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ABSTRACT 
  

Purpose: This research aimed to study brand equity in product advertisements 

and its recommendation to other consumers.  

Methodology: The statistical population of the research consists of all physical 

education students of Kermanshah province who were consumers of sports 

goods. Four hundred people were selected by random sampling, and the data 
were analyzed by Pearson correlation and structural equation modeling.  

Findings: The results showed a direct and significant relationship between the 

attitude towards advertisements with brand equity and the purchase 

recommendation. Also, brand equity positively and directly correlates with the 
purchase recommendation. Considering the importance of brand value and 

purchase recommendation, commercial organizations can use the strategy of 

endorsement by famous athletes. In this way, better conveying the concepts in 
advertising messages can be more successful in attracting customers. 

Originality: In this research, the researcher has investigated the critical 

challenges companies face to remain in today's competitive and turbulent world 

and create and maintain a reliable brand name. We have found that the effect of 

advertising to reach and maintain this competitive advantage is significant.  
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1. Introduction    

In today's world, the nation's brand is considered a scientific concept in marketing, which 

includes a wide range of sciences and academic disciplines and different organizations of 

a country to use branding techniques. It is considered a relatively new phenomenon. 

However, it is a concept that, despite the increasing global competition that countries face 

in domestic and foreign markets, more attention has been paid to it. Increasingly, they 

increase their conscious efforts to develop and improve the branding of their country. The 

purpose of country branding is to enhance the image and popularity of a country to gain 

benefits such as attracting foreign investment, developing tourism, and promoting exports. 

This happens when that actions are responsible and adequately communicated to others.  

In a general sense, once a country can have a powerful reputation and image, that takes 

appropriate and significant actions for the image. It explains and interprets these actions 

with strength and, of course, carefully notices its feedback. Therefore, a strong and 

positive country brand provides a significant competitive advantage for countries to 

understand how it is seen by the public around the world and its achievements and failures. 

It is essential to how their assets, liabilities, people, and products are reflected in their 

brand image (Papadopoulos & Heslop, 2002). The brand structure of the country has a 

multifaceted nature. The critical components of a country's brand identity, such as history, 

sports, region, signs, and local literature, represent the stable essence of a country (Dinnie, 

2008), and sports, like its symbols/signs and visions, are a unique representative and 

indicator of identity. It is considered a rich source for modernizing the country's brands. 

In addition, smaller or developing nations and countries with limited financial resources 

focus on national culture, including music, film, literature, language, and sports, instead 

of launching expensive advertising programs. They can play an essential role in 

determining and embedding a country's existing image and mentality (Tie, 2003).  

Due to its positive social, cultural and economic impact, the sports industry has become 

one of the largest industries in the world. For most countries, this industry is one the main 

source of economic activities is income generation, employment and international trade 

(Nazarian Madavani et al., 2022). Without exaggeration, sport is a full-view mirror in 

which nations, societies, men, and women can present and see themselves. This reflection 

is sometimes bright, sometimes dark, sometimes distorted, and sometimes magnified. 

This mirror is a metaphor for collective vitality versus depression, security versus 

insecurity, pride versus humiliation, and alienation. Therefore, participation in sports can 

be considered a sign of a country's civilization, health, and happiness (Ramzaninejad et 

al., 2020). Sports are not only a tool to express the national identity or an image of the 

progress of a country, but in some cases, a positive reputation and reputation in sports can 

raise that country's position on the world stage. Some researchers also believe that the use 

of sports in branding the country and as a tool for positioning a country has been neglected 

(Rein & Shields, 2007). 

As an advertising institution that can have an effective role on the opinions and 

purchase behavior of the audience, the author has always been the focus of the marketers 

of the companies. Recently, many athletes have spread their influence beyond the field of 
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competition and sports by participating in social and commercial activities (Bahrami et 

al., 2021a). 

Concerning country branding, there is a fundamental belief that if a country does not 

actively define and identify itself, others will do so in a harmful and destructive way, 

mainly with the help of metaphors and legends (Papadopoulos & Heslop, 2002). If the 

brand of the country is supposed to have a comprehensive reflection and a deep connection 

with the whole society, social practices and phenomena related to this concept, of which 

sport is an important part, should be taken into consideration and its results applied (Tie, 

2003). Famous personalities have valued that others cherish, and They respect them. In 

other words, due to having different characteristics from social norms, such as a unique 

lifestyle, individual attractiveness, or special skills, these people have the power to attract 

the attention of others to the category they enter to a high position (Mukherjee, 2009).  

With the increase in the number of competitors, they no longer accept any kind of 

goods or services. Today's customers are looking for a product or service that best meets 

their needs, desires and tastes and has the right quality and price. One of the factors that 

can play a role in attracting more customers and using the results, and it is necessary to 

pay more attention to the manufacturers of sports products, is to pay attention to the 

environmental characteristics and the quality of the product (Bahrami et al., 2021b). 

