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[bookmark: _GoBack]Sales and Merchandising is hugely important within the sporting industry. Sales is defined as “the direct personal selling particular in the sale of products, services and in business-to-business marketing” (Doyle, 2011). The importance of sales in the sporting industry is abundant. Companies and sports brands sell their sports products to make revenue, so marketing their products properly is also vital to the success of the business. Merchandising is defined as “the part of marketing involved with promoting sales of merchandise, as by consideration of the most effective means of selecting, pricing, displaying and advertising items for sale in a retail store” (Scott, 2006). This element of the retail industry is significant because merchandising gets people into stores and attracts them to different products, they may not necessarily been interested in. There are several different elements to sales and merchandising which shall be discussed and how they are used in the market place.

The most important part of sales and merchandising is marketing. Target marketing especially vital in this process. “The key to efficient signage is understanding your target audience and learning how they shop” (Sandoval, 2014). Identifying a market need and developing a product to meet that need and delivering that product in an effective way (O’Reilly, 2015). Knowing who your target market is and what they want needs to be considered when creating a marketing strategy. Staying competitive against various other brands and similar products can be challenging for new small business and for huge world-renowned companies such as Adidas and Nike. Studies conducted by Yaser Ahmadi and his team in 2016 showed that there is a need for uniqueness from their participants, with tendencies towards internal brands. This study may have been conducted in Iran, but the same structure can be applied to other countries. Therefore, “manufactures of sportswear can boost their sales by producing products which can differentiate the individuals from the others” (Ahmadi, 2016). 

Success of a sports product can be defined in a few ways. The product can make a lot of money, be practically successful or create a lasting positive image of the company that created it. New innovations have started to arise over the past few years such as Ironman challenges and e-sports competitions have innovated the way that people can participate in sport and view it at the same time. E-sports has developed into a multi-million-pound business from its inclusion alone. People who want to get better at these games watch and learn from others that play it and develop their own strategies (Cuban, 2019). E-sports also gives that believe to fans that watch the competitions that they can aspire to be successful in that game as well. The positive impact e-sports leads to more copies of games being sold and popularity in events that will keep on developing.

It is important within a store that the customer can navigate round their products easily as well as finding items they require. Retailers have to follow the following additional dimensions at their disposal:

· Merchandise
· Store
· Service
· Promotion

(Davies and Ward, 2005) 

Ensuring products are positioned correct within an allotted space is one of the first the first priorities companies should focus on when they are opening a new store (Gilbert, 2018). Space management issues can lead to a decrease in sales performance as well as not exposing the products customers may be attracted too. Certain companies such as Sports Direct and Matalan use their space as much as possible so that most of their products are visible to customers when they are wondering around the store. Other leading retailers such as JD sports and River Island would rather have more space in their stores for customers to move around in and storing their items in warehouses so that customers can have a better shopping experience without any worry of space and exclusivity.

Within the sales and merchandising in the sports industry, another important factor companies need to consider when advertising a product is to have good ambassadors of their items. An ambassador is somebody who will praise products by either using them or declaring their love for that product in an advert. “A great brand ambassador can cut through the clutter and say things about your company and brand with more credibility than you can because they won’t make money as a result” (Newton, 2016). Ambassadors are powerful and versatile tools to advance your company or product awareness.

To conclude, it is apparent that sales and merchandising success is vital if a company is too be successful. Merchandise is any tangible product that can be purchased by consumers (Lear et al., 2009), allowing fans to become associated with teams on an individual and social level (Madrigal, 2000). The decision to purchase merchandise as a consumer is still a derivative of many factors (Bitner, 1992). It is the responsibility of the sports brands and retailers to sell their products effectively in stores and online. Results from the study conducted by O’Reilly and his team (2015) show that the brand is important when attempting to increase merchandise sales rank among rival clubs. For sports teams not only is the sales and marketing team important to deliver a successful marketing strategy, the team also need to perform in a positive manner to increase sales of their merchandise and to improve the image of themselves. Sales and merchandising is hugely important to major companies around the world and is growing business. More products are being sold online compare to shops, but that will not slow down the industry.
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