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Abstract

The study was conducted to determine the effectiveness of sports marketing strategies used by Zimbabwe’s four collegiate sports 
federations. Its ultimate aim was to increase knowledge on how local sports marketers can use marketing strategy to develop 
brands which resonate with customers. 
Fitting with the phenomenological approach, Yin’s (2003) model for comparative case studies using multiple sources was adopted. 
This explains why a methodological triangulation of semi-structured questionnaires, focus group discussions, and document 
analysis was used to collect data from the presidents of the federations and 67 purposively sampled users of their brands. Mixed 
methods research data analysis procedures were used to analyze data and descriptive statistical measures were used for data 
display.
The findings show that Zimbabwean collegiate sports federations are using ineffective and inappropriate sports marketing 
strategies. This explains why the levels of brand resonance equity in the industry are low. 

Keyword: Sports Marketing Mix Strategies, Brand Resonance, Customer-Based Brand Equity, Brand Position, Brand Identity

The Effectiveness of the Sports Marketing 
Strategies Used by Zimbabwean 

Collegiate Sports Federations
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Introduction

Sports marketing is a recent addition within the broad 
concept of marketing. Its history is not well documented. 
However, Shilbury et al. (2003), Gray & McEvoy (2005) 
and Fullerton & Merz (2008) attribute the genesis of 
the term sports marketing to a story in a 1978 issue 
of the Advertising Age  where sports marketing was 
characterised as the activities of consumer and  industrial 
product marketers who are increasingly using sport as 
promotional vehicle. 

Fullerton & Merz (2008) note that despite it’s 
acknowledged towards the economic success of sport 
and non-sport organisations, there is no consensus as to 
what exactly is meant by sports marketing. A review of 
sports marketing literature noted serious inconsistencies 
in the definition of the sports marketing. However, most 
of the definitions show that there are two thrusts of sports 
marketing, that is, marketing of sports and marketing 
through sport. Marketing of Sport; involves the marketing 
of sport goods and services directly to sport consumers, 
advertising sports teams and events, selling tickets and 

writing press releases, among other activities. Marketing 
through sport; on the other hand, involves using sport 
to market other consumer goods and services. This may 
include such activities as; naming rights to a venue, team 
or sports event sponsorship, product or brand endorsement 
by prominent sports people. 

It was also noted in the literature that the sports marketing 
process entails the attainment of the marketing goals 
of sports entities through an effective and efficient 
manipulation of the marketing sports mix elements 
(product, price, place, physical evidence, people, and 
process). Fullerton & Merz (2008) identify the four 
domains that comprise the sports marketing environment 
as; theme-based strategies, product-based strategies, 
alignment-based strategies, and sports-based strategies. 
They define “theme-based strategies” as the use of 
traditional marketing strategies that incorporate a sports 
theme into the marketing programme for non-sports 
products. This may involve the use of a sports-related 
platform to advertise non-sports products (Fullerton & 
Merz, 2008). Fullerton & Merz (2008) note that a key 
aspect of theme-based strategies is that the marketer’s 
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efforts are not predicated upon an offi cial relationship 
with any specifi c sports property in its effort to create 
the sports overlay for its marketing efforts. “Product 
related strategies” on the other hand, are those efforts 
to market sports products using traditional marketing 
strategies when the marketer has no offi cial relationship 
with the sports entity being used in its marketing efforts 
(Fullerton & Merz, 2008). This may involve such efforts 
as initiatives by marketers of sports equipment and attire 
who drop prices and provide incentives for the retailers. 
The third approach, “alignment-based strategies”, 
involve  marketers of non-sports products who offi cially 
align themselves with sports properties via one or more 
of the four forms of sponsorship namely; traditional 
sponsorships, venue naming rights, endorsements, and 
licensing agreements. According to Fullerton & Merz 
(2008), offi cial sponsors of a sports property who are 
selling other sports products characterize the fi nal 
domain, “sports-based strategies”. Because of the role 
of sports in both the product and integration dimensions, 
this domain may refl ect the greatest reliance on sports-
oriented initiatives (Ibid). 

