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SWOT ANALYSIS OF A SPORT CLUB WITH A PRIORITY ACTIVITY “SPORT
SERVICES” AS A STRATEGIC APPROACH IN ENSURING COMPLEX MARKETING
COMMUNICATIONS
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Abstract: The environment of marketing changed significantly in the first decade of XXI century. Nowadays,
marketing measurements are characterized by a large variety of means. Taking this into account, it’s getting still
more and more difficult to find the most efficient ones to win the consumer. This is one of the main problems of
marketing specialists. The reason is related to the absence of a clear regulation regarding the interaction of sport
clubs and federations with the sport service units, with the local and government authorities, etc.

With the use of SWOT analysis applied in the field of strategic marketing, options for improvement of the activity
of the examined sites (in the particular case, sport clubs) can be found. Proceeding from this position, we defined
our objective to analyze the opinion of sport managers (chairpersons, vice chairpersons, and members of managing
boards) and sport specialists (trainers and teachers) regarding the role of the sport club in the management of
competitive (professional) sport.

The analysis was performed on the basis of a research with 34 experts using SWOT analysis of sport clubs
performed in an “Expert Card” separated into three groups. The drawn conclusions confirm the weaknesses in the
marketing attitude and the level of adaption within the examined clubs towards the market requirements in the
realization of the sport activity of the students.

Keywords: strategy, sport club, marketing, communications.

SWOT AHAJIM3 HA CIIOPTEH KJIVE C IPUOPUTETHA JEMHOCT ,,CIIOPTHH
YCJIYI'M IO CIIOPT”, KATO CTPATEI'HYECKH ITOAXOA B OCUI'YPABAHETO
HA KOMIVIEKCHU MAPKETHHI'OBU KOMYHUKALIUA

Hou. n-p Enena KpHueBa
BemukorspHoBcku YHuBepcuter ,,C.cB. Kupun u Meroauit, P bearapus, ekantcheva@abv.bg

Pe3tome: OxonHaTa cpella Ha MapKETHHTA CBHIIECTBEHO ce MPOMEHS Mpe3 MbpBOoTO AeceTmneTre Ha XXI Bek. [Inec
MapKETHHTOBHUTE U3MEPEHHMs CE XapaKTepU3UparT ¢ rojsiMo pasHooOpasue oT cpeactBa. Ha dona Ha Te3u TenaeHInN
CTaBa Bce MO-TPY/JHO OIPE/CISIHETO Ha Hai-e()eKTUBHHUTE OT TAX 3a CIeyelBaHe Ha rnorpedutens. Tosa e enuH ot
OCHOBHHTE NpoOJieMH Ha Mapkeroso3urte. [IpuurHaTa € CBBbp3aHa C OTCHCTBUETO HA SICEH DPErjaMeHT OTHOCHO
B3aMMOJICHICTBHETO Ha CHOPTHUTE KiyOoBe u (penepanmm ¢ GpopMupoBaHHATa 32 CIOPTHH YCIYTH, C MECTHUTE H
Ibp)KaBHU BIACTH H JIp.

Upes meroma SWOT ananus, nmpuiarad B 00JacTTa Ha CTPATETHYECKUS MapKETHHT Ce pa3KpHUBaT BE3MOXKHOCTH 32
YCBBBPIICHCTBAHE JIEHHOCTTa Ha W3CIeIBaHUTE CyOSKTH (B KOHKPETHHS CIydail CHOPTHH KIyOoBe). M3xokmaiku
OT Ta3W TO3HIMS, CH MOCTaBUXME 3a IIeNl Ja aHaIW3WpaMe MHEHHETO Ha CIIOPTHH MEHHUIKBPHU (TIpelcemaTen,
3aMECTHHK-TIpEJICeJaTeNIi W WICHOBE Ha YIPaBUTCIHUTE CHBETH) M CIOPTHH CIEIHWANHCTH (TPEHBOPH U
MPEeroIaBaTeIu) OTHOCHO POJISITAa Ha CLIOPTHUS KTy B YIIPaBICHUETO HA ChCTE3aTeHUs (MPOodheCHOHANIEH) CIIOPT.
AHanu3bT O U3BBPIICH BBPXY OCHOBATa Ha u3cieaBane ¢ 34 excnepra, upe3 SWOT aHanu3 Ha CIOPTHU KITyOOBe,
HampaBeH B ,.Excnepmua kapma ~ 060cobeHn B Tpu rpynu. HanmpaBeHuTe 3aKkTl09eHNs TOTBBPXKIABAT cabocTuTe
B MApKETHUHIoBaTa Harjaca W aJlallTUBHOCT Ha M3CJICABAHUTE Kny6013e KbM TIIa3apHUTEC M3UCKBAHUA TIPpU
peanM3upaHe Ha CIOPTHATA JICWHOCT Ha YYCHHUIIHTE.

