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Abstract 

Title: A Marketing Plan for Centro Recreativo e Cultural Quinta dos Lombos female basketball 

teams – Yearly Implementation Plan focusing on Strategic, Digital and Event Initiatives  

This Work Project explores how grassroots sports clubs can enhance their value through Strategic, 

Digital, and Event Marketing, focusing on the female basketball teams of Centro Recreativo e 

Cultural Quinta dos Lombos (CRCQL). Using a mixed methods approach, the study involved 

interviews with key stakeholders, a survey of 275 participants, and strategic frameworks such as 

VCW, SWOT, and PESTEL analysis. It identifies challenges such as financial constraints, limited 

visibility, and fan engagement, while highlighting opportunities in digital innovation and 

community events. The proposed plan includes 15 initiatives, such as social media contents and 

sponsorships, aiming for community integration and sustainable growth. 

 

Keywords: Sports Management, Strategy, Digital Marketing, Sports Events and Grassroot Clubs 

Sponsorship. 
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1. Introduction 

In the contemporary sports industry, which is characterised by a high degree of dynamism, the 

capacity to invest in Marketing is crucial for any sports organisation. The evolution of Sports 

Marketing has led to the adoption of increasingly innovative techniques and the adaptation of 

evolving strategies by sports clubs. Centro Recreativo e Cultural Quinta dos Lombos (CRCQL) 

acknowledges the importance of re-evaluating its current Marketing and communication strategy 

to retain its athletes (its primary resource) and to increase and engage new fans, with a view to 

enhancing its financial resources. 

This Research Project is the outcome of a partnership with CRCQL. The objective is to 

determine how the club can position itself and enhance its visibility within the Portuguese sports 

community, through an in-depth study of the disciplines of Strategic, Digital and Event Marketing. 

As a group, we decided to implement this project in the field of basketball, given that it is a sport 

with which all three of us have a particular affinity, despite having followed it for different reasons 

throughout our lives. In identifying a suitable organisation to collaborate with, CRCQL was 

identified as a potential partner due to its status as a club within our municipality and its growth 

and role in the community. 

CRCQL offers a diverse range of sports, including indoor sports, water sports, and dance. The 

organisation places a particular emphasis on female's basketball and male's futsal. The club's 

objective is to become a pioneering project in the fields of sports and social integration, thereby 

fostering a sense of community. The club's mission is twofold: to achieve sporting success and to 

develop individuals (athletes, coaches, and managers) through education and fundamental values. 

In addition to the intrinsic value of assisting CRCQL in its growth, it is also noteworthy that the 

club stands to benefit from the input of individuals with a keen interest in its success and a 
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commitment to exploring avenues for enhancement. Given the limited resources and financial 

constraints characteristics of a small club, such external support can be invaluable in enabling the 

club to devote its attention to its core responsibilities. It is therefore our contention that a more up-

to-date knowledge of the three areas we are focusing on will prove to be an asset to the club. 

Furthermore, considering the CRCQL basketball department's growing strength at the national 

and international levels, it became evident that assistance was required in the implementation and 

documentation of its plans. It is also important to note that, this project also aligns with our world 

views on gender equality, given the weight of CRCQL in advancing female’s sport. It is also 

noteworthy that female's sport is becoming an increasingly prominent phenomenon in Portugal. 

To facilitate comprehension of the project as a whole and to provide the reader with an 

understanding of the underlying concepts, we have begun with a brief overview of the theoretical 

background associated with each of the primary concepts that will be addressed in this study: 

Strategic, Digital and Event Marketing. In this process, each member of the group was able to focus 

on their respective area of expertise and contribute their unique insights, thereby reinforcing the 

coherence of the framework. Subsequently, we proceeded to undertake a strategic analysis utilising 

the Value Creation Wheel (VCW) framework. This is a methodology for innovation, decision-

making and problem-solving, which assists Key Decision Makers (KDMs) in addressing their 

challenges and problems (Lages et al., 2024). The VCW thus provided an opportunity to structure 

and interpret the results in an organised format. 

To this end, we initially elucidated the definition of VCW and the rationale for its use in our 

project. Furthermore, we examined each stage of the framework and explained how we planned to 

apply it to our analysis of CRCQL. The aspects pertaining to Strategic Marketing were undertaken 
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by Maria Joana Teixeira and the elements related to Digital and Event Marketing were mainly 

executed by Inês Hora and Leonor Leite. 

Having identified each phase of VCW and knowing what we had to work on, we started our 

analysis. To initiate this project, an extensive strategic analysis was conducted to understand the 

club’s current position, its stated objectives, mission and vision. This was achieved through the 

utilisation of a range of analytical frameworks. In addition, a further investigation was conducted 

in the form of a survey, for which approximately 300 responses were received. Furthermore, 

interviews were conducted with the principal members of the club and several athletes. In the 

preliminary phase of the analytical framework, three research questions were delineated, to be 

addressed until the conclusion of the comprehensive investigation.  Therefore, the main research 

question that arises is as follows: "How grassroots clubs can enhance their overall value through 

Strategic, Digital and Event Marketing". Consequently, the research sub-questions that can be 

identified are: 

• How can a Strategic Marketing Plan help CRCQL strengthen its competitive advantage? 

• How can Digital and Social Media Marketing strategies be optimised to enhance fan 

engagement and brand loyalty for CRCQL? 

• How do Events and Sponsorships enhance CRCQL’s fan engagement and brand value? 

Through the analysis of the field of Strategic Marketing, the intention was to conclude that the 

club should focus its efforts on Digital Marketing and Event Marketing. In order to ascertain the 

added value for the club, a plan was devised for all parties to optimise the club's resources. In this 

section, we present a comprehensive plan for the implementation of approximately 15 initiatives, 

each of them falling within the scope of our respective areas of specialisation. In addition, we 

provide a detailed budgetary framework, outlining the financial resources required to execute these 

initiatives over the course of 2025. 
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2. Literature Review 

2.1. Strategic Marketing 

Beforehand, it is first necessary to gain an understanding of the key concepts that will be 

developed throughout this Work Project, namely Strategic Marketing, Digital Marketing and Event 

Marketing. The present literature discusses in great detail each of these concepts and their 

respective characteristics. 

Strategy can be defined as the process or plan that guides a company in achieving its objectives 

(What Matters Marketing, 2024). Consequently, it can be argued that Strategy is the method used 

to reach and subsequently influence the target audience (Staples, 2004). It can therefore be stated 

that Strategy is primarily focused on two key aspects: deciding where you want your business to 

go and deciding how to get there (Kotler et al., 2018). 

Therefore, it is essential to introduce the concept of competitive advantage, defined as the 

factors that allow a company to gain an advantage over its competitors and provide greater value 

to the company (Twin, 2024). The more sustainable the competitive advantage, the more 

challenging it is for competitors to diminish or neutralise that advantage (Twin, 2024). 

The implementation of a transparent and clearly defined Strategy is one of the key factors in 

achieving this competitive advantage. In this sense, the function of the strategic plan is to delineate 

the particular actions, locations, and resources that the company intends to implement. This process 

begins with an analysis, formulation and culminates in the implementation of that same Strategy 

(Wicker et al., 2015; Kotler et al., 2018) (Figure 1). In conclusion, it is evident that the formulation 

of a strategic plan is essential for any company aiming to attain its defined objectives and, 

consequently, to achieve its competitive advantage, which is then communicated and aligned with 

the external environment (Kotler et al., 2018). 
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Once the definition of the concept of Strategy has been established, it is important to recognise 

the close relationship between this concept and the concept of Marketing. Drummond et al. (2008) 

define Marketing as the process of satisfying customer needs, considering three different levels 

(Whalley, 2010). The first level encompasses all activities related to Marketing, including public 

relations and advertising. The second level pertains to Strategic Marketing, encompassing aspects 

such as segmentation, selection, and positioning. The third level represents a holistic approach to 

Marketing. 

As previously stated, Strategic Marketing constitutes one of the elements of the broader field 

of Marketing. It is therefore essential to understand the distinction between Strategic Marketing 

and Marketing Strategies, even though they are interrelated and mutually reinforcing. Marketing 

Strategies are more specific and delineate the processes required to actualise the Marketing vision. 

In contrast, Strategic Marketing has a more general scope, defining and providing frameworks for 

the aforementioned vision (Personal et al., 2006). This second concept can also be defined as a 

dynamic process that requires continuous adaptation to changing market conditions and the 

external environment (Drummond et al., 2008). 

Thus, the two concepts are complementary, as Strategic Marketing enables the fulfilment of 

specific strategies and objectives of the Marketing concept (Shiner, 1988). According to Shaw 

(2012), Strategic Marketing must be able to identify the target audience and consequently develop 

the appropriate marketing mix to create effective Marketing Strategies (Figure 2). 

Having established an understanding of the concept of Strategic Marketing and its significance 

within a company, it is then necessary to gain insights into the defining characteristics and 

structural elements of this process.  
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In the initial phase, designated as the planning phase, a series of frameworks are employed with 

the objective of analysing the internal and external aspects of the business environment (Dam, 

2021). It is thus crucial to acknowledge the significance of implementing frameworks in Strategic 

Marketing. The use of frameworks is beneficial in that they assist in the clarification of specific 

challenges. Their utilisation provides a shared vocabulary for discussing issues and facilitating 

future problems (Chernev, 2014). Considering the aforementioned factors, it is evident that there 

are a multitude of frameworks that are commonly employed in the context of Strategic Marketing 

planning. Some frameworks are designed to facilitate external analysis, while others are intended 

for internal analysis (Whalley, 2010). 

The most prevalent frameworks used in Strategic Marketing are as follows: Porter's Strategies 

encompass cost leadership, focus on differentiation and based on competitive advantage (cost vs. 

differentiation) and competitive scope (broad target vs. narrow target). Moreover, Treacy and 

Wiersema's Strategies of product leadership and operational excellence, as explained by Whalley 

(2010). Furthermore, additional frameworks include SWOT (strengths, weaknesses, opportunities 

and threats) and the subsequent TOWS matrix, PESTEL (political, economic, social, technological, 

environmental and legal) (Proctor, 2008), as well as the BCG Matrix and the 5C's framework 

(company, context, customer, competitors and employees) (Chernev, 2014). 

Subsequently, the second phase of the Strategic Marketing plan entails the definition of 

objectives and Strategy. This phase initially comprises an internal analysis and the STP process 

(segmentation, targeting and positioning) (Whalley, 2010). The company employs the STP process 

to divide the total market into smaller, more homogeneous segments, to select these segments and 

to target consumers within the selected segments. 
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Thereafter, in the next phase, the Marketing mix and the resulting Marketing strategies must be 

implemented. As identified by Kotler and Armstrong (2018), the Marketing mix encompasses 

decisions relating to the four P’s (product, price, place and promotion), which are therefore 

implemented to formulate strategies (Cravens & Piercy, 2009). At the final phase of this process, 

control and evaluation metrics must be defined (Dam, 2021). 

In conclusion, Strategic Marketing “can be seen as the strategy-level integration of the 

marketing planning function with the company's strategic plans” (Shiner, 1988, p.29). The 

formation of a competitive advantage is contingent upon the implementation of frameworks that 

address the planning, implementation, and evaluation phases, thereby enhancing organisational 

performance (Kustiawan et al., 2023). The implementation of the Marketing plan is required to 

differentiate the product and bring value to the customers (Davies, 2021). Therefore, this 

importance can be seen to result in the success of organisations through several key factors, 

including increased brand awareness and visibility, targeted customer reach, competitive 

differentiation and enhanced customer loyalty (Chisel Glossary, 2023; Baena, 2017; Gallagher et 

al., 2012). 

In the context of the sports industry, as elucidated by Slack & Parent (2006, p. 5), cited by 

Gallagher et al. (2012), a sports organisation can be defined as a "social entity, goal-directed with 

a structured activity system in the sport industry". Therefore, Sports Marketing can be defined as 

"the specific application of marketing principles and processes to sport products and to the 

marketing of non-sports products through association with sport" (Shank & Lyberger, 2015, p.5). 

Consequently, the objetive of Sports Marketing is to create a sporting experience, to cultivate 

customer relationships and to facilitate an exchange of value between customers (Karg et al., 2022). 

Sports marketers are, then, responsible for managing the Marketing exchange process through the 
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Strategic Sports Marketing Process (Figure 3). This process, comparable to traditional Strategic 

Marketing planning and processes, involves three principal phases: planning, implementation and 

control of Marketing efforts (Shank & Lyberger, 2015).  

In order to delineate the principal stages of this strategic process, Smith (2008) puts forth a 

conceptual framework for Sport Marketing. In this process, it is crucial to prioritise the stage of 

developing a Sports Marketing Strategy, which must be carried out subsequent to the identification 

of Sport Marketing opportunities through the analysis of the internal and external environment 

using appropriate frameworks (Smith, 2008). 

The formulation of a Sports Marketing Strategy necessitates the completion of two distinct 

phases. The initial stage is the establishment of a strategic Marketing direction. The subsequent 

stage is to develop a Sports Marketing position. The process of developing a position entails the 

implementation of market segmentation, the utilisation of market positioning tactics, and the 

formulation of the Marketing mix. As stated by Shilbury et al (2020), it is essential to consider the 

uniqueness of the Sport Marketing mix, which incorporates three additional elements (people, 

processes and physical evidence) beyond the traditional 4P’s, leading to the 7P’s Marketing mix 

(Figure 4). Ultimately, the final phase is to plan the Sports Marketing mix and implement and 

control the Sports Marketing Strategy. Strategic Sports Marketing represents the process through 

which organisational goals are achieved by applying Marketing activities (Parkhouse et al., 2012). 

Therefore, Strategic Marketing is a key factor in ensuring success in the sports industry, being 

the only way through which sports can compete beyond the sporting arena (Shilbury et al., 2020). 

It is, thus, evident that the intrinsic characteristics of this industry influence the tactics and 

strategies employed. Some key implemented Strategic Marketing tactics in the sports industry are, 

as cited by Little Dot Studios (2023), sponsorships, partnerships, digital marketing, community 
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building, authentic storytelling and fan engagement, such as the example of the NBA league in the 

USA transforming basketball customers into passionate fans (Wakefield, 2006 ; Li,2023). For this 

reason, the development of Strategic Marketing practices leads to the success of the sports 

organisation (Brooksbank et al., 2012). 

Still in the context of sports, sports organisations can be divided into three levels according to 

Beech and Chadwick (2007, p.23), these are: “the small-to-medium (SME) not-for-profit 

enterprise; the larger revenue-generating or resource-plentiful not-for-profit sporting organisation; 

the private or public owned for-profit sporting organisation”. Considering this project, it’s pertinent 

to highlight that CRCQL can be defined as a small non-profit sport club and an institution of public 

utility. Therefore, small sports clubs (SSCs) can be considered “voluntary bodies that offer a 

diverse range of sporting and social objectives” (Gallagher et al., 2012, p.1). Basically, non-profit 

sports clubs are organisations that promote sports participation and community engagement 

without profit motives (Mrkonjic, 2023), relying on donations, social capital and funding sources 

and volunteers to operate (Tao, 2013). After discussing the definitions and characteristics of these 

types of organisations, it becomes clear that there are many challenges that non-profit and 

grassroots sports club face in comparison to for-profit sports clubs (Mrkonjic, 2023). Although 

there is a growing trend towards increased professionalisation, as stated by Klenk et al. (2017), 

cited by Mrkonjic (2023), a non-profit club still struggles with challenges related to its activities. 

This is due to the fact that non-profit organisations are mostly concerned about their survival due 

to their limited resources, which leads to the abandonment of long-term initiatives and strategies 

(Thibault et al, 1993).  

