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Extended Abstract

In today’s competitive landscape, sports enterprises must adopt innovative strategies to remain
relevant. One of the most effective approaches is the strategic use of digital marketing, which
significantly enhances their competitive capabilities and paves the way for success. As
competition intensifies, sports companies and organizations are increasingly focused on
discovering more effective methods to attract customers and improve their service offerings.
Digital marketing serves as a crucial tool in the sports industry, fundamentally transforming
how businesses engage with customers, promote sports activities, and improve economic
performance through the integration of new technologies and digital channels. Sports Digital
Marketing, as a collection of contemporary marketing practices, is the optimal approach to
utilizing the digital world for the promotion and marketing of sports products and services.
This research aims to identify and analyze key concepts within the realm of digital marketing
and sports. To achieve this, a mixed-methods approach combining both quantitative and
qualitative analyses was employed. Initially, relevant articles containing the keywords
“marketing” and “digital” were gathered from the Google Scholar database using the Publish
or Perish software. After filtering out irrelevant articles, the textual data from the selected
studies were analyzed. Through word cloud analysis, frequently occurring and significant
keywords in each category of articles were identified, providing valuable insights into the
current trends and themes in digital marketing within the sports sector.

The findings indicate that concepts such as “customer,” “social,” “industry,
“brand” are significantly emphasized in digital marketing topics, while concepts like “club,”
“social,” and “competitive” are highlighted in articles related to sports and digital marketing.
These findings can contribute to improving the efficiency and effectiveness of digital
marketing strategies in the sports industry, facilitating enhanced performance and profitability
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in this domain. Additionally, this research assists scholars in identifying more optimal paths
for future research.

The sports industry serves as a primary destination for digital marketing, significantly
impacting economic and social growth. With changing cultural and social dynamics, the
inclination towards sports and related activities is on the rise, potentially leading to job creation
and economic prosperity. Digital marketing, by integrating traditional and modern marketing
approaches, enables marketers to effectively engage with customers and identify their needs.
In this study, articles related to digital marketing and sports were collected and analyzed using
the Publish or Perish software and the Google Scholar database. This method allows
researchers to identify patterns in the data and extract key concepts. The results of this analysis
highlight the importance and impact of digital marketing on the sports industry and can assist
in developing effective and targeted strategies in this field.

Another significant outcome of this research is the identification of frequently occurring
keywords in articles related to digital marketing and sports. These keywords, including
“marketing,” “digital,” “customer,” “social,” and “sports,” clearly indicate the researchers’
focus on these concepts in their studies. The prominence of these keywords underscores the
growing attention to digital marketing within the sports industry and emphasizes the need for
further research in this area.

Ultimately, this research, by providing innovative and practical methods, aids in optimizing
digital marketing strategies in the sports industry and enables researchers to gain deeper
insights into consumer behavior and needs through both qualitative and quantitative data. These
results can serve as a theoretical and practical foundation for future studies in the field of digital
marketing and sports, contributing to the development of sustainable and efficient economic
models in this domain.

Keywords: Words Cloud Analysis, Marketing Strategies, Data Analytics, Google Scholar,
Publish or Perish.
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