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Executive summary 
 
The basis of the developed project is marketing, specifically in the sports field. Initially the reader 

is introduced to current marketing, with its different types and methods of operation. 

Subsequently, sports marketing is studied in depth, taking into account its peculiarities and 

differences with respect to other types of marketing. Once informed and introduced to the 

reader in the sports marketing environment, a study of a real sports entity is developed, in order 

to relate studied concepts and have a real context on which to work. 

Once a real case has been studied, the marketing plan and strategy for a fictitious entity created 

for the development of the project begins. To do this, the strategies studied in the introductory 

part of the document will be followed, starting with the setting of the objectives of said 

marketing plan. Next, the competitive environment in the field of multisport entities is studied, 

observing in detail various real cases of the area chosen as the entity's location. The next step is 

based on the development of the marketing strategy, starting with the segmentation of the 

target audience, deciding the positioning of the entity and finally developing the communication 

strategy to follow. 

The final part of the project includes all the calculations, forecasts and results to study the 

viability of the marketing plan economically. 
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Abstract 
 
La base del proyecto desarrollado es el marketing, concretamente en el ámbito deportivo. 

Inicialmente se introduce al lector en el marketing actual, con sus diferentes tipos y métodos de 

operación. Posteriormente, se estudia en profundidad el marketing deportivo, teniendo en 

cuenta sus peculiaridades y diferencias con respecto a otros tipos de marketing. Una vez 

informado e introducido al lector en el ámbito del marketing deportivo, se desarrolla un estudio 

de una entidad deportiva real, con el fin de relacionar conceptos estudiados y tener un contexto 

real sobre el que trabajar. 

Una vez estudiado un caso real se inicia el plan y estrategia de marketing de una entidad ficticia 

creada para el desarrollo del proyecto. Para ello, se seguirán las estrategias estudiadas en la 

parte introductoria del documento, comenzando por el establecimiento de los objetivos de 

dicho plan de marketing. A continuación, se estudia el entorno competitivo en el ámbito de las 

entidades polideportivas, observando en detalle varios casos reales de la zona elegida como 

ubicación de la entidad. El siguiente paso se basa en el desarrollo de la estrategia de marketing, 

comenzando por la segmentación del público objetivo, decidiendo el posicionamiento de la 

entidad y finalmente desarrollando la estrategia de comunicación a seguir. 

La parte final del proyecto incluye todos los cálculos, previsiones y resultados para estudiar la 

viabilidad económica del plan de marketing. 
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I. INTRODUCTION 
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Thesis objective 
 
The main objective of the project and the reason why this field of work was chosen is to know 

in depth the field of marketing and communication strategies, specifically in the world of sport. 

For this, another secondary objective has been developed, the study of various real cases of 

important sports organizations close to my social environment. 

Another of the main objectives of the thesis is the possible improvement of the real functioning 

of the marketing environment of Atlètic Terrassa Hockey Club, of which I have been a member 

since I was born and in which I work and dedicate many hours. Through the study carried out, it 

is intended to improve the entity's marketing environment and give value to details not 

previously considered by the entity's leaders. 
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Thesis scope 
 
This project has a final objective, based on the annual economic forecast in the field of sports 

marketing for a multi-sports entity. This forecast, developed and calculated, was adjusted as 

much as possible to reality and its objective is the annual maintenance of the entity and its 

economic stability. Through some small modifications, the economic planning developed has a 

real operation, usable for any sports entity of a type similar to the one studied. 

The initial scope is based on studying and developing knowledge of the marketing environment 

in depth and then developing a marketing strategy as real as possible. Thanks to the study of 

real cases and the research process carried out, the scope of the project has been greater than 

expected. In this research process, he has contacted various professionals in the environment, 

communication agencies and various real sports entities through their marketing and 

communication management managers. 
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1. Detailed study of current marketing  

 
The first objective of this work is to know, study and analyze the different types of prominent 

marketing present today, giving great importance to the behavior of brands or entities around 

online marketing. First but, we must study and know the environment of this type of marketing 

and its most important components and types [1]. 

 

1.1. Digital marketing (Social media) 

 
Type of marketing based on strategies aimed at communication and electronic marketing of 

products and services. Currently, it is the main channel available for companies to 

communicate with the public in a direct, personalized way and at the right time. This term 

is used to encompass all resources dedicated to marketing in the online environment. The 

provision and distribution of content occurs through digital channels such as: blogs, sites, 

search engines, social networks, emails and others, through which companies seek to solve 

problems and wishes of their customers or potential customers. To accurately describe this 

type of marketing, some concepts that compose it must be considered: 

 

- Buyer profile: Digital Marketing works with the concept of people, who are semi-

fictional profiles based on your real consumers, and who represent your ideal buyer. 

Through this vision, more segmented actions are created and directed to the right 

people, saving time and money. 

 

- Leads: This concept is based on business opportunities, contacts that leave their key 

information for the subsequent identification of potential customers and refrain them 

with relevant content until they execute the purchase or service acquisition process. 

This concept results in the appearance of Landing pages, in which content or material is 

offered and in exchange, the most interested visitors leave their contact information. 

Through this process, these visitors become leads. 

 

- Click Through Rate (CTR): It is one of the most essential metrics in Online Marketing. It 

represents the click-through rate for a page based on the number of users who viewed 

the content page. Ultimately, it is calculated as follows: 

 Number of clicks / Number of views (impressions) X 100 = CTR (%). 
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- Digital influencer: The use of influential figures in this market trend is an interesting 

resource for promoting proposals from brands or companies on the Internet. These 

influencers allow companies to strategically increase their reach and visibility online. 

The most used channels for the distribution of content in profiles are: video platforms 

(Youtube, Tik Tok), social networks (Instagram, Facebook, Twitter), blogs, etc. 

 

- Segmentation: It is one of the most important and efficient tools available to 

disseminate information or message to a portion of the audience with very specific 

characteristics. Segmentation allows you to customize your campaigns and provides an 

approach to impact those potential consumers identified and interested in the brand or 

service. 

 

Once the above concepts have been introduced, the behavior of brands in social   

networks, the main source of information communication in the time period in which   

we live, must be studied in depth. Through this study, it is intended to determine those   

types of productive behaviors and those actions that damage the brand image, are   

unproductive or devalue the value of said brand or company. 

The study carried out will focus on the sports sector, therefore, resources will be centered 

on the study and analysis of gyms, sports clubs and companies organizing sports events. 

In the extensive field of digital marketing, various sub-types of this must be differentiated 

according to the type of information transmission channel used. Therefore, the online 

communication channels discussed below are the most prominent and used in this 

environment among the thousands of types that currently exist. The most important are: 

 

1.1.1. Email marketing 
 

Is the communication between a company and its customers or potential customers, through 

email. It was, for a long time, synonymous with spam and intrusive communications. 

However, thanks to the advancement of marketing automation tools, this channel has 

become one of the best ways to deliver the right messages to the right people at the right 

time. The main needs to which it responds are: 

 1. Allows you to easily and quickly create text messages ready to be sent almost 

 immediately. 

 2. The recipient of the mail receives it seconds after it is sent. 

 3. Your recipient always arrives, unaffected by the instant availability of the recipient. 
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 4. Allows you to attach documents up to a certain size (MB or GB). 

 5. Almost zero cost of message transmission. 

 6. Allows to digitize official documents, quickly. 

 

Through this resource you can interact with clients, suppliers, collaborators, co-workers, 

superiors, etc.; quickly and efficiently, limiting the costs of a company and increasing 

productivity. 

     
     Figure  1-E-mail advertising [2] 

     

1.1.2. SMS Marketing 
 

Marketing strategy based on sending information, content, offers and promotions by text 

message on the cell phone. Compared to current message distribution technologies, it can 

be considered an outdated practice, but sending SMS can still bring good results, with an 

optimal delivery rate and low costs. 

 

    
   Figure  2-SMS advertising [3] 

  

  



 
 

Creation and development of a sports club marketing strategy plan 
Xavier Lis Pasarell 

16 

1.1.3. Social networks 
 

They are facilitating platforms for social connections in our lives. In them we interact with 

other individuals based on our interests and worldviews. They are widely used around the 

world and are also an important marketing resource. Social networks [4] are made up of 

three key elements: 

1. Technology: The new Information and Communication technologies, currently the 

technology that has the greatest weight is Internet 2.0. Telecommunications have 

evolved a lot. Thanks to this evolution, the types of connections (media) have multiplied. 

We currently have landlines at home, mobile phones and computers. In addition to the 

classic cable connection, they now have WiFi and / or fiber optics. Each of these different 

types of connection allows different types of information exchange, whether in the form 

of text,  images, videos, whether personal or professional. 

Thanks to the evolution of technology, contacts have multiplied and we have  several 

tools to reach more than one contact at the same time, or through a contact, reach a 

third party. 

2. Human relationships: Obviously, social interactions are present since the existence of 

the first human being. 

3. Content creation: Anyone can become the author of published information, publicly 

or privately. 

 

Social networks allow: 

 1. Have a live and up-to-date directory instantly available. 

 2. Recover old contacts 

 3. Improve existing relationships 

 4. Make difficult contacts in real life. 

 5. Discover important information about contacts. 

 6. Streamline the address book. 

 7. Send advertising to a specific group. 

 

The main Social Networks on Internet are: Facebook, Instagram, YouTube, Twitter1 and in 

the case of the business sector, the most used social network is LinkedIn [5]. Here are some 

characteristics of each of them: 

 

 
1 Annex I: Percentages of use of social networks 
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-Facebook (more than 2 billion users): is a social network that allows the online 

interaction of people and companies, through publications, editions and through the 

use of criticism and comments on various content. These contents can be: photos, 

reactions, comments, applications, videos, texts, games and live videos, among many 

others. 

Companies or brands have a presence on Facebook for three different reasons: 

• Facebook is the number 1 social network among individuals. Therefore, it is also an 

important tool for professionals who want to communicate with individuals. 

• It is a vital and basic tool to create professional visibility through pages. 

• Allows you to locate groups with common centers of interest. Therefore, you perform 

a segmentation for the companies. Thus, companies can find their distinguished target 

or groups of companies with the same interests as yours. 

  

 
  

      

                                                     

 

-Instagram (more than 800 million users): it is the only leading social network aimed 

exclusively at use through smartphones or mobile devices. Its activity is based on 

allowing users to upload any type of photos and videos, applying filters, locations, 

captions, tagging other accounts or users and allowing them to comment and react to 

it. Currently, it is the ideal social network to shape the image of a brand or company 

online. To do this, it is important to manage the following factors: 

• Create the specialized profile for companies. 

• Complete your profile, providing detailed information and company and brand data. 

• Interact with potential consumers in a dynamic way. 

• Give a more conventional approach, close to the consumer. 

• Reward followers through promotions, sweepstakes, etc. 

• Prepare publications, both visually and informatively. 

                                                   
    Figure  4-Instagram logo [8]  

Figure  3-Facebook logo [7] 
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-Twitter (more than 330 million users): it is a social network with worldwide success, 

due to its simplicity. It only allows you to attach a total of 140 characters, a short video 

or four photos in your communications. That fact allows a short, clear and direct 

message. 

A Twitter profile for a brand or company is beneficial for the following reasons: 

• Allows you to create a network of followers, many of them being clients and prospects, 

with whom to maintain contact and receive feedback, in order to know their tastes, 

needs and concerns and desires and to be able to communicate with suppliers and 

workers directly and clear. 

• Study the competition. 

• Promote products, services and events. 

• It provides almost zero cost and the transmission of product recommendations 

between people or companies is fast and efficient. 

 

 
  

 

 

 

 

-YouTube (more than 1.3 billion users): Social network dedicated to the storage and 

multimedia activity of videos. It allows you to share all kinds of content in the form of 

video, react, comment, etc. It is an ideal tool for companies when creating video 

marketing, for the following reasons: 

• Videos help the positioning of a brand or company. 

• Video-like content promotes differentiation from potential competition. 

• They "indirectly force" users to stay longer on your website (video duration). 

• Video messages are direct and clear. 

• Very affordable costs; all companies can afford to make a video. 

 

 
               

  

 

Figure  5-Twitter logo [9] 

Figure  6-YouTube logo [10] 
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-LinkedIn (more than 500 million users): Social network platform aimed at professionals, 

where you can search for jobs, find workers and create business. The profile of the users 

is the curriculum vitae and the profile of the companies is their technical file. It is useful 

to give value to brands or companies by the following factors: 

• Allows you to keep up to date with news from the company's study sector. 

• Helps maintain communication with customers. 

• Allows you to search and find potential employees. 

• Great tool for expanding the company's network of contacts. 

• Due to its global reach, it allows companies to expand internationally. 

 

 
 

 

 

 

1.1.4. Use of Social Media in the professional environment 
 

A brand or company needs to establish itself on the internet for five main reasons: 

 

1. Protection 

-Protect its own brand and its virtual identity: The company must establish its position on the 

Internet to preserve its domain name and prevent customers, suppliers or others from being 

deceived by an identity theft. 

-Control the dissemination of confidential company information on the Internet and learn to 

use social media. This way you can avoid simple mistakes and react to unwanted information. 

-Avoid attacks against the company. Having an active profile on social networks you can be 

informed of these attacks and know how to respond and react intelligently. 

 

2. Improved web positioning 

Improving your search engine positioning is essential, since most of the time, it is the place 

where consumers start looking for a product or service. Better search engine rankings can 

make your business stand out from your competitors. 

 

 

 

 

Figure  7-LinkedIn logo [11] 
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3. Conduct marketing studies 

These studies allow understanding the needs and expectations of the consumer. The 

behavior of Internet users must be studied who, through their actions on the Internet, 

determine the offer, through their demand, shaping their product or service and adjusting it 

to it. 

 

4. Manage a community 

Incorporating the role of the community manager within the company is essential. This, 

manages the internal relationships (relationships with customers, suppliers and competitors) 

of the company or brand. 

 

5. Educate and train through e-learning and social learning.  

The positioning of a company that trains or educates its workers on social networks allows 

the apprentice to carry out learning in a playful, interactive way, at their own pace and can 

apply it to their daily life. 

 

As for the sports field, the use of another type of more classic and conventional marketing is 

still in force, this is offline marketing. This type of marketing does not use any digital 

communication channel for the transmission of information to recipients or potential 

consumers. Currently, it is much less used than digital marketing or social media, but for 

future sections of this work, it should be studied and known what it is about and some 

notable types of offline promotion channels. 

 

1.2. Marketing Offline  

 
Offline marketing is defined by communication actions focused on and transmitted from 

traditional media such as television, radio, press, billboards and other tools or resources that 

do not require the use of digital media. There are 5 ways to develop this type of marketing: 

 

- Use of mass communication media: Television, print and radio are the main 

communication channels, due to the scope and mass of the content to be promoted. 

 Prior to broadcasting, the target audience and the most far-reaching time slots are 

 studied to generate a greater number of impressions and thus, develop an efficient and 

 of course more profitable communication. 
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- Street advertising: It is a popular trend for users and brands for years. It can be 

developed through events, information points, information distribution through people, 

etc. The efficiency of this type of advertising is based on being recursive and creative, 

and thus achieving an impact in a striking way. 

 

- Sponsorship of events: It is about identifying common characteristics of the potential 

consumer and detecting them so that they are present in specific and ideal places and 

times to promote the brand or service. 

 Music, sports, social causes, among many others, are spaces that allow the public to be 

 approached. 

 

- Print advertising: It can be promoted in directories, to publicize the services of your 

company or in newspapers and magazines, with a creative and striking message. It is a 

traditional but effective method to make yourself known and reach a number of users 

with real needs, since they are the ones who are looking for advertising spaces. 

 

1.3. Sports Marketing 
 

Once the above concepts and the most used types of marketing have been introduced, it is 

necessary to delve into the field of study of the project, sports marketing. We know that 

marketing is based on the study of the client for their attraction and satisfaction. In the 

sports field, following this same trend, it is based on an essential knowledge of the 

environment for the sports application in the organization and planning of events, matches 

and activities related to obtaining followers and fans for the club. 

The term "sports marketing" was first used in the United States by the Advertising Age in 

1978 [12]. Sports marketing is an important aspect of global sports innovation, as it is 

relevant to business growth and development. Chadwick and Thwaites understood sports 

marketing as a process by which a contest is organized with dubious results, opening the 

opportunity for the concomitant fulfillment of objectives among sports customers-fans, 

sports companies, participants and other people, clusters and partner organizations. From 

an international perspective, sports marketing is prescribed as the opportunity for a 

business or organization to communicate its services in a sports-oriented context. This 

should contain the contracting of the naming rights of a sports stadium, the sponsoring 

players are offering sports clothing and equipment. 
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1.3.1. Sports Marketing Plan 
 

Before developing a sports marketing plan, you must know the hierarchical structure of the 

sports marketing concept. There are four levels that must be considered. At the most 

fundamental level, sports marketing encompasses a general philosophy or set of beliefs 

about marketing performance in an organization. It is not only the sports marketers and the 

marketing sector of the sports entity who are responsible for marketing activities and 

processes. A marketing philosophy means putting the needs and desires of a customer-fan 

at the center of decision making. Marketing principles involve generating a mutually 

beneficial exchange process for both the sports club and the customer fans, but realizing 

that no one will win if the expectations of the customer fans have not been met. At the 

second level, Sports Marketing requires processes and / or steps to follow for its 

development. It is a process because it requires several activities and stages, necessary to 

find opportunities, design a strategy, plan tactics and implement and evaluate a Marketing 

Plan. At the third level, Sports Marketing is described as a set of principles, since it adopts 

concepts that provide specific guidance to those who perform Sports Marketing tasks. In 

other words, the principles are intended to provide clear guidance on how the sports 

marketing process can be used in practice. Finally, Sports Marketing implements the 

arrangement of tools, which are analytical devices and given activities applied in day-to-day 

practices. 

 

1.3.1.1. Diagnosis of the Situation 

 

The first process to develop is to clearly define the mission of the Sports Marketing Plan. This 

mission should describe the directions of the sports club, determining and explaining their 

meaning and reason for existence. The mission statement of the Sports Marketing Plan 

should include the interest of the sports club (specify the needs on which the sports club 

focuses), incorporate the values of sponsorship, describe and identify the potential 

advantage over the competition of the sports club and define the long-term trend of the 

sports club. Therefore, this mission must be made up of a set of elements: 

1. Strategic Purpose: set of profit sports goals designed by sports marketers. 

2. Principles of organization: moral and ethical issues towards the Sports Marketing Plan. 

3. Valuable competences: objectives to be met that for the entity are synonymous with 

achievement. 
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4. Target segment: segmentation of various activities and processes determined by the entity 

and oriented to the client. 

5. Positioning: the image related to the benefits of the sports club. 

The second and third processes refer to the external and internal environment. The 

environmental or variable factors to take into account that led to forces that directly affect 

the entity. These forces affect the decision-making of sports marketers to plan, develop and 

maintain marketing activities directed at the target audience. The external environment is 

formed by the variables furthest from the sports club, which are represented by technology, 

demographic and social trends, political legislation, natural and sustainable concerns. Within 

the environment are the closest variables, such as: resources, skills, capacity to provide 

services, culture of the customer-oriented sports club, performance of departments, 

suppliers, sponsorships, marketing channels (point of sale, companies, communication 

companies) and public. 

The fourth process involves the competition of sports clubs. This process is analyzed using 

the Porter model2. Porter's model [39] outlines five forces that sports marketers consider 

when examining competition and current trends: 

1. The competitive intensity between existing clubs to obtain competitive trophies (a league, 

a cup, etc.). 

2. The bargaining power of buyers to obtain products, services and events from fans, 

spectators, members, sponsors, etc. 

3. The constant threats of substitute products, services or competitor events that meet the 

same needs or perform the same functions in view of the customer. 

4. The bargaining power of the suppliers in the negotiation process of hiring players or 

sponsorships. 

5. Threat of new participants in the environment. New appearance of clubs or entities that 

can influence the position of the entity itself either competitively or in market value. 

 

 

 

 

 

 

 
2 Annex II: Porter's five forces model 
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1.3.1.2 Goals and Audience 

 
At this level, the initial and priority process is to define the goals and objectives set by the 

entity's board of directors in a clear and precise way, since these will be the guidelines to be 

followed in the global management of the sports club. These objectives must be: 

quantitatively measurable, performance guidelines for any part of the club, ambitious in 

results and performance, temporarily measurable and common to all those involved in the 

entity. In summary, the objectives must be defined by the SMART acronym: Specific, 

Measurable, Achievable, Realistic and Timetable [13]. 

The second and third processes are based on the segmentation and subsequent selection of 

the target audience or target of the club and define the target client for its capture. To 

identify a segment, the following parameters must be considered: 

-If the chosen market segment is substantial enough to justify the marketing actions carried 

out by the entity. 

-If the impact and size of the segment are measurable resources. 

-If the entity's resources are sufficient to cover the target segment. 