As such, the main challenges faced by grassroots organisations are lack of financial and human 

resources, decreasing subsidies, demographic changes, integration of strategic planning and 
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governance issues (Waardenburg & Nagel, 2019, cited by Andersson et al., 2023; Wicker & 

Breuer, 2011, cited by Honcová, 2020). In addition, due to their characteristics, these types of 

sports clubs are usually composed of generalists, thus lacking expertise and limiting their impact 

on the market (Gallagher et al., 2012). Thus, Strategic Marketing becomes essential to overcome 

them (Mullin et al,. 2014). Given the fact that these organisations have financial instability, 

Marketing Strategy becomes more urgent, and it is crucial for these organisations to develop long-

term strategic plans (Thibault et al., 1993).  

Wicker and Breuer (2013), as cited by Wicker et al. (2015), demonstrated that clubs that 

implement a strategic policy tend to encounter fewer challenges related to member recruitment and 

retention (including volunteers, staff, and coaches) and financial stability. Furthermore, Feiler and 

Breuer (2021) posit that Strategic Marketing in grassroots sports clubs is a crucial element for 

enhancing visibility, navigating challenges, enhancing engagement, and diversifying revenue. In 

order to achieve success, the implementation of Marketing strategies must be tailored to resonate 

with local communities and leverage digital platforms (Li, 2023). It is also essential to recognise 

that Strategic Marketing is vital for grassroots sports clubs to enhance fundraising, leverage 

personal networks, and ensure long-term sustainability (Gallagher et al., 2012). 

It has been demonstrated that clubs which proactively engage with their local communities 

experience an increase in attendance (Boya & Venter, 2023). The utilisation of Social Media 

Marketing, encompassing the dissemination of historical highlights and the facilitation of fan 

interactions, has been demonstrated to facilitate the growth of organisational fan bases (Li, 2023). 

Sponsorship development may be achieved by establishing solid partnerships, thereby enabling 

enhanced financial stability (Wakefield, 2006). In conclusion, the implementation of a 
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comprehensive Strategic Marketing plan can facilitate enhanced competitive advantage through 

increased visibility and profitability (Abon, 2020).   

A comprehensive analysis of the existing literature reveals significant gaps in knowledge 

regarding the application of Strategic Marketing in the sports industry, particularly in the context 

of non-profit sports clubs. Nevertheless, it is evident that, based on the available research and 

literature, the numerous benefits of a strategic marketing approach for sports clubs can be 

considered fundamental in certain instances (Thibault et al., 1993). 

In conclusion, we can highlight the central role of Strategic Marketing in the context of 

grassroots, and not-for-profit sports clubs, particularly in light of the increasing challenges these 

organisations face in a competitive environment (Shani, 2015). Strategic Marketing offers these 

clubs a framework for aligning their operational objectives with long-term ones, thereby ensuring 

a sustainable competitive advantage (Shank & Lyberger, 2015). 

2.2.Digital Marketing 

Once the strategic aspects of Marketing have been grasped, it is essential to consider the broader 

context of this concept to comprehend the interconnection between the necessity of a Strategic plan 

and the viability of the possible Marketing Strategies. 

The term “Marketing” has its roots in the verb “to market”, which has its origins in the Anglo-

Saxon language. The first recognised definition of the Marketing concept was presented in the 

1960s by the American Marketing Association, cited by Fuciu (2018) which defined it as "the 

development of economic activities (business activities) that direct the flow of goods and services 

from producers to consumers". However, the concept has evolved to also encompass the 

identification of consumer needs, with the ultimate objective of satisfying those needs (Fuciu, 

2018). The concept of evolutive Marketing was developed by the renowned Professor Philip 
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Kotler, regarded as the "father" of modern Marketing. With this, Marketing is a concept that allows 

a multitude of interpretations. Kotler and Keller (2008), cited by Fuciu (2018, p.44), define it as 

"the societal process by which individuals or groups get what they need or what they want, by 

creating, offering and free exchange of products and of services that carry value”. In contrast, 

Armstrong et al. (2018), cited by Karg et al., (2022), define Marketing as “the process by which 

Marketing organisations engage customers, build strong customer relationships and create 

customer value in order to capture value from customers in return” (p.4). Furthermore, the authors 

observe that Marketing can be defined as "a social and managerial process" that aims to create and 

exchange value with other entities (Karg et al., 2022). 

The concept of engaging customers in the digital world has emerged as a prominent buzzword 

in the field of Marketing, as the advent of social media has provided new avenues for brands to 

establish relationships with customers in ways that were not previously feasible and to disseminate 

the brand’s message in a much faster way (Gadiraju, 2016; Karg et al., 2022). It can be argued that 

Social Media represents “a vehicle for developing customer insights, accessing knowledge, co-

creating ideas and concepts with users, and supporting new product launches” (Roberts et al., 2016, 

p. 41, cited by Bhimani et al., 2018). In addition to the definition, it is also important to comprehend 

the conventional Marketing process (Byon & Phua, 2021). As mentioned, this entails an 

examination of the overall environment, an analyse of the target audience and the definition of the 

positioning that will inform the entire Marketing plan (Figure 5). Subsequently, the Marketing Mix 

(Mastermann, 2004; Shilbury, 2009, cited by Coutinho da Silva & Luzzi Las Casas, 2017), also 

known as the 4 P’s, should be applied. 

As previously stated, Social Media and the digital world have effectively transformed the 

landscape of Marketing. Nowadays, social networks such as Instagram, Tik Tok, Twitter (X) and 
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Facebook have become among the most popular and widely used networks on the World Wide 

Web. Consequently, they have become a primary medium for users to interact with one another, 

generate and share content, promote themselves and their businesses, and engage in other activities 

that are beneficial to the user (Gadiraju, 2016). As reported by Search Engine Journal, cited by 

Gadiraju (2016), Social Media has attracted people of all age groups, thereby becoming a platform 

that aggregates all the target markets. While initially, brand interactions with consumers occurred 

exclusively in physical locations, the advent of technology and the subsequent proliferation of 

Social Media have led to a shift in this dynamic, with most interactions now occurring online. 

According to Investopedia, cited by Gadiraju (2016), Social Media Marketing is the utilisation 

of Social Media platforms and networks for the promotion of a company’s products or services, 

facilitating the acquisition of new customers and the engagement with the existing ones. However, 

there is still no universally accepted scholarly definition (Abeza et al., 2013, cited by López-Carril 

et al., 2020). Weinberg (2009), as cited by Gadiraju (2016), defines Social Media Marketing as a 

process that empowers individuals to promote their websites, products, or services through online 

social channels and to communicate with and tap into a much larger community that may not have 

been available via traditional advertising channels. On other hand, Diamond (2008), cited by 

Gadiraju (2016), emphasises that Social Media Marketing is a form of Marketing that prioritises 

the engagement of individuals over the promotion of products. These definitions share a common 

trait: they highlight the defining feature of Social Media as a platform that enables the creation 

(Kaplan and Haenlein, 2010, cited by Gillooly, 2017) and dissemination of information (Akar and 

Topçu, 2011, cited by Gillooly, 2017) in real-time (Gibbon et al., 2012, cited by Gillooly, 2017). 

The utilisation of Social Media Marketing enables organisations to enhance brand recognition, 

foster brand loyalty and expand potential for conversion while reducing Marketing costs (Gadiraju, 

Inês Chambel Martins da Hora 



  

 

 

   

 

16 
      

2016). Furthermore, the utilisation of Social Media content for the cultivation of shared interests 

with an audience presents brands with several advantages, including the generation of interest, the 

enhancement of brand likeability and credibility, and the nurturing of more robust brand-consumer 

connections (Aaker, 2013, cited by Gillooly, 2017). It can thus be stated that online Marketing 

enables companies to enhance customer engagement with the brand and therefore achieve brand 

love (Baena, 2014), term that can be defined as “the degree of passionate emotional attachment a 

consumer has for a particular trade name” (Carroll & Ahuvia, 2006, cited by Baena, 2014). 

Moreover, the concept of “brand love” has been demonstrated to be positively correlated with 

favourable post-purchase behaviours among satisfied customers (Carroll & Ahuvia, 2006, cited by 

Baena, 2014). In light of the above, it can be argued that Digital Marketing through Social Media 

represents a significant mechanism through which this phenomenon can be addressed. 

Domains such as Sports and Marketing remain to be fully integrated with one another. The 

significance and applicability of Marketing in the context of sports were not fully recognised until 

the 1970s (Ratten, 2016, cited by Coutinho da Silva & Luzzi Las Casas, 2017). However, as the 

competitive landscape evolved, the establishment of dedicated Marketing departments became a 

more common practice. Clark (2011), as cited by Coutinho da Silva and Luzzi Las Casas (2017), 

states that the advent of Marketing in the realm of sports has occasioned a shift in the way sports 

clubs, competitions, and athletes are perceived. The relationship between sports clubs and 

supporters has been shaped by a shift in perspective that now considers the requirements of 

customers. As previously stated, the rapid evolution of the sports industry has resulted in a 

transformation of formerly clear and stable structures into a complex, technologically connected 

and constantly evolving sector.  
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Typically, consumers initially engage with specific products due to their association with 

particular sports (Vaughn, 1980, cited by Ratten, 2016). However, Marketing represents a valuable 

instrument that can yield favourable outcomes when employed in an optimal manner. Indeed, it 

remains the principal means by which sports compete off the field (Karg et al., 2022). It can 

function as a conduit for both verbal and non-verbal consumption of a product, thereby ensuring 

its plausibility and viability from the consumer's perspective (Unger & Kernan, 1983, cited by 

Ratten, 2016). In an article for Forbes (2014) by Jayson DeMers, cited by Gadiraju, (2016), it was 

reported that 92% of marketers in 2014 considered Social Media Marketing to be important for 

their business, with 80% indicating that their efforts had resulted in increased traffic to their 

websites. Therefore, it can be stated that Social Media Marketing is a useful tool for sports 

organisations to promote their campaigns and events while engaging with the audience (Gadiraju, 

2016). The phenomenon of Social Media has brought about a profound transformation in the sports 

industry, altering the manner in which athletes, coaches, clubs, federations, sports companies and 

other industry actors engage with one another. 

The term “Sports Marketing” was first used in the United States by Advertising Age in 1978 

(Coutinho da Silva & Luzzi Las Casas, 2017). At the time, it was characterised as “the activities of 

consumer and industrial product and service marketers who are increasingly using sport as a 

promotional vehicle” (Gray & McEvoy, 2005, cited by Fullerton & Merz, 2008). However, the 

term "Sports Marketing” is open to interpretation by both practitioners and academics (Shannon, 

1999, cited by Fullerton & Merz, 2008). Some argue that the fundamental objective of this 

discipline is to sell tickets and fill seats at organised sports events (Sports Marketing Surveys, 2002, 

cited by Fullerton & Merz, 2008), thereby equating the sports product to tickets for spectator sports. 

On other hand, according to Fullerton and Merz (2008), cited by Coutinho da Silva and Luzzi Las 
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Casas (2017), “Sports Marketing” is defined as the “activity of planning and implementing 

processes for production, pricing, promotion and distribution of sports products to satisfy the needs 

or desires of customers to achieve the organisation’s results”.  

The objective of Sports Marketing is to implement an appropriate Marketing strategy to attract 

customers/fans and meet their needs while simultaneously generating revenue (Shilbury & 

Rentschler, 2007, cited by Coutinho da Silva & Luzzi Las Casas, 2017). In summary, the 

implementation of Marketing principles enables sporting organisations to respond in a more 

effective manner to the needs of their fans and customers, thereby increasing their reach and 

engagement. It is therefore evident that the identification of fans as customers and the subsequent 

identification of their needs and wants represents a critical aspect of the marketer's role, alongside 

the question of how to engage with consumers.  

In the context of this Work Project, small sports clubs (SSCs), also, known as grassroots clubs, 

serve as the foundation for excellence in sport and play a pivotal role in the sports development of 

every country (Coleman, 2002; Garrett, 2004; Harris, Mori, & Collins, 2009; Papadimitriou, 2002, 

cited by Gallagher et al, 2012). This type of association contributes to the social capital of a society 

and the regeneration, better health, safer, more cohesive and inclusive communities and lifelong 

learning (Harris et al., 2009; Reid Howie Associates, 2006; Zakus, Skinner, & Edwards, 2009, 

cited by Gallagher et al, 2012). The main challenge is undoubtedly the lack of funding, which is 

often attributed to insufficient Marketing activities. 

With this, it can be argued that Marketing represents a crucial and indispensable strategic 

activity for sports associations, given their concerns regarding the optimisation of their 

communications technology and the allocation of resources towards the most lucrative markets 

(Ratten, 2016). As Pedersen (2013), cited by Byon and Phua (2021), states “the organisation, 
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facilitation, administration and promotion of sport could not be accomplished without” strategic 

communication. A considerable proportion of organisations utilise Sports Marketing as a strategy 

to gain a competitive advantage and to associate sport with a more business-oriented approach 

(Ratten, 2016), while also building a strong brand (Hur et al., 2011, cited by Baena, 2014; Kaynak 

et al., 2008, cited by Baena, 2014) and engaging with their customers (Baena, 2014). 

In this context, two distinct streams can be identified within the broad concept of Sports 

Marketing, which define the focus and nature of Sports Marketing: “Marketing of Sports” and 

“Marketing Through Sports.” The initial term encompasses the Marketing of sporting events and 

equipment to fans and participants (Fullerton & Merz, 2008, cited by Coutinho da Silva & Luzzi 

Las Casas, 2017), with the objective of addressing the needs of sports customers. On other hand, 

the term “Marketing Through Sports” is defined as the promotion of non-sporting products and/or 

services at sporting events, as well as the utilisation of players to endorse non-sport products and/or 

services (Fullerton & Merz, 2008; Ratten & Ratten, 2011; Rundh & Gottfridsson, 2015; Shilbury, 

2009, cited by Coutinho da Silva & Luzzi Las Casas, 2017). 

In addition, the degree of integration of sports within the Marketing strategy can also be 

defined: traditional integration or sponsorship-based integration (Coutinho da Silva & Luzzi 

Las Casas, 2017). The initial approach represents the use of sports as an integral component of the 

Marketing strategy, encompassing the fundamental elements of a comprehensive Marketing 

strategy. The second approach involves a range of activities aimed at leveraging an official 

relationship with an event, a team, a player, or some other entity. 

According to Chalip (1992), cited by Ratten (2016), the principal categories of Sports 

Marketing may be delineated as follows: interest, participation and consumption. In the initial 

domain, the objective of promoting fan interest is to enhance the connection between sports 
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products and services with fan behaviour (Ratten, 2011, cited by Ratten, 2016). Regarding the 

second domain, the objective of Sports Marketing to promote sports participation is to enhance the 

visibility of sport as a recreational activity that can be practiced in a variety of ways. The third 

domain of Sports Marketing is concerned with the utilisation of Sports Marketing techniques to 

promote the consumption of sports-related products, services and merchandise, including 

sportswear, beverages and other items that are identified as significant sources of revenue. 

Furthermore, Fullerton and Merz (2008), as cited by Gadiraju (2016), differentiate the Sports 

Marketing environment into four domains: theme-based strategies, product-based strategies, 

alignment-based strategies and sports-based strategies (Figure 6). The first one consists in the 

use of conventional Marketing techniques with a sports theme into the Marketing programme for 

non-sports products (Fullerton & Merz, 2008). A key aspect of theme-based strategies is that the 

marketer’s efforts are not contingent upon an official relationship with any particular sports entity 

to create a sports overlay for their Marketing efforts (Fullerton & Merz, 2008). 

