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Introduction and justification

Sport has undergone a great evolution over the last 
few years. The municipal elections of April 3, 1979 were 
a decisive moment in this important process of change 
and from that moment on, a process of implementation 
of democratic and participatory instruments began, which 
led to the development of social policies and the construc-
tion of sports facilities (Pujadas, 2010). This evolution was 
directly manifested in two fundamental aspects: i) an in-
crease in the practicing population and ii) an increase in 
the number of sports facilities for the practice of sports by 
the population (Clavel, García, Iglesias, Gallardo & Felipe, 
2019). In this sense, it should be mentioned that the expo-
nential increase in the number of sports facilities directly 
led to an increase in the supply of places where the pop-
ulation could practice sports; in other words, an increase 
competition in the sector.
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Abstract. Sport has experienced a huge evolution through the years, which is directly reflected on an increase in the population en-
gaged in sport, as well as in the supply of sport facilities. In increasingly competitive markets, excellence in the provision of services 
plays a decisive role. Despite the importance of this subject, no studies have been found that evaluate the management of the commer-
cial policy of sport centres and clubs and consequently no valid instruments have been found for this purpose. Therefore, the objective 
of the present research is to validate the TP-SPORTS instrument: a record sheet structured in eight dimensions and ninety variables 
that allows the analysis of the management of the commercial policy of sports centres and clubs. In order to validate it, an expert judg-
ment assessment, inter and intrapersonal evaluation using Cohen’s kappa test and a pilot test with 150 students of the Physical Activity 
and Sport Sciences degree have been used. In view of the above, it can be concluded that TP-SPORTS instrument proves to be an 
innovative and valid tool for the analysis of the commercial policy of sports centres and clubs in our country.
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Resumen. El deporte ha experimentado una gran evolución a lo largo de los años, hecho que se ha manifestado en un incremento de la 
práctica deportiva, así como también en un aumento de la oferta de instalaciones deportivas. En mercados cada vez más competitivos, la 
excelencia en la prestación de servicios juega un papel decisivo. Pese a la importancia de dicha temática, no se han encontrado estudios 
que evalúen la gestión de la política comercial de los centros y clubs deportivos, y en consecuencia tampoco se han hallado instrumen-
tos válidos para tal fin. Por ello, el objetivo de la presente investigación es validar el instrumento TP-SPORTS: una hoja de registro 
estructurada en ocho dimensiones y noventa variables que permite analizar la gestión de la política comercial de los centros y clubs 
deportivos. Para la validación de la misma se ha recurrido a una valoración de juicio de expertos, una evaluación inter e intrapersonal 
mediante la prueba kappa de Cohen y una prueba piloto con 150 alumnos del grado de Ciencias de la Actividad Física y el Deporte. 
Tras estos pasos, se puede concluir que el instrumento TP-SPORTS manifiesta ser una herramienta innovadora, a la vez que válida para 
el análisis de la política comercial de los centros y clubs deportivos de nuestro país.
Palabras clave. Política comercial; hoja de registro; centros deportivos; clubs deportivos; validación.

In relation to the management of sports entities, it 
should be mentioned that they are becoming increasing-
ly competitive, so it is essential to be able to differentiate 
themselves from the competition. According to Porter 
(2009) there are three generic ways to achieve a competi-
tive, profitable and sustainable positioning: i) the compet-
itive advantage of differentiation, ii) that of the cost leader 
and iii) specialization. In the sports sector, the management 
of the commercial policy of its services is a strategic ele-
ment of differentiation. In other words, for sports organi-
zations, improving the practice and delivery process of the 
service they offer is an essential element for their success 
in the market. Westreicher (2021) defines the concept of 
commercial policy (CP) as “those decisions made by the 
organization with the aim of achieving its sales objectives 
and consolidating its business. These policies refer to the 
setting or determination of prices, product distribution, 
advertising and promotion or communication strategies, 
among others”. More specifically, Castillo (2014) points 
out that the concept of commercial policy is made up of 
four variables, commonly known as the 4Ps of marketing, 
or marketing mix: i) Product, ii) Price, iii) Promotion and 
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tion and recording instruments adapted to the needs of 
our study. In order to carry out such observation, and to 
fulfil the aforementioned objective, the TP-SPORTS re-
cord sheet was designed. This record sheet was designed 
to be a functional and practical instrument, adjustable to 
the complexity of reality. The total time devoted to its 
elaboration was nine months, and consisted of the steps 
shown below.

