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ABSTRACT

Purpose: This research aims to conduct a meta-analysis of the relationship of loyalty
and trust on word-of-mouth advertising in sports.

Methodology: The meta-analysis method was used to conduct this research. For this
purpose, sixteen databases and two search engines analyzed all articles and theses
published on the effects of trust and loyalty on word-of-mouth advertising in sports
between 2002 and 2022. Finally, 18 articles were included in this study and were
analyzed using CMAZ2 software, and the heterogeneity of the studies was determined
by performing the g-value, I-squared, and tau-squared tests.

Findings: The results showed that the effect size of trust and loyalty on word-of-
mouth advertising was 0.30 and 0.29, respectively. Based on Cohen's interpretive
system, this level of influence was evaluated as moderate, although these relationships
were significant (P<005). Finally, using the tree diagram, the studies with a minor
deviation in the effect size of the random model were identified and identified as more
valuable research. Also, according to the FSN test regarding the effect of trust and
loyalty on word-of-mouth advertising, it can be claimed that loyalty and trust
positively affect word-of-mouth advertising. Therefore, it is suggested that sports
managers give priority while maintaining the budget to create solutions that develop
loyalty and trust in consumer sports products and services and focus on these issues.
Originality: In this study, we determine the results of world sports studies regarding
the effects of trust and loyalty on word-of-mouth advertising in the form of a general
result using the meta-analysis method.
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1. Introduction

The sports industry has grown significantly in recent years and has become a significant
sector in some countries (Ratten, 2018). It is an industry of great importance and an
influencing factor in the economic growth of developed countries (Rostamzadeh et al.,
2014). This industry has contributed a lot to the economy of different societies in the
international arena, and its expansion has caused people to witness the formation of the
sports industry in a comprehensive way today (Meier et al., 2019).

In sports activities, paying attention to marketing is very important and focusing on the
needs of customers and audiences is the main factor in the trend of sports marketing (Lin et
al., 2006). Sport is a social product and service as it is often marketed within a community
of people (Trequattrini et al., 2015). Marketing in sports and organizations is crucial
(Hematinejhad Toli et al., 2022). Sports marketing is one of the most complex tasks of sports
organizations (Tahmasbpour Shafiei et al., 2016), which means sports marketing and using
sports as a tool for marketing other products and services. The term sports marketing was
first used in the United States in the advertising era in 1978 and has since been used to
describe various activities related to sports promotion (Mihai, 2013). Sports marketing is a
reference for generating income for sports organizations (Da Silva & Las Casas, 2017).
Today's world is competitive, and sports organizations and institutions are not exempt. In
the sports industry, the main goal of all activities is to influence the Consumer's purchasing
behaviour or, in other words, the Consumer's decision process to purchase (Hemmati
Nezhad & Masoomi, 2017). One of the most important ways to introduce sports products
and services to consumers is advertising. As one of the essential marketing mix tools,
advertising can play a critical role in marketing policies and strategies. Such as
communicating with customers, introducing new products or services, and modifying and
changing the mentality of customers and audiences towards organizations and their brands'
performance. Advertising, promotion, and impersonal presentation of ideas, products, and
services by a responsible person (Khan, 2007). Advertising is one of the essential pillars of
promotional activities in marketing (Chittithaworn et al., 2011).

Word-of-mouth advertising, which is one of the types of advertising, is defined as the
dissemination of information and communication between consumers about any product or
service (Pihlaja et al., 2017). The American Institute of Communication also described
WOM! as sharing information about specific products and promotions among customers
(through different sources) (Ozdemir et al., 2016). Sports fans frequently spread word-of-
mouth advertising after watching sports events to share their opinions and experiences
through various channels (Wakefield & Bennett, 2018). Word of mouth is essential in
marketing research (Chen-Hung et al., 2017). Word-of-mouth communication is more
popular than traditional advertising because it costs much less and spreads faster than other
advertising (Li et al., 2018). Taghizadeh et al. (2013) believe that word of mouth is a crucial
marketing method transferred from one customer to another with minimal cost. In addition,
word-of-mouth advertising is a potent tool for promoting product sales, quickly making
unknown products famous (Jung Choo et al., 2009). Word of mouth favours customers due

! Word-of-mouth advertising
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to less involvement in advertising and other conventional marketing tools. The
communication consumers get with their friends, family members, and colleagues for word-
of-mouth advertising is more than the communication that the brand initially creates. This
shows the importance of word-of-mouth advertising as a very effective marketing method
(Ng et al., 2011).