Relatively to the product-based strategies, they can be defined as the efforts to market sports 

products using traditional Marketing strategies when the marketer has no official relationship with 

the sports entity being used in its Marketing efforts (Fullerton & Merz, 2008). Alignment-based 

strategies are employed when marketers of non-sports products form an official alliance with sports 

properties through a range of sponsorship arrangements, such as traditional sponsorships, 

endorsements, licensing agreements and venue naming rights (Gadiraju, 2016; Fullerton & Merz, 

2008). The sponsorship-based strategy reflects a greater degree of integration of sports within the 

context of Sports Marketing, given that sponsorship represents a significant source of revenue for 

sports teams (Mullin, Hardy, & Sutton 2014, cited by Gillooly, 2017). Additionally, it incorporates 

digital and online Marketing into sponsorship activations (Meenaghan et al., 2013, cited by 
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Gillooly, 2017). Finally, sports-based strategies are characterised by official sponsors of a sports 

property who are selling other sports products, reflecting the greatest reliance on sports-oriented 

initiatives (Fullerton & Merz, 2008). Strategies in this domain can be very effective when appealing 

to customers who are excited by the sports that are used in the implementation of the specific 

strategic initiatives (Fullerton, 2007, cited by Fullerton & Merz, 2008). 

2.3. Event Marketing 

In the context of Marketing communications at sports events, it is first necessary to define the 

basic terms that will be used to explain the functioning of Marketing in the sports industry in 

general. As said before, the term “Marketing” refers to the subordination of all activities in the area 

of product manufacturing and trade to a single primary goal, which is to meet the needs of the 

buyer. In the context of sports, a product may be defined as a comprehensively understood sporting 

event, a competitive match, or an athlete. It is therefore these three elements that satisfy the human 

need for contact with sport (Strzelecki L, Czuba T., 2018). The term "Sport" is most commonly 

defined as a form of conscious and voluntary human activity with the intention of improving 

physical strength and ability, performed in accordance with established rules. Nevertheless, 

scientific literature on the subject has consistently underscored the complex nature of sport as a 

social phenomenon, encompassing not only competition, fitness, and physical ability, but also 

intertwined with such domains as health, hygiene, religion, art, entertainment, play, work, policy, 

and the nurturing and education of the young (Wiśniewski E., 2012, cited by Strzelecki L, Czuba 

T., 2018). However, in the present era, sport has also become a sector of the economy, and it has 

evolved into a distinct industry, encompassing activities that are either directly or indirectly 

associated with sporting activities. Since the advent of the new millennium, the sporting industry 

has increasingly adopted business-oriented practices. The commercialisation of sports events has 
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become a prominent feature of the industry, with athletes employing a range of Marketing 

techniques to enhance their image and participate in activities that promote both products and their 

image (Strzelecki L, Czuba T., 2018). 

The role of sport in the concept of Marketing can be understood in two distinct ways: as a form 

of Marketing and as a product that can be marketed. On occasion, a sporting event is perceived as 

being synonymous with a particular product, even though sport does not possess the defining 

characteristics of a typical product. The defining characteristics of sport that differentiate it from 

other products include the following: the presence of positive and joyful competition, the ability to 

temporarily escape from the constraints of real time and place, the existence of distinct rules and 

regulations, and the importance of physical ability and physical training (Sporek T., 2007, cited by 

Strzelecki L, Czuba T., 2018). As mentioned above, one of the business-oriented practices, is 

Marketing events, which are distinguished by their capacity to generate distinctive experiences for 

participants, providing an opportunity for individuals to engage with a brand or company in a 

unique manner. Consequently, Marketing events are deliberately orchestrated occurrences whose 

principal objective is to facilitate the conveyance of experiences to participants or attendees (Jones, 

2014; Kiel and Bäuchl, 2014; Raj et al., 2013; Bladen et al., 2012; Getz, 2012, cited by Nufer, 

2016). In light of the information presented, it can be stated that Event Marketing is: “both an 

interactive and experience-oriented communications tool that serves the purposeful target group or 

scene-oriented production of specifically initiated events as well as their planning, execution and 

control within the context of integrated corporate communication” (Nufer, 2016, p.44). Event 

Marketing is the systematic planning, organisation, execution and control of normal events, as well 

as their meaningful incorporation in integrated corporate communications. Consequently, Event 
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Marketing constitutes an autonomous and self-contained communication instrument (Nufer and 

Bühler, 2015, cited by Nufer, 2016).  

It is important to note that sporting events are not comparable to other types of events, as they 

have a profound emotional impact. Sport evokes a distinctive emotional response that other sectors 

of the economy may not experience to the same extent. This suggests that the sporting events may 

possess a competitive advantage. Nowadays, it is imperative for a contemporary sports 

organisation to recognise the significance of Marketing as a crucial component of its operations. It 

is through the medium of public relations that sporting events attract publicity, that athletes can 

construct and develop their image, and that sports fans are able to identify with the Sport in general 

or with a specific sports team or sports facility (Strzelecki L, Czuba T., 2018). As a result, the 

communication and Marketing strategies employed at such events are distinctive and tailored to 

the specific context. 

Sleight (1989) highlighted that Sponsorship in the sporting arena represents a business 

relationship between those who provide resources, and the organisations or activities engaged in 

sporting activities. In this arrangement, the sponsor provides financial or in-kind support to the 

sports organisation, which in turn grants the sponsor certain commercial rights in return. Sport 

Sponsorship may be understood as a mean of acquiring the right to participate in sporting events 

(e.g. the Nike Melbourne Marathon), to be associated with athletes (e.g. Adidas's endorsement deal 

with football celebrity David Beckham) or to utilise a facility (e.g. Barclays Center – Brooklyn 

Nets Arena). Through sporting events, individuals are exposed to a variety of Marketing strategies 

and corporate brand names or logos simply by watching the sport (Cheonga, Pyunb and Leng, 

2018), which are conveyed to the audience through passive observation. 
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In the implementation of a traditional Sponsorship, marketers utilise three distinct types of 

Sponsorship: venue naming rights, endorsements, and licensing. Venue naming rights are often 

characterised as a form of building Sponsorships, while endorsements are regarded as a means of 

personal (or personality) Sponsorships. Licensing, on the other hand, provides sponsors with the 

opportunity to maximise the value of their Sponsorship rights (Fullerton and Merz, 2008). As 

posited by Jobber (2007), there are several reasons why brands elect to become sponsors. Such 

objectives may include the creation of promotional opportunities, the enhancement of community 

relations, the cultivation of favorable brand and company associations, the provision of 

entertainment opportunities, and the acquisition of publicity. 

Distinguishing Sponsorship from advertising is crucial, as the former is conveyed through the 

property in a “passion” mode, whereas the latter is conveyed through the media in an “interruption” 

mode (Cameron, 2009, p. 134, cited by Cheonga, Pyunb and Leng, 2018). Previous Marketing 

research has indicated that consumers respond differently to Sponsorship than they do to 

advertising (Grohs & Rei-singer, 2014, cited by Cheonga, Pyunb and Leng, 2018). In accordance 

with the traditional sponsorship paradigm (Meenaghan, 2001a), corporations frequently regarded 

Sponsorship to advance charitable or philanthropic endeavors perceived as advantageous to society 

(e.g. associating sponsorship with corporate social responsibility). Considering the 

aforementioned, it can be posited that a pivotal differentiating factor between Sponsorship and 

advertising is the generation of goodwill (Meenaghan, 2001a, cited by Cheonga, Pyunb and Leng, 

2018). Goodwill represents a pivotal indicator of a company's investment behaviour, which serves 

to diminish a consumer's defensive response, thereby rendering sponsorship a more readily 

acceptable proposition. Similarly, Easton and Mackie (1998, p. 105) advanced the proposition that 

sponsorship is typically regarded as a more selfless and overt demonstration of a company's social 
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responsibility than advertising. Therefore, the findings of Lardinoit and Quester (2001) can be 

explained by the concept of fan loyalty. This concept suggests that Sport marketers can leverage 

sponsorship in a way that taps into fans' loyalty. When fans exhibit strong loyalty to a sport team 

or event, they tend to hold positive attitudes towards the sponsors associated with their preferred 

team or event (Biscaia, Correia, Rosado, Ross, & Maroco, 2013, cited by Cheonga, Pyunb and 

Leng, 2018). 

Merchandising represents another significant source of revenue for sports teams, organisations, 

and the parties involved. Basu (2010) defines merchandising as the organisation of products in a 

physical or online store with the objective of maximising sales. While advertising campaigns are 

expected to influence consumer purchasing behavior, the merchandising department is expected to 

facilitate the conversion of these behaviors into actual sales. Given the distinctive manner in which 

sports foster a special emotional bond with their fans, merchandising represents an invaluable 

opportunity for sports leagues and organisations to leverage this affinity between fans and their 

preferred players and teams. Consequently, the expansion of the licensed sports merchandise 

market is closely correlated with shifts in consumer spending patterns. 

2.4. Outcome 

Finally, the implementation plan was developed based on prevalent themes and recurring 

patterns within each category, as well as insights gained from the literature review. 

The present review of the existing literature on Strategic, Digital and Events Marketing reveals 

that the majority of existing information is based on professional sports organisations with 

extensive resources. Consequently, there is a gap of literature pertaining to the application of these 

areas to grassroots clubs. As such, three research questions were outlined, to be addressed until the 

conclusion of the in-depth research. Therefore, the main research question that arises is as follows: 
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"How grassroots clubs can enhance their overall value through Strategic, Digital and Event 

Marketing". Consequently, the research sub-questions that can be identified are: 

• How can a Strategic Marketing Plan help CRCQL strengthen its competitive advantage? 

• How can Digital and Social Media Marketing strategies be optimised to enhance fan 

engagement and brand loyalty for CRCQL? 

• How do Events and Sponsorships enhance CRCQL’s fan engagement and brand value? 

3. Methodology 

Given the nature of the research questions, this Work Project examines the potential for 

enhancing the profitability and reach of CRCQL through the application of Strategic, Digital, and 

Event Marketing. A mixed-methods approach was employed, integrating quantitative and 

qualitative techniques to facilitate a comprehensive analysis. 

The research framework was based on the Value Creation Wheel (VCW) methodology, which 

provided a conceptual framework to structure and interpretate the results. In order to develop the 

requisite knowledge for the execution of this project, in addition to consulting the necessary 

sources, we participated in a workshop held as part of Professor Natalie's Advanced Marketing 

class (Figure 7). The purpose was to explore the application of this methodology. With this, the 

following sections present the frameworks, and the data collection methods used throughout the 

present Work Project. 

 “The Value Creation Wheel is a methodology for innovation, decision-making and problem-

solving” (Lages et al., 2024, p.10), that assists Key Decision Makers (KDMs) in addressing their 

challenges and problems (Lages et al., 2024). In this framework, KDMs are defined as individuals 

or groups of people who are committed to solving a challenge or problem at an organisational 

and/or individual level (Lages et al., 2024, p.13). The VCW can also be utilised by any individual 
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(e.g. employees, consultants and other stakeholders) who possesses the requisite authority and 

aspires to assist KDMs in making more informed decisions (Lages et al., 2024).  

In light of the aforementioned considerations, we elected to pursue this framework because it 

represents an efficient and optimal methodology for decision-making, enabling the identification 

of a solution that creates value, which is our main goal (Lages et al., 2024). “The VCW should be 

applied by KDMs who are looking for supported and convincing solutions to solve their challenges 

and problems. They might apply the VCW to address challenges initiated by: How, What, Which, 

Where and Who” (Value Creation Wheel, n.d.). Consequently, the VCW enables us to reach a 

solution, with the objective to make the right decisions in the right way (Lages et al., 2024). 

The VCW framework is comprised of two distinct processes, including the DIANA and TIAGO 

frameworks (Lages, 2016 cited by Lages et al., 2024, p.20). “While DIANA is strongly driven by 

theory to support each VCW phase, TIAGO is a chameleon framework customisable to each 

specific case and problem” (Lages et al., 2024, p.20). The DIANA process is comprised of five 

distinct phases: 1. Define; 2. Increase; 3. Assess; 4. Narrow; 5. Act (Lages et al., 2024). TIAGO is 

comprised of the following five stages: 1. Tapping, 2. Inducing, 3. Analysing, 4. Grounding 5. 

Operating (Lages et al., 2024). 

Furthermore, the VCW may be implemented in four distinct ways (Lages et al., 2023 cited by 

Lages et al., 2024, p.20). The type of approach employed is contingent upon a few factors, 

including the complexity of the problem or challenge to be solved, the availability of resources, the 

existence of databases of ideas or solutions and criteria or filters, the size of the team, and the 

number of internal and external stakeholders involved (Lages et al., 2024). 

An examination of the abovementioned approaches reveals that the VCW Sprint is a rapid 

method of decision-making that can be employed with very limited resources (Lages et al., 2024). 
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The VCW Journey is a rapid approach to effective and efficient decision-making (Lages et al., 

2024). The VCW Method is an efficacious and expeditious approach to provide comprehensive 

support for in-depth projects (Lages et al., 2024). The VCW Approach is employed to address 

intricate challenges that needs the comprehensive involvement of pivotal KDMs, together with 

internal and external stakeholders (Lages et al., 2024). Finally, the VCW Meta Framework is a 

comprehensive framework designed to facilitate the successful completion of lengthy and intricate 

projects (Lages et al., 2024). The application of TIAGO is indicated to lengthy, resource-intensive 

teaching programmes involving various stakeholder (Lages et al., 2024). 

Therefore, we have decided to select the VCW Journey, as we believe it is the most suitable 

option for our case. Given the limited time frame and the relatively short nature of the Work Project, 

the Journey approach enables the achievement of comprehensive results within a relatively short 

period. The Sprint Approach was therefore deemed unsuitable, as it would not allow sufficient 

depth of investigation into specific topics, so the challenge at hand would not be adequately 

addressed this methodology. Besides, the necessity for prompt responses and solutions necessitates 

the utilisation of a different approach, one that is not afforded by the Method and Meta frameworks. 

In conclusion, the restricted availability of resources necessitates the identification of a 

methodology that is compatible with the available options. Having defined the methodology that 

will be employed, we proceed to elucidate the stages that will be undertaken: 

3.1. Define 

The initial stage of the VCW Journey (Lages et al., 2024) has the objective to identify the value 

inherent in the subject matter and to achieve this, it is essential to diagnose the anticipated Key 

Performance Indicators (KPIs) and identify the primary challenge at hand (Lages et al., 2024). To 
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respond to this question, it is first necessary to identify the club’s principal objectives, mission, 

vision and values. 

In order to accurately diagnose the situation and define the challenge, we conducted exploratory 

research in the form of interviews with KDMs. A total of 7 interviews were conducted with José 

Leite, the Technical Coordinator of the Basketball Department, Ana Moreira, the Mini Basket 

Coordinator, Luís Azevedo, the Marketing responsible, Jorge da Luz, the Vice-President of the 

Club and with three athletes of different ages (20, 14 and 12 years old). To guarantee the ethical 

standards, the parents/legal guardians of the two minor athletes provided consent and were 

informed of the project, its purpose and the questions that would be asked in the interviews. The 

interviews were semi-structured, comprising a set of predetermined questions (Figure 8) and 

incorporating input from all members of the group. During the interviews, Leonor, who has a 

greater affinity with the club, was responsible for posing the questions and conducting the 

interview, while Inês and Joana took comprehensive notes. Subsequently, the group engaged in a 

debriefing session to analyse the content of the interviews and organise it. This resulted in the 

formulation of the vision for the current project. 

