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Introduction
Marketing in today’s society is advertising and selling a particular product or service. In the sports world, sports marketing is very important and crucial for a variety of different stakeholders. My definition of sports marketing is the advertising and selling of products using an athlete or team. From a business perspective, it is essential that the athlete or team is performing at its absolute best as this will affect the amount of money that the business will earn. For example, if a player is performing well, the sales of the merchandise based around the player will increase and also make them more appealing, allowing for price of player to be increased for other teams around the world who may want to bid on the player. We can see sports marketing virtually everywhere we look these days as the huge amounts of money these businesses pump into promoting and advertising their brands. There are two main ways of marketing that are used, traditional and contempory. Traditional marketing as quoted by Williamson [2020] ‘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’. This format of marketing used to be the main strategy businesses would focus on. However, this has shifted these days as the use of media has been seen to be the most efficient and useful strategy of marketing. Contemporary marketing also quoted by Williamson [2020] ‘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’. For example, a club releases different styles and varieties of merchandise that accommodate different purposes. Some of the merchandise may be completely irrelevant to the actual sport like a scarf or pen, but due to branding strategies these businesses are able to benefit massively as people pay for the logo. 
Public/Private/Non-profit sectors
The three different sectors that rely on sports marketing are public, private and non-profit organisations. The public sector is completely controlled by the government. An example that would use sports marketing in the public sector would be a leisure centre run by the local government. In Carmarthenshire, the local council has produced a programme called Actif Sir Gar which aims to make ‘More people/More active/More often’ as quoted by the programme. These public sector organisations rely on funding from the government to improve facilities like new gym equipment or new changing rooms. Also, the funding from the government allows sports programmes to be developed and fitness classes. These public sector organisations main boards are elected by the public making them community based, however government agencies might introduce policies to ensure everyone gets an equal opportunity to take part in sport. The next sector is the non-profit organisations. As quoted by Pederson, M. and Thibault, L (2019) ‘the non-profit sector, includes voluntary organizations whose main purpose is not to make a profit but rather to address a social cause, a special interest, and the needs of members. In many cases, organizations that focus on education, cultural, religious, professional, or public service operate as non-profit organizations. Numerous sport and recreation organizations are non-profit organizations. An example of a non-profit organisation is soccer aid which is the world’s biggest live charity football event. The event was created to help gather funds for Unicef. As quoted by Soccer Aid (2020) ‘Soccer Aid for Unicef works with partners to provide vaccines and clean water so that children can grow up happy, healthy and able to play. We support the safe spaces and the games and toys they need to play. We help protect children from violence and in times of crisis so that they can enjoy the carefree childhoods they are entitled to. And we do so much more to allow kids to be simply kids’. All of the money made from the football game which includes celebrities including Usain Bolt and Olly Murs which influence sales as it attracts audience. Last years soccer aid reached a record breaking £7.9m with all funds going directly to Unicef. Unicef (2019) quotes ‘The star-studded match, which was broadcast live on ITV and STV on Sunday 16th June, has surpassed previous fundraising records thanks to the public, ITV viewers, corporate partners, a host of A-list celebrities and the UK government – who matched donations up to £3m’. The broadcasting of the game on ITV and STV allows big exposure for the charity to be able to reach out to people and fulfil there aims to get people to donate to their charity. The third sector is the private sector. Businesses or organisations main purpose in this sector is to generate profit. These can be found at local and national scale and tend to offer the newest and high-quality service out of all the sectors. An example of a national scale private business would be Manchester United. Manchester United makes huge amounts of money each year through ticket sales and selling branded merchandise. As stated by Peach,S. (2017) ‘United last year became the first British club to break the half billion mark and have improved on that position, with revenue rising from £515.3m to £581.2m for the year ending 30 June 2017’ These huge numbers show how successful Manchester United market themselves as a brand and shows how strong there marketing techniques are. However, for a private business-like Manchester United they heavily rely on the performance of the team and certain individuals to gain and increase sales. For example, if Marcus Rashford was scoring more goals, this will boost his shirt sales. A local example of a private business in this sector would be David Lloyd clubs. There are 116 clubs based all over the UK which offer high end facilities. These facilities include as stated by David Lloyds (2020) ‘Our clubs provide the perfect destinations to stay fit and healthy as a family. Facilities include state-of-the-art gyms, heated indoor and outdoor pools, top-class racquets facilities, well-equipped group exercise studios and luxurious spas. And if you need a place to meet with friends or enjoy a bite to eat, our clubs also feature large and inviting spaces to work, relax and socialise’. The type of market David Lloyds is appealing for is people who have a lot of disposable income or middle/upper class category as they know people are willing to pay for these luxuries. 