Kiro4oBu xymMu: cTpaTerus, CIOPTEH KIIy0, MApKETHHT, KOMYHUKAIIHH.

1 INTRODUCTION

Application of strategic approach to the activity of the sports club is a necessary prerequisite for communication
coordination and above all it means an analysis of the users, real and potential ones*2. Most of the data, required for
the development of the management strategy of the sports club are provided to the marketing department®. This data
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]
is collected in a marketing information system (MIS) and then, transmitted to the information system of the entire
business.

2. METHODOLOGY

The SWOT analysis is method applied in the sphere of the strategic marketing, Its complex nature allows us to
discover the opportunities for improvement of the activity of the analysed subject (in this particular case, the sports
clubs analyzed), by strategically planning and developing a system of managing and marketing activities”.
Proceeding from this, we set the goal to analyse the opinion of sports managers (chairpersons, deputy-chairpersons
and members of the management boards) and sports specialists (trainers and lecturers) on the role of the sports club
in the management of the competitive (professional) sport. Subject of the analysis were the Strengths and
Weaknesses, the Opportunities and Threats of the surrounding environment for the production structure (the sports
club) and the perspective for it in this aspect. Therefore, there are 4 possible situations within the process of method
application, which are specified in a matrix (table 1), Object of analysis were three handball clubs (Biliary HK,
Locomotive UK and Nove HK), which sectorial priorities comprise the provision of handball sports services to
school boys and girls from Veliko Tamovo district (Veliko Tamovo, Gorna Oryahovitsa and Svishtov). For the
period of their existence (between 6 and 11 years), these clubs developed their activity very well There are 2!
Specialists working in them ~~ on the pay-roll, part-timers and volunteers to the benefit of the society ~~ who
implement joint work with the handball sport federation. Though with difficulties their marketing policy creates
conditions for self financing,

3. ANALYSIS OF THE RESULTS

The analysis was done on the basis of a survey among 34 experts from the sports clubs, made in the form of an
Expert map (appendix), differentiated into three groups, The first group consisted of 6 experts from the three
handball clubs, who are actively performing managing and administrative, and trainers' activities. The second group
(22 experts) consisted of sports specialists (trainers and lecturers), working in. other sports clubs with subject: of
activity in the sphere of sports services. The expert managers and marketologists (6) composed the third group.

The results from the analysis were reported in table K as a summary and for the three clubs, individually; this was
done on the basis of the answers of the 33 experts. One of the matrices was not filled according to the requirements.
All data was collected into the marketing information system MIS and then submitted to the management bodies of
the handball clubs.

4. CONCLUSIONS AND RECOMMENDATIONS

The conclusions drawn hitherto confirmed the weaknesses in the marketing attitude and adaptability of the handball
clubs studied to the market requirements upon implementation of the sports activity of the school boys and girls.
The steps for elimination of the problems in the sports production structure - i.e. the sports club, consist in:

Table 1. Summarized conclusions from the SWOT analysis
WEAKNESSES STRENGTHS

insufficient popularity of the club and its sports
production - 47%

need of improvement of the qualification of some staff
members - 24%

partial problems in the planning of the sports process (no
group was set up to the Children and Youth Sports School of
the club) - 11%

- good management work by the president of the club
good and qualified personnel
- loyalty to the users of the sports service (sports players and
spectators)
optimal utilization of material resources

loyalty to the staff of the sports club -  maintaining
consistent and high quality of the service (sports activity)

there is a sluggish activity, and even a complete lack of
interest on the part of the management bodies for elaboration
of projects, aimed at improvement of the sports activity of
the school boys and girls - 19%.

a significant number of the people, who took the survey
gave other answers - 18%

- optimal utilization of the sports base - sports needs of the
school boys and girls are on the rise in the latest years, which
is a good prerequisite for the schools to take a more active
part in the organization and holding of their sports events

- answers, completely different from the other
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THREATS OPPORTUNITIES FOR DEVELOPMENT

- enhancing the quality of production on the part of the|- favorable location of the sports club near the schools.
competitive sports clubs. 53% express such concerns|Close to three-quarters of the people, who took the

for their club, survey - 71% underlined this option,

- seasonal decrease in the demand of the production, in| - channel for transfer of sports production (competitor)
the particular sport. 16% specified this, threat. in the country and abroad e ¢ 20%,

- probability of increasing the prices for transfer,| - 30 % of the people, who took the survey specified
which affects the budget of the sports club, the availability of funds for purchasing sports players
- other reasons. A significant portion of the people -|by the club.

