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STRATEGIES OF SOCIALLY RESPONSIBLE
MARKETING OF COMPANIES IN THE SPHERE OF
SPORTS

ABSTRACT

The main goal of the research is to study and evaluate modern socially responsible
marketing strategies of global sports brands for the development of proposals for the
domestic sports business. The article examines the role and significance of the social
responsibility of business in modern marketing strategies of companies. The essence of
socially responsible marketing and types of marketing strategies have been studied. The
key marketing strategies that are relevant under modern market conditions are distin-
guished. It was determined that charity, sponsorship, and active participation in envi-
ronmental protection programs are the most popular forms of social responsibility of
sports companies. The largest and most popular sports companies were chosen on the
basis of the rating evaluation results of the world's sports brands. According to the
official websites of the world's leading sports companies, the content of strategic mar-
keting initiatives that take place in their management practice was analyzed. It was
found that all global sports brands have a high level of activity in the field of social
responsibility of business. Among the most popular marketing strategies, these compa-
nies use the production of goods from ecological raw materials, the strategy of trans-
formational cyclicality and energy efficiency, the promotion of a healthy lifestyle among
potential and contact audiences, the involvement of consumers in programs for the
preservation and restoration of natural resources, the observance of human rights, the
strategy of inclusiveness and equality for all categories of consumers. Studies of the
Ukrainian market of sports brands have shown that many new companies have ap-
peared in the country in recent years, however, their level of social business responsi-
bility remains low compared to global sports brands. In order to create favourable con-
ditions for the success of Ukrainian sports companies on the basis of the best global
practice, strategic areas of socially responsible marketing were proposed. The main el-
ements of marketing strategies were identified as key elements of the implementation
of these strategic initiatives, including reputational capital and branding, active promo-
tion technologies based on digital potential, socially significant long-term values, unity
of business interests and the interests of society.
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INTRODUCTION

Rapid and dynamic changes in the factors of the market environment, strategic priorities
for ensuring competitiveness and solving socially significant tasks for society led to a
paradigm shift in the perception of business only as a tool for satisfying the economic
interests of its owners. One of the key conditions of a successful business nowadays is
a high level of social responsibility, which forms the prerequisites for long-term commu-
nication with the consumer audience, understanding and full satisfaction of the needs
of individual consumers and society as a whole. Marketing becomes an integral part of
business management, which, thanks to its functions, outlines the contours of the entire
business cycle: from the development of a new product to the stage of product sales
and guaranteed satisfaction of customer needs. With the change in business emphasis
in theory and practice, there were changes in marketing concepts, which gradually
turned from purely market concepts into alternative ones for the social responsibility of
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business and became their continuation [1]. In modern studies, an increasing number of scientists consider marketing not
only as a means of achieving business goals but also as a means of solving social problems [2]. Kotler F. sees the main
function of marketing in socially responsible consumption at a time when managerial concepts of increasing profitability
interfere with the sustainable development of society [3]. At the same time, discussions about the expediency, forms and
tools of socially responsible marketing continue, and a number of researchers believe that marketing should not influence
the consumer behaviour of buyers [4, 5] and perform functions inherent to social and governmental bodies.

Despite the open nature and debatable issues of scientific and theoretical substantiation, the practice of socially responsible
marketing at present is characteristic of many global companies that successfully develop effective tools and methods of
combining management on the basis of profitability and corporate social responsibility [6]. Corporate social responsibility
is part of the strategic concept of sustainability, which was adopted by the EU commission as the basis for the development
of the economy and society for the period until 2030 [7].

