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Research on the Establishment of Evaluation

Index System of Sports Brand Marketing Effect in China

LIU Wei', LIU Xing®, REN Hui-tao’
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Abstract: With the rapid development of sports manufacturing enterprises in China, the correspond-
ing marketing input is also increasing. How to accurately measure the effect of marketing input and
output efficiency has become a key issue in the field of sports brand marketing research. Based on the
theory of integrated marketing, this paper combs out the related indicators of integrated marketing by
methods of literature, logical analysis and questionnaire survey. Combining exploratory factor analy-
sis, it classifies the evaluation indicators and constructs the evaluation model. Through confirmatory
factor analysis, it determines the evaluation indicators of sports brand marketing effectiveness cover-
ing three dimensions: marketing interaction, brand exposure maintenance and marketing conversion
rate. This index system can help sports enterprises to accurately evaluate the marketing effect, and
then adjust the existing marketing strategies and implementation strategies to promote the develop-
ment of enterprises.

Key words: sports brand; marketing effect; evaluation index system; integrated marketing





