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ABSTRACT

The importance of student sport activities within the structure of academic development is arguably sig-
nificant. However, university sport is one of the elements of academic development that is not represented
adequately as a research subject on a global scale in both scientific and professional environments alike.
Along with the global growth of university level education based on the rise of student mobility across
countries and continents, and the strong global ICT development, a new perspective on university sport
can be observed and several implications analyzed. The focus of this paper is set on the communication
capabilities of the internet as a digital medium that can be used as a means of fostering student sport and
related activities while taking into account the characteristics and behavioral components of the student
population. The primary research was conducted on a sample of students of Josip Juraj Strossmayer Uni-
versity of Osijek. The research provided several interesting implications on student behavior regarding the
general information collection and consumption, as well as information about student sport activities on
the university level. The paper provides a brief sport marketing literature review and suggests several im-
portant guidelines for further research. The assumption that the internet is a key element in the marketing
potential of student sport was confirmed. Comparative analysis of digital marketing activities of benchmark
universities has been conducted in order to determine suggestions on creating and/or improving digital
marketing tools such as web site, social network presence and mobile application for reaching marketing
potential of university sport.

Keywords: Digital marketing, sports marketing, university sports, social media in sports, sports mobile
apps

1. Introduction mentioned, it is clear that sports have changed and
developed through centuries in different directions.
For this very reason, sport is closely connected to
social and sociological traditions of each segment

of human population. With its development, sport

Sport as a component of human life has been a very
important part of human history since the first civi-
lizations and it gradually transformed human in-

born characteristics to compete and engage in phys-
ical activity from struggle for the basic needs into
competition for fun, even into an industry that gen-
erates significant financial income. From the above

has become an industry in many segments and that
is the reason why sports employees have to ensure a
fair competition for all participants and keep sport
competitions interesting at the same time. Sport
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offers a massive potential for revenue on a global
scale for all parties involved (Ratten, Ratten, 2011:
614-615) and has become commercialized and in-
ternationalized as a result of various business and
marketing ventures created within sport (Bauer,
Sauer, Schmitt, 2005: 496-497). Marketing is used
as a very powerful tool by sports managers when
facing challenges such as leading sports organiza-
tions and conducting sports events. The connection
between sports and marketing can be seen in the
following: sport can be treated as a specific service
with intangible qualities based on emotions, but
without a marketing concept and approach, it can
barely give desirable results. Clearly, the importance
of maintaining and empowering customer relation-
ships needs to be stressed by sport organizations
(Bee, Kahle, 2006: 109-110).

The internet evolution and massive appearance of
social networks have created a parallel virtual world
that does not leave much space for sport activities
and at the same time, it offers great possibilities of us-
ing internet tools for advanced communication with
a subject of sport activity. It is interesting to point out
that the means of communication to inform about
a certain sport topic or event used 20 years ago is
hardly comparable to modern methods and means
of communication. Web-based portals, internet ap-
plications, social networks and digital TV are some
of the internet-based tools whose development was
hard to predict in the past, but nowadays, life with-
out them seems almost unimaginable. Precisely such
circumstances make the marketing use in internet
surroundings very significant. The sport industry
has adopted these changes and innovations while
using digital technologies and the connected media
frequently (Mahan, 2011: 255-257; Evans, Smith,
2004: 27-28). However, Hutchins and Rowe (2010:
696) conclude that media sport markets are “char-
acterized by complex interaction, tense competition,
and awkward overlaps between broadcast media and
networked digital communications”. Thinking about
marketing as a process of fulfilling two-sided needs,
we think about the one that offers something on one
side and the other that consumes it for a certain price
on the other side. Likewise, in sports we talk about a
service that is organized by one subject on one side,
and on the other there is the other subject, most
likely a sympathizer or a customer, who consumes it
by fulfilling his emotionally connected needs. Imple-
mentation of online communities allows consumers
and sports fans to have a virtual focal point where

they can connect with others, express opinions and
feel a sense of belonging (Ioakimidis, 2010: 2-3;
Hutchins, Rowe, 2010: 711-712). Furthermore, on-
line communities support not only connecting with
other consumers but with athletes, sport organiza-
tions and sponsors as well (Mahan, 2011: 255). Inter-
acting with other fans or the sport organization itself
in an online environment can increase a fan’s level of
identification with the given sport organization (Ea-
gleman, 2013: 489).

