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ABSTRACT

Purpose: One of the actual reasons for sponsorship is to attract millions to
increase the number of consumers. Therefore, this article aims to study the
effects of kit sponsorship for foothall clubs on Nike's corporate value by
analyzing price trends.

Methodology: In this study, price data was gathered from the date of
released statements of the football clubs present in the 2019-2020 season of
the Premier League. Analyzing the data was conducted by the market
Technical Analysis method with three different indicators (RSI-MACD-
Moving Average).

Findings: The results showed that Nike faced significant changes in the price
trend of its stock values. These three indicators show an increase in the
exchanged volume of stock. The analysis explains its high potential of
changing the trend.

Originality: Because of these changes, other companies were interested in
being a sponsor for many clubs in any sports field, and it creates a competitive
atmosphere between the companies.
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1. Introduction

Sports sponsorship is a promotion perspective and provides supportive links between
industry and most sports (Benar et al., 2012; Zapata Aglera & Martinez Caro, 2021).
Being a Sponsor is one of the developing aspects of indirect marketing. Bennett said
and argued that sports sponsorship seemed to be effective for controlling brand
awareness and recall and creating among supporter’s perceptions of widespread use of
sponsoring company’s products (Maricic et al., 2019; Silvestre & Santos, 2007). Known
as one of “marketing’s dramatic investment stories” in ancient history (Meenaghan et
al., 2013), it is assumed that in terms of traditional and amateur marketing practices,
“sponsorship might be more advantageous than advertising” for companies. Sports are
a stable international environment enjoyed by millions of people, and many brands use
sports as contexts for advertising worldwide. All the companies in the world are looking
for the best way to advertise their products and services. They also assign an
administrative part for analyzing the best ways for advertising. As a result of researches,
they found that sports are the best option for companies (Burton et al., 2021; Meenaghan
et al., 2013). Nowadays sports are more popular than other choices for advertising, such
as a significant number of audiences, the easiest way to communicate with lots of people
in so many different countries. Remarkably, the literature assumed that sport is a great
area for sponsorship (Gwinner & Bennett, 2008; Takamatsu, 2022). Kit sponsorship is
a kind of sponsoring that is available in a variety of sports.

Many other companies in different industries, such as sports, airlines, insurance, and
chemical products, will use kit sponsorship opportunities in their marketing strategies
(Kumareswaran, 2019). Commercial sponsorships have become an essential part of
most sports structures (Abril Barrie et al., 2018) which, also is undoubtedly true in
English football, where since the early 1980s, kit sponsorships have generated
substantial revenues for all clubs at all sports (Doellman et al., 2022). The most way to
promoting the clubs' revenue and social effects is more scientific, intelligent, and
measurable management. Also, more experienced and more specialist club managers
can gain more success (Memari et al., 2021). In the English Premier League, companies
such as Adidas, Puma, Area, Nike, Under Amore, New Balance, Capappa, Ambro are
focusing on kit sponsorship to widespread their brand awareness and gain more
attention from consumers (Sima, 2019). Although sports sponsorships build brand
awareness, they also can highlight concerns about the unity between fans and the
sponsor (Tsordia et al., 2018). By adapting the company and products to the mentioned
variables, sponsors can also have an excellent interactive relationship (Saatchian et al.,
2021). Over the past century, with the significant advances in the media, many
companies worldwide are trying to promote their brands and communicate with
consumers in the mass media (Silva, 2021). While some critical sports events attract a
hundred million people as a TV audience, many companies utilize the sponsorship of
football clubs to promote their brand and increase their brand awareness level
(Batmunkh, 2021). As a result, companies are trying to increase their popularity and
business quickly through football sponsorship. For this opportunity, companies spend
thousands of millions of dollars. Furthermore, sport offers a reliable platform with
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global media audiences to companies for achieving their promotion goals (Cornwell,
2014; Cornwell & Kwak, 2015).

For this reason, these companies are in very intense competition and working hard
to get the club’s kit sponsorship. If a company signs a kit sponsorship contract with a
club, the effectiveness of sport sponsorship as a marketing and promotional tool is
granted in a high percentage (Popp et al., 2018). The presence of sport manufacture and
industrial companies in the English Premier League, alongside the stock market, created
a mysterious relationship for the researchers. This study aimed to understand the
relationship between companies' presence in the sponsorship industry with their
presence in the stock market. Many studies verify that one of the best ways to analyze
this relationship in the stock market is technical analysis. Technical analysis is an
analytical and predictive method based on gualitative models of prediction. It examines
the impact of factors on a company's stock index and price trend, most commonly in the
intended period. This analytical tool includes indicators and oscillators that analyze the
price trends in the stock market (Achelis, 2000).

2. Theoretical background

In the literature review part, we consider that the studies where determinants of football
team’s stock prices in the market are investigated how sports results can affect the stock
prices in the stock market. Then we consider that it is all related to the companies and
their passion for being on the team’s jersey in the sponsor's title. In the end, we
investigate the sponsorship statement effect on soccer team stock value in the market.
A general, comprehensive, and detailed study of sports sponsorship is far beyond this
article's scope. Subsequently, the paper tries to cover those parts of the research and the
most practical topics for getting the results (Cornwell, 2014).

The financial concern in any football league, such as the English Premier League, is
significant to club managers (Sima, 2019). The managers of the football clubs buy
players and equipment needed by the clubs for a strong presence in the Premier League
to achieve a remarkable result at the end of the season. One of these manufactures is the
closing kit (Doellman et al., 2022). To prepare the best clothing kit and most attractive
one, they need a kit sponsor (Hanke & Kirchler, 2013). Each year, club executives hold
long meetings and debates with many businesses, industrial about kit sponsorship
contraction. There are many reasons for companies worldwide to negotiate with clubs
before the start of the season to sign a kit sponsorship contraction (Popp et al., 2018).
These reasons include increased attention to the brand, increasing visibility on the
media, and increasing customers in the market platform.

In the meantime, an index called TV Broadcasting is also critical. The English
Premier League claims more than £ 2.3 billion from fans that watched it in the
2014/2013 season over 10-month, and in the following season, 2015/2014, it has
reached more than £ 3 billion domestic spectators. In recent deals with Sky League and
B-Sport (T.V channels) signed for the 2019/2016 seasons, it attracts £ 5.136 billion
(Naidenova et al., 2016). So it is easy to conclude that the English Premier League is a
very efficient vehicle for the United Kingdom’s international economy and global



Ahmadi Bonabi and Javani Kit Sponsors in the Stock Market:Nike as...I16

marketing in any industry (Scholtens & Peenstra, 2009). This volume of spectators
attracts the companies to present themselves in this field and make some money
(Naidenova et al., 2016; Sima, 2019). There are many ways, such as kit sponsorship,
clubs’ sponsorship, and stadium sponsorship, to reach consumers. In the English
Premier League, the clubs were ranked at the top level in the game table and on the
stock, market were evaluated in this research. Several instances could affect the share
price of the sponsor (Doellman et al., 2022; Ramazani et al., 2012). First, depending on
the market reaction to the sponsorship deal through the positive or adverse conditions,
the statement of the sponsorship deal can affect the share prices of the company. Second,
the successful results in competitions for the club can affect the share price. Sponsoring
an unsuccessful club or a club that feels the danger of falling to the lower league due to
the sponsors facing a poorly performing team can negatively affect the sponsor’s stock,
and besides that, it may decrease the number of other potential sponsors teams have
(Khvastunov, 2011). Football club success is a dependent variable in several articles
that affect the share price (Bunn et al., 2019). Palomino et al. (2009) findings investigate
the effects of a football team’s performance on the club’s share price of stock showed a
significant increase and a relationship between football club results in league with their
ranking and stock price. Their findings become a good reference, and the results said
that since good performance increases the number of audience and the TV media ranges,
the club's profits increase. Also, lack of sport and sports media will be an essential loss.
Therefore, the importance of media in the previous model of the sports industry and
recent research is shown clearly (Aghaei Shahri & Azimzadeh, 2021).

Moreover, the impact of being unsuccessful in competitions for a club is more
significant than the effect of winning a match. Moreover, the match results like wining
or even losing a game have been returned to normal in a maximum of 5 trading days on
stock price, which is the usual period between games in the league (Ferreiraetal., 2017).
The importance of the match is also an influential and significant factor that has many
impacts on the football club’s stock price and the way of trend (Khvastunov, 2011).
Thus, the teams ranking position and the popularity of the league are significant
elements for sponsorship.

Also to the football game results, there are additional variables known as valuable

and practical elements for the price of football stocks: club’s management changes
(Dobson et al., 2001), signing the contract or renew a contract with players or the coach
(Stadtmann, 2006), transferring the players of the academy to other clubs. Football
match results are the influential factor of the team's stock price in the market, and the
sponsors like Adidas, Kappa, Umbro, Nike, or Puma, which are the sponsors of the
jersey, are as effective as other variables.
As mentioned above, there are significant results that show football matches can affect
the price of the stocks in the stock market. Also, In the literature, the findings of research
that focused on promoting sponsorship deals demonstrated that announcing sport event
sponsorship mostly has a positive impact and had so many effects on the sponsor’s stock
market value (Clark et al., 2009).

As shown in table I, the three clubs selected for the main study are Chelsea,
Manchester City, and Tottenham Hotspurs. According to Table 1, the football clubs in
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the English league use separate sponsors who are working in various industries for their
kit sponsorship and kit advertising.

Table 1. English Premier League clubs and sponsors.

Shirt producer

Economic

Team sponsor sponsor Industry Owner
Arsenal Adidas Emirates Airline Dubai, UAE
Aston Villa Kappa W88 Gambling Philippines
Bournemouth Umbro Ma88 Gambling Phlll_pplnes &
Gibraltar
Brlghton_& Hove Nike American Financial services USA
Albion Express
Burnley Umbro LoveBet Gambling Malta
. Yokohama .
Chelsea Nike Tyres Automotive Japan
Crystal Palace Puma ManBetX Gambling Malta
Everton Umbro SportPesa Gambling Kenya & Isle of Man
Leicester City Adidas King Power Duty-free shop Thailand
. Standard Financial services &
Liverpool New Balance Chartered banking UK
Manchester City Nike Etihad Airways Airline Abu Dhabi, UAE
Manchester United Adidas Chevrolet Automotive USA
Newcastle United Puma Fun88 Gambling Isle of Man
Norwich City Errea Dafabet Gambling Philippines
Sheffield United Adidas USG Financial services Australia
Southampton Under Armour LD Sports (Sports) Media China
. Life insurance &
Tottenham Hotspur Nike AlIA financial services Hong Kong
Watford Adidas Sportsbet.io Gambling Curagao
West Ham United Umbro Betway Gambling Malta
Wolverhampton Adidas ManBetX Gambling Malta

Wanderers

According to Table 1, Nike is the kit sponsor of all three clubs, Chelsea-Manchester
City-Tottenham (Hanke & Kirchler, 2013).

The Nike Company was founded in January 1964 by Organ University Athlete Phil
Knight and his trainer Bill Bowerman. Its original name is BRS or Blue-Ribbon Sport,
and the company cooperated with Tiger, a footwear manufacturer in Japan, and began
producing and selling 1300 pairs of athletic shoes almost a year after its founding. Two
years later, in the year1966, BRS established its first dedicated branch in California.
Soon after, the company changed its name to Nike, which was registered in the year
1974. The company entered the New York Stock Exchange on 1980/12/02, and it has
existed in the market yet. The company commenced trading on the first day of its entry
into the New York Stock Exchange at an initial bid price of $0.18 and an initial volume
of 100.71 million shares. Over the years, the Nike stock price range was offered by the
NKE name has been almost constant. In the early 1990s, with the massive changes in
both the company and the New York Stock Market, we saw a rapid increase in the price
of Nike stocks due to its high adaptability to the market and economic events of the
period. Over time, both the price range and the volume has increased for a long time.
At the beginning of its entry into the stock market, Nike was simply a manufacturer of
sports shoes. Still, over time it has also begun to manufacture apparel and sports
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equipment. Moreover, it has attempted to extend its variety of products (Flynn, 2015).
Besides, Nike kit sponsorship in three big clubs in the English Premier league creates
an excellent opportunity for it to become one of the famous sportswear manufacturers
in the world.

In this research, the primary method for analyzing the data was the technical or
chartist method. Technical analysis of financial markets involves providing predictions
of assets prices based on reasons or trading advice based on visual testing and analyzing
of the history of prices changes and trends (Edwards et al., 2012), besides specific
quantitative summary measures and data of past price changes such as “momentum
indicators” (oscillators) or moving (price) averages or other indicators (Taylor & Allen,
1992), but without any attention to underlying economic, or fundamental analysis.

More recently, however, many researchers have started to test the role of technical
(Aghaei Shahri & Azimzadeh, 2021) world-wise, suggested that technical analysis may
have been able and responsible for the overvaluation of the USD (United States Doller).
Some researchers have suggested that technical analysis may have been an essential and
functional factor in international stock markets to understand the market behavior in the
same era. Recent research based on survey data has also focused on investigating the
theory that market dealers and stockholders use information wisely and widely in
forming their expectations, adding theoretical skills to the study of market non-
fundamentals. Though professional interest in the non-fundamental analysis of the stock
market is increasing, there is a lack of functional examining and testing, other than
theoretical, on the prevalence and use of such techniques in stock markets.

The technical analysis industry is expanding at an exponential pace. A few years ago,
an internet search for “Technical Analysis” returned 206 million responses. Now it
returns 1.36 billion answers. Even after weeding out duplicates and mismatches, it is
still a tremendous amount of material. Do not be intimated by the sheer size of the
available material.

Technical analysis is not only a set of tools. It is also a mindset, a way of looking at
securities prices and how they wag and what wags them. The first principle of a
technical perspective is to throw conventional wisdom out the window and trade what
you see on the chart (Achelis, 2000). Technical analysis is an evidence-based method
of making trading decisions, which means you won’t be consulting earning per share,
cash flow, management quality, or any other fundamentals that lead to an assessment of
value. Technical analysis isn’t valued investing (Edwards et al., 2012). Value investing
would have you continue to hold high-value security despite a significant price drop.
The technical analysis trader will sell it, knowing he can always come back after the
price bottoms and starts recovering.

Today’s technical analysis has a broader understanding and appreciation of statistics
and probability, and thus the value and pitfalls of forecasting (Achelis, 2000). The
theory of probability originated in the 16th and 17th centuries but dealt mainly with the
outcomes of games (Edwards et al., 2012). Nowadays, even ordinary people routinely
ask health questions of their doctors in probability terms, such as what percentage of
minor children without the meal’s vaccination does it take for the rest of the school class
to risk a measles outbreak? So, all people somehow use technical analysis in their life,
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and they become technical analysts over time. Technical analysts use lines and
indicators to identify the price moves that provide a reliable forecast of upcoming future
price moves. The word “forecast” makes everybody squeamish because everyone
knows stories of catastrophically bad ones.

Technical analysis is not confined to just math-based techniques, as some people
may think. Utilizing math is a breakthrough and a curse.

In price action analysis, the math may not outperform human judgment and the
human eye because numbers may lie all the time in price action analysis. It is possible
to have a textbook-perfect trend with two, three, four, or more confirming indicators,
and it can still run into a brick wall —awful news that trashes the security price over one
night. Math can never overcome the inconvenient fact that a Shock (news or accidents
of the economic or political environment), which no one can forecast, may overwhelm
any price trend.

3. Methodology

This study used Nike stock data as a kit sponsor of three teams; Manchester City, Chelsea,
and Tottenham Hotspur clubs presented in English Premier League. The data was
gathered to study the effects of this sponsorship in stock and price trend of Nike Company.

For collecting the data, we used NYSE through the prestigious Yahoo Finance website
for extracting stock price data (2019b). The data was from 01/01/2013 till 30/12/2018 for
Nike Company. After that, we used technical analysis as a functional analysis tool in the
stock market. The Technical analysis has so many indicators that we try to use the three
most practical ones named Moving Average, MACD, and RSI in this research.

The Moving Average indicator is a delay indicator and also a trend calculator at a

specific time interval. In this type of indicator, the upward trend (bullish trend) selection
period may be more beneficial for subsequent surveys (Achelis, 2000).
The MACD Indicator is the Convergence / Divergence Moving Average Indicator
introduced by Gerald Appel in 1970. The advantage of an indicator is the combination
of some oscillator principles. The MACD is very simple to calculate; the difference
between exponential moving averages for 26 and 12 days. There is a plot of another
exponential average for 9 days which is placed on top of the MACD to indicate
long/short opportunities; it is called “trigger” or “signal” (Edwards et al., 2012).
Interpretation of MACD is easy to be used for traders. In this study whenever the MACD
crosses the zero upward, it means there is a buying opportunity while if the MACD
crosses the zero downward, there is a selling opportunity There are two lines on this
indicator on the process stage, but the calculations are processed with three lines
(Edwards et al., 2012). Red and blue lines upward and downward crosses announce the
buy-and-sell warnings. The best buy warning is when prices fall well below zero
(emotional sales).

Appel sometimes utilizes different lengths for the EMAS, depending on the behavior
of the security and trading objectives, shorter or longer term. He also analyses longer-
term perspectives using weekly data, based only on the candle's closing price for the last
day of each week. Appel showed that his basic MACD is an adaptable concept to any
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time-frame from daily to monthly. Instead of applying a simple mechanical rule for
interpreting MACD, Appel has established proprietary decision rules for sale in a
research report and videotape.

For using MACD, it is necessary to experience and judgment as Appel intended.
Even naive testing assumptions illustrated that MACD might have some objective
potential value as a purely mechanical, trend-following, and trend-based technical
indicator. The majority of monthly buy signals would have been profitable for long-
term trades only. MACD would have slightly outperformed the passive buy-and-hold
strategy for long trades, while short selling would not have been worthwhile.

Alongside this indicator, there is the RSI indicator, which was introduced by Welles
Wilder in 1971 and is one of the most famous indicators. The RSI indicator is one of
the most vital indicators in the market that measures the strength of recent closing price
changes by a priori values. Then it converts to a numerical scale between 0 and 100.

RSI = 100 - (100/(1+RS))

RSI is the ratio of the exponentially smoothed moving average of n-period gains
divided by the specific value (i.e., ignoring sign) of the exponentially smoothed moving
average of n-period losses (Yazdi & Lashkari, 2013).

As a formula, RSI does not relate any security to any other security. Instead, RSI
guantifies price momentum. It only depends on the changes in exact closing prices.
Despite its name, it has nothing in common with the traditional Relative Strength,
whereby the price of a stock is divided by a broad market index (such as the Standard
& Poor’s 500 Index) to arrive at a ratio that shows the trend of a stock’s performance
relative to the stock market. Instead, Wilder’s RSI is a front-weighted price velocity
ratio for only one thing (a stock, a futures contract, or an index). In conformity with the
standard interpretation of price velocity oscillator generally, Wilder places considerable
emphasis on confirmations and divergences of RSI compared to the underlying stock
price series.

RSTI’s method of calculation, utilizing Exponential Moving Averages, correctly
avoids the problem of sudden movement caused solely by dropping off old data, that is,
the issue of the “take away” number, an issue that plagues such popular indicators as
short Simple Moving Averages, Rate of Change, and Stochastics. Exponential
smoothing also reduces the need to work with long columns of historical data each day
or each week. The smaller n is, the shorter the period measured and the more sensitive
the indicator. The larger n is, the longer the period measured and the less sensitive the
indicator. Wilder’s suggested n-period measurement for 14 days. Other popular lengths
are 20,14, 10, 8, 7, and 5 days. We found that the shortest one, five days, gives us the
best result.

The indicator can also be proved to any time frame, from minutes to months (Yazdi
& Lashkari, 2013).

Because of that large number of market analysts use this indicator. This indicator
measures the ups and downs and gives this number in the desired range. If the indicator
shows a number above 70, the market is in an oversold position, and the price is higher
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than expected. If it gives a number below 30, the market is overdrive, and the price is
too low (Fathi & Parvizi, 2016).

For contracts issuance date between sponsor and club, the club's website information
was used. Initially, the NKE price data was gathered from 01/01/2013 to 30/12/2018
from the stock market. Then, the dates of issuing announcements were found on the
club’s websites. For analyzing the price actions of the industrial companies, their price
trend information is extracted from the stock market that companies are present in the
same period. The date of the sponsorship announcement of the Nike for the clubs, as
mentioned above, was also presented to Manchester City fans on 09/07/2015 and
25/07/2015 for Tottenham Hotspur fans on 30/06/2014 and Chelsea fans on 01/07/2017
and 08/07/2017. These dates are the date of release of Nike kit sponsorship news to the
public (2019a).

Similarly, the date of sponsorship announcement of industrial companies on
16/07/2015 was signed between the Chelsea club and Yokohama Tires, and the date of
presentation of the logo on 25/07/2015 (2017). On 18/07/2014, AIA also stated
sponsorship of the Tottenham club (2014). In the meantime, Etihad has been sponsoring
the Manchester City Club for more than a decade, so the announcement is missing for
the studying period (2009).

4. Results

As Figure 1 the price trend and movement of the Nike Company were studied in the
mentioned period, and there were some anomalies and changes in trend at the issuing
date of the announcement.

NIKE, Inc. (NKE) ¢¢
NYSE - NYSE Delayed Price. Gurrency in USD
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Figure 1. Nike Co. stock price trend in stock market.

The date of issuing sponsorship announcements by the clubs and the change of the
price trends outlined in Figure 2, which indicate a significant and obvious increase
(bullish marketing) in price trend.
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Figure 2. Schedules for clubs to issue a statement of support.

According to Figure 2, the red shapes illustrated three English Premier League clubs
(Manchester City, Chelsea, Tottenham) from 2013 to the end of 2018. In this period,
sponsors are looking to sign a preliminary contract or renewal. According to data
gathered from the stock market, on the date of the club announcement issuing Nike kit
sponsorship, visible changes in the price trend make it essential to examine the impact
of kit sponsorship in the Premier League. The effects of singing contracts are visual on
trend change.

Data were analyzed by using Technical Analysis through three indicators RSI,
MACD, and Moving Average.

According to Figure 3, as shown below, the red shapes illustrated the date of
announcements, and the green shapes described the trend according to the MACD
indicator. According to Figure 3, when issuing the announcement on 30/06/2014 for the
Tottenham Hotspur Club for the first and second clothing kit, the moving average
indicator is near the main trend line, so the proximity of the two indicators lines indicates
the low potential of the trend change. However, we can see a price action changing after
issuing the announcement.

On 09/07/2015 and 25/07/2015, when another announcement of Nike's sponsorship
for the Manchester City club is issued, the moving average indicator is above the trend
line. The MACD indicator is near Zero, which means that the trend is equilibrium. After
the announcement issuance, the MACD has tilted to the zero lines and set the trend
change to high prices (bullish trend). Meanwhile, price reforms should not be ignored
in the market.

In 2017, when the following announcement of the kit sponsorship for Chelsea is
announced on July 1st and 8th, Nike is still showing a change in the stock trend with
both indicators increasing.
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Figure 3. MACD Price Indicator.

In addition to the topics mentioned by the MACD indicator, the RSI indicator is
again used to confirm the trends stated for each statement at that time.
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Figure 4. RSI indicator analysis on the price trend.

According to Figure 4, in all three cases, green marks show the RSI is in the range
of 60 to 70, illustrating a bullish market trend towards its saturation and a price increase.
This figure demonstrated that the indicator also supports the previous two indicators due
to the positive effect of sponsorship announcements.

Club sponsors, such as Yokohama, are also listed on the Tokyo Stock Exchange
because of their Japanese nature, Assessed in Figure 5.
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Figure 5. Yokohama Tires price trend chart on the Tokyo Stock Exchange.

After gathering the price data of Yokohama Rubber C.O on the Tokyo Stock
Exchange and removing wrong and not fitted ones, the data were examined for the price
trend on issuing announcements on 16/07/2015 and 25/07/2015 by applying three
technical analysis indicators. On the first date, the sponsorship news and the second one,
the company badge print on the clothing kit, was announced, shown in Figure 6; along
with the announcements, there is a change in the trends.
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Figure 6. Yokohama Price Chart with Three MACD-RSI-Moving Average Indicators.
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According to Figure 6, there were some changes in the trend. The price trend was
ascending on that date. The review and implementation of the technical analysis tool
found out that over the date of 16/07/2015 and 25/07/2016, the ascending trend was
caused by issuing the announcements.

As shown in the lower part of Figure 6, the linear proximity to the RSl and MACD
indicators to the middle line indicates the direction of the Bullish marketing and the
saturation threshold for buying, making it possible to describe the uptrend. In both
indicators, acceleration is also evident from the first issuing of the announcement until
the Yokohama kit sponsorship announcement issuing at the date of the second one.

The second case was also investigated by AIA, which operates on the Hong Kong
Stock Exchange. The price information of the company was extracted at the desired
time and analyzed in Figure 7, according to the date of the announcement.
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Figure 7. AlA stock trend chart in Hong Kong Stock Exchange.

