
 

Available online at www.jpsscientificpublications.com 

                                                                         Volume – 8; Issue - 3; Year – 2022; Page: 2582 – 2591 

DOI: 10.22192/iajmr.2022.8.3.5 

 

Indo – Asian Journal of Multidisciplinary Research (IAJMR) 

ISSN: 2454-1370 
 

© 2022 Published by JPS Scientific Publications Ltd. All Rights Reserved  

THE IMPORTANCE OF MARKETING COMMUNICATIONS IN THE 

DEVELOPMENT OF KIND OF SPORTS IN UZBEKISTAN 
 

Tillyakhodjaev Azizkhon Alokhonovich* 

Uzbekistan State University of Physical Culture and Sport, Tashkent, Uzbekistan 

 Abstract 

The article considers the activities of sports federations of the Republic of Uzbekistan as the main 

organizations responsible for the development of sports. The main goals of their activities, as well as the 

importance of marketing communications were studied, which is an important aspect of marketing 

activities to achieve them. The interrelation of factors influencing the popularity and mass characteristics 

of sports were studied, an adapted model of the marketing complex in the activities of sports federations 

of the Republic of Uzbekistan was developed. The use of marketing communications for the 

popularization of sports was analyzed and their main functions were founded. The features of marketing 

communications in the activities of international sports federations, the importance of relations in the 

development of cooperation with the International Olympic Committee, and the prospects for their 

cooperation in the near future due to the implementation of the "Agenda 2020" procedures were outlined. 

The features of communication activities for the development of sports in the federations of different 

levels in our country, as well as the task of sports clubs, schools and sections in increasing the 

popularization of sports were analyzed. 

Key words: Development of sports, Sports federation, Popularization of sports, Marketing relations, 

Marketing in sports and Complex of marketing.  

1. Introduction  

 Nowadays, the problem of the 

development of sports and its individual types in 

Uzbekistan is becoming more and more urgent 

from year to year. Along with this, firstly, 

depending on the important social function, 

physical culture and sport undertake to carry out 

at the national level, consisting of strengthening 

the health of the population of our country, 

educating adults and youth and their complex 

development, as well as ensuring a healthy 

lifestyle. Secondly, it is necessary to increase the 

level of participation of national sports teams in 

international competitions, as high results of 

athletes in the world arenas form the image of 

countries on a global scale and lead Uzbekistan 
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to the world recognition. Thirdly, in the ХХ 

century, sport went beyond the boundaries of 

individual states and became a global social 

phenomenon, playing an important role in 

establishing the physical and spiritual culture of 

almost all of humanity, humanitarian relations, 

and mutual understanding between different 

states and peoples (Ishenko, 2003). 

The Olympic games are one of the rare 

ways to demonstrate the strength, power and 

peace of a country, and for some countries this is 

the only way to introduce themselves to the 

world. The development of sports in the 

Republic of Uzbekistan is carried out by state 

structures and public organizations. At the same 

time, some organizations manage and develop 

the sport as a whole, while others develop its 

individual types and directions. Some kinds of 

sports and spheres are developed by sports 

federations (Phillips and Newland, 2014). 

http://www.jpsscientificpublications.com/
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2. Sports Federations 

The Sports Federation is a public 

organization based on membership, the purpose 

of which is the development, popularization and 

organization of one or more sports, as well as the 

carrying out the sports events and the training of 

athletes. 

Federations can carry out their activities 

at different levels (local, regional, national and 

international). The activity of federations in one 

kind of sport is interconnected, as it is combined 

with a common goal - the development of the 

relevant kinds of sports. All sports federations 

are subject to the charter in carrying out their 

activities, which determines the composition, 

structure and order of organization. 

Sports federations of Uzbekistan. In 

Uzbekistan, the sports federations of Uzbekistan 

manage sports at the national level. As a rule, 

their activities include preparing national sports 

teams to participate in international 

competitions. Their activities include the 

development of mass sports, the organization 

and conduct of competitions in Uzbekistan, the 

development and improvement of the rules of 

competitions, professional upgrading of coaches, 

referees, and the development of sports in the 

regions (Figure 1). 

All spheres of the Sports Federation are 

linked and aimed at achieving common goals 

appointed in the charters of these organizations. 

The priority of sports federations of the Republic 

of Uzbekistan is the development of sports with 

high achievements, because high results of the 

national sports team at international 

competitions are the main criteria for the 

effectiveness of the federation, as well as 

ensuring the mass character of sustainable 

development of sports in the long term. 

