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INTERCONNECTION OF CONSUMER BEHAVIOUR OF DIFFERENT GENERATIONS AND
MARKETING STRATEGY OF A FOOTBALL CLUB - EXPERIENCE IN SLOVAKIA

Abstract. The basis of modern company management is the marketing concept, the customer-oriented
management and strategic planning, the managerial decisions matching the market opportunities, challenges and the
company objectives and opportunities. The marketing research is the input for corporate strategy, while on the other
hand elaboration of the marketing strategy is based on the objectives of corporate strategy. The sports developments
that started at the beginning of the 20th.century have been of high relevance, but still incomparable to the current
measure of development. Generally, the countries of Western-Europe, due to their better economic performance,
have achieved a higher level of development far earlier than the post-communist countries. The political and economic
change of the 90s in the 20th century, later the EU enlargement opened a range of new economic opportunities also
for our region. The sports marketing, similarly to marketing activity in other sectors and fields, has made relevant
progress. The obsolete sports facilities were replaced by modern and well-equipped facilities. The customers were
offered a wide variety of sports equipment and sports services. The objective of the research is to examine the services
and products of a football club in the Slovak Premier League (Fortuna League) in terms of consumerism, as well as
to summarize the consumer experience and opinion, emphasizing the marketing aspect. We formulated two
hypotheses in this study. Chi-square test of independence was used for testing our hypotheses, by the help of which
we examined several variables at the same time — and also the joint distribution of several variables. The results show
a significant relationship between the age groups and the consumer habit of the customers at football matches. The
outcome of the study also indicates that neither the age nor the distance from the sports event can influence the fans
of the football club to attend the sporting event. Our results could be used by Slovak football clubs to make their
marketing more precise and more efficient.

Keywords: consumer behaviour, generations, marketing, Slovakia, sports marketing

Introduction. "Everyone who competes in the games trains with strict discipline. Likewise, a
contender does not receive the crown unless he competes according to the rules.” (1 Corinthians 9:25;
2Timothy 2: 5). The expression "sport" originates from the Latin word "disportare” — spread, divert. Divert
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means break away from something — everyday problems and worries — and enter the world of play and
joy. Physical education and sport are fundamental pillars of society and culture. They are closely related
to various elements and phenomena of society (Rétsagi et al., 2011). Sport as an activity is contributing
to maintaining the health condition of the individual and improves dexterity. Physical exercise plays an
essential role in maintaining or developing physical and psychological skills of the individual. Individuals
who do exercise regularly become more resilient and combat difficult situations easily. The roots and origin
of sports date back to ancient times. Even the prehistoric man needed the appropriate strategic and
physical skills to kill his prey during the hunt.

The foundation of today's modern sports emerged in ancient times. We can talk about sports as a form
of entertainment, not only as a sportsperson but also as sports fans. The ancient Greek and Romans
devoted special attention to sports. More and more athletes have become popular and admired by fans.
A strong expression of sport appears in culture and fine arts. Numerous paintings and sculptures depict
people during sports activity (e.g. Discobolus of Myron). The first Olympic Games were held on the
Peloponnese Peninsula, Greece in 776 BC. The ancient Olympic Games were originally a festival or
celebration in honour of the god Zeus, who ruled as a king of the gods of Mount Olympos. These Olympic
Games were not international events and were organized for the Greek athletes as long as they met the
entrance criteria. The athletes from any Greek city-state were allowed to participate. The games were held
in peacetime, and the competition was shorter than nowadays (Olimpia-Jatékok az dkorban, online).

"The first modern Olympic Games were opened by King George on 6th. April 1896. Many have not
yet recognized the significance of the event, so 300 athletes of 13 countries participated in the game (Az
Ujkori olimpiék révid torténete, online).

While studying the existing literature, we found that our topic is quite a novelty in the sporting life of
Slovakia. There were only a few studies. However, none of them investigated the differences between
generations when it comes to purchasing products designed for football fans. No previous research
examined the complex marketing strategy considering if it is more effective in case of middle-class
consumers than the rest of the costumer age groups. We set up two hypotheses based on these questions.