Although marketing principles are now accepted 
and widely applied in the mainstream sectors of the 
Zimbabwean economy, the notion has been slow to take 
hold in the country’s sports industry. As a result, while 
European, South American, North American, Asian, 
and some African sports organisations were developing 
professional structures based on sound management 
principle such as strategic marketing management, 
Zimbabwean Collegiate Sport brands have remained 
stagnant. The rise in communication technology since the 
turn of the millennium has resulted in the globalisation 
of the Zimbabwean sports market. This development 
increased the intensity of brand and product  competition 
on the Zimbabwean sportsmarket since sponsors,fans, 
and athletes now have a wide variety of local and foreign 
sports brands to choose from. As a result, today, the 
Zimbabwean sports market consists of consumers that are 
weakly and strongly held by a range of competitors. 

The study showed that since the turn of the millennium, 
the four Zimbabwean collegiate sports federations have 
been struggling to market their brands in a way that 
ensures customers satisfaction. The distressed economic 
environment in the country from 2000 to the present 
day forced Zimbabwean sports organisations to miss 
out on a decade of sports development. This explains 

why the country’s four collegiate sports federations are 
facing many challenges, primarily in the areas of brand 
visibility, fi nancial viability, attractiveness to sponsors, 
limited participation by female athletes, competition from 
mainstream and global sports brands, and lack of media 
coverage. They   are failing to create defences against 
such competitive forces as mainstream sport brands, 
innovative new entrants such as social sports clubs and 
sports academies, school sport, global sports brands, video 
and computer games, musical shows, social networks and 
religion, among other pastimes. These federations have 
also been abandoned by most of their traditional sponsors 
owing to poor corporate governance and negative 
publicity, as sponsoring companies prefer to associate 
their products with credible sports brands. Their sports 
programmes rely heavily on inadequate institutional 
funding. To add salt to the wound, the institutions, who 
are currently the sole benefactors to these associations 
are now threatening to withdraw their fi nancial support 
to these associations citing lack of transparency and 
accountability in their fi nancial management practices. 
Vulgarism and hooliganism have become synonymous 
with tertiary sports events in the country which has 
contributed towards a decline in corporate and institutional 
support. Which has left the effective application of the 
elements of the sports marketing mix as one of the few  
safety window left  open for Zimbabwean collegiate 
sports federations to escape survive. In light of these 
challenges, this study sought  evaluate the appropriateness 
and effectiveness of sports marketing  strategies used by 
Zimbabwe’s collegiate  sports federations and identify 
the measures that can improve the effectiveness of the 
marketing process in the sector. 

Lit�r�tur� R��i��

The nature and signifi cance of marketing in the 
Zimbabwean sports industry is opaque and remains under 
researched. As a result, this study is grounded on literature 
based on studies carried out in Asia, Australia, European, 
North American and South Africa. Such literature may not 
accurately mirror the nature and status of sport marketing 
in Zimbabwe. 

An analysis of marketing literature published in the last 
twenty years shows that general marketing and brand 
management textbooks hardly devote any attention to 
sports marketing as a theoretical construct. A review 
of general marketing texts such as Kotler & Armstrong 
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(2010), Kotler & Keller (2009), Pride & Farrell (2011) 
reveal that they do not mention sports marketing at all. The 
only aspect of sports marketing covered is sponsorship 
and most of them regard it as an element of the promotion 
mix or marketing communication. This may suggest that 
the management of sports marketing has not yet been 
embraced as an independent sub-discipline of basic 
marketing. This is captured by Ross (2006) who notes 
that although sports have begun to realise the benefi ts of 
creating favourable brand associations, very few studies 
in marketing literature have approached brand equity 
from a sport perspective. He also observes that most 
studies on Sports Marketing are inappropriately grounded 
on models pertaining to physical goods and recommended 
that sport marketing research should acknowledge service 
marketing principles and the intangible, inconsistent, 
perishable, and experiential nature of the sports product. 
These knowledge gaps infl uenced this researcher to carry 
out this study in a bid to increase the knowledge levels on 
sports marketing among Zimbabwean sports marketers 
and academic practitioners. 

Although the analysis of literature shows that mainstream 
marketing literature hardly devotes any attention on sports 
marketing and brand management in the sports industry 
as theoretical constructs, Lewis & Appenzeller (1985), 
Mullin et al. (2000), Van Heerden (2001), and Shank 
(2005), believe that it is possible to apply general marketing 
constructs to sports marketing and that a differentiated 
marketing mix does exist for sports marketing. Van 
Heerden (2001) argues that sports marketing should 
be regarded as a sub-discipline of marketing and that it 
should receive attention in marketing theory, debate, 
teaching, and practice. This paper views sports marketing 
as an independent sub-discipline of marketing and puts 
it at the same level with other sub-disciples of marketing 
like services marketing, retail marketing, business-to-
business marketing, international marketing, relationship 
marketing, branding and non-profi t marketing, among 
others. The decision to treat sports marketing as an 
independent sub-discipline is infl uenced by the fact that 
sports marketing has some unique characteristic that 
differentiate it from the marketing applications used in 
mainstream business.

