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Setting the task in general form. In today's world sports is a product whose demand
grows. The economic benefits derived from mass sports and watching, drawn by the large
number of operators, such as players, coaches, manager, entrepreneur producing sports
equipment, event organizers, companies advertising on this occasion, the owners of sports and
the media.

Analysis of recent research and publications. The problems of marketing in sport in the
context of sport organizations management were shown in the works of such scientists, as
Mruk H. [6], Klisinski J. [3], Trembecki J. [10], Kaczmarek M., Kropielnicki K. and
Matecki P. [2], Grzeszczak A. [1] and Sznajder A. [9].

Sport industry is a market in which it is offered products such as sport fitness, recreation,
associated with relaxation and pleasure, as well as all forms of human activity, goods,
services, places and ideas related to sports [4].

The term “sport marketing” refers to activities related to marketing, listed from perspective
of certain entities that carry out this type of operation. Reference may be made to the
professional sport organization. Demand on sport products consists of consumers who are
active on the sport market (recipients intensely in sport), but also passive recipients (they are
interested in watching sports events in the media or “a live”. Some consumers have a twofold
role: the person who keeps track of marathons can also participate in marathons.

Information about sport is placed in media, sections of newspapers, where sport columns
are placed at the end. Sport news on radio and TV are placed before weather forecasts.
Moreover there are newspaper and television programs that are devoted exclusively to sport.
There are magazines that are specialized exclusively in particular discipline or even particular
sport team. Now sport is highly dependent on mediaa. Their connecting element is money.
Both areas cannot function without financial support [9].

Consumers who overlap in the above mentioned areas are not really dependent on the type
of discipline that is interested, actively or passively. Usability marketing that occurs in sport is
the result of the following events:

1) the financial system of Poland is constantly changing, which means that businesses
need to take professional activities;

2) sport, which provide inter alia for competition (for example, football), are identified
with market competition;
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3) changing and diversifying demand for products is offered by organizations that are
involved in sport;

4) clubs are transformed into joint-stock companies;

5) segments of sport consumers are variable;

6) there is internationalization of sport, increasing competitiveness in the sphere of sport;

7) changing tendencies in the operation of clubs and sport federations;

8) development of demand for sport sponsorship by companies which use this form of
promotion.

There are other opposite factors that must be taken into consideration:

— the level of Polish sport in the world reduces, as shown by the results of their clubs on
the international stage;

— there are some bad situations related to finance sports clubs — a lot of them are almost
bankrupt;

— there are no objects that could guarantee the high level of sport;

— hooligans who use different types of sport events, only to provoke and to lead
fighting [8].

There are three important forms related to the promotion of advertising, sponsorship and
sales promotion, in other words, promotion materials, but also public relations in sport.

Key decisions relating to advertising include creation of the advertising and publishing it
in the advertising area. Such “advertising area” can be sport event. All kinds of posters, signs,
ads that appear within a sporting event just play the role of outdoor advertising [6].

You can also raise the issue of players' uniforms, for which there are different ads,
trademarks, logos. It might be mutual benefits from the sponsorship contract, but it can also be
“normal” ad, which was bought by the company. Attending a sporting event, which is an
event, and that is very popular among fans and the media, it is more important for institutions
that use “marketing through sport” [1]. A very important role in the marketing of sports
organizations has knowledge of the characteristics of sport fans. Effective collaboration with
community supporters not only helps to improve the internal organization of sport clubs,
marketing coordinating and public relations, but also provides additional arguments in
discussion with sponsors, for which knowledge of the potential buyers of their
products / services is invaluable [2].

The use of the image of athletes by companies in their advertising campaign is usual thing.
Typically, athletes who decide to take part in advertising of certain products should choose the
industry, the assortment of goods which they will advertise, and if the “scatter” its image
among many brands.

“Marketing through sport” is also the concept of “brand ambassadors”. Ambassadors are
mainly those known athletes who recommend the product. People can buy the product at a
lower price , but they are required to use it, it can also get the product for a long time for your
own use, and after the expiry of the contract can buy it (for example, a car) [7].

Sales promotion is offering fans of rewards that are useful for people with a passion for
sport, for example certain sports jerseys, balls, tournament tickets. Of course, the reward is
more attractive when it comes, for example, for sporting events. They are more important than
others.

Modern sport is commercializated. Companies adapt to the needs of market economy. The
development of commercialization will increase the cost of sponsorship. Hence direction
between relationship of sport and advertising, and over- reliance in the sport primarily from
strong sponsors may be changing.

Through commercialization of the changes that primarily occur in the organization the
importance of all kinds of sport events increases. At the request of the organizer of such a
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break between games in a match can be extended, and all this that the advertisement was
longer. In this action we are losing players, because they think that too long break is bad for
concentration and heads of rhythm, cause corruption [10].

With the development of technology, sport became a product in which sport organizations
are trying to make money. Sport clubs create marketing departments. These people not only
act as club activists, but also they are more responsible for their actions [5].