                Source: Prepared by the author. 

          Mass character is the basis of sport and its 

development. Mass is the basis of kinds of 

sports. It contributes to the formation of sports 

reserve, boosts competition in championships, 

including joining the national sports team 

(Shakhlo Turgunovna Ergasheva et al., 2019). A 

high competition increases the likelihood of a 

general level of results at the national level, as 

well as the chances of winning high-level medals 

at international competitions. (Figure 2 and 

Table №1). 
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Table - 1: Massive growth and development of sports 

Popularization  Contributes to the formation of sports reserve 

Strong sports reserve Boosts competition between athletes 

An increase of competition Leads to overall growth 

An increase of volume of results Allows to increase the level of plays for national 

sports teams 

Improving national sports team results High results of Uzbekistan national sports team at 

international competitions draw attention to mass 

sport 

Attracting public attention Raises public awareness about sports and contributes 

to increasing its popularity, attracts young athletes to 

regular training 

Mass increase The involvement of a wide circle of the population in 

regular participation in sports provides a repetition of 

the process of its development. 

Source: Prepared by the author. 

Based on the above considerations, we 

can conclude that targeted measures to increase 

the mass participation of sports will help to 

increase the results at the national level and 

improve the results of national teams. Moreover, 

popularity itself is not only capable of repeating 

a period of development, but it is also an 

important aspect that provides commercial 

opportunities due to the growing interest of the 

media and the general public. Accordingly, the 

development and popularization of mass sports 

is one of the main priorities of many sports 

federations. 

3. Marketing and development of Mass sports 

Along with efforts to develop sports, 

increase their massiveness and popularity, 

promote goods and services of commercial 

enterprises using marketing tools for similar 

purposes, their main focus is the marketing 

complex (marketing mix or “4P” model). The 

marketing complex is a set of possible controlled 

variables of marketing elements, which, 

influencing some of them, can manage debates, 

in this case, physical education and sports 

services. Initially, four key elements were taken 

into account in the marketing of consumer 

goods, and tools related to their impact were 

applied. They are summarized in Table – 2 

because in English the model is called “4P” 

because all components start with “P”. However,  

 

later, when marketing began to be applied in 

other areas, many variants of this model were 

appeared, adapted to various spheres of activity 

(“5P”, “7P”, “12P”, “4C”, etc.). The marketing 

complex is used as a special “checklist” to find 

ways to generate demand for a product or 

service. 

Based on the characteristics of the 

activities of the federations and various changes 

in the “4P” model, it is possible to form a 

marketing complex adapted to the activities of 

the federations. The popularization of sports 

directly depends on a number of factors, among 

which objective and subjective factors can be 

distinguished (Lubysheva, 1998). For instance: 

• The level of physical education, sports 

infrastructure and technical maintenance. 

• Personnel professional upgrading, their 

number, qualifications and quality of 

education. 

• The formation of public opinion and 

individual consciousness due to the 

development of physical culture and 

sports values. 

• The formation of sustainable motivation 

for sports, the attention of the population 

to physical education and sports. 

• Education of the needs of the population 

in physical education and sports, etc. 

The Table - 3 below lists the main factors 

affecting the development of sports. 
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Table – 2: Elements of a marketing complex (“4P” model, marketing mix) 

 

Elements of marketing complex Means of influence 

Product Assortment policy 

Quality management 

Price Price policy 

Discounts 

 Place Distribution policy 

Logistics 

 Promotion Communication policy (advertising, PR, 

promotion, sales promotion.) 

Source: Prepared by the author 

Table – 3: Sports development factors and their impact 

Factors Impact 

Availability of infrastructure and technical 

maintenance 

Improving the quality of physical education and 

the advantages of sports services and their 

purchase 

Territorial distribution of sports facilities, 

availability of sports clubs 

Advantages of using physical education and sports 

services 

Staffing for sports (training specialists, trainers 

and their qualifications) 

Improving the quality of physical education and 

sports services 

Expenses due to kinds of sports  Cost of education 

Sustainable financing Technical maintenance, improving training 

conditions, improving the quality of services 

The popularity of sport, its mass character and 

image 

Raising awareness, all the useful and positive 

aspects, features of the sport, the availability of 

convenient information, commitment to the sport. 

Source: Prepared by the author. 

 

All factors are equally important, because 

their effectiveness affects the activity of system. 