Initial phase: expert judgment
In this initial phase, a first draft of the record sheet was 

prepared based on other reference models in the sector 
such as those of Dorado (2006), Rial, et al., (2010), Elasri, 
et al., (2015) and Fanega (2016). Although they were in-
vestigations linked to the perception of the service offered, 
they served as a reference to contrast the typology of vari-
ables proposed. Likewise, the theory of the 4Ps of the mar-
keting mix (McCarthy, 1960) and the 3Ps of the service 
sector (Chartered Institute of Marketing, 2009) were also 
the basis for its elaboration. Once the registration sheet 
was designed and the study variables and their possible re-
sponses were specified, it was submitted for evaluation by 
a group of six experts. The following criteria was taken 
into account for the formation of the group of experts: (i) 
having a link to the field of sports management, (ii) having 
more than 15 years of experience in the sector, and (iii) 
being able to deepen and contextualize their opinions and 
experience by relating them to scientific evidence. Like-
wise, their education, age, gender, educational level and 
profession were also taken into account. The experts were 
contacted by e-mail, to which they replied, providing the 
evaluations they considered appropriate, and on the basis 
of which the changes were made (see Table 1 for more 
information).

Procedural phase: inter and intrapersonal 
assessment

In this phase, inter- or intrapersonal reliability was as-
sessed. For the first question, an observer other than the 
researcher was instructed in the use of the tool during 
three sessions of one hour each. Subsequently, in order 
to familiarize herself with it, she put the instrument into 
practice by analysing a sport facility and a club. The next 
step was to visit four randomly selected sport facilities and 
clubs. In parallel, the main researcher visited these same 
centres, on the same day and at a similar time, but sepa-
rately. On the other hand, and with the aim of analysing 
intrapersonal reliability, the principal investigator visited 
six sports centres and clubs also chosen at random in a first 
phase. Ten calendar days were allowed to elapse and the 
main observer revisited these same centres on the same 
day of the week and time. The results of both procedures 

iv) Point of sale (McCarthy, 1960), and it is based on them 
that the planning of the strategies and actions of the com-
mercial policy of the entity is carried out. In the case of 
sports services, due to their intrinsic characteristics, they 
present the singularities of intangibility, inseparability, 
non-perdurability and variability (Armstrong et al., 2011), 
which entails an extension of the 4Ps to the 7Ps - People, 
Process and Physical Evidence (Chartered Institute of Mar-
keting, 2009). Each of these P’s is made up of a multitude 
of variables that play a determining role in the commer-
cial policy process. As Solanellas et al., (2019) point out, a 
sports service does not depend on itself, but on the inter-
action between a multiplicity of variables that affect both 
directly and indirectly the provision of the service offered, 
and their management is the key to success.

Several investigations tangentially address key aspects 
of the present research (Dorado, 2006; Rial, Varela, Rial, 
& Real, 2010; Elasri, Triadó, & Aparicio, 2015; Fanega, 
2016) by analysing variables referring to product, price, 
place, promotion and perception such as personal atten-
tion, recommendation of the centre, fees, temperature, 
changing rooms, etc. These serve as a reference for the 
elaboration of the study instrument, although they are far 
from the objective of the present article, since the judg-
ments of the service offered in these investigations are based 
on the client’s expectations and perceptions through sub-
jective analysis models, and not from the perspective of a 
potential client. Nuviala, Pérez, Morán and Falcón (2021), 
state that the increase in service models and their compet-
itiveness has led sports managers to be more deliberately 
concerned with improving their service offerings. Despite 
the importance and need to study this topic, no research 
has been found that specifically analyses the management of 
the commercial policy of sports centres and clubs. For all 
these reasons, the present research topic, which is in per-
manent growth and especially in the last decade, is found in 
the need to deepen about the commercial policy of sports 
entities and more specifically of sports centres and clubs. 
Likewise, the knowledge of the information gathered may 
subsequently help us design alternative management strat-
egies with the aim of improving their commercial policy. 
In this way, and with the intention of elucidating all of the 
above, the objective of this research is to validate an instru-
ment that serves as a reference for analysing the manage-
ment of the commercial policy of sports centres and clubs 
in order to subsequently contribute to the achievement of 
key indicators for improving it.

Material and method

As stated by Anguera et al. (2013) and Lozano (2014), 
observational methodology allows us to create observa-
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were analysed in order to determine inter- and intraper-
sonal reliability. For this purpose, Cohen’s Kappa correla-
tion index was calculated in both cases (see Table 2 and 3, 
respectively).