Meanwhile, one of the most frequent factors affecting WOM s loyalty. Loyalty is
defined as a strong commitment in customers to carry out transactions with organizations
and purchase goods and services. Also, customers who are loyal to a brand will introduce it
to their friends and relatives (Forati et al., 2014). Dedicated people share information they
get from members of their peer community through word-of-mouth with others outside of
that community (Rialti et al., 2017). Loyal customers have a sense of belonging to the sports
organization, product, or service, which creates a greater desire to create word-of-mouth
communication and makes them act as fans for it (Shafiee et al., 2019). Marketing activities
of competitors are usually continuous. Nevertheless, the loyal customer remains with the
same provider, recommends purchasing that product or service to his friends and relatives,
and expresses his positive opinion when communicating with others (Benar & Goharostami,
2019). Loyalty is also a factor in creating a competitive advantage and is vital for word-of-
mouth recommendations to others (Mohammadi & Mirtaghian Rudsari, 2019).

Apart from loyalty, the effect of trust on word-of-mouth advertising is significant as one
of the essential factors in sports management (Filo et al., 2008; Portal et al., 2019). Trust in
a product or service is its ability and capacity to fulfil promises (Ahmadi & Jafarzadeh,
2014). The trust index affects customers' behaviour in interacting with the company
(Ebrahimi et al., 2017). Brand trust is one of the variables that significantly affect word-of-
mouth advertising by people (Martinez-Cevallos et al., 2020). Also, researchers believe that
in addition to trusting the product or service, when people are more confident about the
reliability of WOM by consumers, they are more likely to inform others about it due to the
possibility of being less deceived by this source (Filieri et al., 2015). Sweeney et al. (2008)'s
research showed that word-of-mouth advertising reduces people's mistrust imp, improves
their understanding, and causes them to trust and increase their willingness to buy products
and services. WOM helps promote products because it is an informal communication flow
that comes from the trust of consumers, friends, and family (Tsiotsou & Alexandris, 2009).

Research on word-of-mouth advertising in sports shows that customer loyalty and trust
are two of the most critical factors concerning WOM. If customers trust the products and
services and loyalty is formed from using them, they will probably recommend them to their
friends, acquaintances, and family. For this reason, research in this field can help sports
clubs and companies better understand the role of customer loyalty and trust in word-of-
mouth advertising. Then, use this knowledge to design appropriate advertising strategies.
Furthermore, research shows that WOM in sports can be very effective. This type of
advertising creates more trust in buyers because it is personally introduced to consumers
through acquaintances and friends, as well as the direct experience of someone who has
already used the product. Therefore, research in this field can help sports companies
implement the best advertising strategies using customer loyalty and trust. As a result, in
addition to examining the effect of loyalty and trust, they will experience better sales and
agility in the market.
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Regarding word-of-mouth advertising in sports, meta-analysis can also be helpful as a
guantitative measurement method. By using meta-analysis, the results of previous studies
can be compared, and a more accurate result can be reached. In general, meta-analysis can
help to make appropriate decisions about the relationship between these three variables by
increasing statistical power. Also, this method can permit researchers to compare the results
of previous studies and obtain more accurate conclusions by reducing discrimination in
sample selection. Therefore, this research examines the meta-analysis of loyalty and trust
studies on word-of-mouth advertising in sports.

2. Methodology

In this research, secondary studies were used to perform meta-analysis. The Prisma Review
Studies Reporting Guide (PRISMA)? was used in this study.

