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ABSTRACT

Aim of the article is to purpose a case study on a sport reality that is Chievo Verona, an Italian

Serie A football team, which showed, during the last years, important attention to budgeting

and reporting standards basing their attention also on the marketing strategies of the sport

management system. The Chievo Verona choice was due to the fact that the society reported

bad results in the average live attendance, as the team got the 19th, that is the last, position

within the Italian Serie A attendance ranking1. In particular it is interesting to see how the

stadium management could involve and bring different outputs comparing a not owned arena

and an ideal situation of an owned one, taking also into consideration which are the benefits

of an owned stadium and how to adopt right marketing strategies. The study was conducted

on the basis of a qualitative research, with two deep interviews to members of the sport

organization: the marketing and communication manager, which gave me the opportunity to

investigate how marketing strategies are linked to the stadium, and the team manager which

allowed me to understand what is behind the athletes’ motivation linked to the stadium

importance. Then there was also the opportunity to have some informal speeches with five

players, which gave me the possibility to understand their feelings about the importance of the

stadium.

Furthermore it is considered the role of a stadium related to the importance it has in

community creation. The effects of this strategy are mainly concerning the

supporters/customers, but it should not to be avoided also the same possible effect on the

athletes, particularly concerning the motivation factor which could impact their same

performance, in both positive or negative direction.

1  As it will be shown later, Serie A is made by 20 teams, but Cagliari has no possibilities to play in the designed

stadium for safety reason.



The	  Role	  of	  marketing	  strategies	  in	  not	  owned	  stadium	  in	  football	  realities	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Tomaso	  Borzomì

Keywords: arenas, brand management, Chievo Verona, communities, leadership, motivation,

performance, potential customers, qualitative, sport marketing, stadium, stadium

opportunities, stadium ownership.

Table of contents: 1. Introduction - 2. Conceptual Framework - 3. Sport stadium marketing

management - 4. Limitations due to non-ownership of the stadium – 5. Methodology - 6. The

Chievo Verona case as example of Italian realities - 7. Discussion, managerial implications,

limitations and further research.

1. INTRODUCTION

The article’s purpose is to study the important role that marketing plays in the management of

a stadium in a sport reality. Growing attention is occurring in Italy after Juventus’ start with

his new Juventus Stadium. It seemed then to be widely important to analyze how should be

managed the whole infrastructure, trying to deal with the profitability increase and, at the

same time, the minimization of the loss. In doing this analysis the core of the project is to find

which are the limits arising from a not owned stadium. The arena offers a lot of strategies that

could be exploited in terms of brand management, and they changes deeply, in profitability

terms, if the stadium is owned or not. In fact if the stadium is not owned by a society, it means

that it should be property of the town, at least in Italy, which implies that should be arranged a

contract about its full exploitation. But this is not the key point; in fact there could be a lack

of potential activities that are generally offered where the stadium is property of the team,

which means, again, more profitability than a not owned arena. Ownership, for sure, could not

be the only one vehicle of profit; in fact the main problem is the age of Italian arenas: as the

most important ones were modernized in 1990, when occurred “Italy ’90 World Cup”. Old

arenas are studied for supplying the needs of supporters in the Nineties, which are fairly

different from what is requested now by a customer/supporter. In order to get the key-point,

the paper is structured as a case study analysis, and the team studied is Chievo Verona, that

plays in Serie A with fair results. Chievo Verona is a reality that has no property of the

stadium, as everyone in Italy except Juventus2, and it was the last one ranking in the Serie A

2  For completeness it is important to remark that also Cagliari has built its own arena, even if there is a lack of

bureaucracy permissions that are not allowing the team to play in its stadium.
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for public attendance in 2011-2012. This reason raised my motivation in trying to understand

what stays behind this lack of attention on an important sport reality in a city like Verona, that

counts on more than 264,000 people and has two football teams playing in the two top

leagues in Italy, which are Chievo Verona in Serie A and Hellas Verona in Serie B. An

important remark is the fact that both teams are playing in the same stadium Bentegodi, as

often happens in Italy where there are two teams in the same city3. This makes harder the

process of customization of the stadium and the building of a specific identity through the

same arena. These are the reasons why the study is focused on trying to understand how a

stadium should be managed in order to better exploit marketing levers, with the subsequent

benefits in terms of profitability and attractiveness. What emerges from the study is the

importance of the stadium ownership in terms of reducing the time loss due to bureaucracy

permissions in a not owned one. The minimization of bureaucracy would allow the

management to make easier and faster the operation of adjusting the strategy to the

customer’s needs. Another aspect that it is intended to be investigated here is how supporters

that are coming to the stadium could help the management in the process of innovating their

services on the basis of their own needs and requests.