Final phase and pilot test
This final phase consisted of evaluating the experience 

of the previous phase and conducting a pilot test. To this 
end, 150 third-year students of the Physical Activity and 
Sports Sciences degree program at INEFC in Barcelona co-
llaborated. Each student had to visit a randomly assigned 
sports centre or club and fill in the registration form. Pre-
viously, they were trained during a two-hour theoretical 
session about the objective of the research, what consisted 
of, how they should carry out the visit and how they should 
fill in the registration form. Based on the comments made 
by the students, some final changes were made, such as: 
marking the headings in bold, assigning numbers to the co-
lumns of the variable number of people attending to you, 
adding the answer of not available in the variable price seg-
mentation criteria, etc.
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Table 1.  
Experts evaluation of the TP-SPORTS registration sheet 

Experts Topic Assessments Proposals were incorporated (or not) 
Expert 1, 2 
and 5 

Simplification 
variables 

-There is too much detail to the point that, perhaps, it is not 
possible to collect all the information shown on the record sheet. 
-Establish a categorization according to importance (1,2,3) and 
assess whether those that are not so relevant could be deleted. 

Due to the consensus of the experts in relation to 
this topic and its importance, it was decided to 
review the variables proposed and eliminate those 
that did not respond to the general objective 
established. 

Expert 5 Codification -The importance that the evaluation instrument be pre-coded, so 
that the observer has to write as little as possible. 
-Use computer tools to avoid wasting the evaluator's time 
recording data after each visit. 

It was an aspect that had already been 
contemplated, but it was decided to revisit it. 

Expert 2, 4, 5 
and 6 

Incorporate 
variables 

-Incorporate an item that assesses whether the attendant tries to 
close the sale at the time of the visit. 
-Incorporate variables such as air conditioning, odors, cleanliness, 
etc. in Ratings dimension. 
-In the section on price segmentation and type of promotions, it 
would be convenient to include the option of family typology as a 
possible response. 
-To include the question "Have you been registered in any other 
center?”. 
-To include a variable that contemplates the feelings and the 
feeling with the person who attends. 

With the exception of the last proposal, the rest 
were considered to be interesting ideas to 
incorporate into the template. 

Expert 2 Variables and 
theoretical 
framework 

-If all the variables are linked to the theoretical framework, the 
objectives and the existing literature. That is, if they are directly 
linked to the theoretical concepts. 

It was considered a very interesting reflection that 
was carried out in depth. 

Expert 3  Intrapersonal 
validation 

-The evaluator conducts an intrapersonal test to practice and 
master the evaluation tool before starting the field work. 

This was considered a very accurate assessment, 
which was put into practice before starting the field 
work. 

Experts 1, 2 
and 4 

Terminology -The concept of physical paper was changed to manuscript. 
-Changed the question "How do you annotate information?" to 
"How do you annotate information?". 
-Change the concept of typology to trademark. 
-Add the word attention to the theoretical concept of trade policy. 

In the first two cases, the assessments were 
accepted and the pertinent changes were made. 
However, for the last two proposals, the initial 
approach was considered to be the correct one and, 
therefore, no changes were made. 

Expert 1 and 4 Official rankings -The categorization according to the type of management is 
proposed to establish a different classification to the existing one, 
taking as a reference the existing literature. 
-To carry out a survey with data from the Cens d'Equipaments 
Esportius de Catalunya (CEEC) to reconstruct the classification of 
the facility dimension item. 
-The evaluation scales of the assessment section are based on the 
Likert system. 

In all the cases discussed, the experts' assessments 
were accepted due to their high degree of reflection 
and importance. 
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Table 2.  
Cohen's Kappa test interpersonal reliability 
   Kappa 

 
Registration sheet 

Centre 1   
 D1 1.00 

D2 1.00 
D3 0.65 
D4 1.00 
D5 0.86 
D6 1.00 
D7 1.00 
D8 1.00 

Centre 2   
 D1 1.00 

D2 1.00 
D3 0.94 
D4 0.64 
D5 0.98 
D6 1.00 
D7 1.00 
D8 1.00 

Centre 3   
 D1 1.00 

D2 1.00 
D3 1.00 
D4 1.00 
D5 0.96 
D6 1.00 
D7 1.00 
D8 1.00 

Centre 4   
 D1 1.00 

D2 1.00 
D3 0.98 
D4 1.00 
D5 0.89 
D6 1.00 
D7 1.00 
D8 1.00 
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sheet is structured in the following eight dimensions: i) Fa-
cility data; ii) Visit I (preview); iii) Visit II (visit to the faci-
lity); iv) Prices; v) Ratings; vi) Post-visit; vii) Website and, 
finally, viii) Social networks (see Table 4).

Each dimension was elaborated based on the 4 P’s of the 
marketing mix (McCarthy, 1960), together with the 3 P’s 
referred to the particular case of services (Chartered Insti-
tute of Marketing, 2009). The relationship established was 
as follows: i) Facility Data (Product and Point of Sale); ii) 
Visit I (Preview) and iii) Visit II (Facility Visit) (People and 
Processes); iv) Prices (Pricing); v) Ratings and vi) Post-visit 
(Physical Evidence); vii) Website and, finally, viii) Social 
Networks (Promotion). As a whole, the record sheet pre-
sents a total of 90 variables. The dimensions and sub-di-
mensions of the study are shown below (see Annex 1).

