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Abstract 

 

Sport represents a combination of social, economic, and cultural values, and its popularization 

and development is important for every country. Sports marketing plays a major role in the 

promotion of sports, and its promotion and development as a marketing direction is an 

important step forward in this industry. 

This master's thesis reviews the importance of sports marketing in the promotion and 

development of sports, public perception and attitude towards sports marketing campaigns in 

Georgia.   Also, the involvement and role of athletes in sports marketing. The paper presents 

the theoretical framework of sports marketing, its main types, namely sponsorship, 

partnership and branding. In addition, both Georgian and international experiences are 

analyzed. Due to the fact that sports marketing in Georgia is at the initial stage of development, 

Georgian studies and sources in this direction are very scarce, which gives the work even more 

importance. 

Both quantitative and qualitative methods were used for the research. In the quantitative 

study, sports fans aged 18+, who represent the main target audience of sports marketing, 

participated through a random sampling principle, while in the qualitative study, sports 

experts and sports marketers who are actively involved in sports and/or marketing processes 

participated through a targeted sampling. 

Based on the results of the research, it was revealed that despite the fact that sports marketing 

in Georgia is still at an early stage of development, the majority of the public has awareness, 

interest and positive expectations towards it. It is also worth noting that the international 

success of Georgian athletes has contributed to the development of sports marketing and public 

interest in sports.  

Taking into account the conclusions and recommendations of the master's thesis, Georgian 

marketing companies and sports organizations, both public and private sectors, will have the 

opportunity to improve their marketing strategies and contribute to the popularization and 
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sustainable development of sports in Georgia. The thesis may be used for future research aimed 

at promoting sports marketing in various directions. 

 

Keywords: Sports, Sports marketing, Sponsorship, Partnership, Branding, Fans, Athletes. 
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