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Executive Summary



This study was published to look at the overall marketing strategies the AFL undertakes. The AFL, also known as the Australian Football League, was established in the 1850s and also governs the Australian Football League sport and regulates game rules. Hamersley, Smith, Thompson, and Wills are the four men in which created the 10 rules of the game that we know today. Ultimately, the SWOT analysis showed us that AFL’s strength has excellent facilities and partnerships with small companies, but there is a lack of voluntary organizations and weak economic foundations. They can also continue to evolve as an organization, by taking the opportunity of growing the club's management technology. The greatest challenge to the AFL, however, is supporters of which a busy lifestyle starts to take hold. The AFL’s goal is to "be the most sport most accessible to all Victorians." (AFL Victoria Strategic Plan 2017-2022)  The ultimate goal here is to play the game with both enthusiasm and motivation and to play the best game the team can play while supporting each other. The AF's market share overall has been 27.9 million in the past year. Furthermore, following the AFL's increased market share in the past year, the association has developed strategies for brand poisoning to boost the league market. Establishing a campaign through the AFL to demonstrate diversity, and try to achieve an emotional response from viewers. The report assesses the marketing mix which includes the marketing 4ps. The AFL is a professional football match that lasts for 23 weeks in a season. An adult ticket on average costs $27 for an adult and $6 for a child under a certain age. Since 1854 the AFL has been held at the MCG (Melbourne cricket ground). The AFL is continuously promoted via various advertising channels, including TV commercials, etc. Overall, the AFL is a very successful brand, but I believe that the school-based youth football programmers can be very effective in mentally and physically helping children. A further suggestion will be to restructure existing facilities and build unisex facilities.
Brief History of Organization

AFL also referred to as Australian Football League first became Australian Rules football. Australian rule football developed in Melbourne in the mid-19th century. Both Gaelic football and an Aboriginal game (usually called 'marngrook') were mentioned as inspiration, but the game stemmed from the football played in English public (i.e. private) schools. The game is transported to the parklands of Melbourne and was shaped by the vast open spaces and the men who played it.


In England, the rules of football differed from school to school, and when they played outside their school, teams had to agree on what rules to follow. At the University of Cambridge in 1848, a general set of rules was introduced which came from five schools - Harrow, Eton, Rugby, Winchester, and Shrewsbury. In colonial Melbourne, the same issues arose. Soccer matches were chaotic and often long negotiations overrule were needed before play could begin. It turned out that formal rules were needed. In May 1859, Thomas Wentworth Wills, a well-known cricketer and the biggest supporter of the new game, was one of the seven members of the Melbourne Cricket Club who drafted a set of rules. Several of the group studied at Cambridge, so they probably had experience with a hybrid form of football. They were willing to compromise and consequently, the game that emerged was not bound by tradition. In many ways, the new sport reflects the aspirations of colonial Melbourne, where the class was less than skill, picking, and striving.
S.M.A.R.T Objectives & Research 


Player evaluation plays a fundamental role in the decision-making processes of professional sporting organizations, including player monitoring, team selection, player contracting, and scouting. Despite widespread and available objective data within professional team sports, a reluctance of key decision-makers to utilize these measures to develop and integrate decision support systems within their organizations remains. Despite this reluctance, there have been various kinds of literature outlining the benefits of considering objective evaluations of performance to support organizational decision-making processes. Though these studies proclaim the benefits of objective evaluations (i.e., reliability and consistency), they each emphasize the importance of utilizing both objective and subjective evaluations of performance in a complementary manner, to highlight whether inconsistencies exist between the evaluations and to ultimately improve player evaluation.


Australian Rules football (AF) is a dynamic invasion team sport played on a large oval field between two opposing teams consisting of 22 players each (18 on the field and four interchanges). Due to the dynamic nature of the sport and the complex interactions which occur in AF, individual performance is difficult to analyze, both subjectively and objectively. Despite this, various objective player performance measures have been created based on player performance in the elite competition of AF, the Australian Football League (AFL). Examples within the notational analysis literature include Stewart, Mitchell who created a player ranking model by identifying the most important performance indicators, and including those with the strongest relationship to the team winning margin. Heasman, Dawson created a player impact rating that assigned numerical values to each performance indicator relative to its perceived worth. These values were then weighted relative to environmental situations of the match, and adjusted relative to a player’s time on the ground. Various objective player performance measures also exist for commercial purposes. Examples include the ‘AFL Player Rankings’ and the ‘AFL Player Ratings’, which are both produced by statistics provider Champion Data (Champion Data Pty Ltd., Melbourne, Australia). The former takes a similar approach to that of Stewart, Mitchell, however, extends this model to include over 50 variables, and is used for the fantasy competition ‘Super Coach’ (https://supercoach.heraldsun.com.au/). The latter takes an alternate approach to most player performance rating systems and is based on the principle of field equity. In this system, each action is quantified relative to how much the action increases or decreases their team’s expected value of scoring next. A player’s overall performance is then measured by the overall change in equity that is created by that player’s actions during the game.


