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ABSTRACT

Cross-leveraging sport and the host location is necessary for marketing sport tourism in order to maximize the
caliber of experiences that sport tourists have. The quality of the infrastructure and services at the destination
provide crucial support for the whole sport tourism experience, and various forms of sport tourism (spectating,
participating, and visiting sport sites) are therefore possible complements. The experience of sport tourists can
also be improved by providing opportunities for social interaction with other travelers who have similar
interests. When sport and tourism providers build vertical and horizontal alliances, cross-leveraging of sport
and destinations is made easier. The social and psychological realms of sport tourists require more
investigation in order to pinpoint efficient leverage strategies.

Encouraging athletics Sport and the host's objective must be combined in the tourist sector to enhance the type
of interactions that game travelers have. The nature of the foundation and services at the objective provide
essential support to the general game that the tourism industry encounters, and various game types (watching,
playing, and loving game locales) are therefore prospective supplements. Opportunities to connect with tourists
who have similar game interests can also increase the engagement of sport vacationers. When entertainment
and movement company providers develop vertical and even intrigues, cross-utilizing of objectives and
diversions is strengthened. To better understand the mental and social realms of vacationers and to perceive
persuasive systems, further research is needed.
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INTRODUCTION (With Literature review) :

Publicizing and moving are only two aspects of promotion. However, the travel industry's promotion of sports,
particularly for special occasions, is typically shown in the same way as the advertising of jobs and work
exchanges. Although these fall under the purview of advertising's progress component, the act of advertising
encompasses much more. In essence, advertising involves transactions that provide a client with an incentive.
The buyer is the goal and, hence, the rationale behind demonstrating methods. To reflect this, the client is
taken into consideration throughout our analysis of the elements of the game that the travel industry promotes,

rather than in a separate section of this study. It is important to consider who is included as a game visitor

IJRTI2505061 International Journal for Research Trends and Innovation (www.ijrti.org)



http://www.ijrti.org/
mailto:ajayk.yadav25@gmail.com

© 2025 IJRTI | Volume 10, Issue 5 May 2025 | ISSN: 2456-3315

when examining the role of inside game promotion in the travel sector. There has been some debate regarding
whether or not professional athletes should be included, and whether Sport is established through leisurely
relaxing exercises. Others have focused on active participants rather than game watchers."Relaxation-based
travel that takes people briefly outside of their home networks to partake in physical exercises, to watch
physical exercises, or to adore attractions related with physical activity,” is how Gibson defined the travel
industry's sport sector. workouts. This term will be applied throughout the essay, and the discussions regarding
displaying to brandish travelers will demonstrate why it is particularly useful for examining the travel business
from an advertising perspective. Some shrewd individuals like to claim that the cosmos is what they truly love.
They discover that the entire world is even more fascinating and amazing than they had anticipated. Above all,
the universe itself ought to be appreciated. Therefore, people ought to enjoy their lives. in this amazing world.
According to scientists, people will live longer in the future. The average person will live to 90 or 100 years
old instead of the current 70 and 75 because to healthier lives and improved medical treatment. Diseases that
cannot be healed will be cured. However, that will happen tomorrow. What about today? We are constantly
rushing. We don't have time to have fun. We are all aware that our feelings improve with improved health. We
live longer when we feel better. Why don't we look for ourselves? Sadly, a These days, many people lack
physical fitness. It's a major issue right now. If you want to feel fit you should take up one kind of sport or

another.

The majority of research on the development and promotion of sport has been done worldwide. Sports
evaluations have demonstrated that a variety of activities, including sport tourism, leagues, marketing
development, etc., have been implemented for the purpose of developing and promoting sports.growth and
advertising of sports. According to a Taiwanese study on sport tourism, event sport tourism (EST) has grown
to be a significant global economic sector and can be employed as a tool for city development plans. The
concept of "smart cities" is being created in India, and one of its building components is event sport
tourism.(Huei-Wen Lin) High-end Indian institutions such as IIMA are also conducting sport studies. Sports
leagues were the subject of a study that determined the factors that contribute to their success. The study
determined that one indicator of league performance IS fan approval.
Kapoor (2015) Research has shown that the sport business sector directly affects small, medium, and
microbusinesses as well as entrepreneurship in South Africa. Mothilall (2012) According to surveys, there is
an increasing trend in media coverage that specifically implies hosting sporting events, turning sport into a
model for consumer decision-making. An analysis of the Omani example revealed that there was no organized
history of sport and that there would be several obstacles to overcome before sport could be professionally
organized.

AL-Busafi (2012) Mega-sports events also affect the number of tourists, according to one study. The way
sporting events are conducted offers rich tourism prospects. Study has reported that tourism flow toward host
countries between 1995-2006 asreported of 200 countries had seen a positive influx of the tourists. Santa
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Involvement differences exist among gender characteristic and also reveal that individuals’ involvement
levelmore significantly impact to recall the sponsors.