However, in the current situation, when there is 

a complex process of adaptation of all spheres of 

life to the inevitable evolutionary processes of 

the world community, despite the importance of 

objective factors (material and technical base, 

the availability of qualified personnel), the 

constantly increasing volume of information 

flow and the constant emergence of new means 

of communication, subjective factors - the 

popularity of a particular sport, its popularization 

and image, the feelings of fans of a particular 

sport and a healthy lifestyle are becoming 

increasingly influential (Lubysheva, 1998). 

4. Marketing communications in the 

development of sports 

The complex of marketing 

communications is a means of advertising, PR-

public relations, sales promotion and 

propaganda, influencing the subjective factors 

through which organizations spread the 

information about their kinds of sport, attract 

public attention, as well as, it also contributes to 

the formation of a positive image of this sport 

area among broad population and attracting the 

younger generation to engage in regular training 

in clubs and sections. 

Marketing communications is a 

collective concept that is focused not only on 

real consumers of physical education and sports 

services, but also on other target audiences that 

interrelate with the organization. This audience 

can be any interested group, for example, 

athletes, coaches, sports schools, clubs and 

sections, fans, federation employees, higher and 

lower federations (international and regional), 

other sports development structures, self-

government bodies and others. 

Based on the foregoing, it can be 

concluded that the events organized by all sports 

federations of Uzbekistan to popularize sports 
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among the population will make a significant 

contribution to the implementation of set tasks of 

popularizing sports and will contribute to the 

repetition process of its development in all major 

spheres. 

5. International Sports Federations 

The problem of increasing the popularity 

and spread of sports is becoming increasingly 

relevant for international federations. This is due 

to the reason for their interest in the 

implementation of communication activities and 

increased marketing costs. 

International Sports Federations (ISFs) 

are national sports federations, self-governing 

organizations created as public associations that 

support the integrity of sports at the international 

level. They are responsible for this work and 

constantly monitor the development of all stages 

of sport at the appropriate level - from children 

and teenagers to elder people, participating in 

the organization of the most important 

international sports competitions - 

championships and world cups. 

In addition, in many kinds of sports, 

International sports federations manage 

competitions in their own direction. International 

sports federations develop sports rules and 

various procedures, calendars of international 

competitions and other regulatory documents. 

The main directions of their activities are shown 

in Figure - 3. The main part of the ISF is 

recognized by the International Olympic 

Committee, but their activities go beyond the 

framework of the Olympic Movement, in 

particular, they can also be members of other 

public associations. 

An important condition for the 

development of sports is its representation in 

many countries of the world, therefore, 

international federations are actively 

contributing to the accreditation of national 

federations of different countries in order to 

expand the spread of "their" kinds of sport. This 

is due to the fact that one of the important 

criteria for choosing the Olympic program is a 

large-scale demonstration of this kind of sport: 

summer kinds of sport should be trained on at 

least four continents, winter sports on three ones. 

[7] Whereas, international sports federations are 

non-profit international associations, financial 

activities and economic independence are 

important areas of their activities. In this regard, 

the commercial activity of international sports 

federations makes a great importance. 

Regarding the issue of commercial 

activity, it is necessary to study the sources of 

income of the international federation. The 

following is the order of their occurrence: 

• Annual membership fees of national 

member federations. 

• Fines paid by national federations or 

teams participating in competitions and 

income derived from fines. 

• Assistance received from the organizing 

committees of the competitions 

sponsored by international sports 

federations. 

• Income from the sale of broadcasting 

rights of competitions organized by 

International sports federations. 

• Income from marketing programs of 

International sports federations or 

international competitions sponsored by 

them. 

• Payments by the International Olympic 

Committee for the sale of the right to 

broadcast relevant kinds of sports at the 

Olympic Games. 

The appearance of the last three sources 

is related to the commercialization of sports 

based on its display and popularity. Considering 

that, a great part of International sports 

federations consciously conduct marketing 

events. The aim of the marketing system in the 

activities of international sports federations is to 

present the media in each region, a spread the 

kinds of sports around the world and increase its 

commercial attractiveness. Moreover, these 

goals are interconnected, because the mass and 

popularity of sports make it interesting for the 

mass media. The above opinions increase the 

cost of sponsorship services and the cost of 

television broadcasts, which ensures financial 

stability and independence of the federations. 



