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Abstract. Branding, as a component of sports marketing, is a complex and multifaceted concept based on a solid theoretical foundation.
It covers such concepts as brand equity, brand awareness, brand loyalty, brand associations, etc. By studying these key components,
a deeper understanding of the complex dynamics of sports branding is gained, allowing people to appreciate the importance of each
element in creating and maintaining a strong, influential sports brand. The objective is to outline the basics of the conceptual and
categorical apparatus in the field of sports marketing and branding to create a theoretical basis for further research. The methodology
consists of the following: analysis, synthesis, generalization, comparison, and contrast. Results. The article delves into the theoretical
foundations of branding as an important component of sports marketing. The paper explores such concepts as sports marketing, sports
goods, brands, branding, brand equity, brand management, brand awareness and brand associations. Based on the analysis of scientific
papers and Internet sources, a dual approach to the definition of sports marketing is identified, which contributed to the characterization
of the cross-categorical concept of “sports product” and a visual representation of its structure. The study compares the concepts of
“brand” and “branding,” examines in detail the concept of “brand equity” and its relationship with brand loyalty, name recognition,
perceived quality and brand associations. By defining and structuring the conceptual and categorical apparatus relevant to this study,
this research lays the foundation for understanding the multifaceted nature of branding as a component of sports marketing and creates
the basis for developing effective branding strategies. Conclusion. The research conducted has facilitated a comprehensive and in-depth
understanding of sports marketing, including a detailed analysis of branding as a key component. The relationships and interactions
between the examined concepts have been characterized, thus facilitating a more comprehensive understanding of their interplay and
influence. The established terminology provides a foundation for a more profound comprehension of the intricate structure of branding in
sports and offers a comprehensive framework for further research in this field.

Keywords: branding, sports marketing, brand equity, brand awareness.

Onbra bopucosa, AHppii Koryt
TEOPETWYHI 3ACAQW BPEHAUHTY AK KOMMNOHEHTA CMOPTUBHOI0 MAPKETUHIY

AHoTauis. BpeHANHr AK KOMMOHEHT CMOPTMUBHOTO MAapKEeTUHTY € CKNafHUM Ta GaraTorpaHHUM KOHLENTOM, LU0 CMUPAETbCA HA MiLHWUIA
TEOpPeTUYHNIA yHaameHT. loro noHATIMHMA anapat OXOMMIE Taki TEPMiHW, AK «Kanitan 6peHay», «Ni3HaBaHICTb OpeHay», «J0ANbHICTb
no 6peHay», «acouiauii 3 6peHAOM» Ta iH. [JOCNimKYHOYN Ui KNOYOBI KOMMOHEHTI, MU OTPUMYEMO FANOLIE PO3YMIHHA CKNAagHOI ANHAMIKN
CMOPTUBHOrO OPEHAMHTY, WO [Ae 3MOTY OUIHUTW BaXNMBICTb KOXHOr0 enemMeHTa And nobyaoBu Ta MIATPUMKN CWUNIbHOFO, BMIMBOBOMO
CnopTUBHOro 6peHay. MeTta — OKpecneHHs 0CHOB NOHATINHO-KATeropianbHOro anaparty 3a HanpsMOM CMOPTUBHOIO MApKETUHIY Ta GPEHAUHTY,
O CTBOPIOE TEOPETUYHE MIAFPYHTS ANA nofanblunx AoChimKeHb. MeToau: aHanis, CUHTE3, y3aranbHeHHs, MOPIBHAHHA Ta 3iCTaBMNEHHS.
Pesynbtati. Y cTaTTi AOCNIAXEHO TEOPETWUYHI OCHOBU OPEHAMHTY SK BaXNMBOr0 KOMMOHEHTA CMOPTUBHOrO MapKeTWHry. PO3kpuTo Taki
MOHATTA, AK «CMOPTUBHUIA MAPKETUHT», «CMOPTUBHUA NPOAYKT», «OpeHA», «OpPeHAWHr», «Kanitan OpeHay», «OpeHA-MeHemKMEHT»,
«Mi3HaBaHICTb OPeHAY>» Ta «acouiauii 3 6peHAOM». AHaNi3 Po6IT y4eHMX Ta AKepen Mepexi IHTepHeT BUABMB AyanbHWIA NiAXia A0 BU3HAYEHHS
MOHATTS CNOPTUBHOIO MAPKETUHTY, HaflaB MOX/MBICTb 0XapakTepu3yBaTh MiDKKATeropianbHWii TEPMiH «CMOPTUBHWIA NPOAYKT>» Ta BidyanbHO
300pa3uT MOro CTPYKTYPY, MOPIBHATU MNOHATTA «6peHA» Ta «OpeHAMHr», AeTanbHO LOCNIAMTU KOHLENUito Kanitany OpeHAy, a TakoxX
XapakTep 110ro B3aeMO3B’A3KiB i3 NOANBHICTIO [0 6peHAy, Ni3HABaHICTIO HA3BW, CPUIAHATO AKICTIO Ta acouialismu 3 6peHaoM. BusHayeHHA
Ta CTPYKTYpW3aLis nOHATIAHO-KATEropianbHOro anaparty 3a TeMOK HaLWoro AOCHiAKeHHs 3a6e3ne4yloTb CTBOPEHHS OCHOB [AnS PO3YMIHHSA
6aratorpaHHoi Npupoan 6PeHANHTY K KOMMOHEHTa CMOPTUBHOIO MapKeTUHry. BucHoBKW. MpoBeaeHe AOCNIAXEHHS JONOMOrN0 chopmyBaTin
BCeOiYHE Ta rMUOOKE PO3YMiHHS CMOPTMBHOIO MApKETWHTY, BKMKOYalO4M AeTanbHUA aHania 6peHAMHry K NOro Knt4oBOr0 KOMMOHEHTA.
OxapakTepu3oBaHO 3B'A3KW Ta B3aEMOAIT MK PO3MNAHYTUMU KOHLENTaMu, L0 CNPUAE KPALOMY PO3YMiHHIO iX B3aeMOAii Ta BRAWBY.
YCcTaHOBNEHE TePMIHOMOTIYHE NiAFPYHTS HAAAE MOXNBICTb HE NULLE rNn6LLe 3pO3YMITI CKNafHY CTPYKTYpPY 6PEHAMHTY B CNOPTI, a it hopmye
NOTYXXHWIA IHCTPYMEHTAPIN ANA NPOBEAEHHSA NOAANbLUNX JOCNILKEHb Y Ll ranysi.

