicate online with other users within their networks” This will potentially entice more customers to buy the product and it can be done easily and efficiently from their own home. 

The Sports Marketing Industry
The Sports Marketing Industry is a global phenomenon as sports are widely viewed across all countries for example you have football which has a number of leagues within a majority of countries which will be advertised and talked about across social media. When just solely looking at one league such as the premier league which is one of the biggest leagues in the world this is shown across the globe, as stated by Premier League (2019) "The Premier League was shown in a total of 188 of the world's 193 countries recognised by the United Nations" This isn't even taking into consideration other well successful league which will be broadcasted on many different platforms. Also this is just looking into football when there are other widely popular sports to view such as Basketball, Rugby, Tennis, American Football and Boxing, All these sports at the elite level are full of role models which customers will look up to and want to emulate and this gives opportunity to make the items top athletes are using marketable. 
Majority if industries within sports marketing if not all will always have an eye on numbers, they will want to be making a marketable business and they will use successful and accurate statistics that represent their business positively. As stated by Leclaire (2000) "The industry continues to get more focused on delivering bottom-line results." Organisations within the sporting industry and using trends to identify to best way to make their product or service marketable to get them bottom line results.

Public Sector
Sporting organisations will look at marketing products during their events, Events will be held by a number of different sporting organisations and this will lead to a plethora of more job opportunities for the public. Hosting sporting events with current advertising can also look at bringing a variety of different people will different lifestyles to the product such as different ethnicities, different religions, different wealth background. Within the public sector of sports marketing it will look at bringing in all cultures to view their product. As stated by Jarvie (2006, p.6) "A general social understanding of sport remains crucial to our understanding of the world in which we live in."

Private Sector 
Private Sector organisations are not funded by the government, they are not run by the government but rather run by a individual personnel and different businesses. Private Sector organisations are usually run with the main goal of achieving profits, examples of Private Sector companies are Plumbers, Dentistry, Food and Retail to list a few. Private sector companies are very progressive in their marketing and use a lot of technology to market their products digitally, as stated by Hofmann and Ogonek (2018) "Since private sector companies are often assumed more progressive in exploiting digital media, it seems worthwhile for the public sector to understand how the need for digital competences is addressed by the private sector." but there are arguments that management is not as knowledgeable with private sectors in comparison to public sectors as mentioned by McAdam and Reid (2000) " It was found that knowledge management was more developed as a management philosophy in the public sector." This may be factored down to the fact that overall it is run by companies and individuals rather than the government.

Not For Profit Sectors
When analysing not for profit sectors they are highly based upon their success and what they can achieve, as stated by Gamble and Beer (2017, p.451) " Performance measurement has far-reaching implications for not-for-profit organizations because it serves to legitimize, attract resources, and preserve expectations of stakeholders." Not for profit organisations are reliant on government funding and a variety of donations and grants in order to use a facility and get equipment, organisations of this nature rely on this funding to be able to market their products and more often then not look to hire volunteers who are looking for experience to lower their expense cost. As stated by Glaeser  (2003, p.3) " I assume that in the nonprofit organization, the manager decides on the nature of production and maximizes preferences over both the amount of output and its attributes". A reality for not for profit organisations is the struggle to sustain the product they supply as they are not usually as successful as profit organisations, as stated by Glaeser  (2003, p.3) " However, the existing theory and practice of not-for-profit performance measurement have fallen short, due in part, to an overuse of profit-oriented philosophies." This shows that historically not for profit organisations are not as successful as profit organisations. 

Marketing Strategies
Organisations will look at a variety of different strategies in order to advertise in the best possible way to advertise their product, The strategies being implemented by organisations will be trialled and weighing up the pros and cons to see what will be the best strategy with the ultimate hope of directly promoting to their target audience. 
Digital marketing is a strategy that organisations may look at as an approach to advertise their products globally. Using the internet as a marketing strategies allows opportunity for talented professionals to promote different brands and products with a lot of resources at their disposal, as stated by Ellsworth (1997) "While both internet marketing and internet advertising allow skilled professionals to utilize the internet as a channel for promoting brands". 
Many companies use direct selling as their main strategy towards selling their product. Using the strategy is mainly reliant on companies having the right positive staff in order to sell the product, as stated by Larson, Flaherty, Zablah, Brown and Wiener (2008)"Results from a field study indicate that the influence of a representative’s construed customer attitude toward the cause campaign on selling behavioural performance is mediated through cognitive identification and selling confidence."

Case Studies
Paul Pogba is a brand ambassador for Adidas as a professional footballer for France and Manchester United, Paul Pogba is chosen as an ambassador as he is a global superstar even away from football. They market a variety of different products using him such as new kits, football boots, events and parts of their clothing range and they do this by advertise him utilising these products on social media posts, he appears in Adidas branded adverts and he wears the products in real life for example he will wear the latest football boots when representing France and Manchester United. As stated by Sky Sports (2019) "Paul Pogba has been chosen to model Manchester United's new away kit despite being linked with a move away from Old Trafford."
Rafael Nadal is a brand ambassador for Nike as a famous tennis player, he is commonly in the argument for being one of the greatest tennis players of all time. Nike identify his success in his own right and use him as a brand ambassador to sell more products and many people will see him as a role model and feel more inclined to buy their products. He will be used to advertise the latest tennis products across a range of different social media posts and adverts.

Conclusion
To conclude this academic essay it was to identify key marketing concepts and strategies and evaluate different examples. Overall after strong analysis of Sports Marketing it is shown that in today's current generation the most efficient way to advertise your business and variety of products is to publish them online. Businesses such as Nike and Adidas using online marketing as their main strategy use global superstars such as the mentioned Paul Pogba and Rafael Nadal because of their status and how they are role models around the globe in order to push their products to a wider audience.
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