LITERATURE REVIEW

In recent years, the concept of socially responsible business has become one of the most relevant and debatable among
scientists and practitioners. A significant number of scientific works and analytical studies are devoted to the study of the
theoretical and practical foundations of the implementation of socially responsible activities in the development strategy
of sports companies. Scientists have developed a significant number of proposals and practical recommendations in the
direction of the development of socially responsible marketing, its methods, forms and tools. The fundamental basis of the
concept of socially responsible marketing and the implementation of social values in the marketing sphere of the company
was substantiated by Kotler P. [3]. Martin K. [2] in his research considers socially responsible marketing as one of the
most effective modern tools for solving business problems while solving complex social problems (climate change, poverty,
hunger). The author singles out three levels of implementation of socially responsible marketing: impact on consumer
behaviour; relationship building and loyalty; socially responsible investment products. Noting that the traditional mecha-
nism of marketing is not able to ensure a high level of social welfare of society, Gaski J. [4] in his research proposed a
new construction of socially responsible marketing, which is based on a combination of its three main elements: packaging,
positioning and communications. Marin L. et al. [8] and Carroll A. [9], when developing their own three-dimensional models
of corporate social responsibility, recommended replacing the definition of "responsibility" with "activity" of the company,
which, according to the author, to a greater extent forms the prerequisites for a fully measurable quantitative assessment
of the social beneficial effect. In the proposed discretionary conceptual model of corporate responsibility of business,
marketing gets a leading place. In our opinion, the views of Lantos G. [10] are debatable. He emphasizes [10] that
corporate social responsibility in the field of business cannot distinguish between its ethical, altruistic and strategic forms,
and the altruistic form is not a legitimate form of business at all. At the same time, the author clearly highlights the thesis
that the strategic form of CSR is useful for business and society, and marketing plays the main role in it, which is beyond
doubt nowadays. Shashkova N. et al. [11], on the basis of the use of institutional theory, analyzed how sports organizations
react to the results of their decisions in the field of social responsibility of business and came to the conclusion that in the
sports sphere, socially responsible marketing gives a greater return and effect than in other types of activities. San-
clemente-Tellez J. [12] considers the concept of social responsibility of business and the concept of marketing as separate,
but interrelated structures in the management system of the company's activities. Among the methods, thanks to which it
is possible to ensure the mechanism of their joint action and obtain an effect, the author proposed methods of creating
values for consumers, which simultaneously bring benefits to business and society. This is due to the higher level of
involvement and high level of emotional dedication of fans to their teams. Under such conditions, in sports, the methods
of socially responsible marketing acquire a strategic character and turn the returns from it into a profitable business [13-
15].

Research on socially responsible marketing allowed Horokhova T. [16] to establish that this type of marketing is a special
and relatively new type of management activity. Among its characteristic features, the author singled out an increased
level of complexity and a number of specific peculiarities, among which there is the need to mobilize the communication
and behaviour of participants. According to the author, an increase in the level of social well-being should be the main
result of socially responsible marketing. Positive image, promotion and socially responsible advertising were outlined as
the main tools for achieving this goal. Nitsenko V. [6] studied the level of development of socially responsible marketing
and the integral effect of its use from the standpoint of an additional criterion of the effectiveness and success of the
business policy of modern companies. According to the results of the analytical assessment, Chekhovska L. [13] came to
the conclusion that the problem of the development of social responsibility in the activities of sports companies in Ukraine
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is extremely relevant today and requires support from the state, the implementation of incentives for socially responsible
investments and increasing the prestige of national sports.

The global experience of implementing socially responsible marketing strategies is new and extremely useful for Ukrainian
sports companies that operate on the national market and have prospects of entering European markets. The study of the
modern world practice of socially responsible strategic marketing as a basis for outlining the strategic contours of socially
responsible business in the field of sports determined the choice of the topic of the article, its structure, content and
directions of research.

The unsolved aspect of the problem. Nowadays the Ukrainian sports goods market is developing under the harsh conditions
of competition between domestic companies and global brands. Socially responsible initiatives and successful marketing
strategies for their implementation are one of the most effective tools of global sports companies today. In recent years,
Ukraine has been actively joining the global practice of social responsibility of business, however, in the sphere of sports,
strategic socially responsible marketing appears to be a relatively new and difficult area to manage. This, in turn, causes
a rather low level of social responsibility of Ukrainian companies compared to foreign ones. The majority of Ukrainian
sports brands still remain commercially oriented and do not fully use the strategic resources provided by social responsi-
bility. At the same time, this tool is able to ensure the formation of strategic competitive advantages and the possibility of
Ukrainian sports companies to enter European markets.

