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Abstract

Adapting marketing principles and concepts to speldted services
and products domain represents a challenge for ggcialist in the field
because of the specific features that are charstterfor the needs,
motivations and consumption process itself.

In order to achieve different quantitative and dtedlve marketing
communication objectives, sports involved orgamrest are developing a
communication mix adapted to the channels usethdygaonsumers. Among
the communication tools used are found also theectlirmarketing
technigues that have had a tremendous developmengdhe last 25 years
and so.

The article will analyze the process of building afficient direct
marketing communication with sport consumers aral ithplications of
using such instruments and tools for the futurevégt of sport related
organizations. Some future research lines are psegaand conclusions are
stated on the matter.
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Introduction

Direct marketing techniques have been developedused within
the marketing activity in a more functional way lmegng with the 70’s.

In time, it has been developed a fully integratéead marketing
system that was offering for different organizatidhe possibility to have a
personal dialogue with customers and other groupstakeholders (like
supporters, media, administration etc.).

The need for personal contact and communication basn
increasing over time and direct marketing was ableffer a one-to-one
communication meant to supply for information irder to facilitate the
selling process.

This type of communication is encompassing a wategye of media
within direct marketing campaigns directed to spesets of objectives.

The direct marketing process is having not onlydbmmunication
activities but also the creation, development aradntenance of an entire
customer information system for organizations\éte#is grouped under the
customer databases management umbrella.

The current users and the potential ones are ith@lke in the
process. Databases are adapted to the specifibeofotganization, the
customers’ type and the marketing objectives idiexti thus they can have
different levels of complexity from a mere alphabdist of names to an
advanced computer program having the possibiligffier cross-referencing
and in depth checking.

Direct marketing will bring a lot of potential way®r every
organization to have a more efficient marketingtstyy adapted to different
types of products and services and different kofdsonsumption processes.

In case of sports involved organizations, sportdpots and sport
related services require a direct and powerful nefasommunication with
consumers and sport fans. In this context usingctimarketing techniques
can make the difference between a successful comation that stresses a
quick response for the needs of sport consumersarapproach incapable
to deal with the fast changes imposed by compstitord socio-cultural
shifts of lifestyles and consumption cultures.
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The main objectives that an organization can aehtbvough direct
marketing are the creation of a viable relationsth consumers, the
dialogue and immediate sales or transactions. Besilis, organizations
implied in the sports field can maintain a stronguid with their
consumers, sports fans etc., through direct margethannels, responding
to their imperative need to be informed and to havdast feedback
concerning their needs.

Latest achievements in the field of direct markgttiow producers,
players and sports club administrators the po#silid create and manage
different types of customer complex databases alwsitly an impressive
flow of information between these databases anahthe

New achievements in direct marketing — specific tiigs

The constant evolution of direct marketing was deieed by at
least two main streams of influential factors: abcines and business type
ones.

From the point of view of the social field, it cdre considered:
[Tapp, 2005] fragmentation of the society, prokfisosn of media, greater
consumer sophistication, the consumers’ need af@orfr-rom the business
field we may take into account the following: inesed competition, the
need for cost-effectiveness, greater interest gtarner retention and loyalty
from the management point of view, the droppingicad the information
computer processing services.

Taking account of these factors, in present weeraphasize some
trends that are showing the new achievements atidmnarketing:

— The use of QR codes on a large scale (especialgnwie talk
about sports products it can be seen the tremeneffest of these
innovative techniques in campaigns for well-knowraruls like Nike or
Adidas).

— Integration of different sensorial inputs withiretmail packages
(especially smell and touch using different lay&frpaper).

— The use of email messages that have integratednwitiem
video-files using the technology called video impr
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— The use of dimensional mail — being any kind oflrgegater than
75 inches’ box with different shapes and forms.

— The email has become an effective marketing comaoation tool
with 39% return of investment for every dollar sh&8% of the millennials
are checking their emails at least every few hatisgork [Naragon, 2015].

— The organic search will become more and more inapbras
consumers are searching taking account of theiclsdebits, there are over
12 billion web searches only in the US each mohtip{//www.hubspot.
com/marketing-statistics).