Literature Review. The mid-80s of the 20th century brought significant changes in the sport of the
developed market economies. It has generated a demand in the consumer society that made possible to
pursue sports activities. The increased free time and the fact that people would like to spend their time
more efficiently has increased the demand for sports services. The health problems of welfare societies,
e.g. obesity and stress, have also contributed to this tendency. The European Union is also focusing on
optimizing the citizen's quality of life, which is also closely connected to leisure-time sport activities. This
seems to be the most favourable alternative from financial perspectives as well. Sport has become an
important part of the service industry in modern market economies. Sooner or later, a sports club
established on a non-profit basis will find an opportunity to come up with more serious business plans and
strategies in the field of the sport they represent, which might bring a significant income for the club. Sport,
as a service gained special importance nowadays. Applying the service management theory can help the
sport to become a consumer-oriented, self-sustaining activity based on a business plan. The main
characteristic of sport service is to provide consumer experience. In the case of a spectator sport, the
impulse and excitement will be a source or tool of experience. The consumers can be classified according
to general criteria, but the lifestyle and behaviour play a more important role in classification. At a sporting
event, the consumer may be a sports consumer in general term and can be present as an advert
consumer. The consumer is spending directly on the sport product offering experience, but also on service,
where becomes confronted with various advertisements. The consumer might spend a significant amount
of money on merchandising goods of the team or event. Nowadays, the high presence of families as
consumers are detected at sports events, as well as the ratio of female consumers has increased
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significantly. In addition to former traditional sports enthusiasts, there is also a relatively new, middle-class
presence rate increase (Andrés, 2003).

"According to the International Patent Enforcement Association (Montreal, 1995), merchandising is
the use of any kind of trademark, copyright with the condition that the individual" merchandising legal
relation basics" (not exclusively) are in an alternative relationship. In the legal literature and the law
enforcement practice, the term merchandising is applied for different forms of its appearance.
Merchandising is usually identified with the transfer of the image." (G6rog, 2011, p. 54)

Sports marketing is a special form of marketing influenced by the specific market situation in the field
of physical education and sports, the unique characteristics of sports products and their specific features
as well as sales and promotion.

Durdova (2009) is listing the specifics closely related to sport:

— sport is intangible and subjective; experience and interpretation of the sports company is
different from the perspective of each individual,

— sports businesses are inconsistent; the results are unpredictable, the marketing specialists
cannot influence several factors (weather, emotions, injuries of players etc.); the unpredictability
of results is fascinating for the spectators,

—  sports business can be characterized as temporary,

— sportis associated with intense emotions and experience.

Smith (2015) defines sports marketing as applying marketing concept for sports products and services
as well as the marketing of non-sport related products within sports associations. Sports marketing has
two key functions. The first is to apply general marketing practices for products and services associated
with the sport. The second is the marketing of other consumer goods and services associated with the
sport.

"Sport marketing is about all those activities that are aimed at satisfying the consumer needs through
exchange processes. Two main areas of sports marketing have evolved: the marketing of sports products
and sports services directly to customers, and the marketing of other consumer goods or services, using
sport as a promotional tool." (Mullin, Hardy, Sutton, 2014, p.11)

The sports consumer can be: 1. direct — the individual doing sport requiring the appropriate conditions
and sports products, e.g. footballer — appropriate sports shoes, 2. indirect — when the individual is a
spectator of the sporting event, the consumer at the event, e.g. fan — scarf. In the beginning, the
inadequate sports equipment had an impact on the quality of the sports activity or could be associated
with a high risk of injury. Many of those involved in active sport prepared their sports equipment on their
own. Some entrepreneurs realized that there would be a need for mass production of certain sports
equipment. The first producers of sports equipment have achieved great success in being the first to
produce a particular type of product.

