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Nearly six decades ago, McCarthy (1960) introduced the four P’s of marketing, a conceptual framework for 
marketing practice. Traditionally referred to as the marketing mix (Kotler, 2000), the four P’s consist of product, 
price, place, and promotion. Since its introduction, professionals and academics, including those within sport 
marketing, have embraced the marketing mix. However, the traditional marketing mix was developed in an older 
marketplace that was not impacted by things such as rapid growth in technology and mass globalization. 
Acknowledging that sweeping shifts in the modern marketplace have changed marketing and consumer behavior, in 
this presentation we introduce a modern marketing mix for sport management, adapted from Fetherstonhaugh 
(2009). 
 
Literature Review 
 
The traditional marketing mix is defined as, “a set of marketing tools that the firm uses to pursue its marketing 
objectives in the target market” (Kotler, 2000, p. 9). The product element of the marketing mix may be tangible (a 
good) or intangible (a service), either of which is produced by an organization to satisfy consumer needs, wants, or 
desires. Price is the amount a consumer pays for a product, and the only revenue-producing element of the 
marketing mix. Within sport, the place component of the marketing mix refers to the distribution channels by which 
consumers receive the product (e.g., Amazon, StubHub), and the facilities where a sport event is produced and 
consumed. Promotion is the communications element of the marketing mix, enacted to generate awareness, interest, 
and ultimately drive consumers to action. It often includes tactical decisions regarding advertising, publicity, and 
sales promotions. 
 
While the four P’s have been the cornerstone of traditional marketing education and practice, Fetherstonhaugh 
(2009) of Ogilvy & Mather suggested the traditional marketing mix is outdated. Since the traditional marketing mix 
was introduced in 1960, technology has drastically changed society, and consequently influenced the way individuals 
consume products, including sport (Hutchins, 2011). Sport marketing professionals today must acknowledge how 
the rapid growth of technology has changed the way sport consumers utilize goods and services, thus necessitating 
an adjustment in the way the marketing mix is conceptualized. Responding to this need, we introduce the four E’s, a 
modern marketing mix for sport that includes experience, exchange, everyplace, and evangelism. We propose that 
the new elements of the marketing mix should be integrated into marketing plans to reflect the modern marketplace. 
 
The Four E’s: A Modern Marketing Mix for Sport Experience 
 
In the modern sport marketing mix, product is replaced by experience. Increasingly in sport, consumption is rarely 
limited to individuals obtaining the benefits of a single product to satisfy needs, wants, or desires. Instead of 
thinking of a single game as the product, for example, consumers value their overall experience or journey with an 
organization (Funk, 2017). Experience acknowledges the unpredictability and intangibility of sport, and the multiple 
touch points involved. This experience often encompasses many years, from when consumers first learn of a sport 
organization through the duration of their tenure as a consumer with the organization. In addition to attending a 
sport event, experience includes visiting the organization’s website and social networking sites, and using relevant 
mobile applications. Successful sport marketing today requires organizations to consider the full breadth of the 
consumer experience instead of promoting the benefits of a single good or service. 
 
Exchange 
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From a marketing perspective, considerations of price have far less to do with how much consumers are charged for 
a product, and more to do with consumers’ perceived value of the product. Obviously, price itself matters for 
revenue generation, but consumers seldom care about a company’s revenue generation more than they do about 
their own experience with the product. In implementing the exchange component of the modern marketing mix 
into sport marketing activities, organizations should consider the value consumers are receiving for the cost 
associated with consuming their product. Considerations of value-to-price could be addressed via marketing 
research with consumers.  
 
Everyplace 
 
Traditionally, the place element of the marketing mix referred to the physical location where consumers obtain 
and/or consume an organization’s goods or services. Within sport, we often discuss place as a sport facility, 
including its location, layout, and image (Mullin, Hardy & Sutton, 2014). For sport teams, the facility has traditionally 
been thought of as the location where the experience is consumed. However, consumers today have access to a 
sport team beyond its facility. The Internet and social media have provided consumers the opportunity to connect 
with sport organizations and fellow supporters away from the stadium at any time, from anywhere. By 
acknowledging that the sport product today extends beyond the physical consumption site (e.g., facility), sport 
marketers should be better suited to serve consumers around-the-clock. 
 
Evangelism 
 
The promotion element of the traditional marketing mix focused on one-way communication, using traditional 
strategies such as advertising, publicity, and sales promotions. Organizations—sport teams included—produced and 
delivered promotional materials to consumers, who were simply on the receiving end of the communication 
continuum. However, today’s consumer is much more active, evidenced by things such as brand communities 
(Grant, Heere, & Dickson, 2011), multi-source communication (Williams & Chinn, 2010), and word of mouth 
(Asada & Ko, 2016). As a result, consumers themselves have become messengers for organizations; those who have 
good experiences with an organization may become evangelists, promoting it to others. Many organizations have 
embraced this shift in traditional promotion, developing brand ambassador programs (Cornwell, 2016). Consumer 
advocates have the ability to spread an organization’s promotional messages within their own (often more personal) 
networks. By embracing opportunities for such occurrences, sport organizations can reap the promotional benefits 
of advocate consumers. 
 
Discussion and Conclusion  
 
As a result of societal changes, the traditional marketing mix introduced more than a half-century ago is outdated. 
The modern sport marketing mix we have proposed is better suited to address the interests, desires, and needs of 
sport consumers today. In the presentation, we will discuss each element of the modern sport marketing mix in 
detail, including implications for the practice and teaching of sport marketing. We will also discuss how alternative 
marketing mix components proposed in the past (e.g., physical evidence, people, process) fit within the modern 
marketing mix. 
 