Subjective analyses of performance are also commonplace within the AFL. Examples include the AFL Coaches Association award and the AFL’s award for the fairest and best player (Charles Brownlow Medal). Votes for each of these awards are cast after each match, based on the players deemed most influential during the match. Votes for the AFL Coaches Association award are cast by the senior coaches from both competing teams, and votes for the fairest and best player are cast by the field umpires. Further, various clubs use subjective coach ratings as a way of determining club based awards, and various media sources publish subjective ratings for the public interest. A common criticism of player performance evaluation in AF, as well as other team sports (i.e., basketball), is their bias towards players whose specific role involves being more frequently involved in the play, enabling their actions to have a more tangible effect on performance evaluation. These biases have been noted within the notational team sports literature concerning both subjective and objective player performance analyses. For AF, this specifically relates to midfield players whose role is more centered on following the play to obtain/maintain possession of the ball and improving their team’s field position. Previous objective player performance measures have combated this by suggesting that player performance comparisons should be only made within players who play the same player roles. Similar suggestions have been made in other team sports such as rugby union.


Despite frequent studies in the team sport notational analysis literature looking to encourage the use of objective performance rating systems, very few studies have looked specifically at identifying the specific mechanisms behind the subjective evaluation of individual performance in team sports. Pappalardo, Cintia, analyzed human evaluations of elite soccer performance using performance indicators and contextual information relating to each match performance. 






S.W.O.T Analysis

The SWOT review is an important part of the club’s recognition of the main target areas. A SWOT analysis is a method of recognizing and assessing the strengths of the organizations, limitations, opportunities, and risks. Based on SWOT Analysis, organizations can choose the appropriate strategy. (E Gürel 2017)Strengths are related to the internal influences of the organization. It reflects on the company and the ability to deliver the outcomes it needs by looking at the strengths.

Overall, the strengths of the AFL club range from having good club facilities and places for matches, maintaining partnerships with small businesses, and also having a large community of committed volunteers. Inside the organization, there are weaknesses also known as internal factors. Although there is much strength in the AFL organization, there are negative sides too. There are bad culture and bad behavior from players inside the AFL clubs. There is also a shortage of volunteer groups and a poor economic foundation within the organization.

                       Opportunities are resources that can have a positive impact on the organization. Two main opportunities the AFL organization can endure and grow on are club management technology; this refers to the technology of club management, continuous growth, and improvement of skills and key competencies. Another potential opportunity that the AFL will bring to account is increasing emphasis on physical activity. Threats are external factors that may affect an organization. Several challenges can impact the AFL culture, including supporters with a busy lifestyle and not being able to follow the season of football, which can also produce a decreasing fan base.
Competitor Analysis


Immediate competitors refer to an organization in which creates a product or service that is equivalent and that can be purchased within the same market. An immediate competitor within the AFL League will consist of the numerous AFL teams playing in the game to win the championship. Collingwood vs. Geelong will be one example of that. Secondary competitors are known as competitors in whom they offer goods in the same category market. A secondary competitor to the AFL would be the VFL. The VFL is known as the Victorian football league since 1996 as victorias secondary level club. Indirect competitors are when companies create products that are different however starting competing in the same target market to meet the same needs of the consumers. An indirect competitor that is within the same target market is A-League soccer. A-League soccer is an indirect threat since it is in the same sporting industry as the AFL. A-league soccer is the elite men’s football league that serves the consumer's equivalent need.

           Australia Football league is a sport that is played in many countries around the world and which was invented in Melbourne, Victoria's state capital. There are about 20 leagues outside Australia. However, AFL is widely common within Australia as that's where the game originated from. AFL games are played within each state. These following countries are some of the many which are also affiliated to the AFL which include, AFL Japan, Nauru Australian Football Association, New Zealand AFL, and so forth. Overseas teams make up less than 2 percent of the world’s total teams. The mission statement or purpose of the organization should be a straightforward statement outlining how you are to get there and your justification for being there. This is the direction you are going to fulfill your goal. The mission statement must explain where the organization wants to be positioned, and how you can achieve the organization’s vision. The vision of the Australian Football league is to “be the most accessible sport for all Victorians” (AFL Victoria Strategic Plan 2017-2022). The first goal of AFL is to play to win. That refers to the game players who own each challenge and push their boundaries. The second goal is to play fair that involves being cooperative, truthful, and having a great ethic for the game. Playing with passion is also another of the club's AFL missions. Being optimistic and passionate encourages players to work harder. The final mission is to play as a team to achieve the best outcome possible and to bring out the best in each other.