According to Pitts and Scotlar (2013), sports marketing can be characterized as a process of proposing
and improving the activities for production, promotion and distribution of sports products to satisfy the
customer need and meet the company objectives (Oklander, Oklander, 2017). Sports marketing is not
only about sales, promotion and public relations. It is a series of tasks that result in the implementation of
production activities, determining the price and promoting sports organizations to meet the needs of
customers. Customer is any member of the sports organization, fan, viewer, sponsor or competent
government authority. Mulin and Hardy (2014) argue that sports marketing consists of activities designed
to meet all the requirements and needs of the customers through an exchange process (Rojek, 2019).
Defining sports marketing in the 21st century involves two components: marketing and sport. The main
objective of sports marketing is to attract the attention of the public and conducting activities that will result
in obtaining additional financial resources. It is known that sports organizations are more or less dependent
on the assistance of sponsors, donations and help of regional authorities and municipalities. The reason
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why sports organizations are involved in marketing is ensuring the financial resources to organize their
sports activities. They are aware that efficient marketing can result in positive development. The German
author, Freyer (1991) compared sports marketing to the management concept. Sports marketing is a
market-driven activity and requires long-term and conceptual deal. The success of sports marketing
depends on the ability to acquire adequate facts about the sport and deal with problem specific issues.

"The consumer market is made up of individuals and households - final consumers, who will purchase
products and services to satisfy their personal needs or the needs of their families. The category of buyer
and consumer may differ since the purchaser of the product is not always the consumer or sole consumer
of the particular product, and this person doesn't need to make the purchasing decision." (Fodor, Kovacs
et al., 2012, p.14). The process of purchasing, using and evaluating the product and service, decision
making is called a consumer behaviour. When analyzing the consumer behaviour, we focus on the aspects
what motivates the consumer to make the final decision to spend his/her disposable resources to buy a
particular product or use the chosen service. Consumer research is an essential element of consumer
behaviour research. This kind of methodology covers the questions why, when, where, how and how often.
The economic, cultural and political environment, as well as the personal and psychological characteristics
of the individual, have a significant impact on consumer behaviour. In objective terms, the consumer will
pay attention to the price and after-sales-warranty of the product and how it is different from the
competitor's product. When considering emotional aspects, important might be the company image
offering the product, personal opinion of the customers, packaging of the product, personal service, but
also the form and quality of the product delivery. (Kita et al., 2017)

Consumer behaviour theories of the past were based on the assumption that consumers make rational
decisions to maximize the benefits of the purchase. However, the research of consumer behaviour
emphasized that the purchasing decisions of individuals are influenced not only by the family, friends and
reference groups but also by many other interrelated factors that form a model of consumer behaviour. P.
Kotler and Armstrong in their publications introduced the model of consumer behaviour, which is the model
of stimulus and response (Figure 1) The model presents the stimuli that influence the consumer decision
and enter the so-called "black box ", where these stimuli are transformed into a set of responses. Marketing
specialists need to discover what is happening in the "black box" of the consumer resp, how the stimuli
transform to responses (2004, p.270).

B
Marketing and other stimulus Buyer's black box uyer
responses
Marketing Other Product choice
Product Economic Buyer Buyer * Brand choice
Price Technological character- decision Dealer choice
Place Political istics process Purchase timing
Promotion Cultural * Purchase
amount

Figure 1. Model of Buyer Behaviour
Sources: Kotler P., Armstrong G., Marketing (2004, p.270)

The consumer purchasing decision is strongly influenced by cultural, societal, personal and
psychological factors (Figure 2), which in most cases might not be formed by marketing specialists. Still,
it is necessary to take into account (Kotler, Armstrong, 2004). To take these factors into account, it is
necessary to observe and research them. According to this, the marketing specialists will be able for the
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following:
— recognize which of them have the greatest impact on the target group,
— ftailor the products and production to customer requirements,
—  planning an appropriate marketing campaign to increase the sales of the required products.

Cultural
Social
Personal
) Psychological
Age and lifecycle stage —
Occupation Motivation
Culture Referencel groups Economic situation Perceptlon
Subculture Family . Learning
i Lifestyle .
Social class Roles and status i Beliefs and
Personality and self- )
attitudes
concept

Figure 2. Factor Influencing Consumer Behaviour
Sources: Kotler P., Armstrong G., Marketing (2004, p.271)