According to Figure 8, the followings are the practical uses of the three indicators
and how they respond to the trend. These three indicators were examined and analyzed
on the date of the issuing of the announcement.
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Figure 8. AlA Price Chart with Three MACD-RSI-Moving Average Indicators.

You can see the effects of announcing on 18/07/2014 for the company in the stock
market. MACD and RSI first put a midrange departure on the green shapes, indicating
the impact of the news on the market. By continuing on the trend line, we can see bearish
trends and changes that occur when the lousy report or bearish marketing happens.
However, after that, there is a significant change in the trend. The ascending movement
is caused by being a sponsor for this Premier League club on the effects of issuing the
announcements.

5. Managerial implications

The important thing is that despite the expected results for the sponsorship companies
at the beginning of the announcement, there is also the possibility of a complete reversal
stock trend at the end of the season if the club does not receive the results or get bad
ones (Batmunkh, 2021; Cornwell & Kwak, 2015; Zapata Agliera & Martinez Caro,
2021). Alongside these results, it should be pointed out that some things lead to a
significant change in the results of this study. For example, notable events that occur in
the stock market or the economic market of countries can make the effects distort reality.
Similarly, if too many competitors participate in negotiations between clubs, there will
be significant changes in the equity process if a company wins. So, there are so many
reasons that can affect the price trend of the sponsorship company, but with all these
risks, the companies are very interested in being a sponsor for the football club. The
results of this paper can be one of the main reasons for the companies to get the kit
sponsorship of the football club to see how their price trend is going to change.
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6. Discussion and conclusion

This study examined the relationship between being a kit sponsorship for a football club
and its effects on its stock market value by studying the price trends and analyzing the
trend with robust technical analysis methods. Studies show that issuing sponsorship
announcements have affected stock trend change in the stock market.

The study considers the stock trend of kit sponsorship companies (Nike) and three
industrial companies, which sponsor three famous football clubs in the English
Premier League.

It also included utilizing the technical analysis and its three indicators for analyzing

the effects of the announcements on the stock trend.
Theoretical analysis of kit sponsorship for clubs has, in most cases, led to an upward
shift in the stock market trend (bullish trend) and an increase in corporate stock market
clients (Abril Barrie et al., 2018; Doellman et al., 2022). The initial hypothesis expresses
that the English League clubs' kit sponsorship effect on the equity market trend is
sufficient (Silvestre & Santos, 2007; Sima, 2019). According to Figure 3 and 4, the
utilized indicators (Moving Average — MACD — RSI) indicates a trend change after
issuing the announcements.

Both lines of the MACD indicator were above the zero lines in both stages of the
study, indicating stability in trends that change after the announcement. The lines are
below the zero lines in the last step, so there is a potential buying alert shown in the
market. It is because of the sharp fall in trend for other reasons before issuing the
announcements. The RSI also indicates the market trend towards saturation and high
stock prices throughout the issuance of the announcements, which confirms the purpose
of this research.

Significantly, a new sponsor for the clubs is pronounced in the brand-related fans
number because the sponsor company's fans are becoming the club fan too (Bunn et al.,
2019; Thomas, 2015). By increasing the number of fans, it is customary to see an
increase in a stock market exchanging volumes, and it is normal to have a change in the
stock trend.
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ABSTRACT

Purpose: The most challenging face of sports entrepreneurship is the need to
progress at the same pace as the industry (Hay Dock, 2020). In this regard, sports
entrepreneurship in Iran has not yet been able to identify the motivations and needs
of entrepreneurs. Therefore, the present study seeks to investigate the factors
affecting the entrepreneurial intention of sports science students based on the
theory of planned behavior.

Methodology: This research is applied in purpose and survey type in the data
collection method. The statistical population of the present study was sports science
students of universities in Yazd province. One hundred twenty students were selected
as available in State university, Islamic Azad, Payame Noor, and non-profit
universities. The measuring instruments of this study were four standard
questionnaires of attitude towards behavior (26 questions), mental norms (6
questions), perceived behavioral control (entrepreneurial self-confidence) (23
questions), and entrepreneurial intention (3 questions), whose validity was confirmed
by various researchers.

Findings: Findings showed that the dimensions of the theory of planned behavior
had a significant relationship with the entrepreneurial intention of sports science
students. Also, the regression test results showed that the three dimensions of the
theory of planned behavior, including attitudes toward behavior, perceived behavioral
control, and mental norms had a significant effect on the entrepreneurial intention of
sports students. Also, the results of ranking the dimensions of the theory of planned
behavior showed that attitudes toward behavior, perceived behavioral control, and
mental norms had the highest priority, respectively. Therefore, it is suggested to pay
attention to the dimensions of the planned behavior theory to develop
entrepreneurship among sports science students.

Originality: The originality of this article is to use the theory of planned behavior
in sports entrepreneurship.
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1. Introduction

Given the size of the sports industry relative to the global economy, this requires
constant attention from entrepreneurs and sports management researchers, and it is
essential that sports entrepreneurship researchers continue to look to the future (Ratten,
2012). So, sports are a unique and dynamic industry inherently entrepreneurial in many
sectors (Ciletti & Chadwick, 2012). The uniqueness of sports, given the spread of
entrepreneurship in industries and organizations, has provided dynamic opportunities
for entrepreneurs (Ciletti & Chadwick, 2012; Santomier, 2002). On the other hand, the
growth and development of entrepreneurship as the main driving force in the emergence
of new businesses and jobs and the subsequent acceleration of economic growth requires
understanding the factors and decision-making processes that lead to entrepreneurship
(Diaz-Garcia & Jiménez-Moreno, 2010).

Entrepreneurship is a complex phenomenon that encompasses a wide variety of
factors and contexts, so much of the entrepreneurial literature is devoted to identifying
the factors that affect a person's desire to become an entrepreneur (Gerry et al., 2017)
and the research of the entrepreneurial literature leads us to this direction. The factors
involved in the growth and promotion of entrepreneurship have been analyzed at two
levels. At the individual level, entrepreneurs' psychological and demographic
characteristics are examined. At the environmental level, the factors that promote or
inhibit the environment of entrepreneurial activity are identified (Mueller et al., 2002).

According to studies such as Gholami Torksaluye et al. (2019), which showed that
today sports are one of the most important factors of economic and social development
in the world, this industry has become one of the largest and most tangible industries in
the world. Kearney (2021) also showed that the sports industry generated about $ 700
billion in revenue in 2014, accounting for about one percent of total global GDP. Other
studies have also shown that from 2009 to 2014, the world sports industry has grown by
an average of seven percent each year, which is higher than the average economic
growth rate in many countries (Ghorbani & Vahdani, 2016). In addition, the high
volume of financial exchanges in the sports industry and the change in people's lifestyles
provide countless opportunities for entrepreneurs in this field. Both sports and
entrepreneurship seek to boost economic and regional development and have similar
innovation, risk-taking, leadership, and opportunity-seeking (Ratten, 2018). Hence,
investors have shown great interest in entrepreneurship in the sports sector as a sports
business. This result has led organizations and companies to recognize new
opportunities in sports and take advantage of them to be profitable in the long run
(Kessler & Hermann, 2009). Thus, despite all these efforts, the process of identifying
entrepreneurial opportunities still has as many unknown dimensions as a black box
(Corbett, 2007; Venkataraman & Shane, 2000), and the question remains as to why
some people take advantage of opportunities. And others are unable to do so? Therefore,
behavioral factors and the entrepreneur himself are important in creating a business and
developing entrepreneurship.
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The importance of psychologists in the mid-twentieth century turned their attention
to the analysis of the individual. It sought an answer to the question of what
distinguishes the individual characteristics of the entrepreneur from the non-
entrepreneur (Oner & Kunday, 2016). What characteristics young people and students
should have to become entrepreneurs has been the subject of study by many researchers.
Individual characteristics and entrepreneurial intention are classic and controversial
approaches to entrepreneurship (Rauch & Frese, 2012). Measuring entrepreneurial
intention and identifying the factors affecting it are determining factors in the
phenomenon's occurrence. Entrepreneurship provides a more accurate prediction of the
probability of its occurrence (Moradi et al., 2020). In this regard, several models have
been presented. The most widely used in entrepreneurship research is the planned model
of Ajzan (Autio & Acs, 2010; Engel & Teece, 2012). According to this theory, every
behavior requires a certain amount of planning that intention can predict. Based on this
theory and by studying the intention of a person to start a business, it can be predicted
whether the person will eventually do it or not (Jones et al., 2010). On the other hand,
studies such as Chan et al. (2012) showed that entrepreneurial motivation and
entrepreneurial efficiency affect each other; They also concluded that entrepreneurial
efficiency and entrepreneurial motivation have a positive and significant effect on
entrepreneurial intent.

In a study conducted by Zellweger et al. (2011), the entrepreneurial intentions of
individuals were measured by their determination to start a private company and its
success. Among these, students are the most potential for studying the characteristics of
entrepreneurship (Holienka et al., 2018). Hosseini and Khosravilaghab (2017) stated
that entrepreneurial motivation, entrepreneurial efficiency, and social networks
positively and significantly affect entrepreneurial intentions. Rezaei et al. (2017)
showed that perceived control variables and mental norms positively and significantly
affect entrepreneurship development. On the other hand, Vamvaka et al. (2020), in their
research entitled attitude toward entrepreneurship, perceived behavioral control and
entrepreneurial intention, showed that emotional attitude and perceived self-efficacy are
the strongest predictors of entrepreneurial intention. On the other hand, Holienka et al.
(2018) stated that students' entrepreneurial characteristics in different disciplines are
significantly different. Sport and entrepreneurship have several features in common.
Therefore, when focusing on the entrepreneurship of university students, sports students
deserve special attention. The results of the Student Entrepreneurship Survey showed
that sports students are the second group after art students who are heavily involved in
entrepreneurial activities (Holienka et al., 2018). Iran graduates and the labor market is
not responsible for them; Therefore, students must have a serious intention for
entrepreneurship with planned behavior. As Hayduk and Walker (2018) writes, sports
entrepreneurs must be hopeful about the future of this industry by knowing themselves.
But the important thing to note is that given the planned theoretical approach and the
dimensions that arise from what factors can affect the entrepreneurial intent of sports
students. Because of the behavioral and psychological aspects of these dimensions and
their importance in the attitude and performance of students, these factors are important
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in various aspects of innovation and entrepreneurship and have a great impact on their
entrepreneurial intent. Therefore, in this study, the researcher examined the factors
affecting the entrepreneurial intention of sports science students based on the theory of
planned behavior.

2. Theoretical background

Logical action theory is used when there is considerable voluntary control over behavior
(in other words, the success of reasoning action theory depends on the degree of
voluntary control over behavior). In contrast, when the degree of voluntary control over
a behavior decreases (the person, despite the behavioral intention, is not able to do it),
The use of this model is not so much. Eisen et al. Established a new model called the
"theory of planned behavior." In this theory, a third factor is proposed along with the
two factors mentioned in the theory of reasoning action, called perceived control. In
situations where the behavioral intention to do something is sufficient or the voluntary
control over the behavior is high, the power of this third factor is reduced. Attitude
Towards Behavior: Attitude toward a behavior is what Cheng describes as the product
of a person's apparent belief that behavioral intentions will lead behavior toward actual
results and the evaluation of outcomes that show the desired effect. Attitude towards
behavior refers to a person's positive or negative assessment of behavior (Taheri
Jandaghi & Husseiniya, 2017).

Perceived Behavior Control: In the theory of planned behavior, perceived behavioral
control is defined as an individual's assessment of whether a behavior is complex or
straightforward. Perceived behavioral control determines behavior when perceived
behavioral control reflects the actual behaviour of individuals on the desired behavior.
It is assumed that behavioral control in K demonstrates the individual's previous
experience and the predicted barriers to performing a behavior (Taheri Jandaghi &
Husseiniya, 2017). Mental norms: Mental norms are related to social factors and are
connected to a person's perception of social pressures these people put on a person to
do or not do or do something. It is also mental (abstract) norms that are the product of a
person's normative belief, which relates to a person's confidence in their previous
thoughts about "should or should not behave™ and motivates them to perform or accept
a behavior. A person in his social network will be influenced by several people, which
indicates that the people around a person, including some factors like the father, mother
of religious leaders, political leaders. All impact his ideas and behaviors (Ghavam &
Kiamehr, 2020). Entrepreneurial intention: One of the presuppositions of
entrepreneurial activities is entrepreneurial intention. Krueger (2009) sees
entrepreneurial intent as a degree of commitment to future behaviors to create a new
organization. (Davidsson, 1995) described entrepreneurial intent as a decision to start
a company planned to do something groundbreaking for some time. Shapero and Sokol
(1982) refer to entrepreneurial intent as the entrepreneurial event model and consider it
to create a hypothetical event business that is influenced by the interactions of initiative,
ability, management, and proportions of independence and risk. The three factors of
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understanding desirability are pragmatism and understanding feasibility (Bani Shaykh
al-Islami & Hamednejad, 2015, June 20). Hosseini et al. (2021) showed that structural
(pc=0.99), environmental (pc=0.88) and behavioral (pc=0.80) factors exert a direct
effect on sports entrepreneurship (Hosseini et al., 2021).

3. Methodology

The present research is applied in terms of purpose and survey method in terms of data
collection. The statistical population of the present study consisted of all undergraduate
and graduate students in the field of physical education and sports sciences of Yazd
universities (National, Free, and Payame Noor) (185 people). The statistical sample was
selected according to the Morgan table of 120 people, and also, the sampling method
was available. The research instruments included two standard questionnaires of Ajzen
and Sexton (1999) (attitude towards behavior (26 questions), mental norms (6
guestions), perceived behavioral control (entrepreneurial self-confidence) (23
guestions)), and entrepreneurial intention (3 questions). Seven professors and experts
confirmed the validity of these questionnaires. Cronbach's alpha method was used to
measure reliability. The reliability coefficient for Attitude Towards Behavior (0.78),
Mental Norms (0.89), Perceived Behavior Control (Entrepreneurial Self-Confidence)
(0.88), and Entrepreneurial Intention (0.91) were obtained. Multiple regression analysis
was used to confirm or reject the relationship between the variables after calculating the
correlation coefficient and determining the intensity of the relationship between
independent and dependent variables. Due to the differences between the variables, the
Friedman test and SPSS (Ver 20.) were used to prioritize the variables.

4. Results

Demographic characteristics description

Descriptive findings showed that 83.3% of the respondents were under 30 years old,
16.7% were between 30 and 40 years old and older. Also, 60.6% of the respondents
were male, and 39.4% were female. The highest level of education of the respondents
was in the bachelor's degree, which is 76.6%. 23.3% of the respondents also had a
master's degree.

To determine the normality of the research variables, we used the Kolmogorov-
Smirnov test. It is shown in Table 1.

Table 1. Kolmogorov-Smirnov test results.

Attitude towards Appreciated Mental Entrepreneurial
behavior behavioral control norms intent
Sample number 120 120 120 120

Mean 98.50 9.25 22.29 79.62
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Attitude towards Appreciated Mental Entrepreneurial
behavior behavioral control norms intent
Normal distribution Star}d{?\rd 1017 248 263 1155
parameters deviation
Kolmogorov'-S-mlrnov test 119 273 291 165
statistics
obtained Levels from the test 0.08 0.1 0.06 0.12

Table 1 shows that all variables' significant level values are greater than the test level,
i.e. o =0.035, so all variables had a normal distribution.
Investigating the relationship between research variables:

Table 2. Results of Pearson correlation test of independent variables and
entrepreneurial intention.

Variable Entrepreneurial intent

Pearson coefficient 0.554

Attitude towards behavior significance 0.001
Sample size 120

Pearson coefficient 0.354

Perceived behavioral control meaningfulness 0.001
Sample size 120

Pearson coefficient 0.446

Mental norms Meaningful 0.001
Sample size 120

Table 2 shows the results of calculating the Pearson correlation coefficient. All
coefficients are confirmed at a 95% confidence level, so the Ho hypothesis that there is
no correlation is rejected, and the claim is retained. Behavioral controls, perceived
behavioral controls, and mental norms are dependent variables. Stepwise regression was
used to identify only the most predictive power variables (best model) to analyze the
research hypothesis.

Table 3. Name variables in the regression model.

1 Attitude towards behavior

2 Perceived behavioral control  Independent variable
3 Mental norms

4 Entrepreneurial intent Dependent variable

Table 3 shows how to name variables in the regression model.
The results obtained from the regression are shown in the table below.
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Table 4. Summary of regression model for the dependent variable of entrepreneurial intention concerning
independent variables.

E variables Efficacy Determination Mediated efficacy essi?r?"li;tiigi Watson-
= coefficient coefficient coefficient error camera
1 Attitude towards 0.69 0.476 0.474 1.80152 1672
behavior
Perceived 0.628 0.495 0.492 1.96583 1.84
behavioral control
3 Mental norms 0/40 0/160 0/156 2.28482 1.76

In the Table 4 variables of attitude towards behavior with the variable of
entrepreneurial intention, the value of the Watson camera test statistic is 1.67, and this
value is in the specified allowable range of 1.5 to 2.5. There is no correlation regression
among the components of the model error, and the fitted model is good. Also, the
relationship between these two variables is 69%. Also, the perceived behavioral control
variable with the entrepreneurial intention variable, considering that the value of
Watson camera test statistic is equal to 1.84, and this value is in the specified allowable
range of 1.5 to 2.5. There is no correlation among regression model error components,
and the fitted model is good. The relationship between these two variables is 63%. Also,
the variable of mental norms with the variable of entrepreneurial intention, considering
that the value of Watson camera test statistic is equal to 1.76, and this value is in the
specified allowable range of 1.5 to 2.5. There is no correlation between the error
components of the regression model, and the fitted model is good. Also, the relationship
between these two variables is 40%. According to the results, the attitude towards
behavior has the most significant impact on entrepreneurial intention.

Table 5. Significance of hypothesis models.

Model Source Total squares  Average of squares  Freedom degrees F Meaningfulness
Regression 10364/085 10364.085 1 79.198 0.001
1 Residue 15310.881 130.862 117
Total 25674.966 118
Regression 11284.771 5642.385 2 45.484 0.001
2 Residue 14390.195 124.053 116
Total 25674.966 118
Regression 11887.820 3962.573 3 33.052 0.001
3 Residue 13878.246 119.889 115
Total 25674.966 118
Regression 12493.578 3123.395 4 27.013 0.001
4 Residue 13181.388 115.626 114
Total 25674.966 118

According to Table 5, all variables were statistically significant. The Friedman test
was used to prioritize independent variables and the value of their impact on
entrepreneurship in this study. The test results are shown in Table 6.
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Table 6. Friedman test results of research variables.
Freedman tests

Standard Rank  The statistics Freedom  Significance

Variable N Mean

deviation mean are two degree kevel
Attitude tward 120 46 0.983 453
behaviour
Perceived
behavarial control 120 4.16 0.947 4.38 38.198 2 0.001
Mental norms 120 3.75 0.495 4.19

Table 6 shows the results of the Friedman test that there is a significant difference
between the priority of research variables in all three variables related to
entrepreneurship. All factors were higher than average and based on this, the variable
of attitude towards behavior had the highest priority, and the variable of mental norms
had the lowest priority.

5. Managerial implications

Principals of sports schools should change sports students' behavior, attitudes,
and mental norms by presenting attractive and practical programs. We use new
and advanced sports facilities for students and establish sports workshops and
seminars.

6. Discussion and conclusion

Entrepreneurship is a good way to achieve economic development and create job
opportunities. Entrepreneurial intention is also a prelude to entrepreneurial behavior, so
it is imperative to know the entrepreneurial intention of sports science students and
recognize the factors affecting it. Findings show a positive and significant relationship
between the two variables of attitude toward entrepreneurial behavior and
entrepreneurial intention. In other words, positive attitudes toward entrepreneurial
behavior significantly affect the likelihood of starting a sports business and one's
entrepreneurial intent. These results were consistent with the findings of Engle et al.
(2010), Sadeghi and Malekinia (2011), Hosseini and Khosravilaghab (2017), and Ziyae
and Vaghar Mousavi (2016). Accordingly, the importance of attitudes toward
entrepreneurship in explaining the ideals and goals of individuals to create a new
business has been clearly and empirically confirmed in previous research. In this regard,
Frank (2007) found in their study that the attitude towards entrepreneurship is the most
important determinant of entrepreneurial intention. Swan and Heesacker (2012) also
argued that attitudes have a special place in determining a person's desires. The main
point in the occurrence of a behavior is the view of individuals towards that behavior.
In their study, Schwarz et al. (2009) found that about 50% of the difference in intention
is due to attitudes. Therefore, a positive attitude towards entrepreneurship by physical
education students significantly increases the likelihood of starting a sports business.
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Because a person's attitudes and motivations are a key factor in influencing his
entrepreneurial tendencies. To the extent that a person has a positive attitude towards
entrepreneurial behavior by considering the positive consequences of starting a
business, they are more likely to reinforce the intention of the above behavior. In other
words, a better understanding of the specific benefits associated with the sports business
by physical education students will increase their recognition of their identity as an
entrepreneur. Other research findings show a positive and significant relationship
between perceived behavioral control variables and entrepreneurial intention. This
result of the study was in line with (Vamvaka et al., 2020) and (Rezaei et al., 2017).
Vamvaka et al. (2020), in their study entitled Attitudes toward entrepreneurship,
perceived behavioral control, and entrepreneurial intent showed that emotional attitude
and perceived self-efficacy are the strongest predictors of entrepreneurial intent. Jenkins
and Johnson (1997) also believe that perceived behavioral control influences career path
choices. They cultivate themselves (Drnovsek et al., 2010; Naktiyok et al., 2009).
Therefore, people with higher levels of perceived self-confidence will put more effort
in a longer period and will have more continuity to receive the relevant results, as a
result of which their entrepreneurial intention is more. The effect of mental norms on
entrepreneurial intention shows a relatively strong positive relationship between the two
variables. This result of the research was in line with the researches of (Rezaei et al.,
2017) and (Hosseini & Khosravilaghab, 2017). Previous research on the effect of this
factor on entrepreneurial intention confirms the relationship between the two variables.
When those around the person positively evaluate the role of entrepreneurship and
related behaviors as a model, the person's tendency to develop entrepreneurial behaviors
increases. But the analysis results show a weaker effect of this variable on intention than
the other two variables. According to the study results, Ajzan considered mental norms
the weakest factor in the model. Several studies conducted using the theory of planned
behavior have found a weak relationship between this factor and entrepreneurial
intention (Shook & Bratianu, 2010). A logical explanation for such a relationship is that
this factor may not directly affect entrepreneurial intention and indirectly affect the
entrepreneurial intention by influencing the other two factors of the model, namely
attitude towards entrepreneurship and self-confidence. Individuals receive influences
due to contact with family, friends, and other close and influential people in their lives,
which can directly affect a person's attitude. According to Henley (2005), an individual's
self-esteem may be influenced by a person's background, such as the degree of cultural
acceptance of entrepreneurship as a career option or the strength of the family's
influence on career choice. On the other hand, Ajzan emphasizes that the relative
importance of the factors in the model varies during different situations and behaviors
(Engle etal., 2010). Accordingly, the results of studies conducted on the effect of mental
norms in different societies and examples have presented different results. Therefore,
the mentioned reasons are the weaker effect of the mental norms variable on
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entrepreneurial intention than the previous two factors. In general, if sports science
students manage their behaviors more optimally and change their attitude towards
entrepreneurship and business development in the sports industry, they can take a more
positive step in their entrepreneurial goals. As a result, it is necessary to pay attention
to the theory of planned behavior due to the importance of developing entrepreneurial
intention among sports science students. In this regard, to pay attention to the
dimensions of the theory of planned behavior. According to the priorities obtained from
this research, it can improve and strengthen the entrepreneurial intention among sports
science students.
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ABSTRACT

Purpose: In recent years, tourism, especially sports tourism, has become a rich
source of income in many countries. Therefore, identifying the factors that affect the
flourishing of sports tourism in a region is the first step for the progression and
development of sports tourism.

Methodology: In this study, a researcher-made questionnaire with 94% Cronbach'’s
alpha was used to identify the factors affecting tourism growth in Guilan Province.
Twelve professors of sports management confirmed the validity of the questionnaire.
The statistical population consisted of 25 cultural heritage experts, 46 sports
specialists, and 600 sports tourists. A census was sampling in the first (cultural
heritage experts) and second (sports experts) groups. The third group consisted of
sports tourists, namely all those who visited Guilan Province to participate in
competitions and watch the fajr decade tournament in 2019. The sample number was
considered 460 according to similar studies. The questionnaire was submitted to a
group of professors and university experts, and its validity was confirmed. SmartPLS
software was employed to analyze the data.

Findings: The research results showed that aquatic sport in coastal cities could lead
to the prosperity of sports tourism in Guilan Province and turn this province into a
hub of water sports tourism. To achieve this goal, sports, welfare, transportation
infrastructure, and proper advertisements are necessary.