15%, specified, this answer, - desire for transfers In the market to Your sports club

- existence of many modern alternatives (internet,|- 0%.

language, musical and other occupations) for the|- elaboration and approval of the sports calendar of
school boys and girls to fill in their free time, which|competitions - 23 %,

contradict their increasing sports needs - 34%. - 3% gave other answers

1. Elaboration and implementation of programme for expansion of the club activity by means of offering sports
services among other users from the employment and social groups, as well as among school boys and girls from
(smaller) populated places nearby the handball clubs,

2, Demand of suitable attractive forms for implementation of sports occupations.

3. Optimization of the organization and management - structure by means of analysis, not only by the marketing
manager, but also by the specialists, who plan the development of the general strategy of the entire sports
organization,

4, Utilization of complex approach for communications or ensuring coordination between all means of marketing
communications of the sports club,
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APPENDIX
EXPERT MAP
Dear Ladies and Gentlemen,
We'd like to thank you for your responsiveness in agreeing to take part in the present survey. We are confident of
your honesty and good will this survey is fully anonymous,
THANK YOU FOR YOUR PARTICIPATION.
1. The strengths of your sports club consist in the following characteristics, facilitating its operation and
increasing its competitiveness. These are:
a) Good management by the president of the club. b) Good and qualified personnel.
c) Loyalty to its users of the sports service (sports players and spectators).
d) Optimal utilization of material resources. €) Loyalty to the personnel of the sports club.
f) Maintaining of consistent and high quality of the service (sports activity).
g) Optimal utilization of the sports base. h) o
2. There are weaknesses of your sports club, hampering its adequate functioning in one way or another.
These are:
a) Insufficient popularity of the club and its sports production.
b) Need of improvement of the qualification of some members of the staff.
c) Partial problems in the planning of the sports process (no group has been set up at the Children and Youth Sports
School of the clubs). d) Others
3. The favourable opportunities for your sports club are those circumstances from the surrounding
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environment, which contribute to the achievement of the goals of the club. These are:
a) Favourable location of the spoils club near schools.

b) Channel for transfer of the sports production (competitor) in the country and abroad.

c) Availability of funds for purchasing of sports players by the club.

d) Desire for transfers on the market to your sports club.

4 The threats are any current or future conditions or changes in the external environment, which affect or
will affect the activity of your sports club. These are:

a) Enhancing the quality of the production on the part of the competitive sports clubs.

b) Seasonal decrease in the demand of the production, in the particular sport;

c) Probability of increasing the prices for transfer, affecting the budget of the sports club,

5. Which of the tools listed below for the promotional (communication) policy you use in your sports club?

a) Direct advertisement in the post boxes; b) television;

c) Radio; d) advertisements in the newspapers; e) internet,

6. Cart the brand “Your sports club (name of the club)" be used for other product groups (scarf, hat badge,
etc.) bearing the logo of clubs?

a) yes; b) no; C) no opinion;

7. Can you do price differentiation for the users of your sports product (teams) and in what way? (more than
one answer is possible)

a) Rather yes b) rather no; ¢) club cards; d) Fan club;
e) Variation, of tariffs correspond log to the social status of the users f)

8. Does your sports club need an efficient advertisement?

a) Rather yes; b) rather no; C) no opinion,

9. What are the well substantiated objectives of your advertisement campaign? These can be (more than one
answer is possible).

a) Promoting a new team; b) Change of the price structure of sales;

c¢) Reminder advertisements; d) charity;

e) Forthcoming sports event with the participation of your team;

f) Management of relations with the spectators; g)other: ..............

10. Does the crisis affect your sports club?

a) Yes, tangibly; b) slightly; ¢) not at all; e) what crisis?

11. Are you optimist as to your finances in the current year?

a) yes b) rather yes C) no; d) rather no.

12 Do you try to attract new competitors to your sports club from your competitors?
a) yes; b) rather yes; C) no; d) rather no,

13. Would you use the opportunities for sales of other products (accessories, additional services, etc.) to your
fans?

a) yes, of course; b) only, if there is a demand; c) not at all.

14. Isyour club's strategy related to the launch of a new product (competitor, team) to the current market
(District, Regional, Republican, International sports competitions and competitions in ... for the Cup of..., etc.)

a) yes; b) rather yes; c) no; d) rather no.

