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Introduction. Currently, the drivers and trends of 

the digital transformation of the sports industry have 

actualized new methods of communication between 

key participants in the sports market, which has largely 

predetermined the change in existing marketing strat-

egies [8]. In this regard, gamification in sports can be 

characterized as a strategy that, using the principles 

and mechanics of games, ensures the involvement 

of individual segments of the target audience and in-

creases the motivation of participants in the sports 

business (sports industry) for continuous cooperation 

and interaction. 

Research in this area of scientific knowledge [2, 

4, 7] show that for commercial and other purposes, 

game mechanics contribute to deeper communica-

tion of a company, a sports brand with its potential and 

/ or permanent target audience. At the same time, the 

effectiveness of this element of a marketing campaign 

in the sports industry largely depends on the sequence 

of strategic decisions, as well as the competencies of 

sports marketers. In this regard, further scientific re-

search on the potential of gamification in sports is of 

great practical importance.

Objective of the study is to develop algorithms 

for the effective use of digital gamification tools in the 

marketing strategies of sports organizations.

Methods and structure of the study. The fol-

lowing scientific methods were used in the course 

of the work: the method of systems analysis, the 

method of comparative characteristics, generaliza-

tion, systematization, and the structural-functional 

method.
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Results and conclusions. In the context of the rapid 

development of innovative technologies in sports and 

the structure and methods of marketing communica-

tions with consumers that have changed as a result 

of this process, gamification is becoming a relevant 

and effective tool that helps entities from various seg-

ments of the sports industry stand out from the com-

petition [3]. 

For example, in collaboration with professional 

sports, gamification contributes to the creation of in-

dependent interactive fantasy leagues based on exist-

ing sports competitions, events and teams (clubs) in 

real sports. “The National Basketball Association, as 

part of its marketing strategies and the actualization 

of gamification, offered fans digital tools and formats 

that allow fans to create virtual teams based on the 

real performances of players. This solution not only in-

creased the number of spectators, but also deepened 

the fans' understanding of sports, as they became 

more interested in player statistics and team strate-

gies” [6]. 

In amateur and mass sports, multifunctional and 

easy-to-use mobile applications and digital devices 

make it possible to track the health indicators and 

current fitness of people leading an active lifestyle. 

Feedback generated and available in real time thanks 

to the Internet of Things (IoT) motivates sports fans to 

achieve new goals, solve current problems, which is 

identical to increasing the complexity and moving to 

new levels in a video game [9].

The use of gamification in such segments of the 

sports industry as student and youth sports also has 

a number of features. Here, gamification acts as an 

effective and efficient tool for increasing the motiva-

tion of young athletes and students to play sports, 

improve their own (individual) sports results, and de-

velop team spirit in game disciplines. Leaderboards, 

badges and awards as elements of digital gamifica-

tion stimulate representatives of this target group 

to regularly train in sports sections, participate in 

student and school competitions, and meet sports 

standards [1]. 

Effective implementation and application of gamifi-

cation as an element of marketing strategy in various 

segments of the sports industry involves the consist-

ent implementation of the following actions:

• deep analysis of the target audience to determine 

and identify its priority interests, current requests and 

preferences, formed incentives and motivation (it is 

obvious that in student sports and high-performance 

sports the portrait of the consumer will be significantly 

different);

• definition of the strategic goal that the sports or-

ganization plans to achieve using gamification tools 

(increase in ticket and souvenir sales, attract new 

spectators and participants, increase customer loy-

alty, etc.);

• development of technological tools, that is, such 

game mechanics that will meet the expectations of the 

target audience and contribute to the achievement of 

the goals of the marketing campaign (use of a rating 

system, bonus and rewards programs, holding the-

matic competitions, solving tasks and cases) [3];

• practical implementation of a marketing strategy 

with gamification elements and monitoring the effec-

tiveness of its application.

It should be noted that the practical use of gaming 

strategies in marketing communications processes 

not only optimizes interactions between participants 

in the sports market [5], but also opens up additional 

opportunities for content monetization and, in gener-

al, expansion of income sources (see figure).

Fig. 1. Commercial potential of gamification in the 

sports industry

When creating and promoting game content in the 

sports industry, it is necessary to take into account 

the fact that maintaining the game process (engage-

ment) and stimulating various categories of commu-

nication participants to further activity should be of a 

strategic nature. The interest of the target audience 

in the offers of a sports brand, generated by gamifi-

cation tools and technologies, should have positive 

economic consequences for the organizers and ini-

tiators of promoting goods and services in this kind 

of creative format [10]. 
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Conclusions. The comprehensive formation of 

consistent actions at the stage of developing and im-

plementing the principles and technologies of gami-

fication in the digital environment of sports marketing 

actualizes a multi-level approach, within the frame-

work of which it is necessary to take into account both 

the specific features of the functioning of individual 

segments and entities of the sports industry, and 

the strategic goals of specific sports organizations. 

In this regard, the practical industry implementation 

of a marketing strategy with integrated elements of 

gaming techniques in the offline and online environ-

ment allows not only to attract the attention of certain 

categories of the target audience to an event, sports 

event, product or service, but also to create, using 

a creative approach, a long-term basis for promot-

ing and positioning the positive reputation of a sports 

organization. 

Thus, marketing communications, implemented 

including by means and methods of gamification, sig-

nificantly strengthen the loyalty of the sports audience 

to the company, ensuring the creation of conditions 

under which consumers quickly move from the cat-

egory of potential user to the status of "brand advo-

cate".
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