This paper is focused on the appliance of electronic
marketing within the student population at Josip Ju-
raj Strossmayer University of Osijek. Student sport
covers a range from recreational sports to obliga-
tory physical education classes. Taking the existing
research into consideration, according to which 63%
of citizens older than 15 in Croatia use the internet
regularly’, and data that the internet is used by 96% of
young people between 15 and 24 years of age?, we can
assume that the internet is a crucial element of in-
forming and communication within this population.
Sports activities among student population range
from recreational sports to competitions at the inter-
national level, when students represent the university
as well as their country. Exactly that wide range of ac-
tivities indicates the quality approach to information
used by the numerous student population of the Josip
Juraj Strossmayer University of Osijek, about student
sport activities issues and their physical develop-
ment. With the purpose of improving the quality of
student sport due to different university components
and evolution of sports activities, program planning
has to be in agreement with students, for which the
internet is without a doubt the best channel.

Research goals of this paper are focused on student
recognition and knowledge of sports activities and
their usage of the internet as the source of informa-
tion. Research goals include:

+ Finding out how the targeted population in-
forms itself about sports events at the Josip
Juraj Strossmayer University of Osijek and to
what extent is this form of informing differ-
ent from informing themselves about general
activities for students

+ Determine the degree of obtaining informa-
tion about sports events using offline and on-
line media

+ Determine to what extent do the Josip Juraj
Strossmayer University of Osijek students
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think they know about the student sports ac-
tivities at the university and in their faculties
and departments

+ Determine to what extent are the Josip Juraj
Strossmayer University of Osijek students in-
terested in student sports activities and which
factors are important to make the student
sport interesting

«+ To find out which sports are attractive to Jo-
sip Juraj Strossmayer University of Osijek stu-
dents

+ Determine the current level of knowing about
the form of informing through the internet
media about sport activities at the Josip Juraj
Strossmayer University of Osijek

+ Determine the knowledge of visual elements
of university sports union among its students

2. The Theoretical Framework

2.1 Sport in academic educational system

Academic sport, meaning the sport intended for
students, in its greater part takes place in the non-
profitable sphere, because its primary goal is the
satisfaction of students’ health condition. Certain
studies indicate that participating in student sports
activities is closely connected to their later life style,
meaning the freedom of choice to participate in
certain sports activities at university is connected
to the inner motivation for competition in all fields,
which is very important in that development stage
in life (Kimball, Freysinger, 2010: 118-121). Aca-
demic sport professionals cope with various chal-
lenges when trying to provide motivating and enjoy-
able experiences for students in physical education
(Spittle, Byrne, 2009: 253-254). In the academic sys-
tem of the Republic of Croatia, this mostly refers to
physical education class as an obligatory course in
the initial years of university. Moreover, the struc-
ture and performance are very different at different
universities; there are differences at the Josip Juraj
Strossmayer University of Osijek itself in conduct-
ing this class in different faculties. It all depends
on infrastructural conditions, i.e. sports facilities,
which are insufficient, considering the number of
students at the university.

If we analyze the student sport in more detail, we
can define the differences, of which the most im-
portant component is the competitive spirit at the
local, university, national, European or world level.

The existence of bodies and unions such as EUSA,
European university sport association® or FISU, In-
ternational University sport federation?, which had
its beginnings in the 1950s and whose concern is to
take care of academic sport at the international lev-
el, surely indicates enough about the level of com-
petition reached by the competitive component of
university sport. We can point out the Unites States
university sport, which is the leader in many sports-
related issues compared to European universities.
The fact that the university itself by its scholarships
for athletes attracts many students outside the USA
indicates enough how much they invest in univer-
sity sport and how much attention they pay to this
component within the academic community”.

If the academic sport is seen through the general di-
vision of sports activities, then sport itself can be di-
vided into three main categories, which are physical
education classes, recreation and competitive sport.
The very last category of the academic sport has the
biggest marketing potential, because competitive
academic sport by its organization structure is quite
similar to professional sport. Universities from the
USA exhibit the major difference in this segment
when compared to other universities, which can be
seen in the number of seminars intended for sport
management and sport marketing at the universi-
ties in the USA®. The fact is that the competition in
academic sport in the USA, due to its popularity
and the source of income to universities, partially
justifies the attention it receives’.