2. CONCEPTUAL FRAMEWORK

Coming from the literature it is plausible to consider arenas as a main contributor for creating

communities between the supporters of a team, which generally are also the customer of a

sport reality. Goal of the community creation is the sharing of values, which determine people

belonging to a same environment, leading them to feeling part of a group and, sometimes,

also to contribute to innovation. The benefits for a company on having some part of clients

involved into the community are evidenced by Von Hippel [1994] studies where he shows

how communities of practice are willing to develop innovative concepts. It is in fact possible

to find some very small innovation in a stadium, coming from customers’ needs. As the

3  Example of this statement are: Inter and Milan, which are playing in the San Siro stadium in Milan; Roma and

Lazio which are playing in the Olimpico stadium in Rome; Genoa and Sampdoria, which are playing in the

Ferraris stadium in Genova. And it also happened to Juventus and Torino when, before the building of Juventus

Stadium, they were playing in the Delle Alpi stadium in Turin.
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marketing’s ontology demonstrates, the focus should be on trying to bridge the

communication gap between the two parts. It would be then relatively easy to innovate in the

supporters’ direction, trying to satisfy their needs. A basic example comes from how

supporters are willing to use the seats: generally they find them uncomfortable and they bring

from home some seat cushion. If the management would be willing to try to catch directly

from them this simple argument, this could become a driver in order to understand how to

make more comfortable the seats or how to make profits starting from a weakness point. So

then this can be considered innovating: e.g. the solution could be selling the official seat

cushion with a discount to those that exhibit a ticket for the match. Marketing powers are

trustworthy in this specific example. 

From the same stream of literature on community theories, it comes out the fact that those

who belongs to the community, act sharing the same goals and targets. This can assume

importance in terms of sport supportership linked to the generation of motivation in the

players of a team, as it will be enounced in the case study.

Furthermore, the importance of the stadium has also its implication in the social identity

creation and empowerment. Borrowing what Ashforth and Mael stated [1999], the social

identification is “the perception of oneness with a group of persons”, which is typical of the

supporters of a football team, which recognize themselves into the sharing of same goals and

values, having the tendency to “choose activities that are congruent with the identity, support

for institutions that embody the identity…and outcomes that traditionally are associated with

group formation, and it reinforces the antecedents of identification” [Ashforth & Mael, 1999,

pp 25-26]. The stadium is often the place where this happens in relation to supporters’ identity

creation. Then it is fundamental to consider the fact that this realization takes place only if the

management is completely involved into the decision-making and decision-taking process.

Which is not the case of a non-owned stadium, as the management is not the only one player

in the decision taking process and then could not directly manage the variables. An example

comes from the fact that Chievo is not the only one team playing in the stadium, so the mayor

of the town should decide for both the teams and not favoring only one actor. 

Of course it has not to be forgotten the fact that the arena does not drive the attendance in a

stadium per se, but there are some other factors that attract people to the stadium. An example

is the loyalty of the supporters to the team that catch the attention of those who are deeply

involved in the team’s support. Then there could be the case of a particular results track
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coming from the team that can be able to catch the attention of people with less emotive

involvement. It should be also considered the fact that a team that offers a nice show, playing

good games: this could be a vehicle for those who are not supporters but only passionate in

the specific field and has pleasure in watching it independently from the team that is playing.

In the applied setting this will be better explained.

Another important argument is the influence on others component of the communities that

could be played by people like the most involved supporter, which are the so-called “ultras”.

Their strong attitude in attract follower shows an important issue for the firms: people who

are able to lead others to a specific behavior could involve the same ones in feeling part of a

group, which is, again, a huge potential for firms [Marchi & Giachetti & De Gennaro, 2011;

Muniz & O’Guinn, 2001; Schouten & Mc Alexander, 1995; Shau & Muniz & Arnould, 2009].

It is important to considered the relevance of those leaders because there would never exists

any other loyal customer like the supporter of a team, which generally never change its

favorite one in the whole life4, with the obvious implication it has in the attendance at the

stadium5. Then, to be noted as important too, is, somehow, also the possibility to attract

people that are not true supporter, but only sympathizers [Cova, 1997; Fuller, 2010; Kozinets,

1999; Sawhney & Prandelli, 2000]. The leaders can be seen as charming at the eye of the

potential supporter, and their interest could increase, letting them also being potential

customer for the merchandising products. This is a very broad, but effective way on

explaining the potential of the community creation [Dholakia & Bagozzi, 2006], and its

impacts on the firms’ financial performance. In doing this, arenas play a very active role,

where the example of some leaders could involve other people. So then it is important to

consider the difference between having and not having an owned stadium. Those forward

thinker clubs should admire at the possibility to own an arena, as it would lead to an increase

of the potential customer due to the fact that they would be the only responsible for the

process of decisions-taking and making. Clear example of this way of thinking is the English

or German football culture, where almost all the teams play in a stadium, which is property of

4  It is a general rule, but seems plausible to note how it is still possible a change in the favourite team, even if it

is socially considerable as exception.

5� This sentence takes value only in the case of “ultras”, which are, by definition, the supporters who are directly

involved in the team support, so the ones that participate actively to the stadium activities.
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the same management and has impact on the land value [Ahlfeldt & Maennig, 2010]. Vice

versa, not having a proper arena could damage the team in several ways, deeply shown later,

starting from the point that the direct control of a stadium gives freedom to the management

in deciding how, and which, marketing levers exploit. Those levers can be used e.g. in terms

of communication to supporters, helping the management in the creation of a defined identity

through the stadium, which should become the locus where interaction occurs. The indirect

control implicates the request of permissions, for any kind of purpose, to the owner, which in

Italy is the town’s mayor, with the well-known bureaucracy problems that afflict Italy’s law

system.

