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THEORETICAL ASPECTS OF SPORTS
SERVICES EFFECTIVENESS

The article considers the theoretical aspects of the efficiency of sports services in the develop-
ment of sports industry at the beginning of XXI century. Effectiveness of marketing management
decisions is the sum of the effectiveness of sports organization and the efficiency of its functioning.
The author suggests the classification of the indicators characterizing marketing management effi-
ciency in the development of sports organization.
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Ounena M. I1lepemeTnheBa

TEOPETUYHI ACITEKTU E@OEKTUBHOCTI
CIHOPTUBHUX ITOCJIYT

Y cmammi poseasnymo meopemuuni acnexkmu eghekmuenocmi CROPMUGHUX NOCAYZ 6
ymoeax pozeumky indycmpii cnopmy na nouamky XXI cmoaimms. O6rpynmosano, uio
ehekmueHicmo MapKemuH206uUX YNPAGAIHCOKUX DIWEHb CKAAOAEMbCA 3 eheKmuenocmi
cnopmuenoi opeanizauii ma egpexmuenocmi it (YyHKuionyeannsa. 3anponoHoeano aémOPCLKY
Kaacugixauiro noKasHuKie, w0 xapaxmepusyloms eQeKxmueHicnb MApKemuH206020 YnpaeainHs
PO36GUMKOM CHOPMUBHOT OpeaHi3auii.
Karouosi caosa: cnopmuenuii mapkemune; CHOPMUGHI NOCAYeU; ePeKmUHicmy; [HOYCmpis
cnopmy.
Dopm. 2. Puc. 2. Jlim. 10.

Enena H. IllepemeTneBa
TEOPETUYECKUE ACITEKTbI DOO®EKTUBHOCTU
CITIOPTUBHBIX YCJIYT

B cmamve paccmompenst meopemuveckue acnexkmot 3gpghexmusHocmu copmuGHsIX ycaye
6 ycaosusx paseumusi undycmpuu cnopma 6 Hauase XXI eexa. Ob6ocnoeano, umo
Ihpekmuenocmo  MapKemMuH208b6IX  YNPAGACHYECKUX  peuwleHull  ckaadvleaemcs U3
apexmusnocmu cnopmuenoil opeanuzauuu u IQgexmusHocmu ee QYHKUUOHUPOBAHUS.
Ilpedaosncena asmopckas kaaccupuxauus noxazameneli, Xapaxmepusyouux 3Qgpexmusrnocro
MapKemun208020 Ynpasienus pazeumuem cnopmueHoil op2anu3auuu.
Karouesvte caoea: cnopmughblil MapKkemune; CnOpmugHbsle ycayeu, 3ghgdexkmugnocms; uHOycmpus
cnopma.

Problem statement. One of the main categories in sports organization manage-
ment is the concept of the control system, the study of the structure which is neces-
sary to assess the effectiveness of marketing management decisions. The effectiveness
of marketing management decisions is the concept that characterizes the relationship
between inputs on sports facilities and the implementation of these services, i.c. the
result of production. However, the effectiveness of marketing of the production func-
tion in sports today is insufficiently studied, largely due to the extreme complexity of
the analysis of such kind of social production as physical training and sport, as the
system of sports services depends on the interaction of a number of variables, essen-
tially different in nature.
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Latest researches and publications analysis. The research results are prerequisites
for the formation and development of sports marketing and problems of efficiency of
sports services presented in A.G. Babaskin and M.A. Babaskin (2009), O.A. Chizhov
(2009), J.B. Golikova (2007), A.V. Malgin (2011; 2012), G.V. Ryabenko (2013),
0.V. Skopin (2013), O.N. Stepanova (2008), A.I. Volkov (2009) and others. However,
despite the objectively existing interest of Russian and foreign researchers to the above
issues, some aspects still remain beyond the academic focus.

The effectiveness of direct marketing and marketing of recreational services is
investigated by the author in a number of scientific works. The logical continuation is
to solve the effectiveness of marketing in the sports industry.

Unresolved issues concern the problems of application of the most effective mar-
keting techniques in relation to the sports services at the level of individual sports
organizations or sports facilities (Sheremetyev, 2014) and at the regional scale, espe-
cially on the threshold of large-scale sporting events such as the Olympics or the
World Cup.

The purpose of the research is to consider the key issues of sports services effi-
ciency in a rapidly developing sports industry at the beginning of the XXI century.