AIMS AND OBIJECTIVES

The purpose of the article is the analysis of the existing marketing strategies of socially responsible businesses of world
sports brands and the substantiation of the strategic directions of socially responsible marketing for Ukrainian sports
companies on the basis of global experience. The main tasks of the study were determined:

1)  monitoring of socially responsible marketing strategies, which are used in modern management practice of global
and Ukrainian sports companies;

2) determination of key elements of marketing strategies of social responsibility of sports companies;
3) substantiation of strategic directions of socially responsible marketing in sports business.

METHODS

To achieve the goal, a set of universal and specific methods of scientific research was used, in particular: the monographic
method ( conducting a review of literary sources devoted to the chosen problem), the method of content analysis (re-
searching strategic socially responsible initiatives of world sports brands), abstract-logical method, methods of induction
and deduction (substantiating strategic directions of socially responsible marketing for Ukrainian companies), methods of
systematization and generalization (identifying key features of modern marketing strategies of socially responsible business
in sports). The materials for writing the article were primary data obtained on the basis of generalizations of the global
practice of socially responsible marketing, materials from the official websites of global and Ukrainian sports brands, the
results of scientific developments by scientists, highlighted in professional publications and publications that are part of
the scientometric Scopus and Web of Science databases.

RESULTS

According to Kotler F., the main task of a socially responsible business is the implementation of a long-term management
policy aimed at increasing the level of well-being and quality of life of the population due to the voluntary implementation
of socially responsible principles in the practice of companies [3]. Under modern conditions, business is to a greater extent
the art of managing the consumer behaviour of buyers and meeting the growing needs of buyers, who increasingly form
requirements for quality, safety, environmental friendliness and economy of goods and services [8]. A significant number
of scientists consider socially responsible marketing a separate concept that connects socially responsible business (CSR)
and society and helps to assess the overall scope of corporate social responsibility [9-11]. At the same time, the authors
emphasize the fundamental importance of both concepts and the need for their practical integration for management
purposes. Sanclemente-Tellez J. claims that marketing has close conceptual and practical connections with corporate social
responsibility and should become an effective tool for further modern business management practices [12].
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Paying tribute to the thoroughness of the scientific and practical developments of these scientists, we consider it expedient
under the current conditions of business development to consider socially responsible marketing not as a separate concept
of the company's corporate social responsibility, but as one of the functions of business management, the priority of which
allows for the formation of strategic competitive advantages and contributes to the solution of societal tasks of develop-
ment.

The evolution of the interpretation of the essence of the "marketing" category over time led to the addition of qualitative
characteristics of this definition, which was recognized by the American Marketing Association in 2013. This global organ-
ization defines marketing as "... an activity, a set of institutions and processes for the creation, communication, delivery
and exchange of offers that have value for customers, partners and society as a whole" [13]. The definition of the essence
of marketing was supplemented in part with the emergence of a new philosophy of business management, which consists
of the fact that the art of selling should take into account the needs of society as a whole. Today, these provisions can be
taken as a basis and supplemented by key pillars of sustainable development, the global concept of which has already
been recognized and accepted by the world's leading countries. Socially responsible marketing, taking into account the
needs of society, should be oriented towards the observance of social, ecological and economic principles of ensuring the
sustainable existence of current and future generations. Laczniak G. and Shultz C. [14], who consider socially responsible
marketing from the standpoint of corporate citizenship, the satisfaction of stakeholders' interests, and the promotion of
environmental sustainability, also adhere to a similar point of view. Sharing their scientific position to a certain extent, we
have critical objections in terms of financial results, which are not taken into account by these scientists, as one of the key
tasks of SRM. We believe that thanks to its meaningful properties and orientation, socially responsible marketing is able
and should ensure the growth of business profitability in balance with the solution of important tasks for the development
of society. With such an approach, thanks to socially responsible marketing tools, the business is able to form a powerful
economic potential, which is necessary both for the full satisfaction of the interests of its owners and for the implementation
of the tasks of sustainable management.

Scientists note that socially responsible marketing significantly expands the company's opportunities to enter new markets,
creates the potential to strengthen brands, creates prerequisites for minimizing costs and recycling, and improves business
investment opportunities [15]. SRM shows consumers and other stakeholders that the company is responsible for its
actions and aims to prevent (reduce) the negative consequences of its activities on society and the environment. Modern
strategies of socially responsible marketing of companies are a new creative business approach to regulating social changes
and social and market processes in a democratic society [16].