Personal data: 15, Specialty- ...........ccooiiiiiiiiii ;

16, Position in the Sports Club -...........cccvee.. 17, Experience (in the sports)..................
18. Sport-.....cccccevveiee ; 19. Gender- M/F

1. YBona: [Ipuaranero Ha cTpaTern4ecky Mmojaxo/] B AeHHOCTTa Ha CHOPTHHA KiTy0a € He00X0IMMO YCIIOBUE
3a CBIJIACYBaHOCTTA Ha KOMYHMKAI[MMTE M O3HAYaBa, IPEIM BCUYKO, aHAIN3 HA IOTPEOMTENHTE, PETHH M
IIOTCHIIUMAJITHU 1'2. Ilo-ronsimaTa yacT OT JAHHUTC, HCO6X0)II/IMI/I 3a pasBUTUCTO Ha CTpATCrudTa Ha YIPABJICHUEC Ha
CIOPTHHS KIy0 ca MNpPeJOCTABEHH HA OTAENa 10 MapKeTwHr . Tesd JaHHM ce CHOMpaT B MapKeTHHIOBa
nHpopmannonHa cuctema (MHUC) u cien ToBa ce mpexasat B HHGOpMAIIOHHATA CHCTEMa Ha [enus OU3Hec.

2. Meronuka. SWOT aHanu3bT € MeETOJ, HpuiaraH B 00NacTra Ha CTPATErHYECKHs MapKETHHT.
KoMmnekcHuAT My XapakTep IO3BOJIIBA Ja €€ DPA3KpUAT BB3MOMKHOCTU 32 YCBBBPILIEHCTBAHE [EHHOCTTA Ha
n3ciieBaHusl CyOeKT (B KOHKPETHHS Cilydail M3cCiieIBAHMTE CHOPTHH KiIyOOBe), KaTo ce IUIaHWpa W pas3BHE B
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CTpaTern4ecky IUIaH CHCTEMa OT YIPABJICHCKHM W MapKeTHHTOBH JeicTBHA . VI3X0KIalKu OT Ta3u MO3WIMA, CH
MOCTaBUXME 3a IeJI JIa aHaJIM3UpaMe MHEHHUETO Ha CIIOPTHH MEHHUKBPH (Ipe/ice/IaTeNn, 3aMeCTHUK-TIpeJIceJaTeNn
U WICHOBE Ha YNPABUTEIHUTE CHBETH) U CHOPTHH CIEIHAINCTH (TPEHBOPH U MPENOAaBATEIN) OTHOCHO POJIsiTa Ha
CHOpPTHHS KiIy0 B yNpaBJEHUETO Ha chcTe3arenHus (mpodecronaneH) cnopt. IIpeqmer Ha anann3a 0sixa CHITHUTE
(Strengths) u cnabure (Weaknesses) ctpanu, Ha BB3MOkHOocTHTe (Opportunities) u 3ammaxurte (Treats) or
oOKpBKaBalara cpeaa mpej MpOU3BOJACTBEHATa CTPYKTypa (CIOPTHUS KiIy0) M HepcleKTHBaTa Ipel Hesl B Ta3u
nocoka. ETo 3amo B nporieca Ha NPHIIOKEHNE Ha METO/a ca Bb3MOXKHH 4 CUTyaIllH, KOUTO ca OTPa3cHU B MaTpULa
(tabmuma 1). O6exT Ha aHanmu3 Osixa Tpu xapmdamxan xiyda (XK ,bomapu”, XK ,,Jlokomotns” u XK ,,Hose” ),
KOHTO NPHOPHUTETHO B CBOSATA 00JIACT Ca OPUEHTHPAHHU B NPEUIaraHEeTO HA CIIOPTHH YCIYTH IO CIIOPTa XaHAOal Ha
yaenurnm ot obmact B. TspHoBO (B. THpHOBO, I'. OpsixoBuma n CBuimoB). 3a meprosia Ha CBOETO CHIECTBYBAaHE
(Mmexnmy 6 u 11 r.) kimyboBeTe pazBuxa MHOTO AoOpa aeiHOCT. B Tsax paboTaT kaTo mIaTHH, XOHOPYBaHW M Ha
oOmecTBeHH Hayana 21 crenuanncTd, KOMTO OCBINECTBSABAT ChbBMECTHA IEHHOCT CHC CIIOPTHATa (enepanus 1o
xaHn0an. MapkeTHHroBaTa UM HOJIMTHKA, Makap U TPY/JHO, Ch3JlaBa YCJIOBUsI Jia ce caMO(pUHaHCHPaT.