2.2 E-Marketing

Information technologies have thoroughly changed
the nature of marketing. The changes in the infor-
mational technology are at the same time threaten-
ing and encouraging for the capability of a company
to develop a long-term relationship with its custom-
er, by supporting the marketing approach. Follow-
ing the stated observation, it is necessary to point
out several definitions and explanations of the term
electronic marketing. Panian (2000: 87) indicates
that electronic marketing is the way for “effectuat-
ing marketing activities of the company by intensive
use of information and telecommunication technol-
ogy”. Chaffey, Ellis-Chadwick, Mayer and Johnson
(2009: 8-10) consider that the usage of e-marketing
and other digital technologies for accomplishment
of marketing goals is, also, a support to modern
marketing concept. Ruzi¢, Bilo$ and Turkalj (2014:
3) suggest that this issue can be observed in differ-
ent aspects. In a narrow sense, e-marketing can be
viewed as a process of making offers, determina-
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tion of prices, distribution and promotion, with the
goal of profitable satisfaction of customers’ needs
in the digital market. On the other hand, when we
talk about online activities only as supplements of
standard offline marketing activities for traditional
services or products, then the focus is on the wider
sense of e-marketing term.

The marketing scope that is used in traditional in-
terpretation, and which is considered the basis for
the marketing theory, included the combining of
four elements — product, price, promotion and dis-
tribution (Meler, 2005: 177-310). These elements
influence each other and the optimization of the re-
lation among them is key to every entity operating
in any market. The definition of service marketing,
as well as digital marketing, is expanding from the
original four to seven elements, adding three new
ones: process, physical evidence and people. The
classical 4P framework gained its popularity while
the product was the object of the exchange process
and thus in the center of the marketing research,
whereas service as the object of exchange started to
be studied much later, so new elements appeared®.
In most cases and interpretations of the marketing
scope in electronic marketing, classical 4P is still
used, and 7P is used in the way it adapts to market
conditions in which the business entity exists and in
which the exchange is conducted.

E-marketing brings new relations into the market-
ing mix by introducing new definitions that de-
scribe new factors, which have not been stated so
far. Mootee defines a completely new e-marketing
mix considering new 4P: participation, personaliza-
tion, predictive modeling and peer-to-peer commu-
nities.” Participation refers to an intensive customer
participation in the business entity’s processes in
a way where the customer redefines a production
process and creates a product according to his/her
wish. Personalization refers to everyday presence of
economic entities in the market with the goal to col-
lect valid information about customers’ needs in or-
der to create the product with a real use for custom-
ers. Information gathering after that requires also
an extensive analysis with a goal to send a message
to the customer about products or services. The
message has to be precise, prompt and appropriate
to the customer so that the customer can perceive it.
In order to send the message in this way, it is neces-
sary to use particularly designed content and com-
municational channels adjusted to the customer. It
is not enough to gather and analyze data, it is nec-
essary to have great knowledge about certain areas
and market besides the knowledge about the tool
application. This includes the collection of informa-

tion about every event that affects the customer.
Prediction modeling or predictive modeling implies
very determined models that determine the market,
based on the gathered and analyzed data, to the mi-
cro level, i.e. to the level of each and every individ-
ual'. This opens up the possibility of personalized
approach and communication according to custom-
ers’ needs and habits. In this way, the possibility of
satisfying customers’ needs and desires is increased,
which is the basis and goal for every modern mar-
keting approach. P2P (peer-to-peer) communities
designate the group of digitally connected people
that share common interests. Customers nowadays
have the possibility to communicate among them-
selves, and the internet has enabled them to do this
without geographical barriers, so the global market
is created in this way. The information exchange has
never been easier and more important. The proof
for this are online communities, blogs, forums and
widely popular social networks. All these communi-
ties allow easier understanding of customers’ atti-
tudes about a product or service, define customers’
service approach, allow a simpler way of spreading
the messages to customers, and enable the custom-
ers to become companies’ greatest value. In this
way, the easier and long-term relationship with cus-
tomers is created.