Most companies tend to use sports stars to validate their brand; Because athletes are 

more present in the media than other famous people, and because of their extraordinary 

capabilities and performance, they create a lot of attraction for customers (Doyle et al., 

2014). Research shows that a positive emotional response to an advertisement has a 

positive and direct relationship with brand recognition and a positive attitude toward the 

brand and customers' purchase intentions (Khosravilaghab & shahbandarzadeh, 2015). 

Before buying a commercial brand, the consumer selects a brand that matches his 

values. Therefore, the range of products and services should be such that it enables 

consumers to compare themselves with the symbolic value of the brand (Askariyan & 

Akbarzadeh, 2016). A strong brand can be considered the most asset of a business 

organization because it allows higher profit margins, better cooperation channels, and 

other benefits (Olson, 2008). 

The development of technology and the increase in living standards have increased the 

expectations of sports products. People expect better durability, design, style, performance 

and comfort from sports products (Saatchian et al., 2021). The comfort of sports goods 

and clothing is associated with the increase in people's living standards, so research in this 

field has attracted both researchers and manufacturers (Ahmadi Bonabi & Javani, 2021). 

Recommending a purchase to others is a type of informal communication about the 

characteristics of a business or a service in a society where customers convey marketing 

information related to products and services to other customers (Bradlow et al., 2017). 

Customers need information about that company and organization to choose a product or 

service. They continuously collect data from mass media, including television, satellite, 

internet, etc. Although the above sources provide valuable information to the individual, 

customers prefer to receive a significant part of the information they need from informal 

sources such as relatives, friends, acquaintances, and other people (Silverman, 2011). 

(Pasquali, 2022) showed that although word-of-mouth creators can be close friends, 
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family, or acquaintances, these people may also be strangers or acquaintances with weak 

relationships. Famous people are welcomed by society because of their fame, popularity, 

honors, and other achievements, and organizations use these people to encourage 

consumers to buy their products (Abdolvand & Hoseinzadeh Emam, 2014). Many 

researchers have also addressed advertising and authentication in the last two decades. 

Also, Alcañiz et al. (2010) investigated the role of famous sports personalities in 

advertising and introduced advertising through famous and famous athletes as a suitable 

tool to attract customers. The more attractive advertisement creates more hedonistic 

beliefs and more positive attitudes in consumers (Hosseini et al., 2009). 

Kotler and Pfoertsch (2007) considered the purchase recommendation to others as one 

of the most desirable validation results. Also, recommending purchases to others as one of 

the most effective communication tools has been approved by researchers. Çifci et al. (2016) 

showed that recommending purchases to others reduces people's risk in purchasing, 

improves their understanding and mental state/trust, and increases their enthusiasm to buy 

products and services. Gives. Alexandris et al. (2007) concluded that people with a positive 

attitude toward the author recommend their products to others. Also, celebrity endorsements 

increase brand recall and advertising (Smilansky, 2009). Dehghan and Peymanfar (2021) 

showed that attitude toward advertising significantly affects brand loyalty. Also, Jalilian et 

al. (2013) showed that Word-of-mouth advertising is effective on the four dimensions of 

brand equity. Shahhoseini et al. (2011) argued that word-of-mouth advertising significantly 

affects purchases, brand equity, and loyalty. Loyal customers can attract new customers 

through word-of-mouth advertising (recommendation to others) and frequent king 

purchases, leading to increased brand purchases and, as a result, improving the brand's 

particular value (Gilaninia & Mousavian, 2009).  

In addition, research has shown that 15% of advertisements aired on television for the 

first time use these characters. And 80% of ads with the highest recall rate in the audience's 

minds are related to advertisements that use famous characters (Amos et al., 2008). 

Recently, in Iran, we have seen advertisements through sponsors, among which we can 

mention the advertisement of Roxona through the famous athlete Seyed Mohammad 

Mousavi. Since the companies seek to understand the customers' needs in the market and 

seek to know about the consumer products of their customers, validated products can help 

to understand the valuable and clearness of the customers. Therefore, using a research 

approach following scientific and logical bases is necessary. To be aware of the interests, 

tastes, and preferences of consumers and to be able to establish a meaningful connection 

between the features of advertisements, selected characters, and the message conveyed to 

the audience because, according to the nature of ads, it is something essential and 

motivating for the consumer and influences his behavior. Therefore, it is considered 

necessary to conduct research that connects companies' needs with customers' 

requirements. This research, which has specifically focused on the product endorsed by 

Seyed Mohammad Mousavi, will answer the question of what effect there will be on the 

attitude of the customers regarding the endorsement of athletes on the products by seeking 

to increase their knowledge and recommending it to others. 
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Figure 1. Conceptual model of research. 

