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Abstract

The marketing of major sports events is the need of enterprise development and an important
channel for efficient marketing. This paper uses the literature data method and the logical analy-
sis method to analyze the role of market segmentation, target market selection and market posi-
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tioning in sponsorship marketing based on the STP theoretical model. It is found that sports
sponsorship marketing has the characteristics of strong public welfare, high credibility and strong
effect, wide object and great social response. According to the STR theoretical model-market seg-
mentation, target market selection and market positioning, it is found that there are many mis-
understandings in the market segmentation of some sponsoring enterprises, the choice of target
market is broad, and the market positioning is inconsistent with the content expressed by related
sports events, which cannot achieve the expected purpose of sponsoring enterprises. It is pro-
posed to sponsor companies to accurately segment the market and clarify the company’s audience
goals; we should focus on the choice of target market and make rational use of limited resources;
to be sponsored by the choice, we must grasp the high correlation between the event brand and
the corporate brand, and strengthen the market position. Through the comprehensive use of these
strategies, in order to achieve the maximization of brand value in the sponsorship marketing of
large-scale sports events and win the market competition.
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