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Abstract:

In recent years, the significance of small local venues as a key factor in the advancement of sports, physical activities, and social interactions
in local communities has increased. To ensure their survival in the sports business environment, managers of professional and academic
organizations must address challenges such as high costs, intense market competition, growing fan dissatisfaction, declining relationships,
and rapid technological advancements. This study aimed to design a neighborhood-based sports marketing model using the mixed marketing
theory. The research method was descriptive-correlational, employing structural equation modeling. The statistical population included
coaches and professionals active in small sports venues, with a total of 256 participants in this study in 2022. Data were collected through a
questionnaire on marketing in small sports venues and analyzed using the Partial Least Squares (PLS) method in SmartPLS software. The
findings indicated that all marketing components, including process, pricing, positioning, product, place, promotion, and public relations,
had a direct and significant impact on mixed marketing as well as on economic and social outcomes. These results confirmed the proposed
model and demonstrated the substantial influence of marketing components on the economic and social outcomes of small local sports venues.
This study can contribute to improving marketing strategies and decision-making for managers of small venues and, ultimately, enhance

community participation and engagement in sports activities.
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Extended Summary

Introduction

Sports marketing plays a pivotal role in the development of sports organizations and facilities, contributing to their economic
sustainability and social engagement within communities (Cornwell, 2020; Yoshida et al., 2014). Small neighborhood-based
sports venues, in particular, serve as crucial hubs for local engagement in physical activities and sports participation. These
facilities not only provide spaces for exercise and social interaction but also function as business entities that require effective
marketing strategies to attract and retain consumers (Zhang et al., 2021). Given the growing competition in the sports industry
and the rising expectations of consumers, managers of small sports venues must adopt comprehensive marketing strategies to
enhance financial performance and community involvement (Humphreys, 2019).

Marketing mix models have proven to be highly effective in shaping consumer behavior and improving business outcomes
in sports-related industries (Vieira & Sousa, 2020). A well-designed marketing strategy that includes pricing, positioning,
product offering, location, promotional activities, and public relations can significantly enhance the success of small sports
venues (Bahrami et al., 2021). In particular, pricing strategies influence consumer decisions by balancing affordability with
operational profitability (Kim et al., 2020). Similarly, effective promotional campaigns, particularly through digital and social
media channels, have been found to enhance brand recognition and consumer engagement in sports contexts (Ng, 2024; Yu,
2023). Furthermore, the role of public relations in strengthening consumer loyalty and increasing community participation has
been highlighted in various studies (Veselinovic et al., 2022).

Despite the growing interest in sports marketing, research on marketing strategies tailored to small-scale neighborhood
sports venues remains limited. Most studies focus on large-scale sports organizations, neglecting the unique challenges faced
by smaller, community-based sports facilities (Loh et al., 2019). Given the increasing importance of localized sports facilities
in promoting active lifestyles and social cohesion, it is essential to develop a marketing model that specifically addresses the
needs of these venues. This study aims to design a neighborhood-based sports marketing model by applying the marketing mix
theory to small sports venues. By examining key marketing components and their impact on economic and social outcomes,
this research seeks to provide valuable insights for sports managers and policymakers.

Methods and Materials

This study employed a descriptive-correlational research design using structural equation modeling (SEM). The research
population consisted of coaches and professionals working in small neighborhood sports venues, with a total of 256 participants
in the study conducted in 2022. The sampling method was non-random convenience sampling.

A questionnaire was used to collect data, measuring various aspects of sports marketing in small sports venues. The
questionnaire consisted of 80 items covering different marketing components, including product, pricing, process, positioning,
social outcomes, and economic outcomes. Responses were recorded on a five-point Likert scale ranging from 1 (not useful) to
5 (essential). The reliability of the questionnaire was confirmed with a Cronbach’s alpha coefficient of 0.795 for the entire
scale, with subscales showing reliability scores above 0.70. Additionally, another questionnaire, the Brand Awareness Scale

for Sports Venues (BASQ-SF), was used to measure branding-related perceptions.
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The data collected were analyzed using SmartPLS software, applying the Partial Least Squares (PLS) method. Confirmatory
Factor Analysis (CFA) was performed to assess model fit, and correlation coefficients were calculated to examine the
relationships between marketing variables and economic and social outcomes.