The 7p’s
There are a number of marketing fundamentals that a business or organisation must comply if they want to ensure a successful business. The 7P’s marketing mix consists of product, price, place, promotion, people, process and people. Product for a business is the main selling point so it is vital that the product satisfies and meets the demands of the customer. Private sector focuses heavily on the quality of the product as it looks to gain maximum profits and offer a product the non-profit or public can offer. The second P stands for as quoted by Azam, G (‘There are two perspectives to define price. On the customer side, they sacrifice price to get or receive a particular product or service. On the seller’s side, the price is the charging amount to give or sacrifice any product or service. There are two types of new product pricing strategy (market penetration pricing i.e. The initial low price to get or cover large market share; market skimming pricing i.e. To get or receive a high customer return from the customer by charging an initial high price of the product) is available in the market and their marketing objectives are also different. A businessman should understand his or her business goals and others market situation and determining their product or service price’). In a sporting example, Chelsea football kits will be able to sell for a much higher price than a local side as the demand is a lot higher. The third P ‘Place’ is dependant on the business owner on whether they want to mass distribute their product or whether they will distribute their product on a more small, exclusive scale. The NFL has now decided to branch outside of the United States of America and has begun to play games in the UK as the new Tottenham Hotspur stadium has been designed to accompany these NFL fixtures. With the success of the NFL moving some of its fixtures to the UK, talks are undergoing to create a new London based team, allowing new business opportunities. If this London team was to pull through there will be large success as it will be a niche in the nations market and will attract customers and sponsorships. The aim of this is too gain more publicity of the sport and gain followers which will increase profit from ticket sales and merchandise. The fourth ‘P’ stands for promotion. A business promoting their product is crucial too the success of the product. Promoting a product or brand can be done through online marketing which can involve advertising through ads. Big brands use major football teams too promote their brands on their kits and over the stadium. This is a benefit for both parties as it produces funding and sponsorship from big name brands and the brands benefit by their brand being advertised by the biggest clubs in the world. For example, Manchester city’s main sponsors are Etihad. The fifth ‘P’ stands for people. People power is vital for the success of a business as policies and different strategies must be enforced to guarantee the smooth running of a business. For a major football team, people power is required to maintain the stadium, finances, media, facilities, hospitality, coaching and many more roles which can’t be fulfilled by technology. The sixth ‘P’ stands for process. A business must be able to follow through different processes like market segmentation and different structure designs to allow the business to be efficient. The final ‘P’ stands for physical evidence. This includes all facilities and hard copies of documents that the business owns through transactions from stakeholders. 


SWOT and PEST analysis
[bookmark: _GoBack]There are two different marketing strategies that businesses can use to analyse their businesses, SWOT and PEST analysis. SWOT analysis which stands for strengths, weaknesses, opportunity and threats. SWOT analysis is used to identify strengths and any weaknesses and helps them figure out how to overcome problems. As quoted by Unicef (2018) ‘SWOT and PESTEL are analytical tools that help identify the key external and internal factors that should be taken into account in order to achieve success in a project or initiative’. It is essential for business to always be working and improving on their strengths or their unique selling point. This is to make sure the product or service is better than the rest of the competition. A business must also take into consideration their weaknesses as these are the factors that can affect total profit. For example, Tottenham Hotspur have moved out of White Hart Lane into a new, state of the art stadium to increase the total capacity which therefore increases sales. The ‘O’ stands for opportunity which as quoted by Pestle (2019) ‘This is an external factor as it is directly related to the firm’s external environment, through which these companies can gain a lot if they plan their moves wisely. Firms can benefit from lower taxes, good market trends and a booming economy’. The T stands for threats. This means the different threats and challenges that can’t be controlled by the company making them external factors. PEST analysis stands for political, economic, social and technological. Post, J (2018) quotes ‘PEST is an acronym for political, economic, social and technological. It's a way of understanding how external forces impact your business’. The ‘P’ stands for political, a business must take into consideration how taxes and different government policies may affect the running of the business. Economic factors are very important for businesses as interest rates, inflation and taxes all affect the profits and what the business gains from the market. Social aspects of a business are the different trends in populations. A business can target and specify different marketing techniques for different groups. The ‘T’ standing for technological meaning the technology of a business is analysed. 
Conclusion 

To conclude, the business of sport is very important in today’s market with changes found all the time which businesses must be able to adapt to new environments and guarantee the success of their product or service. There are numerous strategies that can be used to help tackle problems that these businesses may face. 
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