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MARKETING SPORTS ORGANISATIONS

Internal marketing: 

Information, membership loyalty, 

motivation of volunteers and staff

Corporate marketing: 
Brand equity, influence and lobbying

Fund-raising marketing: 
Sponsorship and fundraising

Service marketing: 
Improve quality of service

Social cause marketing: 
Convincing target audience of sport 

practice benefits: health, personal 

development, social integration etc. 

FOCUS AREAS IN MARKETING



MARKETING SPORTS ORGANISATIONS

Sponsoring: 
Finding financial partners

Media coverage: 
Increasing the presence of sport 

and events in the media in order to 

promote the sport and make it more 

attractive to sponsors

Market: 

Increasing the number of members

Demand: 

Analysing and managing all relations 

linking the consumers, the product, the 

competition and the sport organisation in 

order to create a competitive advantage 

and to establish positioning

PERCEPTIONS OF MARKETING



WHO ARE WE?

1967-2006 2006 -

51 MEMBER ASSOCIATIONS



INCOME DEVELOPMENT

2003 2004 2005 2006 2007 2008 2009 2010

Sponsorships

income 0 25 104 218 170 465 394 532

Total income 163 214 489 611 569 855 932 1.008

Income

increase 24% 56% 20% -7% 33% 8% 8%

Percentage of

Income from

sponsorship 0 % 12 % 21 % 36 % 30 % 54 % 42 % 53 %



INCOME DEVELOPMENT

Badminton Europe income
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PRIZE MONEY DEVELOPMENT

307.500294.600232.000133.400Prize money

27252727# events

2009200820072006Level 4, Europe

4.180.0003.940.0003.530.0003.180.000Prize money

27252223# events

2009200820072006Grand prix

4 TENNIS GRANDSLAMS – 75.000.000

9 TENNIS ATP MASTERS – 35.000.000



WHY MARKETING?

TO INCREASE AWARENESS OF WHO WE ARE

TO INCREASE AWARENESS OF OUR ACTIVITIES

TO INCREASE PARTICIPATION IN OUR ACTIVITIES

TO ENLARGE THE BADMINTON COMMUNITY

TO ATTRACT FUNDING



WHO ARE THE TARGET GROUPS?

MEMBER ASSOCIATIONS AND PLAYERS

SPONSORS

PUBLIC FUNDING PARTNERS

POTENTIAL SPECTATORS

THE ENTIRE BADMINTON COMMUNITY



WHAT DO WE MARKET?

The fastest racket sport

The fastest recorded tennis stroke is Andy Roddick's 246 km/h serve;

The fastest recorded badminton stroke is Fu Haifeng's 332 km/h smash

Source: Wikipedia  

Has world class players

On the Olympic Programme

People playing badminton > 20 million

51 Member Associations

Registered players > 1 million



WHAT DO WE MARKET?

3 SETS TO 21 – FEW KEY POINTS



WHAT DO WE MARKET?

European Championships
-Elite Individual

-Elite Mixed Team

-Elite Men’s & Women’s Team

-Elite Clubs

European Champs age groups
-35+ to 65+

-Under 19 

-Under 17 

Development activities 
-European Summer School

-Team Europe “London 2012“

-Certificated Training Centres

-Coach Education

-Regional Projects

-School Projects

Other activities
-Europe-Asia

-Europe-Africa

-Technical Officials uniforms

-Merchandising, equipment

European Circuit 

-27 international tournaments

-Circuit Finals



BADMINTON EUROPE 
CIRCUIT

The European Circuit consists 
of 27 International 
Championships in:

Slovenia Spain 

France Russia 

Belgium Czech

Bulgaria Cyprus
Slovakia Hungary

Iceland Norway

Scotland Wales

Ireland Italy

Turkey Estonia
Sweden Austria

Croatia Romania

Poland Finland

Holland Portugal

Ukraine

BADMINTON EUROPE E-
MAGAZINE

This new publication will be
released by Badminton Europe 
through its website four times per 
year. 5.000 unique viewers.

BADMINTON EUROPE WEBSITES

Badminton Europe websites are a 
great platform to reach the
badminton community in Europe.
More than 150.000 visits per month.

WHAT DO WE MARKET?



HOW DO WE MARKET?
BADMINTON EUROPE E-
MAGAZINE

This new publication will be
released by Badminton Europe 
through its website four times per 
year. 5.000 unique viewers.

BADMINTON EUROPE WEBSITES

Badminton Europe websites are a 
great platform to reach the
badminton community in Europe.
More than 150.000 visits per month.