A review of the works of Gouws (1997), Duffy (2003), 
Gerber-nel (2004), Shank (2005), and Ross (2006) reveals 
that the sports marketing differs from mainstream in the 
following ways:

 ∑ The operations of sports organisations are organised 
in such a way that they simultaneously compete and 
cooperate. They compete against opponents on the 
fi eld of play, but have to cooperate with the same 
opponents in order to arrange the sports event. This 
does not occur in the marketing of physical goods 
where marketing success depends on defeating and 
eliminating competition.

 ∑ The sport product is intangible and subjective: It is 
diffi cult for sports marketers to measure the success 
of the sports product or service since spectator expe-
riences are totally subjective. For instance, a number 
of supporters of a certain team may attend certain 
match, and give different kinds of feedback on their 
levels of satisfaction with the service. In mainstream 
marketing, products are tangible and consumer sat-
isfaction can be measured. 

 ∑ The sports product is inconsistent and unpredict-
able: A match between two teams today may pro-
duce completely different result a week later, even 
though it involves the same players, offi cials and 
facilities. As a result, the sports marketing function 
should focus on product extensions since the sports 
marketer has little or no control over the core prod-
uct. Mainstream marketer, on the other hand,have 
full control over the core product since is involved 
in the product designing process.

 ∑ The sports product is simultaneously produced and 
consumed in public. As a consequence, any poor 
conduct of athletes and supporters can easily dam-
age the image or credibility of the sports brand since 
it occurs under the scrutiny of the public eye.This 
explains why it is essential to include spectator and 
athlete behaviour management programmes in the 
sports marketer’s tool kit. 

 ∑ Unlike manufactured consumer products which 
have an inventory and a shelf life, sport products are 
highly perishable. Although, newspaper accounts 
and video tapes can give the sport a different life, 
unsold tickets to sporting events are lost revenue. 
Sports should refrain from overrelying on gate sales 
for revenue as they can be affected by weather and 
other factors. The focus should be on ensuring a 
steady infl ow of indirect revenue. 

 ∑ Sport is both a consumer product and an industrial 
product. It is a consumer product for spectators. At 
the same time, sponsors can use their sponsorship of 
sports events to reach their target markets. 
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 ∑ Sports consumers usually view themselves as part of 
the team.Their participation in their favourite team’s 
activities forms an important part of their daily lives. 
They also consider themselves as expects, whereas 
in mainstream business, consumers rely on trained 
professionals for information and assistance.

 ∑ It is diffi cult to price sports products. This stems 
from the fact that the price is often too small in com-
parison to total costs and hence, the need to ensure a 
steady infl ow of indirect revenue.

 ∑ Sport has a universal appeal, all demographic seg-
ments consume it. It is a bridge builder across dif-
ferent cultures. Only politics  and religion are as 
widespread as sport. Sport is also associated with 
all aspects of leisure time activities such as relax-
ation, entertainment, exercise eating habits, drink-
ing habits, gambling, social identifi cation, business, 
the economic and legal environment  and it satisfi es 
the most basic needs of an individual.

 ∑ Consumer demand for sports products is inconsis-
tent. It tends to fl uctuate drastically within any cal-
endar year.  In mainstream demand, fl uctuation usu-
ally follows consistent and predictable trends.

 ∑ The sport product receives widespread media atten-
tion and focuses on celebrities.

 ∑ Sports brands can receive free promotion through 
media publicity. Fans also promote their favourite 
sports brands indirectly by wearing and displaying 
licensed team merchandise. In the same vein, cor-
porate sponsors promote the sports product directly 
and pay for its promotion through the media.

 ∑ Unlike in mainstream business where marketers do 
not enjoy the luxury of entertaining customers us-
ing their products and service, sport is broadcast on 
television and radio, which allows sports marketers 
to entertain consumers.

 ∑ Sports marketing has a unique ability to enable a 
brand to build an emotional bond with its custom-
ers since it is grounded on a relationship between 
a brand and its consumers built around a consumer 
passion. By linking a brand with a sports organisa-
tion that consumers have a passion for, the linked 
brand is able to tap into that passion and claim some 
transfer to its brand.