3. SPORT STADIUM MARKETING MANAGEMENT

A stadium, both in case of ownership and not, offers several opportunities for marketing

strategies as a team could be seen as a vehicle of communication. It is then possible to

consider a standardized marketing system, or something linked to the team itself. Let firstly

concentrate on standards. The main important area to be exploited is the pitch, where rotors

are generally placed all way long and can host many sponsors, which generally pay for the

important visibility offered by being associated to the team. Generally those kinds of services

are sold at very high prices. Those offers could be directly managed by the marketing

management, as it is the case of Chievo Verona, or could also be outsourced to external firms,

as for example Udinese which has an external marketing management that is “HS01”, or

sometimes also creating a partnership with e.g. Italtelo, which is the leader company in Italy,

in supplying rotor, for the management of the contracts6. All the possible strategies are linked

to the relationship with the sponsors, but they are mainly concerning the possibility to pay an

higher price in order to avoid an high percentage of sponsors, or paying a bit less, but trying

to host more sponsors. The rotors are a standard, and the price is strictly linked to the

presence in a more or less competitive league. Moreover there is a wide distance in terms of

visibility between Serie A and Serie B, which can determine also a less competitive advantage

on the market. Rotor are not the only way to pursue economic incomes exploiting stadium

opportunities with marketing strategies, as there is a sort of diffused exclusivity, which is

6  This kind of partnership is generally used by team which are not expert like the newcomers in Serie A, or the

Serie B participants.
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more limited when considering backdrop interview panels: they could be fixed in some places

like press room or mixed zone; or mobile ones, which are generally routed where interviews

are occurring in the pitch. A growing attention is now also considering the benches where

there could be at maximum one sponsor as it is possible to consider the selling of the spaces

behind the players and the coach, giving a sure, but limited, visibility via television, as

coaches and players are often subject of screening by tv operators. 

There is also the possibility to create some ad hoc strategies, which is the case of every

football reality. In particular, in the case of Chievo Verona, as there are some important

district realities, seemed to be interesting to exploit some areas of the stadium to be dedicated

to those firms, even small, which are into b2b sector, so not requiring a national visibility. In

this case it is important to evaluate which parts of the stadium could be reached by

customized sponsoring services. This strategy allows Chievo Verona to reach also the target

of firms that has a limited budget, as the tv visibility requires important investments.

Another possible way in how to increase profit from the marketing point of view is the

activation of partnership with suppliers in different areas; this means, for the suppliers,

receiving more attention and it is the case of beverage and food management in the stadium,

which, as it will be described later, from the very past years is completely served by the

society itself and is requiring a lot of improvements. It was then noticed that there is also the

possibility to manage in a sponsored way also the bars within the stadium, and not only

outside of it. This kind of attention lead a potential double attention to, first, sponsorships, but

denotes growing attention, in terms of wider offer, also to the supporters, which are showing

needs that could be satisfied within the stadium more than outside of it, as it happens

nowadays. This potential satisfaction could attract and create a stronger link between people

and team, helping both parts to deeply understand the dynamics staying behind what is

requested and what it could be offered.

4. LIMITATIONS DUE TO NON-OWNERSHIP OF THE STADIUM

One of the most important limits to the exploitation of the stadium that is important to remark

is the existence of boundaries given by the Italian law.  In Italy, as a matter of fact, the

possibility to open the stadium in the match day is determined by the local police, and

generally comes from one hour and a half before the match, until two hours, depending on the

7
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number of ticket sold. Furthermore, after the match, people are more willing into going out of

the stadium environment as faster as possible, as they have no reasons to stay inside it, and in

that way they could be able to avoid long queues. This is an infrastructure problem, as there

are always queues both in getting in and out from the arenas by car. This approach is showing

a situation in which people looks not interested in coming or staying into the stadium, maybe

also because teams are not allowed to make complementary show purposes. This is a myopic

attitude of the legal system as major incomes for the team, makes higher incomes for the

government as well, e.g. in terms of paid taxes. In different countries and in other sports, vice

versa, it is possible to come into the stadium earlier, having the opportunity to follow shows

purposed by the management of the team. An example of this possibility, not exploited in

Italy, is hockey in Canada or basketball in USA, where it is more convenient to enter the

stadium some hours before the beginning of the match, following the purposed shows and

participating actively to them if e.g. extracted in lotteries. In those countries the attention to

the experiential marketing is strongly encouraged by the management of the sport societies

involved. An interesting dynamic that could be imported in Italy, and in football as well,

should be, for example, the possibility to let the public being active part of the show, through

lotteries or other skills competitions, having so the opportunity to win official gadget of the

team coming from the merchandising. This would be an important driver in order to attract

and involve supporters. There could be then, the opportunity to win something official,

depending on the prizes, from e.g. a key ring up to a signed t-shirt simply in relation to the

place where supporters are seated. Or another example could be the possibility to shot a

penalty kick to the goalkeeper or to try to shot a free throw in basketball, and on the basis of

the result, gaining a gadget. This attention to the customer for sure would attract people to live

entirely the stadium, which, if of property, could be also equipped with shops, restaurants,

bars and museums. The results of this approach would let the society getting enlargement in

economic margins. In fact one of the huge problem for Italian football realities is that people

often lay out from the stadium, as there are food kiosks where they can eat and share

comments, knowing other people and making new friendship, as they generally share the

same values [Dholakia & Bagozzi, 2006]. But not only food and beverage is the main profit

chance: outside of the stadium there are also merchandising shops, which are, often, not

official. This, for sure, make the situation undesirable from an economic perspective in terms

of missed profits. The main goal for a football reality should be the capacity to attract people

into the stadium, more than outside of it, being able to give services before and after the

8
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match, in terms of maximization of profit and customer satisfaction, taking the example of

British and German realities where everything is offered widely.