Key research findings. Specific features of the effectiveness of sports marketing. The
effectiveness of marketing management decisions covers the two aspects: effectiveness
of sports organizations (potential) and performance of sports organizations (use of
their potential). The system of sports services depend on the interaction of a number
of variables, essentially different in nature. Among them are important socioeconom-
ic factors associated with the traditions of social environment, consumers, mental
attitude, motivation of consumers etc. Important strategic benchmark of social poli-
cy in the field of sport and physical education should stimulate the motivation of eco-
nomic activity, creating the conditions for the manifestation of initiatives, energy and
abilities, possibilities to ensure decent life. A special role in the solution of these prob-
lems is played by the policy in the field of sports services, which should save its poten-
tial as a defining factor of socioeconomic development. Progressive development of
sport organizations is connected, first of all, with efficiency increase. We assume that
the efficiency of sports marketing should be implemented in 3 interrelated and inter-
dependent aspects: educational, economic and social.

Innovations in education differ significantly from innovations in other areas due
to the fact that economic efficiency of their implementation cannot be considered a
priority. In any sport organization the educational aspect is important but not the key
one, therefore, profit in the provision of educational information on sports goods and
services should not be the main goal of organization's functioning. The effect of the
functioning of the sports system can be direct and indirect. Direct is the volume of
sports services and it consists in increasing the quantity and improving the quality.
Indirect effect arises due to the functioning of other industries and represents the
increase in wealth at the expense of application of labor coaches of the highest quali-
fication, i.e. aimed to increase material production due to the growth of educational
level of employers.

One can differentiate internal and external efficiency of the system of sports
marketing in an organization.
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Under internal efficiency we mean the set of performance indicators of sport
organization, characterized by the adequacy of its major tasks of ensuring the func-
tioning of the system taking account of the development of organization with mini-
mum resources.

When it comes to internal efficiency of the system of sports marketing, it is large-
ly characterized the sports complex of services as an object system. Internal efficien-
cy has various manifestations, somehow connected with the saving work directly in
the field of sports services.

Under external efficiency we mean the efficiency of its impact on external envi-
ronment, characterized by the final results, as a whole, and on individual aspects of a
sport organization. External efficiency may be treated with individual and social per-
spectives. Effective individual sports service is only when provided services bring
satisfaction, both moral and material.

As for the external efficiency of sports services from the public point of view, the
most significant expression is its contribution to economic growth. Practical assess-
ment of external efficiency involves the analysis of the ratio of costs and results,
financing methods, ways to reduce costs and increase financing volumes. Such exter-
nal efficiency characterizes the interaction of the system of sports marketing and the
spheres of material production.

Based on the above assessment of the effectiveness of marketing management
decisions of sports organization must be considered in 3 aspects: social, educational
and economic.

Educational and social efficiency is measured through the indicators such as the
positive impact on the development of the best qualities of personality, on the
improvement of all aspects of social life, on the formation of a healthy society. The
level of services provided by a sports organization determines the state of security,
strengthening the social security.

The key vectors determining the economic efficiency of marketing in sports.
Economic efficiency is proposed to be viewed from two fundamentally different per-
spectives:

1. From the point of view of sports services customers, i.e. the efficiency of influ-
ence of services quality on the development of healthy society working in all sectors
of national economy.

2. Efficiency of functioning of the sports organizations, i.e. from the point of
view of management and marketing effectiveness of management decisions.

Economic efficiency from the perspective of a consumer, is reasonable to be
evaluated by a tuple:

E=(C,P,AD,|l,), (1)
where C — the cost of sports services; P, — produced sports services, the quality of
which is measured through the customer satisfaction; A — acquisition of additional
services; D — the demand for sports services market; /o, — improving the life quality.

Each of these components of indicators depends on a number of parameters.

For example, the quality of sports facilities is determined by the quality of quali-
fied personnel and the cost of services is determined by the level of payment for work,
sport organization. The difficulty lies in the fact that to assess effectiveness of sports
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services provided to customers is possible only after a certain time. In the conditions
of market economy in addition to quality sport services, one of the indicators of effi-
ciency is competitive sport organization, characterized by complete satisfaction of
consumers, repeated appeals, and the image of sport organizations. Performance
indicator from the point of view of competitive advantages obtained by the customer
at the sports complex is illustrated in Figure 1.
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Figure 1. A chart of efficiency of the process of obtaining sports services
from the point of view of competitive advantage received by consumers
in sports organizations, developed by the author
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With respect to the efficiency of marketing management solutions, provided
sports services should express the degree of implementation of the goals, outcomes
are realized at the account of expenses directed at achieving them.

One of the components of economic efficiency of sport organization is the cost
of sports services. In general, the total price of sports services is the expression of the
total cost of their creation, meaning the sum of the amortization fund (equipment,
buildings, structures), revolving fund (current expenditures: salary and social charges,
payment for public utilities etc.) and development fund.

While developing the effective system of sports marketing it is objectively
required to have significant initial costs: the costs for preparation of teaching materi-
als, training of employees of sport organizations, costs associated with the organiza-
tion of communications and purchase of additional computer equipment and other
capital investments. However, the cost of new sports facilities should not, however,
grow significantly.

