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Aim of the Course

This course provides a framework for understanding the
marketing strategies used in the sport industry. The main
focus is on the application of marketing principles to promote
sport. Overall, the course approaches sport marketing from
two angles: sport as a product and sport as a medium for
promoting non sport products.

Learning outcomes

At the end of this course the student should be able:

e To analyzeand applyfundamental marketing principles in
the sport market.

e To analyze anddescribe the marketing mix of sport
products and services.

e To study and apply concepts such as branding, licensing
and sponsorship in the sport domain.

e To study the consumer behavior of sport consumers.

Competences

At the end of the course the student will have further
developed the following skills/competences. They will be able:

e To apply the theoretical foundations of sport
marketing in the sport industry.

e To describe pricing and promotional aspects in sport

e To describe branding, licensing, sponsorship and venue
marketing in sport.

e To prepare a marketing plan for asport event or
programs




Prerequisites

No prerequisite courses are required, but it is highly
recommended that students are familiar with consumer
behavior and introductory marketing knowledge.

Course contents

e Introduction to sport marketing.

e Studies of sport consumers & sport consumer behavior
e Sport market segmentation

e Pricing the sport product

e Sport promotions

e Sport licensing

e Sport sponsorships

e Branding of sports

e Venue & event marketing

e Global sport marketing
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Teaching and learning methods

Lectures, case studies, group discussions, individual and group
assignments.

Teaching and learning methods

Lectures, case studies, group discussions, individual and group
assignments, presentations, invited speakers.

Assessment and grading methods

The grade is calculated as the weighted average of individual
assignments, one group assignment, one presentation and the
final exam.

Minimum passing grade: 5