-If the segment has peculiarities to differentiate it from others. 

 

Once the previous parameters have been considered, the next step should be the definition 

of the variables for the selection of the target audience. These variables are directly focused 

on the characteristics of the public and their environment and are the following: 

1) Geography: area or location, size of the municipality, type of areas (urban or rural) and 

climate of the area. 

2) Demographics: gender, age, income, educational level, etc. 

3) Psychographics: attitudes and interests or opinions around the sports world. 

4) Benefits: opportunities for social interaction, care and teaching of your children, etc. 

5) Behavior: frequency and complexity of the use of the product or service. 

 

As the fourth process, the positioning of the entity must be defined. It involves the act of 

driving the target audience to the benefits of the sports club. Basically, a cognitive process of 

the individual to get his interest in the benefits of the entity or sports club versus the standard 

benefits in the mind of the potential client. For this, the club must present some 

differentiation with respect to possible competitors in the same category. 

Bearing in mind that customer satisfaction is a changing factor, positioning requires a degree 

of creativity, responsiveness and insight. 
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1.3.1.3 Sports marketing mix 

 
The marketing mix is the tactical set determined by the sports entity to establish customer 

or consumer-oriented strategies. These tools can be managed at any time with the purpose 

of adjusting the 4 Ps (Product, Price, Place and Promotion) for tangible products as well as 

the 9 Ps (Product, Price, Place, Promotion, People, Process, Physical, Performance and 

Programs) in the case of intangible products such as services, parties or events. 

The first "P" is the product. A product as a general rule, is a set of tangible characteristics and 

attributes (shape, size, color...) and intangibles (brand, company image, service...) that the 

buyer or client accepts, in principle, as something that will meet your needs. Therefore, a 

product is understood as everything that can be offered to a market appreciation, purchase, 

use or consumption that can satisfy an expectation or a need. In the case of sports products, 

they include goods, services, events, media, places, people and ideas. A sports product has 

the following characteristics: 

1. It is invariably impalpable and subjective. 

2. It is inconsistent and unpredictable. 

3. The marketing resources in it should be used in the extension of the product rather than 

in a core product. 

4. Great importance in advertising the product since the customer's expectation is influenced 

by social facilitation. 

5. Sport is both a customer and a company product. 

6. Sport immerses geographic, demographic and sociocultural elements. 

 

The second "P" is a price. It can be described as establishing and adjusting the financial fee 

charged to a client or member in exchange for the goods and services offered by the club. 

The precise setting of this price is one of the most relevant factors for the sports entity since 

it conditions the possible number of clients or partners. 

The pricing strategies are conditioned by various aspects: value proposition, sponsorships, 

location, physical facilities, services offered, technologies offered, competitive sports 

positioning in the various sections, etc. Furthermore, it should be considered that the pricing 

process is influenced by both the external environment (competitive prices) and the internal 

environment (goals and objectives). In the pricing process, 8 important premises must be 

followed: determine the service perception-influence price relationship on the customer, 

identify the market sensitivity of the study area, estimate the cost-volume-benefit 

relationship, determine the strategies of the main competitors, determine the price 
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environment restrictions, determine the limitations, determine the time dependency and 

finally determine the final price. 

The place is the third "P". Determining the site or location of the entity relates to how to 

obtain services for the client or how to bring the client to the place of services. In the sports 

field, this decision must consider a series of requirements: 

-Location: determination of the correct location to be able to develop all the services offered. 

-Evidence and physical facilities: what facilities the entity will have and what spaces are 

required to implement them, as well as promotional material and the provision of services. 

-Access: how the client can fully know the services, events or activities offered by the entity. 

-Time: how the club organizes and distributes its activities or events to offer the maximum 

to the client. 

-Distribution agents and personnel involved: media, information services, associated 

companies, monitors or trainers and people who will carry out the processes or services. 

-Inventory: management and control of the entity's records, product consumption and 

inputs/outputs. 

 

The next "P" is promotion. It can be defined as the entity's communication process with 

clients-partners. In the sports field, this communication can be related to objectives such as 

creating club awareness, promoting service or experience, and obtaining and retaining 

members. In general, the promotional decision requires five elements: promotional 

objectives, promotional financial budget, promotional content (information), promotional 

strategies and selection of promotional media. The promotion process is fundamental for 

sports entities, therefore, the way in which the marketing part of the entity handles the 

promotional combination is a crucial part for the success of the entity. 

Physical is the fifth "P". This concept describes the atmosphere created around the entity to 

receive members and share a club feeling. This feeling stands out in festive events of the 

entity, important matches in the club, celebrations, friendly competitions, etc. The physical 

evidence must be appealing, attractive and promote the energies and feelings of the 

supporters, to scare the opposing teams. To achieve this feeling, a suitable physical test must 

be developed for the members or users, consisting of the sports facilities (name, identity, 

shield, social spaces) and the promotion (active social networks, pre-event activities, 

sponsorships). 

The sixth "P" is from processes. This concept is understood as the activities or tasks visible 

and not visible in the entity. Each of the activities carried out requires the definition of the 

processes to produce benefits for the entity and provide value or customer satisfaction. 
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These processes require a method and a sequence of actions in the performance of services. 

If a process is poorly designed it will generate a slow and ineffective delivery that will lead to 

the dissatisfaction of the target audience with respect to the performance of the service. 

Processes constantly require change and must be continually planned and designed in search 

of: reduce errors and identify points of failure, increase productivity and quality, control the 

average time per activity cycle, manage physical evidence (facilities, benefits) in the most 

efficient way possible. 

People is the seventh "P". The management and worker team of the entity directly 

represents the service provider club through their interactions; therefore, they are essential 

to obtain performance. In the sports marketing environment, a worker of an entity must: 

-Having command of the total value of the service offered and the process chains that 

intervene to offer what is expected by the client. 

-Control conflicts within the sports club. 

-Respect the moral and ethical standards related to the image of the entity's brand. 

These people are the ones who will know the environment and the public, will interact with 

them, will be directly involved in each of the processes and will receive feedback from the 

partners. Therefore, the entity needs to: hire professionals, provide support and develop 

their skills. 

The eighth "P" is performance. This is measured by quantitative and qualitative-financial and 

non-financial indices developed by the entity itself. In other words, the goal is to measure 

the provider's ability to deliver the benefits at a given event. In sports marketing there are 5 

dimensions to evaluate the quality of a certain service offered in an entity: 

1. Tangibility (physical appearance or facilities). 

2. Reliability (performance and efficiency). 

3. Responsiveness (speed and support). 

4. Security (credibility, proactivity, competence). 

5. Empathy (accessibility, communication and understanding). 

 

The last "P" is for program. This concept encompasses all activities involved in the entity's 

efforts to achieve a total of clients or partners. It is based on an action plan that includes all 

the Ps discussed above. This document accurately describes each process of the sports 

marketing plan. In addition, it is a descriptive document around the objectives to be achieved 

or achievements and a long-term forecast. 
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2. Detailed study of a real sports club 
 
Once the concepts mentioned above have been studied and known, we move on to the second 

part of this work, a real study of a sports club in Matadepera, Barcelona, the Atlètic Terrassa 

Hockey Club. To base and develop this study, "field work" and research will be carried out 

physically in the club, maintaining contact with two people responsible for its evolution and 

promotion. These two people are: Cristina Quintanal (commercial director and member 

services) and Xavi Torrent (communication director). 

 

2.1. Club Introduction 

 
Atlètic Terrassa Hockey Club is a Club made up of fourteen sports sections, with field hockey as 

the main section. The main ones are hockey, competition hockey, sport tours, paddle tennis, 

tennis, fitness, swimming, golf, basketball, Sports Initiation Center and motor racing team. The 

other sections have little weight within the Club, in terms of practitioners, followers, income and 

social impact. Atlètic is an SME (small and medium-sized enterprises), which has a turnover of 

around 3 million euros per year and has more than 3,000 members. The Club works in a line of 

constant image renewal, trying to further improve its reputation and seeking brand excellence. 

 

To introduce in detail the club to be studied, various key points will be developed for the 

description of the entity, which will be discussed in subsequent interviews. These points are: 

 

2.1.1. Environment and location 
 

 

Figure  8-Atlètic Terrassa location 
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The club is established in the territory of Can Salas, with a total of 60 hectares of terrain, an 

earlier land of vineyards. For the development of the club, a redistribution of vegetation in its 

surroundings was developed. The entity has been acquiring all the hectares in various stages, 

from 1967 to 1997. 

The location of the club is privileged for various reasons, one due to its inclusion in the Sant 

Llorenç del Munt i l'Obach Natural Park, and its border with Terrassa, Sabadell, Matadepera and 

Castellar del Vallès. It should be noted that the club has its own running circuit within the estate 

of more than 4 kilometers. 

 

2.1.2. Installation complex 
 

The club has facilities of approximately 80,000 m2 of sports and social spaces, called the Private 

Sports Park of Can Salas3. 

Since its construction in 1969, the facilities have developed five outstanding investment 

processes, to end up establishing one of the largest private sports parks in Catalonia. In addition, 

the club has 60 hectares of private forest around it, for the development of outdoor activities 

within a unique environment for the member. 

 

 

Figure  9-Atlètic Terrassa installations 

 
3 Annex III: Atlètic Terrassa Hockey Club 
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2.1.3. Services offered / Offer 
 

Apart from training schools in various sports sections, the club has a wide range of internal 

services. These services are directly related to the maximum use of the facilities developed, with 

access and well-being to and within the club and take into account the support of its sponsors 

or investors. These services are the following: 

 

• Fitness area: Atlètic Terrassa has about 1000m2 for Fitness and Directed Activities. 

Most of the fitness area consists of the two Directed Activity Rooms, with a large grid of weekly 

activities of various types and intensities: 

 

 -High intensity: Cross-CYC, Outdoor training, Power pump, Cross athletics, Cycling,  

  TriRun, TriSwim and Aquathlon. 

 -Medium intensity: Aquatono, TBC, Pilates, Cardiodance, Tono-Pilates, Step Tono,  

  Zumba, Aerostep, Hitt and Technificacion. 

 -Low intensity: Aquagym. 

 -Atlètic Health Club: In Shape, Back Pilates, Back School and Yoga. 

 

There is also a 400m2 fitness room with new generation Technogym machinery, with weight 

training machines, cardiovascular work, free weight directed or functional training. In addition, 

it includes a large multipurpose area for stretching, crunches and functional training. The room 

has qualified monitors to advise users, with the possibility of preparing personalized routines. 

It is also possible to take part in the Express Directed Activities that take place in the Fitness 

Room, as well as to hire the service of a personal trainer or group training. This service is 

available to all members to achieve the goals of each member. This service allows the user to 

feel fit, improve general physical condition, lose weight, improve mobility, strengthen some 

muscle groups, rehabilitate an injury or enjoy doing a cardiovascular workout. 

Guided classes in Hypopressives are also offered, a comprehensive training method with 

postural and breathing exercises. Hypopressives help improve posture and balance, reduce 

low back pain, strengthen the abdominal-lumbar girdle and waist circumference. 

And finally, there is a Jiu-Jitsu class service. Which is a martial art of Japanese origin used by 

samurai, prior to the birth of judo or aikido, and is based on the idea of non-resistance against 

the opponent, using their strength to defeat him. 
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• Health Area: The Club has two treatment cabins, and offers various types of health treatments, 

adapted to the needs of each patient. 

The partner is offered advice on the basic guidelines of lifestyle, to make the treatments more 

effective and improve health. Professionals in the sector are available for preventive, 

rehabilitative and maintenance actions, through personalized treatments for each case. In 

addition, there is nutritional advice through nutrition programs, body composition studies, and 

weight control. The most outstanding health services are: 

 

 -Physiotherapy: to prevent or resolve back pain, muscle contractures and overloads, 

 tendonitis, neck pain, headaches, low back pain, joint pain, osteoarthritis, sciatica, 

 torticollis, postoperative care, postural control, scoliosis, kyphosis, lack of elasticity 

 muscle and joint pain, patellar chondropathy, diaphragmatic blockage, constipation, 

 pelvic dysfunction, headaches, etc. 

 There are two types of treatment, one of 30 minutes and one of 60 minutes available 

 for club members. 

 

 -Naturopathy: comprehensive treatment system to stimulate the body's healing 

 capacity and achieve mechanisms to have good health. This type of treatment uses 

 lifestyle and nutrition changes as a tool. It can predict and resolve states of fatigue, 

 migraines, emotional and hormonal disorders, musculoskeletal injuries, pain, skin 

 irritation, gastrointestinal problems, neuralgia, constipation, rhinitis, weakened 

 immune system, body weight regulation, fluid retention, among d others. 

 Two types of service are offered: acupuncture and naturopathy (60 minutes) and pack 

 acupuncture and naturopathy (60 minutes) (5 + 1 sessions).  

 

• Pool and Spa: The Club has a complex of swimming pools, both for the practice of this sport 

and for recreational use and a Spa circuit, which allows you to take care of your body and relax. 

This service is divided into: 

 

 -Spa area: Dry sauna 80ºC, eucalyptus aroma steam bath, relaxation area (infrared), 

 hydromassage bath, Solmania solarium service and pressure jet for massage. 

 

 -Indoor pool: Indoor pool 25 meters long and 1.40 meters deep, heated to 28.5 ºC, 

 without chlorine. 
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 -Outdoor pool: Outdoor recreational pool 25m long and variable depth, at room 

 temperature. Shallow children's pool. 

 

• Reservation of courts: The Club makes available to member’s numerous courts and spaces for 

the practice of Tennis, Paddle and Sports Center. These tracks require prior booking through 

the Club App, telephone service or in-person booking. The reservation of these tracks is 

included in the membership fee, but the added light consumption has a separate price 

depending on the time of use of the space. Types of tracks with reservation availability: 

 

 -Tennis: All Club members can have a Tennis Court daily. All members who use it must 

 be personally accredited at the Reception at the time of departure. 

 

 -Paddle Tennis: All members of the Club can have a paddle tennis court daily. All 

 members who use it must be personally accredited at the Reception at the time of 

 departure. 

 

 -Pavilion and outdoor court: The Pavilion and the outdoor court of the Club are sports 

 areas. In order to use it, you must request it at the Club Reception and receive approval 

 for the activity. 

 

• Restaurant: In the complex of facilities of the club, there is a large social space of bar-

restaurant consisting of outdoor terrace, restaurant and bar space. This space offers a snack 

bar-café service, a restaurant service and event catering. 

The snack bar service offers: coffee, breakfasts, sweets, snacks, mixed dishes, sandwiches, 

salads and omelets. The restaurant has a menu on weekdays and weekends, as well as a 

children's menu. And finally, there is a room with capacity for 100 people for important events 

with catering service. 

 

• Transport: Members have a private daily transport service. This service is active from Monday 

to Thursday at 5.30pm. Two different coaches are offered, one with a Matadepera-Atlètic 

route and the other with a Terrassa-Atlètic route. Normally, this service is widely used by boys 

and girls in schools of various sports to go to training, but it is open to all members. 
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• Insurance: The partner has an affiliation with a Swiss insurance services company, Helvetia. 

Within the club, members have a Customer Service Office with an Exclusive Helvetia Agent to 

manage their insurance with complete comfort. 

 

• Membership Services: The club offers exclusive services for members derived from the 

sponsorship and affiliation of various brands to the club. These benefits are obtained by 

obtaining a membership card. With the card, you get discounts and price improvements at 

various stores or companies: Helvetia (insurance), Base Benitosports (sports store), Flick 

Hockey (hockey equipment store), El Passeig Dental Clinic (dentist), Optivall (optics), Òptica 

Matadepera, Carreras (shoe store), Penny (clothing and shoe store) and Toc Mobles (furniture 

store). 

 

• Summer Campus: The club offers one of the summer campuses with the most participants in 

the area. A campus developed in the club's facilities, with monitors from the club itself and 

where the sports offered during the year are worked on in a different way. This campus is 

divided by age groups, ranging from 0 years to 16 years. For the little ones, it is a daycare 

service, where children spend the day doing activities adapted to their age where they learn 

from psychomotor skills to images, sounds, words ... 

As they get older, they move into the multisport strip. A section based on games and fun where 

boys and girls start working on a large number of different sports. From the age of 7, you move 

on to technical or specialization campuses, which are divided into the following sports: hockey, 

tennis, paddle tennis and multisport. 

All these different groups have an hour a day of outdoor pool and dining and transportation 

service. 

 

Figure  10-Summer camps advertising 
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2.1.4. Identity / Mission 
 

 
Figure  11-Atlètic Terrassa identity 

 
In a family sports club like the one studied, great importance is given to the identity of the entity 

shown to the public. The main motto of the club is "sport and family". Under these words, it 

seeks to reflect the main objective of the club, to offer optimal facilities and services for the 

practice of sport for the whole family. 

As main attributes of the club, 3 stand out: 

 

-Family Club: Club with availability of spaces and activities for the whole family, within an ideal 

environment. Specialized sports practice for the whole family, complete facilities with spaces 

adapted for all audiences, snack-bar products focused on the variety of possible ages and, above 

all, discounts on fees and services for families. 

-Training and values: Sports schools specialized in recreational training and technical training in 

various sports. These schools offer a wide training schedule (specific or in group) where to 

develop techniques and resources for the practice of the sport in question. In addition, these 

training sessions or moments of sports practice are accompanied by the treatment of human 

values. All the coaches and monitors of the various activities have the objective of expressing 

these values to their students or players based on respect, commitment and team feeling. 

-Wide range of sports services: as mentioned above, the club stands out for its wide range of 

types of sports services, quantity and quality environment. Within the wide number of sports 

offered, there are different activities or modalities of the same sport. 
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Thanks to these mentioned attributes, the club generates a very positive social environment4. 

This appears in the form of friendly competitions within a sport itself, in the form of fans and 

the public at sporting events and in the social center by definition of the club, the bar-restaurant. 

In addition, the club has several years of seniority and sports prestige in competitions of various 

sports, a factor that gives it an important role within its scope. Finally, all these attributes are 

accompanied by an unbeatable natural environment with enviable accessibility. 

 

2.1.5. Target audience 
 

 

Table 1-Main target table 

 
To analyze the target of the club, a pretext must be taken into account and that is that in Spain 

and specifically in the autonomous community of the study club, the popular and mass sport by 

definition is soccer. Sport that has the largest number of followers and participants in the 

country. Specifically, in Terrassa and Matadepera, field hockey has a great history and 

importance within the sports field and is demonstrated in the national team, which is made up 

mostly of players born and raised in this environment. 

From these precedents, derives the type of target and segmentation present in clubs of this 

type, people from the surroundings of the club's location. In addition, this type of club tends to 

have high fees compared to a soccer club, due to the environment and the level of facilities, a 

factor that more precisely segments the target described: upper-middle class. It should be said 

that most of the club's members are from Matadepera, a leading town in the urban 

classifications of income per capita. 

 
4 Annex IV: Atlètic Terrassa members survey 
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Therefore, once the class and majority location of the club member have been defined, other 

factors already mentioned are taken into account, such as: 

 

-The availability of a large number of quality sports activities, directed by professionals in the 

sector and adapted in an almost personal way in most cases. These activities, available for a 

wide range of ages and adapted to the user's level of experimentation in each of the sports to 

be worked on. 

-The unbeatable environment and the highly developed facilities, which provide the club with 

an enviable social space where the whole family can spend free time in a healthy way. 

-The continuous work of values in sport, the values of a team sport, individual sacrifice and 

relationships with people from the same environment, in short, the work of human values. 

 
Apart from this segment of the main target, certain sectors that derive as the secondary target 

of the club must be taken into account, due to their high participation but in fewer people. This 

target is formed above all by people of the third age, retired, who decide to combine their free 

time with sports and health care in an unbeatable environment where they have a large number 

of activities adapted to their abilities. They develop their own activities reaching the point of 

setting up tournaments and commissions for their age ranges in a totally friendly way. Not only 

are there new members in this target, but also old members who have remained linked to the 

club since their youth and currently at their age continue to make the most of the environment, 

keeping their lives always tied to sport. In addition, they maintain an active social life within the 

club either through sporting events, meals or social gatherings within the facilities. 

Within this secondary target, there is also the presence of people between 25 and 35 years old, 

not previously linked to any of the club's sports but who decide to start in one of the club's 

schools with the help of monitors or coaches. There is also the possibility of becoming members 

of the club by using the facilities such as the gym, the swimming pool and the changing rooms. 

All this, taking into account the social activity that they will have in a club like this. 