3. Anaau3 Ha pe3yararure. AHanU3bT O M3BBPILEH BHPXY OCHOBATa Ha M3cienBaHe ¢ 34 ekcliepTa Ha
CIIOPTHU KiIyOOBe, HampaBeH B ,,Excnepmna kapma ” (npwioxenue ), obocobenu B Tpu rpymnu. IIbpBara,
BKJIIOYBamie 6 eKcrepra OT TpUTE XaHNOATHM Kiyba, KOMTO Ce€ 3aHMMaBaT aKTHBHO C YIIPaBJICHCKO-
aJIMHHUCTpAaTHBHA U TPEHbOPCKa JieWHOCT. BTopaTa rpyna (22 excriepra) Oelle chcTaBeHa OT CHOPTHH CHELUATHCTH
(TpeHBOPH W TpemojaBaTesd), pabOTel[ B APYrHd CIOPTHH KIyOOBE C MpeaMeT Ha JIeHHOCT B cdepata Ha
croptHHTE yciayru. ExcriepTuTte MEHHIUKBPU B MapKeToso3u (6) oopMuxa Tperara rpyma.

Ananmm3bT O oTueTeH B Tabmuma | 00obmeHo u 3a Tpute Kiryba. ToBa Oe HampaBeHO, KaTO M3MOJI3BaXMe
otroBopure Ha 33 excriepTd. Eqna oT mMaTpuiire He O6¢ MombIIHEHa CIOPE N3UCKBAHUAITA.

Hanaure ce cpOupar B MapkeTuHroBa HH(popmaruonHa cucrema MUC m cpex ToBa ce mpenaBaT Ha
PBKOBOZICTBAaTA HA XaHAOAIHUTE KITyOOBE.

4. MzBoam M mnpenopbku. HampaBeHuTe IOTYK 3aKJIIOYEHHMsl TIOTBBPXKJIABaT CcIa0OCTUTE B
MapKeTHHIOBaTa Harjlaca M aJanTHBHOCT Ha W3CJIeJIBAHUTE XaHIOAIHU KIIyOOBE KbM Ia3apHUTE M3UCKBAHHS MPU
peaiM3upaHe Ha CIIOpTHATA JWHOCT Ha YYCHUIIHTE.

CThIIKUTE 32 OTCTpaHsBaHEe Ha MPOOJIEMHUTE B CIIOPTHO-TIPOU3BOJICTBEHATa CTPYKTYpa — CHOPTEH KiIy0 ce
n3passBaT B:

Tabnuya 1. Obobwenu uzgoou om uzsvpuwenuss SWOT ananus
C/IABH CTPAHH CHJ/IHH CTPAHH

- HEJIOCTAThYHA TOMYJIIPHOCT Ha KIy0a U HeroBaTta
cropTHa poaykuus - 47%

- HE0OXOAUMOCT OT IMOA0OpsBaHE HA
KBaU(UKANKATA HA HIKOU KaJ[pU OT TIEPCOHAA Ha
- 24%. .

- YaCTHYHU MPOOJIEMH B IUIAHUPAHETO HA CIIOPTHHS
nporiec (ae e chopmupana rpyna kem FOLL Ha
kiy6a) - 11%

- CBINECTBYBA CJla0a aKTUBHOCT, a HAKB/IC U ITbJIHA
HEH3aHTEPECOBAHOCT Ha PHKOBOJICTBATA MIPU
pa3paboTBaHETO HA MPOCKTU, HACOUCHH KbM
oJI00psIBaHE Ha CIIOPTHATA AKTUBHOCT Ha
yueHunute - 19%.

- IPYTH OTTOBOPH Ca JIAJIA 3HAYUTEITHO TOJISIM Opoi
ot aHkeTupanure — 18%

- 100Bp MEHHDKMBHT OT CTpaHa Ha NMPE3UJICHTa Ha
Kiyba

- 10OBp U KBANH(HUIUPAH NEPCOHAT

- JIOSITHOCT KBbM CBOUTE ITOTPEOUTEINN Ha CIIOPTHATA
ycryra (CIOPTUCTH U 3PUTEIN)

- ONITUMAJTHO M3IOJI3BaHe Ha MAaTePUATTHUTE
pecypcu

- JIOSJTHOCT KBbM IIEPCOHANA Ha CIIOPTHHSA KIIy0

- NOJIbpKaHe Ha MOCTOSIHHO M BUCOKO KaueCTBO Ha
yciyrarta (CIiopTHa AeHHOCT)

- OIITUMAJTHO M3MO0JI3BaHe Ha copTHaTa Oa3a

- CIIOPTHHUTE NOTPEOHOCTH HA YUCHUIIUTE HapacTBaT
IIpe3 TMOCJIEAHNTE TOJUHHU, KOETO MpEeACTaBIsIBa
J00pa npeAnocTaBKa yYHinIaTa Jia y4acTar Io-
aKTMBHO B OpPTaHM3MpPAaHE U NMPOBEKAAHE Ha
TEXHHUTE CHIOPTHH 3aHUMaHUs