First, reference was made to dimension one (facility 
data), which aims to identify the general data and charac-
teristics of the facilities. By way of example, some of the 
variables are: name, year of creation, connection with pu-
blic transport, parking, signage, size of the facility, owner-
ship, management regime, type of centre and facilities and 
services, etc.

Dimension two (visit I-previsit) refers to the set of si-
tuations that describe the initial attention received at the 
sport facilities. Some of the variables in this dimension are: 
total time, number of people at the reception desk, waiting 
time, manner and place of service, number of questions as-
ked, etc.

Dimension three (visit II-visit facility) includes the set of 
situations that describe the attention received by the wor-
kers during the physical visit to the centre. Thus, some of 
these variables are the following: position of the persons 
attending, treatment by you, wearing a uniform, informing 
you of prices, offering to try the centre, asking if you have 
any doubts, overall assessment, etc.

Dimension four (prices) includes everything related to 
the price of the fees of sports centres and clubs, as well as 
the way in which personal data is taken in order to offer 
the best possible price. Some of the variables are: adult fee 
prices, price segmentation, universal fee prices, registra-
tion fees, discounts, promotions, personal information re-
quested, how this information is recorded, documentation 
provided, etc.

Dimension five (evaluations) refers to the scores given 
by the observer to the set of elements that make up the 
management of the commercial policy of the sports centres 
and clubs. Some of the evaluations are about the general 
impression of the sports facility, about the service offered, 
the air conditioning, the smell, the cleanliness, etc.

Dimension six (post-visit) refers to the process after the 
potential customer leaves the centre and the centre con-
tacts the customer again to recruit him/her as a subscriber. 
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Table 3.  
Cohen's Kappa test intrapersonal reliability 
    Kappa 

Registration sheet 

Centre 1   
 D1 1.00 

D2 1.00 
D3 0.97 
D4 1.00 
D5 0.94 
D6 1.00 
D7 1.00 
D8 1.00 

Centre 2   
 D1 1.00 

D2 1.00 
D3 0.98 
D4 1.00 
D5 0.98 
D6 1.00 
D7 1.00 
D8 1.00 

Centre 3   
 D1 1.00 

D2 1.00 
D3 0.98 
D4 1.00 
D5 1.00 
D6 1.00 
D7 1.00 
D8 1.00 

Centre 4   
 D1 1.00 

D2 1.00 
D3 0.96 
D4 1.00 
D5 0.98 
D6 1.00 
D7 1.00 
D8 1.00 

Centre 5   
 D1 1.00 

D2 1.00 
D3 0.96 
D4 1.00 
D5 0.95 
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D6 1.00 
D7 1.00 
D8 1.00 

Centre 6   
 D1 1.00 

D2 1.00 
D3 1.00 
D4 1.00 
D5 0.96 
D6 1.00 
D7 1.00 
D8 1.00 
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Table 2.  
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   Kappa 

 
Registration sheet 

Centre 1   
 D1 1.00 

D2 1.00 
D3 0.65 
D4 1.00 
D5 0.86 
D6 1.00 
D7 1.00 
D8 1.00 

Centre 2   
 D1 1.00 

D2 1.00 
D3 0.94 
D4 0.64 
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D4 1.00 
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D7 1.00 
D8 1.00 

Centre 4   
 D1 1.00 

D2 1.00 
D3 0.98 
D4 1.00 
D5 0.89 
D6 1.00 
D7 1.00 
D8 1.00 

 
  
  

Final design of the TP-SPORTS instrument
After all the steps mentioned above, the final design 

of the TP-SPORTS instrument was obtained. This record 
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The variables included in this dimension are whether or not 
post-contact is made, how it is made, when, by means of 
what instrument and the type of information offered.

Dimension seven (website) refers to the set of aspects 
related to the website and the services it offers. By way of 
example, some of the variables are: whether or not there is 
a website, type of website, featured news, online registra-
tion, discounts and promotions, etc.

Finally, dimension eight (social networks) seeks to 
identify those aspects that identify the variables that descri-
be the characteristics and use that sports centres and clubs 
make of social networks. Thus, some of the variables con-
templated are the following: whether or not they have Fa-
cebook, number of followers, frequency of use, interaction 
of the last post, whether or not they have Twitter, number 
of followers, frequency of use, interaction of the last post, 
whether or not they have Instagram, number of followers, 
frequency of use, interaction of the last post and, finally, 
whether or not they have a blog and its frequency of use.

Results

All the experts replied to the e-mail, expressing their 
opinion regarding the record sheet and the changes it requi-
red. The contributions made by the six experts are shown 
below, grouped according to subject matter.