Moreover, this analysis will draw upon four situational frameworks. Firstly, a PESTEL analysis 

will be conducted, which is widely regarded as one of the most important tools for gaining insights 

into the external factors that influence and shape the development of sport, particularly basketball, 

in Portugal. Subsequently, a SWOT analysis will be conducted, whereby the internal and external 

factors of the entity in question will be identified. This is achieved by examining the entity's 

strengths and weaknesses (internal) and possible opportunities and threats (external), with the 

objective of formulating a strategy that is aligned with these factors (Tanya Sammut-Bonnici & 

David Galea, 2015). Subsequently, the 5 C's framework will be employed, which is defined as the 

Group Part 



  

 

 

   

 

30 
      

target market in which a company intends to create and capture value (Chernev & Alexander, 

2018). As the name indicates, the framework employs a five-factor analysis, encompassing the 

following pivotal elements: Company, Customer, Competitors, Client and Context. In conclusion, 

the McKinsey Matrix, which represents a systematic approach for a decentralised company, will 

be applied to determine the optimal allocation of financial resources (McKinsey & Company, 

2008). The primary objective is to evaluate each business unit of the company on two essential 

dimensions: the attractiveness of the sector in which the unit operates and the unit's competitive 

strength within that sector (McKinsey & Company, 2008). Moreover, to complete the diagnosis 

and establish the KPIs, a benchmarking exercise will be conducted to assess the current practices, 

initiatives and campaigns in the sports sector, with a particular focus on basketball. This will ensure 

that the club remains informed of the latest trends and developments in the field of basketball at 

the global, national and community levels. 

Once all the aforementioned frameworks and methods have been applied, the principal 

challenges for the club will be identified. These will then be subjected to analysis in accordance 

with the VCW Journey's subsequent stages. 

3.2. Increase 

In the second phase, designated "Increase", the group, with the assistance of various 

stakeholders, will generate a multitude of ideas and solutions, as well as criteria and filters (i.e., the 

criteria used to determine the viability of ideas) to address the challenge (Lages et al., 2024). In 

doing so, the characteristics that most accurately describe the CRCQL will be considered. This 

process is conducted through the utilisation of primary and secondary data, including interviews, 

surveys, brainwriting, brainstorming, and research through the examination of internal or external 

documents (Lages et al., 2024). As the primary objective is to create or increase value, it is 
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important to note that this stage does not involve evaluating the ideas presented (Lages et al., 2024). 

This suggests that all ideas are initially regarded as potentially viable. 

As a complement to the primary data already collected, in this particular case, an online survey 

was conducted with the objective of understanding people's perceptions of marketing and events 

in sports, as well as to analyse their acceptance and appreciation of these topics (Figure 9). This 

survey received a total of 329 responses, only 275 of which were valid (representing 84% of the 

total). Respondents who have not completed the survey questions by the end are considered invalid. 

A survey is a form of conclusive descriptive research design. In this case, the design was 

informed by prior discussions with the club, the findings of the literature review, and insights from 

internal discussions. Accordingly, to validate and quantify the acceptance and appreciation of the 

population that follows sport on social media in general, the questionnaire was opened to 

encompass the entire domain of sport, as well as all age groups. This decision was made to facilitate 

the elevation of the CRCQL to a level comparable with other larger institutions, such as Sport 

Lisboa e Benfica (SLB) or Sporting Clube de Portugal (SCP), in terms of digital content and events. 

To this end, the questionnaire is not limited to people who follow the CRCQL online. 

Subsequently, once all the ideas have been collated, it is of the utmost important to emphasise 

that the filters and criteria employed should include characteristics that may potentially limit the 

scope of the ideas. These characteristics may include infrastructural limitations, financial 

resources, core capabilities, the primary objectives of the club, and recent trends. 

In addition, considering the findings of the SWOT analysis, a subsequent TOWS matrix will be 

conducted. In order to develop tactical strategies and ideas based on the four different positions 

(Tanya Sammut-Bonnici & David Galea, 2015), the analysis entailed the identification of the 

potential for leveraging the club's strengths to capitalise on its opportunities (SO strategies), 
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addressing its weaknesses to seize the opportunities (WO strategies), employing its strengths to 

mitigate threats (ST strategies), and minimising its weaknesses to avoid threats (WT strategies). 

The objective is to identify the subsequent steps in the strategy to be taken with greater precision. 

3.3. Assess 

In the third phase of this framework, the team will undertake a comprehensive analysis and 

selection process to identify the most promising ideas and their corresponding criteria (Lages et 

al., 2024). This phase is intended to ascertain the relative value of each idea. In order to accomplish 

this, it is necessary to establish a ranking of the ideas and criteria, taking into account the level of 

importance/urgency and feasibility. It is recommended that all the stakeholders be included at this 

stage (Lages et al., 2024). The ranking should be conducted in accordance with the Poker Method, 

a tool developed by Luís Filipe Lages (2015). This method enables the KDMs to analyse each idea 

and determine whether it should be retained, revised, multiplied or eliminated. The KDMs should 

apply the scale of 1 to 5 (with 1 indicating that the filter is not relevant or has low potential and 5 

indicating that it is crucial or has major potential) to classify the filters and group them into 

categories with similar themes (Lages et al., 2024). At this point, we undertake a detailed 

examination of the survey data collected to identify any new ideas or proposals that may have 

emerged. We will then proceed to evaluate these concepts considering the previously established 

criteria, with a view to determining their viability and potential for implementation. 

3.4. Narrow 

In the fourth phase, the selected ideas undergo a series of filtering processes (Lages et al., 2024), 

both ranked and weighted, until the final solutions are identified. Subsequently, these concepts will 

be conceptualised and/or prototyped. It may be beneficial to involve stakeholders and KDMs in 

this analysis and discussion. In this phase, the team is now able to build a VCW Funnel, which is 
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a strategic tool to help organisations solve simple problems, innovate and create value (Lages et 

al., 2024). The VCW Funnel represents the inaugural stage in the process of enhancing an 

organisation's capacity to create value in a systematic manner through a combination of innovation 

and forward-thinking strategic alignment. The VCW Funnel has the purpose of facilitating the 

resolution of straightforward organisational issue, by encouraging the input of diverse perspectives 

in a relatively short timeframe (Lages et al., 2024). This enables KDMs to think in an 

unconventional manner and to develop solutions that can result in substantial improvements, 

through the alignment of problem-solving and innovation efforts with value creation (Lages et al., 

2024). 

At this juncture, the filters were applied to the ideas that had been identified earlier.  

Subsequently, the most suitable ideas/proposals were selected based on the aforementioned criteria 

and were then placed in the VCW Funnel. This enabled a clear delineation between those ideas that 

could be retained within the plan and those that would have to be excluded. In conclusion, once the 

VCW Funnel has been completed and the selected concepts have been evaluated, it is feasible to 

devise a value proposition for CRCQL. 

3.5. Act 

In the fifth phase, the final solutions are conceptualised and prototyped (Lages et al., 2024). 

KDMs verify the sufficiency of available resources (4Ms – Manpower, Minute, Money and 

Motivation) and oversee the implementation and monitoring of the final solutions. It is evident that 

the framework effectively guides KDMs in the generation of solutions to address a particular issue. 

For example, it enables them to identify how to benefit from economies of scale and satisfy local 

market needs, as well as how to create value while cutting costs. (Lages, 2016). Furthermore, it can 

be employed to address challenges that conventional frameworks or highly specialised approaches 

Group Part 



  

 

 

   

 

34 
      

are unable to resolve. It elucidates the decision-making process by providing a means of concept 

generation and the criteria by which these concepts may be selected. The VCW provides the 

capacity to engage a diverse range of stakeholders within the organisational structure, facilitating 

collaborative creation processes. It can accommodate diverse and/or contradictory viewpoints, and 

prevent the formation of a rigid, hierarchical structure that impedes individual creativity. In contrast 

to conventional customer-centric frameworks, the VCW addresses the crucial aspects of 

stakeholder engagement. The VCW is a dynamic, interactive, circular framework that enables 

constant feedback and facilitates cooperation and co-creation. (Lages, 2016). 

4. Findings 

4.1. Define 

4.1.1. Internal Environment 

Centro Recreativo Cultural Quinta dos Lombos was founded in 1975 and is currently under the 

direction of Jorge Vieira. The club offers a variety of sports, including indoor sports, water sports 

and dance, with a particular emphasis on the development of women's basketball and men's futsal. 

CRCQL was established by a group of young people residing in Carcavelos, the majority of whom 

originated from former colonies, with dynamic teenage years, social habits and regular sporting 

activity. This resulted in the idea of creating a recreational, cultural and sporting association that 

would allow them to occupy their free time. The success of the project was contingent upon the 

unconditional support of older people, especially the parents involved, who expressed enthusiastic 

support for the initiative and demonstrated a belief in its importance for the development of the 

community and for the neighbourhood in which they lived. The work carried out was recognised 

by Câmara Municipal de Cascais (CMC), which awarded the CRCQL the Medal of Solidarity in 

1997. Since that time, many individual and collective trophies and awards have been attributed to 
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the club's athletes, coaches, managers and teams. Today, CRCQL continues to promote various 

sports that compete at official level. Notable achievements include the men's and women's Futsal 

and women's Basketball teams, while the club also offers water sports (Surf and Bodyboard), 

Boccia, Table Tennis, Corfebol, Beach Tennis and Ballroom Dancing. 

CRCQL strives to become a reference project in the realms of sport and social integration, 

thereby fostering a sense of belonging within the community in which it operates. Currently, the 

club aspires to become a national benchmark in the transmission of values and competitive projects 

in its various sports, particularly in men's futsal (Liga Placard) and women's basketball (Liga 

Betclic Feminina), where it currently competes at the highest level in Portugal. Its mission is not 

only to achieve sporting success, but also to develop their individuals (athletes, coaches and 

managers) in their respective areas, through the transmission of fundamental values for the 

development of the sports community. CRCQL believes that sport, especially at youth level, serves 

as a pivotal instrument in the cultivation and education of fundamental human values. The club 

places significant emphasis on the following values: Loyalty, Equality, Dignity, Justice and Hard 

Work. 

The club is an institution of public utility (IUP), which means that it is a non-profit institution, 

whereby its main objective is not to generate profit, but rather to generate income, which it 

subsequently reinvests into its members. 

In the short term, the club’s main focus is on its athletes, and its principal objective is to optimise 

their potential to enhance their lives in multiple ways, including both athletic and societal domains. 

Furthermore, the club aspires to increase the number of athletes enrolled (having nowadays 

approximately 200 athletes and 30 members of staff), as they represent a primary resource and a 

significant source of revenue. With this in mind, CRCQL is implementing a series of initiatives to 
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address these objectives, such as developing partnerships with more schools and nurseries (with 

the aim of increasing the number of athletes participating in the basic training levels). The club has 

the objective of professionalising some of its technical team members (e.g. coaches) at high-

performance levels. Additionally, the club aims to augment its revenue from sporting activities by 

securing sponsorship. The club's long-term objective is to guarantee its success and achieve its 

growth potential, requiring an increasing investment in communication and Marketing. This will 

extend the reach of the community and increase its daily presence, ending up attracting more people 

to join the club or support the teams as fans. Moreover, CRCQL also aspires to enhance its 

engagement with the community by organising a greater number of events, thereby facilitating the 

establishment and consolidation of long-term relationships with the community. 

4.1.2. External Environment 

4.1.2.1. PESTEL 

According to the World Statistics Database (Mohamed, 2024), the most popular sports 

worldwide are football, cricket, hockey, tennis, volleyball and basketball (Figure 10). At a micro 

level, in Portugal, similar to the most popular sports in the world, the sports with the highest number 

of Federation members are football (again in first place with 126 006 athletes, according to Sport 

in Numbers 2022 by INE), followed by swimming, volleyball, handball and basketball (with 30 

833 registered players, according to Federação Portuguesa de Basquetebol) (Figure 11). In this 

context, it is essential to understand the external factors that influence the development of sport, 

especially basketball, in Portugal (Figure 12). 

The development of basketball in Portugal is influenced by several external factors, which shape 

the country's sports landscape. From a political perspective, European Union policies play a pivotal 

role in the promotion of sport. Financial support from Instituto Português do Desporto e Juventude 
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(IPDJ) and local authorities provides a crucial source of funding for grassroots clubs. Nevertheless, 

the unequal financial distribution that favours football represents a considerable challenge, despite 

the existence of policies promoting gender equality, which offer potential for growth in female's 

basketball. From an economic standpoint, the sports industry makes a substantial contribution to 

gross domestic product and employment. 

However, the sector in Portugal faces challenges due to limited and uneven funding, with clubs 

like the CRCQL relying heavily on athlete fees and public support. The absence of sponsorship and 

media coverage represents a significant obstacle to the growth of the sport. From a social 

perspective, the level of participation in sport remains relatively low, with a number of barriers to 

engagement, including a lack of time and motivation. Nevertheless, there is a discernible increase 

in interest in female's sports, which suggests potential for enhanced public engagement in 

basketball. Technological advances, including the development of performance monitoring tools 

and improvements in broadcasting, are transforming the way in which sports are consumed. 

However, this has coincided with a decline in live attendance. Environmental concerns, though 

with less impact on indoor sports such as basketball, continue to affect infrastructure maintenance. 

From a legal standpoint, strict regulations on accessibility, anti-doping and the management of 

sports associations are shaping the sector, reinforcing the need for clubs to adapt to evolving 

standards. Collectively, these factors illustrate the complex ecosystem in which grassroots 

basketball operates in Portugal. 

4.1.2.2. SWOT Analysis & TOWS Matrix 

A SWOT analysis was constructed based on an in-depth examination of previous documents 

and reports provided by the club (Figure 13). The club's key strengths may be identified as high 

number of athletes with exponential growth in the mini basketball category, strong support from 
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authorities, athlete-centered policy, strong community engagement and finally, strong reputation 

and high level of national success. These strengths collectively provide a compelling foundation 

for the opportunities that may arise in the future, including the potential for increased investment 

in female's sports, the establishment of new partnerships with external organisations, and further 

expansion of the club's digital presence. Additionally, the previously mentioned strengths can be 

leveraged to mitigate potential threats, such as the dominance of football, the recruitment of players 

by larger clubs, and the high level of dependence on suppliers. With this, to retain the talent pool 

and ensure the club’s continued success, it is essential to capitalise the strong success to counter 

competition from larger clubs, and, therefore, mitigate the potential recruitment by other clubs. 

At the same time, CRCQL can address its weaknesses, such as lack of financial supports, limited 

space for training, shortage of professional staff, no ownership over the bar and poor use of social 

media, by forming partnerships with external organisations and leveraging more local schools for 

training spaces. The implementation of these strategies, both looking at the results found in the 

SWOT analysis complemented into the TOWS matrix, will enable the club to consolidate its 

position in the expanding field of women's sports and guarantee its long-term success. 

4.1.2.3. 5 C’s Analysis 

To gain a more comprehensive understanding of the environment in which the club operates, it 

is essential to employ the 5 C's framework. 

4.1.2.3.1. Company 

As evidenced above, CRCQL has gained a reputation for excellence in both men's and women's 

futsal and basketball, that positioned the club as a national point of reference in these sports. A 

review of the areas in which the club has demonstrated both excellence and growth reveals that the 

events hosted or participated in by CRCQL may be classified into two categories. The first category 
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comprises events intended for external audiences, while the second category includes events 

designed for families and athletes. As evidenced in the documentation provided by the club, the 

events open to the public represent a significant source of revenue and include the Santos dos 

Lombos, that celebrates festivities in Lisbon which honour the patron saints, Festas de Carcavelos 

e Parede, is a three-day summer festival that includes a diverse array of performances, and the 

Summer Camps, which are are held for a period of one week each year. As for the internal Events, 

these are the Christmas Gala and the end-of-season celebration. 

