Sports Promotion
Planning the Promotion
Event Marketing

· Event marketing is the activities associated with the sale, distribution, and promotion of a sports event.

· Sanctioned league events are presented by sports franchises.  

· The sports franchises have administrative support and marketing departments that promote the sports events.

· Revenue is generated through broadcast-media contacts, ticket and stadium sales, licensing agreements, and sponsorship.

Promotion in Sports Marketing

· Promotion of sports is like promotion for any product.

· Its functions are to generate sales, attract a targeted audience, and help create a positive image.

· All sports events are business ventures and, therefore, must produce revenue to cover expenses.

· The images that sports events, organizations, leagues, teams, and player project are a direct result of marketing efforts.

· Sponsors rely on positive images to promote their products.

· Association with these positive images help to build the company’s name and product brands in the minds of fans and the general public.

Promotional Mix

· Promotional mix is any combination of advertising, sales promotion, publicity, and personal selling.

· Each company must decide on its own promotional mix.

Promotional Budget

· There are three ways to determine a promotional budget:

· Percentage of sales – sports organizations may use a set percentage, or portion, of last year’s sales or the coming year’s sales to decide on the funds for the promotional budget.

· Competitive parity – a company looks for industry trends on how much to spend. Parity means having equality or similarity.
· Objective-and-task method – companies set objectives for their promotion and decide what promotional activities are necessary to reach those objectives.
Advertising and Sales Promotion

The Role of Advertising

· Advertising is any paid promotion of any idea, good, or service by an identified sponsor.

· Promotional advertising is advertising with a goal of selling the item being promoted.

· Institutional advertising is advertising with a goal of developing goodwill or a positive image.
· Advertising media may be grouped according to print, broadcast, direct marketing, and online advertising.

Sales Promotion

· Sales promotion is a short-term incentive to get consumers interested in buying a product. It’s usually part of an advertisement or personal sales pitch.
· Coupons and rebates offer some type of price reduction or free merchandise.

· Samples are a common way to promote new products and new products are given away to potential customers.

· Premiums are items that are given away free with the purchase of merchandise.
· Contests you must perform a task to win a prize.
· Sweepstakes is when participants need only to sign up to be included in the competition.
· For sales promotions to be effective, they must be coordinated with the other media used in the ad campaign, as well as with the retail business involved.
Public Relations and Personal Selling

Public Relations

· Public relations are activities that promote the image and communications a company has with its employees, customers, investors, and the public at large.
· Publicity is the free mention of a product or company in the media.

· Magazines, newspapers, television, and radio provide outlets for public relations to functions.

· A press release is a newsworthy article that provides basic information to answer questions about a subject, such as who, what, where, when, and why.

Personal Selling
· Personal selling is direct communication by a salesperson to potential customers either in person or by telephone.

· There are two types of selling:

· Order taking – does not involve much sales ability because consumers generally know what they want and simply ask for it.

· Order getting – would be a professional salesperson that knows how to follow the steps of a sale, and then follows up after a sale has been completed.
· Before the sales process begins, a salesperson can prepare with prospecting, which involves looking for potential customers or leads, and preapproach, which is learning about the products and the potential customers.
· Steps in the selling process involve:

· Step 1: Approach – the face-to-face meeting with the potential customer.
· Step 2: Determine Needs – involves looking, listening, and asking questions.
· Step 3: Present the Product – the product presentation should be developed around the customer’s needs and wants.  Important features and benefits should be presented first to create interest and desire.
· Step 4: Overcome Objectives – involves answering questions or eliminating doubts about a product.
· Step 5: Close the Sale – means getting a commitment from the customer to purchase the product.
· Step 6: Perform Suggestion Selling – is presenting ideas for additional merchandise sales.
· Step 7: Follow Up – is essential, it is good practice to keep in contact with customers to develop a relationship which will lead to repeat sales in the future.
