























































































































































	September 1, 2009
	Demographics
	(heavily influence consumption of products)
	Gender
	Race
	Marital status( single moms use more descretion and buy less
	Age
	education

	lifestyle & interests effect media use
	fan away from home- can get scores on ipod or fan packages on tv

	Media Consumption
	- if you’re busy watching media it means you’re not going out to resturants/games/movies
	Brand Loyalty
	- having a brand that you have to get that one brand & no other (skippy PB)
	September 3, 2009
	Marketing
	Fans = “consumers” with various “needs”
	Sports goods/services are branded commodities
	Develop products to meet needs
	Marketing efforts informed by trends

	Applying marketing principles & processes to sport product/services as well as the marketing of non-sport related consumer goods/services, using sport as a vehicle to promote them
	Target people based on lifestyles & interests


	Marketing Orientation
	Understanding & meeting consumer needs
	Understanding competitive environment
	People don’t have to buy the product, they can do other things with their time and money

	Using research to gather & share information
	Avoid marketing myopia

	Nature of Industry
	1. Entertainment
	spectator sports (attendees & audiences)

	2. Participative
	recreation & fitness
	shoe, clothing, equipment sales


	Consumers ( spend TIME as well as $
	1. Spectators
	- spend money on tickets, apparel, cable & magazines

	2. Participants
	- spend money on sporting goods & service

	3. Business
	- spend money on luxury boxes, sponsorship & media rights

	Sport Producers/Intermediaries
	1. Team Owners
	2. Sanctioning/governing Bodies
	3. Sponsors
	mountain dew tour

	4. Media
	get the product to market
	channels on remote = shelf space (you get to choose)

	5. Agents/Marketing Firms
	6. Sporting good Manufacturers
	Sport Product (
	spectator sports are not tangible
	going to a Nats game (its service because all you get is the experience/memories, its not tangible)

	goods are tangible/physical
	marketer must understand the attributes (quality/materials) and benefits of core product and how to promote
	the marketing of under armour, they make it seem cool/technical


	Types of Product (
	1. Events
	services
	entertainment event (half time shows, dancers, fireworks)

	2. Goods
	shoes for every sport as well as variety within a sport

	3. Services
	climbing wall, classes, spa

	4. Information
	media
	brands

	Direct Marketing Piece
	handout for ticket sales

	Advertisement
	Promotes event & sponsors
	Targets a market & gives sponsors a chance to see the product
	Ex- lexus at skiing event, opportunity for thousands to look at the car and sit in it

	Celebrity Endourcers
	Gets fans interested

	Destination Marketing
	An ad promotes use of sports facility & related tourism
	City fights for olympics/superbowl to promote their city/country and therefore bring in consumers for hotels/resturants/stores
	Helps the local economy and draws people in


	Sports Media Ads
	Promote online visits
	Ads for TVs use the actual sport in the ad
	Want to watch Ravens… buy this big TV


	Sport is branded, packaged & distributed for SPECTATORS
	1. Packaging
	player uniforms
	structure of game (try to keep baseball short so people don’t lose interest)
	arena & environment
	media product
	sound – microphones at net so you can hear bball go in
	graphics – goalie cam in NHL
	camera angle/replay – angles in NASCAR to make it interesting


	2. Distribution
	Arena
	Mass Media
	print
	radio
	TV broadcast
	Cable/pay per view
	internet


	Sport is packaged & distributed for PARTICIPANTS
	1. Packaging
	facilities, amenitites & environment
	golds gym v YMCA


	2. Distribution
	number & location of gyms or sporting goods stores
	location of other types of recreational facilities
	direct marketing of home fitness equipment

	Sport & mass media
	Profitable business relationship (
	Sport provides programming content that draws audiences, which equals revenue
	Broadcast rights fees provide additional revenue for teams/leagues, while also helping promote their product/sport

	**Marketing Mix (4P’s)
	1. Product
	2. Price
	3. Promotion – ads
	4. Place – distribution
	Strategic Marketing Process
	anticipated demand (market research)
	define target market & how to research them
	decide how to price, promote & distribute
	implement marketing plan
	control process by monitoring success & make adjustments

	History
	Dates back to 100 years but real growth is in the past 25-30 years
	Growth of sport linked to diffusion of media technology like satellites, cable & internet
	TV has also changed the way some sports are played/structured

	Spetember 8, 2009
	Spectator Sport is Entertainment
	Bowling Movie ( they’re trying to re-launch the brand of bowling
	bowling = family entertainmet
	the word itself has a negative connotation
	old perception is drinking/smoking idiots (1950s)
	hard to change perceptions
	bowlers are blue collared so they get no respect & as a result bowling gets no respect

	as TV emerged it increased people’s private time at home (they went out less
	bowling began to bore America so they couldn’t keep giving it TV time
	it never changed to keep pace with America meanwhile other sports did
	lost sponsors & advertisement money

	in 2000 five Microsoft workers bought the PBA & hired Nike’s marketer (Steve Miller) to help revive the brand
	needed to gain credibility as a real sport
	had more money in it for marketing

	Pro shops have bowlers working in them to bring in more shoppers
	The PBA gets the players to get on the same page with them before the season starts
	They show athletes the exact financials & Miller shows them the viewer ratings
	Miller explains how the PBA has no perceived value even though they have better viewership than LPGA, xgames & NHL
	30 seconds of commercial/advertisement gets $4,000 where nhl gets $1500
	need better value (cant just be about having fun anymore)
	tells the truth that they need to revive the game together, not separate
	cuts cost by sewing on own patches to tournament shirts

	“March to the World Chapionship”
	used to create some perceived value

	Steve Miller tells them to be themselves & help the sport & league
	He watches from bar so he can see what is feels like from the consmers view
	Introductions lack compared to other sport
	***care about audience & sponsors, not players

	its not enough to just be good, they must stand out, which not all of them like
	odor eaters sponsored the people who would be on TV the most (Walter Ray Jr)
	outgoing personality (Pete Weber) helped people notice bowling
	got on ESPN, PTA

	walter ray feels they shouldn’t have to act like jerks to help the sport
	$120,000 is the largest winning possible at the world cup
	Steve Miller knows the sport can’t be fixed overnight
	Marketing perspective was non-existant


	September 10, 2009
	Creating an Event
	Build from nothing
	Flat surface brcomes tennis event
	Grass becomes a golf masters tournament
	Empty space becomes PBA world final

	Similarity between PBA & McChesnsey article
	PBA founded in 1958 right after the great depression ( got back from WWII with GI bill so they could be educated and had money and leisure time ( led to baby boomers, TV emerges

	Packaging and promotion of PBA change
	They didn’t package the entertainment aspect and it grew boring
	Their new focus was to package it as entertainment
	Create rivalries & personalities to gain viewers

	Impact of Social/Technological Trends on PBA
	More channels = more choices to watch on TV which means odds that people will pick to watch PBA will decrease

	PBA event characteristics
	The way they set up the event focused on showing “value”
	Packed fans close to bowlers to create excitement
	Miller watched from bar to experience in the consumers seat and assess the entertainment value
	Personality & sex appeal plays a role in personality
	Athletes as entertainers

	Attributes of the PBA telecast
	Unscripted & uncertainty of outcomes
	Dimmed lights, smoke, music (same as other sports)

	Are bowlers athletes, does it matter?
	More mental athlete than physical
	Doesn’t matter because its more about the entertaining form the marketers perspective

	**Blowing industry sold bowling, not entertainment.
	**Myopia becayse they sold product rather than consumer needs
	*must look ahead for trends
	*boxing led to more radio, so did baseball
	Same packaging between PBA and other sports
	Steve Miller said fans and sponsors were most important
	1940s-1950s
	single camera led to constraints because baseball/football need multiple cameras to capture it all ( wrestling was good because 1 camera could cover the whole ring

	60s
	NFL negotiated TV contract on the behalf of all its teams, some thought TV would kill the ticket sales but it actually helped
	Horse racing didn’t go on TV & its now dying (they had no vision & didn’t understand power of media)
	Hard to relaunch brand after it has falled


	70s
	satellites – games in different location
	health clubs, running, health

	Ted Turner- bought braves & hawks & knew that TV would bring it alive
	Title IX (1972) ( eliminates inequality in federally funded activities
	80s
	video tape- can tape and show to different markets at different times (birth of modern marketing)
	1984 LA olympics- most lose money when they host but it was the 1PstP profitable event
	David Stern takes over NBA and changes their reputation, mreges with ABA
	Larry Byrd, Magic Johnson
	Cultivatined personalities
	Creation of media personalities
	Golden age of NBA


	90s
	pay-per-view
	baby boomers are grown up

	*Pepsi gave products to WWII soldiers & they became loyal, so later on pepsi marketed to them as the pepsi generation
	2000’s
	changing demographics- hispanics & latinos
	Baseball and Soccer

	September 15, 2009
	Product Development (
	Changes to make sport more entertaining
	# of teams in playoffs (wildcard)
	change in rules (increased scoring)
	speed of game (shot clocks)
	change in unirforms (throw backs)
	emphasis on entertainment spectacle (music/lights/dancing)
	promote individual personalities
	broadcast changes (cameras on wrie over field, goalie cam, 360 view)

