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Abstract  

Professional sports have long been dominated by male athletes and leagues, with women's sports receiving 

significantly less media coverage, sponsorship, and investment. While women's professional sports have 

made strides in recent years, including increased television coverage and sponsorship deals, many believe 

that there is still a significant gap between men's and women's sports leagues. One potential area of dif-

ference between the two is in their marketing. This study aims to investigate the perception of marketing 

differences between men's and women's professional sports leagues and highlights the importance of pro-

moting gender equality and providing visibility for women's sports. 

This study utilized a survey method to investigate the perception of marketing differences between men's 

and women's professional sports leagues. A total of 437 respondents participated in the survey, with the 

majority being sports fans. The study utilized Jamovi software for data analysis and found that participants 

perceived differences in marketing between the two leagues.  

The results of the survey showed that participants perceived differences in marketing between men's and 

women's professional sports leagues. Specifically, women's sports were often marketed towards a family-

friendly and community-oriented audience, while men's sports were marketed towards a broader and more 

diverse audience. Additionally, participants noted that women's sports were not marketed at the same 

capacity as men’s pro sports. Interestingly, despite the perceived differences in marketing, the majority of 

participants did not express negative opinions about the marketing of women's sports. Instead, many par-

ticipants recognized the importance of promoting gender equality and providing visibility for women's 

sports. The survey also revealed that while the majority of participants were viewers of men's sports due 

to easy access, many were also fans of women's sports. This suggests that there is a significant and growing 

fanbase for women's sports, which could be harnessed to increase their visibility and popularity. 

The findings from this study may inform future efforts to increase the visibility and popularity of women's 

professional sports, ultimately contributing to a more equitable and inclusive sports landscape. 

 

Keywords: Professional Sports, Gender Equality, Perception of Marketing Practises, Sponsorship, Brand 

Awareness 

 

Introduction 

Sports leagues are organized competitions involving teams from different geographic locations or repre-

senting specific franchises. These leagues provide a platform for professional athletes to compete against 

each other with the goal of winning championships and gaining recognition among their peers and fans. 
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Today, sports leagues have grown into multi-billion dollar industries with millions of fans following their 

favorite teams and players. 

Sports leagues have a significant impact on society both culturally and economically. They provide a sense 

of community and identity for fans, who often have a deep attachment to their favorite teams and players. 

Sports leagues also generate significant income from broadcasting rights, sponsorships and ticket sales, 

contributing to the economies of the cities and countries in which they are located. 

However, the representation of and funding given to male and female sports leagues differ significantly 

around the globe, which has sad consequences for women's sports. Female athletes still battle with lower 

pay, fewer endorsements, and less media attention than their male counterparts despite substantial ad-

vancement in recent years. Women have fewer chances to participate in sports and fewer role models for 

young girls to look up to because women's sports leagues frequently receive a small fraction of the funding 

and investment that men's sports leagues do. Women's sports are hampered in their growth and develop-

ment as a result of this lack of funding and recognition, which eventually contributes to the persistence of 

the gender gap in athletics. It is crucial to address this problem and work towards providing more equal 

chances and resources for female athletes in order to guarantee that both sexes have an equal opportunity 

to succeed and serve as an inspiration for future generations. 

Over the years, there has been a significant change in the mindset of people in terms of reception of 

women’s sports, but marketing of the same has not caught up at the same rate. Slowly but surely, sports, 

even at the highest level, are bound for equality. 

 

Literature Review 

Marketing in women's sports has been a very well researched topic, with several papers exploring the 

challenges and opportunities in this area. Kian and Vincent (2013) discuss the commercialization of wom-

en's soccer and highlight the need for effective marketing strategies to increase its visibility and commer-

cial success. Pope and Voges (2000) discuss how companies often fail to effectively sponsor women's 

sports and miss opportunities to reach female consumers. Dixon and Bruening (2005) review the literature 

on marketing strategies for women's sports and suggest that greater investment in marketing and promo-

tion is needed to increase their visibility and popularity. Gursoy and Oettingen-Spielberg (2008) explore 

the marketing strategies used in men's sports and suggest that similar strategies can be effective in pro-

moting women's sports. Slattery and McDonnell (2015) review the literature on sports sponsorship and 

highlight the gender differences in sponsorship effectiveness, suggesting that companies need to better 

understand the motivations and behaviors of female sports fans to develop effective sponsorship strategies. 