Originality: Many studies have been done on affective factors of sports tourism in
Guilan province. These researches show that the natural attractions of Guilan
province are the priority of sports tourism development in this region. This study
shows that attention to water sports effectively promotes sports tourism in Guilan
province. It appears that this is the first research to investigate the potentials of sports
tourism in Guilan Province of Iran.
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1. Introduction

Today, the tourism industry is regarded as the largest and most diverse industry globally,
which is the main source of income, job creation, private sector growth, and
infrastructure development in many countries (Valizadeh & Amery, 2020). Sports
tourism is also a new form of tourism emerging from the connection between tourism
and sports and creating a unique and comprehensive structure to fill leisure and
recreation time and promote human mental and physical vitality (Harahap & Kartika,
2020). In general, any travel for sports activities is called sports tourism, including
skiing, hiking, mountaineering, cycling, hunting, swimming, boating, participating in
sports competitions, watching tournaments and the like. Such excursions may be done
individually or collectively. Many countries attract sports tourists by establishing well-
equipped sports complexes and facilities for sports and athletes; in addition, sports
sponsors and spectators who travel to the venue are considered sports tourists (Zarei &
Ramkissoon, 2020). Sports tourism is the best industry to improve the economic, social
and political conditions, increase employment and income and develop infrastructure.
It has also become an economic complement. Many cities attempt to use the empty
capacity of hotels to host sports competitions or take advantage of festivals to help the
tourism and hotel industry (Herbold et al., 2020). Championship sports are also widely
supported by governments to bring about economic, social and political benefits by
creating sports tourism brands for the host community in addition to stimulating national
pride (Zhai et al., 2021). Also, the facilities were built for international sporting events
can be used for many years for the entertainment, cultural and sports requirements of
tourists in their leisure time.

2. Theoretical background

Developed countries in the tourism industry have taken further steps to identify the
potential of sports tourism in their country to invest in tourist attractions in each region,
succeed in attracting sports tourists and create better economic opportunities for their
country (Buning et al., 2016). In a study by Dixon et al. in 2021 on the legacy of sports
tourism ten years after hosting the 2010 Vancouver Olympics and Paralympics, it was
found that this event provided new sports tourism opportunities over this period and that
many tourists became regular visitors. That is why all countries are trying to provide the
conditions for holding critical sporting events and attracting tourists to allocate a large
share of this economic activity to their region and country (Dickson et al., 2021). In
their research, Buning et al. (2016) concluded that sports tourism enables the optimal
use of natural sports attractions to invite sports tourists and gain tourism revenue
(Buning et al., 2016). Happ (2020) examined the interests of the destination for the sport
tourism development and concluded that as well as natural attractions, sports facilities
and venues, transportation infrastructure, political framework, advertising, amenities
and hotels are of importance in the attractiveness of an area as a tourist destination
(Happ, 2020).

Elahi et al. (2021) suggest that the sports mega-events have many consequences,
including employment creation, increased investment, increased prices, improved
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infrastructure, increased tourism, and urban reconstruction for the host communities
(Elahi et al., 2021). The different destinations have specific characteristics, attractions
and capabilities of sports and tourism to develop tourism and attract tourists. Pouder et
al. (2018) pointed out that the first step in developing sports tourism in an area is
identifying potentials (natural and artificial). Also, the cultural heritage of the region is
effective in the blossoming of sports tourism. It is essential to detect the hubs of sports
tourism according to the potentials of the destination communities (Pouder et al., 2018).
The climate of each region has an important impact on mapping the future of tourism
development and multiple capabilities of receiving tourists in different areas during the
year, paving the way for increasing tourism potentials, especially sports tourism (Karimi
et al., 2018). Therefore, it is essential to address the factors affecting the prosperity of
sports tourism in each region. One of the critical factors that can develop the country's
sports tourism industry is recognizing the factors that affect the flourishing of sports
tourism in each country region (Nazari, 2021).

As Iran struggles with the unemployment problem more than ever before and
because the country's economy has become increasingly dependent on petroleum,
policymakers are looking for solutions to reduce the dependence on oil revenues. In the
meantime, tourism can be a good alternative in this regard. The United Arab Emirates
has shifted its focus from an oil- and gas-based economy for many years, and as a result,
has witnessed the growth of health, sports, recreation and tourism services industries.
Dubai has hosted major international sporting events, many of which are repeated
annually. The phenomenon of sports tourism has received special attention as a strategy
for the economic development of societies. In this regard, the sports tourism sites of
Tehran Province, as one of the most important provinces with tourism attractions, have
been addressed (Moradi Doliskani & Atghia, 2021). The most important success factors
that make Dubai a competitive global sports destination are tourism attractiveness,
proper management of events and the variety of events in this region (Swart et al., 2021).
Meanwhile, the share of our country showed a downward trend due to the spread of
COVID-19 in 2020. Unfortunately, this figure is tiny compared to 77/000/000
international tourists entering France simultaneously (UNWTO, 2021).

To improving the Iranian sports tourism industry, we must follow the steps taken by
developed countries. Furthermore, advances in any region's tourism and sports tourism
industry by addressing the factors affecting the prosperity of sports tourism and
providing for the development of sports tourism in that region. Meanwhile, Guilan
province is considered one of the most beautiful provinces in terms of natural attractions
with high capacities for developing the tourism industry. The diversity of geographical
conditions of this province in terms of topography, especially the factor of altitude that
divides it into coast, plains, foothills and mountains, can be explained as follows. The
climate in the coastal part is alluvial, and foothills enable the attraction and retention of
tourists throughout the year. Permanent rivers flow throughout the province from west
to east and from north to south, the existence of coasts all over the province that all
tourists can enjoy. Vegetation, forest and rangeland, and the distribution of rural,

1 The World Tourism Organization (UNWTO) is a specialized agency of the United Nations
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nomadic and urban settlements and other tourism capacities (Adabi et al., 2020). Despite
its rich natural capital for tourism, unfortunately, there has been no infrastructural
development in the tourism and sports tourism sector in Guilan. Employment as a result
of tourism in this region has not managed to eradicate unemployment. Due to the high
unemployment rate of young people in Guilan Province, which often leads to their
migration to industrial cities, it is necessary to take action and create employment to
earn income from sports tourism. To accelerate this process, it seems necessary to pay
attention to the factors affecting the flourishing of sports tourism in Guilan province.

3. Methodology

The present research is applied in terms of objective or result, descriptive in terms of
research goals and field concerning data collection method. The researcher-made
guestionnaire with Cronbach's alpha of 0.94 was used in this study. Twelve sports
management professors also confirmed the validity of the questionnaire at the Guilan,
Alzahra and Tehran Universities. The statistical population consisted of 25 cultural
heritage experts, 46 sports specialists, and 600 sports tourists. Sampling in the first
(cultural heritage experts) and the second community (sports experts) has been a
complete census. According to studies and similar research, the sample size in the third
community (sports tourists, namely all people visiting Guilan Province to participate
and watch the competitions of the Fajr decade) was 460. After the necessary corrections,
a questionnaire using a five-point Likert scale with very low=1 to very high=5 was
prepared for a pilot study. Therefore, to evaluate the validity of the prepared
guestionnaire, it was given to the twelve professors experts. The smartPLS19 software
(version 3.3.3.) has been used to analyze the data.

4. Results

The Smart PLS (2) structural equation design software has been used to assess the fit of
the research model. The result of this study is presented in the software output graph
and Figure 1-4. Evaluation of structural model: The estimation method in PLS is non-
parametric. Therefore, the indicators obtained in PLS all show the quality of fit. The
critical indicators are the validity and reliability indices of the model and estimation of
the independence of indicators and the square of correlation, which can be seen in Table
2. As can be seen in the Table, Cronbach's alpha coefficient, which must be >0.6, is
acceptable in all three of our variables. In addition, the AVE coefficient or the mean
extracted variance, which must be >0.5, confirms the validity of the model. On the other
hand, the VIF coefficient, which is used for the independence of indices, also shows
that the indictors forming the structure are no longer too aligned with each other. Finally,
the R2 coefficient, O for the exogenous variable, is acceptable for endogenous variables.
Concerning the findings, the reseach hypotheses were confirmed. In contrast, no
positive relationship was observed between non-water tourism priorities and the tourism
boom in the province (t=0.14).
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Table 1. The indicators reported in the designed model.

Indicator  Cronbach's Mean of extracted n T
2
R Variable alpha variance AVE Alignment between indicators VIF
0.53 0.23 0.52 0.67 Natural tourism attractions of the province
0 0.18 0.84 0.90 Factors of tourism industry development in the province
0 0.38 0.65 0.85 Tourism facilities of the province
041 0.14 0.56 0.74 Water tourism priorities
0.48 0.29 0.62 0.83 Non-water tourism priorities
Health systems
Prastiai’:lase :por(s Rac;:;::i'r‘mal
transportation facilitiesof parks
oy :
Mglll‘('i‘rtlagin !ouwsar':':r?:r?ties X
Provincial
tourism boom
Provin 4854 Tourism attractions
I in the province
Development
Adjust Nature
P
adjustment hiking
Figure 1. Fitted research model.
Table 2. T- and P-value of the conceptual research model.
Path The test
Pl coefficient _statistic (t) Pl Risul
Confirmed 001 485 0672 Tourist attrac_tlon_s with the prosperlty of
tourism in the province
Confirmed 0,001 423 0414 Factors of tou_rlsm |ndus_try (_jevelopmer)t with
the prosperity of tourism in the province
Confirmed 0.05 322 0573 Tourism facn_I|t|e§ with the prosperlty of
tourism in the province
- Water tourism priorities with the prosperity of
Confirmed 0.001 3.17 0.482 tourism in the province
Rejected B 014 -0.149 Non—wa_ter tourlsn_] prl_orltles Wlth the
prosperity of tourism in the province
Confirmed 0,001 23.68 0874 Factors of to_urlsm |nQustry developm_ent with
the tourist attractions of the province
Confirmed 0.05 234 0.257 Tourism faC|I|t|es'of the'prp\'/lnce with water
tourism priorities
Confirmed 0.001 419 0.657 Tourism facilities of the province with non-

water tourism priorities
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5. Managerial implications

According to the t coefficient (4.85), there is a significant relationship between tourist
attractions, beaches, fishing and hunting, nature therapy, and rangeland climbing with
the prosperity of sports tourism in the province. This means that the natural tourist
attractions of Guilan Province could lead to the boom of sports tourism in this province.
The results of Maleki et al. (2020) research also show that the nature of Guilan province
has been evaluated to be capable of sports tourism (Maleki et al., 2020). Chaigasem and
Leruksa (2020), in their study entitled "Sports Tourism Guidelines in Thailand", have
pointed to the impact of natural tourist attractions such as mountains, sea, and climate
on the prosperity of sports tourism (Chaigasem & Leruksa, 2020). Guilan province, with
eight coastal cities, has a high potential for beach sports and hosting these sports.
Carvache-Franco et al. (2019), in their research, evaluated the demand of foreign
tourists in a beach destination and claimed that in addition to attraction, ecotourism,
beach and sea, water and beach sports are among the most important motivations for
tourists to enter coastal cities (Carvache-Franco et al., 2019).

Guilan, which has more than ten hot springs, is considered rich in terms of nature
therapy. According to the statistics provided by the General Directorate of Cultural
Heritage of Guilan, each hot spring can receive 10,000 tourists a year, creating jobs for
40 people directly and indirectly. However, an average of 500 people uses these springs
annually, most of whom are residents. Surveys show that the absence of infrastructure
facilities, lack of a special trustee, and people's ignorance of the existence of hot springs
are among the reasons for neglecting the hot springs of Guilan (Namamian & Rahmati,
2021). According to the t coefficient (4.23), there is a significant relationship between
paying attention to the development factors of the tourism industry (improvement of
infrastructure, advertising activities, policy adjustment, regulation of strategies) with the
flourishing of tourism in this province. Khodabakhshzade et al. (2020), in a study
modelling indicator for the development of sports tourism, introduced economic,
political, communication, infrastructure and managerial indicators as criteria and
indices to assess the prosperity and development of sports tourism.

Therefore, consideration of the required infrastructure for the development of sports
tourism is of importance (Khodabakhshzade et al., 2020). Zohrevandian et al. (2018) in
2018, ranked the factors affecting the flourishing of sports tourism in the country and
concluded that the political and legal support of the government is of utmost importance
in the thriving of sports tourism (Zohrevandian et al., 2018). Moharramzadeh and
Imanzadeh (2019), in a study on strategies for the development of adventure sports
tourism in Ardabil Province, declared political and legal factors, information and ads,
infrastructure, economic, managerial, security and safety, cultural and social factors as
influential actors in the prosperity of tourism in that region (Moharramzadeh &
Imanzadeh, 2019).

Creating the perception of security from various angles leads to sports growth in
general and soccer in Iran and even globally (Nazarian Madavani et al., 2021). The
importance of advertising to promote sports tourism destinations is obvious because a
large part of our worldview is rooted in preconceived media messages (Jiang et al.,
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2020). Zeytoonli, in his research (2020), presented a model of the effects of tourism
advertising and identified ads, especially word of mouth, as one of the essential factors
influencing the flourishing of sports tourism and recognized hosting of sports events as
one of the main tools in attracting sports tourists (Zeytoonli, 2020). According to
investigations stating that media advertising and increasing competition sensitivity
through mass media are among the most important factors affecting the presence of
people in competitions, media advertising and blogs can indeed effectively boost sports
tourism (Lubis et al., 2020). Iranpur Mobarake et al. (2019), also studied the role of
mass media in the development of sports tourism in Isfahan province and recognized
the significance of audio-visual media compared to other media (Iranpur Mobarake et
al., 2019) in the development of sports tourism.

Moreover, there is a significant correlation between tourism facilities (health and
recreational facilities, parks, prestigious sports complexes, public transportation) with
the blossoming of sports tourism in this province according to t coefficient (3.22), and
the more facilities, the greater the prosperity of tourism in the region. Mandi¢ et al. in
their 2018 research, examined the interrelationship between tourism infrastructure and
recreational facilities with tourism development and concluded that welfare and
recreational facilities, as well as transportation, are the main priorities for tourism
prosperity in an area and that the private sector can help the public sector in this regard
(Mandic¢ et al., 2018). In their research, Adeola and Evans 2020 discussed the role of
infrastructure and tourism development in Africa. They stated that in the studies
conducted from 1996 to 2016, with the reinforcement of infrastructure and leisure
facilities, the number of tourists also increased and played a significant role in tourism
development in Africa. A large share of this tourism development is related to the 2010
FIFA World Cup, which has played an essential role in improving the country's
infrastructure (Adeola & Evans, 2020). Their 2020 research entitled "Satisfaction in
sports" claimed that if spectators were satisfied with the facilities provided at an event,
such as the transportation system, availability and parking, they would attend the event
again (Santini et al., 2021).

There was a significant relationship between water tourism priorities and the tourism
boom in the province (t=3.17). This shows the considerable impact of coastal and water
tourism attractions on the tourism boom of the region. In general, the results show that
interests related to mountaineering and nature tourism with a load factor of 79%, those
related to beach and summer water sports with a factor load of 87%, as well as fishing
and hunting attractions with a load factor of 75% are the most important for the
development of sports tourism in the country. Therefore, considering the role of water
and beach sports in the development of sports tourism, the existence of beaches,
wetlands and rivers in Guilan province is an important factor for the prosperity of sports
tourism in this region. On the other hand, there was no positive relationship between
non-water tourism priorities and the tourism boom in Guilan province (t=0.14). Such
attractions are more or less present in other provinces and do not play a distinctive role
in tourism in Guilan Province. For the prosperity of sports tourism in Guilan Province,
it is better to focus on beaches and water sports attractions.
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Wei and Zhao in 2020 also investigated the marketing of water sports tourism
resources in China's coastal cities and concluded that coastal cities are the backbone of
the tourism industry with their unique advantages and special local conditions compared
to other cities. They are valuable sources of sports tourism. The share of sports tourism
in these areas is increasing year after year, indicating the important position of beaches
in the economic development of these areas (Wei & Zhao, 2020). Also, a significant
relationship was observed between the factors of tourism industry development with
tourist attractions of the province (t=23.68). It reveals that the more attention is paid to
the factors of tourism development in the province, the more tourist attractions of the
province are raised in the country and enjoy high capabilities for attracting tourists.
Another significant relationship in the model can be the positive correlation between
tourism facilities with water and non-water tourism priorities. Creating appropriate
welfare and health facilities in different areas of the province can certainly convert each
area to a recreation and tourism site. The conceptual model's general goodness of fit
(GOF) with a 0.28 coefficient indicates a good and significant fit of the proposed model.

6. Discussion and conclusion

This study shows that the existing tourist attractions of Guilan province play a
significant role in the tourism boom of this region. Studies concluded that the natural
attractions of Guilan province are the priority of sports tourism development in this
region. Also, water sports, hill climbing and nature tourism, mountaineering, caving,
forest walks, spas and nature therapy, hunting and fishing and winter sports have the
highest importance in the sports tourism, respectively (Hematinejad et al., 2015).

Because eight counties in Guilan Province are located adjacent to the sea, tourist
attractions related to beaches and water sports are highly effective in promoting sports
tourism in this province. Meanwhile, the per capita sports spending and infrastructure
related to sports tourism in these cities are moderate and weak except in Anzali County
(Ramezannezhad & Eftekhari, 2019). Therefore, given the critical role of water sports
tourism activities for the prosperity of sports tourism in Guilan Province. It is essential
to pay more attention to this dimension of sports tourism in the region so that this
province can benefit from the revenues of sports tourism capacities in coasts and water
sports. Studies show no significant relationship between non-water sports tourism
activities and the development of sports tourism in Guilan province. It can be attributed
to the fact that this region is not separable from the other areas and reveals the
importance of beach sports and providing infrastructure and welfare facilities in this
sector more than ever. In a study conducted by Hasibi and Shojaei (2020), results
showed that the climate conditions for sports tourism in Rudsar city were assessed. And
it was concluded that June, July, August and September are the best months to attract
sports tourists primarily due to the attractiveness of beaches and water recreation in hot
months of the year, which is proof of the importance of beaches in the development of
sports tourism in this province.

Furthermore, the present study shows that Guilan Province needs to develop factors
affecting tourism, including welfare facilities (hotels, transportation, communications,
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health and advertising) for the prosperity of sports tourism. And no matter how much a
tourist destination has sports tourism attractions, it needs infrastructure, service and
advertising incentives to attract tourists and provide the best possible sports tourism
services to become a new destination for sports tourists (Danylyshyn et al., 2020).
Therefore, by directing government policies toward the development of sports tourism
and have more investment, effective advertising, attracting investors from inside and
outside the province, managers can move toward the boom in sports tourism to solve
many of the economic and immigration problems of this province. The research is
conducted to identify the capacities of coastal cities of this province in various water
sports to apply the results in a more specialized way for the prosperity of sports tourism
in the coastal towns of Guilan province.
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ABSTRACT

Purpose: The sports industry is considered an essential economic sector in
producing goods and services for sports and developing the national economy.
Methodology: The research goal was a standardized model of resistance economy
based on professional sport. The study participants included specialists and experts
in sports management and economics, of whom 15 individuals were selected. G.T.M.
has been used, so it must mention the research sampling method was of the theoretical
approach in which the data were generated in the process of the study; that is, the data
were derived from the analysis of the previous data. Sampling and collection of data
continued until the theoretical saturation was reached. The data collection tool
included exploratory interviews.

Findings: After the completion of the interviews, through the coding process (with
193 open codes, 95 axial codes, and 73 selective codes), the paradigmatic model was
derived from the findings of the study, including the six dimensions of the causal
conditions, significant categories, strategies, background features, intervening
conditions, and outcomes. In general, the integration of the categories based on the
existing relationships between them based on the institutionalization of the resistance
economy in sport is reflected in a paradigmatic model.

Originality: Few studies have been done on resistance economics in professional
sports. This study is also unique in terms of using the emerging and Glazer approach.
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1. Introduction

The world is in a changing condition of processes. In the meantime, organizations are
heavily influenced by the accelerated changes of the present century. Therefore, they
need to analyze the processes and methods to play a meaningful role in the environment
and organize the operational processes to tosh their missions, values, and desires.
Indeed, one of the most important and fundamental activities in an organization for the
positive synchronization with the changes and the power of healthy competition in the
community is to use the accountability improvement systems to achieve that
organization's desired and constructive goals (Nazari et al., 2016). It must be
acknowledged that no economic and service enterprise operates in a vacuum; like a
dynamic and organic system, all organizations act within the environment, and they
interact with the other components of the environment and each other (Mobini Dehkordi
& Heidari, 2014).

The subject of economy, especially economics, has been with man since the
beginning of human life. Human economic behaviors are rooted in his need. Over time
and with the population growth, resource constraints, and the increasing and diverse
needs of communities in the process of global change and the development of human
civilization, the issues of economy, livelihood, and human needs are constantly
changing and getting more complicated (Asadi, 2014). Economics can be regarded as
an instrument for optimizing the economic situation of individuals and society,
operating within the context of the constraints of the school of economics and taking
account of institutional considerations (Lotfalipour, 2005). The economic system
includes a relevant and systematic set of elements in the production, distribution, and
consumption of goods and services within a society. A comprehensive economic
program links the resources and needs and identifies the economic agents and the duties
of social institutions (government, people, corporations, etc.) (Asadi, 2014).

It seems that every country needs a model for managing its economy, which is
derived from the economic literature following the specific characteristics of each
country. Adopting appropriate financial measures and strategies under the cultural and
native requirements and needs of society seems essential for advancing the political
system towards excellence in material and spiritual spheres; this issue is of great
importance in Islamic societies considering the values governing the economy.
Resistance economy is a long-term strategy in managing the economy of the country
and designing a model and regime for the internal rehabilitation of the economy.
Excellence and advancement of the society based on the principles of the Islamic
economy, so that the county's economy be able to react against the external and internal
economic and non-economic threats with great flexibility and like a living creature,
produces the necessary antidote to the coming injuries within itself (Heydari & Qarbi,
2016). The concept of economics and economic planning is the act of resistance which
means optimization in any situation (Seif, 2012). The intensification of economic and
socio-cultural disturbances over the past decade in Iran has highlighted the need for
applying crisis management in notification and implementation methods for the
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upstream and downstream policies to reduce the burden of costs imposed on the society
and achieve the goals of resistance economy (Eidelkhani et al., 2017).

Resistance economy is a practical concept for the country's leap in the economy,
military power, cultural, scientific, and technological advancements. To take a long step
towards the country's progress during the resistance period, it is necessary to consider
domestic products' quality, price, and variety. And modification of the executive and
operational management with an attitude towards economic self-sufficiency and take
necessary measures for self-reliance in some areas (Fashari & Pourghfar, 2014).
Therefore, a resistance economy is not a short-term program but a macro-process and
strategy. It is not related to the periods of a boycott. Still, if all the sanctions are lifted,
considering the spatial and temporal conditions, all elements contained in the document
of the general policies of the resistance economy would be among the country's plans.
It should be regarded as a long-term strategy (Soleimani & Seyyed Hoseinzadeh Yazdi,
2016). In a conceptual understanding of the resistance economy, it is considered an
active approach to the economy, which leads to a reduction in the economic
vulnerability and an increase in the progress of a country's economy (Goya, 2014). A
resistance economy is a financial system operating in line with the Islamic system's
general political and security policies to resist destructive actions, including economic
sanctions and conspiracies, and maintain its ever-increasing national, regional, and
global dimensions (Heydari & Qarbi, 2016).

The executive concept of resistance economy means to create an appropriate
institution (a set of policies, regulations, and administrative measures) to minimize the
risk factors of Iran's economy against the shocks and harmful internal and external
impediments, especially international sanctions, to pave the way for Iran's achievement
of the sustainable economic growth (Danesh Jafari & Karimi, 2015). As one of the best
ways to address the administrative, economic, social, and political issues is to attempt
to theorize around the resistance economy and plan for its implementation, to reduce
the vulnerability on the one hand, and to follow the country's development path, on the
other hand, it is necessary to adopt a new approach to economic and social policies and
plans and this issue can be explained within the context of resistance economy literature.
This type of economy is not passive and usually confronted with the dominated
economy; it opposes the objectives of economic domination and attempts to transform
the existing economic structures and localize them based on its worldview and goals.
To follow this type of economy, it must move towards limiting the reliance of the
country's economy on resources that cause dependency. It should be noted that a
resistant economy exists in the case of a war against the system of domination.
Therefore, it is necessary to study the concept of a resistance economy and the solutions
for its realization in Iran's economy. Accordingly, it can be said that designing a specific
lifestyle pattern for the public following the resistance economy is necessary.

2. Theoretical background

In the third millennium, any phenomenon, including the sports industry, has become a
strategy-oriented organization for survival and sustainability in the competition since
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strategic thinking seeks a productive and lasting cycle for organizations (Lashkar
Blouki, 2011). Since the sports industry is considered as one of the most influential
factors in the economic growth and among the most profitable industries in the current
century (Amini Roshan et al., 2014), then as a financial sector, it plays a crucial role in
the production and consumption of goods and services for sports and the economic
development of different societies. It is now considered one of the most influential
factors in the growth of the national economy (Moharramzadeh, 2006).