First, experts one, two and five felt that “there is too 
much detail to the point that, perhaps, it is not possible to 
collect all the information shown on the recording sheet”. 
The researcher was asked if all the items were necessary 
and they suggested “establishing a categorization according 
to their importance (one, two and three) and assessing 

whether those that are not so relevant could be deleted”. 
Linked to this idea of streamlining the instrument, expert 
five expressed “the importance of the evaluation instru-
ment being pre-coded, so that the observer has to write 
as little as possible”. However, this same expert proposed 
“using computerized tools to avoid wasting the evaluator’s 
time recording data after each visit”.

In contrast to the idea just discussed, some of the ex-
perts also proposed adding some variables. By way of 
example, expert six proposed “incorporating an item asses-
sing whether the attendant tries to close the sale at the time 
of the visit”. Expert five suggested “including variables such 
as air conditioning, odors, cleanliness, etc.” in the evalua-
tion section. Expert four suggested “adding in the section 
on price segmentation and type of promotions, it would 
be convenient to include the option of family typology as 
a possible answer”, as well as the question “Have you been 
to any other center? Finally, expert two suggested assessing 
the “feeling and sentiment with the person who attends”.

On the other hand, expert two also asked “if all the va-
riables are linked to the theoretical framework, the objec-
tives and the existing literature. That is, if they have any di-
rect link to the theoretical concepts”. Likewise, bearing in 
mind the complexity and length of the instrument, expert 
three made the following assessment: “the evaluator should 
carry out an intrapersonal test to put into practice and mas-
ter the evaluation tool before starting the field work”.

Another aspect highlighted by experts one, two and 
four was the fact of using some terms more precisely 
and/or clarifying what was to be observed. As an exam-
ple, expert four stated that “the concept of physical paper 
was changed to manuscript”. Similarly, expert six propo-
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Table 4.  
Study dimensions and sub-dimensions 
Concept Dimensions Sub-dimensions 

Management of the trade policy of 
sports centers and sports clubs 

1. General information 

1.1. General data 
1.2. Connection 
1.3. Characteristics of the sports facility 
1.4. Sports facility management 
1.5. Sports facilities 
1.6. Services 

2. Visit I (preview) 2.1. Features of the visit 
2.2. Initial commercial service 

3. Visit II (visit to the facility) 3.1. Commercial service visit 
3.2. Asked questions 

4. Prices  

4.1. Prices 
4.2. Included services 
4.3. Promotions/discounts 
4.4. Prices commercial service 

5. Ratings 5.1. Overall ratings 
5.2. Other ratings 

6. Post-visit 6.1. Post-contact 

7. Website 7.1. Website features 
7.2. Relevant information 

8. Social networks 

8.1. Facebook 
8.2. Twitter 
8.3. Instagarm 
8.4. Blog 
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The experts also stressed the importance of being pre-
cise with the terminology used in some of the variables 
and/or their responses for a better understanding. Thus, 
for example, they propose changing the concept of physical 
paper to that of manuscript or that of typology to that of 
trademark. In cases where these terminologies were better 
suited to the concept to be captured, it was considered im-
portant to incorporate these modifications due to the im-
portance of using terms specific to the field, as indicated by 
the General Terminology Theory (TGT) Wüster (1998).

Another suggestion of great interest has been to take 
as a reference -and adapt to the specific case- the different 
classifications already existing by official entities (e.g.: 
PIEC). Likewise, the section on ratings has been modified 
by taking the Likert scale as a reference due to its suitability 
when measuring subjective ratings (Matas, 2018).

The experts also highlight the importance of the rela-
tionship between the theoretical framework proposed and 
the variables that make up the different variables, as well 
as with the objectives and hypotheses of the study to be 
carried out. As Heinemann (2003) explains, this relations-
hip is particularly relevant to determine that the variables 
selected are the right ones. At this point, it is necessary to 
highlight the relationship established between the different 
dimensions and the theory of the marketing mix or 4P (Mc-
Carthy, 1960), and more specifically the well-known 7P 
in the case of services (Chartered Institute of Marketing, 
2009), due to their intrinsic characteristics, these present 
the singularities of intangibility, inseparability, non-perdu-
rability and variability (Armstrong et al., 2011).

A reflection also shared by some experts is the incorpo-
ration of some responses for some of the variables on the 
recording sheet, which were not previously contemplated, 
as well as the coding of the responses. These evaluations are 
of great relevance, because although, as Heinemann (2003) 
points out, the most perfect coding can make up for the 
deficiencies that the instruments have, it can help them to 
be answered with greater agility.