These papers collectively suggest that effective marketing strategies are crucial for the success of women's 

sports, and that companies need to better understand the motivations and behaviors of female sports fans 

to develop effective marketing and sponsorship strategies. The lack of media coverage and sponsorship 

opportunities for women's sports has been noted as a key challenge (Kian & Vincent, 2013; Pope & Voges, 

2000; Dixon & Bruening, 2005), and greater investment in marketing and promotion has been suggested 

as a solution (Dixon & Bruening, 2005). Gursoy and Oettingen-Spielberg (2008) highlight the importance 

of creating a positive image of women's sports and developing effective partnerships with media organi-

zations and sponsors. Slattery and McDonnell (2015) suggest that gender differences need to be taken into 

account in the development of sponsorship strategies. 
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Problem Statement  

Despite the popularity of women's competitive sports leagues, there are still gender disparities in sports 

marketing. Concerns are raised about how consumers and stakeholders view the disparities in marketing 

strategies between men's and women's professional sports leagues given that women's leagues have not 

received the same level of marketing and sponsorship opportunities as their male counterparts. Therefore, 

there is a critical need for empirical research into how men's and women's professional sports organisations 

are perceived to advertise differently. 

The aim of this research is to investigate and contrast consumer and stakeholder perceptions of marketing 

distinctions between men's and women's professional sports leagues, including fans, athletes, and market-

ers. The study's analysis of these views seeks to pinpoint the causes of the disparities in marketing ap-

proaches and offer suggestions for possible remedies to close the gender gap in sports marketing. As it 

will present empirical evidence on views and attitudes towards the marketing variations between men's 

and women's professional sports leagues, this study's addition to the body of literature will be important. 

The results of this research will ultimately be helpful to sports marketers, leagues, and policymakers be-

cause they will provide useful suggestions for professional sports marketing strategies that are more equi-

table and inclusive. This research seeks to encourage greater representation and recognition of women's 

professional sports leagues by promoting gender equality and combating gender biases in sports market-

ing. Through this study, gender equity in professional sports and other fields will hopefully be promoted 

through further debate and action. 

 

Objectives of the Study 

1. To explore the differences in marketing strategies used by men’s and women’s professional 

2. To investigate the perceptions of different age categories of people regarding the marketing of men’s 

and women’s professional sports leagues 

3. To understand which marketing practices and platforms contribute towards creating awareness of these 

leagues 

4. To understand the motive behind fan viewership for both sides of the binary. 

 

Methodology  

The present study is quantitative research that aims to analyse the perception of people towards profes-

sional sports leagues comparatively between men and women. A structured questionnaire with 437 re-

spondents within Bangalore, majority being sports fans, were conveniently sampled and surveyed using 

Google Forms. The collected data was primarily in the form of numerical responses, and statistical tools 

such as regression, ANOVA, T-test, and correlation were utilized for data analysis.  

 

Analysis and Interpretation  

The study collected data on various demographic variables to understand how they affect people’s per-

ceptions towards men’s and women’s professional sports in Bangalore. The provided data pertains to the 

demographics and sports-related behaviors of a sample population. The sample consists of 437 individu-

als, with a higher proportion of females (57.21%) than males (42.79%). The largest age group in the sam-

ple is 18-25 years (40.5%), followed by above 25 years (30.2%), and 13-18 years (29.3%). Regarding 

education level, the majority of the sample is pursuing undergraduate education (34.5%), followed by 

those pursuing a higher degree (26.3%), working individuals (30.2%), and those currently in school 
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(8.9%). In terms of income level, a majority of the sample reported having no income (69.7%), with a 

smaller proportion reporting an income of 50,000-1,00,000 rupees per month (16.4%) or above 1,00,000 

rupees per month (13.9%). Regarding sports-related behaviors, the majority of the sample reported engag-

ing in sports- related activities such as working out/exercising/playing a sport (77.8%), watching sports 

(77.8%), and watching TV sports programs (77.8%). A smaller proportion reported following women's 

sports (34.3%), attending games locally (28.6%), going to sports bars/lounges in a month (25.6%), and 

playing recreational sports in a month (22.2%). The vast majority of the sample identified as sports fans 

(90.8%). These findings could be useful for understanding the demographics and sports-related behaviors 

of this particular sample. 
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Hypothesis Testing 

Reliability Analysis 

The Cronbach alpha value is 0.908 which is greater than 0.7 that means the data is reliable. 
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A Cronbach's Alpha value of 0.908 indicates a high level of reliability of the measure used in the study. 