2.3 Marketing in sports or sports marketing

Using marketing in sport originates from its very
emergence as a competition sport, whereas more
serious and concrete usage of marketing in sport
is connected to the involvement of business enti-
ties into the competitive sport. Various businesses
have recognized sport as a large unused platform
with a great potential for promoting their products
and services. Some authors argue that the begin-
ning of the sport marketing was in the 1870s when
American tobacco manufacturers placed pictures
of baseball players in boxes of cigarettes in order
to create loyalty and to increase sales (Bozickovi¢,
2004: 34-36). According to many authors, the mod-
ern concept of sports marketing is related to Mark
McCormick who signed a representation contract
with the golf player Arnold Palmer in 1960, which
led to the founding of International Management
Group (IMG), a leading company for sports man-
agement in the world (Bozickovi¢, 2004: 34-36).
The concept of sports marketing experienced its
full implementation in the Olympic Games in Los
Angeles in 1984 when the organizing committee
of the Olympic Games based its financial structure
for the first time upon cooperative sponsorship of
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several great sponsors, abandoning the model that
included many smaller sponsors (Bozi¢kovi¢, 2004:
34-36). This model was later accepted by The Inter-
national Olympic Committee, as well as promoters
of all big sports events and international associa-
tions of certain sports. This concept is used nowa-
days as well, with long-term sponsorship contracts.
Given the fact that one of the major tasks of mar-
keting is to arouse a desire for a certain product or
service, sport as an activity is closely connected to
emotion and extremely suitable for getting close to
consumer groups. For this reason, many businesses
recognized potential opportunities in sports events.
By entering the competitive sport fields, companies
have increasingly started to affect the development
of professional and amateur sports.

While considering the application of marketing in
sports, two basic conceptual differences, which mar-
keting experts consider important to distinguish,
need to be defined. These two concepts are market-
ing in sports and sports marketing. It is very im-
portant to point out that many authors do not have
a clearly defined attitude on definition differences
between marketing in sports and sports market-
ing (Bartoluci, Skori¢, 2009: 216-218; Novak, 1996:
19-23; Bozickovi¢, 2004: 34-36). The reason for this
lies in the fact that when defining marketing in gen-
eral, most of the authors indicate a certain concept
of special fields that have a certain specific applica-
tion of marketing to certain fields. When defining
the term marketing in sports, we start from apply-
ing the general marketing approach to sports field in
the same way as to agriculture, culture, trade, or any
other. Under the general marketing approach in this
context, marketing strategy and various tactical and
operational activities are considered. Accordingly,
the application of marketing in sports is considered
to be the application of marketing in a specific area,
therefore a more frequently used term is sports mar-
keting. Unlike the marketing in sports that involves
the application of general marketing regardless of the
marketing field, the term sports marketing is con-
sidered to be the application of a specific marketing
framework with its own marketing philosophy. Thus,
“it can be said that marketing has its own philosophy;,
because the one who is not familiar enough with a
specific (e.g. sport) activity, with all its characteris-
tics and specificity, with obligatory knowledge about
marketing management, area of demand and supply
(for example sports), products and services, as well as
management knowledge, cannot make relevant de-
cisions” (Bartoluci and Skori¢, 2009: 216). Wakefield
(2007: 12) explained sports marketing as the crea-
tion of a fan base in which supporters, media, and

sponsors “pay to promote and support the organiza-
tion for the benefits of social exchange and personal,
group and community identity within a cooperative
competitive environment”. Smith (2012: 2-3) defines
sports marketing as the “process of planning how a
sport brand is positioned and how the delivery of its
products or services are to be implemented in order
to establish a relationship between a sport brand
and its consumers”. Furthermore, Smith (2012: 2-4)
continues to discuss two angles on sports marketing:
marketing of sports and marketing through sports
rather than focusing on sports marketing or market-
ing in sports.