— Mobile traffic has overcome the traffic made usidgsktop
computers in ten countries. [Dischler, 2015] Iniadd, mobile devices are
used for 60% of the digital media time in the U&l[&a, & Lipsman, 2014].

— The technology that allows the auto-play featurgidéos within
social media pages makes people to favour morename this kind of
content, as the nowadays society is obsessed pgidsand the quantity of
information also has increased.

— Mobile video advertising grew with 192% in 2014 am@dched
50% from the total worldwide volume of social adrket that will have
19.8 billion dollars by the end of 2015. [Morris@15]

— The so called “personalization” of direct marketmgssages like
the signature of the sales/marketing manager aetiteof a letter is not
effective anymore. Customers are waiting for redbres regarding the
personalization of the marketing communication.

— Facebook groups will become more effective in teahniuilding
a viable platform for news feeds that are relevfanttheir members, not
having the quantity of annoying information thatnarmal individual’s
Facebook feed has.

- An effective method for direct communication isatedd to the
support actions for individual entrepreneurs. Mbrands are taking into
consideration to improve their image through besogportive for different
individual projects of entrepreneurs. These actitoiowed by a direct
communication with the persons supported coulddrg effective in terms
of creating a strong positive social image.
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The importance of direct marketing channels likebiteo media,
mobile apps etc. can be seen from the graphic hedewhe data shows that
total time spent by users with smartphone apps,ilmapps and mobile in
general is increasing, reaching 65% for mobile amll the end of 2015.

This trend is very representative for the evolutioh direct
marketing techniques in present time, this evotutibeing closely
interlinked with the one of information technoloigself. Year after year as
much as the degree of familiarity with the techgglogrows for an
increasingly larger part of consumers, integrabbsuch technology within
direct marketing efforts becomes not only a pofisithut a necessity.

Share of Digital Media Time Spent by Platform
Source: comScore Media Metrix Multi-Platform & Mobile Metrix, U.S., Total Audience
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Figure no. 1. The time spent by users on differerglatforms
Source: Lella, A., Lipsman, A., & Martin, B. (2019)he 2015 US Mobile App Report,
comScore Media Metrix Multi-Platform & Mobile Metri
https://www.comscore.com/Insights/Presentations\Athitepapers/2015/The-2015-US-
Mobile-App-Report

The need to be connected through internet reldtedrels like the
usual email has become so important that has tranefl overnight into a
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social feature of modern consumers. As it can kmn deom an Adobe
research, adults are spending on average 6 hourdageto check emails,
from 30 hours during a work week.

While resting
in lbed

Figure no. 2. The time spent by users on checkingnaiil
Source: Naragon, K. (201%mail, we just can’t get enough, Adobe
campaign studyhttps://blogs.adobe.com/conversations/2015/08!ldiral

Applying direct marketing techniques in the field d sport
services and products

The field of sports, whatever we can consider spadted products
or sport related services or events that are imglya particular sport
practice, is addressed in a particular manner éyrthrketing activity.

And if we further discuss about marketing commuindcaapplied in
the field of sports, we can emphasize that comnatioic principles are the
same as we can encounter in the commercial prodastsbut the execution
of the communication process is different. Theaddhces can rely on the
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fact that not every promotional effort in case @bis is made for a

transactional sale. In many occasions we can tatkitathe effort to change
attitudes, ideas and perceptions over self andsoding reality, lifestyles

etc. — the adoption of sport within the life of samers or the persuasion
related to a specific sport team, club or player et

Another peculiarity of the marketing communicatiefiort within
sport field is the one related to the need of irgggn of all communication
mix instruments into an organic whole. This is reskdoecause sport
consumers are more than involved in long-lastifgti@ships with their
teams, clubs, players etc. The emotions, trustavadtion related values are
at the base of consumption acts within the spdiviac Consumers often
are not seeing themselves as merely consumersmplied actors along
their sport clubs or teams in their activity.

The same is happening with the individual sportscomption, the
activity carried on regular basis needs full demotand commitment from
individuals, personal sport records are consumptiotives along with the
integration of sport into a system of beliefs afestyle.