Kennelly and Toohey (2014) state that in today's fast-paced world, the development
of people, sports, and the environment are encouraged through the social ecology. Many
sports organizations from different countries developed their required strategies
according to their mission and achieved remarkable implementation achievements.
With such an ideology, some sports organizations have developed their organizational
strategy to succeed in their missions. Therefore, the way to get out of the
underdevelopment in the field of sport is to go ahead with a strategic and transparent
plan. In addition to having a strategic plan and a clear vision, a successful presentation
can be sought in the national and international arenas and achieve the determined goals
through the implementation of these strategies (Gohar Rostami et al., 2013). A
significant portion of resources is spent in sports each year, but it should be
acknowledged that, unfortunately, there is no definite prioritization in the distribution
of resources in sport (Ghalibaf, 2010). Given the importance of strategic planning in
developing various categories, including sports, it is necessary to consider this issue
more seriously. Undoubtedly, one of the reasons for the country's underdevelopment in
sports is the lack of attention of officials to this important category and the lack of a
strategic plan (Nazari et al., 2017).

The strong dependence of Iran's economy on oil exports, given its price fluctuations
and the exhaustibility of this economic resource, has made it necessary to consider some
other revenue-generating industries. Studies have shown that expanding non-oil exports
would be a great help to other sectors and economic variables. In recent years, there has
been a noticeable shift in the country's economic development strategy. The sports
organization's proposal uses the model of a pioneering organization, from the strategy
of penetration in the mass market, penetration in a particular market, rapid entry into
the market, and faster withdrawal from it as maintenance strategies or strategies. Use
growth and development to develop the Iranian sports industry (Ganjkhanloo et al.,
2021). In this new approach, export promotion with particular emphasis on non-oil
exports is considered one of the most prominent strategies in the country's economic,
social, and cultural development programs. In the pursuit of this strategy, the need to
use all commercial opportunities available to developing countries, including Iran,
which are facing a lack of foreign exchange earnings, is an inevitable issue; this
highlights the importance of paying more attention to some other income-generating
industries such as the sports industry (Askarian & Jafari, 2007).

Since the components of economic culture require training and public promotion,
the mission of the educational and training institutions is very important in realizing the
general policies of the resistance economy. In other words, institutions like the family,
schools, and the higher education system can help integrate the values of the resistance
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economy into the community level and internalize its principles in individuals.
Selection, design, and implementation of economic strategies to promote growth and
excellence of society is one of the standard methods among the countries of the world,
and each country tries to design and develop strategies and methods for reaching its
development (Heydari & Qarbi, 2016).

2.1. Research question

As the realization of macroeconomic policies is accepted in all areas and the need for
its implementation is felt in the society, the sports community is no exception, and given
its large dimension and broad community, practicing this macro policy would be
effective in the process of decision making within the institutional and organizational
sub-layers. Expanding the sports successes in the public domain can ensure the
community's health, and sports achievements in the championship dimension can
increase the national dynamism and self-esteem. Furthermore, the executive span and
purposefulness of sports, regarding the consumer demand and geographic extent,
adequate environmental difference, different required infrastructures, etc., provide the
opportunity for the private sector. Due to the production of sports products, the sports
industry plays an essential role as a critical component of economic development. It has
a direct and indirect impact on the progress of the economy and the money-making
sector of the economy. In developed countries, healthy sports and leisure activities have
a very significant impact on the growth and development of the national economy.
Hence, the sports industry can be one of the most important bases of economic
development and social progress and has an exciting and essential role in the sports
economy and even in the growth of the national economy. The sports industry is
regarded as the emergence of a modern human economy in a new industrial economy.
However, it seems that the importance of this policy has not yet been seriously studied
and applied in practice by the corresponding authorities, and the people as consumers
and the private investor as the investor continue to play a fundamental role in explaining
this important subject. How is it possible that the macro policy like the resistance
economy is necessary for a society, but academic studies about its interpretation and
implementation are ignored? Goal setting, strategy developing, and designing executive
requirements in the long term require a social platform and comprehensive public
learning to match the beliefs of different levels in the desired future. Such efforts
represent the role of the research field of the universities and other research centers to
answer the question that, given the determination of the policy of resistance economy
as the basis of other measures and the government and private sector spending, what are
the institutionalized strategies of the resistance economy in each area, and in the
significant industry of sports?

Therefore, the purpose of this study was to identify the important causal and
background categories of the economic management of sport with the strategic view of
the resistance economy to achieve acceptable efficacy in society.
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3. Methodology

This study included the qualitative research method in which the opinions of the
interviewees about the components of the institutionalization of resistance economy in
sport were analyzed using the grounded theory developed by Strauss and Corbin.

Table 1. Describes the demographic characteristics of the interviewees.

Expertise Degree of education  Average research / management background  Frequency
Sport Management PhD 10 5
Economy PhD / Master 7 3
Marketing MA 9 5
Football activists Bachelor / Master 10 2

The statistical population of the study consisted of specialists and experts in sports
management and economics, of whom 15 individuals were selected. The theoretical
sampling method was applied in this study, and the data were generated in the process
of the study; each data was derived from the analysis of the previous data.
Sampling was continued until the theoretical saturation was reached. The data
collection tool included exploratory interviews. The questions of the interviews were of
open-ended types, which are analyzed based on the dimensions of the grounded theory,
including the causal factors, environmental conditions, background characteristics,
strategies, and outcomes of the institutionalization of the resistance economy policies in
sports. The time allocated for each interview was an average of 30 minutes. All
interviews were conducted and implemented by the researcher of the study.

The micro-analysis method was applied to analyze the data in a way that the data
were analyzed through the open, pivotal, and selective coding process based on the data
grounded theory. First, the sections that could be considered the primary concept code
based on the research goals and questions were identified through open coding. Then,
in the pivotal coding phase, assuming the role of concepts in explaining the components
of resistance economy, these concepts were theoretically linked through a paradigmatic
model in the form of Causal factors (the causes of the central phenomenon), strategies
(strategies adopted in response to the main phenomenon), background characteristics
(specific conditions affecting strategies), environmental conditions (general conditions
influencing strategies), and outcomes (the results of applying strategies). Finally,
through selective coding, the theory of the research on the institutionalized model of the
resistance economy for sports was presented. The final report of the data analysis
process and the obtained categories was sent to 4 interviewees along with the interview
text, and their comments were used in the coding process and designing the model; this
process lasted for about three months. The coding process was also reviewed by three
professors who were not members of the interview group, and their suggestions were
used in the formulation of the model. The researcher conducted two experimental
interviews to assess the reliability of the qualitative tool. Then, after analyzing the
results and comparing them with the goals of the study, some corrections were made in
the order of the questions to increase the accuracy of the research tool.
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4. Results

4.1. Open coding

Table 2. A sample of the concepts extracted and conceptual codes in open coding.

Extracted concepts

Conceptual code

The level of trust between the nation and the state is one of the
factors needed for the macro-realization of the resistance economy.
There is a genuine state-nation partnership in societies with a high
level of trust between the nation and the state.

The level of social trust between the state and
the nation is necessary for state-nation
acceptance and cooperation.

The genuine national partnership.

Increased levels of social capital in countries can be accompanied
by increased acceptance and adherence to macro-policies in that
society, which means that a level of acceptance of social capital is
required to institutionalize the macro-policies of a society.

Social capital contributes to the level of
understanding and acceptance of policies and
development programs.

In line with the implementation of economic strategies, one of the
most important and satisfactory issues is the effort to popularize the
economy and reduce the government's share.

Reducing the government's share by entering
the private sector into the realm of practice.

Self-sufficiency in the potential capacities of the country, including
human and material resources, can lead to the realization of
economic prosperity.

Self-sufficiency in  using the
resources and capacities.

existing

Timely and appropriate action and measures will realize the policy
implementation process.

Replacing action and measure instead of
slogans.

The increased role of the university along with the industry and
producing the economic knowledge and science needed by the
country on the one hand, and the development of human resources
in the subcategories required, on the other, will increase the
efficiency and effectiveness of the organization.

The generation of economic knowledge in the
university and its application in industry.

Needs assessment in determining educational
chapters.

Provision of the law in cases where the absence, shortage,
weakness, or the grounds of the various interpretations of the
existing law causes administrative and economic corruption and
reduces institutional efficiency. Moreover, good law enforcement
also needs adequate reinforcement and justification of the related
organs.

Legislation and supervision on its adequate
implementation.

Attention to cultural differences and proportions in the national and
international dimensions of the plan to localize the economic
models to the implementation domain in the country and generalize
it according to the existing values in each country.

Localizing cultural models and avoiding the
non-conforming laws and sub-policies.

Employing program-centered managers and
organizational and social culture management.

A strategy in the country leads to the adoption and efficiency of the
resistance economy policy.

implementing

Attracting program-centered specialists and
committed managers.
Appropriate social educations

The results of Table 1 indicate that using the interview in the form of the above model,
the information obtained from the experts' opinions and comments were summarized for
the research purpose. Using these interviews, applied concepts were collected as open
codes, and a part of this open coding was provided as a sample.
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4.2. Axial coding

Table 3. A sample of categories are identified in axial coding.
Concept code Sub-category  The main category

. Improvement of the level of state-nation trust
. The spirit of social justice

. Creation of a fair criticism environment

. Real national partnership

. Increase of the search for social capital

. Education of the learning community

. Reduction of the national cultural differences
. Educational, cultural, applied educations Cultural
. Change of attitudes in non-applied cultural approaches

. Adaptation of basic education curricula in line with cultural changes
. Revision of the non-applicable headings of the university

Social

Socio-cultural
environment

. RUL . Educational
. Increase industry-university interaction
. Utilization of the top media in the social education domain
. Decrease of social gap (economic and social)
. Balance in creating the structure
. Balanced development Payment
system

. Balanced distribution and allocation of resources

. Consideration of the financial capacities and native capital

. Modification of the pattern of resource consumption in the micro sector
. Modification of the use of resources in the macro sector

Legal environment
Consumption

NRPIWOWONRPRPORMRWONRIRARONoONDNROORWN PR

. Prioritization of the required project designs system
. Identification of the corruption layers Preventive
. Removal of non-functional organizational structures laws

In Table 2, in order to identify the similarities and differences in the listing of
extractives from the interview’s coding process was used after the open coding, and
by integrating some of the concepts and codes of the previous step, the axis codes
were selected.

4.3. Selective coding

At the last stage of coding, the axial codes in the previous stage are integrated into each
other in terms of integration and the overall, functional, and comprehensive representation
of each concept, considering semantics and content-relation, and then extracted
selectively to complete the three-part coding process. At the end of this stage, the
following comprehensive model was depicted.
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Figure 1. The conceptual model of institutionalized strategies of resistance economy.

In Figure 1, which is derived from the interviews and coding process, causal causes,

which are a reason for the occurrence of the intended events, along with six content
components, affect the main phenomena. This part of the model with nine components of
content and affectedness by the following two model subsets: environmental conditions
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with twelve subsets and interventional factors with eleven subsets result in strategies.
Finally, in the final section of the model, the strategies will lead to consequences.

5. Managerial implications

The widespread implementation of the resistance economy policy in Iran's sport can be
implemented with many strategies. One of these strategies is the realization of the issue
of privatization, which reduces the role of the government in competing with the private
sector. There will be special economic and social consequences by implementing the
strategies derived from the educational grounded model. The creation of currency-rail
saving funds and a long-term investment view at the top position of policymaking in
Iran's sport with the help of the regulatory authorities, which can be done with two
approaches of reducing or eliminating future crises as well as better development
alongside the financial backing available in the saving fund.

6. Discussion and conclusion

The present study has been carried out with the aim of formulating the institutionalized
strategies of resistance economy policy in Iranian sport. The study of the economic
variable in the management range indicates the importance of the above-mentioned
subject matter. This study has tried to present a model in which details of the
institutionalization of resistance economy policies in Iranian sport would be presented
based on the grounded theory. The remarkable point is the method used in this research,
which is based on the grounded theory. At the end of the studies and in the model
presentation part, six items were drawn that the causal relationships and their effects on
each other are apparent. The obtained results are based on the researcher's findings and
the proposed model. The causal conditions include those factors that affect the main
category. Based on the output model, solidarity between the three branches (legislative,
executive, and judicial) and sovereignty as custodians of policymaking and managing
the community affairs and consensus based on democracy was identified as an
influential factor. A macro, purposeful and worthwhile look at society's main issues
requires a consensus and following the principle of choosing a path based on social
interest and prosperity. Other factors affecting the central point included corruption
perception and directors' determination for constructive resistance. Other factors
affecting the major category are scientism, balanced distribution of resources, reviewing
the system's perspective, and legislation.

The main category or the pivot phenomena of the model show that the increase of
managers' economic knowledge, the localization of economic patterns, and measures
like this could pave the way for providing a strategy based on institutionalization of
economic policies. But what strategies are ultimately debatable? According to the expert
opinion, the macroeconomic resistance policy requires paradigms that are referred to in
this paper as strategy and are called special interactions that come from a significant
phenomenon. The implementation of the privatization law in the country in the true
sense is a meritocracy, financial and spiritual support for the phenomenon of production
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of goods and services in the country, a compelling look at employment across the
country, conducting scientific studies, and avoiding tastes in the periodic and short-term
management of the strategies which facilitate implementing resistance economy
policies in the field of sport. There are factors known as "environmental conditions"
implying that adequate pathology, training the right pattern of life, and removing gender
discrimination play a unique role by impacting strategies. Also, the brokerage
phenomenon, tendency to aristocracy, informational and financial rents, and
inappropriate content of the educational system are interfering factors in strategic
implementation. As a result, there will be special economic and social consequences by
implementing the strategies derived from the educational grounded model. For example,
going through the path of meritocracy, enhancing educational content, and using
efficient human resources will greatly increase the productivity of social capital. The
employment rate is another consequence that will raise and will improve effective and
lasting employment. In macro view and with the correct implementation of planned
strategies and actions, the positive effects on G.D.P. and decrease of the negative impact
of sanctions in all the economic, social, and cultural fields, including the subject of sport,
will be tangible.

In the following, the comparison of the information derived from the research with
other relevant studies will evaluate and validate the findings of the study. In this regard,
by explaining the semantic relation between Islamic economy and resistance economy,
Asadi (2014) believes that scientific management, reduction of the impact of crises by
timely identification, sustainable national production, attention to social capital, and
culture-building will be a solution to the implementation of resistance economy policy.
It can also be stated that the semantic similarity between the proposed model in this
research and the research findings of Khaleghian Meymand et al. (2017) related to
resistance economy strategies indicate that the common findings are the government's
effective support to the production, a decisive deal with corruption, looking for a
solution to the brokerage phenomenon, and purposeful import to the country.

On the other hand, Farzandi Aradkani et al. (2015) studied the strategies for the
resistance economy and identified barriers such as the ineffectiveness monetary and
banking system, the lack of an optimal consumption pattern, the lack of effective
consumer rights protection, economic failure due to administrative and economic
corruption, and harmful imports.

Moreover, similar strategies studied with the present model can be expressed under
the subjects such as support for production, job creation, reforming the governmental
structure, reviewing the consumption management, etc. Hosseinpour et al. (2016) also
described four strategies in relation to resistance economy that under the category of the
strategies of prevention, confronting, restoration, and distribution have results similar
to the proposed model. In this regard, the use of private sector capacities under the
preventive strategy, supporting knowledge-based products and implementing the
principle of privatization in order to improve the competitive environment and business
under the confronting strategy, improving the consumption patterns, reviewing the use
of resources, and reforming the administrative system under the restoration strategies
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category, and the effective subsidy quota under the distribution strategies can be cited
in terms of similarity of achievement.

Regarding what has been pointed out in the strategies, the widespread
implementation of the resistance economy policy in Iran's sport can be implemented
with many strategies. One of these strategies is the realization of the issue of
privatization, which reduces the role of the government in competing with the private
sector. This important issue can reduce the government's share of both the management
of places and the unnecessary cost and improve its revenue sources. Among the
strategies proposed by this model are changing the attitude toward the employment
process and employing human resources and senior executives by using income
generators and more efficient managers instead of those who are interested in
consumerism, which increases the efficiency and effectiveness of the governmental
structures and ultimately causes the growth of the economic index of governmental
agencies. Other extracted strategies are the creation of currency-rail saving funds and a
long-term investment view at the top position of policymaking in Iran's sport with the
help of the regulatory authorities, which can be done with two approaches of reducing
or eliminating future crises as well as better development alongside the financial
backing available in the saving fund. The results show that the accumulation of tangible
and intangible assets, structural engineering, changing the view of cross-sectional plans,
and the tendency toward the future will lead to the realization of a macroeconomic
policy due to the sensitivity of the society under discussion and its wide scope.

It is suggested that an appropriate decision be made by the government regarding
government clubbing and defective costing systems and that the mandatory protocol be
established and communicated by the legislature as a long-term rather than a long-term
process to get rid of these conditions. Also, in proportion to the population density and
capacity of Iranian women athletes, the budget, facilities, and growth path should be
considered to observe gender justice in this important issue and the wider sports
community.

In this regard, what is one of the priorities of resistance economic policies in sports
is a constructive, flexible, opportunistic, productive, endogenous, pioneering, and
extroverted approach in the field of resistance economics in sports, which each of these
areas will produce alone.
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ABSTRACT

Purpose: The current study investigates the effect of social media marketing
programs on brand attitudes and consumers' purchase intention of sporting goods
in the online retail industry. The case study of this research is Anik online shop.
Methodology: A researcher-made questionnaire was designed in this research
distributed to the research sample after verifying content validity and structure
and its reliability. The statistical population in this research includes members of
at least one of the Anik brand social media. Data collection was performed by
selecting 559 people using a simple nonprobability sampling method. Structural
equation modeling was used in the SPSS and LISREL software.

Findings: Results showed that all six research hypotheses are acceptable at
a 95% confidence level. The restudy results came showed that the social media
marketing program has a significant impact on the retail industry of sports
products by influencing consumers' attitudes toward the brand and their
shopping tendencies.

Originality: Few studies have been done on the social media sports retail
industry. Thus, the research results showed us consumers' attitudes toward the
brand and their purchasing plans on these platforms.
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1. Introduction

The emergence of the internet as a new and fast tool has changed different aspects of
communications (Richter & Koch, 2008). Social media is a phenomenon that has
currently been noticed due to the development of the internet. Social media, useful
applications, platforms, and online media are used to simplify communication,
cooperation, and content sharing (Mishra, 2019). Social media has become an important
source to empower, support, and inform customers and to share information with them.
Therefore, it has been noticed by marketers a lot (Kaplan & Haenlein, 2010). In fact, the
increasing use of social networks has had active organizations in industries and various
businesses reflect on new ways to communicate with their customers (Cheong &
Morrison, 2008). Due to the fact that social networks are an inseparable part of modern
society and are increasingly developing, proper business management and being cautious
in investment in the social networks develops companies' businesses and is a tool to
achieve loyal customers (Simkhah & Mohamadkhani, 2019). Social networks provide the
opportunity for businesses to communicate directly with their customers with low cost
and high impact. And, it provides a higher level of efficacy in comparison to traditional
marketing communication tools (Berthon et al., 2008). By the increasing expansion of
using social media, improving the brand position in the customers' minds using social
media is one of the raised topics noticed by many organizations and companies (Weber,
2009). The brand is an intangible asset that reflects the true value of a company and reveals
the source of sustainable competitive advantage. Brands provide value-added both for the
company and for the consumers (Rajagopal, 2011). Social media is a new strategy that
has the capacity of changing public opinion — every hour, minute, even a second (Weber,
2009). Why not change customers' brand attitudes?

Social media provide the opportunity for the companies to present the value of their
brand to their consumers directly and without intermediaries and to communicate with
them faster. Branding has a significant relation with social media. When an organization
uses social media for branding purposes, it should have a proper strategy to
professionally use and implement its social media marketing program. A vital matter
for marketers and retailers is to be aware of the factors that affect consumers' attitudes
and motivations because consumers are increasingly producing content about brands
nowadays, which was previously done only by the organizations themselves (Heinonen,
2011). As a result, it is important to know which aspects of the social networks affect
consumers' attitudes and motivation. Customers' brand attitude is the basis of
consumers' practical actions and plays a vital role in the success and profitability of the
company. Because a strong brand leads to company competitive advantage and
achieving market leadership in a special sector (Kim & Park, 2005). Brand attitude is
the consumers' general evaluation of the brand (Kudeshia & Kumar, 2017) and due to
the great impact that it has on the final purchase decision, it is noticed by the marketers.
Generally, the main factors that bring buying motivation can be consumers' brand
attitude, evaluation, and perception of the brand (Moreira et al., 2017).

Now, more than two billion people in the world are members of social networks and
spend an average of three hours a day on them. Based on the researches research Iranian
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Students Polling Agency), in Iran, 53 percent of the people are members of at least one
social network (Farbodiam et al., 2017). This considerable growth of the internet
penetration rate and use of social media in Iran provides an opportunity for online
retailers and organizations. The point that should be considered by the retailers and
organizations in which activities in social media are necessary for businesses to be
successful and which strategy should be used. Therefore, since any research that would
have investigated the effect of social media on brand attitude and consumers' purchase
intention of sporting goods in this way could not be found, the purpose of the present
study is to investigate the effect of social media marketing programs on brand attitudes
and consumers purchase intention of sporting goods in the online retail industry.
Investigating the role of social media and its impact on the consumer brand attitude and
purchase intention can provide a good insight for organizations so that they can predict
customers' behavior with the help of this information and can have a better
understanding of the status of their brand in the mind of their customers and in
comparison, to their competitors and can make better decisions to improve their
marketing programs including their advertising campaigns.

2. Theoretical Background
2.1. Social Media and its Types

Nowadays, social media is considered by most business managers in their main
programs. Managers and decision-makers of organizations and also business
consultants try to realize how they can use these media to increase profitability (Richter
& Koch, 2008). Growing companies use social media to release their advertising
messages and to collect complete information about the market, customers, visions, and
competitors. Social media is creating, releasing, or sharing content by one person to the
people by providing horizontal interactions among people (Mishra, 2019). Social media
types include collaborative projects, weblogs, content communities, virtual social
worlds, virtual game worlds, and social networks. This study focuses on social networks
among social media types. Social media is an opportunity, not a threat. Considering
social networks as a threat, over the past years in Iran has deprived us of the
opportunities that these networks could have provided in educational, public diplomacy,
informing, entertainment, and development areas (Ziaeiparvar, 2016).

2.2. Social Media Marketing

Marketers have realized the great potential of social media and use it as an important
part of their marketing strategy to communicate with customers. Using social media in
marketing is known as social media marketing. Social media have the capacity to make
customers as marketers and advertisers of an organization, a brand, goods, and services.
In this new method of marketing, social media acts as a source of word-of-mouth
marketing. Word of mouth marketing is any kind of positive or negative comments
about an event, a product, a service, a brand, or a company that consumers share through
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the internet (for example, websites, social networks, instant messages, and news feeds)
(Mishra, 2019). They talk online about a product or a brand and engage in a marketing
activity without realizing it. Organizations can communicate with their individual
followers through social network sites. This direct personal communication can
gradually create loyalty in followers and potential customers (Weber, 2009).

2.3. Internet Retailing

Retailing is indeed being intermediary which facilitates exchanges between producers and
consumers. In the real world, retailing happens in stores or factory outlets. Nowadays,
internet retailing is a term that has become common in retailing. Online retailers are those
engaged in online retailing. The purpose of online retailers is to sell products or services
to people. In today's retailing world, online shopping has become one of the main growing
trends, especially in developed countries. Statistics show that the number of people who
shop online and also the quantity of online shopping is significantly increasing (Perea Y
Monsuweé et al., 2004). The process of this significant change has started in the 90s, at the
same time with the emergence of electronic commerce, and has changed the vision of
retailing environment (Chen & Chang, 2003). Consumers use the internet not only to buy
products and services but also to search online stores and get information about their
possible purchases (Demangeot & Broderick, 2007).

2.4. Brand Attitude

In today's competitive market, companies should gain the most positive brand attitude
in the consumers' minds to be able to make their brand distinct in comparison to other
brands (Alcafiz et al., 2010; Tian & Yuan, 2013). Brand attitude is one of the most
important subjects of marketing research and is the consumers' general assessment of
the brand, which is an assessment of favorable or unfavorable responses to brand-related
stimuli (Kudeshia & Kumar, 2017). Indeed, brand attitude shapes consumer behavior
tendencies in consumers' minds, such as the tendency to buy (Hooker et al., 2019).
Attitude is an important concept not only in psychology but also in branding. Some of
the researchers have paid special attention to it, and some of the most prominent of them
have claimed that brand attitude is a vital element in creating brand equity (Keller,
2001). Customers' brand attitude plays a vital role in the success and profitability of
companies because a strong brand leads to the company's competitive advantage and
achieving market leadership in a special sector (Kim & Park, 2005). Many researchers
have investigated brand attitude to realize its formation process of it. sportswear apparel
manufacturers may plan and apply these components to increase the popularity of their
brand. The sportswear industry could improve along with brands increasing their market
share in competitive markets through the affection of consumers and implementing
other components of brand popularity (Saatchian et al., 2021).