Secondly, with respect to social media, the club has been undergoing a period of growth and 

increasing investment in its digital presence. A dedicated marketing and photography team 

(LAZEVEDO) has been constituted for the club's basketball team, assuming responsibility for all 

digital presence. The club can be found on the following digital platforms: Instagram, Facebook 

and, more recently, TikTok. This is one of the areas in which the club plans to make an investment 

and implement enhancements in terms of its visibility. 

Additionally, a second assessment of the club’s sustainable competitive advantage was 

conducted. To further identify the club’s competitive advantage, the VRIO framework (Valuable, 

Rare, Imitable, Organised) was employed, considering a resource-based view of the company in 

line with the guidance provided by the Corporate Finance Institute Team (2023). One of the club's 

principal competitive advantages is its robust brand equity, which has been developed over time. 

The club's long-standing historical connection to the community, coupled with its local 

partnerships, particularly with educational institutions such as St. Julian's School, afford CRCQL a 

distinctive and valuable standing. It is challenging for competitors to emulate the club's influence 

within the community, as it has cultivated a reputation not only for athletic performance but also 

for fostering social integration and youth development. Moreover, the club's coaching expertise, as 
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shared by the club, has resulted in a notable enhancement of the profile and performance of its 

female's basketball team. The club's consistent development of talented players, many of whom 

have gone on to represent the national team, serves to further demonstrate its capacity to generate 

and develop their athletes both on and off the court. 

4.1.2.3.2. Client 

The subsequent phase of this conceptual framework pertains to the client, on other words, to the 

market within which CRCQL women's basketball operates. This was achieved through the 

evaluation of the club’s market segmentation and an analysis of its customer’s landscape. This 

evaluation has been conducted in accordance with the guidelines set forth by the Corporate Finance 

Institute. The model employed incorporates the Total Available Market (TAM), which represents 

the maximum potential demand within a specific market (Clifford Chi, 2024), the Serviceable 

Available Market (SAM), which constitutes a subset of the TAM and is the size of the TAM that 

can be reasonably targeted as the audience is built (Clifford Chi, 2024), and the Serviceable 

Obtainable Market (SOM), which represents the size of the SAM that can be converted (Clifford 

Chi, 2024). Accordingly, the TAM is defined as comprising all potential fans, participants, and 

stakeholders in women's basketball across Portugal. These individuals can be broadly categorised 

as basketball fans, local sports enthusiasts, members of the community, representatives of 

educational institutions, and sponsors who espouse and consume women's sports. This market is 

expansive, encompassing not only the athletes themselves but also the spectators, both those 

present at the venue and those watching via media broadcasts. 

Subsequently, the SAM narrows the focus to those individuals and groups who are most likely 

to engage directly with the club's basketball team. This includes local supporters in Carcavelos and 

the Lisbon area, students from collaborating educational institutions, local enterprises and 
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individuals with an existing inclination towards women's sports and basketball. This segment 

represents a more targeted audience, with whom the club engages actively through local events, 

community outreach, and social media contents. 

In conclusion, the SOM identifies the audience that CRCQL realistically captures in the short 

term, namely the immediate players of the club (children and young people, from the age of 4 to 

18, with female athletes retaining their loyalty from 12 onwards) and their families, local schools, 

the community and existing sponsors (Figure 14). 

4.1.2.3.3. Competitors 

In the course of this analysis, it became clear which other sports organisations/clubs could 

potentially pose a competitive challenge to the club. In order to gain a full understanding of the 

competitive landscape, both direct and indirect competitors were considered. 

The direct competitors are other female basketball teams in Portugal, particularly those playing 

in the same league as CRCQL. These teams compete for the same audience, sponsorships and 

sporting talent. Sport Lisboa e Benfica is one of the most successful and valuable sports clubs in 

Portugal (Statista, 2024), mainly known for its soccer team, with a large fan base and significant 

resources at its disposal, that indirectly influence the growth and strength of the basketball team, 

which is one of CRCQL’s main competitors. In addition, the men's futsal team, based in the same 

club, represents a significant internal competitor, frequently drawing attention and resources away 

from the female’s basketball team. The popularity of futsal in Portugal is significantly higher than 

basketball, which can have the effect of overshadowing the female's team. In terms of indirect 

competition, this encompasses other sports teams and entertainment options competing for the 

attention, engagement, and financial support of the same audience. These are other local clubs, 
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including those involved in various sports, vying for the attention and participation of the same 

local audience. 

In conclusion, the broader entertainment and leisure industry must also be considered. Musical 

concerts, festivals, and other cultural events have the potential to divert the attention and attendance 

of potential fans away from female's basketball games and CRCQL events. 

4.1.2.3.4. Collaborators 

In the context of business, a collaborator can be defined as an entity that facilitates the company's 

success and ability to deliver its value proposition (Corporate Finance Institute Team, 2023 & 

Admin, 2023). The club's sponsors and partners include the CMC that provides the infrastructure 

and financial support, and the Joma brand, which sponsors the team and provides all the equipment. 

Additionally, LAZEVEDO Photo who is responsible for all the Marketing of the basketball and 

futsal team, União de Freguesias de Carcavelos e Parede, which provide non-financial support, 

Federação Portuguesa de Basquetebol (FPB) that offers assistance with financial support from the 

Valorizar programme, KSB Bombas e Valvulas SA, and St. Julians School, that shares resources 

and recruitment. 

In terms of its organisational structure (Figure 15), the collaborators can be divided into the 

following categories: the marketing team; the coaching staff; the physiotherapists, the fitness 

coaches and the management team. Subsequently, the management team is constituted by the 

general meeting, the technical management, and the board, which is presided by the president, 

Jorge Vieira and vice-presidents from the futsal (Bruno Pedreira) and basketball (Jorge da Luz) 

divisions (Figure 16). Lastly, there is a collaboration with parents and families of athletes, who 

play an important role not only in supporting their children's development but also by actively 

participating in fundraising and community events, thereby fostering a supportive club 
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environment. These collaborations enhance the club's ability to deliver high-quality programmes 

while maintaining a strong community presence and national-level competitiveness. 

4.1.2.3.5. Context 

As for the last C in this framework, the analysis of the PESTEL framework is applicable. As 

previously indicated, the context within which CRCQL operates is characterised by political 

support through EU and national policies. However, the financial distribution across the sector is 

not equitable, with football benefiting from a greater share of funding. From an economic 

perspective, while the sports sector is growing, the lack of adequate funding is impeding the 

advancement of grassroots basketball. Socially, there is a growing interest in women's sports, yet 

participation and volunteer involvement remain relatively low. Technological advancements offer 

the potential for enhanced visibility, although there has been a notable decline in live attendance at 

events. In terms of its legal status, CRCQL is subject to the regulations of both the national and EU 

levels, operating as a non-profit organisation dedicated to community development. 

4.1.2.4. McKinsey Matrix  

The McKinsey Matrix analysis of CRCQL was conducted by examining the club's diverse range 

of sports disciplines (Figure 17). Prior to undertaking a comprehensive examination of each 

business unit, it is first necessary to gain an overview of the wider context. In this regard, it is 

beneficial to consider the findings of Statista, which indicate that the Portuguese sports market is 

currently experiencing a relatively modest growth rate. This is influenced by a few factors, 

including the popularity of specific sub-markets such as football, American football, basketball, 

baseball, and cricket, as well as the increasing adoption of digital technologies. It is important to 

note that revenue is expected to demonstrate an annual growth rate (CAGR 2024-2029) of 3.51%, 

resulting in a projected market volume of €848.60m by 2029 (Statista, n.d.). In Portugal, the 
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number of sports clubs increased by 15.8% in 2022, reaching a total of 11 456. Additionally, the 

number of practitioners enrolled in sports federations grew by 41.8%, reaching a total of 686 214. 

The sport with the highest number of practitioners was football, representing 28.5% of the total, 

followed by swimming (11.2%), volleyball (7.5%), and handball (6.2%). In the sports with the 

highest number of members, the male population predominated in football (90.4%) and handball 

(60.5%). Conversely, women constituted the majority in gymnastics (87.4%), as well as in skating 

(57.5%), volleyball (55.7%), and swimming (55.0%) (Statistics Portugal - Web Portal, n.d.). 

An analysis of the women's basketball division reveals it to be a promising unit, driven by the 

growing popularity of women's sports, national-level success, and robust community engagement. 

This female division is situated within an appealing market context, characterised by a growing 

focus on gender equality in sports and a corresponding increase in media attention and government 

interest (as verified in the PESTEL). Moreover, as Statista Market Insights (based on IMF, World 

Bank, UN and Eurostat) has observed, the basketball market is witnessing an increase in digital 

media consumption, with an increasing number of fans engaging with their preferred teams and 

players through social media platforms. This provides a compelling rationale for further investment 

and expansion. On other hand, the men's futsal team is situated in a moderately attractive market, 

with a solid community support base. As stated by Jorge Braz, the head coach of the Portugal 

national futsal team, there has been a “Progress witnessed in the Portuguese futsal ecosystem in 

recent years, highlighting the growth in the number of national teams and domestic competitions 

that has resulted in a more robust structure” (Jorge Braz on the Portuguese Futsal Ecosystem, 

n.d.). While this expansion is relatively modest in comparison to the conventional football market, 

women's teams have demonstrated considerable potential, particularly given the growing 

prominence of women in sports. 
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In contrast, the market attractiveness of water sports is moderate, due to the lack of developed 

infrastructure and limited competitive success. It’s challenging to enter the bodyboard market due 

to its technological innovation and cost to set up a brand reputation. However, it would be prudent 

for the club to pursue partnerships with local tourism organisations and those responsible for 

organising small-scale events. Finally, other sports disciplines, including beach tennis, table tennis 

and ballroom dancing, have been identified with low to medium levels of attractiveness and 

average performance. It is recommended that these sports be maintained in order to enhance 

community engagement and provide recreational opportunities, although significant investments 

should be avoided. 

 In conclusion, the strategy of CRCQL should be focused on the expansion of its female's 

basketball division, the investment in futsal teams and the cautious development of water sports. 

4.1.2.5. Benchmark 

Following an in-depth examination of the existing strategy of CRCQL, as well as a 

comprehensive analysis of the external environment, a benchmarking was conducted (Figure 18).  

In Portugal, the principal competitors are the major sports clubs (Sport Lisboa e Benfica, Futebol 

Clube do Porto and Sporting Clube de Portugal) or Federations. However, given the country's 

relatively small size and extensive interior, there is also a notable presence of grassroots clubs. The 

two principal competitive bodies are the Liga Betclic Masculina (the men's professional league) 

and the Liga Betclic Feminina (the women's professional league), which are organised by the FPB. 

Each year, 12 teams compete for the championship title and the designation of national champions. 

4.1.2.5.1. Digital Marketing 

At the international level, it is possible to identify a few strategies, including the use of specific 

hashtags by FIBA (International Basketball Federation), for example, to facilitate conversations 
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among fans. Furthermore, FIBA also places significant emphasis on the utilisation of game 

highlights and live events with the objective of enhancing real-time engagement. On other hand, 

the NBA (National Basketball Association) is renowned for its pioneering approach, which 

encompasses the utilisation of interactive narratives, concise video content and personalised 

material, in addition to social action initiatives. Regarding the Endesa Spanish League, the 

broadcasting of matches in real time and the promotion of viral moments involving players 

represent a key strategy. Furthermore, the organisation has also initiated a series of challenges with 

the objective of increasing interaction prior to matches. With regard to the national clubs, it can be 

observed that they tend to adopt a similar approach, with strategies encompassing the use of behind-

the-scenes videos, exclusive interviews, live broadcasts, match statistics, and competitions with 

offers or real-time stories, all with the aim to foster engagement with the club's community. The 

smaller clubs and grassroots initiatives, have been particularly effective in utilising social media, 

including Ovarense Basketball, Illiabum Clube, Clube Basket de Queluz and Académica de 

Coimbra Basketball, which have demonstrated noteworthy success in implementing this strategies. 

4.1.2.5.2. Event Marketing 

In terms of events, we should emphasise the Benfica António Leitão Race, held annually in 

Lisbon, that encompasses a variety of distances (1km route for children, 5km walk, and 10km run) 

to ensure that participants of all abilities can participate. This initiative commemorates the legacy 

of the former athlete and encourages the promotion of physical activity within the local community. 

The event is characterised by a convivial atmosphere, with festivities, activities for the family, 

exhibitions of sports products and other attractions, in addition to the race itself. 

Another initiative worthy of note are the facilities designated for the supporters prior to the 

games. In recent years, clubs, namely Futebol Clube do Porto (FCP) and SLB, have enhanced the 
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pre-match experience for the fans, aiming to provide a comprehensive offering that extends beyond 

the sporting event itself. At nearly every home game, approximately four hours prior to kick-off, 

the club provides a variety of entertainment options, thereby enhancing the experience of attending 

a football match beyond merely observing the game. Such activities include musical entertainment, 

the opportunity to have photographs taken with the mascot, the provision of food stalls and even 

face painting for children. 

It is also noteworthy to mention the initiative of SCP to celebrate the Children's Day, known as 

the Sporting Play Day. This initiative comprises a lot of activities with the aim to provide children 

the opportunity to engage in sporting activities (including handball, athletics, basketball, and 

football), with the intention of promoting a healthy lifestyle and encouraging physical activity. 

The most recent initiative to be recorded was the Neemias Queta Basketball Training Camp, 

that consists in a four-day summer camp that provided young athletes with the opportunity to 

practice, learn and improve under the guidance of Neemias Queta (a Portuguese player who 

currently plays in the NBA). The fact that it was a holiday camp with such a prominent figure as 

its godfather created a strong interest among the younger participants. Furthermore, the Liga 

Portugal Legends is an annual 6-a-side football tournament with free entry, which enables the 

reintroduction of some of Portuguese football's most celebrated players to the field of play (Record, 

2023). This initiative is an excellent example of how former glories from clubs with significant 

historical importance in Portuguese football can be brought together. Furthermore, it demonstrates 

that there are other activities and events that are just as important as professional competitions. 

Regarding summer camps, this is a common initiative among the various clubs, namely in Clube 

Atlético de Queluz and the Férias em Movimento programme, hold annually by IPDJ. This type of 
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initiatives has the objective of providing young people with constructive activities to engage in 

during their free time during the school holidays. 

It is also noteworthy that some clubs organise performances between breaks to entertain 

spectators. In Portugal, the Ovarense Basketball club has its own team of cheerleaders who perform 

at each stoppage of the game. At the international level, during the break of a game of NBA, the 

public is offered some form of entertainment, namely cheerleaders, magicians or singers. 

4.1.2.5.3. Sponsorship 

Regarding sponsorships it is important to emphasize some initiatives, namely the sponsorship 

of La Roche-Posay, a constituent of the L'Oréal group, to the Portuguese Women's National 

Football Team, during the 2023-2024 season. This type of collaborations reflects a commitment to 

gender equality and a clear intention to empower women in sport and to promote positive social 

transformation. It is believed that, by ensuring the protection of athletes who engage in strenuous 

training and competitions in the sun, the brand was supporting them not only on the pitch but also 

in their daily lives, thus promoting the health of their skin (Abola.Pt, 2024). 