2.1. Search strategy and data extraction

Searching and selecting studies was such that articles published in internal and foreign
databases of the country's scientific data were used to access studies related to word-of-
mouth advertising in sports. Internal databases include Sid®, Civilica, Magiran, Noormags
and foreign databases such as Emerald, Springer, Scopus, Wiley, Sage, Taylor & Francis,
Science Direct, Ebesco, Web of Science and Google Scholar search engine, as well as a
thesis in the internal scientific database of Irandoc and the external database of ProQuest,
Oatd* were used. A total of 771,305 articles and thesis were extracted based on the search
for the titles "word of mouth in sports" in the Persian language in internal databases and
"word of mouth" + "sport™ in the English language in foreign databases. The filters of
English and Persian, Journal Article, and Date range of 2002-2022 were applied in 16
databases and two search engines, and 68,785 articles were obtained. According to Figure
1, by carefully reviewing the titles and abstracts of studies that only examined the effect of
loyalty and trust on word-of-mouth advertising, 45 articles were selected for full-text review.
After reviewing the full text and according to the assumptions of the research, 33 studies
were selected (thesis and articles that did not mention validity and reliability did not write
sampling and the number of samples, studies that had a sample number of fewer than 100
people, did not have a valid questionnaire, did not use the correct statistical tests, journal
articles that did not have a proper profile, as well as books and qualitative and conference
articles) were considered as the criteria for exiting the research.

Finally, according to the exclusion criteria, 18 studies were identified as suitable for
meta-analysis.

2 Preferred Reporting Items for Systematic Reviews and Meta-analysis
3 Scientific Information Database
4 Open Access Theses and Dissertations
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Figure 1. Preferred Reporting Items for Systematic Reviews and Meta-analysis (PRISMA) Study Selection
Flow Diagram.

Table 1. Summary of included studies.

Type of .
No Author(s) year Research Journal/ University Sample
1 Izadi (2020) Thesis llam University- Faculty of Literature and Humanities Science 400
2 Mohammadi (2017) Thesis Payame Noor University- Faculty of Humanities Rasht Branch 384
3 Shafiee et al. (2019) Article Sports Physiology & Management Investigations 145
Benar and - .
4 Goharostami (2019) Article New Trends in Sport Management 384
5 Pourtgzez)g; etal. Avrticle Communication Management in Sport Media 386
Freydoni and Kalateh .
6 Seifri (2018) Avrticle Sport Management Journal 381
7 Zeytoonli (2020) Avrticle Urban Tourism 374
Makizadeh et al. . s - .
8 a '(22?; O)Gt a Article Communication Management in Sport Media 324
9 Wong et al. (2015) Article Contemporary Management Research 468
10 Alguacil et al. (2018) Avrticle Inzinerine Ekonomika-Engineering Economics 210
11 Elliott et al. (2018) Avrticle Journal of Applied Sport Management 138
12 Alguacil et al. (2021) Avrticle Heliyon 265
13 Hedlund (2011) Thesis Florida State University 113
Lotfi Fard Shokrloo et . Shahid Rajaee Teacher Training University- Faculty of Science
14 Thesis . . . 360
al. (2017) Physical education and sports science

15  Ebrahimietal. (2017) Article Sport Management Studies 250
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Type of .
No Author(s) year Research Journal/ University Sample
16  Asadaand Ko (2019) Article Sport Marketing Quarterly 433
17 Asadaand Ko (2016) Article Sport Management 349
Martinez-Cevallos et . -
18 al. (2020) Article Sustainability 195

The data extraction form, which was designed based on the purpose of the research, was
used as a research tool to extract the data of each study. The data were analyzed using the
CMA2> software, and then the effect size was calculated. The primary method of meta-
analysis is based on combining the results, which is usually used after converting the
statistics into the r index and estimating the effect size. In addition, in this study, meta-
analysis assumptions were first examined to analyze the data inferentially. With the help of
the funnel diagram and FSN® method, the distribution error was checked, and the
heterogeneity of the studies was checked by using the Q test. Then, according to the
heterogeneity between the studies, the random effects model was used to combine the results
and reach the effect size. Cohen's interpretation model was used to interpret the results. Also,
its information has been analyzed to perform calculations using comprehensive meta-
analysis software CMAZ2, and the effect size of each study has been obtained and evaluated
based on Cohen's criterion. Cohen's (1992) guidelines were applied to assess effect sizes.
Correlations of 0.10, 0.30, 0.50, and 0.70 are considered small, medium, large, and very
large, respectively.