Keller (2001), in his paper "Building Customer-Based Brand Equity”, developed a
model with the same name, which can be a good guideline for marketers to create brand
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equity. In this brand attitude model, the main stimulus is brand equity. This model
consists of four stages. To reach the next stage, it is necessary to be successful in the
previous stage. In the first stage, it should be ensured that the brand is known in the
customers' minds. In the second stage, the meaning of the brand should be explained to
the customers through tangible or intangible evoking. In the third stage, customers react
to the brand based on recognition and brand meaning. At the last stage, the relation
between the customer and the brand or loyalty is created. The third stage of this model
is related to the brand attitude, which consists of two dimensions of feeling and
judgment (Keller, 2001). This model is used in this research to investigate brand attitude
(see Figure 1).

2.5. Purchase Intention

Purchase intention is an important concept because understanding customer behavior is
a key factor for companies in customer attraction and customer retention, especially for
luxury brands (Salehzadeh & Khazaei Pool, 2017). In brand managing, purchase
intention is one of the important factors to predict customer behavior (Soenyoto, 2015).
Purchase intention is a concept that shows the assessment of consumers' interests in a
product and the probability of purchase.

Judgements
D B

Attitude

Confidence

Engagement

Emotions Excitement

Safety

Social approval

Identification

Figure 1. Keller's brand equity model (Reference).

Consumers tend to buy from a brand through which they can get maximum
satisfaction (Park et al., 2010). This tendency can be defined as consumers' efforts to
buy the products of a brand. The main factors of purchase motivation are consumers'
brand attitude, evaluation, and perception. For example, the perceived quality of a brand
can improve consumers' evaluation (Moreira et al., 2017). Making purchase intention
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in consumers to buy from a particular brand needs a general evaluation of all the brands
of a particular product. Based on the multidimensional tendencies model of Laroche et
al. (1996), consumers' tendency to choose to buy from a particular brand is based on
their evaluations of all the brands in the same category and in the same period of time
(Teng et al., 2011).

2.6. Conceptual Model and Research Hypotheses

A customer loyalty program is a method in marketing that leads to enhancing the
customer's natural and credit personality, which finally results in the customer's further
purchases (Lee & Lee, 2019). It has been for many years that customer's loyalty program
has become one of the constant and useful methods to increase the number of times the
customer visits the place of purchase. For this reason, many shopping centers consider
it. In today's competitive world, a loyalty program is sometimes known as a rewards
program and is a program to reward customers in order to increase the rate of customer
retention and customer satisfaction and to offer them higher value (Bolton et al., 2000).
Research has shown that customers refer to the social media websites of the companies
to update their information about the products of a brand and also to know about
promotional campaigns (Knight, 2010; Mangold & Faulds, 2009). Therefore, the first
hypothesis of the research is as follows:

Hypothesis 1: Promotional campaigns in social media has a positive and significant
effect on the consumers' brand attitude.

Currently, some phrases such as relevant content and content marketing have
become popular in the digital marketing world. Content marketing is a strategy in that
the company presents valuable and relevant content to attract consumers to their brand,
which is done in social media (Human et al., 2018). Relevant content can have different
meanings depending on the field in which it is used. When a search engine optimization
(SEO) professional talks about relevant content, he means selecting accurate keywords
that make a website rank better on the SEO search results page. It may be a sales
specialist who defines relevant content as content that increases the value of the products
and services of a brand and increases sales. But in marketing jargon, especially in digital
marketing, relevant content means the content which is useful for users and contains
useful information. In other words, in social media, being relevant means offering a
proper message, to a proper person, at a proper time and through a proper
communication channel (Brito, 2011). One of the important reasons people use social
networks is to search for information. Tracking and searching information explain why
people use brand-relevant content in social networks, and the more the content presented
by the brand is accurate and relevant, the more it affects consumers' brand attitude and
trust (Human et al., 2018; Muntinga et al., 2011). Therefore, the research hypothesis is
proposed as follows:

Hypothesis 2: Relevant content of a brand in social media has a positive and
significant effect on the consumers' brand attitude.

Furthermore, customers see social media sites as service channels where they can
have real-time communication with businesses (Knight, 2010). Customers prefer to see
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updated content on social media. Therefore, Google has made changes to its search
engine algorithm so that updated content tops the search list (Friedman & Friedman,
2013). One of the factors that make people return to social network pages is updated
and relevant content. So, in this study, we have:

Hypothesis 3: Periodical updates about a brand in social media have a positive and
significant effect on the consumers' brand attitude.

The popularity of social media and its content among friends is another reason that
customers are engaged with the brands. A fun aspect of social networks is also an
important reason to use them (Cheung et al., 2011; Dholakia et al., 2004; Lin & Lu,
2011; Park et al., 2009). Fun results in people are making, using, and sharing online
brand-relevant content (Muntinga et al., 2011). Advertisements that are recognized by
audiences as exciting, interesting, and glamorous have a positive effect on audiences'
attitude towards advertisement (Taylor et al., 2011) audiences' brand attitude, and their
willingness to return to the page (Raney et al., 2003). Therefore, the research hypothesis
is as follows:

Hypothesis 4: Popular content about a brand in social media has a positive and
significant effect on the consumers' brand attitude.

There are many platforms on social media, so it is impossible to be active in all of
them. Therefore, marketers should analyze their target audience and decide how to
connect with them through the most effective platform. In addition, providing mobile
applications allows customers to engage with brands on a daily basis which leads to
their brand loyalty (Kim & Alder, 2011). Therefore, the following hypothesis is
proposed:

Hypothesis 5: Providing dedicated applications and presence on various social
media platforms have a positive and significant effect on the consumers' brand attitude.

Purchase intention refers to the possibility that customers will buy a particular brand
of a product category in a shopping situation (Singh & Banerjee, 2019). In general,
purchase intention is an interfering psychological variable between attitude and actual
behavior (Kudeshia & Kumar, 2017). The results of various studies indicate that there
is a positive relationship between purchase intention and buying behavior. If the
consumers have a positive brand attitude, it affects their buying behavior (Kudeshia &
Kumar, 2017; Taute et al., 2017). Brand attitude is the most important factor for
decision-making (Lee et al., 2017). Therefore, it can be said that since brand attitude is
the most important determiner of consumers' purchase behavior, it has a positive and
significant effect on purchase intention (Kudeshia & Kumar, 2017; Lee et al., 2017,
Taute et al., 2017). Therefore, as a final hypothesis, we have:

Hypothesis 6: consumers' positive brand attitude has a positive and significant effect
on their purchase intention.

According to the empirical research and the above hypotheses, the theoretical
framework of the research is as shown in Figure 2.
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Figure 2. Conceptual model of research.

3. Methodology

Research methodology is the study of a set of principles, rules, and explorations that
lead us to scientific cognition. This research seeks to develop applied knowledge in the
field of social media marketing program design, so it is applied research. In terms of
data collection, the research is descriptive, using covariance matrix analysis and
structural equation modeling, and is also survey research. The statistical population in
this study includes members of at least one of the social networks of the Anik brand.
The library research method is used to collect information related to the literature of this
research and theoretical topics related to the subject. In order to obtain the facts about
the past, present, and predict future events, field studies using an online questionnaire
have been used whose questions are extracted from the base articles related to each
variable. Because the population is unspecified and having the complete list of members
of the population (those who are on at least one Anik brand social network page) is
impossible, nonprobability sampling is used. In structural equation modeling, one
important question is used in the analysis of determining the minimum size of the
sample. From James Steven's point of view, considering 15 observations for each
predictor variable in the multiple regression analysis with the standard method of least
squares is a good rule of thumb (Hooman, 2018). In this study, the number of items is
38, and the number of completed and received questionnaires is 559. Approximately 15
samples were received for each item. The questionnaire designed in this research
consists of two parts. The first part is related to demographic and basic information,
which includes six questions, and the second part is related to the main questions, which
include 38 questions. To check the validity and reliability of the questionnaire, their
validity was reviewed and verified by marketing experts and their comments were used
to improve the questionnaire. In addition, factor validity of the questionnaire is
confirmed by factor analysis. The reliability of the questionnaire used in this study was
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measured using Cronbach's alpha. In Table 1, the results of Cronbach's alpha test of
variable dimensions are presented separately. As you can see, all dimensions of the
research have appropriate reliability (above 0.7). Cronbach's alpha of the whole criterion
is 0.973, which confirms the reliability of the questionnaire.

Table 1. Assessing the reliability of research dimensions.
Number of Cronbach's alpha

Variables Dimensions questions coefficients
Promotional campaigns 3 0.789
Social medi Relevant content 3 0.832
oclal media Updated content 3 0.836
marketing programs
Popular content 3 0.718
Presence in various platforms 3 0.748
. Cognitive 14 0.956
Brand attitude -
Emotional 4 0.934
Purchase intention - 5 0.944

4. Results and data analysis

Descriptive and inferential statistics were used to analyze the questionnaire data. SPSS
software has been used to provide descriptive statistics and since the data were collected
for observed variables of the theoretical model, LISREL software version 8.8 was used
to fit the model and test the research hypotheses. LISREL is designed to fit models that
include latent variables, measurement errors in each of the dependent and independent
variables, two-way causality, concurrency, and interdependence (Hooman, 2018). The
fitness of the structural and measurement model has been investigated. The highest
frequency of respondents with 63.5% belongs to women and 36.5% belongs to men.
Frequency distributions of other demographic data are presented in Table 2.

Table 2. Demographic characteristics of the sample.

- Under 18 years 1.4% - Less tha_n high school 0.9% . Under 1 million 14.9%

= 5 diploma = Tomans

E 18 to 24 years 30.8% T High school diploma 11.4% 'g' = 1 to 2 million Tomans 28.1%

=4 25 to 34 years 46.3% f s Associate degree 6.4% E 3 2to3million Tomans  12.9%

lg 35 to 44 years 15.7% g ks Bachelor Degree 46% 2 g 3to 5 million Tomans 10%

S L= 35 —

2 45 to 54 years 4.5% s Master Degree 31.1% s e More than 5 million 4.1%

=% X g Tomans

3 Over 54 years 1.3% x PhD and higher levels 4.1% e

14 : : o 1)
Total 100% Total 100% Total 100%

- Everyday 27.7% c Every week 0.7%

5 Seve;sLélkmes a 7.3% 8 Every month 2.7%

0 >

D - o

E § Oncevsgg\livme a 9.7% § S Several times a year 12.9%

- O o n

g S Several times a N g% o

s 2 month 19% » & Once a year 10.7%

w - <

i(é Sever;L;Irmes a 36.3% g 1 only follow the pages but do not buy 73%

o

Total 100% Total 100%
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Confirmatory factor analysis (CFA) and structural equation testing (SEM) using
LISREL software have been used to achieve the main purpose of the research
(hypothesis testing). To perform factor analysis, it must be ensured that the available
data can be used for analysis. In other words, is the amount of data required for factor
analysis appropriate? For this purpose, KMO index and Bartlett's test were used.

Table 3. Results of KMO and Bartlett spherical adequacy test

KMO sampling adequacy ratio 0.97
Chi-square 18244/321

Bartlett's test of sphericity Degrees of freedom 703

The significance level 0.0

According to Table 3, the results show that the KMO value is equal to 0.97, which
is greater than 0.6 and is significant according to the Bartlett test significance level (0.0).
Therefore, due to the adequacy of sampling and the significance of Bartlett test, the data
correlation matrix is possible to enter the structural equations.

4.1. Investigating the Normality of the Data and the Validity of the Model

In the model for measuring the normality of data, the validity of the model (based on
factor loads) and the fitness of the model (based on goodness-of-fit indices) are
examined. The normality of the data was assessed by examining the skewness and
Kurtosis indices. According to experts, the acceptable amount of skewness is +3 to -3
and the amount of Kurtosis is +5 to -5 and all the data of this research have the condition
of being normal (Ryu, 2011). In order to check the validity of the model, the factor loads
of each question are considered. Scales larger than 0.4 indicate that the observable
variable is a reliable scale for calculating the hidden variable and if they are between
0.3 and 0.4, although they are relatively weak, they are enough to continue the analysis.
In Table 4, the factor loads of the questionnaire items are stated, all of which are
guantifiable.

Table 4. Investigation of factor loads of structural model.

Item Factor Item Factor Item Factor Item Factor Item Factor
load load load load load
1 0.79 9 0.66 17 0.76 25 0.93 33 0.93
2 0.83 10 0.53 18 0.58 26 0.92 34 0.93
3 0.84 11 0.85 19 0.74 27 0.86 35 0.96
4 0.86 12 0.73 20 0.73 28 0.8 36 0.95
5 0.75 13 0.8 21 0.85 29 0.83 37 0.94
6 0.93 14 0.75 22 0.78 30 0.97 38 0.93
7 0.96 15 0.73 23 0.78 31 0.95
8 0.95 16 0.49 24 0.84 32 1
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Investigating Model Fitness: To check the proper fitness of the model, the software
provides indicators. If at least 3 of these indicators are within the acceptance range, the
model is properly fitted. Table 5 shows the fitness indicators of the measurement model
of the variables as well as the structural model of the research. Acceptable indicators
are marked in green and out-of-range indicators in red. As we can see, for each row,
there are more than 3 indicators in the acceptance area; therefore, the measurement
model of research variables as well as the structural model has a suitable fit.

Table 5. Fitness indicators of the measurement and structural model.

Indicator RMSEA RMR NFI NNFI CFI RFI IFI GFl AGFI
Acceptabl RMSEA<0.0 RMR<0.0  NFI>0. NNFI>0.  CFI>0. RFI>0. IFI>0.  GFI>0.  AGFI>0.
e amount 8 8 9 9 9 9 9 9 8
Social
media 0.083 0.046 0.97 0.97 0.98 0.96 0.98 0.92 0.87
marketing
Brand
. 0.11 0.043 0.97 0.97 0.98 0.97 0.98 0.83 0.79
attitude
I_:’urch':ase 0.15 0.026 0.98 0.97 0.98 0.96 0.98 0.96 0.87
intention
Structural 0.073 0.047 0.98 0.98 0.98 0.97 0.98 0.81 0.78
model

4.2. Investigation of Research Hypotheses

The results of the hypothesis test based on structural equations are shown in Table 6 as
well as Figures 3 and 4.

Table 6. Hypothesis test results.

Hypothesis Relation Path coefficient (B)  T-value Total
1 Promotional campaigns — Brand attitude 0.59 17.51 Confirmed
2 Relevant content — Brand attitude 0.62 20.44 Confirmed
3 Updated content — Brand attitude 0.63 20.69 Confirmed
4 Popular content — Brand attitude 0.68 21.52 Confirmed
5 Presence in various platforms — Brand attitude 0.77 32.01 Confirmed
6 Brand attitude — Purchase intention 0.83 56.00 Confirmed

According to the results of path coefficients (Carey, 1998) and the amount of T value
(significance level), it can be said that the variable of promotion campaigns with a path
coefficient of 0.59 and T value of 17.51 has a positive and significant effect on brand
attitude. The second hypothesis of the research, which expresses the relationship
between relevant content and brand attitude with a path coefficient of 0.62 and a value
of more than 1.96, is accepted. The third hypothesis of the study examined the effect of
updated content on brand attitude and was confirmed with a path coefficient of 0.63 and
an at-value of 20.69. The popular content variable with a path coefficient of 0.68 and an
at-value of 21.52 t is also acceptable. The variable of presence in various platforms with
an impact factor of 0.77 and t-value of 32.01 has the greatest effect on brand attitude.
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The last hypothesis of the study, which examines the effect of brand attitude on purchase
intention, is accepted with a path coefficient of 0.83 and a T-value of 56.

044
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0.34
0.50
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0.31
0.29
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0.34 |
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0.20-]
0.20
0.35
0.32

Figure 3. Structural model of research (standard estimate).
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Figure 4. Structural model of research (a significant number).
5. Managerial implications

The content presented on a brand's social media pages should also be entertaining for
the consumers. Online retail industry marketing managers should pay special attention
to social media and have an appropriate and well-written strategy to operate in these
media, especially social networks, and consider a suitable budget for this which will be
significantly less than the budgets spent on traditional marketing programs. Producing
relevant content means that the information provided on social media pages is relevant
to the brand's wishes and theme and that scattered, and off-topic information is avoided.
The content presented on social media pages of a brand (such as Telegram, Instagram,
etc.) should be updated and new, and frequent updates should be presented, so that the
information received by the consumers is always up to date. The consumers' positive
brand attitude has a positive and significant effect on their intention to buy from the
brand. If a person's attitude towards a brand becomes positive on social media, the
person's intention to buy changes positively, and vice versa. Thus, the company can
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create a positive attitude in the person that the company is her first choice to buy by
providing attractive content that shows the quality of the product or by providing after-
sales service, gaining consumer trust.

6. Discussion and conclusion

The results of testing the hypotheses and comparing them with previous research are
summarized, and at the end, practical, and research suggestions are presented along with
the limitations of the research. Based on the estimated results of the structural equation
model with a 95% confidence level, creating promotional campaigns on a brand's social
media has a positive and significant effect on the consumers' attitudes toward the brand.
The results of testing this hypothesis are in line with the findings of (Knight, 2010;
Mangold & Faulds, 2009). The inclusion of customer loyalty programs such as
promotion campaigns, offering discount coupons and special offers, holding various
competitions, drawing, and awarding prizes on social network pages, and granting
special privileges based on previous purchases play an important role in improving the
consumers' brand attitude. Due to the high penetration rate of social media in Iran, online
retail industry marketing managers should pay special attention to social media and have
an appropriate and well-written strategy to operate in these media, especially social
networks, and consider a suitable budget for this which will be significantly less than
the budgets spent on traditional marketing programs. Presence in various social
networking platforms indicates that in well-known and influential social networks, a
page dedicated to the retail store of the brand should be created in order to increase the
users' access to these pages. Also, since most users are on social networks through
mobile phones, providing dedicated mobile software for popular operating systems such
as Android and iOS can play an important role in facilitating access to the retail store to
buy or search for product information.

According to the second hypothesis of the research, the relevant content in a brand's
social media has a positive and significant effect on the consumers' brand attitude. This
result is consistent with the findings of (Brito, 2011). Producing relevant content means
that the information provided on social media pages is relevant to the brand's wishes
and theme and that scattered, and off-topic information is avoided. This means that the
content presented on social network pages of a brand should contain useful information
about the products of the brand, and the consumer should be able to easily find the
information he is looking for on these pages Also, including customer loyalty programs
such as promotion campaigns, offering discount coupons and special offers, holding
various competitions, draw and awarding prizes on social network pages and awarding
special privileges based on previous purchases will play a significant role in improving
consumers' brand attitude.

The third hypothesis of the study indicates that the updated content on a brand's
social media pages has a positive and significant effect on the consumers' brand attitude.
This means that the content presented on social media pages of a brand (such as
Telegram, Instagram, etc.) should be updated and new, and frequent updates should be
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presented, so that the information received by the consumers is always up-to-date.
Therefore, the result of testing this hypothesis confirms the findings of (Knight, 2010).
In fact, having innovation and dynamism of the company in social media puts the
company in a more suitable position in the field of competition and companies can
influence the age groups, according to the characteristics and values understood by the
group or create value by differentiation strategies and focus on social media to influence
media users and also to inform consumers about updating their products and penetrate
their minds by interacting with group managers and advertising through them.

Based on the results of the fourth hypothesis, the popular content on a brand's social
media has a positive and significant effect on the consumers' brand attitude, which is in
line with the results of (Raney et al., 2003). This means that the content presented on a
brand's social media pages should also be entertaining for the consumers. Popular
content in this study refers to entertaining content that users are willing to share with
their friends and acquaintances. This content can include creative or entertaining content
or visual appeal.

According to the fifth hypothesis, providing dedicated software and presence in
various platforms of social media have a positive and significant effect on the
consumers' brand attitude which is consistent with the results of (Kim & Alder, 2011)
research. This means that a brand should be present in various and mainly influential
social networks (Telegram, Instagram, etc.) to increase the ease of access to information
for consumers in various social networks. Also, providing dedicated mobile software
for popular operating systems (such as Android and 10S) will have a significant impact
on the ease of access to information and shopping via mobile phones.

Finally, the sixth hypothesis of the present study indicates that the consumers'
positive brand attitude has a positive and significant effect on their intention to buy from
the brand. These results are in line with the findings of (Kudeshia & Kumar, 2017; Lee
et al., 2017; Taute et al., 2017). In fact, they concluded through their research that
creating a positive attitude among consumers towards a brand can lead to strong
purchase intentions among them. In other words, if a person’'s attitude towards a brand
becomes positive on social media, the person's intention to buy changes positively, and
vice versa. Thus, the company can create a positive attitude in the person that the
company is her first choice to buy by providing attractive content that shows the quality
of the product or by providing after-sales service, gaining consumer trust. This research
is a step towards providing appropriate programs and strategies for marketing managers
of retailers and online stores in order to be effective in social media as a growing
phenomenon and effective in improving the competitive position of organizations. The
programs presented in this research for social media activities include participating in
various social media platforms and providing dedicated mobile software, producing
popular content, providing updated content, producing relevant content, and providing
promotional campaigns. Very little research on social media activity strategies as a
marketing tool requires researchers to delve deeper into the subject. Future researchers
are suggested to study other social media strategies as an effective marketing tool and
consider other branding factors such as brand satisfaction, brand awareness, brand
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recognition, brand loyalty, brand engagement, brand equity, brand image, and brand
development as the dependent variable in their research.

However, in all stages of this research, the utmost care and effort has been done,
since each research has its own limitations, this research is no exception and has faced
limitations, the most important of which are described below. Due to the newly
emergence of the social media, there are not many theoretical foundations in the field
of social media marketing programs and there is no known model in this field. In
addition, the present study was conducted on the Anik online store, and the results may
not be generalizable to other online retail brands.
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ABSTRACT

Purpose: This research aims to determine the Iranian strategic position with
IFE and EFE analysis and present budget development marketing strategies.
Methodology: The study's statistical sample was selected from 18 expert
faculty members in the research field to give a questionnaire. For the
investigation of the Collecting Information Agency, during the closed
interviews, the answer to the basics of the inventory status questionnaire, which
was made in the contents of Aghaei Shahri and et al. (2014), with a reliability
coefficient of 0.953, was used (P<0.05). The matrix is used more than the
described indices for experiments and data analysis. The Friedman test is used
in SWOT adjustment and study.

Findings: The findings showed that the current sports industry has eight
strengths, 35 weaknesses, 16 opportunities, and 25 threats. Accordingly, matrix
analysis in medical and external factors showed that the industry is based on
other internal weaknesses of | factors' weak factors external factors in threats the
strategic position (WT). As a result, it is appropriate to use defensive and
protected strategies to get out of this situation. The sports organization's proposal
uses the model of a pioneering organization, from the strategy of penetration in
the mass market, penetration in a particular market, rapid entry into the market,
and faster withdrawal from it as maintenance strategies or strategies. Use growth
and development to develop the Iranian sports industry.

Originality: Authors in this article proposed marketing strategies to prevent
the sports industry from dissolving and helping it develop.
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1. Introduction

Sports and recreation in developed countries are considered an important industry and
an influential factor in the national economy's growth and is one of the most lucrative
industries in the 21st century. Nowadays, sport as a tool in various fields has a broad
impact. Today's motivation to participate in sports activities is not to achieve high levels
and achieve championships, but to gain health, well-being, vitality, social relations, and
avoidance of diseases are important reasons for participating in sports. For this reason,
today in France, 15 million people participate in organized sports activities, of which 6
to 14 years old is 6.5 million (Saatchian et al., 2015). Vahdati et al. (2014) also believe
that industrial sports are beautiful today. A billion-dollar industry is overgrowing by 50
percent over a decade, as one of the top 10 sectors globally (Vahdati et al., 2014). The
sports industry is one of the essential foundations for developing the sports economy
and social progress. It also has an active and vital role in the sports economy. It has also
led to the emergence of a new human economy in the form of a new industrial economy
(Huang, 2011). According to (Cai & Xiong, 2011), as an emerging industry, the sports
industry is one of the most promising sectors in the present era. Unlike other industries,
the sport has specific distinctive characteristics, making the implementation of the
management process unigue in more than one aspect (Savi¢ et al., 2018).

For this reason, the sports industry management system must formulate justifications
and policies to support the development of this industry. Investment management,
macro-leadership, and control efforts in the sports industry need to be strengthened.
Besides, the sports industry needs to grow as a new point in the national economy's
growth and a potential and growing industry. The transformation will have an increasing
impact on society's economic, social and national development (Zeinizadeh et al., 2016).
In a study, Lim and Love (2012) defined the sports industry as a group of business
organizations that offer sports products and services where the primary goal is to make
a profit (Foon & Wen, 2012). Among the advances in management knowledge in recent
years, we can mention the emergence of a new movement called strategic management.
This movement has emerged in the context of highly competitive business endeavors.
It now has a long way to go in other It Has taken the management field (Andam &
Aghaei, 2015) . Modern - day sport is increasingly becoming adjusted to how business
is conducted on the market, where the state has maintained its role of financer and helper
to sport (Savi¢ et al., 2018).