 ∑ Mainstream business goods and services are desig-
nated to specifi c geographical outlets and custom-

ers receive them from those outlets. Sports events 
and competitions on the other hand, are offered from 
venues depending on the fi xture schedule. The me-
dia also allow people to consume the products from 
anywhere.

M�t�odo�o��

Fitting with the mixed methods research approach, Yin’s 
(2003) model for comparative case studies using multiple 
sources was adopted for this study. This explains why a 
methodological triangulation of questionnaires, focus 
group discussions and document analysis was used to 
collect data from the Presidents of the four Zimbabwean 
collegiate sports federations and 71 consumers of their 
products. The decision to employ mixed methods research 
was infl uenced by the need to minimise the effects of the 
shortcomings of phenomenology and positivism on the 
quality of the study. Such an approach has the potential to 
strengthen the validity of the results (Edwards & Skinner, 
2009). 

The population of this study may be defi ned as the makers 
and the consumers of the products of the four Collegiate 
Sports Federations. It was however, impractical to cover 
all consumers. As a result, 100 makers and the consumers 
of Zimbabwean collegiate sports federations products 
were selected to participate in the study. However, only 
71% of the customer questionnaires were satisfactorily 
completed and considered usable for analysis. The sample 
size was informed by the views of Griffi n & Hauser (1992) 
who suggest that a sample of between 20-30 respondents 
is needed to capture 90-95 % of consumer responses. The 
selection of the cases to be investigated on the other hand 
was informed by the views of Yin (1994). Yin (1994) 
argues that case study research is not sampling research. 
However, selecting cases must be done to maximize what 
can be learned in the period available for the study. As 
a result, only those active participants in the activities 
organised by the four federations that were conveniently 
available were selected. The assumption is their opinions 
of   are representative of the customer-based brand equity 
of Zimbabwean collegiate sports federations. 

Constitutions and strategic plans of the federations were 
being secured and analysed to determine the extent to 
which they support the sport marketing process.

https://www.researchgate.net/publication/42622337_Qualitative_Research_in_Sport_Management?el=1_x_8&enrichId=rgreq-5536401049f30a2373c87a098c94139c-XXX&enrichSource=Y292ZXJQYWdlOzI5MjE1Mjk0MDtBUzozMjMyMTMyNzg1NDc5NjlAMTQ1NDA3MTQ1ODQzOQ==
https://www.researchgate.net/publication/42622337_Qualitative_Research_in_Sport_Management?el=1_x_8&enrichId=rgreq-5536401049f30a2373c87a098c94139c-XXX&enrichSource=Y292ZXJQYWdlOzI5MjE1Mjk0MDtBUzozMjMyMTMyNzg1NDc5NjlAMTQ1NDA3MTQ1ODQzOQ==
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The data collection process was being divided into two 
phases. The fi rst phase involved a pilot questionnaire-
survey. This pre-testing was conducted at one of the 
Bulawayo-based member institution and it was adminis-
tered to 10 randomly selected participants. No major mod-
ifi cations were done on the data-collecting instrument.

In the second phase of the study, questionnaire surveys, 
focus group discussions and document analysis were used 
to collect data from the Presidents of the 4 federations and 
71 consumers of their product.

The NVivo 10 qualitative software package was used to 
analyse the data collected through open-ended questions 
from the questionnaire, document analysis and focus 
group discussions. The analysis of data generated by 
close questions was being performed using the Statistical 
Package for Social Sciences (SPSS) version 22.0. Data 
analysis program.

Ethical standards were adopted in this research through 
coding all participants’ names and coding the name of 
the organisations they represented. This was meant to 
guarantee confi dentiality and anonymity. 

R��u�t� �nd Di�cu��ion

Demographic Data

Effort was made to include both male and female 
participants in the study. 62% of the   respondents were 
male while 38 % were female. This conforms to the 
sport participation trends in the country’s colleges and 
universities, where women sport participation is limited 
owing to the gender stereotypes associated with sports 
participation in society.

42% of the respondents had participated in tertiary 
education sports competitions for more than 5 years, while 
29% of the respondents were participating in the games 
for the fi rst time, and another 29% had participated for 

a periods ranging from 2 to 5 years. The majority of the 
respondents (43.7%) were athletes, 21.1% were collegiate 
sports federations executive members, 18.3% were 
institutional sports administrators, 8.4% were institutional 
coaches, and 2 .8% were collegiate sportfans as shown in 
Table 1. This target group was appropriate for this study 
as it was made up of people who were familiar with the 
marketing practices of the four sports federations through 
direct involvement in collegiate sports competitions.