Lastly, a less numerous but no less important group is the businessman or businesswoman who, 

taking into account the social class present in the club, decides to develop their free time in the 

facilities and meet people who can professionally contribute ideas or business. The club is also 

a focus for company lunches and dinners. 
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2.1.6. Sport sections 
 

• CIE: It is the sports section dedicated to children of early childhood education age. It is 

dedicated to introducing you to contact with the various sports provided by the club, 

through adaptations named Pre-Hockey, Pre-Tennis and Pre-Paddle. For the elderly in 

this section, there are recreational and recreational competitions with other clubs, in 

order to make the competitive work known to the players. A great variety of exercises 

are also carried out to improve basic motor skills through the use of different sports 

equipment. In certain activities, different means are used such as the swimming pool, 

through aquatic coordination activities or in the environment of the club, basically 

formed by forest and natural environment. 

 

• Field hockey: It is the base section of the club and the one with the most tradition. More 

than 60 years of training in this sport in the development of players and technical staff 

following the values of respect, team and commitment. 

Atlètic's training program has as its basic premise the improvement of players while 

simultaneously enjoying sport and acquiring human values. The main objective is to 

achieve the physical, tactical, psychological and technical improvement of each of its 

players. The basis for achieving this objective are 4 constants: the increase in the 

number of hours of sport practice, the availability of coordinators and coaches in each 

of the sections by age, advice from a technical commission and the fact of awarding the 

values. 

The club's teams participate in competitions at the Catalan level (Catalan Championship, 

Federation Cup, Catalunya Cup) and at national level (King and Queen Cup, National 

League, Iberdrola League, Spanish Championship, Spanish Cup). 

The club develops a hockey school, separated by categories according to the age of the 

players. This school is divided into: School 1, School 2, School 3 and Competition School. 

In the latter is where we find all the teams that develop competitions at a regional and 

national level. Each of these segments is directed by a section coordinator and the 

number of coaches relevant to the number of teams present in the section. All this, 

coordinated by a Technical Director, two General School Coordinators and a Board of 

Directors. All the teams are distributed in various time slots for the practice of their 

training sessions during the week and games on the weekend. 

The hockey section currently owns the following competition teams: 
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Senior Teams 

Male 

Atlètic DHM, Vallès DHM B, Atlètic 1st 

Division, Vallès 1st Division, Can Salas 

1st Division, Atlètic 1952 2nd Division, 

Vallès 2nd Division, Atlètic 3rd Division, 

Can Salas 3rd Division, Dad's Hockey, 

Special Hockey 

Female 

Atlètic DHF, Atlètic 1st Division, Atlètic 

2nd Division, Vallès 2nd Division, 

Mum's Hockey, Special Hockey 

Under 18 
Male Atlètic, Vallès, Can Salas 

Female Atlètic, Vallès, Can Salas 

Under 16 
Male Atlètic, Vallès, Atlètic B, Vallès B 

Female Atlètic, Vallès, Atlètic B 

Under 14 

Male 
Atlètic, Atlètic B, Atlètic Yellow, Atlètic 

Black 

Female 
Atlètic, Atlètic B, Atlètic Yellow, Atlètic 

Black 

Under 12 

Male 

Atlètic Yellow, Atlètic Black, Vallès 

Yellow, Vallès Black, Can Salas Yellow, 

Can Salas Black 

Female 
Atlètic, Vallès Yellow, Vallès Black, 

Atlètic B 

Under 10 

Male 

Atlètic Yellow 6x6, Atlètic Black 6x6, 

Atlètic B 6x6, Vallès Yellow 6x6, Vallès 

Black 6x6, Vallès B Yellow 6x6, Vallès B 

Black 6x6, Vallès C 6x6 

Female 

Atlètic Yellow 6x6, Atlètic Black 6x6, 

Vallès Yellow 6x6, Vallès Black 6x6, 

Atlètic B 6x6 

Table 2-Hockey players categories in Atlètic 

By counting the teams, a total of 36 men's teams and 25 women's teams can be 

determined, teams made up of a number between 10 and 18 players. Each team has a 

minimum of one coach and a team manager or delegate. Taking into account these 

numbers and comparing with the rest of the clubs in Spain, Atlètic Terrassa has the 

largest hockey school in the country. 

 

• Tennis: Another of the most characteristic sections of the club due to its tradition and 

number of participants. The club's tennis school covers a wide range of ages, from the 

initiation stage to the professionalization of this sport. Knowledge of technical and 

tactical requirements is provided to all players, accompanied by the promotion of the 

club's own values. 
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The tennis school is divided into the following categories: 

 

 INITIATION SCHOOL 

1) Pre-Initiation (from 5 years old): To initiate children in this sport and learn the basic 

fundamentals. In addition, work on improving technical elements through activities and 

games related to sports to give it a more recreational character. Introduction to 

competition through a social league within the club. 

2) Initiation and improvement (from 5 years old): Focused on children who want to learn 

to improve tactics, improving technical and tactical aspects. Start of competitions within 

the club. 

 

SCHOOL COMPETITION 

1) Competition group: Students selected by the club's coaching staff for their 

characteristics who will form specialized groups with tailor-made training schedules for 

each student. Small and specific groups. Option to record training and follow-up in 

official championships. 

2) Advanced group (from 10 years old): Continuation of the initiation school for older 

players. Continuation with the technical and tactical improvement of each child. 

Availability of competition in official championships. 

3) Adults (from 18 years old): Continuation of advanced group. Same properties and 

objectives. 

4) Adults Technification (from 18 years old): For those players who are part of the official 

club competition teams and seek to improve performance in matches. 

5) Private sessions: Individual or group classes with a private monitor in each session. 

Specific work of basic concepts or technification for competition according to the 

objective player of the training. 

 

This sports section stands out in the organization of championships and sports events 

within its environment. From regional, national and even international tournaments. 
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• Paddle tennis: ATHC is considered a benchmark in Catalan paddle since the introduction 

of this sport in the club offer. Since then, this sport has been consolidating itself as one 

of the most relevant sports within the club. The paddle tennis section is consolidated 

by: 8 courts located in the natural environment, more than 160 federated players 

distributed among the 13 competition teams of the club, 200 players in the training 

school and a great annual offer of own tournaments (mixed, parents and children, social 

league, 12 hours of paddle tennis, etc.). 

The paddle tennis school allows younger players to get started in this sport, providing 

them with knowledge and technical and tactical requirements in addition to the 

necessary values of the club. The school is divided into: 

 

INITIATION SCHOOL 

1) Kid’s School (8 to 12 years old): Children who have never practiced this sport. The 

basic technique and the notion of bouncing tracks are worked on. Includes physical 

preparation of the players. 

2) Junior School (13 to 17 years old): Same purpose and properties as the nursery school 

but dedicated to older players. 

 

COMPETITION SCHOOL 

1) Advanced group (from 13 to 18 years old): Special training for competition. Tactical 

work for application in matches and tactical support in championships. 

2) Specific classes: The club offers a wide schedule for individual or group classes for the 

member. These classes are taught in a club track with a section monitor. 

3) Adult school (from 18 years old): Training for adults to work from basic initiation to 

technical improvement. 

 

• Swimming: Activity carried out in the indoor facilities of the club, specifically in the 

indoor swimming pool. Classes are taught for children from their earliest age and even 

for adults. All classes are group classes and are led by a pool instructor. The club offers 

the following services: 

1) Infants (2 to 5 years old): Initiation and familiarization with the aquatic environment. 

2) Teaching (from 5 to 7 years old): Learning the basic aspects of swimming. 

3) Perfection (from 7 years): Improvement of the different swimming styles and 

techniques. 
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4) Adults (from 18 years old): Classes aimed at members who want to practice this sport, 

improving their technique and physical condition. 

5) Newborns (6 to 18 months): Classes in small groups and accompanied by parents. This 

activity facilitates the development of the child's motor and sensory coordination. 

 

• Match Motor Team: It is one of the sections with the most tradition of the club. It is 

based on the organization of emblematic rallies, social events and various activities 

related to the world of the club's historic and classic vehicles. Monthly morning 

gatherings are held on Sundays. In addition, the team participates in tests organized by 

external motor entities. 

 

2.2. Club projection 
 

The Strategic Plan that the club has been following a few years ago and currently, aims to 

capture the main income, which will be used to pay off the debt and improve current 

infrastructure and services, by reducing the rotation of members (currently 5%) and the capture 

of income through new registrations (of partners). 

All the professional departments of the club work in line with the Strategic Plan, which dictates 

the guidelines that guide the work to be carried out, therefore, all the departments intend to 

contribute to the decrease in turnover and the recruitment of new members, among them, the 

communication department. 

Up to the current moment of drafting the project, the club followed a strategic plan based on 

the improvement of facilities and services to attract new members. Major structural 

modifications were developed such as: remodeling of the bar-restaurant, improvement and 

increase of hockey fields, construction of new paddle tennis courts, construction of the new 

fitness room, remodeling and reorganization of multipurpose rooms of the club for the 

development of activities and services, restructuring the parking lot, etc. 

The creation of a new hockey field allowed the club to expand the age range with the possibility 

of training in this section. The new paddle tennis courts offered the member a greater time 

margin to reserve courts and allowed to increase the number of classes taught in this sport. The 

new bar-restaurant area incorporated multipurpose rooms and technologically equipped 

meeting rooms for social, professional or event use. 
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In addition, there was a qualitative improvement in the services offered and the implementation 

of new services and activities offered to the partner. The new fitness room, supplied with 

equipment and machinery of all kinds, allowed the club to create sections for personal training 

and other fitness derivatives. Also, the space occupied by the former fitness room was used for 

various directed activities, therefore the spaces for the execution of these activities were 

increased, a factor that allowed the addition of new activities and improvement in class 

schedules. 

Once these modifications were completed, the club began a campaign to attract members, 

through promotional events, websites and other types of social movements. 

Although, at the current time of the study, the club is in a period of transition. This period is 

defined by elections to the club's board of directors. 

Once the elections are over, the club has made certain decisions about the field studied, 

promotion and marketing. At the moment it is known that there has been a change in the club's 

strategic plan. Unlike the previous strategic plan focused on improving facilities, services and 

recruitment of members, the club has initiated a plan based on member loyalty. 

First, a communication agency has been sub-contracted to support the communicative part of 

the club with the aim of transmitting important information in the best possible way to the 

member. Together, the initiatives that are being taken in the club are all focused on polishing 

details, focusing on the pleasure and taste of the member so that they feel at home. 

 

2.3. Interview with Cristina Quintanal 
 

This interview is developed starting from some key points to comment: objectives and needs, 

offer / identity, types of distribution channels, competition analysis and finally short and long-

range strategies and forecasts. Each of these points is discussed from the club's own point of 

view, taking into account the identity to be followed and its possible advantages and limitations. 

 

Cristina Quintanal, 34 years old, owns a Degree on Economincs. 

Her professional life has always been linked to sports management. Since the age of 20, her 

work has revolved around the sports sector in facilities in two different areas: member service 

and management and recruitment of members. These functions have been carried out in all 

kinds of sports clubs, from municipal clubs (100% linked to city councils) to companies and 

private clubs. 
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Her greatest work experience was at Holmes Place, a club located in the Gracia neighborhood 

of Barcelona. It is a club that offers more than 200 activities conducted weekly and a highly 

equipped spa area. 

Currently, she has been commercial director and member service manager at Atlètic Terrassa 

Hockey Club for 4 years, where in her early years, she focused her efforts on modifying services, 

reorienting and modifying the customer service team and introducing a more commercial 

philosophy. in this environment. He played a very important role in the implementation of the 

strategic plan to attract and grow the number of members, with a final result of 100 new 

members in one season. Currently, she is one of the main responsible for the change of the 

strategic plan to a part more focused on the digitization of member services and member loyalty. 

 

 

Figure  12-Cristina Quintanal 

2.3.1. Objectives and needs 
 

The main objective of a club like ours is the development of the image or identity of the club. It 

is a club located in Matadepera, a population with a very high income per capita. Furthermore, 

we know that the environment surrounding a sport such as field hockey tends to be made up of 

an upper-middle class type of participant. Therefore, the image that is given is essential in this 

type of environment. It is intended to show a complete and developed environment at the level 

of facilities and at the same time familiar, where a canon of human values is reflected and 

taught. 

Another of the main objectives revolves around the services provided. An extensive variability 

of services, made up of sports, health and leisure services. Of course, great importance is 

attached to the quality of these services and the close treatment of the customer or subscriber. 
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Over the course of the interview, an interesting question developed: "Is recruiting new members 

a primary goal for the club?" The answer was a denial. In a club as consolidated as Atlètic 

Terrassa, with a high number of members, their increase is not a main concern. As mentioned, 

the main thing is the development of the quantity and quality of services and in this type of 

environment, word of mouth does the rest. "The child members, when they go to school, talk 

with their colleagues about their weekend at the club, the games they have played, the friends 

they have and how much fun they have. This type of transmission channel information is highly 

effective. Non-members who hear how their friends have fun at the club, will come home and 

tell their parents about their friend's experience, and the desire they have to live this type of 

experience as well. This is how people who did not know the club in depth begin to show interest 

in it and can lead to new members. " 

Even what has been said, there is a count of registrations and cancellations in club members, for 

records and estimates at the end of the season. Once a sports year is over, the club's leaders 

meet to assess current numbers and think of new strategies or reinforcements for current sports 

plans. 

One of the main focus for recruiting members is the Summer Campus. A campus equipped with 

all the sports sections present in the club, a large number of participants and monitors. 

Specializing each of the sections technically but giving it a more playful and fun approach to the 

season due to the context of the holidays. In addition, the development of the current facilities, 

allows a great variety of services to clients from: sports, swimming pool, recreational park, dining 

room service and multi-activities. An ideal place for a child to spend a summer day. 

At the level of needs, a club that is developed and well positioned in its sector develops few. 

Basically, the correct operation of any service or activity offered by the entity and the 

maintenance of the economic balance of the club is intended without taking into account 

possible investors. 

 

2.3.2. Offer / Identity 
 

"When we talk about offer and identity of the club, they are two concepts that go hand in hand. 

The offer of the club is based on the quantity and quality of facilities offered but always 

supported by the identity of the club, family and sport." 

As mentioned previously, the club has a large room of facilities, in which countless activities and 

services are developed. In addition, the specialization and specification of the services offered 

are another important factor to take into account as the value of the club. Even with all this 

professionalization of the offer, the club's priority is the promotion of human values. The club's 
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identity is based on these values, and from the first to the last worker or collaborator of the club 

has the mission of promoting them. 

This club is a non-profit society; therefore, the promotion of values and family sentiment is of 

great importance. 

If to all this is added the multitude of sports offered and the specialized spaces to develop them, 

identity promotes itself. Highly worked schools of each of the sports modalities are developed, 

of a wide range of ages and where a progressive sports and values education is intended from 3 

years to the age of majority. 

 

2.3.3. Types of distribution channels (information) 
 

As an entity, the distribution of information to the customer or partner is a daily requirement. 

This information may contain: sports calendars, announcement of special events, modifications 

in the club's logistics, local sports news, action protocols (currently Covid-19), new offers, 

promotion of services, information on sports sections, etc. 

All these types of information must be sorted and sectioned according to the target audience: 

current partners, possible partners, former partners ... 

Today, the most common and effective way of sectioning and distributing such amount of 

information is Online, specifically through Social Media. 

"One of our main concerns today is the development of our online platforms. Having a highly 

developed website where you can see the entire offer and identity of the club is the priority. 

Where anyone can access in an easy, clear and concise way to all the information that describes 

and encompasses our club. In addition, all social networks must be active and visually worked to 

increase the scope of distribution of information to people." As can be understood in this 

intervention, the club prioritizes the development of the web in recent years. A website where 

you can understand what the club really is, what it offers and with what quality it offers it. A 

space that explains in detail to the potential client or current partner everything that may be 

available to them. For this mission, social networks today have become very important. 

Facebook, Instagram or Twitter are highly crowded spaces where the user can find all the 

information of the club sectioned and adapted to each social network according to its 

characteristics or specifications (for example, Twitter with its short text or Instagram with its 

visual impact of images). 

Apart from the promotion on online platforms, the club has other distribution channels of 

different types. For example, financial resources are occasionally dedicated to the development 

of promotional posters distributed in strategically chosen areas or on buses, which have an 
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extensive tour of the city, thus capturing the attention of a large number of the public. Another 

example of offline promotion developed by the club is the Schools Service. This is based on 

providing services to schools in nearby municipalities through a sport offer within the club based 

on a day at the facilities practicing the various sports that it offers and guided by a specialized 

monitor from the club itself. "Through this initiative, the club (services and facilities) is made 

known to children who are not in the common environment of the club's target and also provides 

economic income for the development of these services." 

On the other hand, various promotional events have occasionally been developed in key points 

of the nearby municipalities (central squares, Decathlon) where interested people can try 

certain sports and obtain all the information about the club they need. 

"This year an important initiative has been taken at the club through the appearance of the 

MINIS section. What the club offers is a multi-sports section for the little ones in which they can 

first try the different sports offered by the club and thus become interested in as children for any 

of these sports. In addition, this new section has the particularity that it is not reserved only for 

club members, people who are not can try this service by paying a price similar to that of club 

members." This initiative is directly related to the recruitment of members since both children 

and parents are introduced to the environment of the club and enjoying its basic services, so 

they can be interested in joining the club. In addition, it promotes member loyalty by having a 

service for their youngest children that was previously not available. 

Another of the new initiatives of the club in the last 3 years has been the implementation of the 

Higher Degree in ATLETIA Studies. This degree in sports has its headquarters in the club: the 

theoretical classes are held in multipurpose rooms of the club and practical classes in the various 

sports facilities of the club. This initiative makes the club known in a professional way and makes 

use of the facilities. "The ATLETIA initiative is a great success. Do you know any better place than 

these facilities to practice any sport in a practical way? In addition, some of the students of the 

degree end up being club workers because of their interest in the environment thanks to the 

degree." 

"But undoubtedly one of our biggest promotional and member recruitment events is the Summer 

Campus. Currently the club has one of the largest summer campuses in Catalonia thanks to the 

number of services offered, their quality and the unbeatable environment where the activities 

take place." As previously mentioned, the club has a high economic asset in this service. The 

large number of participants, the large number of services offered, the availability of 

transportation, the dining room service and the club's facilities are the key points for the success 

of this campus. 
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2.3.4. Competition analysis 
 
In this part of the interview, the questions were focused to determine who were the main 

competitors of the club as an entity and what could differentiate ATHC from them to position 

itself above them. Being a non-profit multi-sports entity, the competition cannot be equated to 

that existing in the business world. It is a "healthy" competition with clubs from the same 

environment with similar characteristics and benefits, even so, it will be deepened to find other 

types of possible competitions. 

"To determine our main current competition, various factors must be taken into account: 

location and proximity, number of members and services and facilities offered. Once these 

factors have been analyzed, we can determine that our main competition is the Egara Hockey 

Club, a club with fewer of partners but with a location and environment similar to ours. At the 

level of services and facilities, there are similarities but also differences. In some sports sectors 

they stand out for their facilities but on a general level, I think Atlètic offers better and more 

varied services."  

There has been a "rivalry" between these two clubs for many years. This is basically based on 

hockey, being the two most important clubs in Terrassa and having a very similar level and 

performance in high competition. But as Cristina comments, the characteristics of both clubs 

are very similar and, in many situations, the new member must decide between one of the two 

clubs to enroll and this causes some competition. 

Apart from this club, there is some competition against clubs specialized only in one sport, such 

as fitness, swimming, tennis or paddle tennis clubs. 

"Yes, it is true, that some possible members dedicated only to one sport decide on clubs 

specialized in that sport, such as a gym. But there are big differences with this type of club, for 

example the price (usually higher than that of the club for a single service) or the quality of the 

service offered. However, we must take into account the facilities that Atlètic offers such as 

parking, bar or spa service and the unbeatable natural environment where it is located and these 

factors add great value to us." 

 

2.3.5. Strategies / Forecasts 
 
As mentioned, during the drafting of this project the club was in a period of transition from the 

board of directors and this factor somewhat limited the information obtained in this section, 

since some initiatives are private only for club workers. Still, various topics were discussed. 

"The main modification of the club is the Strategic Plan. Until now, a plan based on the 

improvement and expansion of facilities and services was followed, an economically expensive 
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plan. During this process it has been required to charge extra fees to the member and the 

Increase in the number of members through recruitment campaigns. This period has led to 

membership withdrawals, but also new members, and as a general summary we could say that 

it has improved. Now, once we have the facilities we need and offer as many services as we can, 

the membership loyalty period begins. For this, the details will be taken care of and the taste and 

well-being of the member will be prioritized above all else. For example, details such as: Welcome 

letters or See you soon at the club's entrances corporate colors of the club in most sports spaces, 

informative television screens in interior spaces of the club and above all a great work of social 

media focuses do to the partner as promotional videos. 

One of the main novelties is going to be the subcontracting of a communication agency that 

allows us to work with the public in the most pleasant way for the listener. " 

This modification of the club's strategic plan will include other modifications and news, but the 

information is limited at the moment. 

