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Sport Management, 16,54-81.
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Chapter 6 Segmentation, targeting, and
positioning Segmentation

Kim, K., Byon, K. K., & Pedersen, P.
M.(2019). Coping as a mediation
mechanism between severity of
spectator dysfunctional behavior and
revisit intention: The moderating
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Chapter 7 Sports product concepts
Chapter 8 Managing sports products

Katz, M., Heere, B., & Melton, E. N.
(2019). Predicting fan behavior
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Examining season-ticket holder
renewal. Journal of Sport
Management,1-12.
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Chapter 9 Promotion concepts
Chapter 10 Promotion mix elements

McLaren, C. D., & Spink, K. S.
(2018). Examining Communication
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Teams. International Journal of
Sport Communication, 11(2),
149-162.
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Chapter 11 Sponsorship programs
Chapter 13 Implementing and
controlling the strategic sports
marketing process

Zhang, J. J., Kim, E.,
Marstromartino., Qian, T. Y., &
Nauright, J. (2018). The sport
industry in growing economies:
critical issues and challenges.
International Journal of Sports
Marketing and Sponsorship, 19(2),
110-126.
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Martin, T. G., Wallace, J., Suh, Y. I.,
& Harriell, K. (2018).
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Coverage, International Journal of
Sport Communication, 11(4),
447-461.
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