Strategic marketing planning has an important role for formulating the mission and goals
of sport organizations. The mission should result from the knowledge of the needs of
consumers and their abilities, while taking into account current and future operational realities.
This is one of the motivations for current and future activities. The overall objective of sport
organization can maintain long-term financial success which is based on sport. The specific
objective might be to provide the public experience of the qualities of entertainment events,
which are a valuable form of mental recreation [3].

The starting point for the analysis is the level of expectations of stakeholders’ sport
organization in relation to the objectives must include: sport, finance, marketing and
organization.

The aim of the article. The article draws attention to the issues of diversity goals and
policies on the example of sport organizations aimed to achieve these goals. The basis for the
analysis is sport organizations of Poland. It shows how different stakeholder groups affect the
objectives of sport organization.

Basic material. Three groups of stakeholders are assumed for model simplification. These
are the groups that most strongly influence the activities of the organization of sports — sport
fans, sponsors and local authorities. The last group of stakeholders has been introduced so that
one of the objectives of the sport club is the impact on the local environment, which often
makes use of the local authorities in territorial marketing (figure 1). The figure shows a
simplified level of expectations of the three groups of stakeholders. The Y-axis introduces two
levels. The first is the maximum level indicating maximum goals that organization can
achieve during the season. In practice, it may mean a promotion to the top division higher, at
full capacity stadium or sport arena, financial stability, high sponsorship effects, high results
in territorial marketing communications.

The second level is the minimum level. In practice, organization can set it down from the
current top division, resulting in a lack of funds to keep the players, sponsors and potential
departure less revenue sport organization and sometimes organizational collapse. For this
reason, sponsors are often not interested in successful sport club.

In addition, the figure entered the turning point. These turning points can be much more. It
may occur when the club is changing its expectations. The turning points may be objective
and subjective. Objective expectations are the result of sport or economic calculations.
Subjective expectations are the result of a subjective hope different than sporting or economic
calculations. The first group creates expectations of sport organizations, sponsors and local
authorities, the other form — fans.

The goals of the club do not have to go hand in hand with the expectations of the fans,
sponsors and local authorities.

Goals of sport organizations in this context are:

— sport goals (promotion or maintenance the victory, promoting the discipline);

— financial goals (financial stability to raise funds from sponsors and local authorities);

— marketing goals (selling gadgets, increasing of income of the match)

— organizational goals (increasing the help of volunteers, to improve the functioning of
the club).
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These objectives are determined by season and adapted to the expectations of stakeholders
and are rarely verified during the season. Against this background, there is a conflict between
the expectations of stakeholders, and the goals of the organization. At the time of the return
expectations of stakeholders can in fact change the ones that are a threat to the club.

Expectations of
stakeholders in sport
organization

Expectations of fans

Expectations of sponsors

——

Expectations of local government RN

T i

RS R

Turning point Sport season duration

Figure I — The level of stakeholder expectations in relation to the sport organization

The most important role in this process is played by the fans. They are a group of the most
visible and most active during the season. Their expectations and aspirations are greatest when
the landmark positive expectations increase to the maximum level. For example, to win a
series of matches can cause the fans expect a promotion or winning the whole tournament .
For a club that is not prepared for such an eventuality is a potential threat. Promotion will need
to meet the licensing criteria in the higher — flight or at international competitions (the stadium
adjusted to specific criteria, higher financial requirements, the need for better paying of
sportsmen).

Sponsors are the group, which expectations of sport organization depend on the
commitment to the sport and the use of sponsorship as part of the promotion mix. For
individuals who passively enjoy “marketing through sport” expectations of the club are
virtually unchanged. For companies which are involved in sponsoring expectations are rising
at a turning point, however, reaching the point of maximum. This is due to the risks to which
they can be promoted or win the tournament, because if the company has signed a long-term
contract, the club may fix a higher amount of sponsorship for next season, which will
significantly change your budget. Sponsors are often not interested in successful sport club for
this reason.

The least active group of stakeholders is the local authorities. The use of sport in their
business is the most marginal, and the sports organization and maintenance is cost-intensive,
and promote “the sport” is passive. Sport advencement is a threat to local authorities, as rising
costs of equipment and maintenance of sport facilities and increasing subsidies for clubs.
Turning point does not change its expectations.
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The turning point may occur several times in the season, and it is positive or negative.
Positive turning point causes for example: win a few matches, real chance of advance,
marketing and organizational success. The negative point is the opposite of the positive — the
vision of sport decrease, series of matches without win, absence of club management system,
financial collapse, etc. In case of a negative turning point waiting fans and sponsors are falling
below the level of the original, but do not reach the minimum level. In the drawing, they are
indicated by the dotted line. The items on the positive response of the stakeholders is
displacement, and in the case of negative points — stage.