Findings

The analysis of the data revealed significant relationships between all marketing components and both economic and social
outcomes in small sports venues. Descriptive statistics showed that among the key marketing components, process had the
highest mean score (4.298), followed by positioning (4.417), product (4.174), and pricing (4.077).

The results of the structural equation modeling indicated that the marketing mix had a direct and significant impact on
economic outcomes, with a standardized path coefficient (1) of 0.19 (t = 7.65, p = 0.01). Additionally, the marketing mix
showed a direct effect on social outcomes, with a coefficient (A) 0of 0.28 (t=10.33, p=0.01). Indirect effects were also observed,
with marketing mix influencing economic outcomes through brand awareness (A=0.61,t=38.51, p=0.01) and social outcomes
through brand awareness (A = 0.45, t=22.58, p = 0.01).

Further analysis revealed that social influence had a direct effect on economic outcomes (A = 0.16, t = 6.27, p =0.01) and
social outcomes (A =10.34,t=11.93, p=0.01). Social influence also affected economic outcomes through brand awareness (A
=0.55, t=36.34, p = 0.01) and social outcomes through brand awareness (A = 0.39, t=13.18, p = 0.01).

Confirmatory factor analysis confirmed the validity and reliability of the proposed marketing model. The model fit indices
demonstrated acceptable values, with an SRMR of 0.082, NFI of 0.895, and RMS_Theta of 0.102, indicating that the proposed
structure effectively explained the relationships among marketing variables in small sports venues.

Discussion and Conclusion

The findings of this study confirm the significant role of marketing mix components in enhancing the economic and social
performance of small sports venues. Effective marketing strategies, including pricing, process optimization, branding, and
promotional efforts, contribute to increased revenue generation and consumer engagement. The study highlights the necessity
of tailored marketing approaches that consider the unique characteristics of neighborhood-based sports facilities.

The importance of pricing strategies is particularly emphasized, as affordable pricing structures can encourage broader
community participation while ensuring financial sustainability. Additionally, the study underscores the role of brand
awareness and public relations in fostering long-term consumer loyalty and enhancing the social impact of sports venues. By
strategically utilizing social media and digital marketing, managers of small sports venues can improve outreach and strengthen
consumer relationships.

Furthermore, the study illustrates the positive influence of social interactions within sports venues. Small sports facilities
serve not only as fitness centers but also as social hubs that facilitate community bonding and collective engagement in physical
activities. Marketing strategies that emphasize social cohesion and community involvement can significantly enhance the
appeal and success of neighborhood-based sports facilities.

Overall, this research contributes to the growing body of literature on sports marketing by focusing on small-scale venues,
which have received limited attention in previous studies. The proposed marketing model provides a practical framework for
improving marketing practices in these settings, with implications for sports management and policy development. Future
research should explore longitudinal analyses to assess the long-term impact of marketing strategies on consumer behavior and

economic performance in small sports venues.

O

Copyright: © 2025 by the authors. Published under the terms and conditions of Creative Commons Attribution-NonCommercial 4.0 International (CC BY-NC 4.0) License.



http://creativecommons.org/licenses/by-nc/4.0
http://creativecommons.org/licenses/by-nc/4.0

J%JW}AW}E}J}}ATQQJJ_M

References

Abdolmaleki, H., Mirzazadeh, Z. S., & Ghahfarokhhi, E. A. (2018). Identify and prioritise factors affecting sports consumer behaviour in Iran.
International Journal of Sport Management and Marketing, 18(1-2), 42-62. https://doi.org/10.1504/1JSMM.2018.091331

Asada, A., & Ko, Y. J. (2019). Conceptualizing relative size and entitativity of sports fan community and their roles in sport socialization.
Journal of Sport Management, 33(6), 530-545. https://doi.org/https://doi.org/10.1123/jsm.2018-0362

Bahrami, S., Kiani, M. S., Nazari, L., & Shahbazpour, L. (2021). Experimental Marketing, Brand Equity, and Reputation of Customer Behaviors
in Sports Venues. Sports Business Journal, 1(2), 115-128. https://doi.org/https://doi.org/10.22051/sbj.2022.38814.1019

