
ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT-SPECIAL ISSUE 
ISSN 0976-7193 (Print) ISSN 2349-2317 (Online); DOI: 10.16962/EAPJMRM/ISSN.2349-2317/2014 

 

4th International Marketing Conference Reimagining Marketing – Confluence of Creativity and Technology 

IBS- Mumbai 

 
SPORTS MARKETING – A PARADIGM SHIFT 

A COMPARISON BETWEEN DEVELOPING, UNDER DEVELOPING & DEVELOPED SPORTS 
 

Dr. Rahul Shah 
 Associate Professor 

Sir M. Visvesvaraya Institute of Management Studies & Research,  
79rahul.shah@gmail.com 

 

ABSTRACT 
 

The sport marketing is concentrated on meeting desires of sport customers or buyers, including individuals 
concerned in taking part in sport, watching or listening to sport programmes, buying merchandise, collecting 
record, buying sporting product like clothing and shoes, or even surfing a sport-related web site to search out the 
newest about their favorite team, player or event. At the most fundamental level, sport promoting embraces a 
general philosophy or a set of beliefs concerning of way how to do marketing. It is not just marketing managers 
or the marketing department of a sport organization that can think in marketing terms. A marketing philosophy is 
about putting the needs and wants of the customer at the center of all decisions. It is important to add that the 
needs of the customer must complement the goals of the enterprise. In business, the goal is to make a profit, but 
in sport organizations the most important goal is usually to win or attract attention to the sport or organization. 
Marketing philosophy is concerned with creating a win-win situation for both the organization and sport 
consumers, but it recognizes that no one will win if consumers’ needs are not met. This sport marketing 
philosophy is adopted in this text, and is used as a basic assumption throughout.In the sports marketing, there is 
a huge paradigm shift is being visible. Wherein, there is dynamic process to understand the difference between 
developing, under developing and developed sports. It is been evident that the sports has got its own relevance in 
the market. The development has been phenomenal. The paper deals with an in-depth challenges and 
opportunities between the three categories of sports and scope of sports in the categories.  
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Introduction 
 

The sport originally comes from a 
meaningful concept which means Leisure. 
In, the conventional time, sports around 
1300, was referred to as the task which 
will be amusing and/or entertaining. Sports 
in real sense is defined as an activity/task 
that involves physical exertion and 
competencies in which there is either an 
individual or team that competes against 
one another either for leisure, happiness or 
entertainment. Sports is normally 
recognized as activities that are based 
either in form of physical capabilities or  

 
physical finesse. In sports there are many 
participants involved like players, 
spectators, coaches, referees, broadcasters, 
etc. Sports are normally governed by rules 
and regulations that makes sure that there  
is fair competition and it allows to judge 
winner in the best possible manner 
According to (Global Association of 
International Sports Federations)  
 The sport proposed should include an 
element of competition. 
 The sport should not rely on any 
element of "luck" specifically integrated 
into the sport. 
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 The sport should not be judged to pose 
an undue risk to health & safety of its 
athletes.  
 The sport proposed should in no way be 
harmful to any living creature. 
 The sport should not rely on equipment 
that is provided by a single supplier 
 
Sports management need 
Sports are a crucial part of a once life. It 
help in the development of mental health 
and physical fitness of the body. Through 
participation in sports and games, one can 
gains various skills, experience and 
confidence that are helpful for developing 
their personality.  
 
Sports marketing 
Sport marketing is the application of 
marketing concepts to sport products and 
services and the marketing of non – sport 
products through an association to sport. 
Sport marketing therefore has two key 
features.  
1) The allocation of basic marketing skills 
to sport that enables study of products and 
services in the sports industry.  
2) It is the marketing of other consumer 
and industrial products or services through 
sport.  
Like any form of marketing, sport 
marketing seeks to fulfil the needs and 
wants of consumers. It achieves this by 
providing sport services and sport – related 
products to consumers.  
However, sport marketing is unlike 
conventional marketing in that it also has 
the ability to encourage the consumption 
of non – sport products and services by 
association.  
It is important to know that sport 
marketing means the marketing of sport as 
well as the use of sport as a tool to market 
other products and services. 
Sports marketing concept is specifically 
designed to identify how and what can be 
the relationship between the sport brand 
and its consumers at different verticals and 