2. Methodology 

The statistical population of the research consists of all physical education students of 

Kermanshah province in all grades in two national and Azad universities. A random 

sampling method was used to collect data. Due to the uncertainty of the statistical 

population, according to Cochran's formula, the sample size was 400 people. Content 

validity was approved for the questionnaires given to 10 experts to provide their expert 

opinions on how to write the questions, the number of questions, the content of the 

questionnaires, and the relationship between the questions and the options. And to declare 

the coordination of the questions with the objectives of the research and to determine the 

construct validity of the questionnaires, the confirmatory factor analysis method was used, 

and the main factors of the questionnaires were confirmed. The following three 

questionnaires were used to collect data: 

Liu (2002)'s advertisement attitude questionnaire  consists of 30 questions on a five-

point Likert scale and five dimensions of social belief, economic belief, moral belief, legal 

belief, and personal usefulness. Khosravilaghab and shahbandarzadeh (2015) evaluated 

its validity and reliability, and it was reported at an acceptable level (0.77). The present 

study calculated its reliability using Cronbach's alpha coefficient of 0.90. 

Yoo and Donthu (2001)'s brand value questionnaire consists of 14 questions on a five-

point Likert scale and four dimensions of brand awareness, loyalty, perceived quality of 

the brand, and the mental image of the brand. Abedi samakosh and Kalate Seyfari (2017) 

established the validity and reliability of this tooli were evaluated and reported at an 

acceptable level (0.82). The present study calculated its reliability using Cronbach's alpha 

coefficient equal to (0.79). Rageh Ismail and Spinelli (2012) purchase recommendation 

questionnaire has five questions on a five-point Likert scale. The validity and reliability 

of this tool were evaluated by Soltani et al. (2016), and it was reported at an acceptable 

level (0.85). The present study calculated its reliability using Cronbach's alpha coefficient 

equal to (0.80). 

Descriptive statistics were used to describe the data, Pearson's correlation coefficient 

test was used for the inferential data analysis, and structural equation modeling was used 

to determine the relationships between variables in the form of a causal model. SPSS 21 

and Amos 22 statistical software were used to perform the above tests. 
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3. Results 

Since the main foundation of structural equation modeling is the correlation matrix, the 

correlation between research variables is presented in Table 1. As seen in the Table 1, 

the results of Pearson's correlation coefficient indicate a positive and significant 

relationship between all the variables of attitude towards endorsement advertisements 

and brand equity and purchase recommendation. Also, there is a positive and 

meaningful relationship between the subscales of talent management and emotional 

intelligence with job satisfaction. 

Table 1. Correlation matrix of research variables. 

3 2 1 Variables  

  1 Attitude toward authentic advertisements 1 

 1 **0.61 Brand equity 2 

1 **0.67 **0.59 Recommend buying 3 

 **It is significant at p≤0.01 level.  

 

The correlation only determines the degree of relationship between constructs, and to 

better understand the direct and indirect effects as well as the effect of the mediating 

variable among constructs, the structural equation model was used. 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Structural equation model. 

 

After running the model Figure 2, the most essential model fit indicators are reported 

in Table 2. Due to the general and general lack of agreement among structural equation 

modeling experts on the best estimation fit indices, in the present study, among the 
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parsimonious fit indices, the relative chi-square index (CMIN/DF) and the root mean 

square approximation index (RMSEA) were used. And the absolute fit index (GFI) and 

among the comparative fit indices, the comparative fit index (CFI), the Tucker-Lewis 

index (TLI), and the normalized fit index (NFI) were used, which were suggested by 

Meyers et al. (2012). Is. Non-significant chi-square (X^2) with P more significant than 

(0.05), CFI, GFI, TLI, and NFI greater than (0.90), indicating good model fit and 0.80 to 

0.89 indicating appropriate fit. It is a model. Also, RMSEA smaller than (0.08) and 

relative chi-square (X^2⁄DF) smaller than 3 show a good fit of the model (Meyers et al., 

2012). After running the model with Amos 22 software, Table 2 shows the most critical 

fit indices of the model. CFI, TLI, GFI, and NFI indices are more significant than (0.90), 

indicating good model fit, and (0.80 to 0.89), indicating appropriate model fit. 

Table 2. Standard coefficients of the effect of attitude towards authentic 

advertisements and brand equity on purchase recommendation. 

CFI NFI TLI GFI RMSEA CMIN/DF 

0.91 0.90 0.88 0.89 0.02 2.01 

 

According to the above table, the model is in good condition regarding explanation 

and fitting, and the indicators indicate the model's suitability with the observed data. The 

critical values reported in the Table 3 show that all three paths have a significant effect 

(t≥1.96). The structural equation modeling analysis showed that the attitude towards 

endorsement ads has a direct and consequential impact on brand equity and purchase 

recommendation. Also, a significant effect was observed between brand equity and 

buying advice. 

Table 3. Standard coefficients and critical values related to all paths. 

Routes 
Standard 

coefficient 

The standard 

deviation 

Critical 

value 

Attitude toward authentic 

advertisements 
 Brand equity 0.58 0.05 10.96 

Attitude toward authentic 
advertisements 

 Recommend buying 0.3 0.11 2.79 

Brand equity  Recommend buying 1.12 0.15 7.48 

 

In this part, first, the direct effects, then the indirect effects, and finally, the total results 

are discussed. According to the Table 4, it can be stated that the attitude towards advertising 

is a validating variable that has a significant effect directly on brand equity and purchase 

recommendation and indirectly on purchase recommendation. Considering the direction of 

the path coefficient of these variables, it can be said that these effects are increasing. Also, 

the brand equity variable directly and significantly affects the buying recommendation. 