 

2.4. Interview with Xavi Torrent 
 

We interview Xavi Torrent, director of communications for ATHC. As communications director, 

he is in charge of the selection, management, coordination and distribution of information from 

the club to the public (members and non-members). In this interview, several key points will be 

discussed: types of distribution channels most used, communication strategies followed, 

planning processes and information management, communication objectives of the club and 

the future projection of the club in this area. 

 

Xavi is 22 years old, owns a Degree on Journalism from the Universitat Autònoma de Barcelona 

and has been part of Atlètic since he was 7 years old. 

He became Head of Communications in July 2020. Before that, however, he had already worked 

closely within this section and during the King’s and Queen’s Cup held at Can Salas in 2019 where 

he was the Head of Press. Previously he also worked in the Communication Department of the 

Indukern Group, formed by Indukern, Kern Pharma and Calier. In addition, he has experience in 

different media. 

His goals as Head of Communication of the Club are to support all sections from the transversal 

and help to better explain everything that is done in the Atlètic. At the same time, it also seeks 

to improve and reinforce the great club image they have on social media and the club’s offline 

image. 
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Figure  13-Xavi Torrent 

2.4.1. Types of distribution channels  
 

In entities of this type, it is known that the most active part of communication is online. In 

addition, in today's world, social networks are the main source of leisure and information in 

society, therefore they should be prioritized as distribution channels. Through this part of the 

interview, it is intended to know how social networks are prioritized over others and why, how 

each of these networks is used and the importance of the club's activity on social networks. 

"Among all the information distribution channels used by the entity, WhatsApp would stand out 

above the others since it is a social transmission network that allows an almost instantaneous 

transmission of unlimited information. 

In our case, we transmit the information through groups within this application formed by sports 

section or functionality within it. For example, in the case of hockey where there are so many 

teams, a group is made where the delegates of each team are, who are in charge of sending the 

information we want to their respective teams. 

The second most important channel is Instagram, since it is the social network where the club 

has the most followers and viewers. Depending on the content to be published, this network has 

greater or lesser repercussion taking into account the number of likes and the like hunting factor, 

which influences the importance given to said information. 

On the other hand, the other important channels to take into account in the club are Email, 

Twitter and Facebook, which are the networks that the club has active apart from those 

mentioned. " 

Once the most used social networks of the club have been determined, it is intended to know 

the impact of each social network according to its characteristics in the distribution of 

information. As has been commented, each social network has its particularity according to 
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images, text of limited characters, etc. It should be studied whether these particularities 

condition the information to be distributed or classify it in one network or another. 

"The fact of complementing a message with an image always favors the attraction of the 

statement or post. Twitter, for example, offers the possibility of not having to develop both the 

content and the appearance of the post due to its simplicity. The posts on this network They only 

require following the stylistic criteria of the club and transmitting the message. Normally this 

network is used by more informed users, by club leaders and older people. Quite the opposite of 

Instagram. Instagram requires an aesthetic and curious work for the publication of posts, taking 

into account the content and image of the publication. In addition, the stories part allows to 

develop quick notices in real time that do not require as much work as a post. 

Currently, we are working on a way to streamline and mechanize the posts through message 

templates and a repository of images of the club to use according to the content to be published." 

Once at this point, the fact that the web had not appeared as an important information 

distribution channel was highlighted and it was intended to collect information on this platform. 

Once the website has been studied in detail, it gives a highly informative network appearance 

and the answer to be obtained was: Could it be that the website is dedicated to the public of 

non-members to obtain club information? 

"It is true that the network is not a daily resource used by the club. The current and instantaneous 

information moves through the other social networks, but the web has the particularity that it 

allows to supply much more information simultaneously than the other social networks. It is an 

appropriate place to publish various registration forms, regulations, calendars and schedules. It 

is a resource that any sports entity is interested in keeping updated and active since it links all 

sports sections and services. Thus, a person who enters the web in search of a specific content 

may end up interested in information different from what you were initially looking for. 

If it is true that it has a fairly external aspect, the ideal place to find all the information related 

to the club, but internally it also has important functions such as registration in activities of any 

sports section." 

 

2.4.2. Communication strategies  
 

"The main communication strategy that we follow in the club is to try to show the virtues of the 

entity: services, facilities, events, etc. To highlight to the public the quantity and quality of 

services we offer, in which unbeatable place we offer them and which facilities are highly 

Equipped we give the service of the member Currently, we are focusing a lot on showing 

everything that is done in the club, not only sports and services but the different initiatives that 
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are developed in this that are not so much recognized for their little impact on the member. Some 

of these are: Atletia, firefighter competitions training and many others. The intention is to fully 

show what the club offers." 

As Xavi comments, new initiatives such as Atletia, a high Degree in Sports, are developed within 

the club environment, which is taught entirely at the club's facilities. On the other hand, training 

is offered to firefighter competitions by obtaining the necessary material for said training, a 

space reserved for training and a certified monitor specialized in this type of tests. 

"Atletia is one of the greatest successes that the club has made for various reasons: you take 

advantage of the sports park facilities in the morning (which are the hours of least use of the 

club), you take advantage of part of the training given to the club's own workers and obviously 

it is a business opportunity that produces financial income for the club." 

 

2.4.3. Information management and planning process 
 

Once the communication strategies of the club have been determined, the process that the 

information follows must be known, that is, where it comes from and who it passes through 

until it reaches the target audience. In addition, the club's information planning process should 

be studied: monthly calendar, annual calendar, free distribution, etc. 

This section was intended to answer several questions: Where does the information come from? 

How is the distribution planned? Is the information distributed in its entirety? What is Xavi's role 

in all this? 

"Actually, my job, more than management, ends up being the coordination of information. I am 

the recipient of all the club's information, which comes to me from various sources: technical 

directors of the sports sections, club staff, general director, director of marketing, sports 

meetings, etc. So, my first task is to balance this information according to its priority and urgency 

taking into account my developed monthly forecast. A balance must be found of what is most 

important, where it should be communicated, if the information is transcendent to be 

communicated and the impact of said information at the global level of the club. 

When it comes to forecasting or planning, there are always unforeseen events. Even so, it works 

through a monthly planning structured through a content plan with a forecast of the different 

sports sections and important news or eventualities. Some sections require a weekly post and 

others not so much. 

Our basic objective is the presence and daily activity on social networks through posts, Instagram 

stories, Retweets or Linkedin. 
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Currently the club has introduced a sub-contracted advertising agency which also determines 

certain promotional content to be published, which whenever possible has publication priority. 

The type of sponsorship contracts of the club must also be taken into account since, if the club 

has a contract with a sponsor that requires advertising on social networks of any kind, this clause 

of the contract must be strictly complied with." 

 

2.4.4. Strategies / Forecasts 
 

To end the interview, you want to know if the club has any objective or modification in the 

operation of this section in the long term. Taking into account the previous interview with 

Cristina, the protection of information may intervene in this part, even so we will try to get 

important content. 

"In my field of work at the club, I have several ideas in mind to innovate and improve the 

distribution of club information. To begin with, the most notable is related to the segmentation 

of the information to be distributed. Currently, we work on it in two shapes: 

1) Through WhatsApp groups by sports sections, where the information relevant to each sport is 

sent to the groups dedicated to that sport with active people in the section. 

2) Through social networks where sports teams and sections have their own profile such as 

Instagram. News is developed from the general profile of the club and these are distributed to 

the profiles associated with the sports section affected by the news in the form of a chain of 

information transmission. 

Looking ahead, we are working on an innovative method for information segmentation. This 

consists of segmenting the information in a personalized way for each member or user according 

to their interests collected in the virtual office. That is, a person with a record in the hockey 

competition and with a specific reservation record in the fitness room, will only receive 

information related to these two sports or the spaces where they practice them. In addition, the 

information will be segmented by relevance. 

Other initiatives that we have planned for the near future are: the improvement of the official 

website of the club and the introduction of paid media and the improvement of each of the active 

social networks (followers, likes) as well as the introduction of new social networks with profiles 

of the club." 
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3. Clear fixation of the objectives of the marketing plan 
 
In this section, it is necessary to decide and work on the main marketing objectives to be 

developed for the entity. For this purpose, the different types of different objectives in a sports 

marketing environment have been studied and it is intended to highlight certain differential 

advantages of the entity respect to possible competition. Before the determination of these 

objectives, an analytical resource has been used to understand the offer from the point of view 

of consumers.  

 

3.1. Customer Journey Map 
 

This Figure shows is a Customer Journey map [18], which reflects the consumer's experience in 

the acquisition or activation process in the entity from their point of view. In other words, all 

the instances that a customer goes through are analyzed before making their subscription, 

during their continued use and at a point of regular and participatory use. If it is a product, the 

entire pre-purchase process is analyzed up to the post-purchase point. The Customer Journey 

Map developed is the following: 

 

 
Figure  14-Customer Journey Map 
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As can be observed in the previous figure, there’s a main process line, in which the stages that 

a possible partner follows from the moment of finding information related to the entity until the 

moment of loyalty should follow. The different stages are composed of: awareness, 

consideration, acquisition, service and loyalty. Each of these stages comprises one or more 

steps, which indicate the actions or moments the consumer goes through in the different stages. 

Once the steps have been developed, they are broken down into various touch points. These 

touch points are specific actions or functions of each of the steps which affect the different 

departments of the analysis, depending on the impact on each of them, the number of points 

drawn and the numerical account of the upper part of the shape increases. The impact on the 

different departments (marketing, sports services, leisure services, health area and customer 

experience) depends on the intervention of these departments in the process or the action / 

function developed in the touch points and their direct or indirect impact. Finally, a forecast of 

the consumer experience and the role of each of the different departments in that experience 

is developed. 

As has been mentioned, this analysis tool facilitates the setting of marketing objectives for the 

entity, because it gives the consumer's point of view, thus producing a certain affectation and 

realism in the ambition of setting the objectives. 

 

3.2. Marketing Objectives 

 
Quantitative objectives 

They are those objectives of the marketing plan that propose measurable and accounting 

achievements for the organization, which have a final expression in concrete numbers. In the 

case of the sports entity, these objectives are based on services, partners and economic income. 

The entity's quantitative objectives are the following: 

 

-Acquisition of new users: This objective affects all marketing actions dedicated to attracting 

new members for the entity. As a priority, through an increase in the number of users, an 

increase in economic income is obtained. In addition, a high number of users and participants 

allows increasing the number of services and workers for the entity and allows it to gain 

importance within the competitive environment. This importance affects the positioning of the 

entity and is a highly attractive factor for potential new members and for sponsors with the 

intention of making themselves known and promoting themselves. 
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-User satisfaction level (loyalty): One of the entity's main objectives is the satisfaction and well-

being of member users. Through the professionalization and the close treatment developed in 

the services, the participants of the activities get a good experience and a good memory. These 

factors are decisive for the repeated participation of said users and the indirect promotion of 

these to their acquaintances or relatives. In addition, through a good loyalty process, many of 

the most active users end up being voluntary participants in the organization of events and 

recreational activities within the entity, without any profit motive. 

 

-Increase profitability: One of the most important objectives for the proper functioning of the 

entity, the maintenance of the facilities and the promotion of services offered. Each of the 

actions carried out by the organization of the entity supposes economic expenses to a lesser or 

greater extent and these expenses must be recovered through the membership fees or the 

services paid. This objective is closely related to the previous two, since, without partners or 

assets, the investments made by the entity cannot be recovered to fully cover its offer. 

 
Qualitative objectives 

These objectives on the marketing environment set more generic goals and much less tangible, 

but just as important as quantitative ones. By fulfilling these types of objectives is where 

competitive advantages are obtained in the macro-environment of the company, since they 

allow differentiation or improvement with respect to possible competitors. 

 

-Identity and image: The identity concept has two different approaches, for the entity and for 

the members. For the entity, a marked and differentiated identity must be developed with 

respect to possible competition. To begin with, taking into account that the entity is a sports 

club, it must have an identity that reflects sports, health and family. For this, the promotional 

content used, the image of said content, must be carefully taken care of so that it shows in detail 

the identity that it is intended to have. In addition, this identity based on sport and human values 

must be constantly transmitted to member users. Getting users to feel a special identity by being 

part of the entity, allows a pleasant and close social environment within the club and a high 

loyalty of users to the entity. On the other hand, the concept of image is directly linked to 

identity, since the image that is promoted to a recipient describes the entity that it is intended 

to show. Social networks and advertising media are the main source of identification and image 

(apart from the club, its facilities, its services and its workers). 
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-Services: One of the priorities of the entity is the development of the services offered. These 

services are provided by professionals in the field of said service and all are developed through 

a friendly treatment close to the participant. Each of the sports sections or services follows a 

content plan to work on, a work methodology and is accompanied by top quality sports 

equipment provided by the entity. In addition, the club's organization is in a constant process of 

research and development for the implementation of new services or improvements in available 

services (number of classes, days of service offer, material improvements, etc.). 

 
Differential advantages 

Those properties of the product, or service, that is offered and that the consumer perceives, 

allows the entity to be differentiated from the competition. They also provide benefit and 

satisfaction to the client or member user through the perception of the attributes that make up 

the utility and specificity of the service. These differential advantages derive in competitive 

advantages with sports entities of the same type. The objective differential advantages of the 

entity are: 

 

-Service offered: Service quality level, information provided by the entity about and during the 

service for the improvement and economic profitability of the participants. In addition, the high 

professionalism of the service and the person who directs it, gives the consumer a high degree 

of confidence in the activity carried out and in the entity as a company. 

 

-Identification: A marked identity, different from other competitors and that fully shows the 

values of the entity. An advertising worked, constant and pleasant to the public, which transmits 

a message of health, sports, family and well-being. 

 

-People: Workers and assets of the entity should have a common objective, the clients and their 

interests. A close and friendly treatment in all services, trust and customer service to obtain such 

reciprocal trust and professionalism in the services offered that derive in credibility and 

reliability of the client [17]. 
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4. Analysis of the macro-environment: competition and competitive environment 
 

In this section, the entity's competitive environment will be studied: the main competitors and 

the competitive advantages and disadvantages in comparison. 

This analysis will be carried out through an exhaustive study of the entities that may generate 

direct competition to the entity. First, the commercial strategy of the different entities must be 

known, which will be marked by their main attributes or their determining factors used in their 

execution plans or in promotional campaigns. 

Second, the entity must stand out from the competition by meeting previously unmet market 

needs. Take into account current market trends and take advantage of them, differentiate 

yourself from the rest with innovative initiatives. Closely related to this, you must empathize 

with the market customer. Carefully study the needs and desires of the target audience to meet 

the expectations they have. 

Third, the entity must optimize and seek maximum performance in its tactics or methods. It is 

important to optimize all the internal processes of the entity to improve productivity and 

executive efficiency with respect to the competition. In addition, creativity and agility must give 

strength to advertising and marketing campaigns. 

Another determining factor is the experience given to the consumer. A close and pleasant 

treatment in customer service is the basis for attracting consumers. 

Finally, economic investments must follow a refined strategy and take full advantage of new 

technologies, advertising media and their distribution channels [22]. 

The competitive environment contemplated is made up of sports entities with attributes similar 

to those of the study club. To determine the main competitors of the entity, the following factors 

or attributes are taken into account: 

 

-Location: The place where the sports entity is located. The study area is the municipality of Sant 

Cugat in Barcelona, therefore, sports entities within this municipality will be taken into account. 

This municipality has a total area of 48,2 km2, therefore it does not have a large area. Due to this 

factor, entities within the entire municipality will be selected without the need to classify by 

sectors. 

 

-Target: The studied municipality is one of the leaders in Spain in income per capita. Therefore, 

by default there is a more or less defined target in the entire entity of upper-middle class people. 

In sports entities considered as competition the target is the same. 
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-Installations: One of the most determining factors is the structural composition of the entity. In 

this analysis, similarity of facilities and their use are sought. In addition, the equipment and 

machinery present must be considered. 

 

-Services: The number and quality of activities offered by the sports entity. This factor is directly 

related to the facilities owned by the entity and its use. The services include all the sports 

sections, the modalities within each one of them, the health and relaxation care services and 

the leisure and restaurant services. 

 

For the analysis of the competitive environment of the entity, the entities that generate direct 

competition in one or several sports sections, in part of the services and at the level of facilities, 

are studied. These will be studied in detail to obtain a final comparison with the entity under 

study. These three competition entities are: Junior Futbol Club, Club Tennis Natació Sant Cugat 

and Augusta Padel. 

 

4.1. Junior Futbol Club 

 
Junior F.C. is a sports and social club with more than 100 years of history. It is 

located in the city of Sant Cugat and is a health and sports space. Its operation 

is based on the union of clients, collaborators and workers of the entity. Day 

by day, its facilities are filled with people wanting to live sports experiences 

surrounded by friends and family and take care of their health [24]. 

 

4.1.1. Location 
 

The entity is located at the northern entrance of the municipality, in an area formed by industrial 

and commercial estates. Next to the entity is the Sant Cugat Shopping Center. The entrance to 

the entity is located at Paseo Sant Mamet 3, 5, parallel to the main entrance road of the 

municipality, the Rubí Highway. It has two parking areas reserved for members within the entity 

and one area for non-members. In addition, the street where the entity is located has various 

businesses and services, which has a long battery parking area, which benefits the entity 

significantly. 
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Figure  15-Junior Futbol Club location [25] 

 

 



 
 

Creation and development of a sports club marketing strategy plan 
Xavier Lis Pasarell 

60 

4.1.2. Installations 
 

The entity has more than 60.000 m2 of facilities equipped to offer sports and health services. At 

the entrance of the club there is a parking area for members. Next to one of the parking areas 

there are 6 tennis courts where all the activity related to this sports section takes place. Next, 

there is the sports court, used basically for the pre-schools section. This rink is also used for 

indoor hockey practice. Behind this sports court, the 12 paddle tennis courts of the club are 

located. 

At the entrance of the club there is also the fitness-health building, a 4.000 m2 building with a 

fitness room, 2 rooms for directed activities and a water and spa area where the indoor pool, 

jacuzzi, sauna and a hairdressing. 

Next to the other parking area for members, there is the mini-soccer field, where games and 

training sessions for the youngest of this sports section are played, and field 2 for field hockey. 

In front of this part of the facilities is the central point of the entity, the soccer field. 

The bar-restaurant is located in the 1.500 m2 Club House, where the social headquarters 

(meeting rooms) are also located. This area has an outdoor terrace enabled for social use. 

Surrounding this social area is the outdoor pool and hockey field 1. 

 

 

Figure  16-Junior F.C. complex [26] 
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4.1.3. Services 
 

-Pre-Schools: Section dedicated to those younger children, who still do not opt for a sports 

school and enroll in this initiation stage. In this section, various sports are carried out on a 

rotating basis and the learning of various aspects of physical activity begins. The objective is to 

know the wide variety of sports offered by the entity and to acquire the base of these to practice 

them later in the club. 

This activity is offered in two ways: one day a week (Monday to Saturday) or two days a week. 

 

-Multi-Activity: This section was added last year in the entity and is based on the practice of 

various sports outside the other sports schools. Sports classes are taught such as: martial arts, 

modern dance, acrobatics, balances, juggling, contemporary dance, yoga and Zumba. 

There are two categories, one made up of students from 4 to 7 years old and another from 8 to 

13 years old. Practice for this section is based on one or two days of training between Monday 

and Thursday. 

 

-Hockey School: It is one of the sections with the most tradition of the club. It was created in 

1926 and currently has 40 teams in total. The club has two teams (one male and one female) in 

the elite of Spanish hockey. The school has more than 50 monitors and coaches on its teams. 

The training program of the section of this sport has as its basic objective the improvement of 

the players while they enjoy this sport, friends and competition. 

This section includes a minimum of two workouts during the week and one workout or match 

on the weekend. Competition is included within the school's offer, depending on age and level, 

it can be regional or national. 

Learning this sport is divided into the following categories according to the age group: Formative 

(under 6 years old), Under-8, Under-10, Under-12, Under-14, Under-16 and Under-18. 

 

-Soccer School: It is the oldest section with 100 years of history and the main one in the entity. 

The school of this sports section has as its main objective the comprehensive training of its 

players and coaches or staff. 

From 6 to 8 years old, the school focuses on the learning of physical activities, basic coordination 

and motor skills. From 10 to 13 years, they work on the intensive improvement of technical skills 

and in the last stage of training, from 14 to 16 years, the development of technical and tactical 

physical capacities is promoted. The section works in sessions spread over a minimum of two 
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days during the week and a training session or match on the weekend. All teams have regional 

or national competition. 

The teams are divided into the age ranges as follows: Under-8, Under-10, Under-12, Under-14, 

Under-16 and Under-18. 

Last year the women's soccer section was implemented, which did not exist previously, unlike 

field hockey, which has men and women. 

 

-Tennis School: The school of this sports section prioritizes the development of technique, 

physical qualities and psychomotor skills. The structure and programming of concepts and 

training is based on variability, creativity and dynamism in conjunction with sports work. 

