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 Abstract  

The purpose of this study is to look into the impact of SM on the 

development of sport marketing strategies by football teams in Iraq. This 

study employed a quantitative approach, with data collected by a 

questionnaire. Questionnaire was sent to 200 people, and they were all 

contacted for responses. The findings of this study show that 

approximately 97.5% of respondents using SM, especially Facebook 

(32.5%) as the favorite over traditional media. Most of the SM users are 

of below 30 years of age (youngsters) and likely to spend roughly 

spending 2-5 hours on SM every day and remain active in posting 

messages to each other, pay attention to the advertisement of sports 

products and like to watch them too. Thus, developing SM tools is 

critical for football teams to succeed in their sports marketing strategy 

(MS) and build professional relationships with their fans. The football 

team must use SM as a powerful tool for developing its sports MS and 

capturing fans as an essential product. They should be able to use a 

variety of SM platforms. 

Introduction 

In today's competitive environment, to meet their customer need, every company focus on the 

development of their marketing strategies to do their business more effectively (Thompson & 

Martin, 2010). The best MS is either to provide best service or item in their business or provide 

similar benefits but at low cost what their competitors give to customers (Schwarz & Hunter, 

2017). If marketers or marketing professionals of every field understood these concepts then 

they could adopt a more capable and resourceful MS (Schwarz & Hunter, 2017). Thus, it is 

critical to comprehend the significance of a MS because it encourages businesses to ask critical 

questions about how they want to achieve their marketing goals and how they intend to do so. 

Furthermore, the way of developing MS has a critical role to play in promoting key concerns 

and assisting businesses and events in focusing on their problems (Crowther, 2010; Jackson, 

2013).  

Nowadays, digital marketing is undergoing a transformation, particularly in terms of selling 

and advertising a product or service (Jackson & Ahuja, 2016). Furthermore, the arrival of 

cutting-edge communication technology has created a slew of new opportunities and 

challenges for traditional media too (Horst & Miller, 2020). In reality, the growth of online 

media or networking, as well as the web, has put traditional media, notably the printed 

newspaper, to the test (Kalombe & Phiri, 2019). Furthermore, SM has had an impact on 

traditional platforms (newspapers, television, news Web sites, and radio) because SM websites 

provide better communication and connection opportunities, allowing for immediate 

engagement with the target audience (Tuten, 2008).  
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A significant distinction between the traditional media and the SM is the ability to change a 

one-way conversation into a multi-way dialogue that can be established only through SM 

(Tuten, 2008). As the internet becomes more important, the balance shifts away from 

traditional media and toward a variety of online communication channels like SM (Tuten, 

2008). This change in marketing communications for industrial as well as service sectors has a 

significant impact on sports marketing due to which all marketing-related activities that occur 

in the sports organisation or administration of professional sport clubs are referred to as sports 

marketing (Irwin et al.,  2008). Sport marketing includes all interactions with fans and also 

other shareholders who serve as customers, and it focuses both on the promotion of sporting 

events as well as teams as well as the advertising of a variety of other products and services 

through sporting events and teams (Irwin et al., 2008). 

The internet is now so crucial for supporters or fans and even individuals who wish to seek 

something (Holland, 2015). Many organisations who want to use the greatest strategy in their 

business are turning to social networks (Qualman, 2012). Users of the SM platform have access 

to a variety of open areas and tools for discussion and engagement (Mount & Martinez, 2014). 

When supporters are attempting to connect with their favorite clubs via SM (Jarvie, 2013), the 

many uses of sport marketing are quite beneficial in MS approach of sports teams. Facebook, 

in particular, is the preferred SM to mobilise as well as occupy with a large fan-base (Tang & 

Cooper, 2018). The introduction of SM tools has generated a new dynamic in sports marketing, 

and SM has given football teams a leadership role in engaging supporters, particularly through 

the Facebook tool. 

In recent years, Iraq has contributed to the growth of technology in a number of different ways. 

The sports industry in Iraq, as well as the population of Iraq, is rapidly adopting new forms of 

sports marketing, such as social media platforms like Facebook, Twitter, and Instagram, 

amongst others. Social media is used by a significant number of young people in Iraq as a 

means of establishing connections with the media, firms, managers, and enterprises (Aljuboori 

et al., 2020). The vast majority of Iraqis participate in social media, using websites and apps 

like as Facebook, Yahoo, YouTube, Google, and others (Kemp, 2021). However, it is essential 

to place a strong emphasis on the efficient use of social media as a strategy for promoting 

football teams in Iraq. This information might be helpful to football clubs in understanding 

how to increase their relationships with fans by adopting a well-thought-out MS. The purpose 

of this study was to discover whether or not social media is effective in the marketing efforts 

that football clubs make, notably in Iraq. 