5. METHODOLOGY

As the target of the study is a specific reality, the methodology required a case study analysis

[Coates & Humphreys, 1999, p.605]. The results of the research can then be extended to other

similar realities, which are Italian football teams not owning a proper stadium due to the

strong similarities of the sector. So then it was chosen to opt for some qualitative interviews,

concerning the topic, involving marketing and communication department of the society

Chievo Verona, but also players and an ex player now manager, trying to get the key elements

of the management itself. This is due to the complexity of the factors that are involving the

stadium importance. The first interview occurred in Verona in July 2012, in a private tête-à-

tête meeting between the marketing and communication director E. Z. and me; it lasted almost

one hour, it was developed in his office and it was semi-structured. For semi-structured it is

intended the possibility to start from some key elements, e.g. which are the basic marketing

strategies in stadium management, that are described in section 3; passing through the

intended strategy that the society is trying to pursue, knowing that could be impossible to

exactly follow the steps originally intended [Mintzberg,	   H.,	   1978]. Finally catching what

would change in an ideal situation in which the stadium would be owned by the society

instead that from the town7. In a second moment still in July 2012 I moved to Peschiera del

Garda where Chievo Verona was doing its pre-season training. There, I had the opportunity to

interview the team manager F. M., a former Chievo Verona football player that played in the

team for 10 years. The interview occurred near the pitch where there would be the daily

training; it was semi-structured, leaving space for understanding the role of the stadium in the

creation of the motivation on the player. After this meeting I also had the opportunity to have

some fast speeches with 5 players, which told me some issues about the importance of living

an owned stadium, as the main variable seemed to be how much full should it be. The link

between managing directly a stadium and its attendance it is not direct, but marketing levers

show relevance in this analysis. Up to now, this link it is only postulated and not yet

formulated even if there are some key issues about the finding of a positive correlation

7  Appendix shows the report of the interviews adopted.
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between the parts. The issues come from the option to the opportunity, for the management, to

act directly, not needing to pass by a third actor, the mayor, in the decision making and

decision taking process. This could push people, through marketing levers, to attend the

matches from the stadium instead preferring to participate to the event from home or from

bars. Further analysis could take this direction.

Thanks to these interviews it was possible to make a deep analysis on how was managed the

stadium before, which are the adopted marketing strategies and how it is possible to

differentiate the society from the other competitors. Then it was also important to note where

is the focus of the program of Chievo Verona and how it was intended to be pursued the

target.

6. THE CHIEVO VERONA CASE AS EXAMPLE OF ITALIAN REALITIES

A COMPARISON WITH THE OTHER ITALIAN REALITIES

Chievo Verona is a team which is being a consolidate Serie A participant as in the last years it

takes active part of the Italian football panorama8. The team was founded in a small fraction

of Verona, which is Chievo, 2500 people, and started its sport activities in 1929. The team

plays in the Marcantonio Bentegodi stadium, settled in Verona, that counts on 42,160 places.

The stadium was inaugurated in the 1963 and restructured for the world cup “Italy ’90”, even

if the last repair service was in 2009, when the whole stadium was equipped with 13,328 solar

panels, which, “unfortunately”, as the marketing director said, are not serving the stadium

necessities but are supplying the city needs. This happens because the stadium is property of

the town of Verona and rented by the team only during match days. In the same year there

also was a purpose to make the stadium more modern, with a project involving several

components like: remaking the changing rooms and the tunnel to the pitch, the tribunes

enlargement also getting them nearer to the pitch and the creation of bars, stores and

restaurants. The estimation of the works was among 40 millions of euros, reason why the

project never started as the society has not the financial power to invest that much in a non-

owned arena. Neither the city had the possibility to find sponsors that would be willing to

8  Since 2001 Chievo Verona is a Serie A player, except a small interval during the season 2007-2008 where it

played in Serie B.
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invest in that direction. Evidence demonstrates also in this case the importance of owning a

stadium.

Figure : from http://www.stadiapostcards.com/A11-12.htm

Some important data are showing that Chievo Verona in 2011-2012 provided its services to a

total of 183,324 people attending the stadium, which classifies the team as the last one in

order of people attractiveness in the Serie A Championship, with a mean of 9,649 people per

match, where the average for Serie A matches is 23,2149. Comparing this data with the top

team in this classification, which is A.C. Milan10, it makes interesting to study which are the

reason why this was and it is still happening. But more interesting should be the comparison

with the only one stadium of property in Italy, which is, as said before, the Juventus Stadium.

That arena shows a capacity of 41,000 places which is closely similar to Bentegodi’s one, and,

even if the attractiveness of the two team is fairly different, it seems important to note how

9  Data are coming from http://www.stadiapostcards.com/A11-12.htm

10  A.C. Milan showed 931,372 total people for a mean of 49,020 people per match, on a stadium capacity of

80,018.