According to the classic theory of Kotler F., basic marketing strategies at the enterprise can be cost leadership strategy,
differentiation strategy, focus, growth strategies, leadership strategies, and price competitive strategies [3].

Tsaplina A. singles out the following among the marketing strategies of companies: internationalization strategy, diversi-
fication strategy, segmentation, globalization and cooperation [17]. The methodological basis of strategic marketing man-
agement is complemented by the strategies of stimulating marketing, synchro marketing, supporting marketing, remarket-
ing, and demarketing [18].

Among the key marketing strategies that are popular and necessary for achieving business success under the current
conditions of the market environment, we consider it appropriate to also highlight: 1) marketing strategies focused on
social networks; 2) affiliate marketing strategies that allow competitors to become partners (for example, through the
possibility of affiliate advertising); 3) internet marketing and digital marketing.

Modern marketing strategies depend on various factors, are based on business goals, and take into account the factors of
the target market and the conversion rate. Among the most promising marketing strategies of the future Mori Ye distin-
guishes strategies of social media marketing, SEO marketing, electronic marketing, and content marketing strategy [19].

Professional advertising agencies at present help companies in the development of newsletters, niche marketing strategies,
cloud strategies, cross-media and mobile strategies, email marketing, influence marketing, and telemarketing [20].

Under the conditions of implementation of any of the marketing strategies of business development, socially responsible
marketing will differ from the traditional one by a set of specific qualitative characteristics, among which we consider it
necessary to highlight: openness, transparency, honesty, respect, trust, civic consciousness and concern for socially sig-
nificant problems of humanity. Socially responsible marketing strategies are determined by a high level of openness to
contact audiences, active participation in public life and readiness to find a balance of interests between business and
society. The results of socially responsible strategies of companies are reflected in the reputation of brands, customer
loyalty and the final financial results of the business.
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Socially responsible marketing in the field of sports today already appears as a powerful tool used to create a fan base,
which is necessary for a company to achieve its business goals [21]. In recent years, global sports companies have been
actively involved in the practice of social responsibility of business and have implemented a significant number of programs
that are beneficial to consumers, society and the environment. According to data [22], global professional sports organi-
zations such as NFL, MLB, and NBA spend more than 100 million dollars annually on programs related to the social
responsibility of business [22]. According to the ratings presented by NBA School, in 2022 the top 10 largest global sports
companies (in terms of revenue) included: Nike, Adidas, DKS, Puma, Skechers, Under Armour, New Balance, Asics, Con-
verse, North Face [23]. At the beginning of 2023, this list was supplemented by such global sports brands as Lululemon
Athletica, Reebok, and Columbia Sportswear [24].

The results of research conducted by Durant J. showed that the most popular forms of social responsibility of sports
organizations and clubs are a charity, youth activities, and programs to prevent pollution and preserve the environment
[25].

According to the results of a survey of the world's leading sports companies, 51% of respondents are sure that socially
responsible business initiatives should be integrated into communications with society, and 16% of companies expressed
the opinion that such activities should be reflected in advertising [26].

Monitoring the official websites of world sports companies made it possible to determine the list of socially responsible

marketing strategies implemented by the official marketing policy of the companies (Table 1).

Table 1. Strategic marketing initiatives of social responsibility of global sports companies. (Source: compiled by the author according to

