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ABSTRACT

Background. Marketing mix is a tool which can be used by administrators to achieve their goals. Objectives. This
research investigated the role of sports marketing mix in generating revenue for football clubs. Methods. Data for this
mixed method research was obtained from library studies, interviews with experts, and questionnaires. The statistical
population comprised employees of the Football Federation, football clubs, and universities in the field of sports
marketing. Theoretical sampling was conducted in the qualitative stage and interviews continued to the point of
saturation. The whole statistical population was sampled in the quantitative stage. Results. The results showed that
each element of the sports marketing mix apart from price had a positive and significant impact on generating revenue
for football clubs. Conclusion. Based on the importance and the role of sports marketing mix in generating revenue

for football clubs, it is recommended that club managers strive to choose an appropriate marketing mix.
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INTRODUCTION

In today's competitive world, organizations
need to use marketing techniques and specialized
marketing research for their survival. Evaluations
have shown that a lack of success originates from
a company’s inability to take advantage of
marketing techniques. Such companies ignore
market developments and the changing
consumption patterns of customers and focus on
selling instead of relying on advanced marketing;
they choose profits over customer satisfaction.
Marketing is a war, but not with guns. Rather, as
Albert Emery says, “Marketing is a civilized war,
and companies and organizations which use more
favorable words, ideas, and intellectual discipline
succeed in most of these battles. In other words,
these companies and organizations must have
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updated and integrated marketing management in
order to be successful in competition,” (1). Pitts
and Stotlear (2002) define sports marketing as
“the process of planning and implementing
activities for the production, pricing, promotion,
and distribution of sports products to the needs or
desires of customers and achieving a company's
goals,” (2).

Investment in international sports marketing
around the world, for numerous companies and
organizations which operate in the field of sports
and focus on the world market, is a beginning to
achieving economic and financial success. Global
requests for sports goods have boosted the worth
of the sports industry to an estimated $141 billion.
Moreover, sports offer a huge potential for


http://www.aassjournal.com/
mailto:seifpanahi.j@znu.ac.ir
http://www.aesasport.com/

revenue generation on a global scale as a business
for all parties involved. Sports have been
increasingly commercialized and
internationalized over the past decade. As aresult,
investments in sports marketing have begun (3).
Among all sports, football had the greatest growth
in the twentieth century (4), and a major share of
the total sports industry is now allocated to it (5).
Today, football is a market in which billions of
dollars are invested. Extreme transfer costs,
astronomical sums promised to sign football
players, bickering and competition between
sponsors to attract stars to promote and advertise
their products, endless negotiations to acquire
television rights, and the efforts of professional
managers to find potential investors by making
their team a model team are all only a part of
today’s football world (6).

Some results showed that football marketing
has a significant and positive effect on economic
boom. In other words, football marketing
components such as the establishment of a central
marketing system in football, brand advertising
(internal and external), attraction of football stars
by clubs, attraction of sponsors (internal and
external), and enhancement of the quality and
quantity of stadiums have the positive effect of
increasing the country's football industry (7).

Clubs are trying to achieve the maximum
revenue from their existing facilities because of
the increased costs of sport clubs and intense
competition to raise sport funds. However, most
club managers must design their plans in an
environment of declining revenues and increasing
administrative costs (8). While selling stadium
tickets was the main source of income for
professional sports organizations in the early
days, other sources of income such as business
activities, financial and non-financial support,
VIP areas, and television rights are far more
important today (9).

Based on the findings, it can be argued that the
privatization of football clubs facilitates
advertisement and ticket sale revenues for the
clubs (10).

While most football clubs around the world
are well aware of the immense potential in the
football industry and increase their revenue
channels and methods each day, unfortunately,
Iranian football clubs have acted very poorly in
terms of revenue generation and are more of a
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consumer than a revenue generator. Clubs’
neglect or lack of attention to marketing and
revenue generation has a significant effect not
only on their economic performance, but also on
the technical quality of teams. Many studies have
investigated the role and effect of marketing mix
on consumer satisfaction, increased sales, market
share, and greater consumption in different
production and service industries, but no research
on the effect of marketing mix on revenue
generation in Iran’s sports industry was found.
Given the fact that the ultimate goal of most
marketing activities is to earn more money, this
study has tried to evaluate the effect of marketing
mix elements on the revenue generation of
football clubs. The main parts of all marketing
activities are management and the selection of the
right combination of elements in the marketing
mix. Marketing mix is, in fact, a tool used by
marketing managers to reach their goals and lead
their organizations to achieve their determined
goals. The famous marketing mix is the same 4p
which is more specific to manufacturing
organizations. Given the fact that the 4p mix does
not work in service industries nor in an industry
such as football in which the main product is a
sports event, the 7p mix (product, price, place,
promotion, people, physical evidence, and
process) plus the protection factor which is very
important in the football industry (Today,
supporters of football are considered as partners
because of their vital role in the success of the
club.) are considered as 8p in this research which
evaluated the role and effect of these factors on
revenue generation of football clubs. This
research investigated the role of sports marketing
mix in generating revenue for football clubs.