	Crowded Marketplace of Brands
	Job of marketers is to convince you that you need the brand
	Marketers reach us through sport
	Target people by lifestyles and interests

	September 17, 2009
	Guest Speaker (
	Larry DeGaris
	Past 5 years has been working on NASCAR

	Examples of Sponsorship Involvment
	( 3-5 million a year to be the official drink of nascar
	( to get logo on car is 25 million a year
	( to sponsor a driver is 35 million a year
	( can sponsor victory lane
	( associate sponsor of team (logo on a tiny patch on shirt) 1 million a year
	Issues
	- here’s what we have, how do we make it work?
	- are we getting enough out of it for the money we’re putting into it?
	Research helps reduce risk
	-if you spend 25,000 and realize nascar isn’t what your company needs, you saved 3 million on mistakes you would have made
	demonstrate the value of your program or marketing efforts (it’s a marketing objective)- internal sales support
	He doesn’t do probability sample because anytime you get under 25% of people not qualified to do the study it becomes expensive
	a lot people have cell phones rather than house lines so youre wasting time/money trying to get a hold of random people, whereas if you do non random sampling you can get the cell phone numbers and call directly

	JMU NASCAR document
	-syndicated research because all the information was there, the data existed
	question sequence
	ask general questions first

	demographics
	male, blue collar yet affluent within that blue collar category

	Fan Behavior
	Find out what they like/interested in so they can target that
	Fan of the sport/athlete/team

	September 22, 2009
	External Contingencies (implementation and planning)
	Competition
	Legal
	Demographics
	Technology culture
	Economy
	Culture/social trends

	Internal Contingencies (implementation and planning)
	An Organization’s:
	Vision
	Mission
	Objective
	Goals
	Strategy
	culture

	Both internal and external are used to create a swat analysis which is strengths/weaknesses
	Under Armour
	What is a disruptor Brand? What challenges do they face?
	A new brand that comes in under the radar and creates disruption to the founding brands
	it takes away business from other brands by having a new product that the other brands don’t have yet
	Challenge- they don’t want to fade out. The other companies now notice the brand and will start competing with them and attacking them with similar products (UA’s main product is heat gear so then Nike will come out with DryFit)
	Once the companies notice you, they’re going to start attacking your brand. They can’t fade out
	Must convince people that its worth paying the full price for the brand rather than buying knock offs (knock offs breate more competition)


	Direct Competition
	Nike, Reebok, Adidas, New Balance

	Substitute Products
	Cotton, t-shirts, mesh shorts rather than UA shorts

	Indirect Competition
	Any clothing company
	You have the choice to spend money on work clothes rather than athletic because of different demands
	Equipment

	Product Technology
	Innovative new technology (new types of fabrics to branch out to various sports & to women)
	The technology must change in order to fit the sport’s needs/women’s needs

	Aggressive footwear technology to keep up with Nike (Nike marketed from the feet up)
	Under Armour “DNA”- makes it seem like there’s a science to clothing.. makes things seem techy
	Noise reduction
	Odor control
	Moisture transport
	Molecular


	Media Technology
	Internet sales lead to more abundance of sales since its at your finger tips and it allows you to have the newest items.. also if you’re going to pay shipping you mine as well buy a lot and save on shipping prices
	They can make the clothes look more attractive on the internet (they can superimpose a muscular body inside the shirt rather than just a droopy shirt on a clothes rack)

	Cultural Trends (values/images)
	Need to know how to relate to the specific culture, soccer is big in other countries but football is big here
	America = trendy so they have to keep that in mind
	Consider which regions specialize in specific sports
	Marketing to other countries/languages
	They need to use athletes popular in that culture in order to reach the proper market


	Social Trends (behavioral)
	Women are more involved in sports now, need to change marketing strategy
	Women don’t care for celebrity/athletes promoting under armour, most likely because they probably don’t know who they are

	Men are more competitive by nature where as women are looking for experiences
	Women’s clothing might want to be more centered around fitness/exercise/health rather than sport specific


	Physical Environment
	Climate/Geography
	Market colder gear for colder areas, hot gear in hotter areas
	Sport specific areas
	Creating products that will prosper in specific locations


	Political/Legal/Regulatory
	Title IX
	More women competing so now there’s a new market to address

	Issues involving intellectual property (trademarks)
	Need to go through other companies if they want to use logos (if they wanted to make a shirt with Olympic rings on it)
	Issues with bootlegged products that are sold to the black market.. this would tarnish the brand

	Post 9/11
	Any shipment becomes more regulated post 9/11
	Have to think about getting products through customs in time to reach stores by the deadline


	Internal Contingences
	Vision
	Based on their history, how did under armour demonstrate a vision for their business
	Have showed a vision by extending their brand into other categories and sports

	Mission Statement
	Relentless pursuit of innovation

	Objective
	Not quantified- doesn’t have specified time
	Ex- UA might want to be the leader in performance apparel market

	Goals
	Short term and measureable
	Usually for a year or a quarter of a year
	Ex- UA wants to improve domestic sales by 10% in 2009

	Strategy
	Levels of Organizational Strategy
	1. Corporate Level ( the conglomerate ( UA
	2. Business Level ( the brand(s) ( men/women
	3. Functional Level ( mngment ( marketing/personnel
	4. Operational Level ( marketing a brand ( online sales

	Management
	All under armour executives specialize in an area that they have previously worked with
	The person in charge of footwear came from timberland
	The person in charge of women’s clothing came from women’s lands end… ect


	S.W.O.T Analysis
	Strengths, weaknesses, opportunities, threats
	Strength & weakness based on internal contingencies
	Opportunities and threats based on external contingencies
	Strengths
	High quality product
	Well tested
	Credibility and reputation in north America
	Well-recognized logo
	Growing stable of famous and influential athletes & teams

	Weaknesses
	Underexposed and limited brand awareness compared to Nike (smaller advertising budget)
	Have to do more with less

	Smaller market share compared to major competitors
	Lack of female consumers
	Built the brand on football and aggressive ads based on male experiences

	Limited budget for advertising
	Price of product

	Opportunity
	Nike and Reebok are preoccupied with battling each other
	Opening more retail stores
	Increase in on-line sales
	Introduction of quality management program to improve quality of product and decrease cost
	Using its popularity to move into the footwear industry

	Threats
	Major competitors: Nike, Reebok, Adidas, Puma, New Balance & Cotton
	Economic recession
	Need to continue innovation



	September 24, 2009
	Marketing Research
	Need to understand the sport consumer in terms of attitudes, values, lifestyles and purchase/usage behavior

	Research as a process of(
	Collecting Data
	Analyzing Data
	Generating reports
	1. Define problem
	client/sport organization helps provide background into their business and clientele
	this information helps to establish objectives
	marketing research proposal is developed
	outlines what you’re going to do for the client


	2. Choose a research design
	based on the nature of the problem a framework is designed for the study

	Data Collection Techniques
	Primary Data
	Geared specifically to their questions
	Data collected to answer specific questions

	Secondary Data
	Data already collected internally or externally  that can still help answer research questions


	Secondary Data Sources
	1. Government reports or documents
	census data or surgeon general’s report

	2. Syndicated Sport Marketing Info Sources
	syndicated means that you pay money to this group and they provide you the data and they provide this same data to all their clients
	ESPN Chilton Poll, IEG Sponsorship Report, SI Kids Study

	3. Trade and Industry Associations
	sporting goods manufacturers or NCAA

	4. Academic Sources
	books, journals, websites
	they’re usually theoretical rather than applied so they’re not always used

	**Primary Data (focus of guest speaker)
	Two Approaches- 2 sides to the tool box
	1. Qualitative Data
	provides more in depth answers but less generalizable because it uses smaller sample, not random and less structured question
	more interactive

	2. Quantitative Data
	more generalizable because it uses large, random samples, standardized questions and statistical analysis of data
	allows the data to be generalized to the larger population
	1. Surveys
	highly structured, uses large/random samples
	mail, telephone, mall/event intercept, internet
	mail= expensive (double postage) and printing costs when most people throw it out
	phone= long distance charges, people screen calls
	events= people most likely wont want to be bothered since they’re at an event and there is nothing in return for them
	internet( no postage, no return postage cost, no printing cost, easier to take/administer, get data back quickly, not all people have internet access

	information gathered in surveys
	brand awareness (recall or recognition)
	want to be the first brand that someone thinks of when it comes to that category

	brand image or brand attitude
	product category interest/involvement
	purchase behavior or intentions
	purchase satisfaction
	easier to keep customers than get new ones





	Classifying Consumers (
	1. Activity level- spectators or participants
	2. useage- heavy or light users/viewers
	3. values- liberals or conservatives
	things appeal to people based on their values

	4. demographics- male or female
	Product and Brand related issues
	1. purchase (or attendance) cycle
	seasonal or other usage/purchase patters

	2. product category attribute
	what features constitute core product/service

	3. brand image or brand attitude
	what the consumer knows, thinks or feels about brand

	Designing Survey Instrument
	1. how are you going to administer
	influenced by what you want to know

	2. content of questions
	use of language/terms, what method is used
	the way you ask the questions

	3. form of response
	open ended- have to be careful of the structure of the question because someone could talk for 10 minutes and the data becomes not useful
	structured
	how many answers