To the best of our knowledge, we have not found a 
questionnaire, a record sheet or any other evaluation tool 
that deepens and allows us to analyse the management of 
the commercial policy of sports centres and clubs in our 
country, as the instrument proposed here does. For this 
reason, the present study aims to validate the TP-SPORTS 
record sheet, which is intended to be a sufficiently useful 
tool to be transferable to other research.

The most relevant limitation of the present research 
arises from not having found other studies that specifically 
analyse the management of the commercial policy of sports 
centres and clubs, and with which to compare and address 
issues related to it. Likewise, the length of the registration 
form may also be a limitation for other researchers who 

sed “changing the title of “How the information is written 
down?” to “How do they write down the information?”. 
In contrast, expert one proposed “to change the concept 
of Typology to Trademark” and expert two “to add the word 
attention to the theoretical concept of trade policy”. 

Finally, experts one and four proposed establishing as a 
reference official categories to classify different aspects of 
the variables. Thus, expert one stated that “with respect to 
the categorization according to the type of management, it 
is proposed to establish a classification different from the 
existing one, taking the existing literature as a reference”. 
Along the same lines, expert four expressed the impor-
tance of “carrying out a survey with data from the Cens 
d’Equipaments Esportius de Catalunya (CEEC) to recons-
truct the classification of the item facility dimension”. He 
also suggested “that the evaluation scales of the assessment 
section be based on the Likert scale”.

Discusion

The aim of this research is to validate an instrument 
that serves as a reference to analyse the management of the 
commercial policy of sports centres and clubs in order to 
contribute to the achievement of variables for its impro-
vement. There are several studies that tangentially address 
key aspects of the present research (Dorado, 2006; Rial, 
Varela, Rial, & Real, 2010; Elasri, Triadó, & Aparicio, 
2015; Fanega, 2016). However, these are far from the 
main objective of the same, as they are based on customer 
expectations and their perceptions, and not from the vision 
of a potential customer. Likewise, Nuviala, Pérez, Morán 
& Falcón (2021) show the concern on the part of sports ma-
nagers to improve their service offerings due to increased 
competition in the market. For all these reasons, there is a 
need to validate an instrument to analyse the commercial 
policy of sports centres and clubs. Thus, the TP-SPORTS 
instrument has been designed as an observation system 
adapted to analyse in detail the management of the com-
mercial policy of sports centres and clubs.

A fact to be highlighted about the log sheet, which is 
reflected in some of the comments made by the specialists 
(experts one and five), is the large number of variables it 
contains. This is positive in that more information can be 
obtained from each of the facilities visited. However, it 
also makes it more difficult to remember all the elements 
to be observed. Therefore, as pointed out by Miles et al. 
(1984) and Anguera (1986), it is convenient to simplify 
the selected variables. At this point, the importance of ca-
rrying out an intrapersonal test beforehand is reinforced 
in order to be able to practice what information to collect 
before starting to use the recording sheet as a data collec-
tion instrument.
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wish to use it, either because of the time involved in filling 
it out, or because of the training and previous practice that 
it requires. Therefore, it is proposed that in future lines 
of research a shorter questionnaire could be developed, 
prioritizing the variables to be analysed. However, despite 
its length, there are no instruments that address this issue 
from such a broad prism as the instrument proposed here. 
Consequently, the analysis of the management of the com-
mercial policy from the set of eight dimensions also makes 
it possible for this instrument to be applied to all types of 
sports centres and clubs.

Conclusions

As mentioned in the literature review section, no stud-
ies have been found that specifically analyse the manage-
ment of the commercial policy of sports centres and clubs 
in our country. Consequently, no valid reference instru-
ments have been found for this purpose. Thus, it is consid-
ered that research is needed to help compare and address 
issues related to the management of the commercial policy 
of sports centres and clubs, as well as to deepen it, provid-
ing information to the sports sector.

Based on this need, a record sheet (TP-SPORTS) has 
been developed, the elaboration and validation process of 
which is shown in this study. This instrument is intended 
to be a useful and reference tool for managers of different 
types of sports centres and clubs to analyse the management 
of the commercial policy of their centres, contributing to 
the achievement of key indicators in the improvement of 
the same. This instrument, from its eight dimensions, ad-
dresses with a broad perspective the different elements that 
make up the commercial policy.