3. Results

Nine articles and three dissertations in 2011-2020 and 1 article in 2020 investigated the
effect of loyalty on word-of-mouth advertising, of which 8 were internal studies and 5 were
external studies.

Also, regarding the effect of trust on word-of-mouth advertising, six articles and two
dissertations were examined in 2011-2020, four internal and four externals. Therefore, the
results related to the research hypotheses were entered into the CMAZ2 software. During
each study's statistical analysis, each effect size was obtained. Finally, the results of these
studies were aggregated with fixed and random models, and the homogeneity tests of the
studies were examined. First, the effect size of all primary studies was reported, and then
the average effect size of all preliminary studies was answered in each question.

5 Comprehensive Meta-Analysis
6 Fail-Safe-Number
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Model Study name Statistics for each study Correlation and 95% CI
Lower Upper
Correlation limit limit ZWValue p-Value

Wong et al (2015) 0530 0482 0592 12728 0.000 -.
|zadi (2020} 02386 0141 0328 4788 0.000 E 3
Mohammadi {2017) 0.224 0127 0317 4446 0000 -
Shafiee et al (20 19) 0.591 0.474 0888 8.101 0.000 -
Benar et al {2019) 0115 0015 0213 2262 0024 -l
Fowhoseynetsl (2020) 0108 0002 0208 2122 0024 Hll-
Freydeoniand Kalsteh Seifri {20 18) 0.258 0.181 0.249 5124 0.000 =
Zaytounli et al {2020} 0.208 0.214 0297 8.137 0.000 E o
Makizadeh et al {2020) 0255 0150 0354 4670 0.000 -
Alguscil etsl {2018) 0321 0.194 0.437 4780 0.000 -
Ellicttet al {20 18) 0.280 0.205 0497 4379 0.000 ——
Alguacil etalf2021) 0.222 0105 0.234 36682 0.000 -
Hedlund{2011} 0140 0048 023217 1.478 0.138 T

Fixed 0.281 0252 0.205 18.084 0.000 L]

-1.00 -0.50 0.00 050 1.00
Favours A Favours B

Meta Analysis
Figure 2. Effect size tree diagram of studies on the effect of loyalty on word-of-mouth advertising.

As shown in Figure 2, the effect size of all studies on the effect of loyalty on word-of-
mouth advertising is medium, large, and enormous. For the significance of effect sizes, P
and Z values have been reported, which show that all the effect sizes of These studies,
Except for the Hedlund (2011) study, the studies are smaller than 0.05 and more significant
than 2.58, so the effect size of these studies in the statistical population is adequate at the
99% confidence level.

Model Study name Statistics for each study Correlation and 95% CI
Lower Upper
Correlation  limit limit 2Z-Value p-Value
Asada and Ko, (2019) 0.390 0.307 0467 8539  0.000 L 3
Asada & Ko (2016) 0180 0076 0280 3385  0.001 L
Lotfi fard shokrloo (2017) 0413 0323 0495 8290 0.000 E
Mohammadi (2017) 0.361 0271 0445 7.383  0.000 E &
Ebrahimi et al (2017) 0720 0654 0775 14265 0.000 a
Zaytounli et al (2020) 0120 0019 0219 2323 0.020 -
Martinez Cevallos et al (2020) 0.194 0054 0325 2715  0.007 E o
Eliiott et al (2018) -0.160 -0.319 0.007 -1.875  0.061 —-
Fixed 0.324 0288 0.359 16648  0.000 ¢
-1.00 -0.50 0.00 0.50 1.00
Favours A Favours B

Meta Analysis
Figure 3. Effect size tree diagram of studies on the effect of trust on word-of-mouth advertising.
In examining the tree diagram of the second research question, it was also found that the

effect size of all studies is medium, large, and enormous, and all the effect sizes of these
studies, except Elliott et al. (2018), are smaller than 0.05 and more significant than 1.96.
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Therefore, at the 95% confidence level, the effect size of these research is also essential in
the statistical population.