Buhalis, D., & Park, S. (2021). Brand management and cocreation lessons from tourism and hospitality: introduction to the special issue.
Journal of Product & Brand Management, 30(1), 1-11. https://doi.org/10.1108/JPBM-10-2020-3158

Caliskan, A., Ozkan Ozen, Y. D., & Ozturkoglu, Y. (2021). Digital transformation of traditional marketing business model in new industry era.
Journal of Enterprise Information Management, 34(4), 1252-1273. https://doi.org/10.1108/JEIM-02-2020-0084

Cornwell, T. B. (2020). Sponsorship in marketing: Effective partnerships in sports, arts and events. Routledge.

Gass, R. H. (2015). Social Influence, Sociology of. In J. D. Wright (Ed.), International Encyclopedia of the Social & Behavioral Sciences (Second
Edition) (pp. 348-354). Elsevier. https://doi.org/https://doi.org/10.1016/B978-0-08-097086-8.32074-8

Gatouillat, C., Griffet, J., & Travert, M. (2020). Navigating the circles of social life: understanding pathways to sport drop-out among French
teenagers. Sport, Education and Society, 25(6), 654-666. https://doi.org/10.1080/13573322.2019.1643300

Gladden, J., & Sutton, W. (2009). Marketing principles applied to sport management. Principles and practices of sport management, 42-59.
https://scholar.google.com/scholar?cluster=12789154389906723295&hl=en&oi=scholarr

Hu, X., Chen, X., & Davison, R. M. (2019). Social Support, Source Credibility, Social Influence, and Impulsive Purchase Behavior in Social
Commerce. International Journal of Electronic Commerce, 23(3), 297-327. https://doi.org/10.1080/10864415.2019.1619905

Humphreys, B. R. (2019). Should the construction of new professional sports facilities be subsidized. Journal of Policy Analysis and
Management, 38(1), 264-270. https://doi.org/https://doi.org/10.1002/pam.22099

Hyun, D. (2022). Proud of, but too close: the negative externalities of a new sports stadium in an urban residential area. The Annals of
Regional Science, 68(3), 615-633. https://doi.org/10.1007/s00168-021-01095-6

Kim, J., Lee, Y., & Kim, M.-L. (2020). Investigating ‘Fear of Missing Out’ (FOMO) as an extrinsic motive affecting sport event consumer’s
behavioral intention and FOMO-driven consumption’s influence on intrinsic rewards, extrinsic rewards, and consumer satisfaction.
PLoS One, 15(12), e0243744. https://doi.org/10.1371/journal.pone.0243744

Loh, V. H. Y., Veitch, J., Salmon, J., Cerin, E., Thornton, L., Mavoa, S., Villanueva, K., & Timperio, A. (2019). Built environment and physical
activity among adolescents: the moderating effects of neighborhood safety and social support. International Journal of Behavioral
Nutrition and Physical Activity, 16(1), 132. https://doi.org/https://doi.org/10.1186/s12966-019-0898-y

Ng, K. S. P. (2024). How Customer Knowledge Management Helps Retain Fitness Club Members: A Mediating Effect of Relationship Quality.
International Journal of Sports Marketing and Sponsorship, 25(2), 360-381. https://doi.org/10.1108/ijsms-07-2023-0136

Quinn, T. D., Wu, F., Mody, D., Bushover, B., Mendez, D. D., Schiff, M., & Fabio, A. (2019). Associations Between Neighborhood Social
Cohesion and Physical Activity in the United States, National Health Interview Survey, 2017. Preventing chronic disease, 16, E163.
https://doi.org/http://dx.doi.org/10.5888/pcd16.190085

Risal, M., Sucherly, Kartini, D., & Hasan, M. (2016). Marketing Performance as The Impact of Marketing Mix Strategy (7p) With
Determination of Market Attraction and Company’s Resources Survey on Performers of Tourism Industry in Timor Lest International
Journal of Economics, Commerce and Management, IV(11), 305-318. https://ijecm.co.uk/wp-content/uploads/2016/11/41121.pdf