Thus, it is considered that the TP-SPORTS record sheet 
can be a useful and valid tool for analysing the management of 
the commercial policy of sports centres and clubs in our coun-
try, and be transferable to other investigations that pursue the 
same or similar objectives to those set out in this study.
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Annex 1. TP-SPORTS registration sheet 
 
 
 

 
 
 
 
 
 
 
  
 
 
 
  

DATOS GENERALES Nombre Dirección Web Teléfono

CONEXIÓN TRANSPORTE Autobús Metro Tranvía FCG Renfe No hay

DIMENSIÓN INSTALACIÓN (m²) < 500 m²                       ≥ 500-1.500 m²     ≥ 1.500-3.000 m²                ≥ 3.000-4.500 m²   ≥ 4.500-6.000 m² ≥ 8.000 m²

PROPIEDAD

TIPOLOGÍA

PISTAS    P. CON PARED     PAB CAMPOS           ESPACIOS LONG.   SALAS        VASOS DE PISCINA       OECONV.

SOLÁRIUM     ZONA DE SPA      AEC        EP FISIOT.    NUTR. Y DIET.     C. BELLEZA                          MÉDICO     AMENITIES     MÁQ. VENDING BAR/REST.       TIENDA      CURSOS

GESTIÓN Pública

Un centro Cadena

GOLF Y P&P       OES         RECEPCIÓN        

 CAMP.    ALOJAM.   OTROS SERV.

Franquicia

SÍ                  /                NO

Año creación

Privada

Z. DESCANSO        VESTIDORES                   

Privado

Interna

Privada

Asociativa

DATOS INSTALACIÓN

SEÑALIZACIÓN

PúblicoPARKING

SÍ             /            NOExterna

Pública

SÍ             /            NO SÍ             /            NO

≥ 6.000-8.000 m²

Directa

Indirecta
Empresa
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VISITA

HORA

¿NÚM. PERSONAS QUE VE 
EN RECEPCIÓN?

¿TIEMPO DE ESPERA (s)?

¿CÓMO LE ATIENDEN 
INICIALMENTE?

¿DÓNDE LE ATIENDEN 
INICIALMENTE?

En el mostrador 
(recepción)

Directamente dentro de la 
instalación

Datos personales

Edad     Motivo   Objetivo

Activ. pref.                  Familiar 
apuntado

Disponibilidad/Horarios

Has estado apuntado en algún otro 
centro

Otros    

¿CUÁLES? 

Hora entrada

¿LE HACEN PREGUNTAS 
INICIALES ACERCA DE 

USTED?
SÍ            /            NO    ¿CUÁNTAS?                                                                                                           

OtroSala/mesa específica

Frecuencia práctica deportiva

Has estado alguna vez aquí

VISITA I (PREVISITA)

   Concertada    No concertada

   De pie    Sentado

Hora salida
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NÚM. DE PERSONAS QUE LE ATIENDEN 1 2 3

¿SU CARGO?

RECEPCIONISTA                                                             
COMERCIAL                                                                 

TÉCNICO                                                                               
OTROS                                           

RECEPCIONISTA                                                             
COMERCIAL                                                                 

TÉCNICO                                                                               
OTROS                                           

RECEPCIONISTA                                                             
COMERCIAL                                                                 

TÉCNICO                                                                               
OTROS                                           

¿SE IDENTIFICA POR SU NOMBRE? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿SE IDENTIFICA POR SU CARGO? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿LE TRATA DE USTED? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿LLEVA PLACA CON SU NOMBRE? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿LLEVA UNIFORME? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿LE HACE VISITA FÍSICA DEL CENTRO? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿LE INFORMA DE LOS PRECIOS? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿LE INFORMA DE LOS DESC./PROMOCIONES? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿TIEMPO APROX. QUE HA ESTADO CON CADA 
PERSONA?

¿LE HACE RESUMEN/VALORACIÓN FINAL VISITA? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿LE PREGUNTA SI TIENE ALGUNA DUDA? SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿LE OFRECE PROBAR CENTRO?                     SÍ              /            NO SÍ              /            NO SÍ              /            NO

¿INTENTA CERRAR LA VENTA EN ESE MOMENTO? SÍ              /            NO SÍ              /            NO SÍ              /            NO

VALORACIÓN GLOBAL DE CADA TRABAJADOR/A (0-10)

¿LE HAN PREGUNTADO ALGO?           SÍ    /    NO                ¿CUÁNTAS?                         ¿CUÁLES?

Datos personales     Actividad preferida     
Frecuencia práctica deportiva   Has estado alguna 

vez aquí  Has estado apuntado en algún otro 
centro    Familiar apuntado   

Disponibilidad/Horarios   Edad   Motivo   Objetivo   
Otras

1-¿SABRÍA USTED CUÁNTOS 
ABONADOS/SOCIOS TIENE EL 

CENTRO/CLUB ACTUALMENTE?

      Ubicación        Precio            Personal               Instal. y servicios    Relaciones sociales      Otros

VISITA II (VISITA INSTALACIÓN)

PREGUNTAS QUE DEBE REALIZAR DURANTE LA VISITA

¿QUÉ ES LO QUE MÁS VALORA USTED DEL CENTRO/CLUB?
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¿PRECIOS CUOTAS ADULTO? 1 2 3 4 5 6 7 8 9 10

¿PRECIO FINAL (CUOTA 
UNIVERSAL)?