MATERIALS AND METHODS

Participants. The statistical population
included three groups of CEOs and members of
the marketing committees of 18 clubs in the
Premier Football League of Iran, sports
management professors at public universities
throughout the country, and members of the
Football Association Marketing Committee.

Sampling was done theoretically (targeted) in
the step related to interviews, and interviews were
continued to the point of saturation. A total of 15
interviews were conducted with 12 people. In the
Delphi step, the identified factors were returned
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to those who were interviewed in the previous
step in the form of a questionnaire so that factors
could be screened and main and significant
factors identified. The purposive sampling
method was also used in this step, and the macro-
sampling method was used in the final step. The
final questionnaires were distributed both in
person and electronically. A total of 124
completed questionnaires were analyzed.

Methodology. The mixed sequential
exploratory (qualitative - quantitative) method
was used in this applied research. Theoretical
studies and organized interviews were used to
identify factors affecting the revenue generation
of football clubs. The findings obtained from
interviews and information gleaned from library
studies were used to create a questionnaire with
which to collect quantitative data.

Instrument. All factors affecting the
revenue generation of football clubs which

were identified from the literature and
interviews were used to create a questionnaire
regarding eight elements of the marketing mix
(Product, Price, Place, Promotion, People,
Protection, Physical evidence, and Process).
Items on the questionnaire were rated on a
five-point Likert scale; variables were
evaluated in the ranges of 1 to 2.33
(undesirable), 2.34 to 3.66 (average), and 3.67
to 5 (desirable).

The validity of the questionnaire was
evaluated by 10 professors of sports
management and confirmed after some
changes were made. Cronbach's alpha test was
used to evaluate the reliability of the
questionnaire. The reliability coefficients for
different parts of the questionnaire are
presented in Table 1.

Table 1. Cronbach's alpha coefficients for data collecting tools

. . Reliability
Questionnaire coefficient
Product 0.95
Price 0.95
Place 0.94
Current status of marketing mix in Iranian clubs in Premier Fromation 0.93
Football League People_ 0.90
Partnership 0.92 0.99
Physical evidence 0.94
Process 0.95
Product 0.92
Price 0.89
Place 0.83
Importance of marketing mix elements on revenue generation of Promotion 0.90
football clubs People 0.84
Partnership 0.74 0.96
Physical evidence 0.87
Process 0.75

Data Collection. Data was collected from
library studies (reviewing relevant domestic and
foreign literature as well as documents and
reports of domestic and foreign football clubs)
and field methods  (interviews  and
questionnaires).

Statistical Analysis. All factors affecting the
revenue generation of football clubs which were
identified from the literature and interviews were

used to create a questionnaire regarding eight
elements of the marketing mix. The questionnaire
was used by experts to screen the identified
factors using the Delphi technique, and the
important factors were selected. Those factors
agreed upon as important by the majority of
experts were chosen. The final list of important
factors was distributed to the statistical sample of
this research in the form of the final
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questionnaire, and the importance of each factor
was determined. The collected data was analyzed
using the one-group t-test, dependent t-test, the
Friedman test, and SPSS software.

RESULTS

Items on the questionnaire were rated on a
five-point  Likert scale; variables were
evaluated in the ranges of 1 to 2.33
(undesirable), 2.33 to 3.66 (average) and 3.66
to 5 (desirable). Criteria receiving a score
higher than 3.66 were considered as appropriate
for evaluating the current status of the
marketing mix in Iranian football clubs and the
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level of their importance in the revenue
generation of football clubs. The results of one-
sample t-test of the evaluation of these elements
are shown in Table 2. Based on the average
scores of the elements and the results of one-
sample t-test, none of the statuses related to
marketing mix elements were in the desirable
range in lIranian football clubs, and their
differences from 3.66 are significant (p=0.000).
All eight elements had averages higher than
3.66, but the difference between the element of
price and the 3.66 element of t were not
statistically significant (p=0.142).