Finally, the results listed in the total effects column showed that the attitude towards the 

sponsor's advertisements had the most significant effect on the brand value. As can be seen 

in the research model, respectively, 32% of the variance of the brand equity variable can be 

explained by the variable of attitude towards the endorser's advertisements. Also, 21% of 

the variance of the purchase recommendation variable can be explained by the variables of 

attitude towards the endorser's advertisements and brand equity. 
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Table 4. Direct, indirect, and total effect in the research model. 
The coefficient of 

determination 

Effect of variables 
Variables 

Total Indirect Direct 

0/32 0.69  --- 0.69 Brand equity 
<-

-- 

Attitude toward authentic 

advertisements 

0/21 

0.55 0.17 0.37 
Purchase 

recommendation 

<-

-- 

Attitude toward authentic 

advertisements 

0.54  --- 0.54 
Purchase 

recommendation 

<-

-- 
Brand equity Brand equity 

4. Discussion and conclusion 

Advertising is an essential communication tool to achieve important goals of organizations, 

such as branding and increasing sales of a particular product (Pyun & James, 2011). The 

expansion of competitive markets and the emergence of new marketing and advertising 

approaches have exposed consumers to various options and offers. Adopting creative 

methods and creating exciting and motivating images is an indispensable policy for 

managers and marketers. From this point of view, organizations turning to famous people 

to participate in advertising programs requires market knowledge and knowledge of 

consumer preferences and behavior (Abdolvand & Hoseinzadeh Emam, 2014). Therefore, 

to be successful in this field, companies should use different methods compared to their 

competitors to be more successful in competing with others, which is one of the effective 

methods of using validation. Based on this, the current research investigates the attitude 

toward authentic advertisements and the brand's unique value by recommending the 

purchase to others. For this purpose, Seyyed Mohammad Mousavi's character was explored 

in Roxona product advertisements. The results of the statistical analysis showed that there 

is a positive and significant relationship between the attitude toward authentic 

advertisements and the unique value of the brand. This result is consistent with the findings 

of Mahmoudi et al. (2017), who stated in their research that when a brand name is associated 

with the name of a prominent person, a positive attitude towards the brand and a 

distinguished personality is created for it. Also, this result is consistent with the findings of 

Kim et al. (2014). It seems that in the highly competitive conditions of the current markets, 

advertisements are continuously exposed to the eyes of the audience through television, 

radio, newspaper, internet, billboards, and other media. They make them towards the desired 

goods and services, gaining a suitable position in the consumer's mind so that the consumer 

is loyal to the company, which is very important. One factor that effectively reaches such a 

position in the customer's mind is the endorsement of athletes. Since the fans or audience of 

the endorsed athlete has a positive view of him, it transfers positive concepts of performance 

and personality from the endorser to the product. It causes their favorable attitude toward 

advertisements; Therefore, it seems logical that they have more value than authentication 

products. Therefore, the audience's acceptance of the expertise and credibility of the 

authorized athlete can increase their doubts and suspicions about the advertisement and its 

unique value. 

Perhaps in recent years, many companies have turned to the endorsement of athletes 

in order not to fall behind their competitors. In general, a validator can create a more 

practical attitude in customers; Because the people of the society welcome famous people 
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due to their fame, popularity, honors, and other achievements, organizations can improve 

the exceptional value of the brand by improving the attitude of customers. When the 

audience chooses a specific brand under the influence of the author's advertisement, he 

has acquired a positive attitude towards that advertisement. So, his perception of the value 

and quality of the company's products affects the brand. Therefore, company managers 

are advised to use sports endorsements to increase the value and credibility of their brand 

and, in this way, improve people's attitudes toward their advertisements. A positive and 

significant relationship exists between the attitude toward authentic advertisements and 

buying recommendations to others. This result is consistent with the findings of Brenda 

et al. (2013), Kotler and Pfoertsch (2007) Pitts and Stotlar (2013), Alexandris et al. (2007), 

and Çifci et al. (2016). Endorsement of the product by a famous person makes customers 

associate with the famous person before buying it. Customers believe that famous people 

share essential values with them and want to be like them (Cianfrone & Zhang, 2006). 

Finally, the research findings showed a positive and significant relationship between 

brand equity and buying recommendations to others. This result is consistent with the 

findings of  (Jalilian et al., 2013) and (Kim et al., 2014). Today, the focus of new 

marketing thought. Instead of looking for customers for manufactured products, the 

practice is to provide satisfaction and create value for the customer so that they are 

attracted to the manufactured product or the service that can be supplied (Raisifar et al., 

2013). In the highly competitive conditions of the current markets, it is imperative to get 

the proper position in the consumer's mind so that the consumer is loyal to the company. 