Since cultural factors play an essential role in consumer behaviour and significantly influence
consumer decision-making, marketing specialists need to understand the impact of different cultural
factors: culture, subculture and social class. As it is addressed by P. Kotler and G. Armstrong, each
individual is growing up in a certain group/society, where the basic accepted values, perceptions, attitudes,
wishes, needs and habits are acquired. Therefore, marketing specialists have to keep in mind that
consumer behaviour of individuals is influenced by the culture and cultural influence of the groups/society,
in which the individual is growing up and lives in. Subculture is formed by a group of people characterized
by nationality, race, religion or geographical region who share the system of values based on similar life
situations and experience. It is important to mention that each subculture is made up of smaller subculture
groups, which can be characterized by own preferences and behaviour, most of them form a market
segment, which requires not only development of tailored products but a complete marketing programme
as well. This is a relatively homogeneous and organized group of individuals who are characterized by
sharing similar values, interests and similar behaviour. Which subgroup they belong to is determined by
the factors like income, job, education or property.

The social factors are the following: reference groups, family, the role of the individual and his/her
social status, which significantly influence the consumer behaviour and enable marketing specialists to
understand the consumer decision mechanism of their target group. According to P. Kotler and Keller
(2007), groups belong to those factors, which might have a positive or negative influence not only on the
opinion but also on the consumer behaviour of the individual. The consumer behaviour is significantly
influenced by the groups, and the individual belongs to, also called membership groups, which can be
determined as the following:

—  primary groups — the individual has direct and informal contact with the group members
(family, friends, colleagues, etc.),
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— secondary groups — the individual has rather formal and not frequent contact with the
members of this group (religious groups, professional meetings etc.)

A further group is formed by reference groups, which have direct (personal) and indirect impact on the
individual's opinion and behaviour. These groups not only influence their decision-making in the selection
of products and brands but also expose them to a new lifestyle that they are trying to adapt to. According
to marketing professionals, the opinion leader of reference groups plays a crucial role by providing opinion,
advice and information (e.g. which brand is the best, how to use the product etc.) and influence other
members of the reference group as well as contributing indirectly to their decision-making mechanism.
These factors also influence the intellectual potential of consumers (Bilan — Mishchuk — Roshchyk —
Kmecova, 2020)

Marketing activities

Learning Culture

(memory)
Perception \ // Values
Motive, \consume lifestyle Demographic
attitude // \\ characters

Personality Social status

Feelings Reference groups

Household
Figure 3. Factors of Consumer Lifestyle
Source: Richterova et al. (2015, p.24)

Although some people represent the same subculture or social class, they have a different profession,
income etc., they can differ with different lifestyle as it was introduced by P. Kotler and G. Armstrong
expressed via psychological factors. It is about measuring the main characteristics of the customer by
applying AOI system — activities (work, hobbies, shopping, sport, social events), interests — (favourite food,
fashion, family, recreational activities), opinion — (opinion about yourself, social issues, shop, products)
(2004, p. 279). The lifestyle of each influences many factors illustrated in Figure 3, as well as different
situations and experience connected to the life of the individual. These can result not only in a change of
the lifestyle but changes in values and the purchasing behaviour as well.

Methodology and research methods. The aim of the research is to examine the services and
products of a football club operating in the Slovak Premier League (Fortune League) from the perspectives
of the consumer society, experience and opinion of the customer, emphasizing the marketing aspect.

The questionnaire survey included questions related to demographic data of the costumer that makes
easier to identify the social layer of the respondents. The majority of the questions addressed the services
and products, thus resulting in obtaining basic marketing research data. The summary of this data served
to find correlations between the partial results gained. Most of the questions applied were closed in order
to avoid details provided by the respondents. Open-ended questions were used to get information about
the age of the customer. We wanted to be informed about the age of the youngest and the oldest
respondent, and which is the most frequently used numerical data among the respondents. Rating scales
were applied to get more punctuate information about the evaluation of certain situations. Beside the
questionnaire survey, we applied a snowball sampling method. The essence of snowball sampling method
is to choose the potential respondents selected randomly, and ask them to pass on the questionnaire to
further potential respondents. Applying this method enables our randomly selected respondents to find
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and suggest new respondents, while strengthening the snowball effect. However, the first respondents
were randomly chosen, the sample received will not completely be random. Those respondents receiving
the questionnaire first, will pass on the questionnaire to demographically and psychographically similar
respondents influencing the sample results. Our main objective was to find individuals with specific
characteristics, who are unique, in our situation those, using the services of the specific football club.

