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Abstract
The Sports Values and The Marketing of Firms
Doo—Hyoo Shin, Jae—Hyoo Shin

The purpose of this paper is to study the meaning of sports marketing which has re-
cently emerged as new marketing method. This paper also aims at researching how
values of sports act as favorable leverage to firms.

As sports markets develop and mutate, the sports marketing has become a new
marketing methode for firms and sports related organizations to achieve their man-
agement goals. It can be classified as the marketing of sports and the marketing with
sports. The values of sports are similar to what firms pursue. To achieve their goals
through sports, Korean firms should reduce their dependence on simple media expo-
sure and establish longterm strategies which intergrate unique and various character-

istics of sports.



