Paper / Subject Code: 86015/ Elective: Marketing: Sports Marketing

TIME:2 %2 Hrs
MARKS:75

Note: i) All questions are compulsory
ii) Figures to the riOht ih'dic'llc full marks

Q.1A Fillin the blanks \\'lth the cor 1cct options from the brackel (Any Elght)

What is the primary-goal of sports marketing?

To promote healthy living =" Q)

To increase reveriue for sports orgamzanons ;

To encourage fair play in sports Q' O

To rmmmlze competition amongmathletes &7 — ~
‘:-; . o ,,’\\ ,*.".'\ - Ao

Equlpnﬁnt & apgarcls bccome the product\ as No game' can be played

without it. 3 A a4

a.  Extension “ N ) ~

b.  Awareness. Q S
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;_\3". W]uch of the followmg is ah‘examp]e ofa sponsor?hxp in sports marketmg"
—'a. A company acﬁremsmg its-products dunng a spofts event T
b A companmrovndmgmﬁnpment to%athletes fortree ) Ky i
o o A comparly offering. discounts tg‘Sports fansa S o
SN d, - A company orgamzmg a sports’ loumamenL - \\"“ -
A< ..:4 What is the tcrm‘uscd to dcs?nbe thc.&ﬁ’alcgy of creatmg a umque and dqsxmble
ad N lmage fora sports produt:t in the mnﬁ!s of consumers" ) >
A9, A»Brand positioning - o : = -
=7 b. - Market segmcntatlonv i Yol < D o
\(’ (_:.-- Productdlfferenllatlon - 5
S o Sporjsorstup acuvauon e
- T o . oo
> ) '\ 5. mvolves unconventxonal lnnovanve and usually low'— cost marketing
S - tactics to éngage consumers. .
) a. < Direct Marketing < .
" b.~ Campaign Marke(ing - -
6. Guerrilla Markefing ) :
. d.  Digital Marketing g . _;_\\;
6. - Which of the following is a characteristic of an effective sport/event logo?
a,~~ Remote
b Timeless
S¢. Practical '
~ d.  Ambiguous
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What is the term used to describe the unique image and personality of a sports
product or organization in the minds of consumers?
Brand
Logo
Slogan
Mascot
Sports event have consumption since they are produced and consumed at
the same time.
Simultaneous
Uniform - ] N
Delayed 4 : ‘ 3
Certainty -‘\;" ey O N v
Q = e 3 S o
Host city is the place wherethe” . -7 N —
Player hails from N o Q o~
Event is held -~ NS - ~ RN
Sports originates < il © Q 2
\Topography \Q\ - O N
Whata_'k the term used to descrlbe the pre cess of bunldmg and mﬁmtammg § ’
relatio onslups with customersin sports_,marketmgl’ as \_\\'

’\\
Promotlon _c Nl o~ o R
[y o N (A o

£ /

N O

“Pablicity - e R o Ao AN

=Y
Relatlonshnp marketmg " .
_\\ -~—‘ ~ , c\‘ -
Q N

N

™~

‘\
Q:1B Stam whether-lhc followmg stateme\rﬁs are lrue or false Any Seven

1. Sports markefing strateg@ remain consnstent across dlffeljsnt reglons\and
~cultures. .\’? =
2. ~"Sports rparketlng pnmanly focuses on prorpotmg 1nd1v1dual athletes rather than
~—  Sports, organtzatnon)s - -
3 S ponsorshlps arg\supposeci t(n)cneﬁt bolh partlcs, Q O
4, In sporls marketmg, spon§orslup mVQWcs only ﬁnancnal support and does not
' include provldmg products or services.
5. +~The term “soft goods”, refer to items that are literally soft, such as clothing, and
" linens. , ~
6. Pricing slrategles vary throughout the stages of the product life cycle.
7. Events like Olympics have selective appeal.
8. Market segmentation is not necessary in sports marketing since all sports fans
have similar preferences. ‘
9. . The players are the core products i in sports since they are the producers and the
stars of the event.
10:  Building strong relationships with fans is crucial for long-term success in sports
\ markeling. '
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Q.2 Attempt the following.

a, Discuss the characteristics of Sports Marketing,. 8

b. Explain the concept of “Attendance Frequency Escalator’. 7
OR

c. Discuss the advantages & limitations of Internet media in sports. 8

d. Discuss the 7ps of Marketing Mix of IPL, 7

Q.3 Attempt the following, ™'

a. Discuss the components ofpromotibn mix for Sports Marketing. 8
b. Discuss the hierarchy of effects model with reference to Sports Marketing. 7
g ' 7 OR;] : e
c. What.are the common problem encounteted during Sports Markefing Research. 8
d. What'are the ke} issues in:Sports Proguc'ts Strategy. —~ ~7
) S o ) o o7
T & .
Q4 Attempt the following. N 7 L\ N ~ S
a-~  Explain the 2 Sector Model of Sports Industry. 8
b Discuss the ethical issues in Sports Marketing. 7
) i - X o N\ OR -\-(.\ \\ -
- ¢ \Discuss ;b:e?‘Core & _I':?tension’_pﬁr‘dducts in Sports Marketing, ~ _< 8
- d. -~ Discussthe varioussales appl;qachcs used i sports selling. - 7
NG oy e ol 3 N
.) o Q AV o ‘
Q.5 Write shor‘t'-ffotes on: (Kny thre_(g;‘ R o 15
o SPs of Selling Sponsorship in Sports. ‘

S
N

Fealu_r:t;s of the Sport E-Businigss. ,
Features of the:Sports Store=Brick and Mortar.

Q
O a, 7 .
- b. . Benefitsdf High Brand Equity.in Sports.
- c \
d < ~ \
e Meek’s Mode] of Sports Industry. '

¥ kK ok K oK oK Ok
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