[27-34])
c‘::;:ny Socially responsible programs Peculiarities of marketing activities
Participation in the Program of Actions of Suppliers of Raw Materials to Combat Climate Change. . - ) ;
R L e " = Creation of socially responsible ecologi-
Participation in energy efficiency programs. Participation in the program to reduce carbon diox- h
. ) L cal supply chains
Nike ide emissions ) )
Participation in the G7 Fashion Pact program. Strategies for reuse of raw materials for the pro- - ::é’;lf moeanlzatlon of sustainable develop-
duction of brand goods. Strategies of labour equality, inclusiveness and loyalty for personnel 9
= 46% of all shoes are made from envi-
ronmentally friendly raw materials
Production of goods from ecological raw materials = 75% of all products are made from re-
Expanding the reuse of used products. The strategy of sustainable sources of supply of raw ma- cycled materials. )
Puma | terials. Making clothes from recycled plastic bottles. Use of 100% renewable energy in manage- | * Development of schemes for returning
ment and branded stores. Complete rejection of plastic bags in 2023. Circularity strategy. Ob- goods in specialized markets for 2025.
servance of human rights. = Reducing the amount of waste by 50%
by 2025.
= Conducting regular public audits.
Creation of the Development Sustainability Fund for women, formation of sustainable value
Lululemon chains, provision of grant assistance, and provision of access to innovative tools for increasing = 158 million dollars in grant assistance
Athletica the level of well-being. Participation in the circular design of the ecosystem, investment of 100% | for the implementation of socially re-
of profits in programs of sustainable ecological development, use of circularity in own produc- sponsible initiatives since 2021.
tion, industry partnerships, participation in UN programs in the fight against climate change
Adidas Using the principles of circularity in the production and reuse of resources (plastic) = Making shoes from used plastic
The use of environmentally safe materials in production, limiting the consumption of water re-
Puma sources. Creation of closed supply chains based on resource efficiency and environmental = Production of eco-clothes
friendliness
Under The use of innovative materials, the creation of a closed cycle system by 2030, the use of recy- | = Up to 25 million dollars for the imple-
Armour cled materials up to 35%, the reduction of the use of plastic packaging up to 75% by 2025, and mentation of joint volunteer programs
the elimination of 75% of spandex in production by 2025. Joint volunteering programs for the period until 2025.
Participation in One Tree Planted forest regeneration programs, creation of transparent supply
chains, participation in human rights protection programs, production of goods from 50% eco- | = Award 2021 "Reebok human rights
Reebok . it . d ; i R "
logical materials, circular production (30% shoes), innovative management solutions to ensure award".
the sustainable development of the planet
Programs to increase access to clean water (Planet Water Foundation), restoration of the na-
Columbia | tional parks of Great Britain, use of the environmental module Higg Index Facility to create sus-
Sportswear | tainable supply chains, programs for energy efficiency and optimization of resource use, pro-
grams for returning used goods for re-processing
Recycling of materials, ethical supply chains, replacement of 100% polyester with recycled ma-
Asics terials, use of eco-materials in production, implementation of management systems for organic | = 90% of sports shoes are made from re-
substances, rejection of the use of natural fur, sustainable methods of leather production for cycled materials.
shoes.
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The analysis of the main strategic initiatives of corporate social responsibility of the world's largest sports brands made it
possible to identify the main common features in the implementation of modern marketing strategies: 1) targeting a clearly
defined audience of consumers who support a healthy lifestyle, values of sustainable development and environmental
trends in sports; 2) creation of attractive content (photo, video, YouTube, digital information platforms, etc.) and promotion
of global values of sustainable development, equality, inclusiveness, honesty, justice; 3) formation of active partnerships
(socially responsible inclusive supply chains, logistics, advertising), involvement of well-known athletes in the implemen-
tation of marketing strategies; 4) implementation of programs of sponsorship, charity, sustainable initiatives and increasing
the degree of awareness of brands of sports companies; 5) use of social networks in the promotion and advertising of
goods (Facebook, Instagram, Twitter) along with mobile devices.

Nowadays the Ukrainian sports goods market is represented by a wide range of international and domestic brands. In the
ranking of the Top 10 largest sports businesses in the country, the first positions are occupied by: "Sportmaster Ukraine",
"Adidas Ukraine", "Megasport", STL Group (New Balance), Puma Ukraine, and Peak Sport Ukraine [35]. Among domestic
brands, the following have appeared on the market in recent years: BFit, ZenWear, Nebbia, Twinser, Designed for Fitness,
Rikky Hype, Territory of Yoga, Bavovna, and Zhyva. All companies are involved in the production of sportswear.

Ukrainian sports companies also join the global trends of socially responsible business and take part in global sustainable
development initiatives. For example, the domestic brand Zhyva, together with the global organization Healthy Seas, joined
the program to clean the world's water resources from plastic, the Nebbia company plans to launch a new collection of
sportswear made of ecological materials, "FitCurves" received the status sign "Sign of Social Responsibility" at the regional
level as part of a unique project Social Responsibility Mark (SRM), which certifies the company's significant contribution to
the social sphere and active support of important charitable initiatives [36].