	** #1 influences #2 and #2 influences #3
	4. Sequence of Questions
	can influence understanding or create bias
	can skip questions
	if they do use the product you skip to more in depth questions
	if they don’t used the product you skip to more general questions and the survey will probably be shorter


	5. design/layout of questionnaire
	dummy proof- readable and not confusing

	6. Pretest
	trial run- make adjustments if necessary

	Design Sample
	1. Probability Sampling
	random samples- expensive but generalizable
	probability= random

	2. Non-probability Sampling
	not random- less expensive, not generalizable
	convenient sample- Maryland using students because they’re here and its easy for th

	September 29, 2009
	Talked more about under armour (added to that section)
	Research Tools in Sports Marketing
	Two Sources of Data
	1. Primary
	data you found that answers your question

	2. Secondary
	data that was previously collected (polls)

	Qualitative Data
	Less generalizable because it uses a smaller sample
	Not random, non probability

	Quantitative Data
	What the guest speaker talked about
	Generalizable because it uses large sample
	Random, probability
	You can take out variables to make it more generalizable
	Can draw a conclusion or make predictions about behavior based
	There is a better likelihood that the information will be more relevant to the population


	**panel data (what the guest speaker did)
	group of consumers who do a study
	you find those who are interested in the product within that group of consumers

	Qualitative Data Collection
	1. Depth Interviews
	used for exploratory research, unstructured

	2. Focus Groups
	more structured questions posed to 8-10 people
	specific to a market

	Spectators(
	Measuring Media Consumption: TV ratings
	Audience Research
	1. Syndicated (available for purchase)
	secondary data
	nielson collects it and sells it to everyone else

	2. Two Suppliers
	Nielson- tv market research
	Arbitron- radio market research

	3. National Rating Sweeps
	November, February, May, July
	Viewing patterns change with the seasons
	Were home more in the winter and outside more in the summer

	It’s the metric in which TV rates are calculated
	TV seasons start in late fall because that’s when people are inside and watching tv
	If more people are inside then they can get more viewers and therefore can sell advertising for more money


	4. Done nationally and locally
	national= networks (FOX)
	local= affiliates (FOX5)

	5. ADI & DMA
	ADI( area of dominate influence (arbitron)
	DMA( designated market area (nielson)

	6. Methods
	viewing diary
	you have to write down what you watch for a full day/week
	problematic because people forget and then just make it up, or people don’t carry the diary with them when they go out to watch the game or to a friends house

	meter
	kind of like a DVR, they wire up a device to the TV and separate remote control hooked up to phone line
	the device sends the TV viewing data to place where it can be analyzed and ratings are formed
	requires you to punch in the demographics before you can watch tv
	problematic because no one is going to type in all that information while they’re trying to watch a program
	imagine 20 people over to watch a football game



	7. Demographics
	data complied based on demographics on age & gender along with grographic information

	Indicators of Audience Size
	1. Rating
	households tuned to a program/total TV househoolds
	houses watching/total houses

	2. Sharing
	households tuned to program/households using TV
	better to use when you are focused only on people viewing and not the total population
	so to look at Saturday’s viewing stats a sharing would be better because it targets the people who are watching, even though there may not be a lot of them, it still makes the stat look better


	TV Ratings Data
	1. Networks/affiliates use ratings to sell to audience
	2. advisers use ratings to buy audiences
	3. networkds use ratings for programming
	lead ins
	private practice is on after greys because theyre hoping people will stay tuned to watch their new programming

	4. sports organizations use ratings to sell TV rights
	October 1, 2009
	Understanding consumers & participants
	Research suggests that spectators differ from one another and they differ from participants (although there is an overlap), based on socioeconomics, media use and attitudes towards advertising.
	Sport marketers need to understand differences to construct effective marketing campaigns (what will work for which type of people)
	Two forms of Consumption (not the only forms though)
	1. spectating
	2. participating
	Other types of consumption
	- consumption of consumer goods and servicies
	- consumption of media
	understanding which advertisements people are actually watching
	constructing advertisements that appeal to the type of people who are consuming that type of media (targeting)

	Participants differ
	different needs, attitudes, interests & values

	Sports fans differ (even within the same sport)
	Different needs, attitudes, interests & values

	Spectators differ within groups
	Individual differences
	Males are more aggressive


	Article on Sensation Seeking Theory as it relates to spectators
	- Personality seeking
	people who are more aggressive seek out more aggressive sports
	theory of psycho-biology
	you seek out the feeling or experience
	expressions of emotion
	you would yell at the refs/players but you wouldn’t yell out at the tv while watching ugly betty

	animal component to sport
	back in the day they had gladiators and it was really violent but its not much different than today’s sport
	NASCAR crashes/deaths, MMA fights


	hedonic consumption
	- the emotional experience of sport

	Modern Stadiums
	- most new stadiums are throw backs because the sport is all about the history
	- they have the throw back element but they still keep it modern with elevators and people who serve you food in your seat
	- it pushes your emotional buttons

	Sports offer different types of cunsmption exerpience
	Figure skating
	Has graceful movement without contact

	Basketball
	Has movement and is gracefull but there is some physical contact (its an inbetween sport)
	More spontanrous and therefore elevates your mood

	NASCAR
	Adrenaline from all the fans crowded together

	Golf
	Quiet, speak in whispers and clap lightly
	There is a totally different feel than in a huge stadium
	Different dynamics- slow paced but fans can follow the player from hole to hole


	**crowd psychology( using the stadium/arena to build the mood
	the adrenaline of the crowd all cheering at the same time
	it builds your mood and adrenaline
	sports have different arousal potential**

	Mass Media Consumption
	Sports Illustrated Women Sport
	Created it using the women’s sports rush when the women’s soccer team won the world cup
	They found that women didn’t want to read about other women athletes
	Women comprise 52% of population
	3 companies tried to make a mag like this and they all failed
	so why don’t women want to read about other women
	33% of normal SI is subscribed by women
	found that women were more interested in personal fitness rather than just the athlete

	the gendered nature of media
	- targeting the age/gender you want
	- shape is targeted to women ages 18-25
	- the person on the cover usually reflects the interests of the target market
	Sports Spectators
	1. Factors affecting Fan motivation
	self esteem enhancement
	B.I.R.G.ing( Basking in Reflected Glory
	the Monday after football wins students would wear the apparel and talk about the team as if they were on it (attaching yourself to the team, “we were great”)
	but when the team loses they don’t wear the apparel and they distance themselves from the team when they talk about them (“they really suck”)


	Diversion
	The need for entertainment to divert us from stresses of life

	Entertainment value
	You decide it personally
	Your getting a return on the time you spend

	Sensory stimulation and arousal
	SS Theory

	Economic Value (gambling/sport betting)
	Betting can amp up your arousal while watching it

	Aesthetic value of athletics
	Beauty sports (gymnastics/figure skating)

	Need to belong
	Social element
	Fan collectives ( fan groups (screaming eagles for DC United, Terps are also an example)

	Family & social ties
	Introduced to spectator sport as a child via relatives or friends


	2. Game Attractiveness
	- level of competition and/or presence of star athletes
	- the media will build this up and use it to create drama
	- when teams are bad (nats) they use the other team to bring in ticket sales and they market towards that
	- market/promote when big names come to town

	3. Economic Factors
	pricing relative to income or attitudes

	4. Competitive Factors
	- what other forms of entertainment compete for discretionary time/income
	- compete with anything else that takes time away

	5. Demographic Factors
	attendance can be related to gender, age, income, education, occupation and race
	ex- soccer attracts a large international following so we would market to that

	6. Perceptions of Stadium Factors
	logistics( location, parking, seating, prices
	metro accessable/mass transit
	is parking a hassle

	7. Value of sport to a community
	- fans feel need to support local team/economy

	8. ***Sport Involvement ***
	fan motivation( personal relevance/interest
	personal relevance is what drives eyeballs
	you normally will change the channel on a commercial but if they put your favorite athlete in the commercial then you wont change it as fast because its personally relevant to you


	9. Fan Identification
	- connection or bond to a team or sport
	- the “avid” fan

	Sport Spectators (
	1. Need to understand spectators a media consumers
	shares and ratings for each sporting events
	mediated sport product
	print/broadcast organizations create/promote broadcast or pay-per-view prodcuts
	helps them to sell advertising
	helps sell subscriptions to magazines and to satellite programming


	2. Need to undesrstand as consumers of non-sport products
	to formulate sponsorship strategies
	if young people like an athlete and pepsi markets to young people then it works
	if young people DON’T like the athlete then pepsi might want to rethink their sponsorship or at least how involved they are in the sponsorship

	sport marketers need to understand how to create/place advertising messages and other sport-related promotions
	don’t put an ugly athlete on a sexual product such as cologne


	How do fans use different types of media
	1. Interactive cable TV
	2. Satellite TV
	3. Computers
	4. Internet
	Values and Attitudes of fans and how advertisers can use this
	- in 1993 miller lite fif the first commercial studies or sports fans
	- there were no questions, they just observed the behaviors
	- ads use sports to target men & humor to appeal to them
	The picture of brain and the little jokes about male sterotypes (chips, pizza numbers, touchdown dance)
	This ad wouldn’t work for women (jokes about driving or check balancing)
	It would offend women and they would lose millions in advertising costs