Table 2. Results of one-sample t-test

Test value = 3.66

Elements of
marketing mix Average . Mean t df p
differences

Product 2.28 -1.37 -18.63 123 0.000
Price 2.09 -1.56 -24.08 123 0.000
Place 2.29 -1.36 -17.30 123 0.000
Current status of marketing Promotion 2.30 -1.35 -17.55 123 0.000
mix in Iranian football clubs People 2.52 -1.13 -15.11 123 0.000
Partnership 2.19 -1.46 -19.51 123 0.000
Physical evidence 2.02 -1.63 -18.01 123 0.000
Process 2.08 -1.57 -19.17 123 0.000
Product 3.91 0.25 4.32 123 0.000
Price 3.75 0.09 1.47 123 0.142
. . Place 4.11 0.45 8.18 123 0.000
Impz:?rgz(; tzfor:?reﬁt:&ge mix Promotion 3.81 0.15 2.03 123 0.044
generation of football clubs People 4.09 0.43 7.54 123 0.000
Partnership 412 0.46 8.29 123 0.000
Physical evidence 4.07 0.41 7.02 123 0.000
Process 4.04 0.38 7.68 123 0.000

The Friedman nonparametric test was used to
rank the current status of marketing mix elements
and their importance in revenue generation of
Iranian football clubs. As shown in Table 3, rating
differences are statistically significant (p=0.000).
Findings showed that physical evidence has the
most important element in revenue generation
with an average rating of 5.54, but it has the worst
rank in Iranian football clubs. Price has the worst
rank in importance of marketing mix elements in
revenue generation for football clubs with an
average rating of 3.13.

The dependent t-test was used to compare the
current statuses of marketing mix elements and

their importance in revenue generation in Iranian
football clubs. As shown in Table 4, there were
statistically significant differences among all
eight marketing mix elements and their
importance in revenue generation in lranian
football clubs (p<0.05).

Diagram 1 shows the current comparative status
of the marketing mix elements in Iranian football
clubs and their importance in revenue generation.
The blue zone is related to marketing mix elements
in Iranian football clubs, and the red zone shows the
importance of marketing mix elements in the
revenue generation of football clubs. As the diagram
shows, the difference between these two is obvious.
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Table 3. Results of Friedman test

Average

Variable Rating Rank Chi square  df p n
Physical evidence 5.54 1
Place 5.41 2
People 4.92 3
Current status of marketing Partnership 4.65 4
mix in Iranian football clubs Process 4.38 5 113.444 7 0000 124
Promotion 4.19 6
Product 3.79 7
Price 3.13 8
People 6.35 1
Promotion 5.12 2
Place 5.10 3
Importance of marketing mix Product 4.93 4
elements on revenue Partnership 3.98 5 180.976 7 0.001 124
generation of football clubs Process 3.88 6
Price 3.70 7
Physical evidence 2.95 8

Table 4. Comparison of current statuses of marketing mix elements in Iranian football clubs and their
importance in revenue generation

Variable Average_ mix Average importance _ Mean i of 0
elements in Iran of mix elements differences

Product 2.28 391 1.63 -29.763 123 0.000
Price 2.09 3.75 1.66 -36.720 123 0.000
Place 2.29 411 1.82 -31.408 123 0.000
Promotion 2.30 3.81 1.51 -23.668 123 0.000
People 2.52 4.09 1.57 -34.299 123 0.000
Partnership 2.19 412 1.93 -29.545 123 0.000
Physical evidence 20.2 4.07 2.05 -29.456 123 0.000
Process 2.08 4.04 1.96 -29.876 123 0.000
DISCUSSION consumer and market needs so as to offer good

Marketing is related to social and human
needs and meeting those needs. The decision-
making process is very important in marketing
management. This process is the same as the
marketing management process and is always
associated with it. Marketing managers must
make decisions about the marketing mix
elements they face in the decision-making
process. Organizations must make timely
decisions and have sufficient knowledge of the

products at reasonable prices. To do this, they
must use appropriate methods of distribution,
awareness campaigns, and a defined process
with the help of efficient and responsible staff
and base their decisions on customers’ desires
S0 as to increase their market share and keep
their current customers with creativity,
flexibility, and resources adapted to the needs
and demands of internal and external
customers (11, 12).
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Diagram 1. Statuses of eight marketing mix elements

Many significant changes have taken place in
football clubs over time to such an extent that the
professional football of today cannot be compared
to that of prior periods. Today, professional
football has a court and area for a club, has
experienced a comprehensive development in
various fields, and has been organized in the form
of a high-tech industry in association with other
industries. Different evaluations and studies
conducted in Iran have shown that currently,
sports marketing in Iran is limited to the meager
sale of tickets, sporting goods, some sports club
merchandise, and the extremely meager sale of
television rights. Globally, however, the football
industry commands the largest share of the sports
industry which itself is the world's sixth largest
industry. Iran can also take effective steps to meet
its potential capabilities. With this new approach,
Iranian football clubs will be able to attract
investment and enjoy revenue generation as a
business enterprise in the future.