Notable application of e-marketing in the sports
field is of a recent date, experiencing its expansion
through affirmation of social networks. Social net-
works are being used more frequently by sports or-
ganizations and athletes as a tool to communicate
with fans and other interested target groups (Ped-
ersen, Thibault, 2014; Ratten, Ratten, 2011; Pfahl,
Kreutzer, Maleski, Lillibridge, Ryznar, 2012). There
are several types of social networks being utilized by
various sport organizations for different communi-
cations goals, while Facebook, Twitter and YouTube
stand out as the most popular ones (Witkemper,
Lim, Waldburger, 2012: 170-171). Engaging with
social media as a university-level communication
tool has proven effective due to positive business
experiences on the effects of social media market-
ing and the high adoption rate of the social media by
the young target audiences (Constantinides, Zinck
Stagno, 2012: 3-4). Furthermore, social network
utilization at the university level can contribute to
increased enrolment level and enable students to
make better-informed decisions. The use of mass
marketing today is in all structures replaced by di-
rect marketing since mass marketing has lost much
of its previous application and effect. When using
mass marketing, the key issue concerning the ef-
fectiveness of marketing methods remains unde-
fined thus becoming difficult to measure, due to
the broad population we are addressing. This broad
population includes the marketing field that is not
in our focus and it is not and cannot become our
customer. With the appearance of digital marketing,
the target group has become much better defined;
promotional messages are directed specifically to-
ward those to whom they are intended. This fact is
especially noticeable in the area of sports'’.

The internet, together with social media, offers
a unique marketing communications method by
which various sport organizations (including the
university level ones) can attempt to overcome pre-
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vious challenges such as low interest levels from
fans, less media coverage and lower marketing
budgets than other organizations (Eagleman, 2013:
489). Ioakimidis (2010: 2) suggests two key elements
in the use of online services to increase the effec-
tiveness of online sports marketing: multimedia and
user interaction. However, creating value for target
audiences has become more difficult over the years
because they expect more benefits from online
experiences, including the development of social
connections. This approach brings challenges and
opportunities to business organizations including
various sport organizations. The aforementioned
approach was used to form the main research ques-
tion: what is the most suitable medium to engage
university students and overcome communication
challenges of university-related sport activities?

3. Methodology

The main research focus in this paper was to
define the level of awareness of students about
sports activities that take place at the Josip Juraj
Strossmayer University of Osijek. Taking into ac-
count today’s communications tools, the student
population characteristics and the fact that the

Table 1 Sample overview

means of communication for informing students
is inadequate, it can be safely assumed that the
level of awareness of students about sports activi-
ties is at a low level.

Considering the fact that available research on this
topic is somewhat scarce and only partially appli-
cable, the used methodology was based on several
partially compatible papers and studies (Eagleman,
2013; Constantinides, Zinck Stagno, 2012; Witkem-
per, Lim, Waldburger, 2012; Pfahl, Kreutzer, Males-
ki, Lillibridge, Ryznar, 2012; Judson, James, Aurand,
2004; Safdar, Mahmood, Qutab, 2010; Perry, Anne
Perry, Hosack-Curlin, 1998) and additionally re-
vised and adjusted according to the formulated
research goals. The proposed research framework
was additionally tested during a pilot study and ad-
ditionally improved.

Based on the information from the Rector’s office,
there were 17,337 students at the University during
the academic year of 2013/2014. For the purposes
of the research, 10% of the student population were
involved and tested, thus creating a sample of 1,733
participants. The used quota sample was based on
the student share of each faculty or department at
the university level (Table 1).

FACULTY OR DEPARTMENT STUDENTS SHARE SAMPLE SIZE
Faculty of Economics 3,362 19.4% 336
Faculty of Law 2,511 14.5% 251
Faculty of Electrical Engineering 2,002 11.5% 200
Faculty of Agriculture 1,633 9.4% 163
Faculty of Philosophy 1,304 7.5% 130
Faculty of Civil Engineering 1,222 7.0% 122
Faculty of Medicine 936 5.4% 94
Faculty of Mechanical Engineering 914 5.3% 91
Faculty of Education 903 5.2% 91
Faculty of Food Technology 682 3.9% 68
Department of Mathematics 441 2.5% 44
Department of Cultural Studies 428 2.5% 43
Academy of Arts 244 1.4% 25
Department of Biology 231 1.3% 23
Catholic Faculty of Theology 208 1.2% 21
Department of Chemistry 163 0.9% 16
Department of Physics 153 0.9% 15
Total 17,337 100% 1,733

Source: Rector’s office
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The survey questionnaire consisted of 22 research
and 2 demographic questions. Survey questions
used a 7-point Likert scale (describing the level of
usage, frequency level, and level of agreement) and
several open-ended questions. In addition, it should
be noted that during data analysis, 7-point Likert
scales were treated as scale variables. Due to pos-
sible subjective perception of respondents when a
Likert scale is used, the conclusions should be con-
sidered with caution. The data were collected via
an online questionnaire and personal interviews
during 4 months’ time, March to June 2014 creat-
ing a dataset with 1,733 entries. Based on the sam-
ple data, 56.3% participants were female and 43.7%
male students; 27.5% were first-year students, 30.5%
were second-year students, 19.2% were third-year
students, 12.1% were fourth-year students or first-
year graduate students and finally 10.7% were fifth-
year students or second-year graduate students.