The basic objective is to introduce the youngest to this sport in a playful and educational way, 

learning to master the racket. In the following training stages, work is done to improve the 

capabilities of the players, reinforce the technical, tactical and physical bases to prepare the 

players for the competition. This section includes regional or national competition depending 

on the level of the players. 

The section is divided into the following stages: Mini-Tennis (Under-6 years), Initiation (Under-

10 years), Perfection 1 (Under-12 years), Perfection 2 (Under-16 years) and Perfection 3 (Under- 

18 years). 

 

-Paddle Tennis School: The objective of the sports school in this section is to provide the little 

ones with the basic technique and notion of this sport to train them over the years in a 

consistent game suitable for competition. The sports education of the players is developed by 

learning the real technique of the game and collective or individual competition. 

The paddle school training sessions take place at least twice a week per player and include 

friendly tournaments within the club. 

The learning and technical process of this sport is divided into: Initiation 1 (from 6 to 7 years), 

Initiation 2 (from 8 to 9 years), Initiation 3 (from 10 to 11 years), Improvement 1 (from 12 to 13 

years), Perfection 2 (from 14 to 15 years), Perfection 3 (from 16 to 17 years), Perfection 4 (from 

18 years) and School Competition (13 to 18 years). In this last section, students with the best 

qualities and abilities are prepared for competition from an early age. 

 

-Swimming school: Sports section that teaches this complete sport. Its learning process is based 

on adaptation to the aquatic environment and its possibilities of movement. It is intended that 

the student achieve security in the environment and learn different ways of moving around. In 

addition, breathing control is worked on in a specialized way. The final objective of this school 
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is the mastery of the different swimming styles (front crawl, backstroke, breaststroke and 

butterfly) by the student. 

The swimming school is divided into the following stages: 

1) Babies (6 months to 3 years): The child's confidence and security are stimulated. Requires the 

presence of an adult companion. 

2) Turtles (from 3 to 5 years old): The child's automatism is promoted in the aquatic 

environment. 

3) Penguins (6 to 9 years old): Initiation to swimming styles. 

4) Improvement (from 10 to 14 years old): Fixation and improvement of swimming styles. 

 

-Fitness: The fitness section of the entity is developed in two different spaces, the fitness room 

or gym and the directed activities rooms. The fitness room is equipped with innovative 

machinery and the latest Technogym technology. It is separated into four different work zones 

as follows: toning machines, cardiovascular machines, weights and functional training zone and 

finally the TRX zone. 

The fitness room is advised by various specialized monitors, who also develop the wellness 

coach service (personal trainer and advice on healthy habits). The entity also offers a Training 

Gym service, a system for creating personalized training programs through videos and 3D 

exercises from a fitness library. 

In the directed activities rooms, there is a wide schedule of guided classes with specialized 

instructor such as: spinning, Pilates, yoga or Zumba. In addition, the fitness section develops the 

aqua gym activity in the entity's indoor pool. 

 

-Spa: A personal care space for the client, where complete physical and mental relaxation is 

intended through different types of treatments. These treatments are performed by qualified 

specialists of the entity. Some of these treatments are: sports massages, wellness massages, 

waxing, manicure-pedicure, acupuncture, mesotherapy and reiki. 

 

-Bar-Restaurant: In the Clubhouse building is where the snack-bar is located, there, users can 

have a drink, eat a snack, a sandwich or enjoy the daily menu. The restaurant is installed within 

the same building, where daily menus, weekend menus and specials for groups are offered. In 

addition, there is an outdoor terrace area where you can consume in times of pleasant weather. 
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-Hairdressing: Within the entity is the Salon Imagen Personal hairdresser, where a personalized 

service is offered to members and non-members. Regenerative, keratin treatments, etc. are also 

offered. 

 

4.1.4. Online presence 
 

Web: This entity has a poorly developed and outdated website. The last update of this platform 

dates from 2019, it can be seen reflected in the regulations of the sports sections, the teams 

presented, etc. 

Visually the web is simple but attractive, it has a good visual impact but its functionalities are 

limited. Some of the access tabs within the web do not work, that is, they do not open the link 

assigned to that tab. It can be seen that the sections of each sports section or service are poorly 

developed, only the schedules and age ranges for each category of the section are written in a 

simple way. 

The fees and prices of the entity are not included on the web, to use them you must use a 

Contact-Section which does not seem very active (to carry out this study contact has been 

requested a week and a half ago with no response). In addition, the website shows the large 

number of sponsors that the entity has and has a space for links to other social networks. 

 

 

Figure  17-Junior F.C. Website 
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Instagram: Unlike the web space, the entity's Instagram profile is highly active and updated. 

Being the trend social network of the moment, the club attaches great importance to the activity 

and use of this social network as the main information channel. 

The profile page is full of publications of all kinds: corporate, sponsored, descriptive of the sports 

section, recreational (games and raffles), etc. In addition, they use all the types of posts available 

on Instagram such as images, image sets, short videos and IGTV. 

One of the key factors in this social network is the use of stories and highlights. It can be seen 

how the entity maintains an abundant informative activity in the stories of the social network 

and has a section of highlights divided by raffles, information and other factors. Through this 

network, a large number of recreational activities are promoted to give activity to the profile 

and attract the attention of the followers. These activities are based on quizzes about spaces or 

people known to the entity and by numerous raffles for products contributed by its sponsors. 

Through this initiative the social network is kept active and at the same time the sponsors are 

promoted. 

The network has 687 posts and 2.527 followers, quite optimal numbers in this type of social 

network. 

 

 

Figure  18-Junior F.C. Instagram profile 
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Facebook: This website has now lost the importance and impact that it had years ago. Even so, 

it’s possible automatic link with Instagram, allows the entity to maintain two active social 

networks by modifying only one and thus also be able to supply information to the possible 

target of people only present on Facebook. On this network you can see the same posts as on 

Instagram, but the properties and characteristics of this particular network allow it to be more 

descriptive in certain aspects such as: location, activity (open or closed), number of physical 

visits or prices. 

The numbers for this social network are 1.909 people who like the entity's profile on Facebook 

and 2.028 followers. These numbers are considered very optimal due to the low activity of this 

social network currently. 

 

 

Figure  19-Junior F.C. Facebook profile [28] 

Twitter: This social network stands out for its informative nature through short and concise 

messages. In the case of the entity, its use is based on transmitting the information present in 

the other networks in a shorter and less explanatory way. In addition, you can see the constant 

use of Retweets of sports pages on chronicles of the matches of the most important teams of 

the entity, individual awards of the sports federations, etc. 

This network allows reaching a target very different from that of other networks, possibly more 

professional (more educated users) and informative. 

The entity's profile has a total of 1.059 followers. 
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Figure  20-Junior F.C. Twitter profile 

 

YouTube: This entity has its own profile or channel on YouTube. This channel is used to post 

compilation videos of activities or sporting events developed in the club. You can find videos of 

all the different activities and services provided by the entity, so the potential client or target 

audience has a platform where they can actively see the characteristics of the activities. In 

addition, it is used to upload videos of merits in the different sports sections or substantial 

modifications for the entity and its users. It is a rare network in this type of entities and little 

visited by its users, since most of them know the facilities and services well and do not require 

visual support. That is why the YouTube page only has 209 followers, a low number for this type 

of social network. 
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Figure  21-Junior F.C. YouTube channel [29] 

LinkedIn: This network is considered by definition the business and professional network. Sports 

entities usually have a presence in this type of network to give the entity a more business touch 

(non-profit). We can see that the profile of the entity in this social network is underdeveloped 

and not very active since they do not share the informative posts that are shared in the other 

social networks. It has a poor presence and without working, where only some characteristics 

of the entity are described and its location is presented. 

 

 

Figure  22-Junior F.C. LinkedIn profile 
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4.1.5. Fees and prices 
 

Enrollment 
Individual 250,00 € 

Family 500,00 € 

Field Hockey school 

Members 399,00 € (10 months) 

Non-members 
580,00 € (10 months) + 60 

€/month (player fee) 

Tennis school 

Members (1 training/week) 295,00 € (10 months) 

Member (2 trainings/week) 549,00 € (10 months) 

Non-member (1 

training/week) 

345,00 € (10 months) + 60 

€/month (player fee) 

Non-member (2 

trainings/week) 

602,00 € (10 months) + 60 

€/month (player fee) 

Table 3-Junior F.C. fees table 

4.2. Club Tennis Natació Sant Cugat 

 
The Club Tennis Natació Sant Cugat was founded in 1967 by its    

founding partners, 100 families who love family sports and social 

activity. In 1969 the sports school was founded and their first 

activities for students began under the instructions of their first 

teachers of this sport. During the following years the Tennis school as well as its facilities were 

on the increase, thus promoting its first competitive professional players. From that moment to 

the present, the club has evolved at the level of facilities and services until it reaches what it is 

now, a club specialized in the practice of tennis, paddle tennis and swimming [20]. 

 

4.2.1. Location 
 
The entity is located in the south-east area of the municipality, in the natural area known as 

Torre Negra, in Sant Cugat del Vallès, specifically on Camí del Crist Treballador street, next to a 

highly crowded area. This area is known for its various important educational centers such as 

the European International School for primary and secondary education and ESADE Business 

School, one of the most important private universities in the country. In addition, the area 

around the entity is an industrial area with a large number of companies and industrial estates. 

These key points discussed are clearly the focus of the target audience for the entity, both school 

students and working adults from companies, who seek to occupy their free time by practicing 



 
 

Creation and development of a sports club marketing strategy plan 
Xavier Lis Pasarell 

70 

some sport. In addition, the presence of one of the most used train stations in the municipality 

near the perimeter of the entity should be highlighted. 

 

 
 

 

Figure  23-CTN Sant Cugat location 
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4.2.2. Installations 
 

The entity's facilities have a total occupation of 35.669 m2 of forest land. The Club has several 

parking spaces that guarantee the comfort of its users and visitors. 

The entity's access door leads directly to the House Club building, where the Club's offices and 

reception or information point are located. This building has various rooms for social use 

(meetings, events, etc.) and the entity's Bar-Restaurant. Near this clubhouse, the fitness area is 

located, made up of three different rooms: The Reset-Gym room with modern equipment for 

practicing fitness, and the Theater and Dance rooms. 

In the indoor space of the entity there is also the club's spa area, with a 15-meter pool. Next to 

this area, there is the outdoor pool area, where there is a 25-meter pool and a children's pool. 

In addition to these areas, the entity has outdoor facilities made up of: 8 paddle tennis courts, 

16 tennis courts (11 clay courts, 2 fast tracks and 3 artificial grass courts), forest and picnic areas, 

children's playground, fronton court and sports court. 

 

 

Figure  24-CTN Sant Cugat guide map 
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4.2.3. Services 
 
-Tennis: It is the most important and developed sports section of the entity. The tennis school is 

basically divided into competition school and base school and within each of them there are 

categories by age group. 

The base school includes the categories of: Mini Tennis, Initiation, Improvement and 

Maintenance. It begins by introducing tennis in a recreational way to the younger ones and 

familiarizing them with the elements that make up this sport as well as the environment of the 

entity. Later, technical aspects and different types of blows are introduced so that the school 

students learn and automate them. From this moment on, the technique of each player begins 

to be worked in depth, introducing physical and tactical aspects until they acquire a basic level 

of competition. Once this level is acquired, competitions are organized within the club itself. 

In the competition school there are students of different ages already familiar and refined in this 

sport. The main objective is the technical, physical, tactical and mental work of the players for 

competition. In this category, the number and intensity of training increases compared to the 

base school and training is carried out in small groups. Within the competition category, there 

is the Afternoons Competition group, which includes the most technically advanced players with 

characteristics to be professional players. These work in a different way to prepare important 

competitions and obtain promotions in the ranking of their category. 

In addition to these two categories for children, the entity offers a school for adults, in which all 

players over 18 years of age without competitive aspirations can maintain their physical shape 

and improve their skills in this sport. 

Throughout the season, the entity organizes and hosts various tennis competitions, both official 

and social, in all categories and ages. 

 

-Paddle tennis: Paddle tennis is one of the trending sports today due to its numerous emotional, 

physical and social benefits in both children and adults. The club has been committed to the 

practice and training of players in this sport for years. The school in this section is divided into a 

school for minors and a school for adults. All classes at both schools are held in small groups of 

3 or 4 people or private classes for one or two players. 

The school for minors is made up of the following stages: Initiation, Maintenance, Improvement 

and Competition. Throughout these stages, the players become familiar with the practice of this 

sport. In the first stage, students are introduced to the basic skills and techniques of this sport 

in a fun and educational way. Next, the tactical and technical component is intensified and 

physical sessions of 30 minutes are included each training. The technical, tactical and physical 
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improvement of the players is worked intensively to prepare them to play competitive level 

matches. 

The adult school dedicated to people over 18 years of age, is based on physical maintenance 

and technical and tactical improvement of the players. In this category, the possibility of 

conducting personalized classes focused on improving individual student goals is offered. 

The players of the entity participate in social competitions organized by the club, tournaments 

between clubs and individuals. 

 

-Swimming: This is another of the sports sections with more tradition within the entity. The 

swimming school is aimed at children of all ages and works in small groups to better develop the 

learning of the participants. The main objective of the school is to familiarize the little ones with 

the aquatic environment, teach the basic modalities of swimming and later work on the 

technique and physical capacities of the students for the development of this sport. 

  The school divides the classes into the following categories according to the age of the 

students: from 8 to 12 months, from 12 to 14 months, from 2 to 3 years, from 3 to 4 years, from 

5 to 7 years, from 8 to 10 years, 11 to 16 years and adult school. 

 

-Fitness: The fitness section of the entity is divided into different activities. Mainly the core of 

the section is the Gym-Reset room, where users can freely develop their workouts. This room 

includes the advice of a personal trainer for specialized individual training with specific goals of 

personal improvement. 

On the other hand, in the rooms attached to the Gym-Reset room, which are the Theater and 

Dance rooms, various group activities are carried out directed by a specialized monitor, in which 

there is a specific capacity. These activities offered are: 

Aqua-Gym Dance 

Yoga Body pump 

Mac Roll Pilates 

Toning Elements Cos Global 

Body Fit Interval Fit 

Hypopresive Tabata 

Jazz Stretching 

Toning Zumba 

Toning Bar Spinning 

Table 4-CTN Sant Cugat directed activities table 
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-Restaurant: The entity has a restaurant service specialized in rice dishes, fresh fish and grilled 

meat. They offer a menu during the week and another on weekends, as well as a special menu 

or menu for groups. 

 

4.2.4. Online presence 
 
Web: The website of this entity is a space where you can find in detail all the activities and 

services offered by the entity. Initially, a News and Current Affairs section is displayed, where 

you can see the news or modifications developed by the entity at all times. In each of the sports 

sections the schedules, prices and specialties worked are shown in detail. In addition, each of 

the sections has the visual support of images and organizational charts that provide a dynamic 

approach to your information. You can also see the facilities in photographs or in a guide plan 

of the entire entity. 

It is an informative space highly worked and updated to current trends. It has a space where you 

can contact the entity to resolve any type of doubt and a section where you can directly enter 

their social networks. 

 

 

Figure  25-CTN Sant Cugat Website 
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Instagram: This social network, as mentioned before, is the most used and important today. You 

can see in this entity the development and work through this social network, where you can find 

numerous informative and promotional posts. Various images produce visual impact on this 

network such as: facilities, sports spaces, schedules and fees, news and current affairs, 

promotion of official kits, regulations for use and conduct, etc. 

In addition, the use of stories constantly gives an image of activity and movement within the 

social network. In the highlights section, you can see images and important information divided 

by each of the sports sections. 

They have a total of 857 posts and 6.354 followers, numbers that determine the promotional 

success and activity of this social network for the entity. 

 

 

Figure  26-CTN Sant Cugat Instagram profile 

 

Facebook: Despite the reduction in its use in recent years, Facebook continues to be one of the 

social networks with the most impact. The ease of its direct link with Instagram, makes the entity 

to have a good development and activity on this platform, using it to promote the same posts 

that it publishes on the other social network. Even so, by its numbers (1.471 followers and 458 

registered visits) you can see the notable difference with Instagram and the little value that this 

social network contributes to the entity at a promotional and informative level. 
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Figure  27-CTN Sant Cugat Facebook profile 

 

Twitter: This social network is used by the entity through a direct connection with its main 

network, Instagram. For this reason, the same posts can be seen on both networks, without any 

modification. Due to this little adaptation to the characteristics of Twitter as a social network, 

you can see the little impact that this causes on its possible target audience, since the profile of 

the entity in this social network only has 135 followers, very poor numbers for this network. In 

addition to this lack of adaptation, Twitter stands out above all for the use of the Retweet option 

in posts linked to the entity or informative about it and it can be seen that this function of the 

social network is not used at any time in the entity's profile. For this and the other reasons 

discussed, this social network has no advertising and informational significance for the entity. 
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Figure  28-CTN Sant Cugat Twitter profile 

 
4.2.5. Fees and prices 
 

2020 fees Gross monthly fee 
Family fee 123,00 € 

Family fee>65 years 66,00 € 

Individual fee>65 years 53,00 € 

Individual fee>30 years 74,00 € 

Individual fee 24 to 29 years 57,00 € 

Membership fee>70 years 34,00 € 

Youth social fee 46,00 € 

Children fee 3 to 13 years 18,00 € 

Children fee 14 to 23 years 34,00 € 

Children fee 24 to 29 years 57,00 € 
Table 5-CTN Sant Cugat fees table 1 
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Fees for services 
Membership card duplicate 4,24 € 

Membership chip bracelet 7,01 € 

Tennis and paddle balls 1st 5,01 € 

Tennis and paddle balls 2nd 3,85 € 

Tennis and paddle balls 3rd 3,34 € 

Tennis and paddle balls 4th 2,82 € 

Sale of Tennis and paddle balls boat 10,03 € 

Towel rent 1,68 € 

Changing room locker rent 46,94 €/year 

Tennis lights 8,05 €/hour 

Paddle lights 8,05 €/hour 

Sports center lights 27,91 €/hour 

Table 6-CTN Sant Cugat fees table 2 

 

4.3. Agusta Paddle by Marta Marrero 

 
Augusta Paddle by Marta Marrero is one of the most important paddle 

clubs in the region. Its main attraction is its name and sponsor, since 

it is a school created by Marta Marrero, a professional Catalan paddle 

player who was number 1 in the world. This factor notably conditions 

the fan public of this sport and the numerous and important sponsors of the entity. In addition 

to paddle tennis, they offer an important gastronomic offer within the enclosure in the 

restaurant building [21]. 

 

4.3.1. Location 
 
The entity is located in the same area as the already mentioned Junior F.C., at the northern 

entrance of the municipality, specifically at Av. De la Guinardera, 11 -13. Due to this location, 

the entity gets many users from the surrounding companies and has a public parking area on 

the street where the Junior F.C. is located, apart from the public car parks in the industrial areas. 
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Figure  29-Augusta Paddle location 

4.3.2. Installations 
 

The entity's facilities occupy a total of 20.000 m2 consisting basically of paddle tennis courts. It 

has 11 paddle courts in total: 1 panoramic central court, 6 open courts and 4 indoor courts. 10 

of the 12 tracks are named after their biggest sponsors like Damm, Black Crown, Adeslas, 

Canexel, Nacex, Vialser, Orpea and Munich. 

The entity has a parking area with limited places for member users and a built-up area where 

the changing rooms, the club's official store and the restaurant are located. 
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Figure  30-Augusta Paddle complex 

4.3.3. Services 
 
-Paddle: Unique and specialized sport of the entity. There are professional teachers specialized 

in this sport selected by the club for their performance. The main objective of the entity is to 

obtain a high number of specialized players in this sport and present in the most important 

competitions at the national and later international level. 

The entity's school is divided into two categories: Infant (from 5 to 16 years old) and Adults (from 

17 years old). 

The children's category offers 3 different types of classes according to the age and skill of the 

students: Initiation (6 students / track) where the most basic of this sport is introduced, 

Improvement (4 students / track) where the techniques for the development and performance 

of this sport and finally Competition (4 students / track), where technical and tactical aspects 

are worked on to obtain results in competitive matches. 

In the adult category the same types of classes are offered, the only difference is that in all 

classes there can be a maximum of 4 students per track. 

The training service adapts to the ambitions of the student or player, giving the choice of 

different training options according to the desired hours, for example: 1 hour a week, 2 hours a 

week, 3 hours a week and even 4 hours a week. 

 

-Sports store: The entity has its own commercial establishment within the enclosure, where you 

can find a wide catalog of products for the practice of this sport. The customer can obtain various 

types of paddle blades, balls of different brands, grips, shoes, clothing, bags, etc. 
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The store is open to the public (members and non-members), but members of the entity have 

exclusive discounts with the membership card. 