Strategic management is a systematic approach to the excellent task and increasing
responsibility in public administration. It ensures the institution's continuous position
and prevents sudden events. It connects the institution with its context (environment),
preparing it for taking place. This type of planning guarantees all actions that lead to the
definition of appropriate goals and strategies to achieve those goals for the entire
organization (Zeinizadeh et al., 2016).

Unless a goal is set for an organization, it does not know where it wants to go. If a
goal is set but not planned, the organization does not know how to achieve that goal, so
any system that wants to succeed must have clear goals (Ebrahimifar et al., 2014).
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However, community and recreational activities are well influenced by sports' cultural
activities, which indicates the relative success of activities in this area.

Similarly, marketing in the event has a significant effect and does not substantially
affect retail sales, which indicates that there is insufficient maturity in this section.
Therefore, improving processes in this industry requires attention to the relationships
between model factors (Aghaei Shahri etal., 2017). Due to the direct and indirect impact
of basic infrastructure on organizational activities of the sports entrepreneurship value
chain, sport managers must take appropriate measures to reinforce the essential
infrastructure (Forsati et al., 2021).

The sports industry is composed of government, business, and volunteering from the
researchers' perspective. It is one of the largest and fastest-growing sectors globally,
with a turnover of several hundred billion dollars. The strategies are characterized in a
quality dimension and a customer adaptation dimension. In the quality dimension, the
strategies are related to characteristics of the industrial environment of the supplier
country. The adaptation dimension is associated with the cultural affinity with the
customer country as perceived by industrial purchasers in these countries (Hallén &
Johanson, 1985).

For example, in the development of championship sports, such things as financial
support for sports, a coherent approach to formulating macro sports policies,
participation in sports, identification and development of talent in sports, sports path,
and post-championship support for athletes, training facilities, Coaching, national and
international competitions, scientific research and innovation. In this regard, Australia
has innovated, researched, and improved athletes' training environment and made
favorable changes in sports institutes and academies. Khosravi Zadeh et al. (2015)
identified 11 strengths, ten weaknesses, 12 opportunities, and 12 threats (Khosravi
Zadeh et al., 2015). The Australian Sports Commission also identifies five key
components: the mission, objectives, approach, criteria, and strategies, among the
Commission's Strategic Plan (ACT, 2020). South Africa's sport and leisure mission is
to achieve sport and leisure by ensuring equitable access, development, and excellence
at all levels of participation. And the allocation of social and economic assistance to
create a better life for all South Africa. The University of Melbourne's vision is
Australia's leading university for sporting performance, participation level, and facilities
quality (David, 2014). Innovative marketing strategies, specifically promotion, had the
most effect on manufacturers' performance (Kamarulzaman et al., 2021). Also, the
sportswear industry could improve along with brands increasing their market share in
competitive markets through consumers' affection and implementing other components
of brand popularity (Saatchian et al., 2021).

In UK Sport Plan sets out the Iranian vision for 2020. Increasing public participation
in sport, promoting international success, and supporting the hosting of major events is
seen as a framework for developing UK sport (Hallaji & Hashemi, 2015). The
Queensland Golf Club of Australia uses traditional development planning to link
conventional planning processes with specific sports analysis (ACT, 2020). Few
organizations can be found today, without which it would have succeeded. Paying
attention to human capital on the one hand and planning for the club's economic and
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financial prosperity to develop working capital and increase its profitability are critical
issues for any organization. In other words, the era of sports clubs' dependence on public
and state capital has ended, and clubs will be able to survive as government for-profit
organizations (Memari et al., 2021; Pouyandekia & Memari, 2021). The guantitative
and physical evidence and the quality of services of health clubs are at a suitable level.
In that case, it can lead to customer satisfaction and more customer membership in that
sports space (Bahrami et al., 2021).

The sport industry areas in Iran were classified into 18 categories: facilities and
equipment, sports organizations, trade, event, tourism, human resources, goods and
services, marketing, sports medicine, economic activity, government, etc. Therefore,
attention to the factor loadings of each infrastructure is helpful for managers in making
decisions and determining the status of each area and relevant infrastructures so that
managers will be able to identify the status of each area to plan and promote it (Aghaei
Shahri et al., 2018).

However, it seems that given the importance of the sports industry and its
development, as well as the need to expand areas, employment and income, and the
broad role that can play in increasing the national and global power of the country,
identify the strategic position of this Industry in Iran and the presentation of
management strategies in its development to provide the proposed marketing strategies,
is essential. Therefore, if we can identify the industry's strategic position without
determining operational strategies and, more appropriately, it will be possible to provide
management solutions in its development from a marketing perspective. Thus, in the
present study, the researchers intend to identify the Iranian sports industry's strengths,
weaknesses, opportunities, and threats by analyzing the internal and external
environment factors, determining its strategic position, and making suggestions from
the perspective of appropriate marketing strategies.

2. Methodology

The present research has been done in two parts: qualitative and quantitative. The
researcher uses response interviews in the qualitative part depending on the respondents'
opinions about the current Iranian situation. In the quantitative part, descriptive statistics
calculates the average to determine the status. Strengths, weaknesses, opportunities, and
threats of payment. Based on the purpose, the researcher intended to help improve the
industry's performance and development in the long run by recognizing the current
situation and determining the Iranian sports industry's strategic position through
scientific methods.

Based on data collection, descriptive research has been done by examining the
current situation and drawing the desired position in strategic studies. Therefore, the
statistical sample was considered following the community (all sports experts and
faculty members of the Iranian sports management who have had information,
experiences, and research in the field of sports industry) that a total of 18 professors and
faculty members and experts the Iranian sports were purposefully selected for the
interview. Finally, a researcher-made questionnaire, "Determining the Iranian sports
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industry's strategic position," consisting of 84 items, was designed with scores on a five-
point Likert scale. Also, four articles were developed about the participants'
characteristics and the beginning information. Based on the study of theoretical
foundations and research background concerning the sports industry and strategic
planning and review of different planning models, a researcher-made questionnaire
whose validity and reliability was confirmed using Cronbach's alpha statistical method,
the question's reliability. The letter is set to 0.953. The questionnaire was submitted to
sample members by selecting the last time. Descriptive statistics and indicators such as
frequency, percentage, graph, and table were used to analyze the data obtained from the
research. Inferential statistics were also used to analyze the information obtained. To
determine the strategic position and other items in the strategic plan, from the internal
factors evaluation matrix to compare strengths and weaknesses with each other, from
the external factors evaluation matrix to compare opportunities and threats to each other,
from the internal matrix and Exterior was used to determine the strategic position.

4. Results

As Demographic information: According to the research findings, the highest frequency
in the age of respondents is related to the age range of 50 years and above, with ten
people equal to 55.6%. Also, the level of education of individuals at the doctoral level
is 100%. The highest frequency of activity in sports is related to the class over 40 years
with 38.9%. The highest frequency in respondents' sports activity is faculty members
with a high percentage. 94.4% is the frequency of the total sample.

Current situation of the Iranian sports industry: In general, the status of the Iranian
sports industry is reported as follows:
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Current situation of the country's sports industry

Figure 1. Current situation of the Iranian sports industry.

According to the surveys and surveys conducted, the current state of the Iranian
sports industry from the perspective of professors, faculty members, and sports experts,
on a 5-point Likert scale in matters such as marketing, sports venues, private and public
organizations, activities Public, Recreational & Professional's, Sports Medicine, Sports
Business, Sports Technology, Sports Events, Human Resources in Sports, Sports Media,
Specialized Retailers, Sports Economics, Sporting Goods and Services, Government
And operating costs, the state of the Iranian sports industry on average; In the field of
sports tourism, cultural affairs related to sports, the relationship between sports and
industry and legal activities, the situation of the Iranian sports industry has been assessed
as inferior.

Strengths, Weaknesses, Opportunities, and Threats of the Country Sports Industry:
Tables 1 to 4 show the general results of the strengths, weaknesses, opportunities, and
threats of the Iranian sports industry based on SWOT analysis. Friedman test was
performed to rank 84 items identified in different lists (strengths, weaknesses,
opportunities, and threats). Tables 1 to 4 show the ranking of items in each list of
strengths, weaknesses, lists, and threats, in addition to the mean and standard deviation,
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based on the results of the Friedman test (P<0.05). According to the data in Tables 1
and 2, the ranking of strengths, weaknesses, opportunities, and threats of the Iranian
sports industry is as follows:

Table 1. Results of ranking the Iranian sports industry's strengths, weaknesses, opportunities, and threats.
Mean Total
rating rank
Common sports such as volleyball, basketball. 3.00 5.03 1
Human resources specialized in sports (such as referees, coaches, sports

Strengths Mean

education, etc.) 3.00 500 2
Scientific journals in sport 2.89 4.92 3
Holding one-day sporting events 2.94 4.92 4
Sports clubs and health clubs 2.83 4.36 5
Holding multi-day sports events 2.72 4.25 6
Salaries and operating expenses of players and teams (expenses of
2.61 3.94 7

athletes, players, and supporters)
The amount of money spent by the public on sports (buying tickets for

S 2.56 3.58 8
swimming pools and entrances, etc.)
Weaknesses Mean Me.an Total

rating rank

Specialized retailers 2.50 22.92 1
Advertlsmg of goods and sports services on radio and television, Internet, 250 2972 5
journals
Specialty wholesalers 2.50 22.58 3
Companies providing media services to the Iranian sports 2.39 21.83 4
Sports equipment exhibitions 2.39 21.42 5
Organizations providing recreational sports services 2.39 21.14 6
Sports business institutions 2.39 20.89 7
Production of sports goods and equipment 2.33 20.53 8
Teams and organizations related to recreational and leisure competitions 2.33 20.42 9
Free activities of professional athletes 2.33 20.39 10
Private sector active in sports 2.33 20.33 11
Sports service companies for professional and semi-professional athletes 2.33 20.03 12
Training and utilizing volunteers in sports 2.28 19.39 13
Expenditures spent by spectators at a sporting event 2.33 19.11 14
Managmg sports co_mpet_ltlon_s _and recreation camps for students, workers, 228 18.78 15
and special groups in universities
Indigenous (local) sports 2.22 18.56 16
Owners of equipment for sports competitions (horses, cars, etc.) 2.22 18.33 17
Internet and information technology (stores, advertising, ticket sales) 211 17.97 18
Sports service agencies 2.17 17.64 19
Automobile clubs 211 17.42 20
The economic activity of professional and semi-professional teams and 211 1731 ”n
clubs
Companies repair and maintenance services of sports facilities and facilities ~ 2.11 16.89 22
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Mean Total

Weaknesses Mean .
rating rank

New physical activities (skating, body jumping, snow skiing) 211 16.78 23
Sponsorship in sports 2.06 16.72 24
Betting on horse racing and predicting race results 211 16.69 25
Sports talent companies 2.06 16.42 26
Ticket sales situation in professional and semi-professional sports 2.06 16.31 27
Recognition of revenue from the exploitation of the brand and logo of 200 16.00 28
teams and clubs
Recognition of the income from the exploitation privileges of the owners

. - . 2.00 15.36 29
of sports goods and services following the property rights law
Construction of sports venues and facilities in the country for international 194 15.14 30
events
Information management systems in sports organizations 1.94 14.92 31
Companies in the field of export of sports equipment and accessories 1.94 14.89 32
Sports marketing companies 1.94 14.75 33
Companies and groups providing sports law services to organizations and 167 1058 34
athletes
Revenue from fan visits to sports museums 1.50 8.86 35
Opportunities Mean Mean Total

rating rank

Multifunctional indoor facilities 3.17 10.56 1

Indoor and outdoor pools (recreational, professional, show swimming,

multifunctional) 3.17 10.17 2

Ministry-affiliated sports organizations such as provincial sports and

youth departments and federations 3.00 947 3

Military personnel sports and military sporting events 3.00 9.33 4

Municipal playground activities for residents of neighborhoods, parks, and

L I 3.00 9.31 5
municipal sports facilities
Sports organization of municipalities, education, government offices, and 3.00 9.28 6
institutions of the country
Public water recreational facilities (indoor and outdoor) 2,94 8.99 7
Non-g(_)vernmental sports organizations (such as the National Olympic 289 8.78 8
Committee)
Indoor sports facilities for a particular sport 2.83 8.56 9
Sportshook publishing companies 2.83 8.31 10
Faculties of Physical Education of universities 2.78 8.11 11
Sports facilities, including sports stadiums 2.72 7.83 12
Ancient sports fields 2.72 7.39 13
Iranian Sports Organizations with International Sports Organizations 261 6.86 14

(International Olympic and Paralympic Committee)

Sports magazines and journals (revenue turnover of sports magazines) 2.56 6.64 15

Sports facilities 2.56 6.50 16
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Mean Total

Threats Mean .

rating rank
The activities of the Ministry of Sport and Youth 2.50 16.67 1
Clinics providing sports medicine services to elite athletes' researchers 2.50 16.25 2
Physical education and scientific research institutes 2.39 15.81 3
Providing services through measurement reports
(Such as the number of athletes and statistical analysis of the progress of ~ 2.39 15.56 4

a team or a sport or the value of teams)
Contracting companies active in the field of construction of sports

facilities and structures 239 15.50 S
Specialized sports medicine service laboratories for elite athletes,

. . . 2.44 15.19 6
researchers, and doping detection laboratories
Tracks (running, cycling, motorcycling, motorsports) 2.39 15.06 7
Conservatories, academies, and sports schools of the country 2.39 14.86 8
Clinics providing services and sports facilities to veterans and the disabled ~ 2.39 14.75 9

Clinics providing services to hospitals and medical centers in the field of

L - 2.28 14.06 10
sports injuries and physiotherapy
NGOs active in the field of sport 2.28 13.86 11
Sports medicine clinics to provide public services 2.28 13.56 12
Admlr_nsFratlve and_ legal spo_rts associations (such as the Scientific 217 13.50 13
Association of Physical Education)
Council and municipal officials and members of parliament 2.17 13.42 14
Companies that produce sports computer games 2.22 13.36 15
Beach games facilities 211 12.69 16
Companl_es providing s_ports services to the public, including the elderly, 200 1111 17
heart patients, and the like
Companies providing sports services in prisons and correctional facilities ~ 1.94 11.06 18
Companies producing and educational software in sports 1.89 10.72 19
Out-of-stadlgm sports tou_rl_st expenses (transportation, accommodation, 1.89 10.44 20
food, entertainment, amenities)
Res_earch, development, and technology units of sports products and 1.89 10.28 21
equipment
Sports tourist expenses inside the stadium (concession, ticket, parking) 1.89 10.19 22
Companies providing sports psychology and sports counseling services to 183 9.86 23
athletes
Sports-related cultural affairs 1.78 9.47 24
Sports cooperatives company (directing entrepreneurial and employment- 167 778 25

generating activities in sports)

The strategic position of the Iranian sports industry: To determine this position, the
internal factors evaluation matrix, external factors evaluation matrix, and internal and
external factors matrix were used. Based on the results of Table 2; The average of the
matrix of internal factors is less than 2.5 (2.29) and indicates that the Iranian sports
industry is weak in terms of internal factors.
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Table 2. Evaluation matrix of internal factors of the Iranian sports industry.

Internal Factors title Mean Me_an
factors rating
Holding one-day sports events 2.94 5.03

Human resources specialized in sports (such as referees, coaches, sports

. 3.00 5.00
education, etc.)
Common sports such as volleyball, basketball 3.00 4.92
2 Scientific journals in sport 2.98 4.92
g Sports clubs and health clubs 2.83 4.36
5 Holding multi-day sports events 272 425
Salaries and operating expenses of players and teams (expenses of athletes, 261 3.04
players, and supporters)
The amount of money spent by the general public on sports (buying tickets 256 358
for swimming pools and entrances, etc.) ' '
Specialized retailers 2.50 22.92
Advertlsmg of goods and sports services on radio and television, Internet, 250 227
journals
Specialty wholesalers 2.50 22.58
Companies providing media services to the Iranian sports 2.39 21.83
Sports equipment exhibitions 2.39 21.42
Organizations providing recreational sports services 2.39 21.14
Sports business institutions 2.39 20.89
Production of sports goods and equipment 2.33 20.53
Teams and organizations related to recreational and leisure competitions 2.33 20.42
Free activities of professional athletes 2.33 20.39
Private sector active in sports 2.33 20.33
Sports service companies for professional and semi-professional athletes 2.33 20.03
“ Training and utilizing volunteers in sports 2.28 19.39
% Expenditures spent by spectators at a sporting event 2.33 19.11
% Managing sports competitions and recreation camps for students, workers, 528 18.78
and special groups in universities
= Indigenous (local) sports 2.22 18.56
Owners of equipment for sports competitions (horses, cars, etc.) 2.22 18.33
Internet and information technology (stores, advertising, ticket sales) 2.11 17.97
Sports service agencies 2.17 17.64
Automobile clubs 2.11 17.42

The economic activity of professional and semi-professional teamsand clubs ~ 2.11 17.31

Companies repair and maintenance services of sports facilities and facilities ~ 2.11 16.89

New physical activities (skating, body jumping, snow skiing) 2.11 16.78
Sponsorship in sports 2.06 16.72
Betting on horse racing and predicting race results 2.11 16.69
Sports talent companies 2.06 16.42
Ticket sales situation in professional and semi-professional sports 2.06 16.31

Recognition of revenue from the exploitation of the brand and logo of teams

and clubs 2.00 16.00
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Internal . Mean
terna Factors title Mean e_a
factors rating

Recognition of the income from the exploitation privileges of the owners of

- . . 2.00 15.36
sports goods and services following the property rights law
Construction of sports venues and facilities in the country for international 1o4 15.14
events
Information management systems in sports organizations 1.94 14.92
Companies in the field of export of sports equipment and accessories 1.94 14.89
Sports marketing companies 1.94 14.75
Companies and groups providing sports law services to organizations and

1.67 10.58

athletes
Revenue from fan visits to sports museums 1.50 8.86
Mean 2.29

According to the data in Table 3, the external factors matrix average is less than 2.5
(2.43), indicating the threats facing the Iranian sports industry overcoming the
opportunities ahead. Have; In other words, the Iranian sports industry is threatened by
external factors.

Table 3. Evaluation matrix of external factors of the Iranian sports industry.

Internal . Mean
factors Factors title Mean rating
Multifunctional indoor facilities 3.17 10.56

Indoor and outdoor pools (recreational, professional, show swimming,

multifunctional)

Ministry-affiliated sports organizations such as provincial sports and youth
; 3.00 9.47

departments and federations

Military personnel sports and military sporting events 3.00 9.33

Municipal playground activities for residents of neighborhoods, parks, and

3.17 10.17

L L 3.00 9.31
municipal sports facilities
Sports organization of municipalities, Basij and education, government

P - o 3.00 9.28

2 offices and institutions of the country

s Public water recreational facilities (indoor and outdoor) 2.94 8.99

= Non-governmental sports organizations (such as the National Olympic

S . 2.89 8.78

2 Committee)

o Indoor sports facilities for a particular sport 2.83 8.56
Sportshook publishing companies 2.83 8.31
Faculties of Physical Education of universities 2.78 8.11
Sports facilities, including sports stadiums 2.72 7.83
Ancient sports fields 2.72 7.39
Iranian Sports Organizations with International Sports Organizations

: - . . 2.61 6.86
(International Olympic and Paralympic Committee)
Sports magazines and journals (revenue turnover of sports magazines) 2.56 6.64
Sports facilities 2.56 6.50
o The activities of the Ministry of Sport and Youth 2.50 16.67
;5‘ 2 Clinics providing sports medicine services to elite athletes' researchers 2.50 16.25

Physical education and scientific research institutes 2.39 15.81
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iG] Factors title Mean Me_an
factors rating
Providing services through measurement reports (such as number of athletes
and statistical analysis of the progress of a team or a sport or the value of  2.39 15.56
teams)

Contracting companies active in the field of construction of sports facilities

2.39 15.50
and structures
Specialized sports medicine service laboratories for elite athletes,
. : - 2.44 15.19
researchers, and doping detection laboratories
Tracks (running, cycling, motorcycling, motorsports, ...) 2.39 15.06
Conservatories, academies, and sports schools of the country 2.39 14.86

Clinics providing services and sports facilities to veterans and the disabled 2.39 14.75
Clinics providing services to hospitals and medical centers in the field of

R - 2.28 14.06
sports injuries and physiotherapy
NGOs active in the field of sport 2.28 13.86
Sports medicine clinics to provide public services 2.28 13.56
Administrative and legal sports associations (such as the Scientific 217 13.50
Association of Physical Education) ) )
Council and municipal officials and members of parliament 2.17 13.42
Companies that produce sports computer games 2.22 13.36
Beach games facilities 211 12.69
Companies providing sports services to the public, including the elderly,
- : 2.00 11.11
heart patients, and the like
Companies providing sports services in prisons and correctional facilities 1.94 11.06
Companies’ production and educational software in sports 1.89 10.72
Out-of-stadium sports tourist expenses (transportation, accommodation,
- o 1.89 10.44
food, entertainment, amenities)
Res_earch, development, and technology units of sports products and 1.89 10.28
equipment
Sports tourist expenses inside the stadium (concession, ticket, parking) 1.89 10.19
Companies providing sports psychology and sports counseling services to
1.83 9.86
athletes
Sports-related cultural affairs 1.78 9.47
Sports cooperatives company (directing entrepreneurial and employment-
; T 1.67 7.78
generating activities in sports)
Mean 243

The node matrix and the internal and external quadratic matrix were used to apply
appropriate strategies for simultaneous internal and external factors. The standard
deviation of internal factors, which is 0.49, the internal factors evaluation matrix (2.29),
and the standard deviation of the external factors' evaluation matrix is 0.35; The matrix
score evaluated for external factors (2.43). Thus, the formation of internal and external
evaluation matrices revealed that the Iranian sports industry is in a nine-house matrix in
house V, i.e., in a state of "maintenance or stability.” And in the quadratic matrix in
house 1V, that is, in the form of "dissolution and transfer,” choose "defensive" strategies.
Given this situation and because the Iranian sports industry is a different industry and
using the opportunities and strengths, it should continue to operate while stabilizing its
position to Include "growth and development™ patterns. On the other hand, relying on
existing opportunities and eliminating weaknesses should stop the threats ahead.
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Internal Factor Evaluation Matrix (IFE)
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5. Managerial implications

In the mass market penetration strategy, the main goal is a- to maximize the number of
people who test and accept the new product introduced. It is suggested that the Ministry
of Sports' esteemed officials in related matters increase their activities in public sports,
fans, and the like to the maximum. B- Maintaining the position of market share is
superior in the market. This section is also appropriate while eliminating the dormant
and less attractive cells of this collection and observing some system overhead areas'
transfer to the private sector, with the hope that the private sector can create a new boom
in these sectors with the Ministry of Sports' support and while developing employment.

6. Discussion and conclusion

Analysis of internal and external factors is a strategic planning stage that can provide
appropriate information to prepare the sports industry's strategic position. In the
following, the analysis of internal and external factors of this industry is discussed, and
then the proposed strategies are presented:

The organization's most desirable situation is its positive points, advantages, and
competencies to maximize opportunities, opportunities, and demands. Any organizations'
goal is to move from any position in the SWOT matrix to this state, i.e., SO strategies. If
organizations can identify their weaknesses and address them, they can even turn them
into strengths. This study aims to determine the position of the strategic plan by examining
the current situation of the Iranian sports industry. Strengths, weaknesses, opportunities,
and threats of the Iranian sports industry are identified. And using internal and external
factor evaluation matrices to "determine the strategic position of the Iranian sports
industry has been extracted. The suggestions and solutions have been provided to get out
of the current situation towards the desired condition to achieve the desired goals.

However, the most critical factors affecting the growth and development of the Iranian
sports industry are different from different researchers, the most important of which are
mentioned here: the presence of scientifically and practically experienced people in sports,
changing the culture of society, policy-making High-ranking state officials, the growth
and development of the society's economy, the globalization of sports, the influence of
sports media and press, the quantitative and qualitative change of sports equipment and
facilities, and the greater connection of sports with science (Aghaei Shahri & Azimzadeh,
2021; Aghaei Shahri et al., 2017; Aghaei Shahri et al., 2018; Bahrami et al., 2021; Memari
etal., 2021). Also, the factors affecting the growth and development of the sports industry
in other countries include creating reasonable monetary policies, creating, and
standardizing the sports market, strengthening market supervision, guiding companies to
work according to fair and reliable law, the right to renew Ownership of sports rights by
the government, expansion of the sports equipment industry and the tourism industry
(Saatchian et al., 2015; Shojaei et al., 2012; Vahdati et al., 2014).