Regarding basketball specifically, Betclic has been the official sponsor of the men's and 

women's leagues since 2021, a sponsorship that is set to remain in place until 2027. In the words 

of the brand's International Markets Director, this link is intended to make a significant contribution 

to the promotion of basketball in Portugal (Federação Portuguesa de Basquetebol, 2024). 

In summary, the aforementioned initiatives and strategies indicate that both large and small 

clubs are seeking to humanise their image and present authentic narratives with the aim of fostering 

a closer relationship with their audience. 
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4.1.3. Main Challenges 

In light of the comprehensive examination of the internal and external variations affecting the 

CRCQL, it is imperative to delineate the club's principal challenges and strategic objectives for the 

forthcoming period. Consequently, several potential future directions have been identified. 

However, based on the findings of the literature review and the research conducted, it is our 

recommendation that the club's strategic objectives should be focused on enhancing its overall 

value (including reach and profitability), particularly in the area of female's basketball. To achieve 

this, and considering the aforementioned importance of these areas, it is proposed that efforts be 

directed towards three key areas: Strategic, Digital, and Event Marketing. 

Therefore, as explained before, this Work Project has a main research question and three 

research sub-questions that can be found on section 1. 

4.2. Increase 

After gathering primary and secondary data from an in-depth study of the club's internal and 

external context, interviews, focus groups and surveys, several ideas were identified based on the 

characteristics that best described the club and the challenge (Lages et al., 2024). Furthermore, the 

strategies that emerged from the TOWS matrix analysis were also considered in this process.  

Subsequently, a series of filters were then generated to narrow down the range of ideas. This 

process resulted in 32 ideas and 16 filters/criteria (Figure 19 & 20). Each set of ideas is designed 

to achieve specific objectives: Strategic Marketing focuses on strengthening brand identity and 

fostering loyalty, Digital Marketing enhances online engagement and visibility, and 

Event/Sponsorship Marketing strengthens CRCQL's ties with the local community and provides a 

platform for collaboration with sponsors. These initiatives not only align with CRCQL's mission, 

but also contribute to establishing a cohesive and community-focused brand presence. 
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As previously stated, the filters were constructed based on an analysis of resources, core 

capabilities, objectives, and trends surrounding CRCQL’s context, with the aim of arriving at 

possible and manageable solutions. These filters may be classified into two principal categories: 

those that are more general and applicable to any idea, and those that are more specific. A total of 

9 general and 10 specific filters were identified. General filters examine the external context of the 

organisation, while those that are more specific are tailored to CRCQL's characteristics. 

4.3. Assess 

At this phase of the process, the ideas and filters that had been previously developed were 

subjected to a validation process by the KDMs (namely, Ana Moreira, José Leite and Luis 

Azevedo). The Poker Method applied enabled the KDMs to determine whether the ideas should be 

kept, reviewed, multiplied, or eliminated. To validate the filters, the KDMs were asked to assign a 

ranking between 1 (irrelevant) and 5 (extremely important) to each filter. Each KDMs was given a 

different percentage according to their importance/role in the club. At the end of the process, the 

32 ideas were retained. Concerning the validation of the filters, the final ranking was obtained 

(Figure 21). The first filter in the ranking is “Limited Human Resources” and the last filter is “No 

Additional Infrastructure Needs”. 

Concurrently, the survey and interviews were exposed to an analysis to ascertain whether there 

were any additional ideas or filters that could be incorporated, or whether any newly emerging 

concepts would be beneficial to include. 

The results of the survey (Figure 22) indicate the existence of significant potential for enhancing 

fan engagement and event participation at CRCQL. A significant proportion of respondents (75%) 

indicated that they follow sports clubs on social media, with Instagram and TikTok being the most 

popular platforms, at 92% and 39% respectively. This highlights an opportunity to develop these 
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types of platforms further. Among the 245 respondents who follow sports clubs on social media, 

81% follow football, while only 26% follow basketball, despite basketball being the second most 

popular choice. This suggests that there is a significant opportunity for growth in the presence of 

basketball on social media, as only 63 out of the 245 individuals currently engage with content 

related to basketball. An expansion of digital efforts in this area has the potential to significantly 

magnify the visibility and engagement of basketball. The data indicates a clear preference for short-

form video content (73%) and photo posts (64%). In particular, fans express a preference for game 

highlights (66%) and behind-the-scenes content (62%), indicating that these formats are 

instrumental in fostering engagement. 

Nevertheless, only 69% of respondents have attended club events, despite 83% being aware of 

them. The majority (74%) of those who have not attended cited insufficient promotion as the reason 

for their absence. The data indicates that live games (71%) and festive events (41%) are the most 

popular, suggesting that these should be prioritised in promotional efforts. 

The audience of this particular survey is predominantly young, with 51% of respondents aged 

between 18 and 24, and 7% under 18. Nevertheless, it is important to note that a significant 

proportion of the population is over the age of 50, comprising 18% of the total sample. 

Additionally, the gender distribution shows a slight female predominance, with women 

representing 57% of the respondents. This demographic breakdown indicates a youthful base but 

also points to a noteworthy older segment that should not be overlooked. 

In regard to the analysis of the interviews, seven interviews were conducted. José Leite, the 

technical coordinator of the basketball department, highlighted the necessity for financial growth 

in order to improve sponsorships, facilities and coaching quality, all of which are vital for the club's 

development. Similarly, Ana Moreira, the mini basketball coordinator, expressed a similar 
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viewpoint, additionally suggesting that the early involvement of young girls is vital to overcome 

the cultural obstacles preventing their participation in sporting activities. From the perspective of 

Jorge da Luz, a member of the technical management team for the senior basketball team, financial 

sustainability is a crucial factor in maintaining the quality of coaching and ensuring equal access 

to resources for female athletes. This aligns with the club's core values of responsibility, 

sustainability, and community impact. All three interviewees placed great emphasis on the club's 

dedication to fostering community engagement and youth empowerment. However, they also 

highlighted the potential benefits of implementing more effective Marketing strategies, forging 

stronger local partnerships and organising more events, all of which could serve to enhance 

community connections. Luís Azevedo, the individual responsible for the club's marketing, 

observed that the absence of a structured strategy and dedicated marketing personnel has 

constrained the club's potential on social media, resulting in minimal engagement beyond the 

requirements set by the sports federations. He identified potential for growth through the use of 

creative content, such as game clips, trends, and player profiles.  

To obtain a more diverse range of perspectives, the final interviews were conducted with three 

athletes of varying ages (20, 14 and 12 years old). As previously stated, the ethical standards of the 

Research Project were upheld, and the parents or legal guardians of the two underage athletes 

provided consent and were informed of the project's aim and the questions that would be posed in 

the interviews prior to their administration. The participants placed significant emphasis on the 

importance of community events, particularly the event "Santos dos Lombos". They proposed that 

the dissemination of game highlights and player profiles would serve to enhance the club's social 

media presence and facilitate a stronger connection with its fan base. 
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Overall, there was a consensus that a structured approach to Marketing (specifically Strategic 

and Digital through Social Media investment), enhanced community involvement (through 

Events), and dependable financial resources (reliable Sponsorships and Partnerships) were 

necessary to advance the club's mission and enhance the profile of female's basketball. 

 

4.4. Narrow 

At this stage of the process, the VCW Funnel was applied. Prior to proceeding with the idea 

filtering process, it is essential to gain a comprehensive understanding of the diagnosis, the 

challenge at hand, the KDMs and stakeholders involved. The diagnostic indicated that grassroots 

and non-profit sports clubs in Portugal were having difficulties in increasing their value in terms 

of visibility and profitability. They encounter obstacles in attracting a larger audience, establishing 

collaborative relationships, and generating sustainable revenue due to constrained resources and 

intensified competition for digital attention. The challenge that arises is “How grassroots clubs can 

enhance their overall value through Strategic, Digital and Event Marketing?”. The KDMs in 

response to this challenge are the CRCQL’s management and marketing team. The resolution of 

this challenge involved the participation of several key stakeholders, including athletes of the club 

and the broader community. 

In the next step of this stage, the ideas were narrowed down by each of the filters ranked before. 

The sequence of filters varied between “non-negotiable”, “must-have” and “nice-to-have". A total 

of 15 final solutions were derived from the VCW Funnel (Figure 23). 

The concluding step involved the application of the 4Ms (manpower-team, minute-time, money-

budget and motivation to implement solutions on a scale of 1-10) to the clusters of the 15 final 

solutions to diagnose what each one entailed. These 15 solutions have been organised into three 
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clusters: Strategic Marketing (solutions 1 and 8), Digital Marketing (solutions 10-12, 14, 17) and 

Event Marketing (solutions 21, 22, 24, 25, 28-30, 32) (Figure 24). The aforementioned solutions, 

give shape to three key statements that collectively define the value proposition of Quinta dos 

Lombos: Brand Building (focusing its resources and strategy on the strength of the brand), Digital 

Outreach (have a coherent and consistent message as well as a well-defined plan for scaling all 

digital platforms) and Community Engagement (entails the alignment and promotion of CRCQL 

missions and values with those of the community it serves while also promoting interaction and 

close relations with that community, through events and sponsorships). 

4.5. Act 

In the final stage of the project, the objective is to prototype and conceptualise the final solutions. 

This includes an explanation of the objective, composition, implementation, and budget for each 

idea. Additionally, this is an essential stage for establishing how the club can control each idea 

using various KPIs. 

4.5.1. Strategic Marketing 

4.5.1.1. Develop a range of merchandise 

The creation of a new line of merchandise that incorporates the CRCQL's basketball identity is 

driven by three key objectives: to reinforce the club's connection with the community and its 

supporters; to enhance the club's visibility, and to generate additional revenue streams. 

The merchandise collection should comprise a variety of items, including sports bags, tote bags, 

bottles and key rings. The selection of these items was based on their functionality and their 

capacity to appeal to a broad audience, including both those engaged in sporting activities and those 

who support the club. Concurrently, the existing merchandise (Figure 25), including t-shirts and 

sweatshirts, should be updated to create a unified graphic line. The objective is to ensure that all 
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items, whether newly introduced or pre-existing, exhibit a consistent and recognisable aesthetic 

(Figure 26). 

The implementation process should start with a creative design phase, integrating pivotal 

elements such as the club colours and logo. Once the designs have been finalised, the next stage 

will be to engage with suppliers to discuss materials, production timelines, quantities and budgets. 

In order to implement this proposal, it is recommended that Ana Moreira, the person currently 

carrying out this type of work, should take responsibility for its implementation. Ana should be 

responsible for overseeing all aspects of the project, from the creative design phase to supplier 

negotiations and production oversight. Subsequently, should also be responsible for coordinating 

the sales, in collaboration with volunteers and club members, with a view to managing in-person 

sales at games and events. 

Furthermore, it is essential to emphasise the importance of marketing in order to optimise the 

impact of the merch. It is recommended that this new line be disseminated on digital platforms, 

including Instagram and TikTok, using a creative video that employs dynamic visuals and may 

feature players or fans to foster an emotional connection with the audience. This task should be 

assigned to the current marketing manager, Luís Azevedo. Furthermore, merchandise can be made 

available for purchase via private messaging, which provides a direct and straightforward method 

for supporters to complete their purchases. 

In terms of financial resources, the initial investment required for this initiative is estimated to 

be approximately 3.000€. Given the considerable investment required, the introduction of the 

merchandise items can be staggered over several months. The following section presents the 

reference values for each item, inclusive of personalisation and the corresponding quantities: 150 
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T-shirts - 750€ (5€ each); 50 Sweatshirts - 845€ (17€ each); 50 sports bags - 420€ (8,5€ each); 50 

tote bags - 150€ (3€ each); 100 key rings - 120€ (1,2€ each); 150 bottles - 590€ (4€ each). 

It is therefore imperative that each item is sold at a price that will ensure profitability. This 

means that each t-shirt should be sold for 8€, each sweatshirt for 25€, each sports bag for 15€, each 

tote bag for 6€, each key ring for 4€, and each bottle for 6€. If all the items are sold, the initial 

investment will be guaranteed, as well as 1.800€ in profit. 

4.5.1.2.Organising fundraising initiatives 

The central concept is to implement five fundraising initiatives for Quinta dos Lombos, with the 

objective of generating financial resources (without requiring a significant initial investment) that 

will enable the club to finance its various activities. 

At the first home game of the month for the senior team, the club will require the assistance of 

five athletes to circulate around the pavilion at two distinct intervals: half an hour prior to the 

beginning of the game and at half-time. These athletes will be responsible for collecting donations 

from the public. The donations will be solicited through the sale of raffle tickets, each of which 

will cost 1 ball (equivalent to 1 euro). The purchaser of a raffle ticket will be entered into a draw 

at half-time of the last home game of the season (typically in May) for the chance to win an 

autographed jersey of their preferred player. The fundraising initiative will be implemented in the 

following manner: 1st Fundraising: January; 2nd Fundraising: February 1st; 3rd Fundraising: 

March 9th; 4th, 5th and Draw: The dates of the subsequent event will be determined at a later stage, 

contingent upon the team's continued participation in the competition or its elimination (around 

April and May). 

It is also crucial to underscore the significance of marketing in order to enhance the efficacy of 

the initiative. It is advised that two days prior to the match at which the raffles will be sold, the 
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club should promote the initiative on their digital platforms, including Instagram and TikTok, with 

a brief video showcasing the sale of raffle tickets and emphasising the final draw. This task should 

be assigned to the current marketing manager, Luís Azevedo. 

In terms of financial resources, the initiative will require the purchase of raffle cards, with an 

estimated cost of approximately 2€ per card. It will also necessitate the acquisition of one card per 

game, resulting in a total expenditure of 10€. In this instance, the raffle tickets will be sold by the 

club's athletes (over the age of 18) on a voluntary basis, thereby negating the necessity for 

remuneration. For the draw, it will be necessary to purchase a jersey inscribed with the name of the 

chosen player, which will cost 20€. The final budget for this initiative for the forthcoming year will 

therefore be 35€. Given the low cost of each raffle ticket, it is estimated that approximately 25% 

of supporters at each game will assist the club by purchasing a ticket. It is estimated that each 

fundraiser will raise approximately 40€, which equates to a total of 200€ at the end of the season. 

This will allow for an assessment of the success of the initiative at the end of the season. If the club 

has raised 200€ or more, it can be concluded that the initiative has been well perceived and met 

with success. 

4.5.2. Digital Marketing 

4.5.2.1.Develop a targeted social media presence across platforms 

The objective of developing a targeted social media presence through Instagram and TikTok is 

to fulfill the club's need to disseminate a distinct yet appropriate and coherent message to each 

target audience on its social networks. The two platforms cater to different audiences, with 

Instagram appealing to a more mature demographic and TikTok attracting younger users. It is 

proposed that the message “Educar Desportivamente” be conveyed, in order to reinforce the club's 

mission of equipping individuals with the skills and attributes required to excel and inspire in the 
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future. The content will be distinct yet unified in its coherence through the main message. 

Consequently, this targeted social media presence will comprise a series of posts and narratives 

centered on the players' journeys, local achievements and impact on the community. The formats 

will vary depending on the platform and on the type of content. On Instagram, these will include 

Carousel Posts, Reels and Stories. On TikTok, they will include short Videos with sounds and 

challenges that are trendy at a specific point in time. In order to implement this proposal, the 

individual responsible will be Luis Azevedo, the marketing Manager of CRCQL. 

Subsequently, in terms of the requisite time period, it is anticipated that a gradual 

implementation will occur over the next year. This will entail integrating the existing content with 

the suggestions that will be developed. 