According to the study, marketers in emerging economies are spending more on sponsorship-linked marketing.
Gupta (2015) Using sponsorship and brand management in international marketing greatly boosts the success
of the sports industry. objective and organizational effectiveness in the international sports sector. Rajbhat
(2015) As sports sponsorship increases, sporting arenas have developed into platforms where sponsors are now
intricate pillars of Singapore's sports sector. (Wai) A lot of businesses rely on event promoters and sports
organizations for their sponsorship of resources and financial support. Zhang (2015).

Sport has likely existed for as long as humanity. It has evolved in tandem with human growth and
development. Sport's significance in our daily lives and activities cannot be overstated, since its primary goal is
to raise a generation that is harmoniously formed. creation of robust and healthy individuals. Participating in
sports strengthens our physique, speeds up our reactions, and develops our intelligence. Additionally, it keeps
us from gaining too much weight, helps us learn how to coordinate our muscles, brains, and eyes, and
improves our self-discipline and organization. Traveling is the most thrilling thing in the world for some
people. They also take a lot of trips. Almost everyone says that their favorite job is traveling. Historians teach
us that thousands of years ago, our ancestors moved around a lot because they were looking for thrills. The
historians might be correct. People obviously shifted locations because they detested the thought of sitting in
one spot. Actually, they like taking trips. They enjoyed getting fresh perspectives on the world around them,
which was so lovely that they failed to consider all the risks. Traveling came first, followed by hunting,
fishing, and fruit and berry picking.

When wild animals were extremely hungry or when they displayed signs of hunger and people felt compelled
to murder them for their own protection, they were killed. The number of persons has significantly increased as
a result of the fitness boom of the last few decades. engaging in physical activities such as sports. An ideal of
modern life, a healthy body becomes popular. People who follow the newest fitness fads are certain that
maintaining physical fitness calls for much more than just consistent exercise and a healthy diet. Fitness has
become a vital aspect of life for everyone who genuinely wants to be healthy. There are lots of chances to stay
in shape.

First and foremost, exercise is essential. Exercises can be customized for people of all ages. The most common
workouts are swimming, running, jumping, bending, and stretching. Jogging is popular because it's the least
expensive and most accessible athletics. Another common pastime is walking. In addition to enhancing general
health and enjoyment of life, even moderate physical activity helps prevent heart disease and strokes. Being a
little more active can help everyone. People can live more active, healthy, and pleasurable lives by making
modest adjustments like walking or cycling instead of taking the bus, or utilizing the stairs rather than the

elevator.
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RESEARCH METHOD :

a) SAMPLING TECHNIQUE:-Stratified Random Sampling
b) SAMPLE SIZE:- 400

HYPOTHESIS TESTING :- Hypothesis testing is used to assess the plausibility of a hypothesis by using
sample data. The test provides evidence concerning the plausibility of the hypothesis given the data. Statistical
analysts test a hypothesis by measuring the data. Statistical analysts test a hypothesis by measuring

&examining a random sample of the population being analysed.

KEY-TAKEAWAYS:- H1: Professional sport team brands exhibit consumer behaviour patterns in line with

market share as predicted by the double jeopardy law.

H2: Professional sport team brands share customers in line with other brands ,market share ,conforming to the

duplication of purchase law.

H3: Sharing second team preferences will occur in line with frequency of first —team preference ,regardless of

sport rivalaries.

H4: Sharing penetration of the first team preference will be negatively related to the likelihood of having a

second-team preference.

H5: Market penetration of the first team preference will be having a second-team preference.
There are 4 Hypothesis testing steps-

Stepl: state the null & alternative hypothesis

Step2: Determine the level of significance

Step3: Compute the test statistic

Step4: Make a decision

There are three types of hypothesis tests: Right tailed, Left tailed and two tailed.

When the null and alternative hypotheses are stated, it is observed that the null hypothesis is a neutral

statement against which the alternative hypothesis is tested.

SWOT ANALYSIS:-A SWOT analysis is a planning tool that helps tourism businesses identify and evaluate

their internal strengths and weaknesses as well as external opportunities and threats.
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RESULTS::

Thus, it may be said that travel and athletics have become essential components of contemporary culture.
People prefer to mix their travels with leisure pursuits, such as sports, regardless of whether they are going for
work or pleasure. 150 individuals from various backgrounds
life: interviews were conducted with businesspeople, students, young families with kids, and senior citizens.
Only 10% of respondents (families with children) preferred passive recreation, compared to 90% who
preferred active leisure. The largest and fastest-growing industry in the world is tourism. International travel
with the goal of experiencing a different culture has increased in recent years. Many people believe that while
tourism always has a beneficial economic impact, it always has a detrimental social and environmental impact.
In fact, it is easy to see how tourism has increased local revenues, as well as how many host-tourist disputes
and

degradation of regional traditions and the environment. However, when sharing and conserving their culture
and natural environment are perceived as competing objectives, tourism can have both beneficial and
detrimental effects on locals. We shall quickly attempt to illustrate the importance of the connection between
sport and tourism in this paper, as well as to explore potential conceptualizations and understandings of sports
tourism. Studies conducted in the realm of sports tourism have expanded within the previous 15 years. These
early efforts aimed to establish sports tourism as a valid field of study with a potentially wide variety of
consequences, with an emphasis on advocacy. A significant portion of society shares the lifestyle of sports
tourism, which is a separate and socially conscious industry. It is a successful strategy for advancing a person's
physical and spiritual growth.