           Key organization objectives refer to, “A collaborative goal-setting tool used by teams and individuals to set challenging, ambitious goals with measurable results. (Panchadsaram, Prince 2020) . The Australian Football League's main objectives are to try and develop within the organization through both participation and communication. This is to make sure the AFL club continues to communicate with its members and consider their input. The ultimate aim of AFL is to build teams that have a deep and shared commitment. Two key organizational objectives that AFL has set amongst many others are participation programs and improving facilities. To develop, recruit, and maintain participation in AFL games, the participation program was customized specifically. The involvement program also includes facilitating collaboration with schools and developing youth football programs. Another organizational goal AFL needs to accomplish is to build facilities designed to serve their teams. The AFL aims to improve and increase the capability of existing facilities to a higher level.

           Market share is the percentage of overall sales or total output in a given sector that a business has. The AFL executives and commissioners were 10.57 million in 2019 and the AFL company surplus, which covers sales, operating costs, and distribution, was 27.9 million in 2019 compared with 25.9 million in 2018.

           Target marketing involves both brand positioning strategy and market segmentation. On the other hand, targeting is the business tactics a brand can pursue to get customers to recognize and connect a brand to a particular target market. Statistics show that the target audience for the AFL is those ages between 35-49 years old with over 2.2 million watching. The AFL has created a campaign to market towards a larger audience. 

Marketing Mix

'Marketing mix', often referred to as the '4Ps', as a way of putting marketing planning into practice (Bennett, 1997). The Marketing Four Ps is the most important components associated with marketing a service or product. The 4ps include product, price, location, and promotion.
Product
The product refers to either a good or service that an organization provides to its consumers. The service in which the AFL offers is a professional football match for members. The AFL runs seasonally for 23 rounds. It runs March through September.
Price
The price is the amount by which consumers purchase their product or service. For the AFL their prices vary for tickets. It varies for certain special occasions which include Anzac day, the grand final day, and more holidays. On average a general admission ticket for an adult is $27 and for children, it can go up to $6. The organization also gives the choice of concession tickets which average around $18 and also allow children under a certain age to watch the game for free on Sundays.
Place

The place where the organization chooses to sell their product or service is important as it will be known for delivering the product or service to the specific target market. The most important home ground in which the AFL has decided to play their matches is the MCG (Melbourne Cricket Ground) in the heart of Melbourne, Victoria. The MCG was built in 1854 and has been hosting AFL games since 1902, as it has more than 100,024 fans.
Promotion
When promoting a product or service this would include advertisements, marketing strategies, etc. The AFL markets its games by advertisements in newspapers, TV commercials, and sports stores. The AFL also allows other businesses to promote ads during game breaks and ads in the MCG boards throughout the stadium.
Sponsorship Targets



The AFL has entered into a record four-year sponsorship deal with Toyota for $ 18.5 million a year. The $ 74 million deal is said to be the largest sports sponsorship deal in Australian corporate history. Toyota will become the league's official community partner, which includes the Toyota Good for Footy program, as well as an official AFLW competition partner for women. Toyota, an AFL sponsor since 2004, will also acquire new properties to contribute to its existing league-based partnership. These include the National Volunteer Award nomination partner, the National Involvement Carnival, the Northeast Australian Football League (NEAFL) and the National Wheelchair Championship.

AFL CEO Gillon McLachlan and Toyota Australia marketing officer Wayne Gabriel announced the deal at the start of the 2019 Toyota AFL Premier League season. Toyota CEO Wayne Gabriel says the new deal will continue to help promote game development by local clubs in national elite competition. "Pedestrians, whether in front of thousands of fans or cheering parents on the sidelines," he says. "As the official Good Community Partnership Partner, we aim to raise another $ 1 million in 2019 to help more than 1,000 local Australian football clubs with better equipment and supplies," he said. "Kylie Rogers says Toyota has made a significant contribution to community football through the Good for Footy program. The stadium does not create," says Rogers.
Recommendations

I highly recommend the future plan to take the AFL as its next step in developing the league’s contribution to the community, youth football programs in elementary and high school. Youth football programs help children/youth grow mentally and physically. It will physically support children by playing a game in which they can improve their training skills and become more active and fit. It can help emotionally boost children’s confidence and social skills. A game helps all aspects of a child’s development. Character formation, personality, physical and mental qualities can all be developed by engaging in a game. The game helps to develop certain qualities that cannot be created by anything else like loyalty, teamwork, ambition, sportsmanship, and so on.

The important value attribute that any game can build is endurance. The choice is a rare element; those who receive it can achieve anything in the world. It gives a child a sense of ‘immortality’ later leading him to a higher level in life. A child is converted to a parent. Football helps a child develop a passion, which ultimately leads to competition. This competition in the game requires teamwork, which happens to the extent that a child can play. Soccer helps increase the stability and alertness of the child. Other areas of mental fitness and fitness are self-regulating and responsive. Also, another advice that the AFL should follow is to resign from existing positions. Builds and maintains unisex buildings and builds large funds to implement these changes in all regions and expands places for finding more employees.
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