Kntoyosi cnosa: 6peHANHr, CNOPTUBHWIA MAPKETUHT, Kanitan 6peHAy, Ni3HaBaHiCTb OpeHay.

Relevance. The conceptual and categorical framework is
essential for developing systematic knowledge about the sub-
ject under investigation. Branding and sports marketing are
no exceptions, and the theoretical foundations of these terms
have been extensively studied by scholars.

An analysis of scientific research reveals that existing
studies predominantly address the creation of visual identity
for brands [21], the historical development of branding [16],
practical steps for creating successful brands [13], bibliomet-
ric analysis of the branding in sports research field [1], and
the role of branding as a component of marketing in general
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[14]. Additionally, some studies have explored sports mar-
keting without focusing on branding [18], addressed brand-
ing within the context of advertising campaigns [20], and
examined various components of sports marketing through
practical cases without delving into the theoretical founda-
tions of branding [4].

Given the fragmented and varied mentions of sports mar-
keting and branding, there is a clear need to systematize and
define their theoretical foundations. Establishing these basic
principles will support further in-depth and comprehensive
research on branding in sports.
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Connection of the work to scientific programs, plans,
and themes. This research was conducted in accordance
with the research plan of the National University of Ukraine
on Physical Education and Sport for 2021-2025, under the
theme 1.4 «Theoretical and Methodological Foundations for
the Development of Professional, Non-Olympic, and Adap-
tive Sports in Ukraine in the Context of Reforms in the Field
of Physical Culture and Sports» (state registration number
0121U108294).

Objective is to outline the basics of the conceptual and
categorical apparatus in the direction of sports marketing and
branding to create a theoretical basis for further research.

Research results and discussion. Branding as a com-
ponent of sports marketing is a multifaceted phenomenon
grounded in substantial theoretical foundations. It encom-
passes concepts such as brand identity, consumer behaviour,
strategic communication, and other critical elements that form
the basis of understanding the subject.

It is essential to first examine the conceptual and categor-
ical apparatus of the broader term «sports marketing» before
delving into the specifics of branding in sports. W. Dees and
colleagues, in their work, distinguish between two compo-
nents of sports marketing: the marketing of sport and mar-
keting through sport. The first involves professional teams,
while the second is used by entities like breweries or car
dealerships. Generally, sports marketing includes all activities
aimed at satisfying the desires and needs of sport consumers
through exchange processes. Within this concept, scholars
identify two directions: the marketing of sports products and
services directly to sport consumers, and the marketing of
non-sport products and services using partnerships and ad-
vertising campaigns involving sports organizations
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According to them, sports marketing includes all activities
aimed at satisfying the desires and needs of sport consumers
through exchange processes. Within this concept, scholars
identify two directions: the marketing of sports products and
services directly to sport consumers, and the marketing of
non-sport products and services using partnerships and ad-
vertising campaigns involving sports organizations [19].

