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What is sport marketing

* MIAAIANI (Sport Marketing) A®
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1. MsauasuazvuIeduaasys MINneIveanuNW (Marketing of Sport) 1Ay

the promotion and distribution of sport-related products and services (Marketing of Sport)

Y <3 Jd A o o A 9 a A A 1 12 .
2.ﬂ”|'§1ﬂfﬂ1/\ﬁ!fllHLLWQWV\I'E’J??JL"HQﬂaqcﬂ‘ﬁclufﬂﬁcV]"IﬂTiﬁﬂTQﬁuﬂHLﬂg‘]JﬁﬂTﬁf’]‘L!cV]llll(1"])'ﬂW1 (Marketlng

through Sport)

the strategic use of sports as a platform to market non-sport products and services (Marketing through Sport)



1. Sport marketing (msaaavosnim)
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2.Marketing Through Sport (msaaarmiunm)
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1. Wganssuiys Inauazmsadeanugniiuvesuwunw (Fan Engagement)
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2. msafruusuduazsaanval (Branding and ldentity)
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3.adeumesuazmsayuauwiuaisnsi (Sponsorship and Endorsements)
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4.m3delumsdsznduwusuazmsdoass (Media and Communications)
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5. M3samsonudlazailszaumsal lumsiiaausiu (Event Management and

Experiences)
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1. aneedsdszaunisaduazensuad (Experiential and Emotional Nature)
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2. nsnanLazUsinanfaniu (Simultaneous Production and Consumption)
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ngunmManaanin (Sport Marketing Theory)

1.

dautlszaunaniseann (Marketing Mix) lundunnsin

nounaanssngdLiina (Consumer Behavior Theories)

nousunisaiauusus (Branding Theories)

nounsdudativayu (Sponsorship) waznnsayuaymiuasinme (Endorsement)

noen1snatnlunisaivmanudusiug (Relationship Marketing) lunvin



Lacdszaumemsaana (Marketing Mix) Tuysunnm

* 4Ps saan (Product, Price, Place, Promotion)

1
aa o a

wuaAn 4Ps annismansaiialignisndsuldlutsunainniansas e g

* Product: nansnailunindniduiiznisvizetssaunisain llannnsnaimm aanaiiin nantasiiztnAnsant i (MU NFuaNTuan)

1
o/

* Price: daspiistapnnuaininsalunisananesununin yadniud (perceived value) szaunisudedumzanninimiia

v
o/

* Place: sunuiagniui

o/
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* Promotion: 4ian19sine | sawsidemnasadensesilauiewannlyafed Jauiusiuununm iensesuauaulawazaing

auasinang (loyalty)



dutlszaumamsamaiivens (Extended Marketing
Mix)

* Tnawialil wuadn 4Ps (Product, Price, Place, Promotion) gnihanldineasunadoutlszaunig
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* LsiluniaLsnig Inaanizlunismanandn daduisnisiineadesiulszaunisnl (€Xperience) uaz
6 b v =) al a di v 1 1 Y A d?j
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People (ynainy)

* lugmnaunssunin “People” lildunnadaanizidnminiluasdnsniwiniiy usfesndayAAauTangNUARRNNLNLINN T

Uszaunisallnssanaasgizinavizaununia iy

* winuuAzH LLENS: Wvineness nineuseusy afanauin (stadium stewards) witnsuguanniaensis

a4 YnAuRasusanlunisaiaulseivlanazanuiena’la (customer satisfaction) Triuunuisi
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* gelnaaunasuniv: yarawantilunumlunisainaasnu (performance) nasgamnuanlanazadieansuniion s

AanasapNianyniuLazausnaaasuy (Fan loyalty)
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Process (nszuaums)

Process lunisaaianvinunne s Auduseusanssuaunnsusnisngus inasaswLaa sussuauay i

1. N15TFaRALALTNITRINSLLIL U
1. szuunnzaassa (eaauladuazeanla)
2. mafusvzerimaEIue o

3. AuazAIN N9 RY

2. NMSNENFAIUNWTANANSTH

1. 38nmmarumnuilaanasdia (security checks)
2. nszuaumsdngauu (turnstiles)

3. mgeanmadnuaznieaan thauannienieluaunu

3. UFNITIETHLASRULAYY

1. nadsenmsuaziATasan (concession stands)
2. szuunsfessewiselideya (customer service)