In terms of financial resources, the costs associated with social media platforms are minimal or 

non-existent. This is due to the fact that social media platforms do not require significant 

investment and offer a range of free options. 

4.5.2.2. Promote posts on social media 

The utilisation of paid media on social networks at opportune moments is an effective strategy 

for enhancing the visibility and the engagement of the community with CRCQL. Consequently, 

this approach facilitates a more extensive reach, thereby ensuring that the club's content is 

disseminated to a broader audience than its existing followers, which is pivotal for fostering brand 

awareness. Furthermore, paid media affords the club the ability to target specific demographics 

with greater precision. 

In terms of implementation, it is vital to determine the optimal times and occasions for 

promoting publications. These include significant match days, back-to-school periods, events, and 

any video content that has the potential to attract the public. It is recommended that the 
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aforementioned promotion be conducted by the club's current marketing manager, Luís Azevedo. 

However, it would be prudent to designate one individual within the club whose responsibility it is 

to plan which publications are to be promoted and to allocate the investment for each one. 

Subsequently, it is important to note that both Instagram and TikTok offer flexible payment 

models, which allows for the achievement of notable outcomes with a relatively modest 

investment, particularly when the campaign is targeted and optimised in real time. In consideration 

of the financial resources available, and as previously justified, it is recommended that the 

promotion of publications commence with lower investments of between 5€ and 10€ per 

publication. Furthermore, it is advised that the investment in this promotion does not exceed 

200€/300€ per year. 

4.5.2.3.Create a series of “Backstage Moments” on Instagram and TikTok 

The fundamental premise of this idea is the production of a series of brie and genuine videos on 

Instagram and TikTok. The videos will provide insight into the club's day-to-day activities, 

showcasing the players, coaches, and staff in their natural environment. The club will have the 

opportunity to demonstrate to its followers what it is like behind the scenes at games, travelling to 

games, spontaneous moments and other aspects of the club's activities. The principal objective of 

this initiative is to cultivate fan engagement and loyalty by creating content that makes followers 

feel as integral to the team's journey as possible, thereby increasing engagement on social media. 

The present idea will have a duration of six months, with each month being dedicated to a 

different team. Each team will be afforded the opportunity to demonstrate their activities in three 

concise videos, each with a distinct conceptual focus: 1st week of each month: A brief video 

presentation will be made by each member of the team, in which they will introduce themselves, 

stating their name, age, position in basketball, and one interesting fact about themselves; 2nd week 

Group Part 



  

 

 

   

 

60 
      

of each month: A video of a team training session, with approximately 30 seconds; 3rd/4th week 

of each month: A video of a team game, with approximately 30 seconds. As the club has 

approximately six teams, this initiative will be distributed among all teams, with each team 

responsible for recording content for each month, starting in January with the senior team and 

concluding in June with the mini-basket team: January – Senior team; February – U22/U18 team; 

March – U16 team; April – U14 team; May – U12 team; June – U10/U8 team (given that all athletes 

and their parents/legal guardians in all age groups have signed a document attesting to their 

understanding of and consent to the use of their images on the club’s social media). 

This idea should be coordinated by Luis Azevedo, that all the recordings will be made at the 

club, and that the production and editing of the videos will take no more than two hours. This 

estimate assumes that the videos will be relatively short and not require extensive editing (Figure 

27). The series will be published on a weekly basis, on Tuesdays (1st, 2nd and 3rd/4th of each 

month), with the intention of fostering a sense of anticipation and dependency among the followers, 

who will be eager for the next post. 

In terms of financial resources, the initial investment required for this initiative is merely the 

purchase of a microphone, which costs approximately 30€. 

4.5.2.4.Create a series of “Day in the Life” on Instagram and TikTok 

The concept of a "Day in the Life" series on Instagram and TikTok entails the athletes assuming 

control of the club's social media account for that specific day. The objective is to foster a more 

personal and intimate connection with the audience, enabling fans to gain a deeper insight into the 

athletes' lives and the club's values. The series would focus on individual athletes' vlogs. These 

vlogs would explore a range of topics related to the athletes' lives outside of their sporting activities, 
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including their hobbies, occupations, daily routines, mental health practices, and approaches to 

work-life balance. The intention is to incorporate these series with the Senior team (Figure 28). 

In terms of implementation, Luis Azevedo, the marketing manager, in coordination with José 

Leite and Gustavo Leite, the head-coaches of the Senior A team and Senior B/Under 22 team would 

be responsible for coordinating athlete schedules for account takeovers and providing athletes with 

content guidelines to ensure that the posts and stories align with the club's desired narrative and 

image. The proposed timeline would entail the second part of the next year, for a period of four 

months, from September to December. During this time, one athlete would be selected each week 

(or, in the event of multiple athletes being available, two to two weeks) to share their experiences 

and insights into a typical day in their life. At the beginning of the month, the athletes' availability 

should be ascertained, the content to be shared should be approved, and a set of preliminary posts 

should be developed to provide a teaser effect for the series. Following the completion of the series 

by the end of the same month, the footage must be edited and the performance monitored.  

From a financial viewpoint, this is cost-effective, particularly because it only involves 

production of genuine, organic content, thereby avoiding any additional expenditure with, for 

example, video editing. 

4.5.2.5.Host a community-wide contest 

By initiating a community-based design competition for the purpose of creating a t-shirt for the 

forthcoming season, the CRCQL will be presented with the opportunity to enhance its connections 

with the local community and to increase the level of engagement with the wider public. This 

initiative will facilitate the involvement of the club's supporters and sympathisers in the creative 

process, potentially transforming passive followers into active collaborators. 
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The implementation of this idea should start with the launch of the contest on Instagram, 

accompanied by a comprehensive dissemination of all pertinent details, including the requisite 

format for submissions and the corresponding deadlines (Figure 29). Throughout the course of the 

submissions, the competition should be continually promoted on social media through the posting 

of relevant content. Once the submissions have been received, a select few members of the club 

shall determine the winning entry, after which the marketing responsible shall proceed to publish 

the chosen design on the club's Instagram account. The winning design will then be produced and 

sold as a limited edition together with a local streetwear brand (e.g. Carca Crew). This collaboration 

ensures a more professional and specialised production process. Moreover, collaborating with local 

brands fosters credibility and attracts a broader audience, as these types of brands are well-known 

among younger local demographics. Like all other merchandising items, this t-shirt will be sold at 

the club's events, with orders available via private message and in the club’s reception. 

In regard to financial resources, the budget for this initiative must be defined in conjunction 

with the brand. Nevertheless, the objective is to sell each sweatshirt at a price exceeding the cost 

price, thereby ensuring a profit. Nevertheless, our calculations indicate that the cost of producing 

one sweatshirt will be approximately 25€. If we assume a sales volume of approximately 50 

sweatshirts, the initial investment for this initiative will be 1.300€. 

4.5.3. Event Marketing 

4.5.3.1.Develop more holiday camps 

Given the high level of anticipation among young people for this period, it would be beneficial 

for the club to consider the establishment of additional holiday camps throughout the year, in 

addition to the existing one-week summer camp. The implementation of this initiative will enable 

the club to reinforce its role as a source of development for young people while also meeting the 
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needs of families who are consistently seeking structured activities that foster crucial skills for their 

children's growth. This approach allows the CRCQL to strengthen its ties with young athletes and 

their families while promoting the year-round development of skills. 

The implementation of these holiday camps will require the planning of activities, infrastructure 

and logistics, in addition to the promotion of the camps via social media. It is of the utmost 

importance to underscore the significance of enabling young people to cultivate their abilities and 

sustain an active lifestyle during the school holidays. This initiative is designed exclusively for the 

community, and its implementation would undoubtedly yield substantial benefits. It is also 

imperative to establish a reasonable and economical fee for the planned activities, including 

transportation and sustenance, to ensure the camps' financial viability. In order to guarantee the 

effective functioning of these summer camps, it is essential to mobilise the club's existing technical 

personnel, in addition to some volunteers. 

It is expected that for the next year the club can organise three holiday camps (Figure 30): Easter 

Camp – 7th to 11th of April; Summer Camp - 7th to 11th of July and 14th to 18th of July; Christmas 

Camp – 16th to 19th of December. The scheduling of these dates has been intentionally aligned 

with the academic calendar, with the summer camp divided into two weeks to accommodate the 

specific challenges parents face in managing their children's summer vacation schedules. 

From a financial perspective, these holiday camps have the potential to become an additional 

source of revenue for the club, while also enhancing the value proposition offered to its community 

members. The financial resources allocated to this camp will be contingent upon the number of 

participants and the number of coaches. The following forecasted expenditure is associated with 

the Christmas and Easter camps: 50 registrations, only available for club members, with a cost of 

150€ each per camp; 5 coaches, with a cost of 150€ each per camp; 55 lunches (considering both 
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athletes and coaches), with a cost of 8€ per meal per person; 50 camp t-shirts (for each athlete), 

with a cost for the club of 5€ each. The total revenue for each camp will be 7.500€ , derived from 

the registration fees of 50 participants at a rate of 150€ per participant. The total cost for each camp 

will be 1.440€. It can thus be concluded that CRCQL will generate a profit of 6.060€ from each 

camp. 

For the two weeks' Summer Camps, we advise CRCQL to open to all kids from different clubs, 

and not only for the club already players. With this, we estimate that there will be: 75 registrations 

per week, available for all the community, each one of them costing 150€ per athlete per week; 10 

coaches, with a cost of 150€ each per week; 85 lunches (considering both athletes and coaches), 

with a cost of 8€ per meal per person; 75 camp t-shirts (for each athlete), with a cost for the club 

of 5€ each. The total revenue generated by each camp will be 11.250€ (calculated as 75 

registrations multiplied by a fee of 150€), while the total costs will be 2.555€. This indicates that 

CRCQL will generate a profit of 8.695€ from each summer camp. If the anticipated number of 

registrations for each camp is met, a profit of approximately 30,000€ is projected. 

4.5.3.2. Establish partnerships with local schools 

While the club has already established partnerships with St. Julians School, the primary 

objective of this initiative is to further strengthen the club's ties with the community, support the 

growth of young people and promote the sport of basketball. To achieve this, it will be essential to 

collaborate with local (and potentially international) educational institutions, such as Colégio 

Papião or Oeiras International School. 

In the initial implementation phase, it is proposed that coaches and athletes be present on 

strategic days to be defined to organise activities, exercise demonstrations, question-and-answer 

sessions and some entertainment. This approach would facilitate the linkage of the CRCQL to a 
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fun and relaxed time, which could attract a significant number of these young people to join the 

club in the future. It is recommended that trial vouchers, entitling the holder to one complimentary 

training session, be distributed during these activities to encourage not only children but also their 

parents to visit the club. At the outset of the project, the board members, Ana Moreira and Jorge 

da Luz, can assume responsibility for liaising with the various local schools and for the 

management of all associated logistics. This will include the preparation of vouchers, and the 

provision of any necessary equipment. To this end, it is essential to coordinate availability 

internally to ascertain which coaches and players are available for this initiative. Furthermore, Luis 

Azevedo, who bears responsibility for marketing, must also publicise all visits to schools on the 

club's digital platforms. 

As for the budget, this would undertake promotional costs (design and printing vouchers having 

200-400 in total with a cost of about 5-8€). 

4.5.3.3.Build new partnerships and sponsorships 

The objective of this initiative is to establish collaborative relationships with organisations to 

secure financial support for the club. This is a crucial aspect, as it ensures the long-term viability 

and growth of the club, as evidenced in the literature review. 

In light of the aforementioned considerations, the objective is to devise a sponsorship plan for 

CRCQL that enables the club to present itself and demonstrate its value to potential sponsors in a 

structured and effective manner. Consequently, the search for sponsors should be conducted in 

accordance with a defined process, beginning with the formulation of a comprehensive presentation 

of the club. This will facilitate the subsequent identification of companies with shared interests. 

Firstly, it is essential to establish the value of the club and identify the benefits that sponsors can 

derive from representing the club. In the case of CRCQL, the main points of interest for potential 
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sponsors to consider can be summarised as follows: Social Media Visibility; Commmunity/Local 

Impact; Exposure at matches and events. These events provide sponsors with the opportunity to 

showcase their brands through various means, including equipment, banners, social media, and 

other forms of publicity. 

Subsequently, it will be essential to select companies that are well-suited to the club's objectives. 

For grassroots clubs, such as CRCQL, it would be prudent to focus on local companies or small 

and medium-sized enterprises that are seeking to enhance their visibility.  Such companies could 

be defined as follows: Local Businesses (firms in the Carcavelos area that wish to promote their 

products may find it advantageous to engage with the local community, which comprises numerous 

individuals who can serve as brand ambassadors); Sport/Gym brands (companies that sell sports 

equipment, clothing or supplements); and Health and Wellness Services (it may be of interest to 

clinics, physiotherapists, nutritionists, doctors and other health professionals to consider forming a 

partnership with the club). 

At a later stage, the club will have to conduct a personalised pitch for each potential sponsor. 

The purpose of this pitch is to demonstrate the value that the club can add to the sponsor in question. 

To do this, the club must: 

• Research the company (find out what they do, what their values are, how they align with 

the values of the club, and how the club can contribute to the visibility and engagement of 

the business or brand); 

• Explain the target audience (this is where CRCQL needs to show that its target audience 

is aligned with the company's target audience and that a partnership is a reasonable 

outcome); 
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• Highlight the benefits (the club needs to demonstrate how the brand will benefit from 

engaging in this collaboration); 

• Demonstrate impact (the club must provide data on how this sponsorship will help the 

selected organisation). Finally, once the pitch has been prepared, CRCQL should start 

contacting the companies that they have identified as having the most potential, allowing 

them to meet and start working together. 

From a financial viewpoint, this initiative is considered cost-effective. 

4.5.3.4.Develop a team-up initiative with local businesses 

The subsequent solution is to facilitate collaboration with local businesses (local grocery stores, 

sports or healthy snack brands, jewelry stores or handmade items), in the form of stalls on match 

days or events, thereby enabling them to sell their products. This cost-effective approach allows 

the club to reinforce its connections with the local community, forging beneficial partnerships and 

generating additional revenue streams (through stall fees or sales commissions). The objective is 

to enhance the experience of members and fans on match days or events. 

From this perspective, it would be advantageous to disseminate information regarding this type 

of action on both the club's and the brand's digital platforms. This could entail offering exclusive 

discounts on match days or at specific events. To achieve this, it would be beneficial to appoint an 

individual responsible for liaising with and subsequently managing the brands, allocating them to 

matches and events where their presence would be most beneficial. From a financial viewpoint, 

this initiative is considered cost-effective. 

4.5.3.5.Organise themed events/activations 

The objective of this initiative is to enhance the relationship between CRCQL and the 

community by organising themed events and activities around significant dates such as Mother's 
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Day, Father's Day, Children's Day and Women's Day. This will enhance its visibility, make the 

families feel part of the club and attract a diverse demographic by incorporating basketball-centric 

activities and entertainment. 

The following activities are proposed for organisation (Figure 31): Women’s Day (8th of 

march) - Invite notable female speakers with the objective of inspiring attendees and promoting 

gender equality in sports, such as: Beatriz Jordão - a former athlete of CRCQL basketball that 

represented the national team and graduated from a Division 1 college in the United States. Is 

currently a basketball coach in Luxembourg and is completing her Masters in Exercise and Health; 

Luiana Livulo - a former athlete of CRCQL basketball that represented the national team, having 

graduated from UCLA, one of the USA's most esteemed educational institutions. She is currently 

a senior team coach and has enjoyed a lengthy career in basketball; Teresa Bonvalot - a two-time 

European junior surfing champion from a different discipline of sport, but still an athlete that is 

young and inspiring among generations; Father’s Day (19th of march) and Mother’s Day (4th of 

may) - On each of the festival days, each athlete brings their father/mother to training sessions and 

engages in training activities with them; Children’s Day (1st of june) - Given that the event falls 

on a Sunday, we propose that the club celebrate the day during the following weekday. Our 

recommendation would be to bring together all the club's levels and conduct a training session of 

a different nature, with the objective of fostering relationships within the club.  