According to the findings of the current study,
the status of the marketing mix in Iranian football
clubs is not desirable. This result confirms the
findings of Mohammad Kazemi et al. (2008),
Elahi et al. (2009), and Vazir Zanjani et al. (2010)
(13, 14, 15). The lack of a desirable status of
Iranian football clubs indicates that marketing
activities in Iranian football clubs are based on
tastes and are irregular. Physical evidence
received the lowest ranking among marketing mix

elements in Iranian football clubs. The criteria for
measuring this element are related more to the
quality and modernity of sports stadiums, and
thus this ranking shows the clubs’ lack of
attention to this important and effective element
in revenue generation. The element of pricing was
ranked lowest after physical evidence, indicating
the weakness of club policy regarding price
determination for their products. Moreover, the
weak rank and undesirable status of the process
element indicates that there is no defined policy
or procedure for the regular, quick, and easy
provision of services and products. The element
of people had the highest rank among the eight
elements of marketing mix, even though it is
similar to the other seven elements and is not an
element that receives attention in Iranian football
clubs. The items in this section of the
questionnaire were designed to assess the ability
of club employees and managers; perhaps club
employees answered these questions with their
own purposes in mind. Otherwise, the level of
attention to this element in clubs can be much
higher than the other elements; Iranian football
clubs have fairly efficient, committed, motivated,
and resourceful employees and managers.

The research findings also showed that the
seven elements of product, promotion, physical
evidence, processes, people, and protection have
positive and significant effects on the revenue
generation of football clubs. This finding is in
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line with the findings of Gholipour Soleimani
(2009), Ramezanian et al. (2010), Fakhimi Azar
et al. (2011), Aminbeidokhti et al. (2010), Vazir
Zanjani et al. (2010), Kim and Hiyun (2011), and
Sarker etal. (2012) (16, 17, 18, 19, 20, 21). Even
though the mentioned studies did not evaluate
the effect of these elements on revenue, their
results showed that marketing mix elements
affect customer satisfaction, increase purchases,
influence purchasing decision-making, and
increase sales. Clearly, these results lead to more
revenue for the institution. It can be stated that
this research is in line with the mentioned studies
in terms of the positive effect the mentioned
elements had on revenue generation. Based on
the findings of the current research, the element
of price has no significant effect on the revenue
generation of football clubs. This finding is not
in line with the findings of Gholipour Soleimani
(2009), Ramezanian et al. (2010), Fakhimi Azar
et al. (2011), Aminbeidokhti et al. (2010), Vazir
Zanjani et al. (2010), and Kim and Hiyun (2011),
all of which refer to the indirect effect of the
price element in revenue generation. However,
this finding is in line with those of Sarker et al.
(2012) in this case (16, 17, 18, 19, 20, 21).
Today, football clubs around the world do not
just play football; rather, they are considered as
business enterprises which have an annual
turnover equaling millions of dollars. Thus,
football clubs try to improve their standards to
maintain their growth in the coming years.
Sports organizations should have the ability to
compete to achieve this goal, which is possible
by using sports marketing achievements. Pitts
and Stutler believe that sports marketing means
using marketing mix variables for the creation of
a relationship between interests of consumers of
sports goods and services and supporters of
sports organizations. Thus, all buyers and
consumers of sports products will be affected by
various elements of the marketing mix, and that
will affect their composition and priority.
Moreover, consumers’ decisions depend on the
type of product, its characteristics, and pricing
practices and policies such as payment methods,
distribution facilities, and procedures,
promotions, and encouraging methods used by
organizations.

Iranian football clubs can use the marketing
mix as a framework and guide to strengthen
their marketing activities and increase their
revenue generation sources. The greatest level
of effectiveness of marketing mix elements in
revenue generation of football clubs is related
to the element of physical evidence. The large
difference between the current status of
physical evidence in Iranian football clubs and
the importance of this element in revenue
generation, Iranian football clubs should pay
more attention to this issue. The construction
of new stadiums, renovation of existing
stadiums, and consideration of facilities for the
welfare of the spectators can greatly help
increase the income of clubs. Banks and
private investors can help clubs in constructing
new stadiums. This is being done in countries
such as Italy and the United Kingdom where
clubs construct clubs using massive
borrowings. Clubs can return these borrowings
using the revenue generated by the stadium,
especially on match days, and ultimately have
a modern stadium.

CONCLUSION

The findings of the current research showed
that the current situation of marketing mix
elements considered in Iranian football clubs
has a significant difference with the
importance of these elements and their effect
on revenue generation for football clubs. This
shows that marketing in Iranian football clubs
is more biased and irregular than scientific and
based on the principles of marketing.
Marketing principles and tools, including
emphasis on marketing mix elements, can
greatly help any organization, including
football clubs.
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