At the same time, as the monitoring of the main aspects of activity shows, mainly commercial goals remain the strategic
priorities of domestic sports brands, and the opportunity for socially responsible activity is characterized by the significant
potential for future development.

The study of the strategic principles of marketing of global sports companies made it possible to identify key elements
among the main components of marketing strategies that can make the strategy effective in the future: 1) famous per-
sonalities; 2) active and socially significant life values; 3) active promotion (of goods through sports or sports through
goods); 4) image capital and branding; 5) use of well-known historical (sports) world events for advertising; 6) consumer
feedback and an individual approach to buyers; 7) transition to the digital communication with the contact audience and
the use of social networks.

Building reputational capital and popularizing brands is one of the most promising and effective tools of strategic marketing,
which works on the basis of social CSR. It is these elements that make it possible to unlock the potential of sports business
responsibility and influence consumer loyalty and commitment while simultaneously achieving a global beneficial effect of
sustainable development for present and future generations. Brand awareness in the modern sports business is not only
an opportunity to increase the consumer audience and increase profitability. Promising strategic directions of socially
responsible marketing of sports companies can also be inclusiveness, fairness, accessibility and ensuring a transparent
open policy of the company on the market, which, in combination with a socially responsible marketing mix, can ensure
consumer loyalty and increase the competitive potential of own brands (Figure 1).

Marketing strategies for the future are based on an organic combination of realizing the economic interests of business
owners and the importance of solving global environmental, social and economic problems, without which it is impossible
to ensure the existence and quality of life of current and future generations. It is a socially responsible business in combi-
nation with public, state and private partnership initiatives that is able to provide solutions to humanity's most important
problems. Socially responsible marketing strategies, due to their exceptional properties to influence consumer behaviour
and people's lifestyle, can become an effective tool for building a mechanism for combining business interests with the
interests of society and each particular individual.

440 DOI: 10.55643/fcaptp.2.49.2023.3988


https://fkd.net.ua/
https://www.fta.org.ua/

FINANCIAL AND CREDIT ACTIVITY: PROBLEMS OF THEORY AND PRACTICE
Volume 2 (49), 2023

Strategic directions of sodally responsible marketing

Formation of the company's social role in the market, aeation of a social model of interaction with
sodety

4

> Support and promotion of the goals of sustainable business development

\ 4

Ensuring the implementation of basic marketing functions on the basis of social responsibility

> Formation of a socially responsible marketing mix

q Creation of sustainable positive associations with the company's activities and building up the
> reputation apital of brands

Creation and maintenance of a system of socially responsible business communications with
stakeholders and society

| Implementation of strategies of inclusiveness, equality, justice, promoting the well-being of customers,
g staff, stakeholders

Increasing the economic productivity of the company due to the creation of competitive advantages
based on social responsibility

A 4

> Helping to solve global social, environmental and economic tasks of the development of society

.| Ensuring the realization of the economic interests of business owners based on the integration of social
g and individual motives and values

Figure 1. Strategic directions of socially responsible marketing for Ukrainian companies.

DISCUSSION

The results of research into the theory and practice of socially responsible marketing strategies of sports companies showed
their active implementation in the world and national public space. The set of tools and social utility of socially responsible
marketing of leading international sports business companies are beyond doubt. At the same time, the effectiveness of
such tools, in the view of the authors, is largely determined by the level of society's culture, the degree of consumer
awareness and value orientations and actual circumstances that dominate the population and the country. We agree with
Ahluwalia S. [5], Laczniak G. and Shultz C. [14], Rhodes K. [20] and other scientists who associate socially responsible
marketing with the need to solve environmental problems of humanity, ensure inclusiveness and sustainable development
of society. However, the authors believe that environmental priorities, priorities of inclusiveness and justice become effec-
tive for the population and consumers after meeting all basic needs (the need for safety, housing, food, and socialization).
Environmental incentives and inclusive tools of social responsibility of business, according to the authors, work where the
concepts of a healthy lifestyle and sustainable development of society are actively popularized and spread. At the moment,
there are practically no targeted social programs in Ukraine aimed at raising the level of awareness of citizens in terms of
environmental responsibility and leading a healthy lifestyle. The low level of well-being and income of the majority of the
population, the continuation of the military conflict, and the loss of housing and work shift the emphasis of consumers
towards the provision of basic material needs and to a certain extent level of social value. Under such conditions, the tools
of social responsibility of sports business in Ukraine, in our opinion, should be aimed, first of all, at consumer support,