Tillyakhodjaev Azizkhon Alokhonovich/Indo-Asian Journal of Multidisciplinary Research (IAJMR), 8(3): 2582 – 2591        2587 

© 2022 Published by JPS Scientific Publications Ltd. All Rights Reserved  

In addition, receiving economic benefits 

from commercial activities, they can spend 

money on expanding sports through the 

formation of national sports federations and the 

development of sports in countries that do not 

yet exist (Somkin and Konstantinov, 2014). 

 

 
6. Marketing communications and interaction 

with the International Olympic Committee 

In addition, an important issue in the 

activities of International sports federations is 

the entry into the Olympic program or the 

strengthening of its position in the Olympic 

movement. The Olympic Committee not only 

unites federations under one idea and slogan, but 

also partially finances them. According to 

statistics, the International Olympic Committee 

distributes 90 percent of its profits among 

participants in the Olympic movement, which 

includes the National Olympic Committees and 

the Organizing Committees of the Olympic 

games, as well as International sports federations 

(Figure 4). 
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The International Olympic Committee is 

currently sharing the revenue from its marketing 

programs between twenty-eight international 

federations of sports included in the program of 

the Olympic games and eight international 

federations included in the program of the 

Winter Olympic Games. The activities of some 

international federations depend on the income 

of the International Olympic Committee, but 

there are also federations that can work 

effectively without them and be able to act 

without them (Schulenkorf, 2010). 

The financial independence indicator of 

the International Sports Federations determines 

the commercial attractiveness of sports, which, 

together with the strength of the Olympic brand, 

provides a synergistic effect from the 

cooperation between the Federation and the 

International Olympic Committee. This is due to 

the commercial success of the Olympic games 

and the activities of the International Olympic 

Committee, and, in addition to the Olympic 

brand, it depends on the size of the sport 

included in the game program and the number of 

fans watching the competition. Thus, the more 

popular sport, the higher the prestige of 

international sports federations in the 

International Olympic Committee and the 

stronger the position of sports discipline in the 

program of the Olympic games (Lubysheva, 

1998). 

In the near future, due to the 

implementation of the rules of the “2020 

Agenda”, the International Olympic Committee 

plans to move from the program of the Olympic 

Games in sports to a program based on the type 

of program (set of medals). Limitations for the 

Summer Olympics are 310 units, and for the 

Winter Program - 100 units (Litvinenko, 2015). 

“The 2020 Agenda” can boost 

competition between federations, as the number 

of international federations in Olympic sports is 

increasing, and a set of medals can be transferred 

to the federations responsible for the “new” 

types of program, along with IOC contributions. 

However, an exceptional situation may also 

arise, as strong federations with many years of 

international experience actively promote their 

non-Olympic kinds of sports in order to obtain 

Olympic status (Shilbury et al., 2008). 

As a result, this may lead to the fact that 

a small number of international federations will 

control most Olympic programs. However, the 

second scenario is less likely, since the purpose 

of this rule is to provide the same Olympic 

opportunities for all sports, and the International 

Olympic Committee decides to amend the 

program of the Games (Phillips and Newland, 

2014). 

Participation in the Olympic program is 

not only a source of additional funds, but also 

the corresponding status of the sport. The 

prestige of these competitions makes it easier for 

the state to support Olympic sports at the 

national level. In addition, they will be awarded 

more attention and respect from the public, 

which will facilitate the tasks of national 

federations in their development (Yuen, 2008). 

It should be noted that in addition to the 

implementation of communication activities to 

increase the popularization of sports, federations 

are constantly working on excellent competitions 

in developed areas, make additions to the rules 

and improve the concept of television programs. 

That is, from the point of view of marketing 

concepts, they are constantly working to 

improve product quality. 

7. Features of the marketing communications 

activities of sports federations 

Federations of different levels have 

different opportunities and powers in the 

development and promotion of sports. For 

example, the International Sports Federation has 

a representative function in the International 

Olympic Committee and has wide powers within 

the framework of the Olympic Movement, in 

particular, they have certain rules in the Olympic 

charter, the right to choose the Olympic capital, 

in particular, to make proposals on the technical 

capabilities of candidate cities, has the right to 

host competitions in relevant kinds of sport 

(Schulenkorf, 2010). 



Tillyakhodjaev Azizkhon Alokhonovich/Indo-Asian Journal of Multidisciplinary Research (IAJMR), 8(3): 2582 – 2591        2589 

© 2022 Published by JPS Scientific Publications Ltd. All Rights Reserved  

They have full right to the income 

received from television broadcasts of world 

championships and other international 

competitions, from marketing programs hosted 

under their sponsorship on an international scale, 

that is, as part of their sport. However, they face 

a number of restrictions in the implementation of 

promotional activities (Shakhlo Turgunovna 

Ergasheva et al., 2009) 

• Uniting a number of national federations, 

they cannot translate their messages into 

all languages of the world. 