To build up an effective sports loyalty scheme,amigations in the
field are doing it through a certain stage relgisatess on a long term as it
can be seen in figure no. 3.

Within this process direct marketing techniquesl wé used at a
certain point, more precisely in the social bondgtgge that is implying
developing mutually beneficial relationships betwdlee sport organization
and customers.

In this stage the contact between organizationcastbmer becomes
more personalized and customer databases areaisedd out personalized
birthday cards or holidays cards. As the consumaismove to the third
stage of loyalty, the need for personal contactweeh them and
organization will increase. Along this process, edir marketing
communication will offer the support for a personadl communication.

In sports field, direct marketing will imply as iother fields the
effort to integrate different marketing functionsdaactivities such as market
research, segmentation, targeting, positioning, with the use of direct
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response media channels such as direct mail, tefetivag, interactive TV,
email, etc.

Stage 4. Structural bonding
{Sponsorship agreements, life
member)

1

Stage 3. Social bonding
{personalized communications,
bilateral relationships)

t

Stage 2. Financial bonding
(sales promotion, financial rewards)

i

Stage 1. External sports publics
{sponsors, usual customers)

Figure no. 3. Sports loyalty scheme
Source: Beech, J., & Chadwick, S., eds (200g marketing
of Sport Harlow: Pearson Education Limited, p. 228

Because of the fact that sport consumers are \@gl land less
oriented to brands switching than other categoosiesonsumers in other
product or services related context, direct mankets suitable to support
communication and consumption altogether. In otdeachieve that, every
sport organization can benefit of the advantagéssed by a well-structured
customers’ database. Through a continuous manadgevhéreir databases,
sport organizations can achieve a superior capatity assess the

opportunities and risks from the market.
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Direct marketing techniques can also be used ierai@ minimize
the financial risks that can affect an organizatibn nowadays business
environment and especially when we talk about atspob, team or other
organization implied in sports activity, the effdd continuously monitor
and manage different types of risks is essentiae process to manage
efficiently risks implies their categorization aptbper evaluation. [Militaru
& Chenic, 2012]

The segments of customers that are riskier canelterbmanaged
with the help of a well-structured database. Wi help of databases, sport
organizations can develop four major types of miamgestrategies in order
to maximize their response regarding the customaegds: customer
retention strategy, customer reactivation strategsgduct and service
development strategy, promotion related strateggnplying cross selling
between an existing customer base and a hew one.

The multiple advantages offered by the email bassgdmunication
with the customers’ database are more visible ia field of sport
consumers. Sport organizations can use this chainr@mmunication to
rapidly create customer registration within the aflase, to send
personalized messages to different niche segméntgstomers, to obtain
valuable marketing information from customers ial igme, to offer up-to-
date information about a live sport event etc.

Also, the internet by itself creates a true revolutin the way that
sport marketing is done. With the help of interrsgiort organizations can
improve ticketing for sport events, membership paots, sales dedicated
for merchandise, live broadcasting of events, pkyebiographies
distribution, and even improve the players trainitihgough live video
streaming explanations and to transform their wgbpanto real virtual
selling space and sponsor communication channel.

Conclusions and future research

On a brief, the multiple advantages that directkating techniques
are bringing at the level of sport organization® ¢ summarized as
follows:
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— possibility to reach very easy a great number demial and
actual customers simultaneously;

— possibility to address with coherent and substamiessages to
the sponsors and partners;

- the automation of the members’ registration procedseting and
selling merchandise;

— personalized messages and support for the perselatibnship
between sport organization employees and customers;

— enhancement of the consumption experience of fiperévents;

- better management of sports communities;

— opportunity to leverage influence on opinion lead@mong sport
customers.

Taking account of the last trends related withairearketing future
developments, we can assume that sport producsreices consumption
will be more and more shaped by direct marketirfigiégmce.

Future research in the field can focus on how it loa optimized the
creation and development of sport customer databiaserder to offer all
the information categories needed for sport orgdiuns. As internet and
mobile communication related instruments are bengmmore and more
advanced, development of direct marketing techrsicué imply the use of
these new features to a full extent in order teero#i more personalized
communication experience for customers.
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