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LOCK HAVEN UNIVERSITY OF PENNSYLVANIA
LOCK HAVEN, PENNSYLVANIA

HEALTH & PHYSICAL EDUCATION
SPORT MARKETING MANAGEMENT
HPED332
I.   Introductory Information:
A.
Department Name:



Health & Physical Education
B.
Department Catalog Number:

HPED 332
C.
Course Title: 



Sport Marketing Management
D.
Semester Hours of Credit:


3

E.
Clock Hours Per Week:


3
F.
Overlays:




None

G. Restrictions Upon Student Registration: 

Sport Administration Majors only and a minimum of 45 credit hours. 
II.
Description of the Course:


Catalog Description:


Designed to provide the student with knowledge pertaining to sports marketing and its various 
aspects including: pricing, promotion, sponsorships, endorsements, research, and licensing. 
  III.
Exposition:


A.
Objectives:
  
Upon completion of this course, students will be able to do the following:

1. Discuss the similarities and differences between product and service marketing. 

2. Apply the principles of the marketing mix variables including promotion, place, price, product and providers. 

3. Develop audience segmentation strategies based upon demographics, behavioral,
and other segmentation strategies. 

4. Develop and present a marketing plan which includes: product/services-logo, 
slogan, product/service title, position/image, target audience/segmentation plan, 
pricing approach, promotion strategy.
5. Analyze individual preferences in regards to brand loyalty.
6. Scrutinize sport marketing research articles and information systems.

B.  Activities and Requirements:
1. Complete all readings

2. Attend classes
3. Complete all tests and exams

4. Develop and present marketing plan 
5. Rate and compile individual preferences in regards to brand loyalty
6. Assess and critique sport marketing research articles and information systems
      C.  Major Units and Time Allotted:





(45 hours)
1. The sport business industry


 


(6 hours)


2.
Sport  marketing theory
(12 hours)



a.
Sport market research


b.
Segmentation, targeting, and positioning in sport business


c.
The global marketplace for the sport industry


d.
Marketing information systems


3.
Consumer behavior and brand loyalty
(6 hours)


4.
Marketing plan
(21 hours)



a.
The sport product


b.
Pricing strategies in sport


c.
Marketing channels and the distribution system


d.
Promotion in sport


e.
Media relations in sport


f.
Endorsements and sponsorships


g.
Licensing and logos in sport

D.
Materials and Bibliography:

1.
Suggested textbook:

Pitts, B.G., & Stotlar, D. K. (2007). Fundamentals of sport marketing (3rd ed.). 


Morgantown, WV: Fitness Information Technology.


2.
Bibliographic support:

Donovan, T., Carlson, B.D., & Zimmerman, M. (2005). The influence of personality 


traits on sports fan identification. Sport Marketing Quarterly, 14, p. 31-42.


Gillentine, A., & Schulz, J. (2001). Marketing the fantasy football league: Utilization 


of simulation to enhance sport marketing concepts. Journal of Marketing 


Education, 23, p. 178-186.


James, J.D., & Ross, S.D. (2004). Comparing sport consumer motivations across 


multiple sports. Sport Marketing Quarterly, 13, p. 17-25.


McGlone, C., & Martin, N. (2005). Nike's corporate interest lives strong: A case of 


cause-related marketing and leveraging. Sport Marketing Quarterly, 15, p. 


184-189.


Moorman, A.M. (2006). False advertising and celebrity endorsements: Where's my 


script? Sport Marketing Quarterly, 15, p. 11 l-l 13.

Rein, I., Kotler, P., & Shields, B. (2006). The elusive fan: Reinventing sports in a 


crowded marketplace. New York: McGraw-Hill.


Stotlar, D. K. (2009). Developing successful sports marketing plans (3rd ed.). 



Morgantown, WV: Fitness Information Technology.

Supovitz, F. (2005). The sports event management and marketing playbook. Hoboken, 

NJ: Wiley & Sons.


Williams, J. (2007). Rethinking sports fandom: The case of European soccer. Leisure 


Studies, Vol. 26, No. 2, p. 127–146.

IV.  
Standards:
     
Grades will be awarded in a manner consistent with University policy.
  V. 
Rationale and Impact: 

A. This course is designed to satisfy curricular needs based on the accreditation standards 

of The Commission on Sport Management Accreditation (COSMA).
B. This course is designed for, and required of, all Sport Administration majors.

C. This course will have no impact on other programs or departments.

VI. 
Cost and Staff Analysis:

A. There will not be any additional cost or staffing.
B. This course will be taught during the fall and spring semesters.