4. Results

The research results describe the ways in which the
students learn about college sports and related in-
formation through online and offline media. Based
on previous research, daily student internet usage
was expected. Almost 94% of the respondents use
the internet multiple times a day, slightly less than
4% use the internet once a day and the rest use it
less regularly. Based on the collected data, there is

Figure 1 Reported source of information

a large difference among the devices used to access
the internet. Respondents primarily use their per-
sonal computers with the mean score (x) of x=6.38
and standard deviation (sd) of sd=1.37 and mobile
phones (x=5.68, sd=1.97) to access the internet
while tablets, institutional devices and other public
computers are not used to a greater extent (meas-
ured on a 7-point Likert scale).

It should be pointed out that the respondents were
asked two questions about using different commu-
nication channels for information access. One ques-
tion referred to the respondent’s attitude to general
methods of informing about students activities,
while the second referred to their attitude regarding
information channels of student’s sports activities,
which enabled their comparison. Again, a 7-point
Likert scale was used, with 1 representing the rarest
and 7 the most often used (every scale point was ad-
ditionally described in order to avoid different per-
ception of a given scale; this approach was adopted
for every Likert-scale question). Respondents rely
the most on the social network Facebook when it
comes to general university information (x=5.73,
sd=1.76) and sports information at the university
level (x=4.82, sd=2.23), and then on friends or col-
leagues (x=5.27, sd=1.72; x=4.78, sd=2.1) as shown
in the graph (Figure 1). The study also confirmed
that very few students are informed through offline
media such as newspapers, radio or television for
both types of tested information.

7
6 5.73
5.27
5 4.82 4.78
4'013.82 4.01
4
3.21
3 2.42
2.07
1.91
2 I I 1.78 1.85) 69
1 in in
At the faculty Faculty web- Other web-site  Facebook Offline media Friend or Other
site colleague

B General university information

Source: Authors’ research

B Sport-related university information
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However, the paired t-test indicated that for each of
the stated information sources there is a statistically
significant difference between general university
and sport university events. Analyzing the aver-

age score for each item in the conducted test it was
shown that the respondents are significantly less in-
formed about sports events (Table 2).

Table 2 Paired t-test for general university and sport-related information sources

Paired Differences
e t a | S
bl Svti(:‘til())z— rzidM]z:n the Difference G
Lower Upper
Pair 1 At the faculty 192 2.027 .049 .097 288 3.947 1732 .000
Pair 2 Faculty web-site 798 2.007 .048 .703 .893 16.554 1732 .000
Pair 3 Other web-site .344 1.604 .039 .268 419 8.927 1732 .000
Pair 4 Facebook 911 2.150 .052 .809 1.012 17.632 1732 .000
Pair 5 Offline media 131 1.302 .031 .070 192 4.187 1732 .000
Pair 6 Friend or colleague 488 1.947 .047 .396 579 | 10424 | 1732 .000
Pair 7 Other 165 1.153 .028 111 219 5.961 1732 .000

Source: Authors’ research

The study analyzed the recognition of university
sports events in relation to other student activities
(a 7-point Likert scale was used where 1 represents
extremely unrecognizable, and 7 extremely recog-
nizable). The research shows, as it can be seen in
the graph (Figure 2), that nearly 50% of responses
are ranging between 3 and 4, from which we can
conclude that most of the answers are in the neutral
attitude of recognition of student sports with slight
inclination towards non-recognition. We can divide
the Likert scale into 3 sections and simplify the re-
sults: the left part with the score range from 1 to 3
indicates non-recognition (to some extent), the cen-
tral section with the scale item 4 indicates neutral
attitude and the right section with the score range

from 5 to 7 indicates recognition. Consequently, it
can be observed that 48% of the answers were in the
lower (left) section, with only 23% of answers in the
right section. This information tells us that students
still consider student sports unrecognizable rather
than recognizable in comparison to other students’
activities. As seen in the chart (Figure 2), if we con-
sider the gender distribution, the average score is
in the middle of the scale (female students average
score is x=3.5 while the male students population is
slightly lower, x=3.42). From this response, it can be
concluded that the male and female point of view
or recognition is similar. This was confirmed by the
t-test, which indicates that there are no statistically
significant differences (t=-1.052, df=1731, p>0.05).