11



The	  Role	  of	  marketing	  strategies	  in	  not	  owned	  stadium	  in	  football	  realities	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Tomaso	  Borzomì

Juventus, ranked 4th, has a total of 713,351 people, which means 37,545 per match, more than

four times the attractiveness of Chievo Verona. Providing a percentage overview it is

important to note how Chievo Verona occupied the 22.89% of the stadium, while A.C. Milan

performed 61.26% and Juventus reached the 91.57% of saturation. A rate never reached with

the previous stadium. This data showed an important issue, which tells how the property

stadium could attract more people as better incur the needs of the people than other ways. In

fact it is important to remark how both Chievo’s and Milan’s arenas are shared, respectively,

with Hellas Verona and Inter11 teams, while Juventus stadium is not shared with Torino team,

as it was occurring with the Delle Alpi stadium during the past years. And this possibility to

have an own stadium let the teams more free in terms of customer satisfaction, as it is

possible to create a dedicated approach to the people, providing keen services. Other statistics

show that the maximum number of people reached by Chievo Verona is 22,000 against

Juventus, which is still more or less a half of the capacity of the stadium (52.18%), while A.C.

Milan was 79,522 (98,15%) against Inter and for Juventus was 40,944 (99,86%) against

Atalanta12. 

In terms of efficiency it is important to compare Chievo Verona also with other similar

realities. As in 2011-2012 Chievo Verona ranked 10th at the end of the season, the direct

competitor of the team could be founded between Bologna, ranked 9th, Catania, 11th, Atalanta

12th and Siena 14th 13. Bologna plays its internal matches in “Renato Dall’Ara” stadium, which

counts on a capacity of 39,279 places and was restructured for the Italy ’90 World Cup, as

Bentegodi’s stadium. Catania plays its internal matches in “Angelo Massimino” stadium,

which has a capacity of 23,200 places. Atalanta plays in “Atleti Azzurri d’Italia” stadium,

which has 26,542 places available. Siena has a stadium that counts 15,373 places which is the

11  It is important to see how Inter Milan is classified 2nd in this ranking, with 851,323 total people, for a mean

of 44,806, which is the 55.99% of the same capacity of A.C. Milan, as the stadium is the same. It is not possible

to make the same comparison with Hellas Verona, as they were playing in Serie B.

12  That match was the final one of the season, where the team had already won the championship and it was

awarded with the trophy.

13  Fiorentina, which classified 13th, is not taken into consideration as it was characterized by societary problems

that were affecting the comparison.
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“Artemio Franchi – Montepaschi Arena”. Bologna showed 365,877 total people, for a mean

of 19,257 (49.03%) persons per match and a maximum reached against Juventus with 30,321

(77.19%), this lead them to ranking 9th in this special classification. Catania had 292,344

people attending to the total amount of matches, which means 15,387 (66.32%) persons per

match, the maximum number or presence was reached against Juventus with 20,839 (89.82%)

people. Catania reached the 14th position in this ranking. Atalanta got a total of 294,341

people attending their internal matches, which means 15,492 (58.37%) per match, getting its

top against Juventus with 22,335 (84.15%) people and getting the 13th position in this ranking.

Finally, Siena showed a total amount of 192,432 people for a mean of 10,128 (65.88%) per

match, getting their top against Juventus with 15,265 people (99.30%), which let them

reaching the 17th position in the ranking. It is not a case that almost every team scored its top

saturation rate against Juventus, as it is recognized as the most supported team in Italy.

From Fig. 1 it is possible to note how Chievo Verona got the worst performance in Serie A,

far away from the general mean that is 23,214; this tells to an observer that the team suffers

for a possible low attractiveness of the brand and a possible bad management of the stadium.

The meaning of this data are also showing that Chievo Verona is not able to penetrate the

market, and probably a stadium of 42,160 places is too big and too expensive for the team.

But could also be interesting to note how all the Serie A teams are facing trouble if compared

with Premier League reality, where it is possible to note how the average attendance is far

away better than the Serie A one. In fact, from Fig. 2 it is possible to note how 34,629 people

attended, in mean, a British league match, instead of only 23,214 attending Italian league.

This for sure has a link with both the technical performance of the two different leagues, but

also with the stadium management, as the last team ranked in the attendance, belonging to the

Premier league: QPR, has almost doubled the performance of the last team belonging to the

Serie A: Chievo Verona. Taking into consideration also the top team of the two different

leagues, Manchester United and A.C. Milan, it is possible to note how also in this case the

difference is: 75,387 against 44,806. Again, almost doubled the performance in attendance.