Avoiding the gap between organization's goals and expectations of stakeholder’s in sport
sphere is possible through proper communication between these entities. A major role in this
system is marketing, from the real purpose of the club to communicate during meetings with
journalists, fans, sponsors, and ending with appropriate response in the event of turning points,
both positive and negative. Flexibility marketing policies at sport clubs is a prerequisite for
effective management. It is done at every level of marketing mix. Club can regulate the effects
of sport. For example, introducing additional products expanded product items (points
playground, free gadgets, enrichment of match fixtures), uses a different pricing policy
(women and children up to 10 years have free admission, cheaper tickets and expensive tickets
for match), using of different distribution policy (the growth of sales in the local market),
using of additional forms of promotion (fun places for fans, Internet competition, efficient
using of sponsors to integrate with fans). Media marketing in this case remain unchanged.

An important role in overcoming the risks resulting from non-compliance goals of the club
and its stakeholders are fully public relations. Their role is to clear information about the
immutability of the purpose of the club, with a balance in dealing with fans, sponsors and
local authorities. Maintaining this balance is not succumbing to pressure of any stakeholders
through procedures to mitigate the effects of positive and negative turning points. For
example, when the club has a winning streak of public relations than mission is to maintain the
objectives of the club with fighting for higher goals. The word “fighting” is crucial, because
sport outcome is unknown, so the potential failure is not going to be perceived as a disaster for
club and its stakeholders. Using of a high degree of generality in the pass is for avoiding
negative effects of transport. It is when club does not want sport success, because it involves a
threat to its operation (higher costs, requirements, lack of organizational preparation) in
the future.

Conclusions and directions for further researches. Thus, sport organizations at all
levels of management should be monitored by the expectations of stakeholders to come out in
front of these expectations while maintaining their goals before the season. Marketing policy
towards stakeholders should therefore establish realistic goals, and the use of marketing tools
should focus on aspects not associated with sports. It follows that the primary purpose of the
sport club should create a positive climate for particular sport, rather than sport success at any
price. It should be taken into account that stakeholder’s expectations are always higher than
possibility of sport organization. It is important to refer to the prospects for further research on
the objectives of sport organization. Research should focus primarily on determining the
impact of stakeholders on the sport club management. It is inmportant to determine the degree
of this impact using statistical models or detailed studies based on primary research. Such
stakeholders as sponsors, supporters and local government can determine and influence the
management of the club to direct its functions. In further researches it should investigate the
divergence of these objectives so that it will possible to determine the boundary influence on
the sport activity.
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OuikyBaHHs 3allikaBJeHUX CTOPiH Ta Wil cHOPTHBHOrO KIy0y B KOHTEKCTI MapKeTHMHIOBOI
TiILHOCTI

Mema cmammi nonseae y 6UHA4WeHHI WLIAXIE OOCACHEHHs yilel CnopmueHoi opeauizayii uepes
Mapkemunzo8y OifAnvHicmys. Y x00i docnidscenna nepeobayaemvca, wo Cnopmuena opeauizayis O0ns
3a0060.1€HHA nOMped 3ayiKasieHux CMOpiH Mae Oymu HeopOUHApHOO npu peanizayii Mapkemunz0oi
disnbHocmi. Yepes neoOnopionicme yinboeoi ayoumopii cmanoapmui peknamui 3axo0u He Mamumyns
nosumusnozo egpekma. Tomy y cmammi 36epmacmvcsa yéaza HA MONCIUEY PISHOMAHIMHICMb Y
30TlICHEHHI ~ MapKemuH2080i  NOLIMUKU  CHOPMUBHUX  OpeaHizayitl Ha Npuxiadi  CHOPMUSHUX
opeanizayiv Ionvuyi.
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O:kuiaHusi 3aHHTEPECOBAHHBIX CTOPOH M LEJIH CIHOPTHBHOIO KiIy0a B KOHTEKCTe
MapKeTHHIOBOIi 1eITeIbHOCTH

Lenv cmamvu 3axniouaemes 6 onpedeneHuu nymeti 00CMUICEHUS 3a0ay CROPIMUBHOU OP2AHU3AYUY
uepes MapkemuHzo8yio OesimelbHOCmb. B xode uccnedosanusi npeononazaemcs, 4mo CHOpMuGHas
opeanuzayuss 018 YOO0GIeMEOpeHUss NOompeOHOCmell 3aUHMePecOSAHHbIX CHOPOH OO0NNCHA Oblmb
HeopOUHAPHOU NpU pearu3ayuu MapKemuHz080ll OesimenvHocmu. H3-3a HeoOnopoOHocmu yenegoil
ayoumopuu cmaHoapmHvie pPeKiaMHble Meponpusmus He 6yOoym umems HOZUMUEHO20 I¢hpexma.
Tlosmomy 6 cmamve obpawjaemcs GHUMAHUE HA BO3MOJCHOE pA3ZHOOOpA3Ue 8 OCYWecmeneHul
MapKemuH2060U NOTUMUKU CHOPMUBHLIX OP2AHU3AYULL HA NpUMepe CROPMUSHbIX op2anusayuti ITonvuiu.
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