
 

 

 

Summary 
Sports organizations, businessmen or sports clubs provide 

financial support for all the possibilities that sporting 

events require for the purpose of commercial advertising 

for themselves, for their production, or for any other 

reason related to their social status, as each organization 

needs to be financially resourced to sustain and develop 

ED and achieve its objectives, and that the continued 

dependence on government support is insufficient, so 

relying on the self-financing of sports institutions is one of 

the important outlets to provide these required financial 

requirements, marketing is a process aimed at exchanging 

goods, services and ideas undertaken by the institutions or 

Individuals through a career planning services mechanism 

to create the desired goods and services and to determine 

their prices, distribution methods and appropriate means of 

promotion to achieve the objectives of the two marketing 

parties, both the beneficiary and the producer investor. 
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