Figure 2 Attitude indicator on recognition of public sports events compared to other activities for stu-

dents with display of gender distribution
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Respondents were asked about their own familiarity
with sports events at the university level and showed
average grades that point to mediocre knowledge
(x=3.21, sd=1.66). However, the t-test showed a sta-
tistically significant difference in the knowledge on
gender level (t=22, df=1731, p=0.016), which sug-
gested that the male respondents are more familiar
with sports events. In addition, respondents report-
ed the level of agreement with the statements about
the level of their personal knowledge of the student
sports activities (Figure 3) using the 7-point Likert
scale. Research showed that the average grade of

recognition decreases as the level of organization
of activity increases. Respondents evaluated the
statement that they know when they have classes of
physical education with an average grade of x=5.03,
while the other four statements showed the aver-
age score of under 4 which confirmed that they are
uninformed about both faculty and university level
sport activities. In other words, respondents are not
familiar with sports events organized at their fac-
ulty, academic sport achievements at the university,
national or even international level.

Figure 3 Evaluation grade of student sports activities
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Source: Authors’ research

Using a specific question, it was attempted to de-
termine the level of visual recognition of student
sports by examining respondents’ familiarity with
the mascot of the Josip Juraj Strossmayer Univer-
sity sports federation. The total of 43 respondents
who answered that they do know what the mascot
looks like were asked a subsidiary question to de-
scribe the mascot in order to confirm the recogni-
tion. Only 6 respondents (0.35%) gave the correct
answer to this question. The data on recognition of
the mascot is particularly interesting if we look at fi-
nal-year students who are presumed to have already
had the opportunity to familiarize themselves with
the university sports activities (4th and 5th year, i.e.
1st and 2nd year of graduate studies). From the to-
tal of 395 respondents only 7 of them (1.80%) said
that they knew what the mascot of university sports
federation looked like, whereas only 4 described it
correctly. The fact that 98% of respondents did not

m | only know when | have classes of
physical education

| | know for which sports events are
organized at my faculty
| know when sport events are
organized/held at my faculty
| am familiar with sport achievements
of University at the national level

W | am familiar with sport achievements
of University at the international level

2,04

know what the university sports federation mascot
looks like indicates that there is plenty of room for
improvement and that the extent of student igno-
rance in this respect should not be neglected.

5. Conclusion

This study deals with the topic of applying e-
marketing in university sport. In order to create a
complete picture of the research scope, the inter-
relation of (e-)marketing and sport (student sport
in particular) was described in general terms. In the
theoretical part, the framework of sports activities
related to academic institutions is defined, the ways
they are organized, as well as which competitions
are organized at each level. It also describes the
importance of sports marketing and marketing in
sports for competitive sport as well as for the non-
profit segment of sport. In both cases marketing
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plays an important role in achieving goals of every
sports organization or individuals. It is in the sport
business segment that e-marketing plays an impor-
tant role because of the form of its implementation,
as well as the target group it addresses using the in-
ternet and its tools as an important form of provid-
ing information.

The primary research was conducted on the student
population of the Josip Juraj Strossmayer University
of Osijek. The research showed that the internet is
the most commonly used among student popula-
tion for both general information about student
activities, and for information about student sports
activities. When analyzing the results of the re-
search related to the student knowledge about the
university or the student sports, it can be concluded
that students are insufficiently familiar with the stu-
dent sports activities at the Josip Juraj Strossmayer
University of Osijek. Research has shown that stu-
dents are not familiar with the image of the Univer-
sity Sports association mascot and have no knowl-
edge about the existence of student sports website.
Information about student activities are gathered
from other students, whereas equally popular is
sharing the information via Facebook. A very small
number of students is informed through other web
sites and offline media such as newspapers, radio
or television. The research has shown that the Jo-
sip Juraj Strossmayer University of Osijek students
think that they are not sufficiently informed about
student sports activities. As the conclusion of the
research, it can be said that students are not suffi-
ciently informed about student sports activities and
that the main source of information about students
activities is the internet and the word of mouth,
with great emphasis on social networks and the us-
age of mobile phones to access the internet.