In order to implement this initiative, it is necessary to designate a member of the club who will 

assume responsibility for coordinating activities and communicating with the relevant individuals. 

Conversely, it is also incumbent upon Luís Azevedo to prepare content for the purpose of 

publicising each of these actions.  
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In terms of financial planning, there will be no expenditure, as the day will be conducted in a 

manner consistent with a "normal practice" day, with the exception of the implementation of an 

alternative and more dynamic approach. 

4.5.3.6. Host Workshops 

This initiative entails the organisation of health and wellness workshops for athletes and the 

wider CRCQL community, with a focus on topics pertinent to the field of sports, including 

nutrition, mental health and injury prevention. The workshops are offered free of charge to athletes, 

while a nominal fee is charged to members of the community and parents. 

In order for this initiative to be implemented, the club will form collaborative partnerships with 

local health professionals and wellness brands to provide professionals to speak and orientate the 

workshops. Those invited include nutritionists, discuss optimal diets for athletes and families; 

sports psychologists and/or mental/career coaches, address mental health and motivation; and 

physiotherapists, nurses, and doctors, to educate attendees on injury prevention techniques. The 

objective is to identify potential alumni or young professionals who can offer a fresh and innovative 

perspective on these topics. The aim is to enhance the physical and mental wellbeing of club 

members through education and engage with the wider community thereby establishing the club 

as a holistic sports facility. In order to complete this initiative, it is necessary to employ a dedicated 

CRCQL staff member to organise and oversee the workshops. It would be very interesting to invite 

a senior athlete (18-25 years) to be part of the organising team of the events/workshops so that a 

young perspective can give insights in the implementation of this idea. Additionally, Luís Azevedo, 

will be responsible for promoting the workshops on social media. Finally, volunteers will be 

enlisted to assist with logistical matters such as setup, registration, and Q&A sessions. 
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With regard to the timeline, the planning of each workshop/event will take a month prior to each 

event. This will entail identifying and confirming the professionals or brands to partner with, as 

well as deciding on the format and schedule for each workshop. Once the workshop has been 

planned, it is then promoted 2 weeks before its due date across social media platforms (countdowns 

and teasers). In terms of scheduling, the workshops should be divided as follows (Figure 32): 

• Sport Psychology, Mental Health and Wellness - World Mental Health Day on 1st of 

october; 

• Nutrition - It would be prudent to schedule the event for the last week of September, at the 

beginning of the academic year, to allow for the full range of activities to commence; 

• Injury Prevention - It should be scheduled to occur in proximity to the intensive training 

season, in september, preceding the major competitions and tournaments. 

In terms of financial considerations, the budget will encompass the remuneration of the invited 

speakers even though we expect that the majority of the speakers will be free of charge. 

4.5.3.7.Create a "CRCQL Parents Tournament” 

The primary objective of this initiative is to enhance parental involvement and engagement 

within the CRCQL community. Nevertheless, the initiative also aims to encourage physical activity 

and foster a sense of belonging to the club community. The objective of the CRCQL Parents 

Tournament is to organise friendly matches between the parents of the club's players (Figure 33). 

In addition to providing entertainment and physical activity, the league strives to establish a 

welcoming environment where parents can interact and become acquainted, thereby fostering 

greater support and involvement in the club's activities. Moreover, the tournament participation fee 

of 5€ per person provides the club with a potential source of revenue, which it can subsequently 

allocate towards addressing its most pressing needs. 
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The timing of this tournament is flexible, but it is recommended that it be held at the end of the 

season, as this will afford it greater significance for the club, parents and players alike. The 

objective is to have a registration form completed by parents one month prior to the tournament, 

which will enable them to constitute teams comprising five to eight players. Once the registration 

period has concluded, a schedule of matches must be prepared, taking into account the composition 

of all the teams in order to ensure a fair and competitive tournament. 

It is also crucial to underscore the significance of marketing in order to enhance the efficacy of 

the initiative, so it is essential to promote the idea on social media. It is recommended that during 

this period, the club publishes a minimum of four posts on digital platforms (Instagram and TikTok) 

to remind parents of the tournament. This task should be assigned to the current marketing 

manager, Luís Azevedo. 

The most suitable venue for the tournament is St. Julians School, as it has the capacity to 

accommodate four playing fields, thereby eliminating the necessity to rent, given the school's 

existing partnership with the club. Therefore, in terms of financial resources, it is reasonable to 

assume that this tournament will not result in any expenditure, but rather in revenue. This is because 

the parents of the athletes will be required to register in order to participate. 

4.5.3.8.Host an Annual Youth Basketball Tournament 

The idea of hosting an annual youth basketball tournament is to organise a tournament with 

young and talented athletes from CRCQL and other local club teams. The main purpose of this 

initiative is to create an engaging community event that brings families, locals and athletes together. 

We propose to hold this at the end of the club’s season, thus providing an opportunity to bring all 

the activities of the year to a close in a convivial and competitive setting. 
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As previously stated, the tournament is structured around the organisation of competitive 

matches between several U12 teams around the country. The tournament will conclude with a 

snack time and a celebratory ceremony. Additionally, to enhance engagement, it is recommended 

that prizes and awards be distributed at the conclusion of the day. The tournament will involve 

approximately 10 teams, with each team required to pay a symbolic entry fee of 5€ per athlete. 

In order to implement this initiative, it will be necessary to appoint a dedicated CRCQL member 

to assume responsibility for the planning, coordination and management of the event. The role of 

the coaches and volunteers is to oversee the participating teams and provide assistance with 

logistical matters, including registration, scorekeeping, and food service. Ultimately, the 

responsibility of promoting local sponsors, and the tournament falls upon the marketing director 

(Figure 34). In terms of the timeline: 

• 1/2 months prior to the tournament day - it will be necessary to identify the participating 

teams and schedule the tournament games, secure sponsors for equipment, prizes and 

promote the event via CRCQL's social media platforms; 

• Day of the tournament - (21st of June) all relevant parties are fully apprised of their duties 

and responsibilities in order to ensure the event's seamless operation. Additionally, promote 

highlights of the tournament via social media platforms; 

• Following the conclusion of the tournament - for the week after, the club should promote 

information regarding the event's key moments on social media platforms and express 

gratitude towards sponsors in a public manner.  

In terms of financial resources, the fact that the tournament is being held in the club's pavilion 

does not necessitate a significant investment. Nevertheless, as this is a competitive event, it would 

be beneficial to offer prizes. Therefore, we propose the distribution of medals to the first and 
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second-place winners, along with a cup to the winner of the first place. Therefore, the cost of each 

medal is estimated to be 0.8€. Based on the assumption that each team comprises 15 individuals 

(12 athletes and 3 staff members), the total investment in medals is projected to be 24€. The cost 

of the trophy is slightly higher, estimated at 20€. Thus, the total investment for this tournament will 

be 44€. Nevertheless, as the cost per athlete is set at 5€, and as previously stated, it is estimated 

that each team will have twelve athletes. Consequently, the tournament is expected to generate an 

income of approximately 600€. 

With regard to the provision of a light snack following the conclusion of the tournament, it 

would be prudent to engage the services of a food truck company that has previously participated 

in events held at CRCQL. This company has two small caravans selling hot dogs and hamburgers, 

and there is no charge for them to be on location. The proceeds from food sales are transferred 

directly from athletes and parents to this company, which simplifies the process for the club as it 

eliminates the need for the club to handle the transactions. 

4.5.4. Timeline 

In terms of the proposed timeline, the intention was to distribute the ideas throughout the next 

year in order to avoid periods of inactivity (Figure 35). August is the only month in which no 

initiatives are planned, given that it is a holiday month and therefore a time when many people are 

away from their normal routines. The ideas were distributed in accordance with a strategic timeline, 

with consideration given to their capacity to achieve a high impact with a minimal financial 

investment. For example, the launch of the “Backstage Series” on social media at the beginning of 

the year represents an effective use of existing social media platforms, increasing visibility and 

engagement without significant upfront costs. Concurrently, fundraising events are accorded 

priority at the outset of the year, as they not only yield financial resources to buttress subsequent 
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initiatives but also foster community involvement and support. This combination of low-cost and 

high-impact activities ensures an efficient allocation of resources while creating momentum for the 

broader strategic objectives set forth in the plan. 

4.5.5. Final Budget 

In consideration of the budget, it is our view that Strategic, Digital, and Event Marketing 

represent forms of investment. Consequently, we propose an investment of approximately 13.000€ 

by the club during the 2025 fiscal year (Figure 36). However, as can be observed from the timeline 

presented, this investment will not be made in a single instance. Rather, it is anticipated that the 

funds will be redirected from existing club resources. Despite the considerable scale of the 

proposed investment, the objective is to enhance the club's revenue generation, thereby allowing 

for the optimal utilisation of profits in accordance with the club's strategic vision. 

4.5.6. Control and Evaluation Metrics 

In order to ensure the efficacy of the aforementioned ideas, it is essential to define control 

metrics and KPIs (Figure 37). These are pivotal instruments for assessing the efficacy and impact 

of strategic initiatives. With this, the club can guarantee that the defined objectives are being met 

and that resources are being allocated optimally. 

5. Conclusion 

As previously stated, the objective of our Work Project was to address the existing gap in the 

literature review concerning the implementation of Strategic, Digital, and Event Marketing in the 

context of grassroots clubs, with a particular focus on the domain of female basketball. 

To this end, a comprehensive investigation was conducted into the potential VCW 

implementation strategies that could be adopted by CRCQL. Following an exhaustive examination 
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of each component of the framework, approximately 32 potential ideas for implementation by 

CRCQL were identified. However, upon the application of a set of criteria and the realisation that 

the club is constrained by limited resources, a plan comprising 15 initiatives was selected and 

further developed in section 4.5. This plan was devised by the team members in accordance with 

their respective areas of expertise and fully details the implementation of each initiative. 

6. Additional Recommendations 

This section presents a series of additional recommendations for CRCQL that represent a viable 

path forward. As said, the 15 main ideas, accompanied by a detailed implementation plan, can be 

found in section 4.5. However, additional recommendations have been identified following our 

micro and macro environmental analysis of the CRCQL. These recommendations did not result 

from the application of the VCW due to the utilisation of strict filters and extending beyond the 

scope of the areas of our study. Nevertheless, we believe they remain pertinent to the organisation 

and its development and growth. These recommendations are drawn from two key areas: data 

analysis and organisational analysis (Figure 38). 

In conclusion, these recommendations collectively represent potential “next steps” for CRCQL 

to pursue in order to implement and enhance operational procedures, expand its visibility, and 

reinforce its community ties. 

7. Limitations and Further Research 

The course of the present Work Project was marked by a few limitations, which had an impact 

on the final results. Firstly, a significant limitation was the lack of insights provided by the CMC. 

Despite the opportunity to interview the Councillor for Sport, the limited timeframe and overlap 

with the Council's active period precluded the incorporation of these insights into the application 

Group Part 



  

 

 

   

 

76 
      

of our framework. This constituted a significant limitation, as the CMC, and the Councillor for 

Sport in particular, are KDMs and a primary source of financial support for CRCQL, especially 

during the Narrow phase of our methodology. Including their input could have resulted in more 

accurate and realistic outcomes. Moreover, it was determined that in the majority of cases, the 

CMC represents the sole resource available to the club, which consequently constrains its potential 

for growth and performance. 

A further limitation was the lack of human resources within CRCQL. Upon applying the VCW 

Funnel, it became evident that the primary filter through which the majority of ideas were excluded 

from the project was the limited human resources available. This shortage of staff proved to be a 

significant constraint, impeding the generation of new solutions and ideas for CRCQL's strategic 

development, and consequently affecting the overall scope of the project. Subsequently, despite 

the considerable advantages that the VCW methodology has brought to our Work Project, we have 

identified certain limitations in its application that have ultimately affected the final outcome. 

During the Narrow phase, the inflexible and rigorous application of filters led to the exclusion of 

ideas with substantial potential. In future applications, greater flexibility in the filtering process 

could be achieved through the introduction of clear guidelines, thus preventing this issue. 

In conclusion, the methodology employed in the Work Project could have been enhanced by the 

utilisation of alternative methodologies, which would have yielded comparable results. For 

instance, a case-study based approach could have been employed, whereby an analysis of strategies 

and results from organisations with similar characteristics to CRCQL could have been conducted. 

This would have facilitated advanced benchmarking opportunities, consequently facilitating the 

generation of new ideas for a strategy for CRCQL.  
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Figure 1 - Strategic Planning 

Source: Kotler et al., 2018 
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Figure 2 - Marketing Strategies 

Source: Kotler et al., 2018 

 

 

 

 

 

 

 

 

 

 

Figure 3 – Sports Marketing Process 

Source: Shank & Lyberger, 2015 
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Figure 4 – 7P’s of Marketing 

Source: Shilbury et al., 2020 
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Figure 5 - Sports Marketing Plan 

Source: Coutinho da Silva & Luzzi Las Casas, 2017 
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Figure 6 - The Four Domains of Sports Marketing 

Source: Fullerton and Merz (2008), cited by Gadiraju (2016) 
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Figure 7 - Advanced Marketing Class | 

Application of VCW 
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Figure 8 - Interview Questions 
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Figure 9 - Survey Questions 
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Figure 10 - Global Ranking | Most Popular Sports Worldwide 

Source: World Statistics Database (Mohamed, 2024) 
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Figure 11 - Federation Members in Portugal 

Source: Portuguese Institute of Sports and Youth I.P. 
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Figure 12 - PESTEL Analysis 
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Figure 13 - SWOT Analysis 
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Figure 14 – Analysis of CRCQL’s Customer Landscape 

 

 

 

 

Figure 15 - Organisational Structure of CRCQL 
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Figure 16 - Divisions at CRCQL 

 

 

Figure 17 - McKinsey Matrix for CRCQL 
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Figure 18 - Benchmark Comparison with CRCQL 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 19 -  STP of CRCQL  
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Figure 20 - Generated Ideas 
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Figure 21 - Generated Filters/Criteria 
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Figure 22 - Ranking of Filters/Criteria 
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Figure 23 - Survey Analysis 
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Figure 24 - Value Creation Funnel for CRCQL 

Source: Lages et al., 2024 
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Figure 25 - Application of the 4M's 

 

 

Figure 26 - Merchandise of CRCQL 
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Figure 27 - New suggestion for merchandise 
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Figure 28 - Backstage Moments on Instagram 

 

 

 

 

 

 

 

 

 

 

Figure 29 - "Day in the Life" Series 
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Figure 30 - Community-wide contest to design the next season’s t-shirt 

 

 

Figure 31 - Holiday Camps 

 



  

 

 

   

 

126 
      

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 32 - Themed events/activations 
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Figure 33 - Host Workshops 

 

 

 

 

 

 

 

 

Figure 34 - CRCQL Parents Tournament 
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Figure 35 - Annual Youth Basketball Tournament 

 

 

 

Figure 36 – Timeline 
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Figure 37 - Final Budget 
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Figure 38 - Control and Evaluation Metrics 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 39 - Additional Recommendations 
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