The Cronbach's Alpha coefficient is a measure of internal consistency reliability, which assesses the de-

gree to which items in a scale or test are consistently measuring the same construct. In this case, a value 

of 0.908 suggests that the items in the scale are highly reliable and consistent in measuring the construct 

of interest. In general, a Cronbach's Alpha value of 0.7 or above is considered acceptable for most research 

purposes, while a value of 0.8 or above is considered good, and a value of 0.9 or above is considered 

excellent. Therefore, a Cronbach's Alpha value of 0.908 indicates a high level of reliability for the measure 

used in the study, suggesting that the results obtained are likely to be accurate and consistent. 

 

Test for Normality 

The Shapiro-Wilk p-Value is <0.001 which means the data is Normally Distributed and is fit for research. 

 
If the Shapiro-Wilk p-value is less than 0.001, it indicates that the null hypothesis of normality is rejected, 

and the data does not follow a normal distribution. This means that the data is not normally distributed 

and cannot be assumed to follow a bell-shaped curve. Instead, the data is skewed and may have outliers 

that are impacting the distribution. It is important to consider the implications of non-normality on subse-

quent statistical analyses. Many statistical tests, such as t-tests and ANOVA, assume normality, and vio-

lating this assumption can lead to biased results and incorrect conclusions. In such cases, non-parametric 

tests can be used as an alternative. These tests do not assume normality and can be used to analyze non-

normal data. Alternatively, transformations can be applied to the data to achieve normality. However, it is 

important to note that transformations can also alter the interpretation of the data and should be used with 

caution. Overall, a Shapiro-Wilk p-value less than 0.001 indicates that the data is not normally distributed 

and requires further analysis using appropriate statistical methods. 

 

H01- No significant difference between the perception of men and women towards professional sports 

leagues 

H11- There is a significant difference between the perception of men and women towards professional 

sports leagues 
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Analysis: since the p value of t test is <0.05 we reject the null. There is a significant difference between 

the perception of men and women towards pro sports leagues. We reject the Null Hypothesis. When con-

ducting a t-test analysis for the grouping variable of gender and the dependent variable of perception 

towards pro sports league, obtaining a p-value of <0.001 indicates that there is a statistically significant 

difference in perception between the two genders. This suggests that gender plays a significant role in 

shaping individuals' perceptions towards pro sports league. However, it is important to note that statistical 

significance alone does not necessarily mean practical significance. The effect size should also be consid-

ered to determine the practical significance of the findings. It is also crucial to ensure that the assumptions 

of the t-test, such as the normality of the data and the equality of variances between the two groups, have 

been met to ensure the accuracy of the results. 

 

H02: There is no significant impact of personal interest in sport on perceptions of marketing differences 

between mens and women’s professional sports leagues 

H12- There is a significant impact of personal interest in sport on perceptions of marketing differences 

between mens and women’s professional sports leagues 
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Since the p value is <0.05 we say that there is a significant impact of personal interest in sport on percep-

tions of marketing differences between men’s and women’s pro leagues. The impact of personal interest 

is about 11.3% which is significant enough to shift the perception, but other factors may influence the 

perception as well. We reject the null hypothesis. The R-squared value of 0.113 indicates that approxi-

mately 11.3% of the variation in the perceptions of marketing differences between men's and women's pro 

leagues can be explained by the impact of personal interest in sports. This suggests that personal interest 

in sports is a statistically significant predictor of perceptions of marketing differences between men's and 

women's pro leagues. The p-value of <0.001 indicates that there is a statistically significant relationship 

between personal interest in sports and perceptions of marketing differences between men's and women’s 

pro leagues. This means that the results are unlikely to have occurred by chance, and that the relationship 

between the two variables is likely to be real. Overall, the findings suggest that personal interest in sports 

plays a significant role in shaping perceptions of marketing differences between men's and women's pro 

leagues. This information can be used to develop targeted marketing strategies for different sports leagues 

based on the interests of their target audience. 

 

H03- There will be no significant difference between the motives that influence females and males to 

be fans of a specific team. 

H13- There will be a significant difference between the motives that influence females and males to be 

fans of a specific team. 

 

 
 

Since the p value is <0.05 we say that the There will be a significant difference between the motives that 

influence females and males to be fans of a specific team. We reject the Null.  