It is important to emphasize that Josip Juraj Stross-
mayer University of Osijek sport has great potential

and organized activities are not sufficiently rep-
resented within the internet medium.. Therefore,
further research of this subject can involve the or-
ganization obstacles and the Josip Juraj Strossmayer
University of Osijek potential. The provided study
suggests a foundation from which future research
on the internet and social media usage within uni-
versity and other organizations can be based. This
study examined the internet use from the student
perspective, but it is possible that a future study
could take into account the organization’s and the
sport consumer’s perspectives, and possibly the
sponsors’ perspectives as well. It is beyond doubt
that in the future the application of the internet as
the media providing information about university
sport will grow, together with constant growth of
the internet and mobile devices. Mobile applications
are the subject that needs further research because
this area is insufficiently explored and certainly has
a great potential. Future research efforts may ad-
ditionally focus on behavior and habits of student
internet users, mobile internet and social network
usage in university level sport related activities. In
addition, future research efforts on this subject may
involve a larger number of Croatian universities and
other countries as well in order to produce a plat-
form for comparable situational analysis.

This research paper suffers from several limitations.
Self-reporting could be subject to personal projec-
tion of a respondent and could therefore contain
unreliable and incomparable data. Due to possi-
ble respondent subjective perception of the used
Likert-scale items, the conclusions should be con-
sidered with caution. Therefore, the self-reporting
measurement is a clear limitation of the collected
data and could have an impact on the given conclu-
sions. Future research activities should consider a
more objective measurement of internet usage, at-
titudes and opinions.
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Antun Bilos
Tvrtko Galié

ULOGA DIGITALNOG MARKETINGA
U SVEUCILISNOM SPORTU: PRIKAZ ISTRAZIVANJA
NA VISOKOOBRAZOVNOJ INSTITUCIJI U HRVATSKO]

SAZETAK

Vaznost studentskih sportskih aktivnosti u strukturi akademskoga obrazovanja je nedvojbeno znacajna.
Medutim, sveucilis$ni sport je jedan od elemenata akademskoga obrazovanja koji na globalnoj razini nije
primjereno zastupljen kao predmet istrazivanja kako na znanstvenom, tako i na stru¢nom podrucju. Glo-
balnim razvojem sveuciliSnoga obrazovanja, utemeljenim na povec¢anoj medudrzavnoj i medukontinental-
noj mobilnosti studenata, te snazni globalni razvoj ICT tehnologija, otvara se potpuno novi pristup sve-
uciliSnom sportu i stvaraju se nove moguénosti analiziranja njegovoga utjecaja. Rad se usredotocuje na
komunikacijske moguénosti interneta kao digitalnoga medija koji se moze koristiti kao sredstvo unaprje-
divanja studentskoga sporta i slicnih studenskih aktivnosti, uzimajuci u obzir obiljezja i navike studentske
populacije. Primarno istrazivanje je provedeno na uzorku studenata Sveucilista Josipa Jurja Strossmayera
u Osijeku. Istrazivanje je pokazalo nekoliko zanimljivih trendova o studenskim navikama povezanim s op-
¢enitim nac¢inom informiranja o studenskim aktivnostima, kao i na¢inu informiranja studenata o studen-
skim sportskim aktivnostima na sveucili$noj razini. U radu je prikazan kratak pregled dostupne literature
o sportskom marketingu te se ukazuje na nekoliko vaznih smjernica za daljnja istrazivanja. Na temelju
istrazivanja potvrdena je pretpostavka da je internet klju¢ni element u poveéanju marketinskoga potencija-
la sveucili$noga sporta. Usporedbom s referentnim svjetskim sveudili$tima, provedena je analiza digitalnih
marketinskih aktivnosti kako bi se utvrdili prijedlozi za stvaranje i/ili poboljsanje digitalnih marketinskih
alata kao $to su mrezna-sjedista, drustvene mreze ili mobilne aplikacije u svrhu koristenja marketinskoga
potencijala kojega ima sveudili$ni sport.

Klju¢ne rijeci: digitalni marketing, sportski marketing, sveucili$ni sport, drustvene mreZe u sportu, sport-
ske mobilne aplikacije
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