intervals. The core objective of sports 
marketing is to ensure that the sport 
consumers are satisfied.  
The process of sport marketing is the 
series of steps required to find 
opportunities, devise strategy, plan the  
 
tactics, and implement and evaluate a sport 
marketing plan. 
Sport marketing can be described as a 
philosophy (an attitude towards 
marketing), a process (a series of 
activities), a set of principles (general rules 
and guidelines) and tools (recommended 
techniques). 
This paper deals with sports marketing 
components and its relevance in today’s 
era of paradigm shift thereby identifying a 
whole new world of opportunities between 
developing, under developing and 
developed sports.  
 
2. Research Gap 
 
Sports marketing is a new phenomenon in 
the marketing of goods and services. It is 
observed that no significant research has 
been under taken in the Indian Context. 
The present study attempts to identify the 
shift in approach in sports sector and 
understanding the sports involved in the 
developing, under developing and 
developed segment.  
 
3. Research Problem 
The research problem for the present study 
is to compare the relationship between 
developing, under developing and 
developed sports. Also, identify the how 
sports is important to different people and 
suggest the basic difference between 
developed and under developed sports.  
 
4. Research Objectives 
1. To identify the developed sports being 
existing and has huge demand.  
2. To examine the underdeveloped sports 
which will need efforts to work on.  
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3. To analyze the developing sports that 
have a great demand in the market.  
 
5. Research Methodology 
In research data plays a very important 
role in the statistical analysis. The research 
usually falls in two compartments in the 
research process, one being the primary, 
which is collected for initial time and other 
being the secondary also referred to as the 
data from already done sources and other 
colleagues. These data can also be broadly 
explained as follows:  
 
PRIMARY DATA  
The primary plays a crucial role in the 
relevance of a research. This is that 
collected information which is directly 
from the source. The questionnaire is 
prepared and data is collected directly by 
meeting the respondents or may be at 
times using technological bandwidth for 
the success and growth of the company.  
 
SECONDARY DATA 
The secondary data is the data which is 
collected right from already known 
sources. The data collected from the 
known sources or may be by the sources 
which someone else has already collected 
information and data. Journals, books, 
websites, magazines, etc. are few sources 
through which one can collect data for up 
liftment of the research, where the base 
idea can always be checked out.  
 
6. Data Analysis 
The data collected represented the 
following information. The questions were 
asked to approximately 100 respondents 
and these were the interpretation of the 
same:  
 
1. AGE 
Every age group has a different 
understanding and perspective about a 
particular topic it is necessary to 
understand the age of the person who is 

answering the questionnaire. Age factor 
helps to link to audience and their 
response.  
We really want to know that what the 
interest of our youth regarding to sports. 
As developing nation if we compare our 
youth with other nation, India has most 
interesting youth population.  
Our youth know to adjust with the 
situation and thus they come with idea 
which are actually related with common 
people. All the youth is independent and 
self-reliant they don’t wait for anyone. 
They follow international trends in their 
own way. 
The age group between 15 – 25 comprises 
of 43%, also the age group between 25 – 
35 were with 24.7%, while that with age 
group 35 – 45 were 20.4% as the 
respondents towards the sports growing 
nation.  
 
2. GENDER 
The second question is related to gender. 
This question was to study how many 
males and females are interested in sports 
and its development. Gender is also an 
important factor. In our country males has 
been consider more intellectually then 
women in most of the fields. Before it was 
males who use to watch sports but now 
females are also interested in watching 
sports. Now a days there in huge increase 
in viewership of many leagues and this is 
because of development of female 
viewers. 
This survey includes response females 
who are close to sports industries might be 
player, might be coaches and managers. 
For this question we got 67.7% i.e. 63 
male response and 32.3% i.e. 30 female 
response. This actually shows we have less 
number of females involvement in sports 
compared to males. If we talk about 
development it is really important to take 
into account about the response of both the 
genders as each gender player have to face 
different difficulty at different age group 
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which can lead to withdrawal of their 
interest and attention from sports. 
 