• Making contribution to the development 

of sports only in some states can 

encourage national federations to take 

active steps in various ways. 

Sports federations in Uzbekistan are 

facing similar challenges. In addition, one of the 

important tasks in their activities is the 

preparation of national sports teams (Ergasheva, 

2001). The development and improvement of the 

mass character of sports is a long-term work, 

national teams participate in competitions every 

year, training athletes with the highest skills puts 

system work on mass development on the 

second place (Burkhanov and Tursunov, 2020). 

  The situation is also complicated by the 

fact that the federations themselves do not 

provide physical education and sports services, 

so they can only render assistance to the regional 

federations, owing to which sports schools and 

clubs can really help to attract youth and other 

groups to training. Despite this, they are able to 

create and maintain the image of sports, that is, 

to engage in activities similar to a sports brand at 

the national level (Ergasheva and Mannapova, 

2021). 

The territorial responsibility of the 

federations of Uzbekistan extends to all regions 

of Uzbekistan, the effectiveness of which can be 

achieved through the use of the media and 

communications available to all regions. Local 

federations often are lack of financial and human 

resources for the independent implementation of 

any communicative activity. Therefore, this is 

done voluntarily using low-budget 

communications. In some cases, limited 

resources make them more creative and 

passionate about promotion (Ergasheva, 2020). 

Besides federations, sports clubs and 

sections are engaged in the development of 

sports. They involve children in sports and work 

with parents in an organized manner, so mass 

development is developing. Unlike sports 

federations, they put forward services as direct 

performers. As a rule, such trainings are hosted 

by trainers independently, as far as possible. 

Low-budget funds and personal means of 

communication are dominated in the 

implementation of communication activities. 

Despite the connection with the 

consumer, sports schools, depending on their 

capabilities, ensure the development of sports 

only in regional and national centers. Therefore, 

the large-scale development of sports can be 

achieved only in this development process due to 

the integration of all participants and their close 

cooperation. 

8. Conclusion  

The development of sports is carried out 

by state structures and public organizations. The 

development of personal kinds of sport and 

items is carried out by sports federations. 

Federations can carry out their activities at 

different levels (local, regional, throughout 

Uzbekistan and internationally). The activity of 

the federations in one kind of sport is 

interrelated, because they all share a common 

goal - the development of the related kinds of 

sport. 

The role of marketing communications in 

the development of sports is reflected at all 

levels and is to increase its popularity. The 

popularization of sports is one of the main goals 

of all sports federations, but depending on the 

level of the federation, it performs various 

functions. In the activities of the federations of 

Uzbekistan, it will contribute to the development 

of popularity, which, in turn, will become the 

basis for the development of highly effective 

kinds of sport. Popularization can increase the 

commercial potential of sports, because it 

increases the interest of sponsors, who are 
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considered both the media and the general public 

involved in sports. 

Marketing communications play an even 

more important role in the activities of 

international sports federations. Unlike national 

sport teams, they do not face the task of 

preparing national teams, and one of the main 

goals of their activities is to provide a wide-scale 

representation of the sport. They achieve this by 

accrediting the “new” national federations in the 

countries of the world. 

As non-governmental organizations, 

mainly International Sports Federations are 

interested in expanding and developing sources 

of extrabudgetary funds based on the mass and 

popularity of sports on a global scale. 

International sports federations are actively 

engaged in marketing activities, have marketing 

specialists and constantly increase marketing 

expenses. In addition, the mass, popularity and 

spread of sports are considered to be an 

important condition for discipline in the 

Olympic program, this allows International sport 

to receive income from broadcasts at the 

Olympic games in this sport, as well it is its 

factor in achieving respect and reputation on a 

global scale. 

The development of sports is carried out 

by sports schools, clubs and sections outside the 

federations, attracting the younger generation to 

training. Each element of the sports development 

system fulfills its task, particularly, sports 

schools are able to ensure the development of 

sports only in the centers, and sports federations 

help to conduct events resembling a sports brand 

on a national or global scale. In this regard, the 

sustainable development of kinds of sports on a 

global scale can be achieved by integrating 

communication movements at all levels - from 

sports schools to the International Sports 

Federation. 
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