3.1. The fixed and random effects model

Table 2. Fixed and random effects models for studies of the effect of loyalty and trust on WOM.
Research question ~ Model name  Effectsize  lower limit  upper limit Zvalue P value

Lovalty o wons P 0.28 0.25 031 1809 0001
yalty Random 029 0.20 037 646 0001
Fixed 032 029 036 1665 0001

Trust —WOM Random 030 013 0.46 331 0001

Note: WOM= word of mouth advertising

After combining the effect size results of 13 existing studies based on the first research
question and eight existing studies on the second research question, the results are combined
in the form of two models of fixed effects and random effects. As shown in Table 2, in the
fixed effects model related to the first and second questions, assuming the homogeneity of
the studies, the effect size is 0.28 and 0.32, respectively. By using inferential statistics and
generalizing it to the population of studies, they have this hypothesis, and according to the
Z, P value of loyalty and trust variables have a positive and significant effect on word-of-
mouth advertising. As a result of world studies regarding these two hypotheses, it was
concluded that these hypotheses are confirmed.

Also, in the random effects model, assuming the heterogeneity of the studies, the effect
size of the first and second questions is 0.29 and 0.30, respectively, and by using inferential
statistics and generalizing it to the population of studies that have this hypothesis and
according to the Z value The P value of loyalty and trust variables has a positive and
significant effect on word-of-mouth advertising, that is, the results of world studies
regarding this hypothesis were summarized, and it was determined that this hypothesis is
confirmed, so both models have different results in terms of effect size. However, both
models have demonstrated the hypotheses analyzed by the researcher. Although both
models have provided the same results, the researcher performs tests with two different
goals: homogeneity detection tests.

3.2. Tests to detect homogeneity or heterogeneity of studies

In these tests (g-value, I-squared, tau-squared), if it is proven that the studies are
homogeneous, we use the fixed effects model. The random effects model provides a more
accurate answer for heterogeneous studies. Heterogeneity has reasons, one of the most
prominent of which is the existence of an unknown moderator variable.

Table 3. Results of homogeneity and heterogeneity tests of studies.
Research question Qvalue Pvalue Isquared Tausquared Fail-Safe-Number
Loyalty — WOM 95.82 0.00 87.47 0.15 1076
Trust — WOM 150.21 0.00 95.34 0.26 520
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Based on the Q value and research hypotheses and their significance, which is less than
0.05, therefore, at the 95% confidence level, the null hypothesis is rejected, and the H1
hypothesis is confirmed, which means that the studies in the first and second hypotheses of
the research are not homogeneous. So, the random model is closer to the honest answer. In
the I-square test, its value is compared based on three values of 25, 50, and 75, which express
low, medium, and high heterogeneity, respectively, as shown in Table 3, the I-square value
for the first and second questions It is 87.47and 95.34 respectively, so the heterogeneity
between the studies is very high and this result is in the completion of the previous test and
its confirmation. The next test is the homogeneous tau-squared test. Interpretation can be
done based on both tau and tau-squared. If we want to make an interpretation based on tau,
if the tau value is less than 0.32, the correlation between studies is weak. Between 0.50 and
0.75, it is moderate and above 0.75, a strong correlation. As is evident in Table 3, the tau
value for studies related to loyalty and trust in word-of-mouth advertising is 0.15 and 0.26,
respectively, which shows that the correlation between studies in the first and second
hypotheses is weak. The summary of the heterogeneity tests shows that the studies are
entirely heterogeneous, so the researcher uses the random effects model. Funnel charts were
used to check publication bias.

Funnel Plot of Standard Error by Fisher's Z
0.00

0.05 o go o

0.10 o

Standard Error

0.15

0.20

-2.0 -1.5 -1.0 -0.5 0.0 0.5 1.0 1.5 2.0

Fisher's Z
Figure 4. Funnel diagram of the first research question.

As shown in Figures 4 and 5, most of the studies related to this systematic review's first
and second questions are located at the top of the funnel, and there is no study at the bottom.
On the other hand, the accumulation of these studies at the top of the funnel creates the
symmetry of studies on both sides of the line that have been established, and this research
has no publication bias.
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Funnel Plot of Standard Error by Fisher's 2
0.00

0.05 ag

0.10

Standard Error

015

0.20

-20 1.5 -1.0 0.5 0.0 0.5 1.0 15 20

Fisher'sZ
Figure 5. Funnel diagram of the second research question.