3. SPORT PLAY 
Sports play an important element for 
knowing how many of them actually play 
sports professionally or just for leisure. As 
only player can tell us about exact 
challenges he or she is facing while 
playing. Those who don’t play sports are 
the people who watch sports. This people 
actually enjoy sports as a spectator. These 
responses can be used for development 
regarding the fans engagement and 
broadcasting. In this question we got 
response that about 83.9 % i.e. 84 % play 
sports. Rest 16.1 % don’t play sports 
 
4. WHICH SPORTS 
The sports being played was a crucial 
question, in which we got respondent that 
maximum response we got for this 
question is 26% and they play football. 
These are the people who play football to 
actually get into it and play professionally, 
which is really appreciable.  
There is cricket and badminton with 23% 
and 14% respectively. As the cricket is 
developed game it has many follower but 
if we consider badminton it still in 
developing stage and it do have follower 
and people actually like playing it.  
About 9% of people play kabaddi and 
cycling. Kabaddi being Indian game we 
have very less follower in our own 
country. As being our own game kabaddi 
should have been developed like cricket or 
even more than that. If we see other sports 
like basketball, volleyball, sprinting, 
swimming and other games it has very less 
weightage and people don’t prefer them 
much. It seem only few people follow 
them. 
 
5. FREQUENCY OF WATCHING 
SPORTS 
It is really important to count on people 
who watch sports daily. There are lot of 

people who watch sports but there is still 
small number of population who don’t at 
all like to watch sports or we can say they 
hate it.  
We also can’t miss on the people who 
actually likes watching sports but don’t get 
enough time to sit and watch so these are 
the people who watch sports highlights or 
repeat telecast of sports. 
As per the response, it is observed that 
66.7% of people watch sports sometimes 
and minimum that 33.3% people watch 
sports daily. 
 
6. FACTORS INFLUENCING SPORTS 
Maximum number of people i.e. 76.3% of 
people says that all the mentioned factors 
which includes media involvement, fan 
following, sponsorship, marketing and 
advertising are responsible for sports 
growth.  
Whereas 8.6% peoples says only good 
marketing and advertising is responsible 
for sports growth. About 7.5% and 6.5 % 
people says that sponsorship and fan 
following are responsible for sports 
growth.  
 
7. DEVELOPED, UNDER DEVELOPED 
& DEVELOPING SPORTS 
According to response we got, all the 
people said that cricket is developed sports 
in India. Then they mentioned kabaddi and 
wrestling as second developed sports in 
India. On third position they mentioned 
badminton and boxing as developed sport 
with 42 votes. Under, underdeveloped 
sports almost mentioned that fencing is 
underdeveloped sports in India. It was 
surprising to know that people positioned 
basketball as second underdeveloped 
sports. A lot of peoples play basketball in 
India still it consider as underdeveloped in 
India. People mentioned squash as third 
underdeveloped sports in India. In 
developing category peoples have 
mentioned hockey as developing sports in 
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India. Second we have football and third 
developing sports that is boxing. 
 
7. Findings of the Study 
The inferences of study was revolving and 
assisted to answer objectives of the study 
which revolved around the philosophy that 
the developed, under developed and 
developing sports in India. In long run, 
India has to grow as a sporting nation, not 
as a sports supporting nation.  
 
8. Implications and Limitations of the 
study 
The study is limited to time constraint. The 
respondents were mostly mix of sports 
playing professionals and non-sports 

playing professionals. Hence the study 
doesn’t reveal the exact reference between 
developing, under developing and 
developed sports. Moreover statistical 
significance of various parameters has not 
been examined.  
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The age group between 15 – 25 comprises of 43%, also the age group between 25 – 35 were 
with 24.7%, while that with age group 35 – 45 were 20.4% as the respondents towards the 
sports growing nation.  
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