This demonstrates a total lack of attention to the customers, which is one of the pillars of the

marketing management. In fact, as it was shown in the literature before, supporters, here

targeted as also customers, often bring attention to what a team offers, and are, more often,

vehicle of innovation [Franke & Shah, 2003; Thomke & Von Hippel, 2002; Von Hippel, 1978;

Von Hippel, 2005] or, in some cases, also co-producers of it [Cova, 1997; Cova & Dalli,

2009; Fuller, 2010; Kozinets, 1999; Sawhney & Prandelli, 2000]. It was then demonstrates
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that customers who are willing to purpose actively innovations, especially through the net, are

also willing to buy what they ask for [Baldwin & Hierneth & Von Hippel, 2006; Dahlander &

Magnusson, 2008; Dholakia & Bagozzi, 2006; Fueller & Von Hippel, 2008; Jeppesen &

Molin, 2003; Kozinets & Hemetsberger & Jensen Schau, 2008; Sawnhey & Verona &

Prandelli, 2005]. This shows how there is still a lack of consideration on the importance of the

creation of a community on the Internet for those sport realities that are more willing to create

a strong substrate of supporter/customers. It is obvious that it cannot be asked, on a net

platform, which are the players that a supporter would like to see playing in the team, but it

seems important to notice that the same platform would not interfere with the direct request to

them on what are the events they would like to attend, or what they expect from an

infrastructure like a stadium could be. In this way, the stadium could become a vehicle of

customer satisfaction, and not only the place where plays the team. But again, it is still needed

the ownership, as there is the necessity to take decisions by themselves, without interferences.

Team Avg Home Atte Matches found

Manchester United 75387 19

Arsenal 60000 19

Newcastle United 50162 19

Manchester City 47044 19

Liverpool 44253 19

Chelsea 41478 19

Sunderland 39095 19

Tottenham Hotspur 36026 19

Aston Villa 33965 19

Everton 33408 19

Stoke City 27225 19

Norwich City 26553 19

Wolverhampton Wanderers 25682 19

Fulham 25293 19

West Bromwich Albion 24904 19

Bolton Wanderers 23669 19
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Blackburn Rovers 22551 19

Swansea City 19946 19

Wigan Athletic 18635 19

Queens Park Rangers 17295 19

Average 34629

Figure : from football-lineups.com

A DEEPER ANALYSIS ON CHIEVO VERONA

Coming deeply into this reality, after an interview with the Chievo Verona’s marketing and

communication director14, what emerged is that in Italy there is a poor consideration of the

stadium, and the needs to be satisfied are still the basic concepts. In fact no surveys are taken,

as the needs are so low-level that every person could be able to understand which are the

basic necessities of a supporter. This lack of attention could lead to think to a necessity of the

satisfaction of needs in a first/second step of a revised Maslow pyramid.

Trying to reinterpret that famous approach, it is possible to see that if we consider the basic

need as the team match watching, the second step could be the requirement of finding some

places where to sit comfortably, some places where to rest and, of course, also clean

lavatories. Then a step further could be the possibility to find bars or meeting places where to

stay with friends and making connections with other people in order to share the same values

and make confrontation with the other elements that could be part of the same community.

The fourth step could be the necessity to find a museum where supporters could increase their

self-esteem by comparing and identifying themselves with what the team did in its whole

history. Then, the last step to be accomplished should be the feeling part of the stadium, as it

happens, for example, at the Juventus stadium, where it is possible to buy a star on the wall

where to write the own name; or, extremely, what happens in Liverpool, where some people

asked for the possibility to be buried under the pitch.

In Italy in fact the stadium is targeting almost exclusively males, as everywhere there is a lack

of primary services, which do not help the enlargement of this basis. But, if it would be taken

into consideration the possibility to target families there should then be the presence of basic

14  The interview occurred with mr E. Z. in July 2012.
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services with a bit higher quality. This problem comes mainly from the fact that the ownership

is not of the team, but of the town, to whom Chievo Verona pays 300,000 € per year for using

the stadium only on match days. This means that no one has interests in amplifying the

primary needs that are considered in the second step of the pyramid, as both parts are

considering not their responsibility that improvement. The result is then a total absence of

customer satisfaction that could be easily solved with an agreement between the two

operators. So, the management of Chievo Verona is interested in providing these requirements

by itself, trying to solve the problem of the secondary needs of the clients. This is happening

through a growing attention to the supporters and focusing also on the profitability that bars

can offer. In the stadium there are several bars, which are at a very basic level; what Chievo

Verona is interested to do now is to offer an improved quality of beverage and food to their

supporter. This could happen with the help of sponsors that are not so keen on national

visibility, as they are more willing to capture the attention of those people that are living in the

area. This will let the management able to exploit other spaces of the stadium at a very low

cost and, in case of direct management of the bars, getting profit coming from the sponsorship

of the area. In case of outsourcing the management of the bar, even if the profit could be low,

the service could be of an higher level, focusing on a better customer satisfaction for the

supporter, which up to now are facing long queues and basic level of food quality. 

In doing this improvement the management provided a deep analysis of all the process that

are incurring from the selling of the ticket up to when the supporter exit from the stadium.

The focus is on the minimization of the difficulties provided by the infrastructure and by the

norms that are constantly changing, on the selling of the ticket. An example is the so called

“tessera del tifoso”, which is a compulsory card that every supporter who want to buy a

seasonal card to access to the stadium should have. The sport society releases this card after

the nulla osta of the local police, in order to identify the correct attitude of the supporter on

being part of the sport event. This instrument creates some procedures that every supporter

should accomplish before buying the ticket; Chievo Verona is trying to help the supporter in

doing every step, trying to minimize all the inefficiencies that could come up while requesting

the card. Then, in the procedure of coming into the stadium, every supporter should show at

least once an identity document to physically enter the stadium, but also at least once when

buying the ticket, and it could be asked to be shown at every time while requested inside the

arena. This creates several problems for example in slowing down the queues that are

normally generated. So, then, trying to minimize the times in which an identity document
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should be exhibited, this could faster a bit the entire process or, at least, could help in

avoiding the possibility to lose the document in the context.