These books' presence indicates scholarly interest in the field, and their content unequivocally proves sports
tourism as a legitimate and important issue in modern society.

Sports tourism has undoubtedly expanded in recent years, coinciding with advancements in outside as well as
winter sports, skiing, and adventure travel. The understanding that sports tourism is an important cultural,
social, and economic phenomenon is implied in this study. Several attempts have been made to define sports
tourism. All forms of active and passive participation in sports, whether done sporadically or in a planned
manner for nonprofit or commercial purposes and requiring travel away from home, are referred to as sports

tourism. Simply put, sports tourism refers to travel-related activities. It is the straightforward combination.

DISCUSSION:

The purpose of this study was to investigate the role of media advertising in the development
of sports tourism in Guilan province. As stated to the conducted studies, the variables have been
examined in this regard that we will discuss their results. The development of accommodation
centers and hotels, the improvement of reception centers and restaurants, the improvement of the transportation
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system quality, convenient access to tourist attractions (such as improved roads, road signs, etc.), and the
development of standard The impact of media advertising on the growth of infrastructure and tourism services

was examined by analyzing the indicators of fitness clubs, recreational and tourist facilities.

In summary, social media plays an indisputable role in sports tourism marketing, providing a wealth of chances
to improve location appeal, brand perception, and visitor interaction.
Social media networks allow marketers to employ data analytics to have a more comprehensive understanding
of knowledge about the tastes and habits of tourists, enabling more focused and successful marketing
campaigns. The appeal of sports tourism is further increased by nostalgia and the social media promotion of

athletic events, which are essential in creating emotional bonds between travelers and locations.

There are still significant study gaps in this area despite the significant developments, especially when it comes
to comprehending the long-term impacts of social media marketing and the optimization of individualized
content. Future studies ought to concentrate on these topics in addition to the advancement of sophisticated
social media analytics tools and the ability to adjust to new social media platforms and technological
advancements. By tackling these issues, sports tourism marketers will be able to take full use of social media's
potential and guarantee that travelers will continue to be interested in and involved in sports-related travel

experiences.

CONCLUSIONS :

Social media (X1), search engine optimization (SEO) (X2), pay per click (PPC) management (X3), and content
and video marketing (X4) are examples of digital marketing techniques. They have an impact on sports
consumers' decisions at the same time. The study discovered that the three sub-variables significantly influence
the choice of sport consumer. This study's correlation coefficient is 0.692. With an effect of 47%, it
demonstrates that there is a high association between digital marketing tools and sport consumer decisions. For
35% of sports consumers, the SEO (X2) factor has a significant influence on their choice. The PPC (X3)
dimensions have the least impact, at 19.6%. There are various restrictions on this study. One of them is that
there is just one object being investigated. Future research should focus on variables that have been examined
through comparison. them with rival items and studies that go beyond the variables that have been examined.
Future research should focus on the long-term effects of social media marketing in sports tourism, particularly
its enduring impact on destination attractiveness and customer loyalty. This necessitates longitudinal studies to
accurately assess the long-term effects of social media strategies on tourist behavior and brand image. An
important direction for future research is the creation of personalized social media content using artificial

intelligence and machine learning technologies to meet the diverse needs of different tourist segments.
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Research should evaluate the effectiveness of various content types (such as videos, live streams, augmented
reality) in enhancing tourist engagement and experiences. With the emergence of new social media platforms
and rapid advancements in communication technologies such as virtual reality, augmented reality, and
metaverse, future research should explore the potential application of these new tools and technologies in
sports tourism marketing. Additionally, there is a need to develop new social media analysis tools and
techniques to more effectively process and interpret large volumes of social media data for sentiment analysis,
trend forecasting, and evaluation of marketing effectiveness. As the use of social media data in sports tourism
marketing continues to increase, future research should also focus on addressing relevant ethical and privacy
considerations. This includes exploring how to ensure data security and user privacy protection in the process
of collecting and analyzing tourist data. Exploring these future research directions can further advance the
theoretical development and practical application of sports tourism marketing, particularly in harnessing the
full potential of social media marketing while ensuring adequate consideration of user privacy and data

security.
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