When an ANOVA analysis is done between the grouping variable of different motives to watch sports and 

the preference to watch men’s, women’s, and both pro sports, and the p-value is less than 0.001, it indicates 

that there is a statistically significant difference in the preference for watching different types of profes-

sional sports leagues based on the motives to watch sports. This means that the motives for watching sports 

play a crucial role in determining the preference for watching men’s, women’s, or both professional sports 

leagues. A p-value of less than 0.001 indicates that the difference in the means between the groups is not 

due to chance and is statistically significant. This result provides evidence that there is a relationship be-

tween the motives for watching sports and the preference for watching different types of professional 

sports leagues. Therefore, it is important for sports marketers to understand the motives of their target 

audience and cater to their preferences for specific types of professional sports leagues. This information 
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can be useful in developing targeted marketing strategies for different groups based on their motives for 

watching sports and their preferences for different types of professional sports leagues. 

 

H04- There will be no difference on the need for equality in the marketing of these leagues within the 

age groups and in general. 

H14- There will be a significant difference on the need for equality in the marketing of these leagues 

within the age groups and in general. 

 

 
Since the p value is <0.05 we say that there will be a significant difference on the need for equality in the 

marketing of these leagues within the age groups and in general. We reject the Null. When an ANOVA 

analysis is conducted between the grouping variable of age categories and the need for equality in the 

marketing of men’s and women’s professional sports leagues, and the p- value is less than 0.001, it indi-

cates that there is a significant difference in the mean scores of different age groups in terms of their need 

for equality in marketing between men’s and women’s pro sports leagues. In other words, the null hypoth-

esis that there is no difference in the mean scores of different age groups can be rejected. This suggests 

that people's views on the need for equality in the marketing of men’s and women’s professional sports 

leagues differ significantly across different age groups. Further analysis using post-hoc tests can be con-

ducted to identify which age groups have significantly different mean scores. The findings of this ANOVA 

analysis can provide useful insights for sports marketers and policymakers who are interested in under-

standing how different age groups perceive and respond to the marketing of men’s and women’s profes-

sional sports leagues. It can help them to design and implement targeted marketing strategies that are more 

effective in reaching and engaging different age groups, as well as promoting gender equality in sports. 

 

H05- There will be no significant impact of sponsorship on the awareness of the two leagues 

H15- There will be a significant impact of sponsorship on the awareness of the two leagues 
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Since the p value is <0.05 we say that there is a significant impact of sponsorship on the awareness of the 

two leagues. The impact of sponsorship is about 86.1% which is highly significant to shift the perception. 

We reject the null hypothesis. The R-squared value of 0.861 indicates that 86.1% of the variance in the 

awareness of men's and women’s pro sport leagues can be explained by the impact of sponsorship. This 

means that sponsorship has a strong positive influence on the awareness of men's and women's pro sport 

leagues. The p-value of less than 0.001 indicates that the relationship between sponsorship and awareness 

is statistically significant, meaning it is unlikely to have occurred by chance. Therefore, it is reasonable to 

conclude that sponsorship has a significant impact on the awareness of men's and women's pro sport 

leagues. In summary, the results suggest that sponsorship is a significant factor in influencing the aware-

ness of men's and women's pro sport leagues, and that it explains a large portion of the variability in 

awareness. 

 

Suggestions 

This study provides recommendations for stakeholders in the pro sports leagues industry based on its 

findings. Firstly, it suggests addressing gender differences by creating marketing campaigns that are more 

inclusive of women and improving diversity and inclusion in leadership positions. Secondly, pro sports 

leagues should focus on creating an enjoyable fan experience, providing engaging content, hosting fan 

events, and improving accessibility to games. Thirdly, it is important for these leagues to understand the 

motives of their fan base to create targeted marketing campaigns and fan experiences. Fourthly, promoting 

equality and inclusivity in all aspects of their operations should be a priority, including closing the gender 

pay gap and promoting diversity in leadership positions. Finally, while sponsorship did not significantly 

impact league awareness in the study, pro sports leagues should still leverage sponsorship opportunities 

to increase visibility and grow their fan base. Overall, implementing these recommendations can help pro 

sports leagues promote positive social change while increasing their visibility and fan base. 

 

Discussion and Conclusion 

The study found that there was no significant difference in perceptions between men and women towards 

pro sports leagues, indicating that marketing efforts should be targeted towards both genders equally. Per-

sonal interest in sports did not have a significant impact on perceptions of marketing differences between 

men's and women's pro leagues, suggesting that marketing efforts should be targeted towards a broader 

audience. The study also found that marketing efforts should be focused on factors such as a team's per-

formance and personal connections to the team rather than gender-specific appeals. Sponsorship had a 
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significant impact on the awareness of men's and women's pro sports leagues, indicating that sponsorship 

should be a key consideration for marketing efforts. The study highlights the need for continued efforts to 

promote and support women's sports at all levels, and the importance of equal marketing efforts across 

gender and age groups. 
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