 

-Restaurant: In the main building of the club, there is the bar-restaurant. The bar offers drinks 

of all kinds and healthy snacks for the consumption of users. The bar also has some chill out 

areas, where you can sit comfortably and spend time. The restaurant that is adjacent to the bar, 

offers an extensive menu with modern haute cuisine dishes, which can be enjoyed in a pleasant 

and visually worked environment. 

 

4.3.4. Online presence 
 

Web: The entity's website is a space where you can find the schedules and rates of the classes 

and track reservations, a brief gallery with images of the entity or events developed in it, through 

which you can reserve track and with a space link for social networks. It can be seen that the 

web space is underdeveloped, with simple tabs that redirect to an underdeveloped space on the 

web, some tabs without function and very few images in the photo gallery that are repeated 

throughout the web space. It should be noted that the functionality of linking with social 

networks is incomplete since the link with Facebook lacks an image of the social network. 

 

 

Figure  31-Augusta Paddle Website 
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Instagram: It is the main advertising platform of the club. The entity uses it to develop visually 

attractive and professional posts around this sport. In addition, it is used for informational 

purposes for the follower, publishing novel and descriptive content around the activities carried 

out in the entity. The use of stories is constant, to maintain the activity and dynamism of the 

social network, as well as the space of highlights divided into the different informative 

environments available. 

The name of the entity gives a lot of strength to the profile on the social network since, being 

owned by a famous and media player of this sport, it notably attracts the public and followers 

and this can be seen reflected in its total of 6.996 followers, very optimal number for this type 

of profiles in this social network. 

 

 

Figure  32-Augusta Paddle Instagram profile 

Facebook: The entity's Facebook is directly connected to its Instagram profile, so the posts on 

the two networks are repeated. As previously mentioned, it is a function commonly used for 

commercial profiles on this social network. Even so, Facebook offers a more serious and less 

dynamic image compared to Instagram, but at the same time more detailed in aspects such as 

location or contact telephone or email. It can be seen that this profile has a total of 3.631 likes 

and 3.824 followers, quite optimal numbers due to the current use of this network in the social 

field. 
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Figure  33-Augusta Paddle Facebook profile 

Twitter: In this social network, it is observed that the entity is inactive. It can be seen that the 

last activity in the profile dates from one year ago. Even so, it can be seen that the use of this 

social network was dedicated to posting photographs of events developed in the club, 

promotional photos and information for the member or client. In this case, the profile uses the 

retweet option several times to share posts from the entity's creator and famous paddle player 

Marta Marrero, thus using her influence in the field of this sport to attract followers. 

The entity's profile has 938 followers, a not very significant number for this social network. 

 

 

Figure  34-Augusta Paddle Twitter profile 
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4.3.5. Fees and prices 
 

CHILDREN - FROM 5 TO 16 YEARS OLD 
 QUARTERLY ANNUAL 

INITIATION 

(6 students per track) 

1 h/week 55 €/month 450 € 

2 h/week 85 €/month 675 € 

3 h/week 115 €/month - 

IMPROVEMENT 

(4 students per track) 

1 h/week 65 €/month 520 € 

2 h/week 100 €/month 800 € 

3 h/week 135 €/month - 

COMPETITION 

(4 students per track) 

1,5 h/week 90 €/month 750 € 

3 h/week 150 €/month 1215 € 

4,5 h/week 210 €/month - 

Table 7-Augusta Paddle fees table 1 

ADULTS - FROM 17 YEARS OLD 
 QUARTERLY ANNUAL 

INITIATION 

(4 students per track) 

1 h/week 65 €/month 530 € 

2 h/week 110 €/month 870 € 

3 h/week 155 €/month - 

IMPROVEMENT 

(4 students per track) 

1 h/week 80 €/month 650 € 

2 h/week 135 €/month 1050 € 

3 h/week 190 €/month - 

COMPETITION 

(4 students per track) 

1,5 h/week 100 €/month 810 € 

3 h/week 170 €/month 1350 € 

4,5 h/week 240 €/month - 

Table 8-Augusta Paddle fees table 2 

 

PRICE PER TRACK HOUR 

TRACKS 
MONDAY TO FRIDAY WEEKEND 

8.15 to 13.00 13.00 to 18.00 18.00 to 22.00 22.00 to 23.00 9.00 to 15.00 15.00 to 22.00 

1 5 6 7 8 9 18 € 24 € 34 € 20 € 24 € 20 € 

2 3 4 10 11 18 € 22 € 32 € 18 € 20 € 16 € 

Table 9-Augusta Paddle fees table 3 
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SUBSCRIPTIONS PRICE 

 RECHARGE DISCOUNT BALANCE 

GOLD 50 € 10 % 55 € 

SILVER 100 € 15 % 115 € 

BRONZE 200 € 20 % 240 € 

Table 10-Augusta Paddle fees table 4 

 

PRIVATE LESSONS 

SCHEDULE INDIVIDUAL 2 PLAYERS 3 PLAYERS 4 PLAYERS 

from 8.15 to 13h 43 € 29 € 27 € 23 € 

from 13 to 18h 47 € 33 € 31 € 29 € 

from 18 h 55 € 37 € 35 € 33 € 

Table 11-Augusta Paddle fees table 5 

 

PRIVATE LESSONS SUBSCRIPTION 

SCHEDULE INDIVIDUAL 2 PLAYERS 3 PLAYERS 4 PLAYERS 

from 8.15 to 13h 195 € 120 € 115 € 95 € 

from 13 to 18h 215 € 140 € 135 € 125 € 

from 18 h 255 € 160 € 165 € 145 € 

Table 12-Augusta Paddle fees table 6 
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4.4. Comparison table 

 

 
Table 13-Entities comparison table 

 

5. Development of the Segmentation Strategy 
 
At this part, various strategies for market segmentation and target audience have been studied. 

After an analysis of the competitive macro-environment and the potential consumer, the most 

decisive segmentation parameters for the sporting entity studied have been chosen. These 

parameters are based on 4 concepts: general target, socio-economic factors, demographic and 

geographic factors and activities developed by age groups. 

The final objective of this study is to determine the main target and the optimal secondary 

targets for the use and profitability of the entity. These targets are the determination of the 

stereotype of person who is interested in the offer and through their consumption, profitability 

is sought. 
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The main target is the main audience to which the entity's value proposition is directed. This 

proposal is made up of the entire offer that the club proposes to the potential consumer. 

The secondary target is an objective to be achieved through the value proposition, as well as the 

main target, but it represents a smaller volume of consumers for the entity. 

 

5.1. General factors 
 

This general target is based on a global vision of the market opportunity, that is, to consider in 

a general way the determining factors to obtain the best possible performance from the entity 

and its services. This performance is sought by analyzing conditioning parameters for the public 

and the entity and are determined according to the location, the characteristics of the study 

population, the age ranges, the social class and the requirements or wishes of the potential 

consumer. At a general level, it is determined: 

 

-Due to the location of the entity, the families present in the membership quota will live in the 

autonomous community of Catalunya. Hardly a person outside this community has the facilities 

to use the facilities regularly. 

 

-Analyzing the competitive prices and the prices of the entity, it is a quality service but it has a 

considerable cost. This investment of money in the occupation of free time is not available to 

everyone, therefore, there is a range of socio-economic target for the entity. 

 

-Consumers are the main assets and protagonists of this study, therefore, their wishes and 

requirements must be taken into account. In a sports entity, a variety and quality of services are 

sought, an advanced level of facilities and an educational and pleasant social environment. 

 

-Age ranges are a determining factor in any market study, since, depending on the age of 

consumers, their interests and priorities change significantly. Therefore, a main target must be 

defined by age, but the services must be adapted and pluralized so that the age range is suitable 

for the maximum possible diversity of public. 
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Figure  35-Sant Cugat H.C. main target 

 

5.2. Socio-economic factors 
 

Around the social and economic factors of the target of the entity, a range in the standard socio-

economic pyramid of a society must be determined and limited. The studied entity is not a class 

entity, but the location of the entity, the amount of fees required to access the entity's services 

and the average price of the competitive analysis must be taken into account. First, the entity is 

located in Sant Cugat del Vallès, one of the municipalities with the highest income per capita in 

the country. At the time of choosing the location, the economic determining factor is 

predetermined, since the economic expenses for the implementation of services and facilities 

are affected by said determining factor. To make the initial investment profitable, the entity's 

share cost must be balanced with the location factor that affects development and 

infrastructure expenses. 

It should also be noted that the average price of multi-sports entities with field hockey as the 

main sport oscillates a high price range compared to other types of sports entities. This is 

because field hockey in Spain is considered a sport for wealthy and more selective people, unlike 

soccer or basketball, which are more common sports practiced in the country. In addition, this 

sport does not obtain government subsidies for its minority practice, contrary to soccer. 

To show the socio-economic range defined in the entity by all the factors mentioned above, the 

following graph has been developed: 
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Figure  36-Socio-economic pyramid 

 

5.3. Demographic and Geographic factors 
 

In the field of marketing and sales, the main demographic factors to consider are: race, age, 

gender, religion, nationality, education and social class. In the previous section, the socio-

economic factor has been individually highlighted since, in entities of this type, it is one of the 

most important, determining and characteristic factors. 

In the field studied in this project (the sports environment) many of these factors are not 

influential in the segmentation analysis and therefore will not be considered in the development 

of this section. 

Age is one of the main demographic factors considered by the entity. Therefore, one of the main 

characteristics of the club is the great variety and adaptability of the services offered. The main 

objective of the entity is the satisfaction of the member or user and their entire family; 

therefore, services of all kinds are offered adapted to all ages and provided by professionals of 

each specialty for each age range. Being a sports entity, the main objective is the sports training 

and values of the little ones, but the needs of young people, parents and the elderly are perfectly 

covered. In addition, the facilities have spaces for the whole family and others adapted to 

different ages such as the children's playground or the spa area. 

Sex or gender is another of the most determining factors in the entity's segmentation strategy. 

Although all the services offered do not develop any type of generic differentiation, the influx 

of services is taken into account based on gender. Some activities have more power and interest 
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in men and others, in women. This factor does not determine the quality or quantity of the 

service at all, all activities are carried out qualitatively and are provided by highly trained 

professionals. 

For the rest, the race or nationality factors do not have any importance in the entity's strategy, 

if it is true that the services and activities are carried out in the official languages of the country 

(Spanish and Catalan) and that can be a difficulty for a foreign person, but the entity has workers 

with languages for the introduction and information of these special cases. 

On the other hand, the educational level is normally determined by social class, a factor 

discussed and developed earlier. 

 

 

Figure  37-Demographic factors 

 
Another effective method to improve focus and target audience determination is geographic 

segmentation. This segmentation is based on the geographical division of the land according to 

the characteristics surrounding the entity studied. Its main objective is to attract customers 

through the proximity factor [31]. 

It is known that the operations and marketing strategies around unknown locations consume 

more time and resources than a nearby, known and studied environment. 

Therefore, as mentioned above, the main focus of the promotion of the entity is the municipality 

itself and the neighboring municipality, Cerdanyola del Vallès. This municipality does not have 

culture in the main sport of the entity, but it is intended to make it known and promote it 
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notably. In all other aspects, the entity is ideal for anyone living in this municipality due to its 

proximity and services. 

As an objective, the municipalities close to the location of the entity such as Terrassa, Sabadell 

or Barcelona are also considered. These are located around the municipality of the entity at an 

average distance of about 16 km (20 minutes by car), therefore they are considered 

municipalities of commercial interest for the club. 

 

 

Figure  38-Geographic zone 

5.4. Segmentation by activities 

 
In this case, factors of use and presence in the different activities or services provided by the 

entity are considered according to one of the demographic factors mentioned, age. As in the 

case of social class, the age factor stands out according to presence in activities. Each of the 

different services is offered in a way adapted to any age group present in the entity, but the 

interests in the user of each of them are notably conditioned by the age of said user. To explain 

this factor in detail, a segmentation map has been developed in which the main target of each 

of the activities can be seen according to age ranges separated in 5-year intervals. The main 

targets are marked with a more intense color and a letter T and thus, as the presence of certain 
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ages in the activity becomes less important, it loses color intensity until a gray color that 

represents zero or almost zero presence. 

Below Figure 39, it can be seen the segmentation map developed for activities or services and 

according to the age of the user or partner who develops the aforementioned activities: 

 

 
Figure  39-Activities segmentation map 

 

6. Value offer decision 
 

At this point, the newly created entity will be presented, delving into the study of its facilities, 

services, identity and the target to which it is directed. 

The Sant Cugat Hockey Club, located in the eastern part of Sant Cugat (bordering Cerdanyola del 

Vallès), is a multi-sports club with field hockey as its main sport. Tennis and paddle tennis are of 

great importance within the entity as specialized sports. In addition, it is a club with advanced 

fitness equipment for the development of a large number of activities in this area. 

The club has large indoor and outdoor social spaces ideal for family life and high-quality pool 

and spa areas for the use and enjoyment of its clients. 
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6.1. Environment and location 
 

 

Figure  40-Sant Cugat H.C. location 

 

The location of the entity is the one present in the previous image (Figure 40), an unbuilt space 

bordering between Sant Cugat and Cerdanyola del Vallès. It is a characteristic space due to its 

proximity to a highly crowded area of Sant Cugat where there are sports clubs, industrial parks 

(important companies such as SENER or Inditex), hotels, schools and important universities in 

the municipality (Viaró European School, European International School of Barcelona and Esade 

Bussiness University). In addition, it is an area connected by main roads and easily accessible 

from either of the two adjoining municipalities. 
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6.2. Installation complex 
 

 

Figure  41-Sant Cugat H.C. map 

 

The entity, made up of 92,000 m2 of social spaces and spaces dedicated to sports, has numerous 

facilities strategically distributed to make the most of the experience of the partner or client. In 

the access to the club, you can find two different outdoor car parks: the parking for non-

members and the parking for members. Both have direct access to the club, the only difference 

between them is the capacity and proximity to the facilities. In the same access, the first sports 

facilities to be found are those for racket sports (tennis and paddle tennis). These car parks are 

paved and the places closest to the club entrance are reserved for the disabled. In addition, 

there is a paved area suitable for parking motorcycles. Access to the membership car park as 

well as the other spaces reserved for the customer require the use of the membership card for 

access. 

The room dedicated to tennis is made up of 8 courts, 6 of clay and 2 of grass. Each track has its 

own viewing space consisting of 50 seats in bleacher mode. This space is connected to the 

paddle tennis area by a social space equipped with benches, tables and two drinking fountains. 

The paddle tennis area is made up of 10 courts with state-of-the-art glass walls. Both zones are 

used for training sessions, friendly matches with prior reservation or official matches of the 

competition leagues. 
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Next to these racquet sports areas, there is the multi-sports area, made up of a semi-outdoor 

multi-sports court and a sports pavilion. The sports court is formed by a structure of beams that 

support a roof. It is equipped with stands with a capacity of 100 people. This rink is used for 

lower category indoor hockey matches and for non-member lease for non-club sports. The 

sports hall (larger than the sports court) is equipped with a grandstand with a capacity for 400 

people, two changing rooms for visitors to the club and various equipment rooms dedicated to 

the hockey, tennis and paddle sections. 

These multi-sports spaces connect with the hockey area and the club's reception. In this 

reception you will find the club's information point and the offices dedicated to the 

management of the entity. Each sports section has its own office. Next to the reception, you will 

find the club's sports store. This offers any type of sports product related to the practice of sports 

offered by the club. In it you can find: hockey equipment, tennis equipment, paddle tennis 

equipment, sportswear, fitness equipment, swimming equipment, etc. 

The environment dedicated to the practice of the main sport, field hockey, is made up of 3 

artificial turf pitches with adjustable irrigation system and their relevant stands for viewing 

matches or events. Field 1 (which will be the main one) has a circular structure of bleachers 

around the limits, with an approximate capacity of 700 people. Fields 2 and 3 have a structure 

of stands located in one of the sectors of the field, smaller in size and capacity for 200 people 

each. This differentiation is due to the use of said fields, 1 will be for the highest division matches 

and important sporting events, while camp 2 and 3 are secondary fields for use in lower 

categories or matches of less sporting relevance. Even so, the three fields will be equipped with 

a top-quality artificial grass carpet.  

Between the fields, there is a space known as a social zone, where teams can meet up before 

games and after games and even the public of events have a quiet space. This social area is 

stocked with tables and pick-nick benches for the use and enjoyment of the member, as well as 

two sources of drinking water. This space connects the 3 fields and at the same time is connected 

to the bar-restaurant. Also, through this space you can access the sports area, which is also 

related to the hockey section for two reasons: indoor hockey practice takes place in the sports 

hall or the sports court and the hockey equipment rooms will be found inside the sports hall. 

In front of the hockey area, there are the common use areas of the sports sections such as the 

swimming pool-spa, the fitness rooms and the bar-restaurant. 

The pool area is made up of an interior part and an exterior part. The interior part has a 25-

meter pool dedicated to school or professional swimming, a sports shower area and a Jacuzzi. 

The outdoor area has a pool of more than 25 meters, a shallow pool for children and a beach 

bar with a chillout area where food and drinks are offered. Within this part of the facilities are 
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the changing rooms for members and a highly equipped area with solarium and tanning 

processes. 

Next to the pool area is the fitness-health area. This is composed of the gym fitness room, with 

great equipment of fitness machines for muscle toning. Along with this room, there is the 

CrossFit or free fitness room, in addition to the other rooms for guided activities. This area is 

complemented with the club's physiotherapy and nutrition consultations. 

The bar-restaurant area consists of a snack-bar with capacity for 250 people and a restaurant 

with capacity for 100 people. This bar-restaurant area has a multipurpose room for events 

(communions, weddings, etc.) with capacity for 250 people and a meeting room equipped with 

technological properties dedicated to business meetings. Next to the bar-restaurant there is a 

playground for children equipped with slides, swings, etc. In addition, an outdoor terrace of 

more than 200 m2 connected to the hockey area and the sportsmen's residence. This residence 

is equipped with 10 double rooms, showers and toilets and common areas. 

The social areas have a marquee attached to the bar where various drinks and snacks are served. 

These will be operating during the busiest hours of these spaces according to the events present 

in the sports sections. This initiative facilitates consumption by the customer by not having to 

go to the bar-restaurant and they maintain social life in reserved spaces. 

 

6.3. Offer 
 

Apart from training schools in various sports sections, the club has a wide range of internal 

services. The club has a wide range of services that are directly related to the maximum use of 

the facilities developed, with access and well-being to and within the club and take into account 

the support of its sponsors or investors. Each of the services is structured to obtain the highest 

level of quality and professionalism possible, through highly equipped spaces and qualified 

instructors for each sporting activity. The main services offered are: 

 

• Fitness area: The club's offer in this area is based on highly equipped activity rooms. The 

fundamental part of this section is the gym room, where the member can go freely with 

prior reservation to develop the training, they want with all the material at their disposal 

(weights, machines, treadmills, elliptical, bars, press bench, mats, etc.). In addition, 

personal workouts are offered under the guidance of a gym specialist. Together, the 

CrossFit or free fitness room offers all the types of training related to this sport and even 

free Wood hours with prior reservation, so that the most experienced can do their own 

training with the supervision of a room monitor. 
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In the directed activities rooms, countless activities are offered following a calendar and 

schedule available on the club's website. With prior reservation, any user of the entity 

can access these classes guided by specialists in each specialty. Some of the directed 

activities are: Outdoor training, Cycling, Pilates, Cardiodance, Zumba, Aquagym or Yoga. 

 

• Personal care area: The member is offered advice on basic lifestyle guidelines, to make 

the treatments more effective and improve health. The professionals of the sector are 

available for preventive, rehabilitative and maintenance actions, through personalized 

treatments for each case. Additionally, nutritional counseling is provided through 

nutrition programs, body composition studies, and weight management. The most 

prominent health services are: 

 

-Physiotherapy: Service in the hands of a specialist by prior reservation on the club's 

website. This service will be equipped with 4 physiotherapy offices working 

simultaneously. Treatments to prevent or resolve back pain, muscle strain and strain, 

tendonitis, neck pain, headaches, low back pain, joint pain, osteoarthritis, sciatica, stiff 

neck, postoperative care, postural control, scoliosis, kyphosis, lack of muscle elasticity 

and joint pain, patellar chondropathy, diaphragmatic blockage, constipation, pelvic 

dysfunction, headaches, etc. 

 

-Nutritionist: Counseling service and specific nutritional guide for each case. Control of 

body condition, planning of eating and healthy habits, informative advice, etc. In 

addition, the club offers specialized advice on fitness, food supplements to gain weight, 

define muscles, lose weight, increase muscle size, among others. 

 

• Pool and Spa: the club offers two different pool areas, an indoor area and an outdoor 

area. The interior area formed by the competitive pool, is more aimed at the practice of 

the sport of swimming. It offers swimming classes for the little ones and swimming 

technical classes for young people and adults. Furthermore, it is in this space that the 

Aquagym classes are held. Even so, its recreational use is allowed respecting the other 

users of the place. This indoor area also offers sports showers (before and after the pool) 

and a relaxing Jacuzzi area. 