The questionnaire was passed on to respondents under the title "Marketing analysis of a football club
in terms of consumer perspective". The questionnaire was distributed to respondents in form of Google
sheets. Most of our questions belonged to a multiple-choice category, the respondents had a chance to
evaluate on scale, and an open question was asked about the age of the respondent. The questionnaire
was shared in a closed social media group with approximately 10 000 sympathisers and fans — they were
the target group for our study. The fans not only purchase the tickets of the match, but other services such
as football fanshop, buffet and others. Sharing the questionnaire in a social media generated relevant
number of filled questionnaires by the respondents within an hour. The questionnaire was completed by
434 respondents, which maybe seems to be a bit low number, but we had a tight time limit (1 month -
February, 2020). Below is the detailed analysis of the issue.

We set hypotheses to analyse the generational issues. It was important to determine the method of
classifying the generations. In classification of generations, we followed the Berkup (2014) model, who
classified the generations according to their year of birth as the follows:

Table 1 Generation classification used in our research

Generations Traditiona-lists ~ Baby Boomers Gen X GenY GenZ
(vear of birth) (1900-1945) (1946-1964) (1965-1979) (1980-1994) (1995-2009)

Sources: own editing according to Berkup (2014)

Hypothesis 1: There are significant differences between the consumer behaviour of generations when
it comes to purchasing products designed for football fans.

Hypothesis 2: Complex marketing strategy proves to be more effective in case of middle-class
consumers than the rest of the costumer age groups.

By the term "middle-class consumers" we meant people with wage that falls into the range of "751-
1500€".

Examination of our hypotheses is an independence examination. Cross-tables (contingency tables)
were used to examine several variables — and the joint distribution of several variables - at the same time.
We used Pearson's Chi test and SPSS software was used to test our hypotheses. Tables and figures were
prepared to illustrate the results.

Results. Hypothesis 1: There are significant differences between the consumer behaviour of
generations when it comes to purchasing products designed for football fans

The hypothesis was formulated to investigate the correlation between the spending habits of different
generations. We also wanted to know whether correlation exists between different generations of fans and
the distance they travel to watch the football match.

Examining the first sub-question, the following empirical (observed) values were obtained: figure 4.

While processing the obtained results, Traditionalists and Baby boomers formed a single group since
the number of respondents representing these generations was low. This step was necessary to make in
order to get a transparent interpretation of the Pearson's Chi-square test (x2). As a rule of thumb, Chi-
square should not be used if more than 20% of the expected frequencies have a value of less than 5. The
rule of thumb would not apply if the above-mentioned consumer categories do not form a single group.
The categorization of consumers helped to meet the conditions of rule of thumb.
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Traditionalists+Baby Boomers IZ% 2%1%
Generation X [ 2801 1% 1% 8%

Generation Y - 7% 12% 9%

Generation Z | GEONID 12% 12% 3%

0% 5% 10% 15% 20% 25% 30% 35%
m None at all Max. 5€ Between 6-10€ More than 10€

Figure 4. Correlation between the generations and the volume of consumer spending during the
sport event
Source: own editing

We wanted to examine the relationship between the generation groups (independent variable) and the
volume of spending (dependent variable). Both of the variables are ordinal. According to our hypothesis,
there is no relationship between the examined variables. The following values were obtained by applying
SPSS:

Table 2. The results of Pearson's Chi-square Test - Hypothesis 1

Asymp. Sig.
Value df (2-sided)
Pearson Chi-Square 34.572a 9 0.000
Likelihood Ratio 37.944 9 0.000
nearby- near 9.228 1 0.002
ssociation
N of Valid Cases 434

a. 2cells (12.5%) have expected count less then 5. The minimum expected count is 2,99
Sources: screenshot from SPSS results

The value of the Chi-square is 34,572. The degree of freedom (df) is 9. The value of significance (a)
is 0,05. The critical value of x2 distribution (degree of freedom — 9, level of significance — 0,05) based on
the quantile values of the Chi-square distribution is 16,919. According to this:

34,572 > 16,919
means
X2 > x2crit

Furthermore, the value of P (empirical significance level) is 0,000, which is lower than the value of
significance value (a = 0,05). Based on these results, there is a relationship between belonging to an age
group and the volume of spending.
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Table 3. The value of Gamma coefficient — Hypothesis 1

Value Asyén:graStd. Asymp. Te  Asymp. Sig.
Niminal by Nominal Phi 0.282 0.000
Cramer's V 0.163 0.000
Ordinal by Ordinal Gamma -0.182 0.55 -3.306 0.01
N of Valid Cases 434

a. Not assuming the null hypothesis;
b.  Using the asymptotic standard error assuming the null hypothesis
Sources: screenshot from SPSS results

Since there is a significant relationship between the two variables, the analysis of Gamma coefficient
is necessary. The Gamma coefficient is used to detect the relationship between two ordinal variables. The
data was obtained by using the SPSS programme. The value is -0,182, which shows a weak and negative
correlation between the variables. The results show that the representatives of the younger generation
spend more.

The second sub-question was analysed similarly (is there a relationship between the generations and
the distance they travel to watch a football match), which provided the following empirical (observed)
values:

Traditionalists+Baby Boomers . 3% 0%

Generation X _ 19% 3% 1%
Generation Y _ 17% 3% 2%
Generation Z - 19% 5% 2%

0% 5% 0% 15% 20% 25% 30%  35%
m In the town =50 Km or closer (in Slovakia) = More than 50 Km (in Slovakia) = Hungary

Figure 5. The distance of place of residence in case of different generation groups from town
Source: own editing

While processing the obtained data, the Traditionalists and the Baby boomers formed a single group
in order to get a clear interpretation of the Pearson's Chi-square Test. Those, arriving to football matches
from Hungary were examined as a single group.

In this case, we wanted to examine the relationship between belonging to a generation group
(independent variable) and the distance from the place of residence (dependent). Ordinal data was
collected regarding the generation groups, while nominal data was collected in connection to the place of
residence. According to our hypothesis, there is no relationship between the two variables. The following
values were obtained by applying SPPS:
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Table 4. Results of the Pearson's Chi-square Test - relationship between the generation groups
and the place of residence

Asymp. Sig.
Value df (2-sided)
Pearson Chi-Square 10.5592 9 0.307
Likelihood Ratio 13.214 9 0.153
L'”:ar'bY'L.'”ear 5.158 1 0.023
ssociation
N of Valid Cases 432

a. 2cells (12.5%) have expected count less then 5. The minimum expected count is 1,22
Sources: screenshot from SPSS results

The value of Chi-square Test in this case is 10,559. The degree of freedom (df) is 9. The value of
significance () is 0,05. The critical value of x2 distribution (degree of freedom - 9, significance level 0,05)
based on the table of quantile values of the Chi-square distribution is 16,919. According to this:

10,559 < 16,919
means
X2 < y2crit

Furthermore, the value of P (empirical significance level) is 0,307, which is higher than the significance
level (a = 0,05). Therefore, based on the obtained results, there is no relationship between belonging to a
generation group and the distance of the place of residence.

As long as there is a relationship between the age group and the volume of spending, similar
relationship between the age group and the distance fans travel to watch the football match cannot be
detected.

Hypothesis 2: Complex marketing strategy proves to be more effective in case of middle-class
consumers than the rest of the costumer age groups

In order to test our hypothesis, we have to determine the average monthly wage in Slovakia. According
to our data, the average monthly wage during our research activity (2019, 2.Q.) was 1101€. We set
intervals for collecting income data in order to motivate the respondents to fill in the questionnaire survey.
We were afraid that asking directly about income might discourage the respondents. Based on the
answers provided, 5 wage categories were determined: (lower than 200 €", "200-500€", "501-750€", "751-
1500€", "more than 1500€"). According to obtained data, the Slovak average wage falls into the range of
"751-1500€". The income below 751€ is considered to be low, 751-1500€ can be determined as a medium
income, and high income is determined above 1500€.