3. REMIBANNAZAINDY ] U HeMTRUTNIM NN TuNTE

4. n15AAMNHNANAINITLAITU

1. szuudmivdeyaunu (CRM) wedsisluduniaudadayadnnansluenian

2. nstsziuaunena lanassunguaades



Physical Evidence (nangiuniameanin)
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¢ winsmansisnsaziiudeiiqudesldenn us 5 “Physical Evidence” heagdsndiaairsanudulanaziszaunisniis
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1.aonunuazdannuanaan (Venue & Ambience)
1. TAnaFaLazN12aanNLUUAWINANN (R1le uae A 13e)
2. ANNgzaIaLaTANLaanit

3. n139A99uAn thevannie aunsalanuaamannazaan

2. .3awmnauazdieiuusus (Branding Elements)
1. Tali%u aomaneduansal (team colors, mascot)
2. LLNuﬂﬁﬂTmHmmﬂ@um@{ﬂﬁﬂiﬂ/\l&ﬁﬂm@ﬁﬂ@’(LED boards)

3. Audiiszdn (merchandise) dsanairenisiufuasaantsanuaaain s

3.ussenmAuazilszdunisaisan (Atmosphere & Co-Creation)

1. AanssumnuAuiiiiiszndneinass (half-time shows) niaidamas nsefuansunl

2. Tmufianssnsing o 1w Fan Zones, Meet & Greet ieainannlnadnsendnaunuuazia



nnsusunsannng “People” asuunatsnisguanausu (training) afsussqsla (motivation)
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Physical Evidence luiifiaasnissaianiiasiilusrasiiagnanylunisaearsnanansod (brand
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2. nuNgAnssudus Ina (Consumer Behavior
Theories)

2 1. nnufenaneniniedian (Social Identity Theory)

asunadgAuN e uauetuniuduiitengudtan (u wAunNWRLaa Nx

UainaLes) AvNFaniudounilaidinaseiAuanwaznganssnlun1s T A uA1MTaUTNNg N3

atiuaLuNN vraudusinisuansa (word-of-mouth)




2. nERwnAnssudus Ina (Consumer Behavior
Theories)

2 2nnsRanusNaznnIaianuyniusasuu (Fan Engagement and Involvement)

AusinANvinuansaanianisidluiaNneasuningann (emotional attachment)
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2. nERwnAnssudus Ina (Consumer Behavior
Theories)

2.3.Tumauseasla (Motivational Models)
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3. ngumumsasiausus (Branding Theories)

3. 1yaruusus v (Brand Equity in Sport)
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wwaAnizas brand equitygnisuldluizunasanvin Taens an uazinAvngnuesdndulususnien
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3.2nsaiuauaasiusus (Brand Communities)
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anquimatudaivayu (Sponsorship) wagmsayvaywiluass
as1 (Endorsement)

4 1nsoalauninaneniiazauaannaes (Image Transfer and Congruence)

nouatenmes asuiednsatlayunviTafanssuni e N nanwireauLsus
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wanseiunnull ara liusinaduau vsanasinliasila



angumatudaivayu (Sponsorship) wazmsanuay
wilunseasn (Endorsement)

4 2amuhidedieresd@iunsaiuanu(Endorsement Credibility)
lunsdlfnivinldnsatuauyudud § 3 Taduudn THun

1. Awidenanny (expertise)

2. AN e T (trustworthiness) uaz
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(purchase intention)
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sagumIaaialumsaswanudunus (Relationship
Marketing) lunm
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sngumIaatalumsaianuduius (Relationship
Marketing) lunm

5.2n19usvsAuduiusgnAn (CRM)

asanasunitnszuy CRM snldinaminanuaydinszvidayauni 1mu 1sedfnismasii
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i Sport » Football + Manchester United FC

Manchester United greats including David Beckham
and Sir Alex Ferguson turn out for Kath Phipps
funeral

The great and the good of Man Utd have paid their final respects to Kath Phipps today as her funeral takes place at >
Manchester Cathedral.

m By Tyrone Marshall Senior Football Writer
Bookmark f X () Comments 18
14:45,6JAN 2025 | UPDATED 16:00, 6 JAN 2025




David Beckham attended the funeral (image s




Who is Kath Phipps

* ups Ald iuwdnminaesinuaawas o lWANIIuIuIwanan s 50 1 auifluninuas
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Kath Phipps worked at the club for more than 55 years .
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Ritabrata Banerjee | 06 Jan 2025 21:52+07:00

David Beckham joins Man Utd stars past & present
to attend funeral of beloved Old Trafford
receptionist Kath Phipps
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What marketing strategies are included?