	- they need to make sure the line between funny and offensive is understood
	- they need to understand the consumer base and how they’ll react to the marketing
	Theres potential to waste millions of dollars and tarnish the brand reputation


	October 6, 2009
	Understanding consumer behavior of Participants (
	Who needs to understand
	1. Sport Service Providers & Social Marketers
	health clubs, country clubs, ski resorts ect
	public health officials trying to promote exercise
	social marketing, use the same marketing principles to sell stuff but use it to alleviate problems such as inavtivity

	2. Sporting Goods Companies
	need to find/understand their markets
	can aid in product development and improvement
	RND (research and development)
	Ex- what do runners look for in a running shoe, ect
	Where do people go to buy their goods (store, country club)

	3. Mass Media
	need to understand audience to help sell ads
	need to create marketing campaigns and advertising/other marketing communications (print/web)

	Sport Participants
	- Why do consumers participate?
	- What benefits are they looking for?
	- Need to understand factors that influence consumer
	inernal
	external
	situational

	Internal Factors (
	1. Personality
	Sensation seeking, aggression
	***Diffusion of innovations ( intuitive, how does new product usage happen in the market place… early adopters vs laggards
	early adopter- have to be the first to get the new ipod of the new nike shoes
	financial risk, what if you buy it and it doesn’t benefit you

	Laggards- they talk to the adopters and wait a little until they buy
	They buy the 3PrdP generation ipod/iphone
	They wait to see what goes wrong and wait for a better product to come out



	2. Motivation (internal drive)
	needs- belonging, health, achievement, enterainment
	sport involvement- there is a personal relevance and you start to self identify

	3. Perception (interpreting environment)
	image of sport and its relation to self-concept
	the way we make sense of our environment
	selective attention, selective perception & selective retention
	we pay attention to those things that are most important to us
	selective perception- I like jeff Gordon and dupont sponsors him so therefore I must like dupont
	selective retention- because of this connection I will remember the dupont brand without actively doing so


	4. Learning
	can be influenced by marketers
	behaviorally- learn by doing (ex- clinics)
	cognitive- learn by thinking (ex- PR or ads)
	social- learn by watching (ex- exhibitions)
	see their favorite team wearing the brand so then they buy it


	5. Attitudes
	thoughts and feelings which affect behaviors toward an object
	sports (running or lifting)
	if you have a favorable attitude towards spin classes you’re more likely to pay extra at the gym for the classes

	brands (Nike or Power Bar)
	positive/neg attitudes will result in you buying or not buying shoes based on the brand



	External Factors (
	1. Culture
	shared values, beliefs, meanings
	socialization- informal learning process
	values- core belief system

	2. Social Class (socioeconomic groups)
	differences in occupation, income & education often mean different values/lifestyles

	3. Reference Groups
	aspirational group- who we want to be associated with or perceived to be like
	influences the things we purchase and wear

	4. Family
	important reference group because of time & duration of influence at early stage or life-cycle
	the earlier in life you start a behavior the greater the likelihood that you will continue that behavior
	therefore you might want marketing messages to focus on parents and then in turn they may influence their children

	Situational Factors
	1. Physical Surroundings
	- proximity, weather & shape of facilities
	- ex-> proximity of gym (need to allot time to drive their and back)
	- shape of facilities-> is it new, female friendly

	2. Social Surroundings
	- who consumer will participate with (or not)
	having a workout partner
	if you’re overweight you might not want to go to a gym where they advertise really skinny women
	if youre skinny you might not want to go to a Gold’s Gym because you’re intimidated by the meat head reputation


	3. Time
	time demand of activity versus faily life influences ability to participate
	getting to the place, cleaning up, leaving the place
	fitting it in with job, kids, workout partner
	the biggest set back is time
	time is more precious than money for some people

	4. Task Definition
	desired outcome/reason for participating

	5. Antecedent States
	physical or emotional state of consumer prior to participating

	Decision Making Process
	1. Problem Recognition
	-consumer identifies personal needs     Urgency & Risk Continum

	2. Information Search
	- in an effort to help take care of particular need, consumer seeks to learn where/how to satisfy
	- uses both internal (memory) and external sources (peers or ads) of information
	3. Evaluation of Alternatives
	evoked set (mental ladder of options)
	evaluative criteria (based on attributes perceived as necessary)
	intensity & duration of evaluation is a form of involvement (how motivated are you to think about this uses or learn more about options)
	ad copy- how many words are in an ad


	4. Participation (or purchase) decision
	the actual decision to participate or not
	do we buy it, do we join the gym

	5. Post-Partiipation Evaluation
	did the experience meet your expectation
	can also be influenced by external information (peers or marketing information)
	buyers remorse (did you make the best decision, did you buy the right brand…ect)


	perceptual maps are used to understand brand image
	example of the shoe brands
	Sports Illustrated Golf+ Readers
	Demographic profile
	Gender
	Martial status
	Age
	Education
	HH Income
	Occupation
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	SI Golf Recontact
	- they tell you a story about the people reading the golf magaize in order to sell advertisements
	40% of golfers surveyed said they would be buying clubs in the next year… this would benefit top brands to advertise in SI in order to gain those 40% sales

	- it’s a way to let advertisers/brands know what the customers are interested in and therefore the brands can market to that
	the benefits that readers consider when buying balls
	distance, control, ect
	these are things the golf brands can market towards when they place an ad in SI


	- it tells advertisers who the famous pro players are and therefore they can use these athletes in their campaigns
	Segmenting the market for sports
	Market Segmentation(
	the process of dividing a market into “distinct groups of buyers who might require separate products, servicies and/or marketing mixes (advertisements)”
	segmentation allows for the delivery of a product and the implementation of a marketing strategy, tailored to meet the needs of a specific category of consumers.
	You can target the consumer based on gener, age.. ect

	Why Segment the market?
	1. it allows you to identify and thus target consumer groups with similar needs
	**2. is provides a basis for market analysis & strategic planning**
	When to Segment?
	1. if it is possible to identify and/or measure the segment in terms of size and purchasing power
	they need consumers as a whole, they cant just market to one person’s needs, they need the majority

	2. if it is possible to access the market effectively without disrupting other marketing efforts
	3. if the product will match the wants of the chosen segment
	4. if the segment is worth targeting in terms of size & responsiveness
	Approaches to Market Segmentation
	1. Demographics
	aspects of a consumer’s state of being which may relate to consumption patterns or other social behaviors
	age, income, education, marital status, occupation
	examples of targeting to a demographic
	gender- footlocker (women), gyms (curves)
	age- footlocker (kids), clothing stores (gap kids)


	2. Psychographics  **MOST IMPORTANT TYPE OF SEGMENTATION VARIABLE
	can be combined with demographics
	lifestyles and interests
	based on the assumption that consumer’s preferecnes & perceptions differ based on personality traits & lifestyles.
	Examples
	Interests, values, lifestyles, attitudes & opinions
	Combine with demos( ex- female sensation seeker

	More psychological aspects
	Applied to marketing
	Golfers differ from bowlers (self-image)
	Extreme sports (attitudes)
	Early adopters vs laggards (innovation)


	3. “Product” Usage Measurements (can also be service usage)
	Consumers are segmented based on the frequency or volume of their consumption
	Examples
	number of purchases over time or items purchased at one time

	Applied to Marketing
	Game attednace profiles- heavy (season), medium (mini package), light (walk up) or non-attenders
	Frequenct of play- core golfer (26+ rounds a year)
	Purchase volume- heavy bersus light users of nutritional supplements


	4. “Product” Benefits Segmentation
	based upon the benefits & attributes which are desired or needed by varying consumer segments
	examples
	helps burn fat, build muscle, longer drives, more control

	applied to marketing
	NBA fans interested in seeing superstars
	NBA fans interested in socializing
	Runners with very wide or very narrow feet
	Golfers interested in fistance off the tee
	Supplements for endurance bs bulking up


	*marketing is a mix of sociology & psychology
	Segmentation Research
	- quanitative
	- extensive phone or mail/email survey
	- random sample of all potential consumers of product or service
	or a panel study( a group that is willing to do the research and then you sample out the group that is of interest to what you’re looking at

	example of segmentation research( PGA’s “All About Golf Study”
	analysis of the US golf market
	not everyone in US is a golfer so were constraining our sample to golfers

	examines the golfer as a targetable segment of the population
	defines several marketable segments within the golfing population
	Why is this research important?
	Helps the PGA with a detailed profile of the country’s golfers
	Helps PGA market their core product (pro golf)
	Allows PGA and golf industry to market products and services more precisely to various segments

	Study Results
	US golfers: 74% male, 26% female
	Golfers more likely than general pulic to own computer
	Golfers median income is $43,000 vs $26,100 of general public
	8.5% of private country club golfers earn over $100,000 per year vs 6.6% of total golfers, and 4.3% of total population
	golfers are 3 times more likely to earn over $100,000 a year than non-golfers
	marketers can use this to target products to this upperclass group of consumers

	39.8% of golfers have earned at least a college degree vs 25.3% of non-golfers
	47.6% of golfers belonging to private clubs have at least a college degree