On the other hand, there is an intense psychological relationship between the fans and the 

sports star. Because once he approves the product, it can effectively convince fans to buy 

the desired product (Keshtkar Rajabi, 2016). Advertising, as one of the essential 

communication tools in marketing activities, plays an indispensable role in creating 

knowledge and awareness among customers. When customers' understanding of a 

particular brand increase, they will have a better value for that brand. The specific value 

of the brand is due to the high confidence that customers have in the brand and its 

competitors. Companies can strengthen the brand's unique value by increasing the quality 

and variety of products and gaining consumers' trust and confidence. This confidence 

appears in the form of a positive attitude towards the brand and its recommendation to 

others for the brand. As a result, when a positive advertising tool is used, it causes a deep 

value and a positive attitude of customers toward the product. As a result, they recommend 

using that organization's goods and services for their relatives. 

One of the critical challenges facing companies to survive in today's competitive and 

turbulent world is to create and maintain a reliable brand name. Meanwhile, the effect of 

advertising in reaching and maintaining this position can be significant. Advertising is a 

bridge between companies and consumers. When a brand uses a famous person and 

strengthens its relationship with its customers through this powerful communication tool, it 

can differentiate itself from other products or services in the market. The authorized person 

expresses the company's message differently and distinctively, creating a strong and positive 

attitude and exceptional value towards the brand, which ultimately leads to an increase in 

the recommendation to buy among customers. Therefore, in line with the research, by better 

understanding the buying behavior of customers and knowing the way of purchasing current 
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and potential customers and the factors affecting their attitude, it is possible to provide better 

services to maintain and satisfy them and provide continuous loyalty. Therefore, it is 

suggested that the companies provide the necessary conditions to benefit as much as 

possible from the benefits of certification to attract more customers to buy their products 

and increase their positive and practical attitude towards their products. And in this way, 

promote the unique value of the brand and recommend the brand to others. 

Disclosure statement and funding 

The authors declare no potential conflicts of interest. The present study received no financial 

support from any organization or institution. 

References 

Abdolvand, M. A., & Hoseinzadeh Emam, A. (2014). Evaluating and Prioritizing Effective Factors 

in Selecting Celebrity Endorsements for Advertising Campaigns from the Consumers' 

Point of View. Jounal of Marketing Management, 9(23), 19-40. https://jomm.srbiau.ac.ir/ 

article_2890.html?lang=en 

Abedi samakosh, m., & Kalate Seyfari, M. (2017). The Study of the Role of Brand Equity in 

Customer Citizenship Behavior in Sport Clubs of Mazandaran Province. Sport 

Management Journal, 9(2), 343-358. https://doi.org/10.22059/jsm.2017.63631  

Ahmadi Bonabi, S., & Javani, V. (2021). Kit Sponsors in the Stock Market: Nike as Kit 

Sponsorship of Three Football Club. Sports Business Journal, 1(2), 13-31. https://doi.org/ 

10.22051/sbj.2022.39181.1023  

Alcañiz, E. B., Cáceres, R. C., & Pérez, R. C. (2010). Alliances Between Brands and Social 

Causes: The Influence of Company Credibility on Social Responsibility Image. Journal 

of Business Ethics, 96(2), 169-186. https://doi.org/10.1007/s10551-010-0461-x  

Alexandris, K., Tsaousi, E., & James, J. (2007). Predicting sponsorship outcomes from attitudinal 

constructs: The case of a professional basketball event. Sport Marketing Quarterly, 16(3), 

130-139. https://www.proquest.com/openview/45a3be17b274cfde0 d9187357df1c09f/1? 

pq-origsite=gscholar&cbl=28711  

Amos, C., Holmes, G., & Strutton, D. (2008). Exploring the relationship between celebrity 

endorser effects and advertising effectiveness. International Journal of Advertising, 

27(2), 209-234. https://doi.org/10.1080/02650487.2008.11073052  

Askariyan, F., & Akbarzadeh, B. (2016). The Study of Relationship between Sport Brand 

Perceived Value and Customer’s Repurchase Intention. Sport Management and 

Development, 5(1), 217-231. https://jsmd.guilan.ac.ir/article_1940.html?lang=en 

Bahrami, S., Kiani, M. S., Nazari, L., & Shahbazpour, L. (2021a). Experimental marketing, 

Brand equity, and Reputation of customer behaviors in Sports Venues. Sports Business 

Journal, 1(2), 115-128. https://doi.org/10.22051/sbj.2022.38814.1019  

Bahrami, S., Kiani, M. S., Nazari, L., & Shahbazpour, L. (2021b). The Relationship between 

Service Quality, Physical Evidence and Customer Satisfaction in Sports Centres. Sports 

Business Journal, 1(1), 179-191. https://doi.org/10.22051/sbj.2021.37342.1014  

Bradlow, E. T., Gangwar, M., Kopalle, P., & Voleti, S. (2017). The Role of Big Data and Predictive 

Analytics in Retailing. Journal of Retailing, 93(1), 79-95. https://doi.org/10.1016/j.jretai. 

