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Abstract : Understanding consumers is elementary for practitioners in marketing. Consumers of sports events, the sports
spectators, are a particularly complex consumer crowd. In order to identify and define their profiles different segmentation
approaches can be found in literature, one of them being multidimensional segmentation. Multidimensional segmentation
models correspond to the broad range of attitudes, behaviours, motivations and beliefs of sports spectators, other than earlier
models.  Moreover,  in  sports  there are some well-researched disciplines  (e.g.  football  or  North American sports)  where
consumer profiles and marketing strategies are elaborate and others where no research at all can be found. For example, there
is  almost  no  research  on  athletics  spectators.  This  paper  explores  the  current  state  of  research  on  sports  spectators
segmentation. An in-depth literature review provides the framework for a spectators segmentation in athletics. On this basis,
additional potential consumer groups and implications for social media marketing will be explored. The findings are the basis
for further research.
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