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Preface

Sport is a specific social phenomenon that, through progress, constantly
fosters the birth and development of various sport entities (for our ter-
minological classification that we use in this book, see Introduction
chapter) around the world. Many, primarily amateur, sport entities
today have major problems with financing of their activities, enabling
market research discipline to take on the role of the platform for their
survival. The education of sport professionals and those who study to
be such professionals as well as educators working in the area of sport
management and marketing aimed at clear comprehension, and effective
use of the methods of market research in sports industry, therefore, pos-
sesses the highest significance. Relevant literature is required for this
purpose. If the vast professional experience also takes significant role
and is knitted in such literature, the same becomes even more appealing
to these audiences. For this reason, author’s experiences intertwine in
the book through a number of practical examples and case studies that
further argue the value of the methods and instruments of market
research in the sports industry.

Given the social phenomenology of sport, it is necessary to adapt the
standard market research tools and methods. The application of the
methods presented in this book, ranging from the simplest — monitoring
the environment, to the most complex sampling methods, can signifi-
cantly contribute to the development of sport and sport entities by
increasing the number of members, sponsors, followers and fans.

Amateur and professional sport represents an important component
of national identities and valuable area of social activity. Due to a vari-
ety of reasons, there has always been a problem of financing of sport at
the national level, especially in terms of amateur sport. Grounding the
decision-making in sport and sport entity’s management in the relevant
information represents the first step in the resolution of financial as well
as a multitude of other types of problems sport entities, professionals
and amateurs face. The perception of the environment (general popula-
tion, fans and sponsors) has important repercussions on the image and
attractiveness of sport and sport entities. Attractive image attracts new
members and sponsors, and such environment fosters the development
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of new talents, the same ones that will be winning future Olympics and
World or Continental Championships. With that, the circle is closed.

Identifying the sources, collecting the data and interpreting such data
to form viable information is the basis of the sustainable sport manage-
ment strategy. Relevant information is a useful foundation for designing
activities to increase the number of members, followers and fans, as well
as effective attraction of sponsors and donors.

Through the acquisition of the knowledge about the design, selection
and application of the methods and tools presented in this book, each
sport worker can independently determine and remedy the causes of
problems in the activities of sport entities. When the actual causes of a
problem that sport entity faces have been determined, it is possible to
propose effective guidelines for their resolution. How to boost the mem-
bership growth, how to encourage an affirmative attitude of potential
sponsors, how to intensify the broader social benefits of the sport
entity’s activities in the environment? Continuous application of market
research tools and methods presented in this book is the answer to these
questions. For sport managers and other types of sport professionals
and practitioners, this book will represent a significant aid in effective
management and financing of the activities of their sport entities. The
publication of this book is also an incentive for the education of sport
workers to be able to relieve financial and other types of problems
autonomously, the same problems that many sport and sport entities,
especially amateur ones, face today.

This book is a quintessence of many years of professional sport expe-
rience in a variety of sport (football, basketball, karate, table tennis,
underwater fishing, etc.) filled with numerous successfully remedied
challenges. Customized market research tools and methods presented in
this book are the result of such experience. Such tools and methods sig-
nificantly contributed to the maintenance of financial liquidity of sport
entities in which the authors acted. Using the book as an independent
guide for the identification of the relevant information enables the opti-
mization of the decision-making in managing the sport entity’s activities
in the environment in which it operates. As such, it is our firm belief
that this book will be a useful companion to any sport professional,
sport management and marketing student as well as any student and/or
educator and researcher who works in the area of research methods in
management sciences.
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