¿CRITERIO SEGMENTACIÓN 
PRECIOS? Horarios Edad

Modalidad 
asistencia (tipo de 

actividades)

Número de familiares 
apuntados

Tipología de familia (monoparental, 
etc)

Situación 
profesional Otros No hay

¿NÚMERO TOTAL DE CUOTAS 
EXISTENTES?

¿PRECIO MATRÍCULA?

¿TOALLA INCLUÍDA?

¿DUCHA INCLUÍDA?

¿LE PIDEN INFORMACIÓN? SÍ     /     NO ¿CUÁNTAS? ¿CUÁLES? Datos pers.  Act. pref. Frec. prác. dep.  Edad   Objetivo   
   Has estado 

apuntado en algún 
otro centro

Has estado 
alguna vez 

aquí 

Familiar 
apuntado Disp./Horarios Motivo   Otros

¿CÓMO SE ANOTA LA 
INFORMACIÓN?

¿QUÉ LE ENTREGAN? Dosier Flyer Otros              Nada                  Piden email

TIPOS DE PROMOCIONES / 
DESCUENTOS

Escribo yo

Manuscrito

SÍ           /           NO

No se anota la infomaciónEscriben ellos

Consultar página web

¿HAY DESCUENTOS (ESTUDIANTES, DISCAPACIDAD, 
GENERALES, TIPO DE FAMILIA, ETC)?

SÍ           /           NO

¿HACEN PROMOCIONES?

SÍ           /           NO

¿HAY PROMOCIÓN DESCUENTO MATRÍCULA?

PRECIOS

Frecuencia asistencia al 
centro

SÍ           /           NO

SÍ           /           NO
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0 (Muy mala)                      1 2                    3 4     5 (Regular)                   6 7 8 9 NS/NC

0 (Muy mala)                      1 2                    3 4     5 (Regular)                   6 7 8 9 NS/NC

¿HAY CLIMATIZACIÓN?

¿HUELE BIEN? 0 (Muy mala) 1          2 3           4     5 (Regular)                   6 7 8             9 10 (Muy buena)

¿ESTÁ LIMPIO? 0 (Muy mala) 1          2 3           4     5 (Regular)                   6 7 8             9 10 (Muy buena)

Ubicación

10 (Muy buena)

¿Por qué?
OtrosPrecio

SÍ                                                        /                                                                          NO

NS/NC

NS/NC

10 (Muy buena)

Personal

VALORACIONES

2- ¿Cuál es su impresión general acerca del servicio de atención recibido durante la visita al centro o club deportivo?

1- ¿Cuál es su impresión general acerca del centro o club deportivo visitado?

Instalaciones y servicios

3- ¿Le vienen ganas de apuntarse si las condiciones fuesen favorables?

SÍ                                 /                                      NO

4- ¿Tiene algún comentario o dato que quiera añadir y no se encuentre en la plantilla?

1 DÍA 
DESPUÉS

3 SEM- 7 SEM 
DESPUÉS

2- 12 MESES 
DESPUÉS

TELÉFONO 
EMAIL
SMS

¿QUÉ LE 
OFRECEN? Recordatorio

                                                 NO

1 AÑO O MÁS 
DESPUÉS

1-3 SEMANAS DESPUÉS

Información general Descuento/promoción 
acordada

Descuento/promoción actual del 
centro

Otros

2-6 DÍAS DESPUÉS

     ¿HAY POST-CONTACTO?        SÍ

POST-VISITA 
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NOTÍCIA DESTACADA EN LA 
WEB      Eventos            Precios Horario actividades Otras     

¿SE PUEDE DAR DE ALTA ON-
LINE?

¿APARECEN 
PRECIOS/CUOTAS?

¿EN LA PÁGINA 
PRINCIPAL?

¿HAY DESC./PROMOCIONES? ¿EN LA PÁGINA 
PRINCIPAL?

Propia

Cadena
SÍ                                    /                                    NO

Promociones/Descuentos

PÁGINA WEB

SÍ           /           NO

SÍ                                                      /                                                         NO

SÍ           /           NO

¿TIENE?

SÍ           /           NO SÍ           /           NO

Instalaciones y servicios

LIKES COMENTARIOS COMPARTIDO

FACEBOOK

TWITTER

INSTAGRAM

BLOG

SÍ           /           NO

SÍ           /           NO

SÍ           /           NO

SÍ           /           NO

REDES SOCIALES
ÚLTIMO POST

ACTUALIZACIÓNNÚM. SEGUIDORES/AS¿TIENEN?
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