2016.12.004  

https://jomm.srbiau.ac.ir/article_2890.html?lang=en
https://jomm.srbiau.ac.ir/article_2890.html?lang=en
https://doi.org/10.22059/jsm.2017.63631
https://doi.org/10.22051/sbj.2022.39181.1023
https://doi.org/10.22051/sbj.2022.39181.1023
https://doi.org/10.1007/s10551-010-0461-x
https://www.proquest.com/openview/45a3be17b274cfde0d9187357df1c09f/1?pq-origsite=gscholar&cbl=28711
https://www.proquest.com/openview/45a3be17b274cfde0d9187357df1c09f/1?pq-origsite=gscholar&cbl=28711
https://doi.org/10.1080/02650487.2008.11073052
https://jsmd.guilan.ac.ir/article_1940.html?lang=en
https://doi.org/10.22051/sbj.2022.38814.1019
https://doi.org/10.22051/sbj.2021.37342.1014
https://doi.org/10.1016/j.jretai.2016.12.004
https://doi.org/10.1016/j.jretai.2016.12.004


Sports Business Journal                Summer and Autumn 2022, Vol. 2, Issue 2, p. 169-181 

 

 

 

 

 

 

 

 

 
 
 

 

179 

Cianfrone, B. A., & Zhang, J. J. (2006). Differential Effects of Television Commercials, Athlete 

Endorsements, and Venue Signage during a Televised Action Sports Event. Journal of 

Sport Management, 20(3), 322-344. https://doi.org/10.1123/jsm.20.3.322  

Çifci, S., Ekinci, Y., Whyatt, G., Japutra, A., Molinillo, S., & Siala, H. (2016). A cross validation of 

Consumer-Based Brand Equity models: Driving customer equity in retail brands. Journal 

of Business Research, 69(9), 3740-3747. https://doi.org/10.1016/j.jbusres.2015.12.066  

Dehghan, S. A., & Peymanfar, M. H. (2021). The Factors Affecting the Entrepreneurial Intention 

of Sports Science Students Based on the Planned Behavior Theory. Sports Business 

Journal, 1(2), 33-46. https://doi.org/10.22051/sbj.2021.37889.1016  

Dinnie, K. (2008). Japan’s nation branding: Recent evolution and potential future paths. Journal of 

current Japanese affairs, 16(3), 52-65. https://www.brandhorizons.com/papers/Dinnie_ 

JapanNB.pdf  

Doyle, J. P., Pentecost, R. D., & Funk, D. C. (2014). The effect of familiarity on associated 

sponsor and event brand attitudes following negative celebrity endorser publicity. Sport 

Management Review, 17(3), 310-323. https://doi.org/10.1016/j.smr.2013.10.003  

Gilaninia, S., & Mousavian, S. J. (2009). Identifying Factors Effective on the Customer 

Tendency to Use Electronic Banking Services. The Journal of Productivity 

Management, 3(4), 103-133. https://jpm.tabriz.iau.ir/article_518529.html 

Hosseini, S. M., Abolfazli, S. A., & Rahimi Hellari, M. (2009). Investigating the effect of brand 

equity on consumer response (case study: Iranol brand). Business Management (32), 9-

28. https://www.sid.ir/paper/453606 

Jalilian, H., Ebrahimi, E., & Mahmoudian, O. (2013). The Effect of Electronic Word of Mouth 

(e-WOM) on Consumer’s Purchase Intention through Customer Based Brand Equity 

(CBBE) (The Case: Dell Laptop). Journal of Business Management, 4(4), 41-64. 

https://doi.org/10.22059/jibm.2013.54760  

Keshtkar Rajabi, Y. (2016). The Study of Impact of Experiential Marketing on Consumer Attention 

(Case study: Television Industry). [Master Thesis, Faculty of Management and 

Economics, Tarbiat Modares University]. https://parseh.modares.ac.ir/thesis/1037161 

Khosravilaghab, Z., & shahbandarzadeh, h. (2015). Identify factors affecting people's attitudes 

to advertising (Case study: Persian Gulf University, Bushehr). New Marketing Research 

Journal, 5(3), 69-86. https://nmrj.ui.ac.ir/article_17792.html?lang=en 

Kim, S. S., Lee, J., & Prideaux, B. (2014). Effect of celebrity endorsement on tourists’ perception 

of corporate image, corporate credibility and corporate loyalty. International Journal 

of Hospitality Management, 37, 131-145. https://doi.org/10.1016/j.ijhm.2013.11.003  

Kotler, P., & Pfoertsch, W. (2007). Being known or being one of many: the need for brand 

management for business‐to‐business (B2B) companies. Journal of Business & 

Industrial Marketing, 22(6), 357-362. https://doi.org/10.1108/08858620710780118  

Liu, W. L. (2002). Advertising in China: product branding and beyond. Corporate Communications: 

An International Journal, 7(2), 117-125. https://doi.org/10.1108/13563280210426188  