Methods 

During the course of this inquiry, a quantitative approach was used. The purpose of using a 

quantitative approach is to achieve the collection of numerical data from participants on the 

basis of the alternatives they have been given. The method of quantitative research is helpful 

in gaining a knowledge of the ways in which football sports club teams and players in Iraq 

make use of social media platforms to enhance the quality of their connections with fans, 

ultimately leading to an improved MS.  

The purpose of this survey, which consists of both open-ended and closed-ended questions, is 

to learn about the participants' opinions about the effectiveness of sports marketing in assisting 

football teams in Iraq in the development of marketing strategy. The questionnaire was sent to 

approximately 200 individuals, and each of those individuals was contacted individually to get 

their responses. Table 1 includes the respondent's occupation as well as the number of times 

they participated. When surveys were received from respondents, they were analyzed 
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statistically, summed up, and the respondents' total replies were shown in a graph, list, ratio, 

and percentage. 

Table 1. Represent the frequency distribution of the respondents according to profession 

Profession of respondents Respondent Frequency Percent 

Coach 20 10.0 

Other 15 7.5 

Player 60 30.0 

SM Journalist 30 15.0 

Sports Commission Member 22 11.0 

Sports Industry Worker 53 26.5 

Total 200 100.0 

Results and Discussion 

Table 2 shows that the majority of respondents, 195 out of 200, consider social media to be 

their preferred form of media above conventional media. This provides evidence that social 

media has a greater effect on the daily lives of Iraqi citizens than do conventional forms of 

media. The vast majority of respondents like using Facebook, YouTube, Instagram, and 

WhatsApp; yet, the majority of respondents (about 32.5%) select Facebook as their preferred 

social networking platform (Table 3).  

The majority of social media users are under the age of 30 (Table 5), which suggests that most 

young people spend the majority of their time using social media, and the majority of them 

prefer to use Facebook. Approximately 41 percent of respondents have only been using social 

media for the past two to five years (Table 4). Aside from this, respondents are likely to spend 

anywhere between two and five hours per day on social media, continue to be active in writing 

messages to one another, pay attention to advertisements for sporting goods, and enjoy to watch 

them as well (Table 6).  

Table 2. Frequency Distribution and Percentage of the Favorite Media 

Favorite media Frequency 

Social 195 

Traditional 5 

Total 200 

Table 3. Frequency Distribution and Percentage of the Favourite Social Network 

Favorite Social Network Frequency Percent 

Facebook 65 32.5 

YouTube 50 25.0 

Instagram 49 24.5 

WhatsApp 31 15.5 

Others 5 2.5 

Total 200 100 

Table 4. Frequency Distribution and Percentage of Using SM 

How long have you been using SM? Frequency Percent 

2-5 Years 82 41.0 

3 to 5 years 3 1.5 

6 to 10 Years 59 29.5 

7 to 10 Years 1 .5 
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Less than or equal to 1 year 55 27.5 

Total 200 100 

Table 5. Frequency Distribution and Percentage of Respondents According to Age 

Age of Respondent Frequency Percent 

30-40 29 14.5 

40-50 71 35.5 

50-60 10 5.0 

Below 30 90 45 

Total 200 100 

Table 6. Frequency of Response Receive from Respondent for Different Questions from 

Respondent 

No. Question Response “Yes” Response “No” 

1 
Are you roughly spending 2-5 hrs. on SM 

everyday 
151 49 

2 Are you active on posting message 200 0 

3 
Do you pay attention to the ads of sports 

products 
200 0 

4 Do you watch the ads on SM 124 76 

5 
Do you feel that SM helps you to get more 

information than traditional media 
200 0 

6 
Do you feel more connected to the brand 

sponsoring football teams/players 
200 0 

7 
Do inspiring SM campaigns of sponsoring 

football teams/players 
200 0 

The vast majority of respondents believe that social media makes it easier for them to get more 

information than conventional media does, and that it also makes them feel more connected to 

the company that sponsors football teams or players. The fact that almost all of the 200 

respondents were motivated to run SM campaigns by the idea of sponsoring football teams or 

players provides some indication of the amount of influence that SM had on the responder. 

Conclusion 

The findings revealed that SM is a powerful marketing channel because it reveals a number of 

key features, such as empowering internet users to organise and specify all types of 

information, and it is a powerful opportunity for football teams to develop their MS, as 

evidenced by the relevant literature. Many marketers include SM in their MS since it is 

acknowledged as an important aspect of interactive marketing communications. According to 

the findings, football teams in Iraq use SM as a powerful avenue for building sports marketing 

strategies and campaigns. This study discovered the impact of SM tools, particularly Facebook, 

on the football team in Iraq's sports MS to thrive in order to boost their relationships with their 

associates or fans, and that football teams should strengthen their SM networks in a 

professional manner. 
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