DOI: 10.55643/fcaptp.2.49.2023.3988 441


https://fkd.net.ua/
https://www.fta.org.ua/

®IHAHCOBO-KPEAUTHA AIAMbHICTb: MPOBSIEMW TEOPIT TA MPAKTUKM
ToM 2 (49), 2023

personnel development programs, public events focused on charitable actions and sponsorship for inclusive segments of
the population. The social responsibility of the marketing of sports companies is manifested in a wide range of directions
(partners, society, the environment, tax responsibility, consumers). As a result of hostilities and a sharp decrease in the
level of welfare of the population of Ukraine, we believe that projects and programs to support particularly vulnerable
groups of the country's population should be the priority direction of social responsibility of Ukrainian sports companies in
the short term. We believe that in a strategic perspective, this will allow to form a powerful image potential of the sports
business and a circle of potential buyers of the company's products. In the long term, sports companies of Ukraine should
expand the list of socially responsible marketing strategies, taking into account all components and areas of responsibility.

CONCLUSIONS

The conducted studies showed that the social responsibility of business occupies an important place in modern manage-
ment and marketing. Modern marketing strategies of the company's socially responsible activities are understood as a
popular innovative tool that allows success in the market. Paying tribute to the existing concept of social responsibility,
the authors consider strategic socially oriented marketing as one of the key functions of modern management, which
allows for achieving strategic business goals, in particular, in the sports sphere. Among the main qualitative characteristics
of socially responsible marketing strategies, the following were highlighted: transparency, honesty, openness, accessibility,
inclusiveness, respect, trust and concern for solving socially significant problems of humanity. Monitoring the level of well-
known global sports brands showed that the most popular marketing strategies among them are the production of goods
from ecological raw materials, the gradual transition to a closed production cycle, the promotion of a healthy lifestyle
among potential and contact audiences, the involvement of consumers in programs for the preservation and restoration
of natural resources, strategies inclusiveness and equality for all categories of consumers. Among Ukrainian sports com-
panies, socially responsible initiatives are also spreading, however, the activity of domestic sports brands in comparison
with global ones in this direction remains low. In order to intensify the socially active activity of sports companies of Ukraine
in the area of social responsibility, strategic directions of socially responsible marketing were proposed, the main tools of
which were defined as the formation of a socially open model of communication with consumers on the basis of the
principles of sustainable development, a socially responsible marketing mix, the implementation of inclusiveness strategies,
a combination of interests of business owners and society based on the balance of individual and social values. The
following main elements of implementing socially responsible marketing strategies for domestic sports companies were
recommended: a target audience of consumers who share socially significant long-term values; use of famous personalities
and events in marketing; technologies of active promotion of goods (in particular, through social networks and digital
technologies); image capital and branding; individual approach and consumer feedback.
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CTPATEIII COLUIANIbHO BIAMNOBIAAJ/IbHOrO MAPKETUHIY KOMIMAHIW Y COEPI CMIOPTY