Silvera, D. H., Lavack, A. M., & Kropp, F. (2008). Impulse buying: the role of affect, social influence, and subjective wellbeing. Journal of
Consumer Marketing, 25(1), 23-33. https://doi.org/https://doi.org/10.1108/07363760810845381

Veselinovic, J., Perovic, A., Siljak, V., & Bacevac, S. (2022). Challenges of Modern Sport Management. Oditor, 8(1), 111-134.
https://scindeks.ceon.rs/Article.aspx?artid=2217-401X2201111V

Vieira, C. B., & Sousa, B. (2020). The brand attachment and consumer behaviour in sports marketing contexts: the case of football fans in
Portugal. International Journal of Sport Management and Marketing, 20(1-2), 29-46.
https://doi.org/https://doi.org/10.1504/1)SMM.2020.109762

Yoshida, M., Gordon, B., Nakazawa, M., & Biscaia, R. (2014). Conceptualization and measurement of fan engagement: Empirical evidence
from a professional sport context. Journal of Sport Management, 28(4), 399-417. https://doi.org/https://doi.org/10.1123/jsm.2013-
0199

Yu, C. (2023). The Application Practice of Sports Marketing and Branding in Social Media: A Case Study of Li-Ning. Highlights in Business
Economics and Management, 23, 1071-1081. https://doi.org/10.54097/v3rhfp55

Zhang, Z., Wang, M., Xu, Z., Ye, Y., Chen, S., Pan, Y., & Chen, J. (2021). The influence of Community Sports Parks on residents’ subjective
well-being: A case study of Zhuhai City, China. Habitat International, 117, 102439.
https://doi.org/https://doi.org/10.1016/j.habitatint.2021.102439

Zheng, L., & Xu, Y. (2024). Exploring the Impact of Athlete Brand Image on Fans’ Behavioural Outcomes: The Role of Emotional Attachment
and Perceived Price Value. International Journal of Sports Marketing and Sponsorship, 25(4), 839-861. https://doi.org/10.1108/ijsms-
01-2024-0030

oo ®

ol 48,5 &yg0 (CCBY-NC 4.0) Lales b illas 331 oy ygos dllia ol L]l odi g5 4 Blaie dllie pl Ll Goi> (olos VFF © Dl 3> g jore



http://creativecommons.org/licenses/by-nc/4.0
http://creativecommons.org/licenses/by-nc/4.0
https://doi.org/10.1504/IJSMM.2018.091331
https://doi.org/https:/doi.org/10.1123/jsm.2018-0362
https://doi.org/https:/doi.org/10.22051/sbj.2022.38814.1019
https://doi.org/10.1108/JPBM-10-2020-3158
https://doi.org/10.1108/JEIM-02-2020-0084
https://doi.org/https:/doi.org/10.1016/B978-0-08-097086-8.32074-8
https://doi.org/10.1080/13573322.2019.1643300
https://scholar.google.com/scholar?cluster=12789154389906723295&hl=en&oi=scholarr
https://doi.org/10.1080/10864415.2019.1619905
https://doi.org/https:/doi.org/10.1002/pam.22099
https://doi.org/10.1007/s00168-021-01095-6
https://doi.org/10.1371/journal.pone.0243744
https://doi.org/https:/doi.org/10.1186/s12966-019-0898-y
https://doi.org/10.1108/ijsms-07-2023-0136
https://doi.org/http:/dx.doi.org/10.5888/pcd16.190085
https://ijecm.co.uk/wp-content/uploads/2016/11/41121.pdf
https://doi.org/https:/doi.org/10.1108/07363760810845381
https://scindeks.ceon.rs/Article.aspx?artid=2217-401X2201111V
https://doi.org/https:/doi.org/10.1504/IJSMM.2020.109762
https://doi.org/https:/doi.org/10.1123/jsm.2013-0199
https://doi.org/https:/doi.org/10.1123/jsm.2013-0199
https://doi.org/10.54097/v3rhfp55
https://doi.org/https:/doi.org/10.1016/j.habitatint.2021.102439
https://doi.org/10.1108/ijsms-01-2024-0030
https://doi.org/10.1108/ijsms-01-2024-0030

