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Standard@ne

v¢ Students will discover the world of sports
marketing and the use of marketing to

promote sports and non-sports businesses / _z#

in sports. | i

by |
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Objective @ne

v¢ l[dentify and understand the components
of the marketing mix as it relates to
sports marketing.
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¢ The process of developing, pricing,
promoting, and distributing products to
satisfy customers’ needs and wants.
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SPONtS

Y« Sports are a source of diversion or physical
activity engaged in for pleasure ,

o Can be spectatorship

o Can be participation and play




SpertsiMarRetin

Yt Sports Marketing uses marketing elements
to meet the goals of a sports property.
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Whathis M@Eﬁ[@@ﬁ@@?

v« DURABLE GOODS

*« NONDURABLE GOODS

v« SERVICES
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http://www.sixflags.com/national/index.aspx
http://www.sixflags.com/national/index.aspx
http://sports.espn.go.com/mlb/clubhouse?team=bos
http://sports.espn.go.com/mlb/clubhouse?team=bos
http://www.magazines.com/magcom/covers/0/06/184/0061844.jpg
http://www.magazines.com/magcom/covers/0/06/184/0061844.jpg
http://www.t-mobile.com/
http://www.t-mobile.com/
http://disneycruise.disney.go.com/dcl/en_US/home/home?name=HomePage
http://disneycruise.disney.go.com/dcl/en_US/home/home?name=HomePage
http://www.sixflags.com/national/index.aspx
http://www.sixflags.com/national/index.aspx

Whatis M@fﬂ@%f@@d?

v« PEOPLE

v« PLACES

v« ORGANIZATIONS
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WhatiissbeingimerkReted?
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MarReting Mix

'« The FOUR P’s OF MARKETING

Product

Pricing

Promotion

Place (Distribution)
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Product; Strategies

Y« Companies & teams must create strategies

to promote, manage, sell, service, and
evaluate their PRODUCTS.




ProductiStrategies

Y« Companies & teams must create strategies

to promote, manage, sell, service, and
evaluate their PRODUCTS.



Serviee Strategies

Y« Companies & teams must create strategies

to promote, manage, sell, service, and
evaluate their SERVICES.
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Pricing §f§iﬁ@{§@@ﬁ@§

Y« Companies & teams must create strategies
to PRICE the products & services.
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Prometion Strategies

Y« Companies & teams must create strategies
to PROMOTE the products & services.
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DistributioniStrategies

Y« Companies & teams must create strategies
to DISTRIBUTE the products & services.
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Seven Corel Eunctions of
MerrReting

, Product/Service Management

, Marketing-Information Management

Pricing

Promotion

Distribution

" Selling

S — Financing




Preduct/ServiceiMeanagement

¢ Designing, developing, maintaining,
improving, and acquiring products or
services for the purpose of meeting |
customer needs and wants




Marketing=Information
Menagement

Y« Gathering and using information about
customers to improve business decision
making
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Pricing

v« The process of establishing and
communicating to customers the value or
cost of goods and services




Promotion

Y« Using adwvertising and other forms of
communication to distribute information
about products, services, images, and '
ideas to achieve a desired outcome




Distribution

v« Determining the best way to get a
company’s products or services to
customers




S

v« Any direct and personal communication
with customers to assess and satisfy their
needs and wants
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Einancing

Y« Requires a company to budget for its own
marketing activities and to provide
customers with assistance in paying for the /
company’s products or services




Preducers

¥¢ Individuals or Companies which have
products to be sold.

v¢ They provide the “supply.”

v« They are willing to exchange the
product or service for something of
value.
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v¢ Sports Producers May Provide: Q

o Events for Participation | ), & i
o Events for Entertainment Viewing fg T

o Sporting Goods and Equipment
o Licensed Merchandise ‘
o Collectables and Memorabilia

o Athlete Training @!ﬂgﬁ

o Sports Information

>

DIRECTV.

o Event Coverage and Distribution




Consumerns

¥¢ Individuals or Companies which have
needs to be met and which have
something to exchange.

vt They create a “Demand.”

v« They have something to exchange for a
product or service and are willing to do



SPOLtSIEORnSUmEES

Y« Consumers exchange money for a “wanted”
good or service.

¢ Sports Consumers exchange in different
o Spectators as Consumers :




Excheanges

Y« Everyday transactions between producers
and consumers

~ Y Typically trading money for a product o
service %




Benefits offMarRetin

v« Add UTILITY to goods and services
o Added value

v« Makes buying convenient
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