Furthermore, another improvement that Chievo Verona is trying to obtain is the presence of

some “sky boxes”. These boxes are exclusive rooms dedicated to special guests that are

willing to see the match in privacy and with optional services like, for example, the possibility

of having beverage and food services served directly on place. This will give to the special

guest the opportunity to follow a match in a different environment, trying to attract also

people that are willing to establish a sponsor contact, as the guests could be also hosted for

business purposes. From a marketing perspective, this service could be used not for a b2c

purpose, but mainly for b2b relationships. Which is where the frontier is probably moving:

from a sponsorship pitch system to a dedicated attention to the suppliers in a sort of

entertainment-business approach. But this option is quite hard to be reached as there are some

difficulties in trying to modernize the stadiums in Italy as the investments required are too

expensive15 and also not possible to be decided exclusively by the management.

What seemed to be interesting from a b2c perspective, in order to attract attention from the

supporter, the management could create a guided tour of the stadium, maybe also in accord

with some schools of the town, in order to teach a fair sport culture and to attract the future

potential supporter. In this way it could be easier to let people understand why all the

signposting are prohibitions [End & Foster, 2010]. These kinds of symbols are posing people

in a mental status of disease and are encouraging them to escape from a stadium to other

realities, which are outside. Then, a guided tour could also try to deeply explain why and how

those ban symbols are posed and for which reasons, lowering the negative attitude of the

people inside the stadium.

The last thing from a marketing perspective, which has relevant impact, could be the name of

the stadium. If of property, there could be the possibility, for a team, to change the name of

the stadium into a commercial one, as it is used in countries like UK or Germany16. This is a

15� Just for curiosity it is enough to think about the Juventus stadium, that requested almost 150,000,000€ for

being developed and three years of work.

16  For example the Allianz Arena where plays Bayern Munchen, or the Emirates stadium where plays Arsenal,

are names coming from the official sponsor of the teams.
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big difference with a non-owned stadium, as this possibility is completely out of the range of

the team, as the ownership is of the town. And also from the sponsor’s point of view could be

not so attractive linking the name to a sport team that could leave the stadium for any reason

in any moment.

Coming back to the property question, the main deal seems to focus not only in the owning or

not a stadium, but in having a new one. The management of a new stadium could be fairly

different form an old one. The marketing director of Chievo Verona estimates that a new

stadium creates an increase of the 30-35% of the attendance because of the different services

offered to the public. In this sense, another relevant point to be studied is the fact that the

interest of the people could be pushed, using marketing levers, to the attention to them,

instead of the importance of the match, as the sport variable will not facilitate the positive

forecasting of every game. For this reason the supporter should be induced to come in the

stadium anyway, even if the team would be winning or losing, and this could happen only

giving him a reason to come into the stadium, which could be the service he would like and

appreciate independently from the result of the match. Up to now, in Italy, there has been a

lack of this culture, so managers of the sport teams should be highly involved into the process

of changing the main motivation of going into a stadium, which can, of course, be driven also

by the supporting the team, but mainly from the appreciation of being in a stimulating or

relaxing environment like could be a theater or a cinema.

7. DISCUSSION, MANAGERIAL IMPLICATIONS, LIMITATIONS AND FURTHER RESEARCH

What arises from this research is not only the importance of having an own stadium per se,

but for the opportunity it gives. The possibility to decide every strategy in the wanted

direction is fundamental for the right management of a football team. Vice versa, having to

cooperate with another team does not leave spaces for exploit all the opportunity that

marketing and communication levers offer17. Furthermore it assumes high importance the

bureaucracy factor, where, in an owned stadium could be amenably minimized as at least the

decision should be taken only by one side: the team’s management. From a marketing

perspective, in order to best manage a sport team, it seems to be vital, more than important,

17� For example the four p’s or the four c’s declined by Kotler [Kotler 1972].
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the possibility to use a new, updated stadium, as the needs of supporters are changed from

what they was asking during the Nineties. It was chosen this date as a comparison because the

last modernization on stadiums were for the World Cup occurred in Italy in 1990. So, today,

arenas are considered old. Social lives, as also marketing strategies, changed deeply during

those twenty-two years, and as in Italy stadiums are old, there is an important issue coming

from the lack of attendance, compared to other realities like British Premier League or

German Bundesliga. People are not willing anymore to go to the stadium for several reasons.

One of those is the television high quality of services provided by specialized broadcasters,

but the main one still remains the inhospitality of Italian arenas. There is, in fact, a total lack

of attention focusing on supporters18, which are the final customers of sports realities. This

case study exemplified and tried to explain why people do not want to go anymore to the

stadium, and how marketing directors should behave to attract people into the stadium. In

order to explain this question it was purposed a revisited Maslow Pyramid, trying to highlight

where and how the Italian’s arenas situation is positioned. Evidence shows how Italian

stadiums are at a very low level in satisfying the needs of the supporters, which are not

willing to come to an arena, as everything is totally uncomfortable, from the seating to the

cleaning services, and it seems a nonsense trying to provide higher quality services like e.g.

wi-fi free connection before making an attempt on satisfying other, basic needs, as Chievo

Verona marketing director confirm.

