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PROMOTION FEATURES OF SPORTS SERVICES ON THE CONSUMER MARKET
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The article deals with making research of features and problems of promoting services on the
consumer market,  under the existing competition. Reviewed theory and practice of promoting sports
and  health  fitness  services  in  the  domestic  market,  and  identified  peculiarities  of  their  application.
Expounded informative description of  the method,  which should be use in the promotion of  services
and  its  implementation  algorithm.  Presents  basic  steps  and  techniques  of  the  basic  theoretical
positions that are required for presentation of the material Developed and justified set of marketing
communications, which associated with the promotion on the consumer market of sports services. The
research  allows  optimizing  communication  policies,  and  determining  the  optimal  communicational
mix, as a problems solving tool in the companies which operating on the sports services market.  

Theoretical  framework  illustrated  on  the  example  of  marketing  activities  of  a  sports  and
healthy  fitness  club  Energia ,  that  explain  practical  importance  of  the  carried  research.  The
presentation of the material makes it easy to apply them in practice.

Keywords: marketing services, sports services, promotion of services, PR, sponsorship, sales

promotion, personal sales.
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