We also wanted to examine the relationship between the income (independent, ordinal) and the
volume of spending (independent, ordinal). The following values were obtained the first:
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70%

60% 10%

50%

40% 24%

30%
6%

20% 21%
10%

10% 4%

0% 2% 3%
High Average Low

m None at all Max. 5€ Between 6-10€ More than 10€

Figure 6. Distribution of the respondents’ income and the measure of spending
Source: own editing

The rule of conducting the test was fulfilled. The Pearson's Chi-square (x2) Test was used in the
survey. Based on the hypothesis, there is no relationship between the tested two variables (income, level
of spending). Using SPSS, the following results were obtained:

Table 5. The results of Pearson's Chi-square Test - relationship of income and spending

Asymp. Sig.
Value df (2-sided)
Pearson Chi-Square 17.9162 6 0.006
Likelihood Ratio 18.003 6 0.006
Linear-by-Linear 13.036 1 0.000
Association
N of Valid Cases 434

Sources: screenshot from SPSS results

It is transparent that the value of Chi-square is 17,916. The value of degree of freedom is 6. The level
of significance (a) is 0,05. The critical value of x2 distribution (freedom degree — 6, significance level 0,05)
based on the quantile values of the Chi-square table is 12,592. According to this:

17,916 > 12,592
means
X2 > y2crit

Furthermore, the value of P (empirical significance level) is 0,006. This is lower than the level of
significance, which stands at (a = 0,05). The results refer to a relationship between the level of income
and spending level of the respondents.
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Since there is a significant relationship between the two ordinal variables, it is not necessary to analyse
the Gamma coefficient. The Gamma coefficient is used to compare the relationship between two ordinal
variables. This was obtained with the help of SPSS. The obtained value is 0,253, which indicates a weak,
positive relationship between the variables. Based on the obtained data, respondents with higher income
are likely to spend more.

Table 6. Value of the Gamma coefficient — relationship between the level of income and spending

Value AsyEr:lrr.:).:td. Asymp. T Asymp. Sig.
Niminal by Nominal Phi 0.203 0.006
Cramer's V 0.144 0.006
Contingency
Coefficient 0199 0.006
Ordinal by Ordinal Gamma 0.253 0.068 3.622 0.000
N of Valid Cases 434

a.  Not assuming the null hypothesis;
b.  Using the asymptotic standard error assuming the null hypothesis
Sources: screenshot from SPSS results

Conclusions. Sport is considered to be a complex product that has impact on marketing, innovation
and the other company functions. It is difficult to determine the price, sell and develop it as a product. At
the same time, there are many options for distribution; the sales of different products generate income.
Development of sport requires long-term, persistent work and typically personality-oriented. It is not
enough to develop the product itself, it is also necessary to develop the environment and the facilities.

Addressing the price-sensitive customer and motivate them to buy requires a thoughtful and
considered marketing strategy in the field of sport. Being familiar with the factors of influencing the
consumer behaviour, a chance is given to address a wide range of sports consumers. Our research made
it transparent that the marketing strategy should take into consideration the customers belonging to
different generations of consumers and use their characteristics. The survey results show a significant
relationship between the different age groups and the spending habit of the customers on sports events.
This fact can explain that the younger fans of the examined football club spend more on the sports events.
Therefore, when developing an appropriate marketing strategy, a particular attention should be devoted
to younger customers. They should be addressed through multiple channels of marketing communication,
incentivise their consumption, since this age group shows high willingness to spend more on the sports
events. The study results also conclude that neither the age nor the distance from the sports event can
influence the fans of the football club to attend the sport event. It means that the football clubs should go
beyond using the techniques of regional marketing. They have to focus on a geographically expanded
area to address sports fans.

Although the study shares experiences in Slovakia and does all this in the field of football clubs, its
key finding — which should be used in other sports as well - is that the needs and habits of different
generations must be taken into account when developing the appropriate marketing strategy.
Representatives of each generation not only meet their needs or they differ significantly in terms of their
consumer behaviour, but prefer other forms of communication and channels, which also need to be
addressed in terms of sports marketing.