BADMINTON EUROPE 
FACEBOOK

Badminton Europe recently
launched a facebook page. In less
than 3 months more than 2500 
users have signed up



HOW DO WE MARKET?



HOW DO WE MARKET?



BADMINTON PROMOTION EXAMPLES



HOW DO WE MARKET?

?



HOW DO WE MARKET?

TV DISTRIBUTION – 2006 WORLD CHAMPIONSHIPS

TERRITORY BROADCASTER FORMAT HOUSEHOLDS

Russia RTR 4 days live 1.400.000

Denmark TV2 4 days live 430.000

Poland Polsat 4 days live 430.000

United Kingdom BBC 1 2 days live 3.000.000

France Canal 4 days live 2.300.000

Sweden Sport Express 2 days live 900.000

Finland YLE 1 hour highlights 400.000

Ukraine Poverkhnost 1 hour highlights 1.000.000

Austria ORF 1 hour highlights 1.000.000
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HOW DO WE MARKET?

TV DISTRIBUTION – 2007 WORLD CHAMPIONSHIPS

TERRITORY BROADCASTER FORMAT HOUSEHOLDS

Russia RTR Live access 3 days 1.400.000

Denmark TV2 Live access 2 days 800.000

Poland Sportklub 52 min. highlights 550.000

United Kingdom BBC 7 hours live 68.000.000

Romania Telesport 52 min. highlights 800.000

Finland YLE 52 min. highlights 400.000

Ukraine Poverkhnost 52 min. highlights 1.100.000
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BEC STRATEGY EVENTS

NEW EVENTS PROGRAMME FROM 2009

OVERALL EVENTS COOPERATION: 

MAJORITY OF COMMERCIAL RIGHTS TRANSFERRED 
TO ORGANISERS

ENCOURAGING ORGANISERS TO ATTRACT
PUBLIC FUNDING



BEC STRATEGY CIRCUIT

INCREASED NUMBER OF EVENTS

INTRODUCED CIRCUIT FINAL
50.000 USD PRIZE MONEY

KEEPING ONLY A MINIMUM OF RIGHTS

INTRODUCING BETTING TO SUPPORT
AND IMPROVE EVENTS



BEC STRATEGY DEVELOPMENT

SETTING UP DEVELOPMENT ACTIVITIES AS
PACKAGES FOR SPONSORS

PACKAGES INCLUDE INVITATIONS AS VIP’S FOR EVENTS



DEVELOPMENT PARTNER COMMERCIAL



BEC STRATEGY TELEVISION

TRIED TO RETAIN INTERNATIONAL TV RIGHTS
NOT SUCCESSFUL

HAD NEGOTIATIONS WITH EUROSPORT

DECIDED TO GRANT FULL TV RIGHTS TO ORGANISERS



CHALLENGES IN MARKETING BADMINTON

TV IS NOT CONTROLLED BUT SOLD RANDOMLY

CHALLENGE TO ATTRACT SPECTATORS

CHALLENGE TO ATTRACT COORPORATE SPONSORSHIP

EVENTS NOT STANDARDISED AND NOT 
SPONSOR FOCUSED

WE ARE NOT CREATING “STARS” OF THE PLAYERS AND
THE PLAYERS ARE “USED” TOO MUCH



Digital 

Natives 
Experience

NEW MEDIA



Tomorrow’s audience are today’s 
“digital natives”

NEW MEDIA



OPPORTUNITIES

NEW MEDIA – WEB TV

PACKAGE EVENTS WITH BWF

NEW EVENTS SETUP – COMMERCIALLY DRIVEN

MAKE THE EVENTS ATTRACTIVE FOR SPECTATORS, 
MEDIA AND SPONSORS

CREATE “STARS” OF THE PLAYERS



OPPORTUNITIES



CONCLUSIONS

PRIZE MONEY IS LOW – WE HAVE FEW STARS

TELEVISION COVERAGE IS OKAY BUT NOT GOOD

LACK OF ATMOSPHERE AT THE EVENTS

MARKETING IS NOT ONLY ABOUT SPONSORS AND TV

WE DEPEND ON PUBLIC FUNDING



CONCLUSIONS

IF EVENTS ARE ATTRACTIVE AND THE COMMUNITY IS
BIG ENOUGH SPONSORS BECOME INTERESTED

WE MUST BUILD A STRONGER BADMINTON COMMUNITY

WE CAN MAKE A DIFFERENCE IN NEW MEDIA

WE MUST MAKE OUR EVENTS MORE ATTRACTIVE

WE NEED TO BE INNOVATIVE TO TAKE GIANT STEPS



QUESTIONS…

THE END