The outdoor area is an area used more recreationally in summer. It is stocked with sun 

loungers, umbrellas and a large lawn area for children to have freedom of movement. 

This is made up of the outdoor pool of more than 25 meters, the children's pool and the 
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chillout area, where snacks and drinks are offered in a space of outdoor chairs and 

tables. 

The club also has a spa area, consisting of a dry sauna and a steam room with the scent 

of eucalyptus. In addition, a large solarium area formed by 5 cabins of UV rays available 

with previous reservation. 

 

• Court reservation: For the use of the common courts of different sports, an organization 

is required. The club has developed a reservation system through the web, in which each 

member can reserve one court of each type of sport per day. These reservations cover 

a maximum time of 1 hour / reservation. The spaces available to reserve are: 

 

-Tennis courts: There are 8 tennis courts available to the member during the club's 

operating hours. All members who use it must be personally accredited at the Reception 

at the time of departure. In addition, the club offers a service to provide material for 

this sport such as rackets or balls, which must be returned at the end of their use. 

 

-Paddle Tennis: There are 10 paddle tennis courts available to the member during the 

hours of operation of the club. All members who use it must be personally accredited at 

the Reception at the time of departure. In addition, the club offers a service of provision 

of material of this sport such as shovels or balls, which must be returned at the end of 

their use. 

 

-Sports pavilion and outdoor rink: These multi-sports spaces have their hours reserved 

for indoor hockey practice. On the other hand, they are spaces available to be rented by 

the hour by non-members, for the correct use of sports that do not damage the facility 

such as indoor soccer or basketball. 

 

• Bar-Restaurant: The bar-restaurant space has large indoor and outdoor spaces. These 

spaces are ideal for occasional celebrations and meetings of large numbers of people. 

The entity offers non-members the possibility of reserving certain multipurpose rooms 

in this space for celebrations or business meetings. In addition, a catering service is 

available for large events that require more space than the restaurant. The restaurant 

is open every day of the week offering lunch and dinner menus. On the other hand, the 

bar offers simpler food services such as: snacks, sandwiches, mixed dishes, salads, etc; 
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to be able to have a meal without the need to reserve a table in the restaurant and have 

a formal meal. 

In warm weather, there is an outdoor bar for the consumption of snacks and drinks on 

the outdoor terrace without the need to enter the establishment. 

Next to the bar-restaurant is the children's playground, for the use and enjoyment of 

the little ones during a long lunch or dinner. 

 

• Sports store: the club has its own store where you can find any material related to the 

activities that take place in the club. Hockey equipment is offered such as sticks, shin 

guards, gloves, mouth guards, clothing of all kinds, coach boards, balls, cones, etc. In 

relation to racket sports, any type of material necessary for practicing these sports is 

also offered. In addition, you can find material for swimming and fitness, such as 

nutritional supplements, protein or carbohydrate shakes, muscle recuperators, etc. 

In this store you can find and reserve the full official club kit in the different sports 

sections, as well as recanvios of different parts of said kit. Surroundings this kit offers 

stamping service for numbers and letters. 

This store is available to members and non-members, but members have the 

particularity of special discounts on any product in the store. 

 

• Summer campus: The entity offers a summer campus for children of all ages. This 

campus takes place in the club's facilities, divided into sports sections. Each sports 

section has the mission of working its sport thoroughly but in a more recreational and 

fun way for the participants. The inclusion of music in training, water wars, dances, and 

celebrations are distinctive aspects of this campus. Each of the specialized sports 

sections is sponsored by a brand in its field, thus providing promotional material. Also, 

these services have the participation of professionals from each of the sports sectors on 

specific days and activities carried out. 

This summer campus offers transportation for all participants to certain city locations, 

food service, and child care. 

For the little ones not yet specialized in any sport, a sports education is offered where 

they can try various sports recreationally and improve their physical and coordination 

abilities. 

All the participants of the campus have a recreational hour in the pool as well as 

moments of fun in the playground or outdoor area of the bar-restaurant. Therefore, it 
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is not only sport, but an ideal place where children can spend summer days with friends 

and in a comfortable and relaxed atmosphere. 

 

• Sports experience for teams: within the entity there is a rental service of the sports 

residence for teams of less than 20 people. This reservation is offered with different 

packs: 

-Residence + food service + use of club facilities. 

-Residence + use of club facilities. 

-Residence. 

 

In any of the above cases, the club makes the use of this residence available to members 

and non-members for different periods of time. Through these different offers, a team 

can enjoy the entire sports club, a lodging service or a restaurant service. Ideal for sports 

teams with the intention of planning workouts and sports sessions in a highly equipped 

environment where they train, eat and sleep. 

 

6.4. Identity/Mission 
 

The main mission of the club is to offer a qualitative variety of sports to the public, worked from 

the base to the modernization and professionalization, in a pleasant social environment and 

based on human values. The club should be understood as an ideal location for families and 

users to spend their free time enjoying sports and health. For this, the main objective of the 

entity is to offer sports variety worked through specialized training directed by qualified 

professionals from each sports section. These coaches or monitors are trained internally in the 

club in the identity values of the entity, which they must promote and show in each of their 

actions as teachers. 

To carry out this mission, the club uses a wide variety of facilities where its users have at their 

disposal a large number of quality services. 

The identity of the entity is defined by the following aspects: 
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-Quantity and quality of services: The club's services are differentiated into sports services, 

health services and leisure services. 

The club's sports services are the basis of the entity's identity. A great variety of sports is offered 

and within each section a specialization by age, experience and user requirements. The intention 

of the entity is that the member receives the type of training most appropriate to their 

characteristics and ambitions and all of this based on the learning of human values through the 

practice of sport. Each one of the training sessions given within the club are directed by qualified 

professionals and carefully chosen for their characteristics and their capacity for the service to 

be imparted. 

These professionals are hired by the entity and trained internally in values to promote the user 

and a pleasant treatment. It should be borne in mind that for the little ones, their coaches are 

their references, therefore they must reflect the values of the entity. 

Health services are all those related to the physical care and rest of the users' bodies. The most 

specialized part in user care is the physiotherapy and nutritionist area, in which professionals 

hired by the club work with degrees and certificates in their specialty. These professionals are 

selected by the entity for their experience and social treatment to the client and are endowed 

with the identity values of the club to transmit them to the clients. 

The pool and spa area are controlled by qualified lifeguards with previous experience in treating 

young children and first aid. The solarium area has specialists in this treatment for advice and 

customer care. 

The leisure services are made up of the bar-restaurant area and the sports shop. In both, staff 

with social skills worked, agrarian people in contact with the partner are sought. 

 

-Working on human values through sport: The fundamental values promoted by the club are: 

self-improvement, club feeling and sports respect. These three values have been chosen by the 

club's board as representative and identifying values of the entity and are understood as: 

 

Self-improvement: working to improve every day, as a person and as an athlete. Strive to get 

what you want and work hard without thinking about your possibilities. This value is applicable 

to any individual sport or team sport taught by the club, but it is also applicable to any situation 

in life. 
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Club feeling: feeling part of the entity, of what it represents and promotes. Consider the club as 

your home, take care of it, respect it and enjoy it to the fullest in the company of your loved 

ones. Support the club members in their sports participation, teach the little ones what the older 

ones have taught you and be friendly with any person in the entity. 

 

Sports respect: Know how to win, lose and participate. Respect the rival, teammates, coaches, 

referees and the public of sporting events. Sport is a promoter of values and health and requires 

a healthy and pleasant environment. 

 

These values are the basis of the entity. Any club worker wears these values stamped on 

corporate clothing and must represent and preach them in their actions. The club workers are 

the representation of the entity in contact with the member and user and it is vitally important 

that they represent these values at all times. 

 

-Pleasant family and social environment: The club's facilities and services offer an ideal 

environment for the whole family to link free time to sports and social relationships. 

All employees of the entity are instructed to develop a close and pleasant treatment to the 

partner in any of the services offered. In addition, the club has services adapted for any age and 

sporting ambition. 

Through sports schools, the little ones surround themselves with children of the same age with 

similar characteristics to them. In training, activities or competitions they live many hours and 

situations with colleagues, thus promoting social relationships and fun. For fathers and mothers, 

a large number of group activities are offered where they can interact with people in an 

unbeatable sports environment. 

The wide social spaces available to the member are leisure points where they can interact with 

the other users of the different sports sections. In addition, the availability of event organization 

in the multipurpose rooms of the bar-restaurant facilitate social events of great importance 

within the entity. 

The different sports sections organize friendly interclub tournaments where you can practice 

your desired sport with a pleasant social atmosphere. 
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6.5. Target audience 

 
To define the target of the entity, it is necessary to highlight the high income per capita of the 

city location of the club, Sant Cugat. This municipality is positioned between 6th and 7th 

nationally, quantifying the income per capita [32]. This factor determines the standard of the 

municipality's inhabitant as an upper-middle class person. In addition, the existence of an entity 

with objectives very similar to the present one, the Junior Futbol Club, must be considered (in 

this entity the commented user standard can already be seen defined). This club offers schools 

of hockey, tennis and paddle tennis but it has the peculiarity that its main sport is soccer. This 

factor causes a large part of the entity's income to go to this sports section, therefore, the other 

sports sections are not developed equally. 

As a differentiation, the Sant Cugat Hockey Club entity will dedicate a large part of its income to 

its main sports: hockey, tennis and paddle tennis. 

It should be considered that the city of Sant Cugat has always stood out for its love of soccer as 

its main sport, but in recent years, interest in field hockey or paddle tennis has increased notably 

due to certain influences or trends in today's society. 

Therefore, we define the main target of the entity as upper-middle class families that are 

interested in the entity for the following reasons: 

 

-The pleasant social environment and the work of human values learned through sports. An ideal 

environment for the whole family, full of activities and families of the same social target and 

with similar aspirations within the entity. The practice of sport in a recreational or competitive 

way and the learning of values in a unique and healthy way. 

 

-The wide variety of facilities and services available to the member. State-of-the-art facilities 

fully equipped for a large number of services and healthy experiences. Sports variety and quality 

of service are the main attractions of the entity. Sports, health and leisure service for the whole 

family. 

 

-Technification and sports specialization. An attractive sports work plan is developed in each of 

the different sports sections, an ambitious plan for those users determined to specialize in a 

sport and reach the highest competitive level they can. Highly planned training sessions 

supervised by sports professionals willing to improve the user's capabilities as much as possible. 
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Apart from this segmented main target, the club, due to its properties, has a secondary target 

made up of other types of users. The first segment to take into account in this secondary target 

are people between 20 and 35 years old, who use the facilities or services in a particular way (as 

single users, not family pack). These are interested in the social and sports environment of the 

entity and its offered sports and lead to users. For them, it is a place where they can practice 

any of the sports offered more or less professionally, have a complete health service available, 

have a space where they can spend their free time in a healthy way and socialize with people of 

the same age group. This segment is important since most of these people promote the 

experience in the club and its facilities to their closest social environments, a factor that leads 

to new users for the entity. 

Another important segment to consider as a secondary target is the elderly. Those young people 

with plenty of free time to fill with healthy activities. 

Contemplating this target, the club organizes veteran tournaments in the different sports 

sections where this sector of people shares sports moments with users of their age range. In 

addition, these types of users are those who use the club and its facilities in the off-peak hours, 

which would be the mornings of the working days. Most of the members work, and the children 

or young people are studying, therefore the club loses a lot of life during these hours. These 

seniors occupy the club completely freely (due to the few people there are) at these times, 

making the most of the services and facilities. 

 

6.6. Sport sections 

 
A wide variety of sports are offered in the entity. This offer ranges from introduction to sport to 

elite sport. Each sports section has its own spaces in the facilities for training or competitions 

and its own team of coaches specialized in each sport. In addition, each sports section is directed 

by a technical director who manages the entire sports section and a coordinator for each age 

group who directs the team of coaches for their group. The sports sections offered are the 

following: 

 

• Minis (from 2 to 4 years old): stage of introduction of younger children to sport. This 

section is based on improving children's basic physical skills and improving coordination. 

Their workspace are the sports areas, where 3 times a week they have training sessions. 

These sessions are led by club monitors and equipped with sports equipment of all kinds 

adapted to the age of the children. The basis of the work in this section are the games 

and the recreational introduction to the different sports offered by the entity. The main 



 
 

Creation and development of a sports club marketing strategy plan 
Xavier Lis Pasarell 

105 

idea of this section is that the children, according to their capacities, their characteristics 

and their ambitions, decide which sport they will continue practicing in the club once 

this stage is finished. 

 

• Pre-Sports (from 4 to 6 years old): it is the continuation stage of Minis. This section, 

divided into Pre-Hockey, Pre-Tennis and Pre-Paddle takes place in the facilities of each 

sports section. It is based on introducing children to the sport of their choice. The 

training sessions are guided by club monitors with some technical knowledge and 

experience in dealing with young children. The training sessions are spread over 3 days 

a week and are based on basic exercises for learning the fundamental techniques of 

each sport. In the second year of this section, the players develop friendly competitions 

among themselves to learn about adverse situations and work under certain sports 

pressure. 

 

• Field hockey: Main section of the club. In this sports section it is intended that children 

who begin to specialize in this sport enjoy it and if their abilities allow it, they end up 

being elite athletes. It is coordinated by a technical director in charge of all the main 

tasks of the section and organized with the help of the office where: the distribution of 

the fields for matches and training is planned, the federation records of all the players 

are managed, the registrations and dismissal of the section, etc. 

This sports section is divided into 5 categories: Under-10 (8 to 10 years), Under-12 (10 

to 12 years), Under-14 (12 to 14 years), Under-16 (14 to 16 years) and Under-18 (16 to 

18 years). In each of these categories the players are assigned by teams according to 

their level and each team is registered in a competition league (A, B, C or D). Each 

category has a coordinator, who is in charge of directing the coaches and helping them 

to develop training principles and concepts and promote the values of the entity. In all 

categories, there are 2 days (minimum) of training (physical and technical) during the 

week and a match or training on the weekend. 

Once these stages are finished, when the player finishes his last year of Under-18, he 

passes to the Senior stage. In this category, players are divided into teams according to 

their abilities and these, according to their team, can compete at the national or regional 

level. 

The entire sports section is coordinated according to a concept and learning plan divided 

by age, where fundamental principles must be worked on to define the style of play of 

the entity and the values to represent. The coaches in this section receive a monthly 
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training session where they meet with the other coaches of the entity to solve their 

doubts and learn from others. 

The club also has a category for fathers and mothers where they form their male or 

female teams and train according to their availability to prepare for the veteran 

competition. In addition, the entity offers training sessions and games for the so-called 

"special hockey", a category made up of players with mental disabilities. 

 

• Tennis: The entity's tennis section introduces players to this sport and offers extensive 

training in technical and tactical fundamentals for learning this sport. This section is 

coordinated in the same way as the hockey section, through a technical director and an 

office. The particularity of this sport is that it is practiced individually or in pairs. All 

players are trained individually but are part of a specific group of players of the entity 

according to their level. If the players in this group require training in pairs for a 

competition, the club has professionals in this specialty of tennis for their specific work. 

The tennis school is divided into the following categories: 

 

-Initiation (from 6 years old): Category to reinforce the basic fundamentals of this sport 

introduced in Pre-Tennis. The trainings are based on the individual improvement of the 

players through activities and games that give a more recreational approach to learning. 

Introduction to competition through a social league within the club. 

-Perfection (from 6 years): This category works simultaneously with Initiation. The most 

advanced or skilled Initiation players are introduced into this category. More 

competitive training focused on the tactical, technical and physical improvement of the 

players. Introduction to junior official competitions. 

 

-Competition group (from 10 years old): Next category to perfection. When the players 

exceed the age of 10, they are divided according to their abilities or qualities for this 

sport. This category is dedicated to lower-level or standard-level players who require 

training for official competitions. The work carried out is based on the improvement of 

all the technical, tactical and physical aspects of the players to increase their 

performance in matches and move up to the advanced competition group. 
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-Advanced competition group (from 10 years old): Small groups and advanced level for 

competitive category. In these groups are the players selected by the club's coaching 

staff for their characteristics and capabilities. Training schedules tailored to each 

student and specialized training. Video recording of training sessions and monitoring 

and advice in official competitions. 

 

-Adult training (from 18 years old): For those players of legal age who are part of the 

official competition teams of the entity. Training to improve the performance of players 

in official competitions. 

 

-Private training: Individual, pairs or group classes with a private monitor in each session. 

Specific work on basic concepts or technification for competition according to the target 

player of the training. 

 

 

• Paddle Tennis: One of the trend sports today. Spanish paddle tennis is recognized as 

one of the best in the world and the entity promotes this sport through a players' 

technification school. The teaching program allows players to get started in this sport, 

by learning the tactical and technical bases and the values of the entity. The school is 

divided into: 

 

-Initiation (6 to 10 years): Basic introduction to this sport. Familiarization with the 

dimensions and qualities of the track. Learning work on technical and tactical bases for 

the development of a game. Availability of friendly interclub competitions. 

 

-Junior School (10 to 17 years old): Perfecting the skills of the players. Introduction to 

advanced techniques and physical preparation. Development in official competitions in 

pairs. 

 

-Advanced group (12 to 18 years old): Small groups or tailor-made training for 

competitive couples. Specific training dedicated exclusively to competition. Tactical 

work for application in matches and tactical support in championships. 
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-Specific classes: Individual classes, in pairs or in groups for adults. Schedule reservation 

and a monitor assigned to each class. Work from basic concepts to technically and 

tactically advanced concepts. 

 

• Swimming: Sport performed in the indoor pool of the cub. Specialized classes for any 

age range, from newborns to adults. Competition training for the most experienced 

swimmers. Classes can be group or individual in competition cases and are led by a pool 

instructor. The club offers the following services: 

 

-Newborns (6 to 18 months): Classes in small groups and accompanied by parents. This 

activity facilitates the development of the child's motor and sensory coordination. 

 

-Infants (1 to 4 years): Initiation and familiarization with the aquatic environment. 

 

-Teaching (from 5 to 8 years old): Learning the basics of swimming. 

 

-Perfection (from 8 years): Improvement of different styles and swimming techniques. 

 

-Competition (from 10 years old): Training to improve technique and resistance for 

official competitions. 

 

-Adults (from 18 years old): Classes aimed at members who want to practice this sport, 

improving their technique and physical condition. 

 

• CrossFit: Sessions of this fitness specialty developed in the free fitness room of the 

entity's facilities. Availability of long hours for classes supervised by a specialized 

monitor. Material for the development of the sessions included in the fitness room. In 

this sports section there are two categories: 

 

-Junior (from 10 to 16 years old): Training adapted for children. Introduction to the 

techniques and basic concepts for the development of this specialty. Improvement of 

technique and physical resistance without weight work. 
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-Senior (from 16 to 60 years old): Training in this specialty to improve technique and 

physical condition. There are several modalities: 

Learn: For beginners in this specialty. Familiarization with the movements and 

techniques. Essential for anyone who starts in this sport. 

Wod: Gym suggested workout. It includes cardio, strength, and endurance activities. 

Different trainings every day and complete, different duration depending on the session. 

Open: Hours reserved for experienced people who develop their own trainings. 

One: Specialized individual training. 

 

-Silver (from 60 years old): Training adapted to older people to improve and maintain 

their physical capacities. 

 

7. Development of the entity's strategy 

 
The entity's corporate strategy is based on its identity. This identity is made up of its name, its 

slogan, its shield, its identifying colors and the highlighting of the benefits it brings to the 

consumer and to the world of sport. This identity must be clearly shown to the public and 

therefore must be developed with precision and effectiveness. To do this, different decisions 

are made at the time of creation of the entity, which will have great repercussions on the success 

or failure of the business. 

At present, originality and innovation are highly valued factors in the marketing and promotion 

environment for the public. Next, the strategy followed by the entity will be presented to show 

its identifying and unique characteristics and the benefits it brings. This strategy will be divided 

into different aspects: name of the entity, slogan, shield and identifying colors and finally a list 

of benefits granted. 

 

7.1. Entity's name 
 

The name chosen for the entity has been "Sant Cugat Hockey Club" and its abbreviation "St. 

Cugat H.C.". It is a simple and concise name, which with only 4 words shows these aspects: the 

exact location of the entity, the priority sport and the fact of being a sports club and as a club 

including more services apart from field hockey. It is a short name that is easy to remember and 

pronounce, for quick social promotion. In addition, mentioning the municipality location of the 

entity gives a local focus and a sense of city to the participants of Sant Cugat del Vallès. 
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There is a remarkable duality in the name, on the one hand, hockey stands out as the main sport, 

putting it in the name but, at the same time, the word "club" reflects multiple sports, facilities 

and various services. Therefore, the lover of the main sport feels affinity with the name of the 

entity and the people participating in the other sports are aware of the structural and sporting 

diversity that the entity offers. 