It is important to emphasize that the statements above cannot be applied as a universal template,
since different types of sports require different approaches, resulting in development of different marketing
strategy. However, we can share the opinion of the marketing experts that more a sports club is becoming
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familiar with the fans, the more targeted approach can be used to address these fans and motivate them
to spend money on sports events (products, services).
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B3aemo3B’A30K MiX MapKeTWHrOBOK CTpaTericio ¢pyTOONLHOro knydy Ta NoBeAiHKOW CMOXWBAYiB Pi3HWX BIKOBUX

rpyn: gocsig CrnoBay4nHu

Ls cmamms y3aeanbHIOE apeyMeHmu ma KOHmpapaymeHmu 8 Mexax Haykogoi Ouckycii 3 numaHHs (hopMysaHHs
MapkemuHe080i cmpameeii KomnaHii. 3a3HayeHo, WO MapkemuHzaoee OO0CIIOKEHHS A6nSemMbCs iHhOPMaUiliHOK 0CHOBOI
KopnopamugHoi cmpamegii, modi ik po3pobka MapKemuH2080i cmpamegii rpyHMyembCs Ha Yinsx KopnopamusHoi cmpameeii.
Mpu yboMy He38axalouyu Ha akmyarnbHicmb cnopmugHux 3axodig y CrosayyuHi, npogedeHHs AKUX po3noyanocs 3 nodamky XX
cmonimms, menepilHitl pigeHb PO3BUMKY CNOPMUBHOI 2asy3i He 8idnosidae cyyacHUM nokasHUKaM eKOHOMIYHO20 po3sumky. Y
C80t0 Yepey, kpaiHu 3axioHoi €eponu docsenu 8uL4020 PigHS PO3BUMKY PaHile, HiX NOCMpadsHChbKI KpaiHu 3ag0siKu Kpaujomy
PIgHI0 EKOHOMIYHO20 PO3BUMKY. Y C8OK0 Yepay, y crmammi 3a3HayeHo, Wio nomimuyHi ma exoHomiyHi 3miHu 90-x pokig XX cmonimms
ma po3wiuperHs €C 8idkpunu Hose 8ikHO eKOHOMIYHUX MOxXnugocmell 05 Crosayyuru. Takum YUHOM, MapkemuHe cnopmy 0ocsie
8i0nogi0Ho20 npoepecy; sidbynacs 3amiHa 3acmapinux cnopmueHux cnopyd cyyacHumu ma 0obpe 0bnadHaHUMU NPUMILEHHSMU;
KiieHmu ompumanu wupoKutl acopmumeHm cnopmugHo20 obnadHaHHs ma nocnye. [onosHo Memoro 0aHoi cmammi € aHani3
nocnye ma npodykmie ¢pymboneHoz0 kiyby Crosauskoi [pem’ep-nieu (Fortuna League) 3 moyku 30py CnoXueaHHs, a makox
y3aearnbHeHHs1 doceidy ma 8i02yKig KiieHmie aKUeHmylYuch Ha achekmax MapkemuHey. Y pamkax 0aHo20 00CnidKeHHs
cehopmogaHo 08i 2inome3u. [ns nepesipku cghopmosaHux 2inome3 8UKOpPUCMaHO Kpumepili He3anexHocmi Xi-keadpam, 3a
00nomMozor K020 OocnidxeHo Oekinbka 3MiHHUX 00HOYacHO ma iX chinbHull po3nodin. Bpaxosytoyu ompumaHi pe3ynsmamu,
asmopu 8iOMImMunU 3HayHUU 38’A30K MiX 8iKOBUMU pynamu ma cnoxugyoro noeediHkow Ha hymbosbHux mamyax. binbwe moeo,
ompuMaHi pe3ynbmamu ceidyamb npo me, wo ik ma eidcmatb 8id Micysi nposedeHHs cnopmugHo20 3axody He 8nnusamb Ha
8i0gidysaHHs 3axo0y haHamamu ghymbonbHoe0 kiyby. Pesynbmamu AocnioKeHHs Maromb npakmu4He 3Ha4eHHs! | MoxXyms 6ymu
npuiiHami 9o enposadxeHHs ¢ymbonbHumu kiybamu CriogayyuHu Onsi yOOCKOHaNeHHs ma nidBULEHHS eghekmugHoCMi
MapKemuHa080i QisiflbHOCMI.

KnioyoBi cnoBsa: cnoxwvsya noBeAiHka, BikoBi rpynu, MapkeTuHr, CrioBav4nHa, MapKeTUHT CropTy.
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