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Abstract

Given the limited body of research on innovative marketing in sports clubs and the need for
these organizations to adapt to technological advancements and an increasingly competitive
environment, this study aimed to develop an innovative marketing model for sports clubs using
a grounded theory approach. The participants comprised 15 experts in sport management and
sport marketing, including university faculty members, sports club managers, and coaches, who
were selected through purposive sampling. Data were collected through semi-structured
interviews. The researchers reached theoretical saturation after the thirteenth interview;
however, two additional interviews were conducted to ensure the stability of the emerging
categories and to confirm that no new concepts were identified. Data were analyzed using the
Strauss and Corbin (1998) grounded theory framework through three stages: open, axial, and
selective coding. To ensure the trustworthiness of the findings, the criteria of credibility,
transferability, dependability, and confirmability were examined. The findings revealed that the
innovative marketing model for sports clubs consists of six major components: the central
phenomenon (innovative marketing); causal conditions (innovative leadership, competition,
technological advancements, and awareness of marketing trends); contextual conditions
(demographic changes, the institutional environment, and the economic environment);
intervening conditions (strategic partnerships, cultural dynamics, internal capabilities, and
social media); strategies (implementing innovative ideas, designing campaigns tailored to
consumer behavior, and developing targeted marketing plans); and consequences (economic,
market-related, brand and marketing communication, cultural, and social outcomes). By
emphasizing innovation, understanding consumer behavior, strengthening stakeholder
networks, and leveraging emerging technologies, this model provides an effective framework
for enhancing organizational performance, promoting financial sustainability, and
strengthening the competitive position of sports clubs.

Introduction
Local sports clubs and fitness centers, as some of the most important providers of sport and
fitness services, have in recent years faced an increasingly competitive environment
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characterized by rapid technological advancements, rising customer expectations, and changing
consumer behavior. Under such conditions, reliance on traditional marketing approaches, such as
outdoor advertising or word-of-mouth marketing, is no longer sufficient to attract and retain club
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members. Consequently, managers of these organizations are compelled to adopt innovative
approaches that create customer value, establish competitive advantage, and strengthen long-term
relationships with their members.

Marketing innovation refers to the implementation of novel marketing methods in service
design or packaging, pricing, distribution, promotion, and customer relationship management
with the aim of enhancing customer value and improving organizational performance. A review
of the sport management literature indicates that previous studies have primarily focused on
isolated dimensions of innovative marketing, such as service innovation, sensory marketing,
marketing communications, or marketing strategies. However, no comprehensive model has yet
been proposed to explain the relationships among the causal conditions, contextual conditions,
intervening conditions, strategies, and outcomes of innovative marketing in sports clubs.

Accordingly, the present study seeks to develop a comprehensive model of innovative
marketing for sports clubs by examining the multiple dimensions of this phenomenon. Such a
model can assist sports clubs in adapting to dynamic and competitive environments, enabling
them not only to sustain their operations but also to achieve a sustainable competitive advantage
through networking and by fostering deep, enduring relationships with their target audiences.

Research Question(s)
What is the process of innovative marketing in sports clubs?

Methodology

This study employed a qualitative research design with an applied purpose, using the grounded
theory methodology based on the systematic approach of Strauss and Corbin (1998). The study
population consisted of two groups of experts: (1) owners and managers of private sports clubs
with practical experience in the management, marketing, and service development of sports clubs;
and (2) faculty members and researchers in sport management and sport marketing with academic
expertise and research experience in marketing, innovation, and the management of sport
businesses. Participants were selected through purposive sampling, and data collection continued
until theoretical saturation was achieved. Semi-structured interviews, each lasting approximately
25-35 minutes, were conducted to collect the data. The interview data were analyzed using the
Strauss and Corbin systematic grounded theory approach, following three sequential stages of
open coding, axial coding, and selective coding to identify concepts, establish relationships
among categories, and develop the final theoretical model.

Results

The findings revealed that innovative marketing in sports clubs is shaped by a set of causal
conditions, including innovative leadership, competition among sport businesses, technological
advancements, and awareness of emerging marketing trends. In addition, contextual conditions—
comprising the institutional environment, economic environment, and demographic, cultural, and
social changes—provide the foundation for the implementation of this approach, while
intervening conditions, such as media, strategic partnerships, and technology, facilitate its
successful execution. Based on these conditions, sports clubs can adopt strategies including the
implementation of innovative ideas, creative branding, a stronger focus on customer experience,
the expansion of digital marketing, the design of audience-oriented marketing campaigns, and the
development of targeted marketing plans. These strategies can lead to a range of positive
outcomes, including increased revenue, enhanced brand value and reputation, greater customer
satisfaction and loyalty, improved attraction of investors and sponsors, strengthened corporate
social responsibility, and the achievement of sustainable competitive advantage. Overall, the
findings suggest that innovative marketing is a multidimensional and systematic process that
emerges from the interaction of organizational, environmental, and technological factors.
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Discussion

This study demonstrates that innovative marketing is not merely a communication strategy but an
organizational capability emerging from the dynamic interaction of innovative leadership,
technological readiness, environmental conditions, and customer-oriented strategic actions. The
findings indicate that integrating digital technologies with value creation, customer experience
management, and strategic partnerships enables sports clubs to strengthen their competitive
position, improve financial sustainability, and build long-term relationships with stakeholders.
These insights contribute to the growing literature by providing an empirically grounded
framework for understanding how innovative marketing can be operationalized within sports
organizations.

Conclusion

The findings of this study indicate that innovative marketing in sports clubs is a multidimensional,
dynamic, and systematic process that emerges from the interaction of causal, contextual, and
intervening conditions, together with the strategies adopted and the resulting outcomes.
Accordingly, the successful implementation of innovative marketing extends beyond the adoption
of advanced technologies or the execution of promotional campaigns. Rather, it requires
innovative leadership, an understanding of evolving market dynamics, the effective utilization of
digital technologies, responsiveness to changing customer needs, and the establishment of
supportive institutional and economic infrastructures. Furthermore, the findings suggest that
sports clubs adopting a data-driven, customer-oriented, and creative approach—through strategies
such as creative branding, digital marketing development, service personalization, and the design
of targeted marketing programs—are better positioned to create superior customer value and
achieve a sustainable competitive advantage.

Keywords: Sports marketing, technological advances, consumer behavior, social media,
innovation
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