Table 1: Status of Respondents

RESPONDENT STATUS FREQUENCY 
Federation Presidents   4
Federation executives 15 
Institutional sports administrators 13 
Institutional coaches  6 
Collegiate sport fans  2 
Athletes 31
TOTAL 71

The Eff ecti veness and Appropriateness of 
the sports Marketi ng Strategies Used by 
Zimbabwe’s four Collegiate Sports Federati ons

Findings suggest that the four federations are using 
inappropriate and ineffective marketing strategies as 
summarised in Table 2.

The respondents were asked to indicate the extent to 
which they were satisfi ed with some marketing mix 
elements of collegiate sports competitions on a fi ve point 
scale (strongly agree, agree, neutral, disagree and strongly 
disagree) as shown in Table 3. In addition, the following 
fi nding was observed: 

The mean scores of 1 and 2 show that respondents either 
disagree or strongly disagree with any suggestion, which 
indicates that they are satisfi ed with the marketing of 

Table 2: The Effectiveness and Appropriateness of the Federations’ Marketing Strategies

Questions Not Effective/Appropriate Effective/ Appropriate Very Effective/Appropriate
How effective are the marketing strategies 
used by Collegiate Sports Federations?

Frequency Frequency % Frequen-
cy

Frequency % Frequency Frequency %

69 98.6 2 1.4 0 0 
How appropriate are the marketing strategies 
used by Collegiate Sports Federations?

67 94.3 4 6.6 0 0 
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Zimbabwean collegiate sports products. This shows that 
sports marketing strategies used by collegiate sports 
federations are ineffective since they are failing to 
develop brand identities and positions which resonate 
with internal and external customers. 

Their marketing communication strategies are also poor 
as evidenced by the fact that 100% of the respondents 
indicated that the visibility of the four brands outside 
the tertiary sports industry was very poor. 78% of the 
respondents indicated that the products of the Four 
Federations are not differentiated. This shows that 
marketing strategy is ineffective since it is failing 
to differentiate these brands from competition for 
competitive advantage. These results echo the fi ndings 
from studies by Gladden & Milne (1999) which show in 
today’s competitive sports markets, products and services 
within the same brand category are becoming increasingly 
similar. Differentiation through performance on the fi eld 
of play is diffi cult. It is imperative for the marketers of 
the collegiate sports competitions to devise innovative 
brand differentiation strategies if they are to capture the 
attention of consumers and generate adequate revenue for 
survival in highly competitive operating environments. 

The study identifi ed multi-discipline sport competitions 
as the major product offered by the four associations and 
these competitions have been running in more or less the 
same manner for the past 20 years. The four presidents 
confi rmed this when they indicated that they did not 
introduce any new products during their terms of offi ce. 
This shows that they are not using innovative product 
strategies.

The fi ndings show that Zimbabwean collegiate sports 
federations rely mainly on institutional funding for their 
operations, as they are fi nding it very diffi cult to attract 
and retain corporate sponsorship. The respondents 
attributed the loss of sponsorship to lack of fi nancial 
accountability, poor event management skills and poor 
athlete and spectator conduct during competitions .75 % 
of the respondents indicated that it was proving to be very 
diffi cult for Zimbabwean collegiate sports federations 
to collect affi liation fees from member institutions due 
to their failure to produces audited accounts as required 
under the International Accounting Standards. 

Symptoms of Use of in Appropriate Marketi ng 
Strategies

The fi ndings show that in Zimbabwean collegiate sports 
federations, the marketing of the brand is solely the 
concern of the marketing offi cer and sub-committee, and 
branding mainly focuses on identifying the product and 
to distinguish it from the competition. This shows that 
the brand management process is still largely grounded 
on the traditional paradigm where the brand management 
function is confi ned to the marketing department and 
brands prayed the role of product identifi ers. This 
contradicts the views of brand management gurus such 
as Aaker & Joachimsthaler (2000) and Davis (2002) who 
argue that brand management is no longer a marketing 
issue per se. Brands must be enhanced and protected at 
every point where the organisation touches the customer. 
This seems to suggest that Zimbabwean collegiate sports 
organisation is using an inappropriate and ineffective 
brand management paradigm.