Additionally, in their work, scholars Dees, Walsh, McE-
voy, and McKelvey identify another concept frequently en-
countered in sports marketing and branding research: the
sports product. This term combines the general scientific
definition of a product as any set or combination of quali-
ties, processes, and capabilities (goods, services, or ideas)
expected to provide satisfaction to the buyer, with a list of
specific characteristics relating to sports. These character-
istics include competitiveness, typically in a game format;
separation from usual time and space; regulation by special
rules; physical skill and training; and specialized facilities
and equipment.

In their study, the researchers present a schematic rep-
resentation of the «sports product» concept (Figure 1) [19].
At its core are the primary benefits offered by the sports prod-
uct: health, entertainment, communication, and achievement.
However, similar benefits can be provided by other products in
the market, so it is essential to clarify that consumers choose
sports due to the inherent general components depicted in the
second circle of the diagram. These manifest through specific
sports forms — sports disciplines (located in the third circle
of the schematic representation). Additional elements of the
sports product do not have a key impact on its essence but
provide uniqueness; they are located on the outer circle of the
schematic representation.

Marketing mix

gecial SPOT for,,

Core benefits
Health
Entertainment
Sociability
Achievement

Pub]ic relations

Figure 1. The structure of the «sports product» concept by Dees, Walsh, McEvoy, and McKelvey
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Among other authors who have studied sports market-
ing, Erik C. Schwarz and colleagues stand out. They consider
sports marketing as a process of developing and implement-
ing activities related to the production, evaluation, distribution,
promotion, and advertising of a sports product. The goal of
this process is to satisfy the desires and needs of consumers,
achieve the company’s goals and objectives in accordance with
its philosophy, mission, and vision, and outpace competitors
to maximize the potential of their product and company [17].

Characterizing the relationship between marketing and
branding, it is essential to emphasize the symbiotic nature
of their interaction. Marketing covers numerous activities
focused on advertising and selling products or services,
while branding offers the emotional engagement and depth
needed for enduring customer commitment. To wrap up, I'd
like to reference Jonathan Nyembe, who aptly states, «The
answer to whether branding is part of marketing is an un-
equivocal yes. Branding is not only an integral marketing
strategy but also operates under the broader domain of
marketing activities.» [8].

Transitioning directly to the concept of branding, it is es-
sential to begin with the definition of the term «brand». For
this, we turn to the work of renowned marketing expert and
one of the founding figures in branding theory, David Aaker.
In his book «Aaker on Branding: 20 Principles That Drive Suc-
cess» [2], he defines a brand not merely as a name or logo but
as a promise that a company makes to its customer. Commit-
ting to provide a product or service that not only meets func-
tional standards but also delivers emotional satisfaction and
allows for self-expression. It is also a journey, a relationship
built on the perception and experience that the consumer has
every time they interact with the brand.

Functions

What is it?
What is it for?
What does

it do?

How is it
better?

How is it
different?

Differences

Essence

In his study, Robert Jones delves into the comparison of
the concepts of «brand» and «branding.» According to his
findings, branding constitutes a series of actions undertaken
by a brand owner to establish their brand. While a brand rep-
resents the principles one stands for, branding serves as the
technique through which a company ensures its product is
associated with specific images and standards in the minds
of millions of consumers. Thus, «branding» is the activity,
and «brand» is the outcome; «branding» is the cause, while
«brand» is the effect. Expanding on the concept of branding,
Jones asserts that its objective extends beyond altering peo-
ple’s perceptions of a product to modifying their behaviour,
often by stimulating increased purchasing. Non-profit or-
ganizations, however, may focus more on using branding to
achieve social rather than commercial goals. Jones concludes
by noting that the task of branding is inherently delicate. It
involves the influence on people’s thoughts and feelings, the
creation or alteration of meanings, and significant decisions
regarding how similar or different to be from competitors, var-
ying by country, year, and overall differentiation [9].

Another crucial concept highlighted by scholars is brand
identity. It is characterized as what is conveyed to the mar-
ket; what remains under control, provided the essence and
expression of the brand are understood. For instance, Figure 2
by Leo Burnett Brand Consultancy illustrates four dimensions:
functions, personality/image, source, and differences. These
dimensions collectively shape the essence at the core, and
the brand identity remains strong when there is consistency
among all components, each supporting the others. If any
component is weak or conveys conflicting messages, the final
perception of the brand in consumers’ minds becomes con-
fused [15].

Personality/
Image

How do people
feel about it?
Do they like/
respect it?

What does
the company
stand for?
What are

its aims?

