Marketing Management Department


Course Syllabus





COURSE CODE/TITLE:	MARKSPO (Sports Marketing)


PRE-REQUISITE:  		MARKET1


TYPE OF COURSE:  		major course (for Sports students only)


FACULTY: 			Mr. Renato S. Esguerra


TERM/TIME/ROOM:		3T, SY 2000-2001/1300-1430 TH/L110


COURSE DESCRIPTION:


	This course teaches the students how the principles of marketing are applied in various sports and sports-related products, services, and events. The learning process culminates in the writing of a sports marketing plan, the equivalent of a marketing plan for goods and services. At the end of the course, students are briefed on the various job opportunities open to those who have taken the course, regardless of their major.





COURSE OBJECTIVES:





To understand the general principles and concepts in marketing.


To know how these principles and concepts are applied in marketing sport and sport-related products, services, and events.


To be able to write a plan to market a sport or a sport event.


To know how to manage a sport event.





VALUE AIMS:





To develop appreciation of the contribution of a sport activity to the physical, mental, and moral well-being of an individual.


To understand the role of the promotion of sport in a corporate, in a community, and in an international setting to help create a more humane society.


To encourage practice of sportsmanship in general.





TOPICAL OUTLINE AND BRIEF DESCRIPTION:
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The Marketing Concept.  Introduction to the basic principles and concepts in marketing.





The Marketing Mix.  Detailed discussions on the marketing mix:  product, place, promotion and price.





The Nature of Product. What makes a product:  its physical, chemical, and psychological features.





Between Product and Service.  A product is differentiated from a service, with samples and illustrations.





The Market and the Competition.   The meaning of market:  definitions, concepts, illustrations, variations and its dynamism.  Events that compete with sports.





The Media.  The meaning of media:  their role in marketing products and services.





Marketing Research.  Its meaning, how it is done, and its role in marketing.





Sport as Service.  Understanding all sport activities and how each can be managed and marketed effectively.





The Venue of Sport.  The proper selection of a place or venue for holding a sport event or activity; its implications.





The Pricing of the Sport.  Establishing the economics of a sport event or activity; how to price the ticket to a sport event.





The Promotion of Sport.  How to create a public interest in a sport event or activity so that it can succeed physically and financially





The Sport Marketing Plan.  How to write a marketing plan for a sport event or activity.  Points to consider.





The Marketing Plan and Its Defense.  At the end of the course, the students should be able to present a marketing plan for their chosen sport and defend it before a panel of marketing faculty members.�
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OTHER REQUIREMENTS:





Quizzes:	At least three during the first half of the term; and another three during the second half.


Reading of the sports pages of the daily newspapers, and Philippine and foreign sports magazines.


Watching TV coverage of national and international sport activities and events.


Individual and group reports on selected sports.


Visits to websites on the Internet of various national and international sports associations.








	


ASSESSMENT/EVALUATION:





		MIDTERM					FINAL





Class Standing			30%		Class Standing			20%


Quizzes			20%		Quizzes			20%


Reports/Cases			30%		Reports/Cases			20%


Midterm Exam			20%		Sports Marketing Plan		20%


						Final Exam			20%


			        ----------					        -----------


			           100%					          100%





Computation of Final Grade:





Midterm Grade + Final Grade


-----------------------------------------     =    Overall Final Grade


	        2	





TEXT/MATERIALS/ REFERENCES:





Kotler, Philip. 2000. Principles of Marketing. Prentice Hall, USA.





Juico, Philip Ella. 2000. Sports Governance. De La Salle University Press, Manila.





Shank, Matthew D. 1999. Sports Marketing. Prentice Hall, USA.














Prepared by:





Renato S. Esguerra


Assistant Professor of Marketing, DLSU


October 12, 2001
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