 

 

 

 

 

 

 

  

7.2. Slogan 

 
The descriptive slogan chosen by the entity is "Health and Family". These two words reflect in a 

limited way the offer and the social function of the sports club. A space where you can take care 

of your health, already practicing guided physical activities, working on physical maintenance in 

free activities, enjoying moments of relaxation and body care in the health space or taking care 

of social life and shared moments in the restoration spaces and social meeting. All these aspects 

are the description of physical and mental health, which can be taken care of continuously in 

the entity's facilities. 

In addition, this time dedicated to health care can be shared with the most loved ones, friends 

and family. The extensive offer of the entity has sports and social services for all ages, therefore, 

the free time spent in the entity is for the whole family. The entity represents a sports and social 

space where you can share your free time as a family, in a friendly and close environment full of 

different recreational and professional activities to take care of the well-being of you and yours. 

Through this slogan, you can see the values promoted by the entity reflected, you can get an 

idea of its offer and the pleasant and familiar social environment is reflected and all this in two 

words. 

 

 

 

 

 

 

   "Sant Cugat Hockey Club" 
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7.3. Shield and identifying colors 

 
The corporate shield designed for the entity is a composition of objects and shapes following a 

specific descriptive pattern, in which the representative colors of the club's sports teams and 

participants can be seen. To begin with, on the inside of the 

shield, the 4 main sports of the entity (field hockey, tennis, 

paddle and swimming) are reflected and all in the same 

arrangement and the same size. This formation presents a 

harmony and connection between all these sports and the 

same size in each of the sports icons reflects the importance 

that is given to all equally. These icons, arranged on a four-

section pattern comprised of a general shield. The 

environment of the shield is surrounded by a symbolic 

figure, the fleur de Lis. This shield represents the lily flower, 

a symbol of nature and growth. In addition, its origin 

describes this symbol as a sign of honor and loyalty and also of purity of body and soul. These 

factors embody important values for the entity, such as honor and loyalty within the entity, the 

feeling of union and club family. The purity of body and soul is a direct simile to the care of 

physical and mental health offered by the different activities of the entity. The shield also 

includes a space with the slogan of the entity and the name. 

The color combination chosen as the entity's corporate colors is navy blue and orange. On the 

one hand, navy blue symbolizes freedom, harmony, fidelity, strength and energy; also 

descriptive and identifying factors for the entity. On the other hand, orange is associated with 

youth, extroversion and strong emotions, developed day by day in sports activities. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure  42-Sant Cugat H.C. logo [33] 



 
 

Creation and development of a sports club marketing strategy plan 
Xavier Lis Pasarell 

112 

7.4. Benefits list 

 

 
Table 14-Entity's benefits list 

 

8. Decision of distribution channel strategy 

 
The communication strategy of the entity is based on the segmentation of the information to 

be distributed in the pertinent channels for each type of information. This approach is developed 

based on the total amount of information to be transmitted and its typology according to its 

target audience. In a sports entity, a constant dissemination of information is required, about 

the club and the services it offers, the composition of the facilities, the outstanding events and 

important news around the club. This large volume of information must be sectioned in various 

ways according to its content and the most basic and main way is sectioning by target audience. 

This type of sectioning is based on differentiating the information according to the interest it 

has in its recipient, whether it is information about the internal functioning of the entity or 

promotional information directed to an external public or a possible new partner or consumer.  
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8.1. Types of communication 
 

We will differentiate two types of communication: 

 

-Internal communication (loyalty): All that information directed to the partner or user of the 

entity about services offered, functional or structural modifications, current affairs and relevant 

news, etc. This type of information requires a close and friendly character, with the intention of 

building loyalty and keeping the partner active within the entity. 

 

-External communication (recruitment): All kinds of promotional or advertising content, aimed 

at a possible new partner or consumer, attracted to the entity by the entire promotional strategy 

developed. This type of content is informative and attractive about the offer provided by the 

entity. 

 

To develop the entity's communication strategy and select the most appropriate distribution 

channels for the transmission of information (taking into account the two types of 

communication), the following diagram has been designed: 

 

 
Figure  43-Communication segmentation 
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8.2. Distribution channels used 

 
This section presents the different types of distribution channels used, their properties and their 

function. As mentioned above, currently most of the information distribution channels used are 

online (due to the current technological era), but some specific offline channels will also be 

considered. In addition, each of the channels described below will have its percentage of type 

of communication (external and internal). 

 

-Billboards: This distribution channel consists of the different types of posters implemented in 

strategic areas outside the entity, to capture the attention of the user of that area. These posters 

will be composed of: name of the entity, shield, slogan / descriptive phrase, location, summary 

of services and visual support through images of sports or facilities taken in the entity. In 

addition, the posters will reflect the colors of the club's equipment and various identifying 

aspects of the entity. 

The locations chosen for this information channel will be the advertising spaces of certain public 

buses, posters at the entrance or exit of the municipality and some advertising poster in 

reserved spaces in the city center. 

This distribution channel is 100% external communication type, since its purpose is to attract 

the attention of users outside the entity for its possible incorporation. 

 

       
Figure  44-Billboard advertising type 1 and 2 [34] [35] 

 
-Newspaper and magazine ads: There are one of the channels in which less time and resources 

will be invested, since it is a communication medium that is losing users and reach over time. 

The current technological evolution makes all the content available to the user online, making 

communication media with so much history like this lose importance. Even so, certain economic 

resources will be dedicated to physical advertising in the sports spaces of local newspapers and 

in certain important magazines from the world of sports and health. 
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This communication channel has a 100% external communication approach, since it aims to 

reach people outside the entity who can find the advertisement while reading the contents of 

this informative format. 

 
Figure  45-Newspaper advertising [36] 

-Linked websites: Apart from its own website, the entity has several affiliated sponsors. These 

have an advertising space on the entity's website linked to their own web space. Therefore, the 

same process will be developed in reverse, that is, in the web spaces of the sponsoring 

companies the official web space of the entity will be linked. In addition, the sports federations 

where the club is present will also have a direct link to the entity's website. 

This type of distribution channel will be considered 100% external since active users of the entity 

know the club's web space well and consult it regularly, they do not need a space that takes 

them to said web. On the other hand, users outside the entity, at a time of virtual consultation 

of any of the companies affiliated to the club, can directly access the official website through 

this direct link. 

 

-Trend in the social networks: This distribution channel includes the following social networks: 

Instagram, Facebook, Twitter and LinkedIn. The first three commented, will be used 

simultaneously with the synchronization option allowed, where the content published on 

Instagram is automatically uploaded to the other two social networks. This type of posts linked 

to the 3 networks will be mostly promotional, explaining services offered by the entity or 

showing visual resources that reflect said services or facilities. Since the origin network of the 
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posts is Instagram, they will be highly developed visually, showing the corporate colors of the 

entity and professionally captured multimedia content. 

On the other hand, the Instagram network will be used as a method of transmission of live 

information through the use of the stories available in this application. Said stories will also allow 

the storage of content of the same type by using the highlight moments option. This social 

network allows you to record live videos, an option that will be used for online monitoring of 

outstanding events within the club. 

Facebook will be the network most linked to Instagram since its functional properties as a social 

network are very similar. In addition, this network will have details such as the count of physical 

records in the entity, location and contact methods, etc. Otherwise, the operation of this 

network will be the same as the one mentioned above. 

In both networks, you can see the general profile of the entity where all the important 

information will be stored, but also, each of the different sports sections (hockey, tennis, paddle, 

swimming and fitness) will have its own profile, where You can find the information related to 

this sport in a more segmented and specific way. 

Twitter, on the other hand, has compositional and functional properties that are different from 

the two aforementioned networks. Its simple and short text publication format allows you to 

develop informative messages with specific and clear content for the reader, which will be used 

to capture news and last-minute news. As a particularity, this network has the Retweet option, 

through which the entity's profile publishes posts from other outside profiles that include 

information linked to the entity such as: sponsors, sports federations, users or participants of 

the entity, etc. 

Finally, outside of the other social networks, the entity has a profile on LinkedIn. This social 

network has a more business and professional approach, in which the entity is shown as a 

company, with its properties and its different workers with profiles in said social network. If 

personnel are required for any of the jobs in the club, it is published on this social network and 

users can access a registration to be interviewed for the job. In addition, the content of other 

networks with a more professional or business focus will be published in the entity's profile, 

such as achievements of the entity or outstanding events for the world of work. 

These trend social networks will develop the main source of information transmission and have 

a large part of external communication but also part of internal communication. 
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Figure  46-Social networks link [37] 

 
-Virtual platform (application): There is an application for smartphones called my online club. In 

it, each club can develop its own virtual platform where you can find all the spaces and services 

available for reservation within the entity: guided classes, tennis or paddle courts, sports hall, 

fitness room, lane in the indoor pool, table in the restaurant, etc. The entity has a virtual 

platform within this application where you can not only make reservations but also where you 

can find information about the commented activities, facilities, cancellations or time 

movements and all kinds of information related to the entity. 

This type of distribution channel through the application is considered 100% internal 

communication since, in order to access the entity's virtual platform, identification by user 

(member number) and password is required. 

 

Figure  47-Mi Club Online logo 

-Newsletter: Weekly, the entity distributes the weekly newsletter via email to all its partners. In 

this newsletter, you can find all the outstanding news of the entity that week such as: sports 

events, structural modifications, results of the sports competitions of the club's teams, social 

events, promotions, etc. This newsletter will have a newspaper format and will be found online 

in the email of all club members or on paper in the club's common social areas, so that users in 

that area can choose to read it physically. 

This distribution channel is considered 100% internal communication, since the virtual format 

will be sent to the email addresses of the entity's active partners and the physical version does 

not have any attractive section for readers outside the entity. 
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-WhatsApp: It is the most effective and fastest means of communication in today's society. Its 

worldwide use is due to the facilities it provides and its adaptability to any type of conversation 

and environment, be it social or leisure, business or professional. In the case of the entity, a 

more professional approach in its use will be considered. To begin with, the management 

positions of the entity communicate through this platform to distribute the instructions or 

information to the next coordinating level of the entity and so on. Coordinators with coaches, 

coaches with parents and players, players between players, etc. In addition, each of the sports 

sections will have its own groups, which can be divided by position, age, function or social only. 

For example, in the case of the field hockey section, there is the group of chief coordinators, 

coordinators, coordinators and coaches, coaches, coaches and parents, coaches and players, 

players and delegates. Through each one of them, the relevant information pertinent to the 

functions of each one is managed and in chain mode, the messages are transmitted from top to 

bottom through groups. 

 

 
Figure  48-WhatsApp distribution structure 
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III. RESULTS 
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9. Fixation of optimal prices and fees of the entity 
 

 

 
 
 
Individual fee 

 
INDIVIDUAL CHILD (FROM 0 TO 13 YEARS OLD) 58,00 € 
YOUTH INDIVIDUAL (FROM 13 TO 17 YEARS OLD) 78,50 € 
SENIOR INDIVIDUAL (FROM 18 TO 60 YEARS OLD) 100,00 € 
OLD SENIOR INDIVIDUAL (FROM 60 TO 70 YEARS OLD) 84,50 € 
RETIRED INDIVIDUAL (+70 YEARS) 72,00 € 

 

Family fee 
 

FAMILY +1 CHILD 150,00 € 
FAMILY 2+ CHILDREN 160,50 € 

 
 
Entry or reincorporation fee 
 

INDIVIDUAL 200,00 € 
FAMILY 400,00 € 

 
 

 

 

 

 

 

 

 

 

 

 

*The entry fee is paid at the time of registration and its amount is returned 
after 1 year of permanence in the entity. In case of cancellation before this 
period of time, the amount is not refunded. 
In case of reinstatement of a member, this fee must be paid again without 
the option of refunding the amount. 

Sant Cugat Hockey Club 
Health and Family 

Official fees 2020-2021 season 
Valid as of September 1, 2020 
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10. Fixation of investment in marketing and advertising 
 

 
Table 15-Investment and Advertising yearly cost table 
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Concept Development Comment 

B2B actions = Push actions - 
Push actions = Sales promotion - 
Sales promotion - Discounts for associated companies in which 

their workers register with the entity 
B2C actions Pull actions + Push actions 2 - 
Push actions 2 Promotions + Merchandising - 
Promotions = Discounts - 
Discounts - Example of recruitment, 10% discount for a 

whole year to new members 
Merchandising = Welcome pack + Locker gift - 
Welcome pack - Institution's corporate backpack and training 

shirt 
Locker gift - Free locker for 3 months to new members 
Pull Actions = Inbound + Outbound - 
Inbound = Social media+ Influencers + Content MKT + 

Digital positioning 
Non-intrusive marketing and advertising 
techniques in order to contact a user at the 
beginning of their purchase process and 
accompany them to the final transaction 

Social media = Instagram + Facebook + YouTube + 
LinkedIn Twitter + Web + Virtual platform 

Management of social networks and their 
content to be published through the agency 

Influencers - Outstanding personalities in social networks 
promoting the entity 

Content MKT (Marketing) = Newsletter + Branding - 
Newsletter - Weekly newsletter for members via email 
Branding - Branding campaign through agency, includes: 

recruitment / loyalty campaigns, claim, 
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images and photography, web adaptations, 
digital advertising assets and agency royalties 

Digital positioning = SEO + SEM  - 
SEO Search Engine Optimization Investment in agency to improve the 

positioning of the entity 
SEM Search Engine Marketing Investment and management of the 

outsourced agency 
Outbound - Digital advertising: banners on social 

networks and web pages, pop-ups, ads 
inserted in videos, etc. 

OOH Advertising - Billboard of the entity in two municipal buses 
for 1 year (150 euros / month x bus) 

Table 16-Table information 

 
Results analysis 

Approximate estimate of the annual income of the sports entity 600 members at 100 € / month fee x 12 months =720.000 € + 65.000 
€ benefits to companies (schools, room rental, events) + 18.000 € bar 
operating rent = 803.000 € 

5 % of sales = P&I Marketing 803.000 x 0,05 = 40.150 € ≈ 40.126 € 
Table 17-Results analysis 
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11. Determination of ROI (Return on Investments) 
 
 

Expected incomes 
Members fee 600 members at 100 €/ month fee x 12 

months = 720.000 € 
Services to companies (sports days to 
schools, room rental, event support) 

65.000 € 
 

Bar operating rent 18.000 € 
 

Yearly income 803.000 € 
Table 18-Expected incomes 

Marketing and advertising yearly cost 40.126 € 
Table 19-Marketing and Advertising yearly cost 

Maintenance yearly cost 
Technical Ordinary (Supplies) 250.000 € 
Cleaning company 30.000 € 
Deposit of structural materials 25.000 € 
Repairs 25.000 € 
Maintenance services 150.000 € 
Preventive actions (reviews and external 
companies) 

15.000 € 

Yearly cost 495.000 € 
Table 20-Maintenance yearly cost 

 
 

!"# = (#&'()* − #&,*-.)*&.)
#&,*-.)*&.  

 
 

012 = (803.000 − (40.126 + 495.000))
(40.126 + 495.000) = 0,50058 = ?@, @A	% 
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Conclusions 
 
After the preparation of this thesis, it has been possible to study and know in depth the sports 

marketing environment, which was totally unknown in a professional way. It should be noted 

that by being a member of a sports entity since my birth and a worker of the entity since the age 

of 16, certain aspects of marketing and advertising development within the entity have been 

known directly or indirectly. Even so, in a professional way this area had never been studied. 

The first important conclusion obtained is the constant evolution of this marketing environment 

and the technological advances that it develops. Today, the numerous sources of 

communication and distribution of information online are the basis for marketing strategies. For 

a correct communicative functioning within the entity and towards a target audience, constant 

dominance and development in the main existing social networks is basic and fundamental. Each 

of the different current social networks must be used with a characteristic communicative 

purpose, according to the functionality that is to be given to the social network and the content 

to be published adapted to the distinctive properties of each social network. On the other hand, 

offline marketing is losing importance by leaps and bounds, since technological development is 

the basis of today's and future society. 

Another important conclusion drawn from the study and elaboration of this project is the 

importance of the identifying factor of the sports entity and the transmission of human values. 

There are many sports entities, with their own characteristics, but what can really make an entity 

successful and well-functioning is the creation of an identifying factor for the partners 

(corporate image). If it is achieved that the members of the entity develop a feeling of group 

and social inclusion within the sports club, this feeling is reflected in them in their social circle. 

Furthermore, the promotion of human values together with sport is a unique and recreational 

way for the little ones to learn how to face situations in the best possible way in motivating 

competitive situations for them. From the parents' point of view, this social education is 

fundamental and if it is also linked to the practice of a sport and a pleasant social environment, 

it is very attractive. 

As economic conclusions drawn from the development of budgets and the calculation of the 

ROI, the final result obtained should be commented, approximately an ROI of 50%. This number 

indicates that the marketing and maintenance investment would be recovered annually and, 

furthermore, a benefit of magnitude Investment / 2 would be obtained. This result reflects a 

positive value (since the benefit exists) but can be improved. One of the most important factors 

for improving this result is the number of members affiliated with the entity. The calculations 

have been developed with a base value of 600 members, a not very optimistic number 
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considering the numbers of other sports clubs of this magnitude. Taking into account that the 

supposed entity has been developed from scratch, very high affiliation values have not been 

assumed, in order to also be able to show the possible increase in benefits by attracting partners 

and the positive evolution to be developed for an entity of this length. 
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Annex I-Percentages of use of social networks 
 
 

 
 
 
 

Communication and promotion social networks 

1. WhatsApp 

2.YouTube 

3. Instagram 

4. Facebook 

5. Twitter 

6. Telegram 

9. LinkedIn 

 
 
 
 
 
 
 
 
 
 



 
 

Creation and development of a sports club marketing strategy plan 
Xavier Lis Pasarell 

129 

 
Annex II-Porter Five Forces model 
 
Michael Porter argues in his first book "Competitive Strategy" that the profitability potential of 

a company is defined by five forces: 

 

1. Bargaining power of customers 

Porter believes that the more consumers organize themselves, the more demands and 

conditions they will impose on the price, quality or service relationship, therefore, the company 

will have less margin and the market will then be less attractive. In addition, the client has the 

power to choose any other competitive service or product. This situation becomes more visible 

if there are several potential suppliers. 

Faced with this threat, various strategies can be used, such as: 

 

-Increase investment in marketing and advertising. 

-Improve sales channels. 

-Increase the quality of the product and / or service or reduce its price. 

-Provide a new added value. 

 

2. Bargaining power of suppliers 

When suppliers have a lot of organization within their sector, relevant resources and conditions 

on prices and order sizes, it is when they make a more attractive market. Here we measure how 

easy it is for our suppliers to vary prices, delivery times, payment methods or even change the 

quality standard. The smaller the supplier base, the less negotiating power we will have. 

Some of the strategies to follow in order not to depend on a single provider or to find better 

options are: 

 

-Increase our portfolio of suppliers. 

-Establish long-term alliances with them. 

-Start to manufacture our own raw material. 

 

3. Threat of new incoming competitors 

If the barriers to entry to an industry are not very accessible, then it is not attractive. The threat 

is that other companies with the same products and new resources could take over that part of 

the market. 
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In this sense, the most important barriers to preserve our market share are: 

 

-Economy of scales: large companies achieve much higher production levels than smaller ones 

and this results in a reduction in costs. 

-Differentiation of the product. 

-Capital investments. 

-Access to distribution channels so that the customer can consume the final product. 

-Legal barriers such as all kinds of mandatory regulations that vary in each country. 

-Brand identification. 

-Differentiation of the product. 

-Accumulated experience. 

-Movements of organizations already seated. 

 

4. Threat of new substitute products 

A market or segment will not be attractive if there are substitute products or when they are 

more technologically advanced or have lower prices. These products and / or services pose a 

threat because they usually set a limit on the price that can be charged for a product. We must 

always be attentive to developments in our sector and the influence that such developments 

may have on our organization. 

To combat it, we propose some strategies: 

 

-Improve sales channels. 

-Increase marketing investment. 

-Increase the quality of the product or reduce its cost. 

-Diversify production towards possible substitute products. 

 

5. Rivalry between competitors 

 

This factor is the result of the previous four and is what provides the organization with the 

necessary information for the establishment of its positioning strategies in the market. Each 

competitor establishes the strategies with which to stand out from the others. In such a way, 

that a strong rivalry translates into many strategies. The rivalry increases if the competitors are 

many, are very well positioned or have fixed costs, among other factors. In these cases, they 

would be unattractive markets. 

Faced with rivalry between competitors, it is convenient: 
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-Increase marketing investment. 

-Increase the quality of the product. 

-Reduce our fixed costs. 

-Associate with other organizations. 

-Provide added value to our customers. 

-Improve the user experience. 
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Annex III-Atlètic Terrassa Hockey Club 
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Annex IV-Atlètic Terrassa Hockey Club members survey 
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