Source

Figure 2. Brand Identity Dimensions Model by Leo Burnett Brand Consultancy

S T EEEE———



2/12024

In the context of discussing brand and branding, it is im-
possible to overlook a term frequently encountered in aca-
demic works dedicated to these concepts. This term is «brand
equity,» which, according to Jeffrey Randall, emerged from
discussions about brand value [15]. When defining this term,
the author referred to the work of the aforementioned David
Aaker. He defines brand equity as “a set of assets and liabili-
ties linked to a brand, its name and symbol, that add value or
subtract from the value provided by a product or service to a
firm and/or to that firm’s customers” [3]. Additionally, a list of
assets and liabilities grouped into five categories is provided,
including brand loyalty, name awareness, perceived quality,
brand associations, and other brand assets such as patents,
trademarks, channel relationships, and so on (Figure 3).

In their work «Marketing of Sport» [6], S. Chadwick and
J. Beech define a number of concepts under study, character-
izing them through the lens of sports competitions, organiza-
tions, clubs, and more. To elucidate the term «brand,» they
provide a list of its components, such as: name, logo, symbol,
and other marks associated with an organization, company,
or individual that distinguish them from others in the same
category. As examples of sports brands, they mention the
National Basketball Association (NBA), football clubs FC Bay-
ern Munich and Maccabi Tel Aviv, the International Olympic
Committee (I0C), FIFA, Asics, and David Beckham. Further
in their research, the scholars address the concept of «brand
management,» which they define, citing Keller [11], as “the

( Name awareness )

Brand
loyalty

Perceived quality
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design and implementation of marketing programs and activ-
ities to build, measure, and manage brand equity”. They char-
acterize the previously mentioned brand equity as a term «that
describes the strength of the brand.» To more fully define this
concept, Chadwick and Beech refer to the works of other au-
thors, with P. Farquhar comparing brand equity to the added
value that a brand name brings to its product [6], while Boone,
Kochunny, and Wilkins [5] consider it as the price difference a
buyer is willing to pay for a branded product compared to an
identical unbranded one.

From the concepts of «brand,» «brand equity,» and «brand
management,» they move on to defining the term «branding,»
which they consider broader, encompassing the aforemen-
tioned concepts, and also refer to in their work as «brand de-
velopment.» Using the earlier identification of branding with
the process of creating brand equity as a basis, they outline
three steps included in this process:

1.Selection of brand elements. For a sports organization
seeking to develop its brand, this involves careful selection of
the name, logo, colours, other signs, slogan, mascot, etc.

2.Development of marketing programs that adhere to the
«four P’s» rule (Product, Price, Place, Promotion): product,
price, place (distribution system), and promotion. For ex-
ample, sports organizations can issue comprehensive ticket
packages, place merchandise stores in strategically planned
locations, and launch promotional campaigns to attract fans
to games.

(Brand associations)

Other brand
assets

Brand equity

Name

Symbol

Provides value to customer by
enhancing customer’s:

interpretation/processing of
information

confidence in the purchase
decision

use satisfaction

Figure 3. Aaker’s model of brand equity

Provides value to firm by
enhancing:

efficiency and effectiveness
of marketing programme
brand loyalty
process/margins

brand extensions

trade leverage
competitive advantage
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3. Utilization of the connections that the brand may have
with other entities. In a sports context, this could manifest in
encouraging a club to participate in the European Cup or Final
Four tournaments, establishing brand connections with celeb-
rities, or involving former team players who have retired in
working as club spokespeople.

Jason Lee complements the definition of branding in his
work «Branded: Branding in Sport Business,» noting that the
process of brand development begins with creating brand
awareness among consumers, as consumers will not buy a
product from a company they do not know exists. Therefore,
establishing brand awareness is the initial step toward cre-
ating a credible brand image and building brand equity. To
clarify, the author provides a definition of brand awareness
borrowed from Aaker’s work, namely «the ability of a potential
buyer to recognize or recall that a brand is a member of a
certain product category» [12].

Once brand awareness is established among consumers,
the process of establishing brand associations begins. Com-
pany marketers must understand the essence of their brand
and the ideas and perceptions that surround it. For proper
brand management, they must determine the brand’s market
position and how it is perceived by consumers. Gonsumer

perception of a brand is based on their associations with it
[12]. Keller identified three types of such associations: brand
attributes, brand benefits, and brand attitudes. He also em-
phasized that both favourable and unfavourable perceptions
affect brand equity [10].

Conclusion. Through the analysis of literary sources, a
conceptual and categorical framework of the researched top-
ic has been established, providing characterization to terms
such as «sports marketing», «sports product», «brand»,
«pranding», «brand equity», «brand management», «brand
awareness» and «brand associations». This has facilitated
a comprehensive understanding of the concept of sports
marketing, branding as its component, and other fundamen-
tal elements. The relationships and interactions among the
discussed concepts have been characterized. The established
terminological foundation enables a better comprehension of
the complex structure of branding in sports and forms the
framework for further research.

Prospects for further research involve studying the evo-
lutionary processes of the emergence and development of
branding in sports.
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