OCHOBHOIO METOI AOCNIMXEHHS € BUBYEHHS Ta OLIHKA Cy4aCHMX CoUia/ibHO BiAMOBiAaNbHMX MapKETMHIOBMX CTpaTerin
CBITOBUX CMOPTMBHUX BpeHAiB Ansi po3pobku Mpono3nuii Ans BiTYM3HSIHOFO CMOPTUBHOMO 6i3Hecy. Y cTaTTi npoBeaeHo
JOCNIMKEHHS PONi M 3HAYeHHsI couiafibHOI BiANOBIAANbHOCTI 6i3HECY B Cy4aCHMX MAapKETUHIOBWMX CTPaTErisix KOMMaHin.
[JocnigkeHo CyTHICTb colianbHO BiANOBiAAIbHOrO MapKETUHIY Ta BUAM MapKETUHIOBUX CTpaTerii. BinokpeMneHi Knto4oBi
MapKeTUHIoBi cTpaTerii, SKi € akTyanbHUMK 3@ CydacHUX YMOB pUHKY. Bu3HaueHo, Wo Haibinbw nonynspHuM dopmamu
coLianbHOI BiAMOBIAANbHOCTI CNOPTUBHUX KOMMaHiit € 6narofifHicTb, CNOHCOPCTBO, aKTMBHA YYacTb Y NporpaMax 3axucTty
HaBKO/MMLUHBOIO cepeaoBuLLa. Ha OCHOBI pe3ynbTaTiB PelTUHIOBOIO OLHIOBAHHS CBITOBMUX CMOPTMBHUX 6peHziB o6paHo
HaMKpYyMHiWi Ta Han6inbL NonynspHi. 3a AaHUMK odiLiiHMX CalTiB NPOBIAHMX CMOPTUBHMX KOMMaHI CBiTY MpoaHani3o-
BaHO 3MICT CTpaTeriYHMX MapKETUHrOBMX iHILiaTMB, siKi MalOTb Micue B TXHill MpakTWUi ynpaBniHHS. BusiBneHo, Lo BCi
CBITOBi CMOPTUBHI 6peHan MatloTb BUCOKMI piBEHb aKTUBHOCTI Yy cdepi couianbHOI BianoBiAanbHOCTI bisHecy. Cepen Hail-
6inbl NOMYyNSPHUX MapKETUHIOBKX CTpaTeriii Ui KOMMaHii BUKOPUCTOBYIOTb: BUPOGHMULITBO TOBApiB 3 E€KOOMYHOI CUMpOo-
BWHW, CTpaTeris TpaHcdopMaLiHOi LMKNIYHOCTI Ta eHeproedeKTUBHOCTI, NOMyNsipy3aLlisi 340POBOro Crocoby XUTTS cepes,
MOTEHLIMHOI Ta KOHTAKTHOI ayAUTOPIi, 3any4eHHsl CMOXMBaYiB A0 NporpaM 36epexeHHs 1 BiIHOBEHHS NMPUPOAHUX pecy-
pciB, AOTPUMaHHS NPaB JIOAUHM, CTpaTeril iHKI03MBHOCTI Ta PIBHOCTI AN BCIX KaTeropii croxueadis. [JoCnigpkeHHs yKkpa-
THCbKOrO pUMHKY CMOPTMBHMX BpeHAiB MoKasanu, WO 3a OCTaHHI POKM B KpaiHi 3'9BMNocs H6arato HOBMX KOMMaHii, npote
piBEHb COLiaNbHOI BiAMOBIAANBLHOCTI IXHLOro 6i3HECY 3a/TMLLAETLCS HEBUCOKUM MOPIBHAHO 3i CBITOBMMW CMOPTUBHUMU Gpe-
HAaMWU. [ns CTBOPEHHS CNPUSITIIMBMX NEpeayMOoB YCriXy YKpaiHCbKMX KOMMaHin crnopTy Ha MiacTaBi HalKpalloi cBiToBOI
NpaKTukK 6yno 3anponoHOBaHO CTPATEriYHi HaNpsiMK coliasibHO BiAMOBIAAIbHOMO MapKETUHIY. K K/THOUYOBI €1EMEHTH pe-
anizauii umMx cTpaTeriyHmx iHiliatue 6yno BUAINEHO OCHOBHI ETEMEHTM MApKETUHIOBUX CTPATEril, cepes SKMX: penyTaLii-
HWIA KaniTan i 6peHAVHT, TEXHOJIONT aKTUBHOMO NPOCYBaHHS, SIKi I'PYHTYHOTbCS Ha AUAKUTAN-NOTEHLiani, CycninbHO 3HaUYMMI
[OBroCTpOKOBI LLiIHHOCTi, EAHICTb 6i3HeC-iHTepeciB Ta iHTepeciB CycninbCTBa.

KnrouoBi cnnoBa: MapKeTUHI, KOMYHiKaLii, colianbHa BiANOBiAaNbHICTb, CNOPT, CTpaTerii

JEL Knacudpikauin: L83, M30
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