Finally, if we want to know how much our research is sustainable and will not be harmed
over time, we should use the Fail-Safe-Number test. If N is above 10, meta-analysis is
acceptable. However, our theory does not last long, and meta-analysis is of low quality, but
if N is more significant than 1000, it can be claimed that your theory will last for decades.
As is evident in Table 3, the Fail-Safe-Number regarding the first and second questions of
the research is equal to 1076 and 520 studies, respectively. (FSN) the statistic is needed to
estimate the number of unpublished studies to reduce the meta-analytic effect size to a
statistically insignificant level. Meta-analysis results are valid if the FSN exceeds its critical
value of five times the number of studies plus 10 (Rosenthal, 1991). In this study, FSNs all
exceeded their critical values.

4. Discussion and conclusion

Word of mouth is the verbal or written communication between a sender and a person or a
group of receivers to share and acquire information informally (Ishii & Kikumori, 2023).
WOM is the least expensive and most productive advertising, and due to its non-commercial
nature, it is less suspected than other methods in sports marketing. Also, because the level
of loyalty and trust of customers in sports products and services is decreasing daily, the
presence of these two factors in the spread of word-of-mouth advertising and sports
marketing is significant.

This research systematically searched and reviewed the study investigating the effect
of loyalty and trust on word-of-mouth advertising in the last twenty years (from 2002 to
2022). An effort was made to clarify the impact of these variables on WOM. Also,
according to the meta-analysis results, trust and loyalty had the most significant effect
sizes in the current research.

One of the most frequent factors affecting word-of-mouth advertising is loyalty, an
influential precursor to word-of-mouth advertising (Hasangholipour et al., 2013). Loyal
customers are more willing to advertise word-of-mouth and may order its use to their
friends and acquaintances (Khabiri et al., 2013). Uslu et al. (2013) also considered loyalty
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as one of the essential practical factors of word-of-mouth. In other words, loyal sports
customers will likely provide more word-of-mouth quotes to others. Also, loyalty to sports
products and services may cause customers to act as information channels and create
potential customers from other people through informal communication, which is
sometimes word-of-mouth advertising.

According to the first question, the research, considering that the following studies have
aminor deviation with the effect size of the fixed and random model and are consistent with
the average of the studies and by comparing the effect size of these studies with the effect
size of the random model (0.29). We conclude that the studies of Zeytoonli (2020) had an
effect size of 0.31. Alguacil etal. (2018), with an effect size of 0.32 among all sports studies,
confirmed the hypothesis of the effect of loyalty on word-of-mouth advertising. They are
strong studies and valuable research. The studies of Hedlund (2011), with an effect size of
0.14, and Shafiee et al. (2019), with an effect size of 0.59, are weak studies and low-value
research due to their significant deviation from the average value and inconsistency with the
average of the studies.

Therefore, prioritizing effect size also indicates that the studies of Wong et al. (2015) and
Shafiee et al. (2019) have substantial effect sizes. Zeytoonli (2020), Alguacil et al. (2018),
Elliott et al. (2018) in the category of enormous effect sizes and the research of Izadi (2020),
Mohammadi (2017), Benar and Goharostami (2019), Pourhoseyn et al. (2020), Freydoni
and Kalateh Seifri (2018), Makizadeh et al. (2020), Alguacil et al. (2021), Hedlund (2011)
are in the category of Medium effect sizes.

According to the current research's first question, sports managers should increase their
loyalty by periodically receiving customers' opinions about how to provide sports products
and services and receiving their suggestions because it is cheaper to retain old customers.
From creating new customers, managers should prioritize creating solutions that develop
and maintain loyalty to sports products and services for old consumers while maintaining
the budget. Also, considering the importance of having loyal sports customers to reward
them for their purchases, in this case, their willingness to buy in the following times will not
only increase significantly but moreover, implementing such programs, in addition to
increasing the loyalty of current customers, also helps attract new sports customers.