The first stage of planning the Iranian sports industry's development is to review the
current situation and analyze its internal and external factors. Management is based on
that. The third stage is to express the mission, vision, and goals for developing its sports
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industry. The fourth stage is designing and formulating a strategic plan for developing
the Iranian sports industry. The last step is implementing the plan. According to the
statements of David (2014) in the strategic plan, the forces and opportunities ahead
should be used to minimize the weaknesses and threats (David, 2014). Since this study
showed that the Iranian sports industry is defensive, most selected strategies must be
"defensive strategies.” However, the Iranian sports industry can use WO, ST, WT or
ST, strategies depending on the existing conditions.

In addition to integration strategies, organizations focus and diversify activities to
pursue other strategies. These strategies include forming a partnership, reducing, selling
parts of the organization (divestiture), or liquidating (David, 2014). The overall goal of
a defensive strategy, which can also be called a "survival strategy," is to reduce system
weaknesses to mitigate threats. In the realm of managerial activities, an organization
that faces external threats and internal weaknesses deal with a dire situation, so it must
fight for its survival and find a way to defend itself (Aghaei et al., 2013; Shojaei et al.,
2012). According to David (2014), being a pioneer brings many potential competitive
advantages, including significant risks. Since the Ministry of Sports' current situation
and the need to follow defensive strategies, it is impossible to rely on observing the
strategies of leading companies for this industry, using the strategies of leading
companies (David, 2014). Therefore, marketing strategies based on conservation or
stability strategies and growth and development strategies include fortress or position
defense strategy, offensive or false attack strategy, counterattack strategy, market
development strategy, and a strategy of contraction or rapid retreat. Also, following the
following strategies based on partnership formation, reduction, sale of parts of the
organization and market penetration, market development and product development are
on the agenda, which include mass-market penetration, market penetration Special,
either temporary entry into a market or rapid withdrawal from it (Cai & Xiong, 2011,
August 6; Huang, 2011; Kamarulzaman et al., 2021).

The main goal of a specific market penetration strategy is to maximize the number
of people who test and accept the new product offered to the target segment. With the
development of professional leagues and all professional sports necessities, countless
products can be produced and provided in this field. In this way, many customers are
affected by the attention and activity in this sector. The boom in job creation and the
increasing private sector participation can also take the organization out of the current
situation. B- Maintaining the position of superior market share in the target sector.
Privatization will give the organization a prominent share in this sector and help this
sector develop employment and increase turnover. By respecting the sports
organization's priority in matters related to legislation and the like, maintaining the
share. Will guarantee superiority in the market. In the strategy of temporary entry into
the market or rapid withdrawal from it, the main goal is a- to compensate as soon as
possible the costs of development and commercialization of the new product. In this
section, observing the principles of entering the market in the introduction phase can
compensate for some opportunities lost in this area. Suppose some of the above
strategies are identified as risky. In that case, it is appropriate that the sports organization
officials consider the withdrawal. Perhaps one of the withdrawal strategies can be
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referred to as compliance with Article 44 of the Constitution and privatization (Memari
et al., 2021; Smith & Stewart, 2010; Zhang & Kim, 2018).

In addition to the above, adherence to relevant processes and focus on related
strategic tasks and goals are also considered in all three strategic areas.
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ABSTRACT

Purpose: The present study investigated the effect of experimental marketing
on brand equity and reputation in Tehran Municipality sports venues.
Methodology: The statistical population includes all users of sports facilities
in Tehran Municipality. According to the Morgan table, the statistical sample
was 384 customers selected by random clustering. This research tool included
Schmidt (2016) Experimental Marketing Questionnaire, Sarmad and Bazargan
Brand Value Questionnaire (2005), and Fembran et al. (2019) Brand Reputation
Questionnaire. Structural equation modeling test of Smart PLS statistical
software was used to analyze the data. According to the results, the path
coefficient for the experimental marketing relationship on the brand equity is
positive, and the T-value is more than 1.96. Therefore, practical marketing has a
significant effect on the brand equity of Tehran Municipality sports venues. Also,
the path coefficient for the experimental marketing relationship is positive on
reputation, and the T-value is more than 1.96.

Findings: As aresult, experimental retrieval can lead to the reputation of places
and increase their brand value. These factors indicate the need for more attention
of managers of sports venues using the current research model and practical use
of experimental marketing.

Originality: Finding helps predict customers' behavioral tendencies.
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1. Introduction

A brand can represent the position of a product or company in the market and allow
consumers to easily judge it and make the right choice (Alcafiz et al., 2010). One of the
essential characteristics of a brand is its value, which has a significant impact on creating
differentiation in the brand, improving brand performance, and gaining a competitive
advantage (Cifci et al., 2016). Brand equity is built for the organization by the brand
name. It is a multidimensional structure that includes attitudinal and behavioral aspects.
Various studies have shown that real value is not in the product or service but actual and
potential customers, and it is the brand that creates real value in the minds of customers
(Kotler & Pfoertsch, 2007). Corporate reputation has been around since the 1950s by
marketing researchers. However, the exact definition of reputation is not yet provided
by marketers.

In economic settings, reputation is defined as a reflection of a company's past
activities that affect the future performance of its stakeholders (Davies et al., 2003). In
strategic management, reputation is intangible, unimaginable, and unique and shapes
stakeholders' feelings towards a company. In marketing science, reputation describes
associates people attribute to a company that can attract customers, increase their
loyalty, and strongly influence the buying and selling process. Put. Researchers have
found that companies pay more attention to their company reputations (Mishina et al.,
2011). Some factors increase public awareness of companies' actions and their extensive
coverage. The companies' growing need for interest groups, increasing companies'
demand for word-of-mouth marketing, increasing the importance of consumers'
personal experience of a company's services and products has caused the importance of
reputation for companies to double compared to the past (Shamma, 2012). As one of
the largest municipal sports organizations in the country, Tehran Municipal Sports
Organization, due to its challenging and essential tasks and generating income from its
sports venues, is required to apply marketing concepts in activities. One of these
concepts is empirical marketing, which is very important to study. The human senses
focus on the company's marketing activities, emphasizing creating and delivering
sensory experiences. This allows the company to convey its values and brand identity
to the customer on a deeper individual level. Empirical marketing can be effective in a
person's ultimate shopping experience- an experience in which the five human senses
interact with the brand in a transcendent sensory experience. Experimental marketing is
not about the masses or a particular segment but the individual. That's why empirical
marketing deals with people personally and socially through conversation and
interaction. It is different from customer acquisition in mass marketing and customer
retention in relationship marketing (Ebrahimpour Azbari et al., 2015).

Schmidt defines empirical marketing as a customer after direct observation or
attending a special stimulus event. It feels that it motivates and creates specific thoughts
or consumer behavior (Garg et al., 2012). On the other hand, commercial marketing can
affect brand reputation (Ozdemir & Erdem, 2018). The Relationship between
Experimental Marketing and Company Reputation: A survey of Turkish operator
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companies found a positive and significant relationship between experimental
marketing and company reputation. Practical marketers consider consumers emotional
and rational individuals who seek to achieve enjoyable experiences. As a result,
managers are encouraged to change their insights and attitudes from emotional and
sensible decision-makers and develop this type among their employees. Empirical
marketing originates from those theoretical foundations in which the brand's experience,
whether goods or services, is considered with a holistic view (Seyed Javadin et al.,
2010). An essential part of the brand experience is formed when customers are exposed
to a company's mixed marketing strategy (Raisifar et al., 2013). To date, most empirical
research has focused on utility features and product category experience, not on the
experiences gained by brands. Experience the brand as the senses, emotions,
recognitions, and behavioral responses read by the associated brand motivator that is
part of a design and identity, packaging, communications, and brand environments; is
conceptualized (Brakus et al., 2009). The brand experience can be defined by the
consumer's perception at each moment of contact with that brand, whether the brand
images in an advertising project or during the first personal contact or the appropriate
quality level that the person feels received. The brand experience is created when the
consumer uses the brand; they Talks to others about the brand, seek out brand
information, promotions, events, and more (Brakus et al., 2009). Most managers do not
pay much attention to empirical marketing strategy because they consider customers
who only pay attention to price, quality, and the traditional 4p marketing mix. O our
pleasure and memory are the product (Hemmatyar & Saeidnia, 2016). Bagheri et al.
(2020) concluded in their research that designing meaningful experiences can be a new
approach for sporting event organizers to gain more market share. In general, the
experience can predict customers' behavioral tendencies.

2. Methodology

The study's statistical population: Ten sports Tehran venues were selected from the
north, south, east, west, and center of Tehran. A statistical sample was selected from the
customers of these venues. Three hundred eighty-four people are the maximum number
of statistical models in the Morgan table, which is considered due to the uncertainty of
the size of the statistical population. Data collection using general characteristics
questionnaires, the quality of services, sports brand advertisements, and the customer's
purchase decision have been made. According to Morgan's table, the statistical sample
was 384 randomly selected from the statistical population, and a research questionnaire
was distributed among them.
The questions included gender, education level, occupation, and age.

1-  Schmitt (1999) Experimental Marketing Questionnaire: In this questionnaire,
experimental marketing experiences are questioned, including five parts:
sensory experience, emotional experience, intellectual experience, and
interactive experience, which contains 12 items. Schmitt (1999) reported the
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reliability of this questionnaire as 0.87%. Taghshzadeh et al. (2015) also
reported the reliability of this questionnaire as 0.82 in a study.

2- Sarmad and Bazargan Brand Value Questionnaire (2005): In this study,
Sarmad and Bazargan brand equity questionnaire (2005), which has 21 items
and nine perceived quality components (questions 1 to 4), brand loyalty
component (questions 5 and 6), brand awareness component (questions) 7 and
8), brand association component (questions 9 and 10), functional value
component (questions 11, 12 and 13), social value component (questions 14
and 15), emotional value component (questions 16 and 17), component of
Feeling lost (questions 18 and 19), a component of the tendency to word of
mouth (questions 20 and 21), was used. Also, the answer to the questions is
from the Likert five-choice range. Sarmad and Bazargan (2005) reported the
reliability of this questionnaire as 0.91.

3- Brand Reputation Questionnaire: The questionnaire consists of 22 items
compiled by Fembran et al. (2019). This questionnaire has four dimensions of
tangible services (questions 1 to 5), credibility component (questions 6 to 10),
social capital component (questions 11 to 15), and organizational reputation
component (questions 16 to 22). How to answer questions is from the Likert
five-choice range. Fembran et al. (2019) reported the reliability of this
guestionnaire as 0.84. Cronbach's alpha was used to calculate the reliability of
the questionnaires by an appropriate method. The amount is reported in Table
1 below.

Table 1. Reliability was calculated in each of the questionnaires
and their components through Cronbach's alpha.

Reliability coefficient Type of questionnaires
%81 Experimental marketing
%86 Brand equity
%79 Brand reputation

The descriptive statistics section used frequency, frequency percentage, central
tendency indices (mean), and dispersion index (standard deviation). For the collected
questionnaire data to be normal or abnormal, skewness and elongation were calculated
using SPSS software version 24. A structural equation modeling test was used in data
analysis. The Smart PLS statistical software was used for this purpose.

3. Results

The demographic characteristics of the research groups are as follows:
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Table 2. Demographic characteristics.

Gender Marital status Sports history Age Job Education Variables
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Questions do not necessarily have exact predictions and consequences in the
constructive model. In contrast, in the case of the reflective model, the questions
certainly have the exact predictions and outcomes. A measurement model is part of a
general model that includes a variable with inquiries related to that variable. As shown
in the figure below, there are three measurement models related to the three research

variables in the research model.
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Figure 1. Fitted general model.

Factor loads are calculated by calculating the correlation value of the questions of
a variable with that structure. If this value is equal to or greater than 0.4, it confirms
the variance between the variables. Also, its questions are more significant than the
variance of the measurement error of that structure. And the reliability of that
measurement model is acceptable. The critical point here is that if the researcher, after
calculating the factor loads between the variable and its questions, encounters values
less than 0.4, he must correct that question or remove it from the research model. In
the research model, we examine the factor load coefficients of each of the questions
related to the three main variables:
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Table 3. Investigation of factor load coefficients of each question
related to the three main research variables.

Experimental marketing Brand equity Brand reputation

1. 0.564835

2. 0.523967

3. 0.842990

4. 0.872649

5. 0.794088

6. 0.668171

7. 0.788538

8. 0.571318

9. 0.658419

10. 0.683710

1L. 0.688619

12. 0.609975

13. 0.661829

14. 0.688003
15. 0.691185
16. 0.796631
17. 0.761063

The value of the criterion for the suitability of the factor load coefficients is 0.4. In
the table above, for all questions, the factor load coefficients of the questions are more
significant than 0.4, which indicates that this criterion is appropriate. If, after running
the model, we encounter questions with factor loads less than 0.4, we must delete that
guestion so that other criteria are not affected. Here the factor loads of any of the
guestions are not less than 0.4. As shown in Table 3 below, the value of these criteria,
i.e., Cronbach's alpha and the combined reliability of the variables in all three variables,
is higher than 0.7, indicating the model's appropriate reliability. In this research, the
reliability of the variables is at the desired level. The table below shows that the
combined reliability and Cronbach's alpha are appropriate for all four questionnaire
indicators. Since the reliability is confirmed, the hypotheses can be examined by
structural equations, and the result can be generalized to the whole society.

Table 4. Combined reliability and Cronbach's alpha of research variables.

Combined reliability Cronbach's alpha
Experimental marketing 0.862215 0.785651
Brand equity 0.839092 0.782148
Brand reputation 0.838273 0.785885

4.1. Convergent validity

The second criterion of examining measurement models is convergent validity, which
examines the correlation of each variable with its questions (indicators). The AVE
criterion represents the average variance of each variable with its inquiries. In simpler
terms, AVE indicates the degree of correlation with its questions that the higher the
correlation, the greater the fit. Table 4 below and the Fornell and Larker methods have
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introduced a suitable value for AVE of 0.4 and above. For all variables, the value of
AVE is greater than or equal to 0.4.

Table 5. Convergent validity study of research variables.

Variable Mean extraction variance
Experimental marketing 0.511330
Brand equity 0.611002
Brand reputation 0.475789

Given that the appropriate value for Cronbach's alpha is 0.7, composite reliability is
0.7, and AVE 0.4, and all criteria in the factor load measurement section are relevant,
the appropriateness of the reliability status and convergent validity of the research can
be confirmed.

4.2. Divergent validity

The third criterion is the fit of measurement models, which covers two issues:

In this method, the degree of correlation between the questions of one variable is
compared with that variable, and the degree of correlation between the guestions of one
variable and other variables is compared. Suppose it is found that the degree of correlation
between a question and variables other than the variable itself is more than the correlation
of that question with the relevant variable. In that case, the divergent validity of the model
under question is questioned. The following table is used for review:

The rows of this table belong to the questions, and its columns belong to the variables
of the research model. The values inside the table cells indicate the correlation between
the questions and the variables. The primary model in this research consists of 3
variables, each of which has several questions.

Table 6. Divergent validity.

Experimental marketing Brand equity Brand reputation
1. 0.744504 0.122021 0.112977
2. 0.811251 0.418858 0.683710
3. 0.743929 0.597778 0.688619
4. 0.864551 0.492969 0.609975
5. 0.043957 0.729519 0.661829
6. 0.392203 0.858442 0.688003
7. 0.300855 0.822526 0.610432
8. 0.389421 0.748673 0.500803
9. 0.351463 0.792861 0.486389
10. 0.052761 0.864706 0.086342
L. 0.290783 0.826821 0.558373
12. 0.572905 0.710170 0.245559
13. 0.290783 0.826821 0.558373
14. 0.130428 0.347986 0.819886
15. 0.178054 0.321238 0.892719
16. 0.221304 0.351534 0.716021

17. 0.129008 0.347359 0.828312




Bahrami et al. The Relationship between Service Quality, Physical Evidence ... I122

4.3. Significant coefficients t

To evaluate the fitness of the structural model of the research, several criteria are used.
The first and most basic of which are the significant coefficients t or the values of t-values.

The most basic criterion for measuring the relationship between variables in the
model (structural part) is the significant numbers t. If the value of these numbers exceeds
0.95, it indicates the correctness of the relationship between the variables and thus
confirms the research hypotheses at a confidence level of 1.96. Of course, it should be
noted that the numbers only show the correctness of the relationship, and the intensity
of the relationship between the variables cannot be measured by it.

3 Being tangiblc

& am— 2.35
A=
710
S ]
e I

Figure 2. Fitting the structural model of the coefficient of significance.
4. Managerial implications

Experimental retrieval can lead to the reputation of places and increase their brand
value. These factors show the need for more attention of managers of sports facilities in
Tehran Municipality using the current research model and practical use of experimental
marketing. It significantly affects the brand equity of sports facilities in Tehran
Municipality. The basis is proposed to create sports venues by holding sports festivals
for children and adolescents and holding family sports competitions and experimental
marketing in sports venues to increase their brand's brand value and provide new
customers. Furthermore, experimental marketing on the reputation of municipal sports
venues has a significant effect. Therefore, it is suggested that the managers of sports
venues, by communicating through social networks and creating a suggestion box in
sports venues, be aware of customers' opinions in improving the space and performance
of the complex.
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6. Discussion and conclusion

Experimental marketing helps customers interact emotionally with the brand, products,
and services, leading to smart decision-making and informed purchasing decisions. In
general, when customers use sports venue services, they are interested in re-attending the
sports venue and, as an advertiser, receiving the services received. Friends and
acquaintances redefine that this factor causes the growth and development of the brand
and can help grow the brand value of sports venues, so it is suggested that the managers
of sports venues, by increasing their awareness in the field of experimental marketing, can
develop the brand. Make your sports venue available. Experimental marketing has a
significant effect on the brand equity of sports venues. This result with the results of Al-
Hayari (2018); Ebrahimpour Azbari et al. (2015); Hosseinzadeh Shahri and Haddadi
(2017); Okanga (2018); Roozfarakh (2017) are all directions. Al-Hayari (2018) receiving
empirical marketing affects the brand equity of goods with high mental engagement.

There is a positive and significant relationship between brand equity and customer
loyalty. Roozfarakh (2017) found a significant effect in all aspects of experimental
marketing on the value experienced. There is also a meaningful relationship between
empirical marketing and satisfaction through experienced dealers. Hosseinzadeh Shahri
and Haddadi (2017) found that empirical marketing affects the customer's experiential
value Ebrahimpour Azbari et al. (2015) found that empirical marketing is effective in
customer attachment to, customer loyalty to the brand, and customer trust in the brand.
Customer commitment to the brand. Ozdemir and Erdem (2018) found a positive and
significant relationship between experimental marketing and company reputation.
Okanga (2018) helps to use the experiences and brand reconstruction of small and
medium enterprises found that using experimental marketing techniques can be the
brand of small companies and reconstruct and revive the medium. Today, organizations,
far from the features and benefits of traditional marketing, strive to create a customer
experience. Around the world, companies have found that consumer decisions are more
influenced by emotions than rational thinking.

Traditional marketing methods are inadequate today because they see customers as
rational decision-makers and focus on product application features, product benefits,
and quality (Akyildiz et al., 2013). In this regard, empirical marketing is one marketing
approach that creates interaction between customers, the marketing team, and products.
Of course, this approach is not based on traditional expectations and creates absolute
brand loyalty through customers to achieve the ultimate competitive advantage
(Reichheld & Schefter, 2000). The empirical marketing campaign demonstrates
complex and precise messages that traditional approaches cannot efficiently deliver by
demonstrating new features and benefits that the consumer can understand only through
experience. The live experience of the brand is usually performed in the form of a live
ceremony that allows the consumer to live, breathe and feel with the brand through
interactions and interactive sensory activities (Smilansky, 2017). Therefore, empirical
marketing helps customers communicate emotionally with the brand, products, and
services, leading to smart decisions and informed purchasing decisions. In general,
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when customers use sports venue services, they are interested in re-entering the sports
venue and, as an advertiser, receiving the services received. Friends and acquaintances
redefine that this factor promotes the growth and development of the brand. They can
help grow the brand value of sports venues. So, it is suggested that the managers of
sports venues increase brand awareness in experimental marketing, the possibility of
brand development. Make your sports venue available.

Experimental marketing has a significant effect on the reputation of sports facilities.
This result is consistent with the results of (Ebrahimpour Azbari et al., 2015; Keshtkar
Rajabi, 2016; Poursoltani Zarandi et al., 2018; Roozfarakh, 2017; Saeidnia & Goodarzi,
2013). Poursoltani Zarandi et al. (2018, May 16) found a significant relationship
between experimental marketing and customer satisfaction. Also, the experimental
marketing variable explains 26% of the variance changes in the satisfaction variable.
There is value experienced. There is also a significant relationship between empirical
marketing and satisfaction through experienced value, but the relationship between
experiential marketing on loyalty and mediated experience value is not possible alone.
But for meaningful communication along with practical value, customer satisfaction is
needed. Keshtkar Rajabi (2016) found that experimental marketing and its dimensions
(sensory experience, intellectual experience, communication experience, practical
experience, and emotional experience) affect consumer attention, as well as consumer
attention to his intention to buy.

Ebrahimpour Azbari et al. (2015) found that empirical marketing is effective in
customer attachment to the brand, customer loyalty to the brand, and customer trust in the
brand, and leads to customer commitment to the brand. Saeidnia and Goodarzi (2013)
found that empirical marketing factors, in addition to intellectual experience and practical
experience, positively affect emotion. In addition, emotion also affects satisfaction and
desirable behavioral tendencies. It has a positive effect, and satisfaction positively affects
hot behavioral tendencies. attitudes toward behavior, perceived behavioral control, and
mental norms had the highest priority, respectively (Dehghan & Peymanfar, 2021). In
general, having a good feeling and avoiding bad feelings is one of the main principles of
life. Emotional marketing causes a rethinking of the customer's feelings and emotions,
which creates an emotional experience from a weak positive to strong emotions such as
pride and joy (Schmitt, 1999) have reached a general satisfaction and, along with these
positive feelings, also experience positive emotions. In general, the reputation of a sports
venue is derived from the multiple uses of customers. By consecutive visits to a sports
venue and comparing the services received from this sports venue and other sports venues,
customers get a good mental image of this sports venue that offers good services. Through
experience, the various benefits of this place enhance their mental image of the sports
place, which causes the development of a positive feeling of the sports place in customers'
minds, making the sports place famous.

Therefore, the managers of sports venues should develop positive emotions in
customers by making it possible for customers to use various services and experimental
marketing strategies to make the sports venue famous. The results showed that the
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model of the role of experimental marketing on the brand equity and reputation of sports
facilities has a good fit. Considering the three values of 0.01, 0.25, and 0.36, which are
introduced as weak, medium, and strong values, and obtaining values greater than 0.36,
shows a strong overall fit of the model. This result is in line with the results of
researchers such as (Ebrahimpour Azbari et al., 2015; Keshtkar Rajabi, 2016;
Poursoltani Zarandi et al., 2018; Roozfarakh, 2017; Saeidnia & Goodarzi, 2013).
Because these researchers found that Empirical marketing has beneficial consequences
such as customer satisfaction, brand value enhancement, and the intention to reappear,
these researchers did not study sports environments but based on the present study
results. Sports venues can also benefit from experimental marketing. Use to achieve
their goals which are brand development and increasing customers. In sports venues,
experimental marketing can be beneficial in two ways: First, in experimental retrieval,
the individual uses the services and tangibly experiences them, realizes the quality of
the equipment, and may be interested in using them. And secondly that people who use
equipment and services, by recounting the experiences gained from the sports
environment, play a promotional role, and increase word of mouth about the sports
environment, which can pave the way for more people to attend.

Therefore, experimental retrieval can lead to the reputation of places and increase their
brand value. These factors show the need for more attention of managers of sports
facilities in Tehran Municipality using the current research model and practical use of
experimental marketing. The present study results in the first hypothesis showed that
experimental marketing significantly affects the brand equity of sports facilities in Tehran
Municipality. The basis is proposed to create sports venues by holding sports festivals for
children and adolescents and holding family sports competitions and experimental
marketing in sports venues to increase their brand's brand value and provide new
customers. The results showed that experimental marketing on the reputation of municipal
sports venues has a significant effect. Therefore, it is suggested that the managers of sports
venues, by communicating through social networks and creating a suggestion box in
sports venues, be aware of customers' opinions in improving the space and performance
of the complex. Improve them in the field of empirical marketing and improve the feelings
and perceptions of customers in the collection. Results of the present study the third
hypothesis showed that the model of the present study has a good fit, so it is recommended
to the managers of sports facilities in Tehran Municipality to use this model to improve
the performance of sports facilities. As a result, experimental retrieval can lead to a good
reputation of the facilities and increase their brand value. These factors show the need for
more attention of managers of sports facilities using the current research model and
practical use of experimental marketing.
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ABSTRACT
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1. Introduction

Today's Sport has been organized, mechanized, marketed, and administered as a
business (Charaf, 2016). Modern Sport is its ever-increasing commercial (Laurell &
Sdderman, 2018). Sport penetrates all spheres of life of people, from relations with the
state, creating a specific sphere for running a business (Savi¢ et al., 2018). The numbers,
frequency, and intensity of links between Sport and business have increased
considerably over 40 years (Slack, 2004). Therefore, Sport is recognized as a vital
component of a country's socio-economic growth (Mandal, 2020). It can play a
significant role as a promoter of social integration and economic development in various
geographic, cultural, and political contexts (Jaitman & Scartascini, 2017).