* i1 was Wild (Kath Phipps) azlidldunnaszatannfisadiizmsseauganas
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What marketing strategies are included?

* 1. mmendh ‘anudunsuniy (Family & Community)
* Storytelling Afianyudiuununans
m:mmmmmmmuﬂavm@wmmﬂ (Back Office) snenaunu iy uas fl1ld Ganas
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What marketing strategies are included?

e wilnaudszddinanesly “‘Brand Ambassador”
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What marketing strategies are included?
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2024-25 English Carabao Cup, Semifinals

Arsenal

0o FT » 2 é&ﬁ( Newcastle United

#  Alexander Isak - 37' Anthony Gordon - 51

1st Leg

TUEJAN7 - 20:00

EMIRATES STADIUM

&2 Carabao | §8
3 s ug | E:l.'

Newcastle United

A Isak (36)
A Gordon (50)

Arsenal
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Q Newcastle United @
122 - Q

In tonight's Carabao Cup fixture against Arsenal, the lads will again be wearing shirts with a design
in support of @sam_fender &'s upcoming People Watching album J)

A selection of match-worn and match-issued signed shirts from the quarter-final fixture are up for
auction now on matchwornshirt.com @ with the proceeds going towards @nu_foundation &
community projects @




Sam Fender

e Sam Fender {lu@atlunaziinsas-wdnusanas
qué'mqi:r

e nulnuanniilasuessdas (North Shields)
H9at INALiasionnada

* [TULNUARLAENTD94 IHATNALDA WIAALTA
alufin (Newcastle United)

* JnuansaanivaNTUTa LA lNAsatNsT AL LAt
AN sauansidunealinaanunuldaunnisg
WNARVTaANLATANUANN e A& TYAN BT84

A LNAT IUATUFN ]

Sam Fender

Fender in 2021
Born Samuel Thomas Fender
25 April 1994 (age 30)
North Shields, England
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News Watch Teams Matches Tickets & Membership Shop St. James' Park

e L =me ooy

St. James' Parl.(. T
SAM FENDER

Sam Fender.
ST. JAMES’ PARK THU 12 JUNE

SAT 14 JUNE
- SUN1T5JUNE

Secure your tickets now.

Sam Fender Hospitality.

Hospitality general sale now live.
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nuAugNTuresyatisaluas (Newcastle United Foundation) gwilunanssuivanis
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NEWCASTLE UNITED AND SAM FENDER
UNVEIL UNIQUE MATCHWORN SHIRT
COLLABORATION

Exclusive Sam Fender branded shirts to be signed and auctioned in aid of Newcastle United

.....




Unique Newcastle United shirts worn during the club’s Carabao Cup
quarter-final victory over Brentford will be auctioned in aid of
community projects as part of a special collaboration with Sam Fender.



What marketing strategies are included?
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What marketing strategies are included?
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1. myanudea lsinery luiauvetu (Brand Synergy &

Promotion)
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Cause-related Marketing (CRM)
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2. myvudouvsvueenilszya (Cause-related

Marketing & CSR)
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2. myvudouvsvueenilszya (Cause-related

Marketing & CSR)
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CRM and CSR
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Who is Isaac Kearney?
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Storytelling)
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2. maddiusanaasuniaz (Player Involvement)
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3.nmsAdusannugng (Community Engagement)
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4 nsnanainuldidgantpanaziianitasa (Social Media and Viral

Content)
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5.AnNsUEATauRadinnaasasans (CSR - Corporate Social
Responsibility)
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Loyalty)
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5 wmamanuusua 1dvlauearh Sport marketing

1. aannasas1s Brand Visibility gnisashs Engagement
NN i puaaLiuATasNaniIenfIRatAyaun s NI sNawinuusus (Brand

Visibility) wsitfaqiiulawmunlignisaiadidunus (Engagement) fugusinastineanis

TnenanznguunupdurasauasizanunaLes AN AU BRI UN AN ULWLLLITWA

(Brand Fans) aasdudvizaisnisls iiunisdeansuazianssuifinainaauyniiisaniu



5 wmamanuusua 1dvlauearh Sport marketing
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5 wmamanuusua 1dvlauearh Sport marketing
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5 wmamanuusua 1dvlauearh Sport marketing
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