- OTTOBOPH PA3JIMYHU OT OCTaHAIUTE
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SAINTAXH BBb3MOKHOCTH 34 PA3BBUTHE
- 3aCHJIBaHE HA KaYeCTBOTO HA MPOIYKIHATA OT - OIaronmpUATHOTO PA3NOI0KEHNE HA CIIOPTHUS
CTpaHa Ha KOHKYPEHTHHTE CIIOPTHH KityboBe. 53% Ki1y0 B O1m30CT 10 ydeOHHM 3aBenieHus . bimzo tpu
MMaT Te3U OMACeHHUs 3a CBOs KIIyO. YEeTBBPTH OT aHKeTUpaHure, 71% ca moguepranu
- CE30HHO HaMaJsiBaHe Ha THPCEHETO Ha Ta3u Bb3MOXKHOCT.
MIPOJXYKLUATA B KOHKPETHUs cliopT. 16% ca s - KaHaJl 3a TpaHc(ep Ha CIIOPTHA MPOAYKIHS
TIOCOYMJIU. (cecTe3aren) B cTpaHaTa U B uyxOuHa ¢ ¢ 20%
- BEPOSITHOCT OT YBEJINUaBaHE Ha IECHUTE 32 - HaJIMYMe Ha CPE/ICTBA 32 3aKyIlyBaHe Ha
TpaHcgep, KOeTo ce 0Tpa3siBa Ha OI0KeTa Ha CIIOPTHCTH OT KiIyOa ca mocouwiu 30 %
CHOPTHHSA KITyO. aHKETHPaHU.
- apyru npuauHA. OTTOBOPHIIUTE 10 TO3H HAYHH - KeJaHue 3a TpaHcdepy Ha nma3apa KbM Bamms
ca 3HaYuTeNHa n3BagKka — 15%. cnopteH kiryo — 0%.
- CBIIECTBYBAaHETO Ha MHOTO CbBPEMEHHHU - pa3pa0boTBaHe U yTBBP)KIABaHE Ha CIIOPTCH
aNITepHATHBH (MHTEPHET, €3UKOBH, MY3UKAITHA 1 KaJeHaap ot chere3anus — 23 %.
JPYTU 3aHUMaHUS U Ip.) MIpe]] YISHHUIUTE 3a - IpyTU OTroBoOpH ca faiu 3%
OIIOJI30TBOPSIBaHE HA CBOOOTHO UM BpEME, KOETO
BJIM32a B IPOTUBOPEYHE C TEXHUTE MOBUILABAIIH CE
criopTHU noTpedHocTr — 34%.

1. PazpaboTBane 1 BHeApsBaHE Ha IporpaMa 3a pasllUpsiBaHE Ha JEHHOCTTa Ha KiyOa 4pe3 IpeajaraHe Ha
CHOPTHH YCIIYTH Cpell APYTH TPYIOBO-COLHUAIHM TPYNH HOTPEOUTENN, KAKTO M Cpel YUCHHIUTE B ONU3KU (IIO-
MaJIK{) HaceJIeHH MecTa J0 XaHA0alHUTe KiTyOoBe.

2. TppceHe Ha MOIXOSIIY aTPAKTHBHU (JOPMH 32 peau3upaHe Ha CIIOPTHH 3aHUMaHUSI.

3. OnTuMu3MpaHe Ha OpPraHU3aLMOHHO-YIpaBJICHCKAaTa CTPYKTypa C aHajluM3, HE caMO OT MEHHWIKbpa II0
MapKEeTHHT, a ChIIO TaKa OT CIIEIHATUCTUTE, KOUTO ITAHUPAT Pa3BUTHETO Ha 00IaTa CTpaTerys Ha IsjiaTa CopTHa
OpraHu3aIys.

4. 3non3BaHe Ha KOMIUIEKCEH ITOIXOJ Ha KOMYHHKAILMH WIM OCHUTYpsIBAHE Ha CHIVIACYBAHOCT MEXKIYy BCHUKH
CpeAcTBa Ha MAapKETHHTOBH KOMYHHUKAIlMU Ha CHOPTHHSA KIIyO.

Jumepamypa:
[1] Aucodd, . Crparernueckoe ynpasierue:Cokp. nep. ¢ auri. / Hayu. pen. u aBt. npeauci, JI. Y. Esenko. M.,
3koHomuKa, 1989
[2] KpnueBa, E. KomyHUKaTUBHI U3MEPEHUS HA CIIOPTHOTO cheTe3anue. Jucepranus, B.T., 2011.
[3] oJi0oB, b. OcHoBu Ha MapkeTHHTa B criopTa. Monorpagus. C., 2008.
[4] Ace C. Promotional Practice. The Chartered Institute of Marketing. UK. Butterworth-Heinemann Ltd, 1995.