So, in order to take economic advantage on the competitor, the focus should be on the

exigency of a new stadium that should be able to target the needs of the supporters, enabling

the possibility to have a full stadium at every match, so then a profitable situation. But new

things are costly, which is what impedes Chievo to invest in that way, and cannot be provided

by the government as the general crisis highlights other priorities. This means that a forward

thinker society should take into consideration the possibility to get an agreement with the

town, for example in taking fiscal advantages, and then trying to build an own one, as

Juventus did with his new “Juventus stadium”. Furthermore, from the possibility to have a

private arena, it comes out the output of having higher margins of profitability, exploiting all

the optional services that could be offered by the ownership instead of the renting position. An

example could be the link of the name to a sponsor, like it happens in the most appealing

18  This is simply evidenced by e.g. the lack of cleaned restrooms, or the long queues requested for buying a

sandwich.
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stadiums: Emirates in London with Arsenal team, or Allianz in Munich with the Bayern

Munich team. But this is not the only example, the existence of bars and restaurants are

important in order to create a comfortable environment where supporters could exchange

opinions and making new connections, or simply get satisfaction from tasting some good

beverage and food services. Coming to a bit more sophisticated structure it should be

interesting to build a museum that could enhance the possibility to link the identity of the

supporter to the team’s one. As it was shown here, the importance of the existence of new

stadiums is necessary in order to be competitive on an European basis, simply using one of

the basic framework of marketing, that is pursuing the customer satisfaction.

The limitations of this study are subjects to the general conditions arising from a case study

analysis. So the circumscription of the analysis and the fact that it could be very difficult to

generalize these conclusions that often are considered as descriptive. By the way, the situation

in Italy is not so difficult to get understood, as there are similarities between small teams and

top teams. The spread between the top team and the last one counts on around 40,000 people,

which is fairly different from what happens in England, where the same difference counts on

almost 60,000 people. And also the average is quite poor in Serie A: more or less 23,000

people, against 34,000 of the Premier League. This means that the whole reality was showing

deep problematic, and the solutions could be evaluated and founded into the marketing area.

Putting an effort on exploiting the right levers it could be possible to reach higher levels in

economic performance.

The capacity in attracting new supporter/customer will lead the management to the possibility

to make the situation more profitable, which means the opportunity of being more

competitive on the market, this bring to the capacity to attract new, more important, players

through the visibility they can obtain. This could then show an evident impact also on

performance, as the players interviewed highlighted how much better is to play in a full

stadium in terms of motivation. Further studies will involve this sector, so the possibility to

find a correlation between new stadium and better performance on the pitch. 

Another important strand of further studies could involve the link between entrepreneurship

and football realities. It is important to note that all the owners of a football team are affirmed

entrepreneurs, generally in different sectors from football. It could be interesting to note why

they should be interested in building new arenas. A possible trait d’union could be the
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importance of visibility that a football reality offers. So, again, the importance of marketing in

this field is highlighted, trustworthy and useful.
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APPENDIX

In this section are reported the questions to the marketing and communication director of

Chievo Verona and to the team manager.

Interview with marketing director mr E. Z.:

1. How it is managed a stadium from a marketing point of view? Which are the

options adopted?

2. Is there any green marketing strategy in your idea/budget?

3. How much limited is the marketing performance by the Italian law system

(bureaucracy)?

4. How are minimized the law constraint, if possible?

5. How would you try to increase the level of the attendance at the stadium?

6. Why the supporter, in your opinion, prefers to stay outside of the stadium

before and after the match instead of staying inside?

7. Is it possible to organize any collateral show before or after the match?

8. Do the supporter shows strong interest only in the match day or also in other

days? And is there a possibility to extend this interest also in other days?

9. Which is the level of attention to the supporters? Taken that it is a low level,

what would you intend to do for increasing this level?

10.How do you understand the requests of the supporters? Do you use

questionnaires, consumption analysis…?

11.How would you overcome the prohibition signals that are part of the stadium,

if possible?
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12.Which are the services offered to the supporters? And to the sponsors/partners?

13.Which strategies would you implement with an owned stadium, imagining it

would be possible?

14.How do you deal with the marketing strategies of the team more than the

focusing only on the performance track?

15.How would you try to shift the attention of the supporters from a results-

orientation to a show-watching orientation?

16.Do you think that the property of the stadium would generate more motivation

in the players?

Interview with the team manager of Chievo Verona mr F. M.:

1. As an ex player, which are the variables that define motivation?

2. How did you motivate yourself before a match? What do you think about

football players in general?

3. Do you think that the motivations are induced by subjective variables or by

objective ones?

4. How much do you think that a stadium generates motivations? E.g. the

distance of the seats position more than the environment.

5. Which are the variables that help players in creating motivations?

6. Do you think that, as a player, an own stadium could create something

important on the performance aspect? And what about as a team manger?

7. Do you think that a stadium could create an emotional tie?

8. What about the psychological pressure that can exert an owned stadium?

Informal speeches with the 5 players were made on the basis of what already asked to the

team manager in order to find a correlation or coherency with the feelings already expressed.
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