All the respondents indicated the sports products offered 
by Zimbabwean collegiate sports federations are not 
customer oriented since the federations do not carry 
out market research to identify customer needs before 
introducing new products. Athlete involvement in the 
planning process is also very limited. This means that the 
associations are product oriented rather than customer or 
market oriented.  Kotler (2012) states that being market 
oriented means achieving organisational goals that 
depends on determining the needs and wants of target 
markets and delivering the desired satisfaction more 
effectively and effi ciently than competitors do.

The results also show that although three of the four 
Zimbabwean collegiate sports federations have a 
marketing portfolio on their executive committee, they do 
not have functional marketing plans and clearly defi ned 
marketing strategies. 

The results also show that the Zimbabwean collegiate 
sports federations were not using the full spectrum of 
marketing communication strategies to market their brands
as they were only utilizing sponsorship and advertising at 
the expense of other tools like trade fairs and exhibitions, 
direct marketing, public relations, and publicity. This 
may explain why these brandsare invisible outside the 
collegiate sports industry. As a result, the organisers of 
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collegiate sports competitions games need to cultivate 
media interest and adopt other marketing communication-
based branding strategies in order to increase the levels 
of brand awareness among consumers of sports products 
outside the tertiary education sports sector.

Document analysis results show that Zimbabwean 
collegiate sports federations do not have brand positioning 
statements (motto). Their constitutions are also silent on 
issues relating to marketing rights and responsibilities.

Li�it�tion� o� t�� Stud�

From a methodological point of view, the literature which 
provided the theoretical framework to the study, was not 
written from a Zimbabwean perspective. Secondly, as all 
phenomenological work, the results of this study are based 
on a small sample size. This raises questions about the 
representativeness of the data and how far it is justifi able to 
generalise from the fi ndings (Denscombe, 1998). Lack of 
scientifi c rigour is one of the major limitations of this study. 
This stems from its emphasis on subjectivity, description 
and interpretation as opposed to objectivity analysis and 
measurement. The data produced by closed questions may 
be too abstract for direct application complex relationships 
associated with sports events branding. The study may 
also have missed valuable data because of the quantitative 
research’s focus on causality and testing of conformity to 
the customer-based brand equity models. Other limitations 
relate to the fact that this study is cross-sectional in nature. 
These limitations infl uenced the researcher to strengthen 
the validity of the results by integrating qualitative and 
quantitative methods.

Other limitations include the fact that the study did not 
solicit the view of such critical stakeholders as Deans of 
Students and corporate sponsors.

CONCLUSIONS AND 
RECOMMENDATIONS

Conclusions

The fi ndings show that the four collegiate sports 
federations are using ineffective and inappropriate sports 
marketing strategies since they are failing to attain 
reasonable brand visibility outside the tertiary sports 
industry and develop brands, which resonate with internal 
and external customers. 

Recommendati ons

The study identifi ed the noted that the effectiveness of 
marketing strategy in the Zimbabwean collegiate sports 
sector can be improved through adoption of the following 
measures:

 ∑ Increase brand visibility through media publicity 
based strategies, use of competition venues used by 
mainstream sports organisation and community out-
reach programmes.

 ∑ Paradigm shift from the traditional brand building 
paradigm to the strategic brand building paradigm 
where  the brand management process is  strategic 
and visionary and every member of the organisation, 
from the President  to the athlete is  expected to ac-
curately and consistently articulate the Federation’s 
objectives. 

 ∑ Ensure continued institutional funding by manag-
ing funds in a compliance with the International 
Accounting Standards.

 ∑ Formulate branding strategies that will improve at-
tractiveness to sponsors and internal stakeholders.

 ∑ Undertake market research to establish the sporting 
needs and expectations of internal stakeholders and 
develop customised sports programmes. 

 ∑ Develop and implement marketing plans to drive 
marketing strategy. 

 ∑ Run capacity-building programme to improve the 
marketing and competition management skills of 
the makers of these brands.

 ∑ Develop codes of ethics for offi cials and athletes 
in order to eradicate vulgarism and other forms of 
indiscipline.

 ∑ Differentiate the brands from competition through 
product innovation.

 ∑ Diversify the revenue base and reduce dependence 
on institutional funding.

 ∑ Construct a catchy brand positioning statements, 
which can be vocalised.

 ∑ Amend constitutions and include clauses on market-
ing rights and responsibilities.

 ∑ Allocate adequate resources to market strategy sup-
portive activities.
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