	****  the research lets the marketers understand the human behaviors of the comsumers
	clusters are used to target golfers & look at demo & psychographics
	tank tops n’ tennis shoes
	are not ignored, they’re avg age is 38 so their income will most likely increase and therefore they can be the future consumers
	start with lower prices clubs/balls and ease them into the sport and build brand loyalty… therefore when they age and play more (retired) they can market to them with more top brand products

	public pundits
	avg age 40 years higher income than tank tops, more country club memberships, second highest readers of golf magazines
	most vacations involve golf so this attracts hotels/golf resorts
	they’re very competitive so you would want to market to that advantage to using the prodcut

	pre-occuped player
	average age 42 years, increased income/education, most frequent business travelers so they’re preoccupied, least likely to say golf is their fav sport
	least likely to read golf magazines
	in a certain stage in their career or life cycle(kids), provide barried in free time

	coutry club traditionals
	money group
	consider themselves avid golfers & known game
	average age 50 years, high income, most loyal golf readers
	this is why golf can servive on TV
	highest # of hotel stays, car rentals and flights
	reflects graying of baby boomers
	market to golf jargin & technical aspects

	pull-carts
	age 70, lower income because theyre retire
	like to bowl/fish, half read gold, they play a lot but not likely to spend a lot on clubs/essons
	lowest competitive mindset of male golfers
	market towards relaxation/social aspects

	dilettante duffers
	first among peers to try new equipment
	ag 38, middle income
	innovators
	half read golf
	fewest vacation days so may want to market towards getting them on the course


	Female Clusters
	Junior Leagers
	Least comepetivive mindset
	Ave age 41, decent income, decent amount belong to country club
	Most have computers and a third read golf
	Likely to be married to preoccupied/ country club players
	Market towards the couple aspect since its likely their husbands enjoy golfing on vacation

	Swingin’ Seniors
	Average age 64, lower income because retired
	High golf club membership
	Likely to stay in golf because its good for their health
	Lowest computer ownership rate
	Most frequent players of all clusters
	Time and competition is not an obsticle
	Might use health appeals in trying to market to this segment



	Implecations of Segmenting research for marketing strategy (
	- allows for identification of valuable or overlooked markets
	- allows marketer to examine growth and marketing potential within various segments
	- combined with other market research it allows for the developemtn of a comprehensive, targeted, and forward-looking marketing strategy
	- lets us understand their general bahavior
	helps advertising and sponsorships target the proper consumers

	Targeting & Positioning in Sport Marketing (
	- Market segmentation is the first step in marketing research
	- SEGMENTATION AND TARGET MARKETING ARE THE ESSENCE OF SPORT MARKETING
	Target Marketing
	chosing segment(s) that allow organization to most effectively and efficiently reach marketing goals
	quanitative
	broken up into groups to identify patterns or usage via surveys

	targeted segments must be
	sizable
	reachable- have to understand their media consumer behavior
	measurable- have to be able to get to them with our marketing research in order to understand them
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	1. If targets meet criteria, you must examine behavioral various of segments
	2. based upon above, marketer identifies primary target (and secondary, tertiary if deemed appropriate)
	3. Usually involves communicating to different targets, through different media vehicles, with different messages
	4. Learn how to reach and what to communicate to targets through marketing reserach
	Media Vehicle- the instrument that delivers your advertising to the consumers
	Targeting Kids with Ads
	simple cartoons that flow into the tag line
	interactive, catches the eyes
	non-traditional ( there are little games on the ad that draw children’s attention

	Targeting Women
	Emotional appeal
	They target to women’s success and the changing world

	**first you segment the population into general public and golfers… then you target the market within that golf segment (male 18-25 is the target or avid male golfers over 35 is the target, golfers is the segmentation)
	Positioning Brands (
	- strategically manipulating the way consumers perceive your brand or service  (DOES NOT mean youre manipulating the consumer)
	- shaping the consumers impression of how they view the good or service
	1. Approach may differ for different targets
	2. based on how each segment sees brand
	3. helps brand stand out based on salient brand attributes (it makes the brand stand out)
	Positioning Brands involves:
	Catch phrase or slogan related to attributes
	Helps illustrate what they want you to think about or remember about their brand

	Athlete endorsers
	Match-up effect ( pick an endourers with similar elements

	Teams or Events
	It can be done with sort product or consumer goods/services

	Positioning with Sport/Athlete
	- The advertisements focus on the athlete more than the actual product
	- there is an element of connection between the athlete chosen and the product
	ex- golf and rolex- the precision of the golfer is similar to the precision of the watch

	- use the sport/athlete to target the proper market (golfers have more money and status is important, Rolexes are expensive and all about satus)
	Repositioning
	Changing an existing image or perception related to a brand
	Usually done if popularity decreases or sales decline
	Ex- old spice, used to be considered old but they had briand urlacker do the commercials to make it more young


	1. Usually done in the decline stage of product lifecycle
	2. More difficult than positioning
	attitude is a combination of feelings and beliefs
	once it has been formed its very difficult to change
	much easier to position the brand than to re-position it

	Product life cyle (
	- Loose conceptual framework for looking at evolution of products in the maretkplace
	based on the “history” of product category
	no actual timelines for each stage
	history is indicative of consumer’s knowledge
	each stage has unique characteristics
	informs our marketing strategies

	stages dictat marketing strategies

	Stage 1- Introduction
	bringing product to market
	new product
	All 4P’s in marketing mix important here
	Need to educate consumer and get them to try it
	Early entries can gain huge and permanent market share
	Ex- Gatorade, other brands try to sell sports drinks but Gatorade is always the biggest brand
	Often times the first to market gains an advantage


	Stage 2- Growth
	Sales volumes increases
	Gaining distribution (ex- shelf space) and sales promotion (ex- discounts, coupons) very important

	Stage 3- Maturity
	Sales begin to level off
	Doesn’t mean its not successful it means youre not on that upward trajectory

	Consumer knows what your product is about
	Sales promition (dicounts/coupons) and sponsorship often used
	May need to introduce product extrensions at this point
	Brand extensions, other products
	Tide, tide with different scents, tide for allergies


	Stage 4- Decline
	Sales begin to trend downward
	Sales promotion (discount/coupons) nessessary to jumpstart sales
	Getting people to buy on price rather than the product because at this point you’ll do anything to get the sales
	It devalues the brand

	May need to “reposition” product to get consumer to think differently about product (in a more positive fashion)

	Product/Brand Management (
	Differences in Goods/Services
	1. Tangible (touch)
	goods are tangible

	2. Standardization (variability)
	3. Perishability (lost opportunity for sale)
	a shoe doesn’t go bad so you have more time to generate sales, the services only has one opportunity for sales—the ticket for Saturdays game is only for one day
	services are perishable

	4. Separability
	goods involve a service
	ex- if you buy shoes from dicks, then dicks provides you a service (they replace them if broken)

	***Classifying Sports Products
	1.Product line
	think of as a category (Brooks men’s running shoes or Nike Basketball)

	2. Prodcut Mix
	the different categories collectively that are carried
	Nike: soccer, basketball, golf

	Product Characteristics
	1. Products consist of
	Attributes (unique features)
	Characteristics
	Benefits

	2. Products are also made of
	branding
	quality
	design

	Building Brands
	1. Brand Awareness (recognition/memory)
	2. Brand Image (perceptions/beliefs)
	3. Brand Loyalty (relationship/trust)
	4. Brand Equity (perceived value of brand)
	Brand Equity -
	1. perceived quality of your brand and the value/meaning to consumers
	2. made up of:
	perceived quality
	brand awareness
	brand associations
	brand loyalty

	Importance of Brands
	brands help guide consumer decisions
	theres tons of brands for soda, or water
	the brand’s job is to steer you towards buying their brand

	brands hold meaning
	cool or stylish, best

	research is important to understanding how consumers see your brand
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	Understanding how people characterize “cool” brands
	quality
	sense of ownership in the brand
	trendy to a group
	ex- Hollister only has kids under 17 in the store, they feel ownership over their teen brand

	uniqueness
	how a brand is advertised

	Leveraging brands through sport liscensing
	liscensing( when organizations or individuals (licensers) grant second parties (licensees) the right to produce merchandise bearing their trademarked logotypes or likeness
	almost like leasing your brand to a third party


	Purpose of Licensing (3P’s)
	1. Protection- protects the repuation of the licenser
	(quality desirable products)
	the organization isn’t in the business of making t-shirts or foam fingers
	people don’t think about the company that made the t-shirt, they think about the brand on the t-shirt
	makes sure things are done in a tasteful manner and the brand has control

	2. Promotion- helps to promote the individual or organization
	(athlete/school/team)
	free advertising

	3. Profit- provides additional stream of revenue (brand extension), through royalties or direct sales
	Legal Issues
	- Trademarks: word or symbol that represents a company or product (indicated by an R within a circle)
	helps distinguish goods from one another
	not the same as copyright or patent, in that it doesn’t have to be new
	words themselves are not new but the way we phrase them or use them can be new

	can be bought, sold or licensed

	Branding and Outfitting Deals
	example of Under Armour
	under armour needed to get past the “UNDER” aspect
	they brought out football uniforms, cleats, pants, wrist bands, gloves and helmets
	it gives them 6 chances to get their brand exposed
	they put the logo near the neck so when youre interviewed or filmed on tv it will be in the shot
	they went to each region to get teams
	utah, texas tech, south Carolina, usf

	they give prodcuts to high schools to influence younger’s kids that see their high school teams wearing these under armour clothes
	just like licensing, outfitting deals is about branding

