Session: New trends in management and marketing IV.
Abstract nr: EASM-0127

Real and virtual sport events in marketing industrial products

E. Radicchi’, P. Zagnoli*
1University of Florence, Master Degree in Sport Management, Firenze, Italy

e.radicchi@unifi.it

Real and virtual sport events in marketing industrial products

Patrizia Zagnoli

Elena Radicchi
Master Degree in Sport Management
University of Florence

Background

Over the last decades sport has suffered enormous changes assuming connotations of business
(Zagnoli, Radicchi, 2008) that nevertheless do not cancel its exciting and emotional dimension:
the desire “to consume” the sport experience keeps involving thousands of practitioners and fans.

In the contemporary competitive context, to acquire a sustainable market space in terms of
profitability,

companies try to involve consumers in a cognitive, sensorial and affective way (Resciniti, 2004)
offering consumption “experiences” able to entertain and to make feeling the consumer an active
protagonist of “unique occasions”. Although are mainly commercial and distribution companies
to be oriented toward an experiential marketing approach, even industrial firms can enrich their
products by offering an entertainment experience.

In contemporary marketing strategies, industrial companies look at sport events such as an
important experience provider to create an intimate, personal, bi-univocal and long lasting
relationship with specific target segments and to gain meaningful competitive advantages towards
their competitors. Moreover, participating to sport occasions and events can guarantee an high
quality of contact with the consumer and acts on the motivational pushes to the purchase. The
active participation of spectators creates an emotional involvement enabling to build the “values
heritage” connected to the brand and to the product’s identification for consumers.



Objectives

Among the possible relations between marketing and sport, this paper focuses on how industrial
companies (sport products and equipments suppliers, multimedia companies and service
providers, consumer goods manufacturers, etc.) combine sport with their products and brands
“staging” experiential events.

Methods

A qualitative methodology based on the experiential marketing literature reviewed in the light of
the new media technologies and a multi-cases analysis (Yin, 2002) was used. The case studies
have been developed through qualitative interviews (primary source) with decision makers of
sport equipment suppliers (Adidas, Nike, etc.), consumer goods companies (e.g. Coca-Cola),
multimedia companies (Vodafone, Yahoo, Linden Lab, Electronic Arts, etc.), sport event
organizers (Sportur, Festival del Fitness, etc.), industrial divisions of sport clubs (Ferrari), sport
retail stores (Universo Sport). The cases selected involve above all major companies with global
brands since those constitute the major proponents of sport experiential occasions with a case
histories that allows to make an articulated analysis of the several situations in which sport
emerges as a tool of experiential marketing.

Focus group with professors of the Master Degree in Sport Management of the University of
Florence,

sport professionals and experts such as marketing directors of sport federations, event’s
organizers, sport venues managers, etc. were also organized. Further meaningful information
have been gathered through specialized database (SBRnet, Sport and Technology Review, Sport
Business Journal, etc.) and official web sites (secondary source) of sport equipments producers,
multimedia services suppliers, event’s organizers, etc.

Results and Conclusions

Since the increasing diffusion of new multimedia and interactive technologies at global level,
companies often adopt experiential marketing strategies aimed to the ideation and
implementation of sport events that intend not only to enhance a direct consumers’ involvement,
but also a “mediate participation” up to offer a sport virtual representation. Multimedia and
interactive opportunities granted by the new media induce industrial companies to stage real sport
events enriched with multimedia value added services aimed to maximize the user’s involvement
and co-participation as well as to diversify their own incomes, arriving in some cases particularly
structured to offer a virtual representation of the sport event.

The deepen exploration of each selected case study, in synergy with the experiential marketing
literature, allowed to represent a sport events typology distributed along a continuum at whose
extremes we can find on one side real sport practices and on the other extreme side sport virtual
artifacts. In the middle we can observe “hybrids” forms: real sport events enriched with
multimedia and virtual dimensions such as web sites, video streaming, web community, Sms, etc.



References

Car? A, Cova B. (2003), “Esperienza di consumo e marketing esperienziale: radici diverse e
convergenze possibili”, Micro & Macro Marketing, n. 2, Agosto.

Ferrari S. (2002), Event Marketing: i grandi eventi e gli eventi speciali come strumento di
marketing, Cedam.

Gallucci F. (2006), Marketing emozionale, Egea, Milano.
Holbrook M.B., Hirschman E.C. (1982), “The experiential aspects of consumption: consumer
fantasies, feelings, and fun”, The Journal of Consumer Research, Vol. 9, n. 2, September, pp.

132-140.

Kline S., Dyer-Witheford N. and De Peuter G., Digital Play: The Intersection of Technology,
Culture and Marketing, McGill-Queen’s Univiversity Press, 2003.

O’Sallivan E.L., Spangler K.J. (1998), Experience Marketing: Strategies for the New Millennium,
State College, PA: Venture Publishing.

Pine J., Gilmore J . H. (2000), L 'economia delle esperienze, Etas, Milano.

Zagnoli P., Radicchi E. (2008) (II Ed.), Sport Marketing. Il nuovo ruolo della comunicazione,
Franco Angeli, Milano.

Zagnoli P., Radicchi E., “Lo sport come veicolo di marketing esperienziale: attori, relazioni e
tipologie di esperienza reale e virtuale”, Mercati e Competitivit?, n.4, Dicembre, Franco Angeli,
Milano.