ITPU/IOKEHHE
EKCIIEPTHA KAPTA
YBaxkaemMu JaMH M rocroja,
Brnaromapum Bu 3a oT3MBUMBOCTTA [1a y4acTBaTe B HACTOSIIETO HU3cienBaHe. Hue cme yOeneHH BEBB
Bamara cepuo3HoOCT U 0OposKenaTeTHOCT. AHKeTaTa € aHOHHMHA.
BIIAT'OJAPUM BU 3A YUACTHUETO.
1. Cwiaute cTpann Ha Bamms crooptHHs Kiy0 ce u3pas3sBaT B Te3W HETOBH OCOOCHOCTH, VIICCHSBAIIN
(YHKIIMOHUPAHETO U YBEIMYaBAIIN KOHKYPEHTHO criocoOHocTTa My. Te ca:
a) 100Bp MEHUIDKMBHT OT CTPaHa Ha MPE3UICHTA Ha KiTy0a
0) 100Bp W KBaTUPUITUPAH TIEPCOHAI
B) JIOSITHOCT KbM CBOWTE TIOTPEOUTENN HA CIIOPTHATA yCiyra (CIIOPTHCTH M 3PUTEIHN)
') ONTHUMAJTHO U3TIOJI3BaHE HA MATEPUAITHUTE PECYpCH
) TOSUTHOCT KbM TIEpCOHAIa Ha CIIOPTHHSI KITyO
€) Mo IbprKaHe Ha MMOCTOSTHHO M BUCOKO Ka4eCTBO Ha yciryrara (CIIopTHA JeHHOCT)
) ONITUMAITHO M3MOI3BAHE HA CIIOPTHATA 0838 3) ..uuutnrttenttantenttantatetaneaneeeneaneneanenenenns
2. Crabure cTpanu Ha Bamms criopTeH Kiry0 ce sSBSBaT, BB3IPEISITCTBAIIN HETOBOTO ITBJIHOIIEHHO (DYHKIIMOHUpaHE
10 €IMH WK Apyr HauuH. Te ca:
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a) HeIOCTAaThYHA HOITYJIPHOCT Ha KiTyGa M HeroBarta CIIOpTHA NPOAYKLIHS

0) He0OXOMMOCT OT NOAOOPsBaHEe Ha KBAIM(UKAIMATA Ha HIKOU KaJpH OT IIepcoHaja

B) YaCTW4HHU IPOOJIEeMH B IUIAHUPAHETO Ha cropTHUs npouec ( He e cdopmupana rpyna keMm IO Ha
10100 ) B ) 19111 0 SO
3. bnaronpusTHUTE BB3MOXKHOCTH 3a Bamms criopTeH Kiy0 ca Te3u 00CTOSTENCTBAa OT OOKpBXKaBallaTa BBHIIHA
cpeza, crioMaraiiy 3a IIOCTUTaHeTo Ha IeauTe Ha kiyOa. Te Ousar:

a) OJIATOIPHUATHOTO PA3IIONOKEHHE Ha CI. KITy0 B OIM30CT 70 y4eOHU 3aBEICHIS,

0) xaHai 3a TpaHc(ep Ha CIIOPTHA MPOAYKIHS (ChCTE3aTeN) B CTpaHaTa M B TyKOHHA;

B) HaJMYUE HA CPE/ICTBA 32 3aKyITyBaHE Ha CIOPTHUCTH OT KIIy0a;

T') )KEJaHWUTE 32 TpaHCPEepH Ha Ma3apa KbM Bamist CHOPTEH KITY0; /) APYTH. . .ouuenenineeneananeanenne.
4. 3amraxuTe ca HACTOSIIUTE WIM OBACIIM YCIOBHS WIIM NPOMEHU BHB BBHINHATA Cpela, KOUTO BB3ICHCTBAT HIIH
e BB3ICHCTBAT BBPXY AeHHOCTTa Ha Bammms ciopren kiry6. Tosa ca:

a) 3acHJIBaHE Ha Ka4eCTBOTO HA MPOAYKIHATA OT CTpaHa Ha KOHKYPEHTHHUTE CIIOPTHU KITyOOBE;

0) ce30HHO HaMaJIsIBaHE Ha ThPCEHE Ha MPOAYKIHATA B KOHKPETHHS CIIOPT;