	Managing the sport product (
	1. positioning brand: shape perceptions
	2. repositionging brand: shape perceptions
	3. product differentiation: shape product**
	unique selling proposition

	Basis for Product Differentiation (
	1. avoids competition based strictly on price
	you can sell different merchandise for different prices that appeal to different consumers
	it allows you to get people to be loyal to the brand

	2. consumers prefer/value variety
	we want to be portrayed as someone unique with personality

	3. helps appeal to different market segments
	4. manipulates tangible & intanglible attributes **
	manipulating the product itself or a service
	Tangible- differentiate fundamental or cosmentic features (goods)
	Intangible- differentiate based on image and/or service feature (service)

	Differentiation Strategy
	Example of running shoes (differentiation within the product line of running shoes, as well as differentiation of their shoes and other competitor’s shoes)
	Different names with different connotations (illusion, viper)
	Different pricing
	Different colors
	Different styles/designs
	Different levels of running shoes
	Different features

	Differentiation Strategy
	1. Product Quality:
	performance enhancement (tangible)- brooks hydroflow
	design (tangible/fundamental)- shocks
	style (tangible/cosmetic)- colors
	better service (intangible)- road runner warranty
	reliability/durability (intangible/tangible)- you can see it but its not purely tangible

	2. Status & Image (intangible)
	some brands are known for status- rolex
	status line ( accura has a higher line of the same car
	they’ll add features that are status oriented and make a new higher end line out of the car


	3. Brand Names (intangible)
	4. Convenience (intangible)
	ex- Zappos has free shipping both ways incase you don’t like it, they also have a bunch of brands on one website

	5. Distinct Distribution channels (intangible)
	ex- only available at footlocker (its probably the same shoe that other stores sell but the color is different or something little is changed)
	it helps the relationship with the retailer since it helps drive traffic to that store
	you want that relationship with retailers since they’re the ones giving you floor space at their store

	Pulling it All Together- Under Armour Example
	1. Positioning
	What is positioning statement?
	shaping the PERCEPTION of the consumer
	“the advantage is undeniable”
	its telling you that under armour is giving you an advantage that other companies can’t, and therefore you should spend $20-$50 instead of less


	2. Segmentation & Target Markets
	- segment based on different sports/activities
	- demographic segmentation (age and gender)
	- benefit segmentation (hot or cold, or based on sport)
	- psychographics

	3. Prodcut Differentiation
	Tangible
	Materials
	Fabrics

	Design
	Loose, compression, camouflage


	Intangible
	Quality & innovation
	Techy brands

	Names
	Metal, UA Protopower, Attack II

	Convenience
	Online buying


	**Allows them to offer a variety at different price points**
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	MIDTERM
	October 22, 2009
	1. Product Category: it is a product or service, high involement or love involemtnet, a frequently purchased good, seasonal item
	2. brand: image, attributes, it is a new brand or mature brand
	3. target(s): age, gender, race, psychographics
	4. Media Vehicle: where did you find the as? Is it an effective buy to reach desired targets
	5. Ad execution: what type of appeal is used? How is color used? What about layout? Is it effective for target audience?
	6. endorser: does he/she fit brand/product? What attributes do they possess
	7. Sponsorship: does event fit brand or product? Does it reach target audience?
	8. objective: awareness? Image? Purchase?
	9. Positioning: does ad use sport and or athlete to position brand? If so how? Is there a positioning statement?
	10 Differentiation: does it stress distinct differences from competitors?
	11. sport marketing: what is it that makes this an example of sport marketing? Is it effective why or why not
	Promotions Mix (  Advertising Strategies
	Advertising
	Public Relations
	Personal Selling
	Sales Promotion
	Contest, sweepstakes, bundling (buy this get a free toy)

	Sponsorhip
	Direct Response Marketing
	And800 number
	Infomercial


	Integrated Marketing Communication (IMC)
	Advertising is different from sales promotion
	No necessarily focused on price
	Long term orientation (build brand equity)
	Moving product based on price does NOT make people think highly of your brand


	Advertising is different from public relations or sponsorship
	Paid (or controlled) media
	Opportunity to include selling proposition

	Adversiting Objectives
	Direct comsumer objectives
	Increase sales

	Indirect consumer objectives
	Build brand awareness
	Brand image or attitudes
	Help build brand loyalty and equity


	Blend of Strategy & Creativity
	Ad is called an “advertising execution”
	Text is called “ad copy”
	Uses layout and design
	To catch attention
	To appeal to characteristics or target
	To achieve brand objectives

	Uses a variety of advertising appeals

	Traditional Media Vehicles
	Print: newspaper, magazines
	Electronic: radio or TV
	Outdoor/place-based: billboards, buses

	Non-Traditional Media Vehicles
	Internet
	Event sponsorship

	Media Vehicle Selection:
	Based on media behaviors of target audience
	Based on qualities of medium vs objective
	Based on “Reach” and “frequency” of media
	Reach = superbowl
	One day, large audience

	Frequency = march madness or US Open


	Media Scheduling
	Continuous- no breaks in schedule
	Flighting- heavy some months, 0 in others (swim suit sales)
	Pulsing- light some months, heavy other months (swim sales)

	Message Appeals & Endorsers (
	Advertising Appeals
	The Tone of an Ad
	Emotional appeals:
	Fear appeals
	Pleasure/ fun appeals
	Appeals to fans & participants by emphasizing the activity

	Humor Appeal
	Sex appeal
	Attentional lure
	Enhance recall
	Evoke emotional response
	Usually used for specific product categories (toiletries)



	How Appeal is Stated
	One sided execution
	Doesn’t mention competitiors
	Just tells you about their brand

	Comparitive execution
	Might mention competitors by name

	Slice of life exection
	Lifestyle of the target market

	Scientific ad exection
	Used with sporting goods & with nutritional supplements
	“patented technology”


	Celebrity Endorsers
	Important to have a meaningful relationship between the celebrity and the product
	How are celebrities chosen
	Familiarity
	Populatiry
	Image


	Difference between sponsorship & endorsement
	Endorser- the person who wears all the clothes of that brand
	Tiger Woods & Nike


	How are endorsers selected
	Credibility
	Celebrity/audience match up
	celebrity/product match-up
	Attractiveness
	Populatiry/”likeability”

	Athlete’s don’t have to win to sell
	Arnold Palmer
	Anakornacova

	Not all endorsers are celebrities
	Sometimes more credible with target audience because they can relate to it since its more realistic
	Jared from subway
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	PROJECT PRESENTATIONS
	October 29, 2009
	PROJECT PRESENTATION

	November 3, 2009
	Project Presentations
	November 5, 2009
	Project Presentations
	November 10, 2009
	Sport Sponsorship:
	Event Marketing ( Using sport as a platform to market goods/services that often don’t have anything to do with sports

	Promotions Mix
	1. Sponsorship
	integrated marketing communication
	need all of the other mixes to make sponsorship happen (ad, PR….)

	2. Advertising
	3. Pblic Relations
	4. Personal Selling
	5. Sales promotion – used to sell sponsorship
	Sponsorship ( a quasi-philanthropic strategy where cash and/or in-kind fee is paid to a property (typically in sports, arts or entertainment) in return for access to the exploitable commercial potential associated with that property
	Comcast Center/ Chevy Chase field
	Emotional appeal
	You’re not giving the money out of the good of your heart, you’re getting something for it
	“in-kind” fee is a tradeout ( ex- Delta gives Gary miles so he can visit recruits, in return they become the sponsor of Maryland athletics

	Advertising, Public Relations & sales promotion used to “Leverage” sponsorship
	Builds awareness

	Example-
	- Redskins are the property
	- Fed Ex is the Corporate Sponsor (targets businesses & employees)
	Fed Ex rewards its drivers for safe and on-time shipping by giving them tickets to the games
	Fed Ex Field
	Functions as a lobbying facility since all shipping and customs is regulated here in Washington, DC

	Velocity Sports & Entertainment is the sports marketing firm that represents Fed Ex
	Velocity negotiates the deal with the Redskins

	Hospitality/Hosting ( if you get naming rights you also get a luxury box/Suite so they can bring people to wine and dine in order to build relationships
	OUTSOURCING (
	Example-
	Maryland limited Viacomm to what they can sell
	NO alcohol
	NO gambling (state lottery)

	Viacomm calls themselves Terrapin Sports Marketing
	They also are at UVA where they call themselves Cavs Sports Marketing
	Sells either to the ad agency, or directly to the sponsor

	Pepsi gets you for 4 years at UMD
	They get you used to drinking Pepsi so you’ll be loyal by the time you leave UMD

	Sponsorship is the Fastest growing marketing Medium
	1. Decreasing efficiency of measured media
	newspapers going out of business, magazines
	using DVR/TIVO to avoid commercials
	technology is allowing us to avoid being exposed to adversiting
	to get around this marketers add signage to places that can’t be avoided such as the ads on the score table in bball/score board
	when you watch on tv or in person you’ll see it either way


	2. changing social priorities
	getting in touch with the college kids to build loyalty so after college we’ll keep using them since they supported my school

