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Abstract 
The current research aimed to explore 
the "Role of Promotion Strategy in 
Activating the Marketing Mix for 
Sports Services in Libyan Clubs" and 
to provide a proposed strategic model 
to enhance their marketing efficiency. 
Utilizing a descriptive-analytical 
approach, the study was conducted on 
a purposive stratified sample of (95) 
participants, including board members, 
investors, and stakeholders across 
sports clubs in Eastern Libya. For data 
collection, the researchers developed a 
comprehensive questionnaire covering 
four primary axes: conceptual 
foundations, promotional mix, 
strategic determinants, and 
promotional campaigns. 
Findings indicated that the reality of 
promotional strategies in Libyan clubs 
enjoys a high level of conceptual 
awareness (71.5%), with the "Sales 
Promotion" dimension emerging as the 
strongest correlated variable. The 
results also revealed a disparity in the 
activation of the Marketing Mix (7Ps); 
tangible and human elements (Physical 
Evidence and People) dominated 

satisfaction levels, while the "Product" 
and "Promotion" elements showed a 
relative decline. This reflects a gap 
between the high quality of facilities 
and the innovation of communicative 
content. Furthermore, the research 
established a strong positive 
correlation (R = 0.76) between 
promotion strategy and marketing mix 
activation. Regression analysis 
confirmed that promotion acts as the 
"Governing Variable," explaining 58% 
of the variance in marketing mix 
efficiency, with an effect size of (0.76). 
The study identified significant 
administrative obstacles (lack of 
specialized structures and 
bureaucracy) and financial constraints 
(limited budgets). The research 
concluded by presenting the 
"Integrated Inter-Activation Model," 
grounded in the philosophy of 
"Cybernetics" and the Marketing 
Information System (MKIS). This 
model serves as a strategic roadmap to 
transition Libyan clubs from 
traditional management styles into 
investment-oriented institutions 
capable of achieving financial 
independence and competitive 
excellence. 
Keywords: Promotion Strategy, 
Services Marketing Mix (7Ps), Libyan 
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