If we accept that the purpose of efficiency of marketing management decisions
is the development of sport organizations, as one of performance indicators can be
the following:

m
EMMD = /de = Zi=1KbiOpi (2)
n )
Cra 21:1 KeOy
where EMMD — efficiency of marketing management decisions; /,,,; — assessment of
the impact of a particular variant of management decisions; C,,, — assessment of the

required value, all efforts on realization of administrative decisions; Kj,; — the ratio of
weight to each of m alternatives; Op,; — performance of evaluation of this option by the
i-th sports proposal; K,; — the complexity factor of use of each of the n types of sports
resources; Op; — assessment of the required size of the j-th sports resource for this vari-
ant of administrative decisions.

Traditional approach to the definition and calculation of efficiency indicators for
the organizational economic mechanism of sports organization management is quan-
titative interpretation of all aspects of organization's activities.

Conclusions and perspectives for further researches. To structure the indicators in
this article their division into eight more or less homogeneous functional groups is
proposed (Figure 2). Some of the indicators include not one, but two groups, because
they characterize two sides of the activities of sports organization (SO).

The group of indicators of sustainability of the current activities of sports organi-
zations includes: the number of sports services, rating sports organizations, quality
and cost of sports services.

The group of the indicators of scientific potential of sport organizations is charac-
terized by a number of trainers, their professional level, a number of manuals, the vol-
umes of research, the number held seminars and conferences in a sports organization.

The group of the indicators of resource availability of sports organizations
includes: athletic training area, availability of material and sports facilities, comput-
erized information, technical support, the composition and number of staff.

The group of financial indicators of sports organizations includes: the volume of
charges of budget and extrabudgetary funds, salary fund, the volume of allocated
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funds to improve work, for the purchase of sports equipment and inventory, for the
purchase of educational and methodical literature.

Indicators of scientific potential

for the development of SO

Indicators of sustainability
of current activities of SO

Financial Indicators of resource
indicators availability of SO
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Indicators of social
performance of SO
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range of sports services

Indicators of the increasing of the
sports segment of the market

Figure 2. The structural scheme of the effectiveness indicators for marketing
management development in sports organization, developed by the author

The group of indicators of innovation activity includes the automated control sys-
tem of sports organization, electronic catalogue of services, application of new tech-
nologies and methods in sport.

The group of indicators of expansion of the range of sports services allows estimat-
ing the number of different kinds of sports complex programs.

The group of indicators of increasing the sports segment of the market describes the
number of sports organizations, the number of various consumers who receive sports
services in this organization.

The group of indicators of social performance of sports organization includes the
average salary of trainers, professional athletes and employees, social development
fund, the contribution of sport organizations in the development of city and district.

Due to the transition to market relations, there have been significant changes in
management models, and the category of efficiency of marketing management
acquired a particularly significant status. Sports organizations have set new objectives.
At the present stage the effectiveness of marketing management decisions in sports
organizations of different levels applies to all aspects of their activities, as well as all to
other elements of the sports market.
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niGpyYHUK

Mae rpu¢ nigpyyHuka Big MiHOCBiTH YKpaiHu.

YV naHoMy migApy4YHUKY, KOTPUIA 1a€ CUCTEMHE i 3Mic-
TOBHE YSBJEHHS IIOJ0 YMpPaBJIiHHS KamiTaJoM y BCiX
oro popmax. Komrieke nutaHp, 10 CTOCYIOThCS (i-
HAHCOBO-KPEIUTHUX BiTHOCUH Ha MaKpoO- i MiKpOPiBHi
3 TOYKU 30pY MiXKHAPOIHUX CTAaHAAPTIB (HiHAHCOBOTO PO3BUTKY, TO3BOJISIE CHOpMY-
BaTW y yMTaya TJIMOOKE YSBJIEHHS MPO B3aEMO3B'SI3KM KOMEPLIMHOI MissTbHOCTI
MiAMPUEMCTB 3 JE€PXKABHUM MEXaHI3MOM pPEryJloBaHHS MOHETapHOi cdepu yepes
po3po0OKy i peanizauiio iHAHCOBOI i TPOILLIOBO-KPEAUTHOI MOJITUKU B YKpaiHi.

Bxutouae Tesaypyc 3 6isbii sk 700 MOHSATh, BAKOPUCTAHUX Y MIAPYYHUKY.

Ilpedcmaesnsie inmepec oas cmydenmie uUWUX HABUAALHUX 3AKAA0I68, HAVKOBUX
npauieHuKie, eUKAAOA4I8, ACNIPAHMIE, NPAKMUMHUX NPAUIBHUKIE, A MAKOMNC YCIX MUX,
Xmo Yikasumvcs PiHAHCOBUM MEHEONCMEHMOM.
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