Mahmoudi, A., Rasouli, S. M., & Mottaghi Shahri, M. H. (2017). Prioritization of the effective 

factors on the endorsement of famous athletes on sports products. Sports management 

studies, 41(9), 61-80. https://journals.ssrc.ac.ir/article_915.html 

Meyers, L. S., Gamst, G., & Guarino, A. J. (2012). Applied multivariate research: Design and 

interpretation (2 ed.). Sage publications. https://www.amazon.com/Applied-Multivariate-

Research-Design-Interpretation/dp/141298811X  

Mukherjee, D. (2009). Impact of celebrity endorsements on brand image. Social Science 

Research Network Electronic, 35. https://doi.org/10.2139/ssrn.1444814  

https://doi.org/10.1123/jsm.20.3.322
https://doi.org/10.1016/j.jbusres.2015.12.066
https://doi.org/10.22051/sbj.2021.37889.1016
https://www.brandhorizons.com/papers/Dinnie_JapanNB.pdf
https://www.brandhorizons.com/papers/Dinnie_JapanNB.pdf
https://doi.org/10.1016/j.smr.2013.10.003
https://jpm.tabriz.iau.ir/article_518529.html
https://www.sid.ir/paper/453606
https://doi.org/10.22059/jibm.2013.54760
https://parseh.modares.ac.ir/thesis/1037161
https://nmrj.ui.ac.ir/article_17792.html?lang=en
https://doi.org/10.1016/j.ijhm.2013.11.003
https://doi.org/10.1108/08858620710780118
https://doi.org/10.1108/13563280210426188
https://journals.ssrc.ac.ir/article_915.html
https://www.amazon.com/Applied-Multivariate-Research-Design-Interpretation/dp/141298811X
https://www.amazon.com/Applied-Multivariate-Research-Design-Interpretation/dp/141298811X
https://doi.org/10.2139/ssrn.1444814


Kiani and Nazari                          Brand Equity in Sports Product Advertisements and… 

 

 

… 

 
 
 

180 

Nazarian Madavani, A., Aghaei, N., & Fallah Ibrahim Begloo, B. (2022). Role of Intellectual 

Property Rights in Developing Brand Equity of Iranian Sport Products. Sports Business 

Journal, 2(1), 59-72. https://doi.org/10.22051/sbj.2022.40101.1031  

Olson, E. L. (2008). The implications of platform sharing on brand value. Journal of Product & 

Brand Management, 17(4), 244-253. https://doi.org/10.1108/10610420810887590  

Papadopoulos, N., & Heslop, L. (2002). Country equity and country branding: Problems and 

prospects. Journal of Brand Management, 9(4), 294-314. https://doi.org/10.1057/palgrave. 

bm.2540079  

Pasquali, M. (2022, November 28). E-commerce worldwide - statistics & facts. Statista. https://www. 

statista.com/topics/871/online-shopping/#topicOverview 

Pitts, B. G., & Stotlar, D. K. (2013). Fundamentals of Sport Marketing (4 ed.). UNKNO. 

https://www.amazon.com/Fundamentals-Sport-Marketing-Brenda-Pitts/dp/193541240X  

Pyun, D. Y., & James, J. D. (2011). Attitude toward advertising through sport: A theoretical 

framework. Sport Management Review, 14(1), 33-41. https://doi.org/10.1016/j.smr.20 

09.12.002  

Rageh Ismail, A., & Spinelli, G. (2012). Effects of brand love, personality and image on word 

of mouth. Journal of Fashion Marketing and Management: An International Journal, 

16(4), 386-398. https://doi.org/10.1108/13612021211265791  

Raisifar, K., Bakhtiari, H., & Taheri, M. (2013). Investigating the effect of brand experiences on 

willingness to pay higher. Journal of Industrial Strategic Management, 10(32), 15-28. 

https://www.sid.ir/paper/486917  

Ramzaninejad, R., Boroumand, M. R., & Ahmadi, F. (2020). Content Analysis of Research 

Articles in Sport Tourism of Iran. Annals of Applied Sport Science, 8(1), 1-18. 

https://doi.org/10.29252/aassjournal.677  

Rein, I., & Shields, B. (2007). Place branding sports: Strategies for differentiating emerging, 

transitional, negatively viewed and newly industrialised nations. Place Branding and 

Public Diplomacy, 3(1), 73-85. https://doi.org/10.1057/palgrave.pb.6000049  

Saatchian, V., Azizi, B., & Talebpour, M. (2021). ADIDAS Sportswear Brand Popularity Model 

in Iranian Consumers. Sports Business Journal, 1(1), 163-177. https://doi.org/10.220 

51/sbj.2021.36650.1004  

Shahhoseini, M., Ekhlassi, A., & Rahmani, K. (2011). Introducing a Comprehensive Model of 

Service Brand Equity and Customer Buying Behavior - The Case of ANSAR Bank. New 

Marketing Research Journal, 1(3), 63-78. https://nmrj.ui.ac.ir/article_17607.html?lang=en 

Silverman, G. (2011). Secrets of word-of-mouth marketing: how to trigger exponential sales through 

runaway word of mouth (2 ed.). American Management Association Com books. 