	3. Shifting personal values
	4. More need for two-way communication
	samples (monster truck after the basketball games)

	5. High consumer acceptance
	Why Companies Sponsor
	1. Hightenen visibility of brand
	brand awareness

	2. Shape consumer attitudes toward brand
	brand image, brand attitude

	3. Communicate commitment to a particular lifestyle
	feeling favorable towards a brand that supports something that defines your lifestyle

	4. Business-to-business marketing: incenting the trade
	5. Entertain Clietns
	hospitality & hosting

	6. Merchandising Opportunities (sales promotions)
	7. Showcase product attributes
	ex- official product supplier

	8. Combat larger ad budgets of competitors
	9. Driving Sales
	sales promotion
	doing things to stimulate people to purchase
	** drive store traffic **
	Slotting Fee- buying premium eye level shelf space or premium floor space


	How Companies Decide what they will Sponsor?
	1. Image Compatibility
	match the image as well as the target audience

	2. Audience Composition
	targeting based on lifestyles and interests

	3. Ability to incent retailers
	things we can do to help get floor space and drive traffic to stores
	McDonalds are invididually owned but the parent company (McDonalds) wants to help its franchaises so they’ll do things to help local stores

	4. ability to leverage
	5. Media Friendly
	does it get a lot of coverage

	6. Product Category Exclusitivity
	less is more ( find ONE company in each category (car, soda, chips) so they have fewer sponsors so there isn’t a lot of ad clutter
	they’re charging the sponsors a little more but the sponsors are getting more because they’re the only sponsor in that category (pepsi, Toyota, lays sponsors of UMD athletics)


	7. Product Showcase
	will the brand appear on camera

	8.  Ability to impact consumer sales
	9. Cost Efficiency
	return on investment (ROI)
	did the amount you spent actually help you

	you should spend 2 to 3 times the amount you spend on sponsorship towards leveraging.
	If you spent 10 million on sponsorship you sould add 30 million to the campaign


	10. Measurability of impact
	cant prove that advertising works, so how can you prove that sponsorship works?
	Pre/post event campaign surveys
	Top of mind awareness (who you think of first for each category) ( soda, pepsi
	Measure pre campaign and post campaign and hopefully you’ll see an increase in awareness
	Ex- bringing CEOs (C-levels) to FedEx at Ravens Stadium to meet the players and eat
	It brings them in and you can note who is there and use their account number to track their business for the next 6 months after this Ravens event
	Then you can see if the business increased or decreased after the Ravens event



	11. continuity/ability to extend
	right of first refusal
	if Pepsi sponsors UMD one year, the next year they’re the first to get the chance to sponsor again (win-win situation becase then UMD doesn’t need to search for a different brand)
	if Pepsi gets a 3 year deal they’ll get the chance to extend it before UMD looks for other people


	12. Ease of Administration
	putting one booth in a huge stadium isn’t attractive to consumers because they don’t want to wait in line

	13. Typical sponsorship rights and benefits
	ability to use logos/images in advertising
	the ability to have signage
	the ability to have on site presence
	the ability to do hosting
	the ability to do merchandising

	November 12, 2009
	How SOME companies decide what they will sponsor (
	1. The CEO or chief decision maker likes a particular sport/event
	Sport Sponsorship Platforms
	1. the ATHLETE  (jeff gorond)* *= more endourcer than sponsor
	2. the TEAM ( cleavland browns)
	3. the LEAGUE (NASCAR/NBA)
	4. the EVENT (olympics)
	5. the ARENA (Verizon center)
	***offers different exposures, duration, size of audience
	** some argue its endorsement and not sponsorship
	November 17, 2009
	CLASS CANCELLED
	November 19, 2009
	CLASS CANCELLED
	November 24, 2009
	Leveraging sponsorhip (activation)
	Involves most elements of the promotion mix:
	1. Advertising
	2. Sales promotion
	3. Publicity/PR
	4. Point of purchase communications
	*should typically spend twice, if not 3 times the amount, as much on leveraging as you paid for sponsorship rights
	*start doing this 6 months to a year out from the actual event (Olympic advertising starts a year in advance)
	Leveraginging(
	Advertisings and/or promotionsal contests (sales promotion)
	Ads educate consumer on sponsor activities
	Increases brand awareness and brand image

	Contests capture attention
	Increases brand awareness

	Over time, both offer potential increase in brand equity

	Packaging and P-O-P (point of purchase)
	Cuts through shelf clutter of other brands
	P-O-P often allows product better shelf space
	They cut a deal with the grocery store to get better shalf space

	Both help attract shoppers’ attention and this can increase sales

	Targeted premiums/give-aways
	At the event
	Increases brand awareness and brand image
	CD of screen savers that the Cavs gave out


	Merchandising
	Mail-ins
	Increases brand awareness, brand image and sales
	You can also gain personal information/contact information because they need to fill out forms before they can apply for the mail-in
	It creates two way communication that can’t be done with traditional advertising
	Direct objective( doesn’t lead to sales but it moves you behaviorally

	In store promotions
	Increases store traffic and sales


	Sponsorship Categories (
	1. Exclusive Sponsor (title sponsor)
	only one sponsor associated with athletic platform
	doesn’t mean there aren’t other sponsors, it means they’re the main one

	example – out back bowl in college football
	strength: publicity, prestige, good exposure and category exclusivity, hospitality
	potential weakness: cost/benefits

	2. Primary sponsor
	several sponsors associated with athletic platform (like over at Comcast)
	example – the TOP Sponsors with the Olympics: coke, visa, IBM
	strength: shared financial responsibility, category exclusivity, good exposure
	potential weakness: clutter

	3. Official Supplier
	cash and/or trade, where products are used by sponsored platform
	example- Gatorade is official sport drink of NFL
	strength: product tied to event may have more impact on comsumer in terms of brand awareness or brand attitude
	potential weakness: clutter

	Measuring Sponsorship Results (
	1. Measuring media coverage
	Joyce Julius and associates ( they show how much tv time sponsors get

	2. Measuring awareness/attitude change
	use of primary research

	3. Measuring Sales
	tracking impact of sales promotions
	measuring their business results
	the example of the fed ex field and how they got their account numbers and tracked their sales after the promotional visit to see if there was any change

	Potential Drawbakcs to using sponsorship
	1. Clutter level
	too many signs is devaluing their sponsorship
	less is more

	2. Value (cost versus benefit)
	if you have to spend 2-3 times more money on leveraging in addition to the sponsorship, sometimes its better to just take that 10 million and thow it into more advertising instead

	3. Measuring Impact
	4. Unforeseen difficulties
	if something negative happens to your team then you might want to remove your sponsorship because its going to make your brand look bad

	5. Ambush Marketing
	Ambush Marketing (
	A company who seeks to gain exposure by tasitly associating itself with an event, without paying rights fees to the event property
	Methods of Ambush Marketing
	1. Sponsoring the broadcast of the event
	provies repeated mentions by announcers

	2. Purchase Ad time during event
	can confuse brand’s association with the event

	3. Sponsor sub-categories
	fans can’t discern levels of sponsorship
	sponsor the US hockey team but not be part of the actual Olympic sponsors
	fans don’t know the difference

	4. Promotinos that coincide with event
	sponsor similar events at grass-roots level

	5. “Sponsor” prominent athlete(s)
	can confuse brand’s association with the event in which athlete(s) participate

	Vulnerability to Ambush Marketing
	Events have typically done a poor job protecting their sponsors
	Many sponsors do not adequately support or protect heir sponsorship investments (leveraging)
	Ambusing can damange value of sponsorship (why pay rights? Just ambush)
	Countering Ambush Marketing
	1.Event prganizers need to play bigger role
	2. Sponsors buy all advertising around event
	Right of first refusal ( the sponsor from last year gets the first chance to either take the renewal or turn it down, this way they have to personally say no and another brand cant slide in

	3. analyze potential risks/vulnerability
	4. effectively leverage sponsorship
	5. Legal action (difficult)
	threat of legal action (they don’t want to actually take it because if it goes into the media/court and its in the newspapers is going to make both parties look bad)
	the only way it can actually go to court is if they use the copy righted words
	so its easy for companies to use images and phrases that evoke the same point however don’t break the trademark/copy righted laws

	Ambush Marketing
	Is it illegal?  No, unless they break a trademark/copy right
	You can threaten to take legal action in order to give the ambusher bad media or bad PR
	Can’t be proven as deceptive advertising since it only harms sponsors and events and not consumers

	Is it unethical or just really good business?
	Know the definition

	November 26, 2009
	Thanksgiving break- No class
	December 1, 2009
	Controversies surrounding the use of sport to promote alcohol, tobacco and lottery products ( two sides to the argument, pro and con
	1. Long standing tie between the 3 product categories and sports
	eg- the”bullpen” is baseball named after Bull Durham chrewing tobacco signage
	star atheltes would endorse tobacco products (including Babe Ruth)
	beer is served at games and in 1953 Anheuser-Busch buys St. Louis Cardinals
	gambling has long been associated with sports (eg- odds that appea on spots pages)
	tobacco is heavily involved in auto-racing
	*** Sport is supposed to be a healthy activity but it’s being associated with not healthy things such as tobacco & alcohol***