Trust is another factor that affects word-of-mouth advertising. Lin and Lu (2010) believe
that consumer trust in a product or service plays a significant role in customer word-of-
mouth advertising. Furthermore, it is an influential factor in WOM (Bahrainizadeh & Ziaei
Bide, 2013; Hasangholipour et al., 2013; Kassim & Asiah Abdullah, 2010). When the
Consumer has complete confidence in a sports product or service, he will likely introduce it
to others through word-of-mouth advertising. The trust that causes word-of-mouth
advertising can reduce the costs of an organization to carry out advertising. Trust is one of
the suitable prerequisites for expanding word-of-mouth advertising. According to the
second question of the research, the following studies have a minor deviation from the effect
size of the fixed and random models. They are consistent with the average of the studies,
and for this reason, they are considered more valuable studies. Therefore, by comparing the
effect size of these studies with the effect size of the random model (0.30), we conclude that
Mohammadi (2017) with an effect size of 0.36 and Asada and Ko (2019) with an effect size
of 0.39 Lotfi Fard Shokrloo et al. (2017) with an effect size of 0.41 respectively are more
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robust and more valuable research among all the sports studies that confirmed the hypothesis
of the effect of trust on word-of-mouth advertising.

Also, respectively, the studies of Ebrahimi et al. (2017) and Elliott et al. (2018), with
effect sizes of 0.72 and 0.16, due to their significant deviation from the average value and
not consistent with the average of the studies, are of the type of weak research and They
are of little value. The prioritization of effects size concerning this question also shows
that the studies of Ebrahimi et al. (2017) in the category of substantial effect sizes, Asada
and Ko (2019), Lotfi Fard Shokrloo et al. (2017), Mohammadi (2017) in the category of
enormous effect sizes and Asada and Ko (2016), Zeytoonli (2020), Martinez-Cevallos et
al. (2020), Elliott et al. (2018) are in the category of medium effect sizes. According to
the second question of the present research, sports managers should increase the
transparency in the presentation of the product or service because it has gained the trust
of the sports consumer, and the possibility of doing word-of-mouth advertising by that
person is very high. It is also suggested that there should be mutual trust between the final
consumers and the authorities so that people can encourage others to use that sports
product or service through word of mouth.

A critical factor is that sports managers must fulfil their promises and commitments to
promote word-of-mouth advertising because it helps to maintain customer trust, pay
attention to improving the quality and performance of products and services, its reasonable
price in comparison with other organizations, the well-being of consumers, providing
regular services, etc., which aims to increase the trust of consumers.

In general, the findings of this study show the high level of loyalty and trust in sports
products and services, which are among the most frequent variables affecting word-of-
mouth advertising in sports. It causes more people to recommend that product or service to
others using the same word-of-mouth advertising, which is unofficial and without any
benefits for the advertiser. It should be noted that customers' attention to word-of-mouth
advertising is increasing daily because they can more easily trust such advertisements.

Therefore, according to the obtained results, suggestions for future research are
presented, such as that future researchers should examine the effect of other practical factors
on word-of-mouth advertising, which has had a good history, and its meta-analysis has not
been done in sports. Also, due to the use of only quantitative research in this research, it is
suggested that in the future, meta-synthesis work should also be done on qualitative research
in this field. Another critical point is that the inhomogeneity of this research's studies shows
a moderator variable. It is suggested that the researchers investigate and discover the
moderator variables in these two research questions. Considering that the research used in
this research was in Persian and English language, future researchers can examine other
languages in their research. It is suggested that random and fixed effects models be
compared based on the type of research, research location, etc. Since the FSN value in the
effect of trust on word-of-mouth advertising was 520 studies, it had a smaller value than
loyalty. Because there is less history in this regard, Future researchers can do more research
on the effect of trust on word-of-mouth advertising. One of the limitations of this research
is the lack of research, especially regarding the impact of trust on the word of mouth
advertising. Also, since the research is of the meta-analysis type, the researcher has no role
in the accuracy of its results because the reported data is based on primary research. Hence,
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the accuracy of this data is the responsibility of the primary research researchers. The quality
of meta-analysis depends mainly on the data reported in individual studies. Also, in some
studies, there was no reporting of accurate statistical information and mention of correct
samples and that they had a valid scientific profile. It did not allow the researcher to calculate
the effect size, forcing the researcher to delete those studies.
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