https://www.amazon.com/Secrets-Word-Mouth-Marketing-Exponential/dp/0814416683  

Smilansky, S. (2009). Experiential Marketing: A Practical Guide to Interactive Brand 

Experiences. Kogan Page. https://books.google.ru/books?id=Ehm2CTUoj1gC  

Soltani, M., Asfidans, M. R., & Nejat, S. (2016). The effect of corporate citizenship on customer 

loyalty and recommendation advertising. Journal of Business Management Perspective, 

15(26), 179-196. https://jbmp.sbu.ac.ir/article_96312.html 

Tie, W. (2003). Implementing CRM in SMEs : An Exploratory Study on the Viability of Using the 

ASP Model. [Master Thesis In Accounting, Unpublished Masters dissertation: Hanken 

School of Economics, Swedish School of Economics and Business Administration].  

Yoo, B., & Donthu, N. (2001). Developing and validating a multidimensional consumer-based brand 

equity scale. Journal of Business Research, 52(1), 1-14. https://doi.org/10.1016/S0148-

2963(99)00098-3  

 

https://doi.org/10.22051/sbj.2022.40101.1031
https://doi.org/10.1108/10610420810887590
https://doi.org/10.1057/palgrave.bm.2540079
https://doi.org/10.1057/palgrave.bm.2540079
https://www.statista.com/topics/871/online-shopping/#topicOverview
https://www.amazon.com/Fundamentals-Sport-Marketing-Brenda-Pitts/dp/193541240X
https://doi.org/10.1016/j.smr.2009.12.002
https://doi.org/10.1016/j.smr.2009.12.002
https://doi.org/10.1108/13612021211265791
https://www.sid.ir/paper/486917
https://doi.org/10.29252/aassjournal.677
https://doi.org/10.1057/palgrave.pb.6000049
https://doi.org/10.22051/sbj.2021.36650.1004
https://doi.org/10.22051/sbj.2021.36650.1004
https://nmrj.ui.ac.ir/article_17607.html?lang=en
https://www.amazon.com/Secrets-Word-Mouth-Marketing-Exponential/dp/0814416683
https://books.google.ru/books?id=Ehm2CTUoj1gC
https://jbmp.sbu.ac.ir/article_96312.html
https://doi.org/10.1016/S0148-2963(99)00098-3
https://doi.org/10.1016/S0148-2963(99)00098-3


 ی انیک دی محمد سع با نویسنده مسئول: تماس

 
 
 
 
 
 
 
 

 
 
 
 

 ورزش در  کار وکسب نشریه
 

 .ac.ir/alzahrahttps://sbj.آدرس نشریه: 
 

 

 181-169  ، ص2، شماره 2دوره ، 1401  تابستان و پاییز

   /2022.41652.1050SBJ.10.22051  :شناسه

mohammadsaeidkiani@gmail.com 

 
 کنندگان ارزش ویژه برند در تبلیغات محصولات ورزشی  و توصیه آن به مصرف

 

   2ینظر لایل ،* 1یان یک د یمحمد سع

 .ران ی ، کرمانشاه، ا ی، واحد کرمانشاه، دانشگاه آزاد اسلام ی ورزش  ت ی ر ی گروه مد   ی دکتر   ی دانشجو   1
 .رانی ا   کردستان،  سنندج،   دانشگاه کردستان،  یورزش   تی ر ی مد   ،ی دکتر   ی دانشجو   2

 

 کلیدواژه  
 ارزش ویژه برند 

 بازاریابی دهان به دهان 

 گذاری صحه

 مزیت رقابتی

 مدیریت ورزشی 

     چکیده 

نقش ارزش ویژه برند در تبلیغات محصولات ورزشی و توصیه  هدف از پژوهش حاضر مطالعۀ    :دفه

 بود.آن به مصرف کنندگان دیگر  

از مصرف  روش: که  استان کرمانشاه  بدنی  تربیت  تمامی دانشجویان  پژوهش شامل  آماری  جامعه 

  400اند تشکیل شده که از این میان به صورت نمونه گیری تصادفی  کنندگان کالاهای ورزشی بوده 

انت شدند.  نفر  آزمونها  داده خاب  ساختاری    یآمار   هایبا  معادلات  مدلسازی  و  پیرسون  همبستگی 

 تحلیل شدند.  

نتایج نشان داد بین نگرش به تبلیغات با ارزش ویژه برند و توصیه خرید ارتباط مستقیم و    ها:یافته 

چنین ارزش ویژه برند ارتباط مثبت و مستقیمی بر توصیه خرید دارد. با توجه  معناداری وجود دارد. هم 

سازمان  توصیه خرید،  و  برند  ویژه  ارزش  اهمیت  تجاری میبه  استراتژی صحههای  از  گذاری  توانند 

های تبلیغاتی، در جذب ورزشکاران مشهور استفاده کنند و از این طریق با انتقال بهتر مفاهیم پیام

 تر عمل کنند.مشتریان، موفق
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