	Tobacco sponsorship controversy (
	(when this was legal, it accounted for 4% of all sponsorship)
	1. Argued to subvert advertising restrictions
	it was in the 1960s that it came out that smoking was bad for you
	in the early 1970s law came out that said cigarette companies could no longer advertise on TV
	lack of TV advertising led them to sponsorship


	2. Link between sport & tobacco gives false impression about health concerns/cancer
	when we think of sports we think of healthy activity

	3. Reaches children
	a large audience for sport reaches kids and adolescence

	Tobacco industry arguments (
	1. Marketing legal product (free commercial speech)
	why are they not allowed to use the same marketing techniques as other goods and services
	not allowed to operate on the same legal field

	2. Only interested in “brand switching”
	can’t prove that advertising is a causal link to buying
	so you cant prove that advertising influences people to smoke
	they just want people who already smoke to switch from one brand to another
	study found that kids could identify Joe camel more than Mickey mouse, but does it mean that those kids are going to grow up to be smokers?
	Study found that even if you could identify Joe camel more, it DIDN’T mean that kids grew up to smoke


	3. Sponsor evenst that have predominantly adult audiences
	Legal/Economic Impact on Practice
	1. Tobacco companies sponsorships of auto racing coming to an end in US
	wans’t until the late 1990s that this all came to ahead that led to legal sanctions
	tobacco settlements
	increasing legal restrictions

	2. Still use foreign markets (eg- formula 1) but that is changing too
	there is still a race car that races with the Marlboro colors but not the actual logo or brand name

	Alcohol Sponsorship Controversy (
	(accounts for 11% of all sponsorships)
	1. Intoxicating product (ie- it’s a drug)
	good drug vs bad drug
	olympics wont take sponsors from tobacco or liquor brands but will accept wine/beer sponsors


	2. Alcohol abuse is a national health problem
	3. Reaches children
	age restrictions

	Alcohol Industry Arguments (
	1. Legal product (same as tobacco)
	it’s a legal product when consumed by people of age
	in the 1970s the alcohol industry entered a gentleman’s agreement saying they wouldn’t advertise on TV
	they found that beer and wine coolers had eaten into their business


	2. Not a problem when used in moderation
	when compared to tobacco which usually causes health problems even if you don’t use it that much

	3. They run PSAs on responsible drinking
	public service announecments
	the little thing at the end of advertisements that says drink responsibly

	Lottery Industry Controversy (
	- gambling has always been with us but has changed dramatically
	- legal gambling has grown over the years
	- states used lottery as a way to make money
	1. Can be “gateway” to other gambling problems
	also at odds with sports organizations arguing sport gambling is “bad”
	as common as drug abuse and schizophrenia yet there is no money devoted to treatment
	highest suicide rate
	people in my age group are 3 times as likely to develop a gambing problem as the general public
	problem category with an at risk group

	2. Gambling addiction growing concern
	highest suicide rate of ALL additions

	3. Messages and promotions reach kids
	adolescents and college students are 2 to 3 times more at risk for developing a gambling problem than general public
	its illegal to buy a gambling ticket if underage but if your parents buy you a ticket and you scratch it off, your parents can redeem it for you
	as opposed to if your parents host a party with alcohol they can go to jail

	Lottery Industry Arguments (
	1. Legal product when used by adults
	even legal when adults buy it for under age
	people feel that the lottery is a regressive tax on the poor

	2. Not a problem when used in moderation
	use vs abuse
	similar to alcohol

	3. Legal gambling helps fund education and other government projects
	used lottery funds to build the Ravens stadium
	state of Maryland legalized slots in order to use that money for educational reasons

	December 3, 2009
	Sponsorship Policy & Regulation
	1. Should promoting tobacco/alcohol/lottery be illegal?
	2. Is it unethical
	Video (  Joyce Julius and Associates (the sponsors report)
	Stock car racing
	Time on TV = advertising dollars
	Darrel Walltrift ( owns and races his own car
	Days that the cars are just moving advertisements
	Every available part is covered in advertising and there are tons of cameras

	Someone is payed to watch tapes and record how many seconds each brand gets on TV
	Ends up in Sponsors report
	Used to compare to the cost of just buying a TV ad
	Used to determine the value of the sponsorship


	NASCAR fans sponsor the sponsors
	They buy merchandise that has the sponsors on it

	Even when cars crash the drivers slip the sponsors name into the sound clips
	The HAT MAN
	The driver has to take a picture with the hat of every sponsor
	As many as 30 hats during the hat dance
	Puts the hats on in the order of importance
	Someone even counts how many logos are on the hats
	People are even paid to stand in the TV frame with a hat of a specific brand


	December 8, 2009
	Which is more efficient, a commercial or TV air time in NASCAR?
	Theres no selling proposition during the NASCAR event
	You just see the logos on the cars driving by
	They don’t tell you anything about the brand, not informative

	Issues in the Use of Native American Imagry by sports teams & media (
	Sport & Media
	Both are cultural & social institutions
	Both reflect societal values
	Both reinforce societal values
	Racism is a negative social value

	History of Problem
	US/world has long history of racism
	Racial sensitivity/awareness has changed over time
	People have an affinity for a team and therefore they think nothing of the name
	Aunt Jemima changed their logo to be less offensive

	Many sports team nicknames and logos were adopted over 80 years ago

	Recent incidents with racial slurs
	Don Imus ( called the Rutgers women’s bball team nappy headed hoes
	Michael Richards ( someone heckled him at a stand up show and he used the N word at the man

	Colleges and confederacy
	use of the confederate flag
	Ole Miss
	Used to wave the confederate flag inside the football stadium
	Other football teams would go to the Ole Miss black recruits and ask them why they would want to play for a team that supported the confederate flag and they would get them to leave Miss
	They also had a racist mascot, Colonel Reb, who depicted the plantation south and slavery public relations issue
	UMiss tried to rebrand with new logos, Rebel Bruiser and Rowdy Rebel
	They never came up with a replacement, they just stopped using the picture

	University of South Carolina
	They displayed the confederate flag at their state capital building


	Current arguments for using native American names
	Tradition or history of team (ex- indians)
	Captures fierce spirit & honors them
	Fans identify with brand/logo, buy apparel
	Some native American give okay (ex-FSU)

	Ways of analyzing this issue (
	1. Role- a socially expected behavior pattern usually determinded by an individual’s status in a particular society (ie- cowboys)
	2. ethnic group- people classed according to common racial, national, tribal, religious, linguistic or cultural origin or background
	3. Stereotype- a standardized mental picture that is held in common by members of a group and that represents an oversimplified opinion, attitude, or uncritical judgement
	4. Mascot- a person, animal or object adopted by a group as symbolic figure to bring them good luck
	Cleveland Indians (
	Websters definition
	Name given to indigenous people of what is now America, by Columbus, as he believed he discovered lands that were part of Asia

	Mass mediated images/messages
	Caricature of native American

	Honoring Sockalexis
	Atlanta Braves (
	Websters
	An American Indian warrior

	Mass mediated images/messages
	So-called “tomahawk chop” and “war chant”
	Until 1982 team has mascot, called Chief Knockahoma, who danced on top of dugout

	Florida State Seminoles (
	Websters
	A member of an American Indian people in Florida

	Mass Mediated images/messages:
	Whites in face paint, tomahawk chop, war paint, chief Osceola and burning spear
	Chief Osceola isn’t even a full Seminole

	University of Illinois
	Fighting Illini
	Dances around at sporting events

	Redskins (
	Websters
	American Indian (usually taken to be offensive)

	Mass mediated images/messages
	Fans wearing feathered headdresses, sports reporting or shows using the team name/logo

	Legal Action
	In 1999, native american group won trademark lawsuit against Pro Football, Inc.
	In 2003 a lower court struck down that ruling
	Recently, the DC Circuit Court of appeals ruled unanimously that the 2003 ruling needed to be re-examined

	Recent Developments (
	In 2005 the American Psychological Association (APA), issued a statement calling for all sports organizations to discontinue use of native American names and mascots
	The APA went on to state that such practicies negatively affect the self-esteem and social identity of native americans (as well as perpetuating sterotypes)

	NCAA Intervenes
	Mandate for schools to prove
	Historical connection to name
	Tribal support

	FSU, Illinois and Utah have been given okay
	Illinois can keep Illini name but not use Chief Illiniwek images


	Support for Native Americns
	In 1999, the NAACP passed a resolution that voiced opposition to use of native American mascots and team names
	Anti-Defamation League is a member of the Alliance Against Racial Mascots  (Jewish group)

	Which of these apply?
	Prejudice- an irrational attitude of hostility directed against an individual, a group, a race, or their supposed characteristics
	Racism- racial prejudice or discrimination
	Bigot- a person obstinately or intolerantly devoted to his or her own opinions and prejudices
	Video (
	About indians/braves/redskins
	The native americans just went on to say that its not right
	They insult them with war paint which is religious
	They tried to go to court

	December 10, 2009
	Racism in the past
	Late 1920s
	Minstrel Shows
	White actors painted their faces black and lips white to mimic African americans
	African americans weren’t allowed to be in shows so whites had to dress up like them


	The Oregonian ( the major newspaper in Portland refuses to print names such as the Redskins
	Schools that have changed their names:
	Standford
	Dartmouth
	Marquette
	St. Johns
	Miami of Ohio
	Changed name from redmen to redhawks
	Economics/fans/boosters

	Seattle University