B) BEPOSITHOCT OT yBEJIMYaBaHE Ha IICHUTE 3a TpaHcdep, oTpassiBal ce Ha OrojpKeTa Ha CIIOPTHUS KITyO.
5. Kou ot m3bpoeHute 1o 10y MHCTPYMEHTH 32 NPOMOLMOHAIHMS (KOMYHUKAaTUBHA) MOJUTHKA W3MOJI3BATE BHB
Barust ciopten kiy6?

a) TMpEeKTHA peKjaMa B MOMICHCKUTE KYTHUH; 0) TeneBU3N;

B) pamo; T') 00SIBY BbB BECTHHIINTE; Il) THTEPHET.
6. Moxe 11 MapkaTa ,,Bamusar cnopteH kiyO(HazBaHWe Ha Kiy0a)” Ja ce M3IOJI3Ba 3a JPYrH MPOAYKTOBH IPYIH
(mau, mamnka, 3Ha4Ka U JIp.) ¢ JIOTOTO Ha Kiryba?

a) na; 0) He; B) 03 MHCHIIC;
7. Mosxe 1 J]a HalpaBUTe LeHOBa MudepeHnHanus 3a nmorpedurenure Ha Bamms cropTeH npoaykr (oT6opure) u
0 KaKbB HaYMH? (OTTOBOPUTE MOXKE J1a Ca II0OBEYE OT SJIMH)
a) 1o - CKopo ,,a1a” 0) 1o - ckopo ,,He”; B) KIyOHH KapTy;T) ,,Den” Kiyo;
1) pazHoOOpazue B Tapu(uTE OTTOBAPSIIN Ha COLMAIHUS CTATYC HA TIOTPEOUTEIUTE €) ..vovenenenerananinennnnnnnn.
8. Hy:xknae jiu ce BamusaT criopTeH Kiay0 oT e)eKTHBHA pekiiama?

a) Mo CKOpo ,,1a”"; 0) 1o ckopo ,,He”; B) Oe3 MHEHHUE.
9. KakBu ca nenure, conuaHo o0OCHOBaHM, Ha Bamara pexinamHa kammanus. Te morar aa ObaaT (OTroBopuTe
MOe J1a ca II0BeYEe OT SJIMH)

a) JaHCUpaHE HA HOB 0TOOD;

0) mpoMsiHa Ha [ICHOBATa CTPYKTypa Ha MPOAaKOUTE;

B) HAITOMHSIIH PEKIIAM; ) OJIarOTBOPUTEITHOCT;
JI) TpeACTOAIIa CIOPTHA IPOsiBa ¢ ydacTue Ha Bamr ot6op;
€) MEHUDKMBHT Ha BPB3KUTE CHC 3PUTCIUTE; K) OPYTH: e eveeannnnnn,
10. Ycema nu Bamust criopTeH kiyo kpusara?
a) a, ocezaeMo;  0) ChBCEM JIEKO; B) He, U3001110; ) KakBa Kpuza?
11. OntumucTH JK cTe 3a GUHAHCUTE CH Ipe3 HacTosaTa roJuHa ?
a) na 6) mo ckopo ,,aa” B) HE T) 10 CKOpO ,,He”.
12. . OnutBate 1 ce 1a MPUBJIEYETE HOBU ChCTE3aTENH BbB Bamusar ciopTeH Kiiy0d OT KOHKYPEHTHTE:
a) 1a; 6) 1o - ckopo ,,i1a”; B) HE; T) 1O - CKOPO ,,HE”.

13. BuxTe 1M W3MON3BAIM BH3MOXXHOCTHTE 3a MPOJaXOM HA APYTH NPOXYKTH (IPHHAIUISKHOCTH, AONBIHUTEIHH
yCIIyTH | Ap.) Ha Bammre ,,peHOBE™?

a) na, pasbupa ce; 0) camo TIpH ThpPCEHE; B) HE, H3001I0.
14. Bamara kimyOHa cTpaTerdst cBbp3aHa JM € C ITyCKaHETO Ha HOB NMPOAYKT (ChCTe3aTel, 0TOOp) Ha HACTOSIIUS
nazap (OOnmactHu, 3oHanHHM, PermyOnukaHckn, MexXIyHapoJHN CHOPTHH CHCTE3aHUS W CHCTE3aHUS IO ...... 3a
Kynara na ...., u 1p.)

a) 1a; 6) 1o ckopo ,,1a”; B) HE; T) IO CKOpO ,,He”.
Juunu oannu: 15, CIEMUATHOCT —  ivvveiiiiiiiieeinnnns. ;
16. dnbxuoct B CK — ; 17. CTax (CTIOPTEH) —..vvevrennenennnns

18. Coopt — 19. ITon — M/ XK
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