Some sports have achieved a global status (Dolles & S6derman, 2011). Football is
more than just a game (Norman et al., 2015) and is one of the most popular sports with
a great spectator base throughout the world (Dvorak et al., 2004). Football has been the
primary vehicle of passion for almost a century. But where there are passions and
crowds (Martin & Marquez, 2001). The attractiveness of football has grown
(Pouyandekia & Memari, 2020). Its economic, social, cultural, and even political effects
have led most countries to seek further benefits from developing the Sport in their
society (Pouyandekia & Memari, 2020; Zhang et al., 2018). Furthermore, participation
in World Cup competitions and acquiring a higher status among other countries brings
individual credits to governments and societies (Bennett et al., 2018).

The National Sport Governing Bodies (NGBs) are an essential element of Sport that
governs and administers sports nationally. NGBs have always gone about increasing
participation and accessibility within the Sport, establishing new, improved ideas to
overcome the hurdles within the industry. Overall, the role of NGBs in Sport is
fundamental in managing, improving, and developing the sports industry. They provide
the framework for change within the industry, establishing increased accessibility for
all widespread love for the Sport (Careers in Sport, 2019).

Most NSGBs worldwide pursue excellence and victories in international
competitions as the primary goal. In this regard, the NGBs needs to focus on (a)
identification and development of athletic talent, (b) provision of expert coaching and
scientific support, (c) organizing coaching and training camps, (d) conducting regional,
national, and international competitions, and (e) preparing the teams for international
competitions (Chelladurai & Zintz, 2015).

Talent Identification (TID) and Talent Development (TDE) programs are
ubiquitous features of contemporary Sport (Bailey, 2018). Most countries would like
to profit from the benefits of sports development in their society. So, one of the ways
of action is to invest in young people to discover and identify talented players,
growing and maintaining them, and ultimately turning them into professional players
(Pouyandekia & Memari, 2020, 2021). Developing essential skills at an early age, and
reaching this level of elitism, will make players more likely to attain high levels of
athletic performance. Thus, the professional life of players will be longer, and their
lifetime value (CLV) will increase and is an element to further developing the football
industry (Doostdari et al., 2015). Furthermore, although aimed at sporting
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performance, these programs impact physical health, education, and psychosocial
development within youth athletes (Rongen et al., 2018).

The football association has given professional and non-professional clubs different
tasks (Nesse et al., 2020) in the TID and TDE programs. These programs are a significant
task for governing bodies. The popularity of football among young people worldwide
(Fernandez-Rio & Méndez-Giménez, 2014) has caused youth football development to be
an essential aim of governing bodies in any country (Mrkonjic et al., 2016). Many clubs
and associations go to considerable lengths to operate organized (Gllich, 2014) and
invest substantial resources in TID and TDE programs (Till et al., 2010).

Following Germany's dismal performances at Euro 2000, the German Football
Association, the Deutscher FuBball-Bund (DFB), initiated a series of fundamental
changes to reconstruct German football from the bottom up. The focal point of
difference was youth development. With aging veterans and a lack of young talent to
replace them, the DFB devoted vast resources to identifying and developing homegrown
talent (Han, 2016). DFB aims to organize ambitious and entertaining projects on a local
and national level that examine football's social connections and impacts. It lays the
foundation for discussing the role of football in society and the impetus it can give to
values such as integration. The game's social, economic, and cultural facets are the main
focus because children and young people involved in football also learn about German
and international social history (Norman et al., 2015). The current dominance of
German football results from a massive overhaul in talent management that involved
institutional changes, tactical development and, structural reform (Han, 2016).

France is not alone in nurturing talented young footballers, and the country benefits
from a meticulously stratified youth development system (Williams, 2019). In French,
the French Football Federation (FFF) is the governing body that organizes, supervises,
and regulates the practice of grassroots and elite football; it finances and trains players
and coaches throughout the country. The FFF federates the clubs whose mission is the
training and practice of football (UK, 2021). In 1973, the French Professional Charter
came into force, obliging all professional clubs to establish youth academies. Today
there are 37 such academies in operation, catering for around 2,000 players aged
between 15 and 20. In addition, there are 22 pre-training centres -15 for boys, seven for
girls- that look after players aged 13 to 15 (Williams, 2019).

Furthermore, FFF also operates the famous Clairefontaine!, which is arguably
considered the finest football academy in the world (FFF Academy, 2021). So, the FFF
uses managers active in 21 regions to run programs and establish youth academies
mandatory for all first-level professional teams (Stahl, 2000). France now prizes
technical ability more than anything else for youth recruitment and youth coaching
(Williams, 2019). A large number of talented players have trained in this program. The
coaches selected some of them to play in the national team. They won the 2018 World
Cup (Long, 2018) and the 2021 Nations League final (Evans, 2021).

In England, the two most significant developments to junior-elite football (Reeves
& Roberts, 2018), included; (1) implementation of the Football Association (FA)’

1 Centre Technique National Fernand Sastre
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charter of quality (Wilkinson, 1997); and (2) the development of the Elite Player
Performance Plan (EPPP) (Premier League, 2011). In an attempt to cope with the
supposed barriers to the success of young players (Howie & Allison, 2015), the Premier
League Clubs, in cooperation with the FA and representatives of the Football league
(FL), founded the EPPP (Premier League, 2011) aimed at to promote a new youth
development system (Howie & Allison, 2015) and the modernization of the academy
system (Premier League, 2011). In this regard, the FA and clubs made enormous
investments in the construction and development of facilities, recruiting staff, and
facilities for young players (Lewis, 2007). A vital principle of the plan, which should
be lauded, is to ensure more playing and training time for home-grown talent and broker
relationships between clubs and local schools (Price, 2015). The FA selects players from
under-15 through to under-21, seven-year groups. The coaching pathway has been
established for decades and continues to evolve, yet the people responsible for
identifying players (Laurell & Soderman, 2018). So, FA executed various courses for
the promotion of coaches. Also, programs have been implemented in schools with the
aim of football development (Howie & Allison, 2015). The FA investment in smaller-
sized versions and recreational football formats allowed for further accessibility across
the sport (Careers in Sport, 2019; StreetGames, 2021). In 2012, Double Pass and the
Premier League worked together to optimize the English youth academies and,
ultimately, their players' potential (Double Pass, 2021). Furthermore, the operation of
clubs is overseen by Double Pass (Premier League et al., 2014). As a result of this
program, they achieved the championship in U-19 Euro 2017 and U-17 and U-20 World
Cups simultaneously (Long, 2018).

Therefore, despite the similarities in talent management methods and governing
bodies' actions in leading countries, some differences make us interested in studying
these processes in a developed country like Germany. A proper general understanding
of this program and the relationships can be more exciting and get more attention from
football managers in other countries. So, studying the TID and TDE programs and the
governing bodies' actions can provide valuable insight for other countries as to how they
structure their talents pathway (Bennett et al., 2018). Therefore, the researchers' aims
are mainly: What is the DFB and DFL's role in the TID and TDE programs? What is
the overview of the DFB and DFL's role and their collaboration with other sectors in
the TID and TDE programs?

2. Methodology

The particular meta-synthesis process we developed is based on (Sandelowski &
Barroso, 2007). Following the process outlined by Sandelowski and Barroso, the steps
taken to collect and analyze the data were followed as these phases:

3.1. Inclusion and exclusion criteria

The authors created a search strategy that combined terms related to the study topic
(Finfgeld-Connett, 2018). They included 'DFB Elite and Development Program’,
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'‘German TID and TDE Program', '‘German TID and TP Program', '1998 World Cup and
2000 Euro', 'DFB', 'DFL', 'Coaches’, 'Coordinators', 'DFBnet’, 'DFB Regional Bases',
'Performance Centres', "Youth Academies', 'Football Schools', 'Elite 'Football Schools',
'Regional/State Association', 'Double Pass'. The terms were searched in the Web of
Science database, Science Direct, Google Scholar, and Google.

Figure 1 presents the process of identification and selection of the relevant records
for the meta-synthesis. In June 2020, we identified 1124 documents. All (association,
governing bodies, TID and TDE program, talent, development) TID-related documents
on the Sport were reviewed first. Those that were not relevant to football were removed.
Following the initial screening and selection procedure, 686 documents were retained.
The 585 screened documents about German TID and TDE program were investigated
in the second stage. Any documents that did not match the research purpose were
discarded. Therefore, 53 records were included in the synthesis and analysis.

[ Search Protocol j

1124 Records identified through
databases searching

[Identification J

»| Recordsexcluded
(n=438)

686 Records after duplicates removed

l

Records screened
(n=686)

l

585 Full-text documents assessed for 101 Full-text documents
eligibility excluded

v

Documents included
(n=53)

[Included ] [Eligibility ] [Screening

Figurel. Meta-synthesis review flow chart of the study (Moher et al., 2009).

3.2. Data extraction and synthesis

At this stage, coded the documents via a three-stage analyses process comprising open
codes, selected codes (concepts), and theoretical codes (categories) based on the
grounded theory method (Corbin & Strauss, 2008). Each document was first assigned a
number before inductive line-by-line coding was undertaken. For all the information in
each document, one code was used. The next stage identifies concepts as semantically
different or similar, and the codes split or merged. The codes were further refined and
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grouped according to conceptual similarities to produce defined concepts before similar
codes were grouped into categories.

3.3. Validity

The validity mechanism includes (a) the maintenance of an audit trail, (b) ongoing
negotiation of consensual validity, and (c) expert peer review (Sandelowski, 1998). A
key mechanism for maximizing theoretical and pragmatic validity is expert peer review.
The procedures and outcomes are continually scrutinized and critiqued by persons with
the requisite research expertise (Sandelowski & Barroso, 2007). For control of the
extracted codes' descriptive validity and to confirm our proposed model, it was reviewed
by three experts.

4. Results
4.1. What is the DFB and DFL's role in the TID and TDE program?
4.1.1. DFB and DFL' actions from 2001- to now

The rise of German football is in the professionalization of the DFB and the German
Football League (DFL) under the coordinated management of the realization (Lu, 2017).
The turnover point was poor results in 1998 WC in France and 2000 Euro Championship
(Alagic, 2017). Immediately following the national team's disappointing performance,
a DFB task force started to look into how the national team could be helped (Hesse,
2016; Malone, 2014). Investigating the reasons for the failure and the main factors
behind the defeat of the German national team, deficiency of highly skilled young
players (Han, 2016), and shortcomings in the youth development system were
determined (Hesse, 2016). Within the DFB, though, was a stark realization that
wealthier Bundesliga clubs were relying increasingly on imports, and relatively little
work was being done to develop homegrown talent (Malone, 2014). So, DFB, the
Bundesliga and, the clubs decided that developing more technically proficient
homegrown players would be in everyone's best interests (James, 2013). Working
together, the DFB and Bundesliga set out on a cultural overhaul of German football
(Rose, 2016), which led to comprehensively renewed youth football (James, 2013).

Before Germans' football reform began, the DFB travelled the world searching for
the best approaches to restore the team. During the process, they discovered successful
foreign management tactics and incorporated them into the existing German blueprint
(Han, 2016). The DFB undertook painstakingly thorough research to detect ways to
develop better players and coaches. They sought to produce a generation of great players
and learned from the experiences of countries like Spain, the Netherlands and, France
(Ermisvfland, 2014).

Reforming the club's operations and entry authorization is the first and most
important actions for football development. The other items are improving the
professional league team's entry license system, strengthening the professional club
youth team training, and audit club finance. Also, to ensure that each team in the league
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has enough mobility capital to maintain the operation and build a training center to
ensure the continuation of the reserve talent team, standard football rules and
regulations, improve the legal construction are the other actions (Lu, 2017).

German football is now reaping rich dividends from investment initiatives
undertaken since 2000 to improve the quality of its coaches and young players
(Ermisvfland, 2014). In 2001, DFB and the DFL began a program known as "DFB
Talent and Elite Development” (Giillich, 2014). At that time, the DFB started a
significant and sustained investment program to improve its footballing infrastructure
radically. The DFB's master plan transforms Germany's youth development system
(Ermisvfland, 2014). The DFB's program was helped by a change in Germany's
nationality law in January 2000, which enabled foreigners to become German citizens
(Niemann & Brand, 2008).

The philosophy of DFB has included international trends, strengths of German
football; club football; development of talent; national teams, and coaching education
(Tschan, 2008). Main DFB actions it was necessary to have been done talent
identification; talent development; academy certification; competition structure;
coaching development; certificate of academies, and modifying the league's competitive
structure (Chesler, 2013). DFB's strategy was the setup of a modular & holistic talent &
elite development system: systematic support of basic facilities; youth academies;
network elementary/ high schools; age-appropriate practice-oriented competitions;
national teams; investments; commitment licensing certification evaluation; staff
organization DFB and DFL state associations; infrastructure, and, education coaches'
player's experts (DFB, 2015).

The DFB and DFL' actions and creation of the necessary infrastructure for the
development of football after the run of TID and TDE programs respectively as follows:

4.1.2. DFB regional bases

In 2001, DFB built 366 regional bases (Stober, 2017), serving 50-70 clubs each
(Lindberg, 2015). Three hundred sixty-six regional coaching bases where 1,300
professional, full-time coaches teach youngsters the basics of the modern game (Hesse,
2016), and it usually serves around 14,000 players between ages 11-15. Every year
600,000 youth players are scouted at these bases (Lindberg, 2015). The DFB made
scouting better because small clubs could send players to official association trials. After
scouting, the boys could also get an extra training session once a week in these bases
players selected who participate in regular training sessions (Abraham, 2018).

4.1.3. The 50+1% rule

In 2001, the introduction of the "50+1%" rule, which requires Bundesliga clubs to be
owned by their members (Bauers et al., 2020; Wilkesmann & Blutner, 2002), Rule
meant that clubs could not be more than 49% owned by a single entity, has helped to
promote homegrown talent (Hesse, 2016). In the absence of foreign benefactors, it
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makes financial sense and appeals to the supporters in control to give young German
players an opportunity (James, 2013).

4.1.4. Financial investment

German football is now reaping rich dividends from investment initiatives undertaken
since 2000 to improve the quality of its coaches and young players. In 2002, the DFB
and the professional clubs spent an annual €48 million on this system. The Germans
also realized that finding talent wasn't enough (Hesse, 2016). Since the launch of the
performance center system, clubs and the DFB invested more than 700 million euros
(Schmitt, 2015).

In the 2001-2002 season, on average, more than 65 million Euros per year are
invested in youth performance centers (Schmidt & Stegmann, 2016). Therefore, a large
part of the DFB's budget goes into elite and talent promotion, amateur football, and
social and socio-political projects. For example, in 2010-2012, some €95 million have
spent supporting 26 regional and subregional FAs in addition to a host of DFB projects.
Financial support is also provided to the association's various foundations and its
sustainability program. So, all of the approximately €5 million generated by the national
team's biennial benefit match is used to help the DFB and DFL foundations (Norman et
al., 2015). In 2013 some €22 million were budgeted for junior teams and talent
promotion via elite schools (DJW, 2011), the 366 DFB regional bases across the
country, and the "DFB-Mobil" scheme. Another significant outgoing is the DFB's
extensive project work, primarily social and socio-political (Norman et al., 2015). In
2013-2014 alone, the 18 clubs invested €90 million in their youth, whereas the
Bundesliga 2 supported 30 million (Schmitt, 2015).

4.1.5. Reforming coaching system

Germany did very poorly in the 2000 Euro Championships (Simon, 2015). DFB
identified the technical level as one cause and a system that values coaches and nurtures
indigenous talent (Alagic, 2017). Therefore, managers needed to reform and specialize
in the coaching system. Then, the collaboration between coaches and TID and TED
program was revised.

Each DFB regional is based on DFB coaches providing continuing professional
development for clubs in their region (DJW, 2011). So, every player has access to the
best coaching (Weiss, 2013), and, unlike in their clubs, the DFB regional bases' coaches
have enough time to address every individual's needs (Abraham, 2018; Simon, 2015).

In the youth performance centers, the younger players (U13 and U15) train four to
six times a week; the older players (U17 and U19) train six to eight times a week. The
skills offensive continues with the coaches. Of the 650 coaches total, 271 coach full-
time. Of these, far more than 50% hold at least a national B license (Schmidt &
Stegmann, 2016).
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4.1.6. DFBnet

In 2002, the DFB established the basis for the software-supported football organization
with its subsidiary DFB-Medien (DFB, 2013). Its DFBnet platform supports all
administrative and executive club functions and facilitates the exchange of information
between clubs and associations or officials (DFB, 2016).

4.1.7. DFB coordinators

DFB has hired 29 full-time base coordinators for the organization of this project in 2001
and 2002. They work closely with the regional associations to ensure a smooth operation
and communication towards unified training and playing philosophies. Thus, the base
coordinators assume a central role in the youth development concept (Alagic, 2017).

4.1.8. Youth academies

To ensure that gifted youngster’s amount to something in the future, the Academies
Committee, formed in 2001, is likewise working constantly on opportunities for
improving and expanding the foundations for working with young talents. Ten years
later, the German promotion of its youth and elite talent is recognized throughout
Europe (Bender et al., 2011).

4.1.9. Performance centers

In 2001 and 2002, as the extended TID and TDE programs were devised and launched,
the DFB and DFL added a new rule to these regulations (Hesse, 2016). So, every
professional club (Bundesliga and Bundesliga2) to build or maintain a performance
center and had to nurture young talent (James, 2013) as a pre-requisite for granting a
license to play in the top professional divisions (Schmitt, 2015). The DFB regulated the
quality of these academies (Ermisvfland, 2014).

4.1.10. U17 and U19 Bundesliga

For children and players who participate in TID and TDE programs, training in the best
training centers and benefiting from the best facilities, it is necessary to constantly
participate in various competitions related to their age groups. So, the founding of the
Junior Bundesliga was pioneering for the DFB because it was the first time that the
association had run a youth league (Norman et al., 2015). In 2003-2004, the DFB
introduced a nationwide U19 Bundesliga split into three geographical tranches (Alagic,
2017). The assessment of the U19 Bundesliga was so positive that the U17 Bundesliga
was launched for the start of the 2007-2008 season (Honigstein, 2015), also divided into
three divisions, each containing 14 teams. This approach aimed to guarantee the long-
term intensive development of talent and offer young players an excellent opportunity
to establish their careers (Norman et al., 2015).
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4.1.11. Double Pass

In 2005, to ensure German clubs' future success, the DFB and DFL began to employ the
performance management system 'Foot Pass' to evaluate and certify the Bundesliga
clubs and their academies (Van Hoecke et al., 2008; Van Hoecke et al., 2009). In 2007
and 2008, the academies certification by Double PASS evaluated everything from the
clubs' playing fields and facilities, to staff members, via the club's philosophy, principles
and, education concepts for young players (Price, 2015).

4.1.12. Elite football schools

In 2006, DFB, in cooperation with local schools and clubs, had set up 39 elite football
schools, which can fall back on a network of schools, elite sports centers, and clubs
(Englisch et al., 2016). All talents receive comprehensive assistance to promote a
parallel career in Sport and school (DFB, 2015). For instance, additional sport training
units, help with homework, out-of-class tutoring, and flexible exam dates. A wide-
ranging certification system ensures the quality of education and training in elite schools
(Englisch et al., 2014). For performance centers, collaborating with schools is essential
for optimal talent development. The all-day school significantly limits afternoon
practice time. Elite football schools have training units in the mornings and provide
students who miss school due to select training courses flexible opportunities to make
up missed work (Schmidt & Stegmann, 2016).

4.1.13. Mini pitches or Soccer Fields

One of the ways to develop football is to build hardware facilities, including the
construction of football fields. Because large sports stadiums are costly, small pitches
in various dimensions expand football in developed countries. So, DFB was designed
to encourage active participation and instill a long-lasting love of the game; the 1000
Mini Soccer Pitches also sought to strengthen collaboration between schools and
clubs. Promoting girls' soccer and improving the integration of children with a
migratory background are further aims of the 1000 Mini Soccer Pitches project
(SoccerGround, 2020).

After the 2006 World Cup, they were built over 1,000 mini pitches (Gagnon, 2014;
UEFA, 2011). Mini pitches constructed by the DFB and subregional football
associations also ensure that children join football clubs. For many, this is where they
first meet the football. In addition to maintaining a sustained enthusiasm for football,
the DFB uses the mini-pitches to pursue other essential objectives on an ongoing basis:
the expansion of football infrastructure in schools, the promotion of cooperation
between schools and clubs (Norman et al., 2015), the rise of integration of children with
a migratory background (ESTO, 2017), incentives for subsequent investment by local
authorities and district councils, the promotion of girls' football (Norman et al., 2015)
and the promotion of general physical education among children and young people
(Soccer Ground, n.d.).
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4.1.14. Local player rule

In 2006 and 2007, the DFB also instituted a local player rule, which stated that a
minimum of eight players must be educated locally in pro-team. The club must have a
minimum of four, and the rest can be from any club within the DFB. This Rule improved
the youth program within the German leagues' focus on young and skilled players and
less on buying non-German players to complete your squad (Schmitt, 2015).

4.1.15. DFB and DFL' actions in 2009-2016

At the start of the 2009-2010 season, the educational care of junior national players has
been optimized concerning international matches and training camps. Thanks to the
appointment of a school coordinator and two teachers, it has been ensured that junior
national players receive a systematic, rational and, professional school education during
each training camp or a break for international matches. In addition, DFB, jointly with
DFL and VdV ! implements numerous "FIT FOR JOB" schooling events in the
Bundesliga's elite youth training centers and at DFB's scouting tournaments and coach
conventions (Englisch et al., 2016).

In the 2014-2015 season, statutes have been changed in cooperation with DFL to
oblige clubs to appoint full-time pedagogical staff in the elite sports centers. The main
objective is individual career planning and career monitoring for young elite players. In
addition, female elite players are given access to DOSB's Olympic Support Centres
(Englisch et al., 2014).

In the 2015-2016 season, DFB and DFL, jointly with an independent partner,
launched a support project in the form of an audit/certification on the "accommodation
of junior players” in all training centers. In the framework of quality assurance and
process optimization, the aim is to define minimum standards for the accommodation
and care of players in training centers (Englisch et al., 2016).

4.2. What is the overview of the DFB and DFL's role and their actions in the TID and
TDE program?

In Figure 2, we present the collaborations between the actors, in other words. The
suggested model divides into several parts. It shows the DFB and DFL actions in
developing talent programs from the beginning until now. The model summarized more
details and explanations about the DFB and DFL's role in the TID and TED program.
For brevity, we will not explain the collaboration in this model. The colorful model with
its guide is probably illustrative enough.

L German Association of contracted football players: Vereinigung der Vertragsfussballspieler e. V. (VDV)
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5. Managerial implications

The development and growth of a sport cannot be expected to be the sole responsibility
of the National Federation and the League of Nations. Instead, the cooperation of regional
and provincial councils, football clubs, and elite schools can be promising for
development. However, infrastructure development and binding national laws, including
immigration laws and funding, are essential. Also, reviewing the coaches, referees, and
competitions for national, extensive, and purposeful competitions is necessary for
developing sports. Also, governing bodies' supervisory and cooperative roles and
reviewing and redefining processes are other issues that can be considered. Therefore,
creating a national determination, providing financial resources, and developing
knowledge, managerial and technical skills are undeniable necessities in this field.

6. Discussion and conclusion

Many countries in the world aspire to progress. The position of the sports industry is
different in each society. But football has been able to take an effective weight from the
sports industry of the communities. As many as 20 English Premier League teams
account for half of the annual turnover of the English sports industry (Deloitte, 2021).
Therefore, managers, social and cultural officials, and investors in countries long for
football development. But how? The publicity and attractiveness of football, along with
its working capital, arouses managers to think about how it could develop its? But are
the football federation and the league organization capable enough in this way? What
are the factors, roles, and relationships in this, and what resources can be invested?
Because in many developing countries, the lack of sources always leads to a lack of
attention to strategic plans, managers have been forced to manage things most cheaply.
DFB's strategy was the setup of a modular & holistic talent & elite development system
(DFB, 2015). They used DFB regional bases to make scouting better. Because small
clubs could send players to official association trials (Alagic, 2017; Grossmann et al.,
2015; James, 2013; Kim, 2015).

German managers reformed and specialized the coaching system (Bender et al.,
2011). Then, the collaboration between coaches and TID and TED program was revised.
DFBnet was the other way to provide an excellent and functional database to manage
this system (DFB, 2016). They used the executive information system for players,
coaches, referees, and every active member in the TID program. Several coordinators
around the country have missioned to create intercorrelations between subdivisions of
this system. They have a significant role in running the TID system from clubs to
regional bases, leagues, and every factor that plays a valuable role in this system
(Alagic, 2017).

Besides the performance centers, youth academies are constantly working on
opportunities for improving and expanding the foundations for working with young
talents. Performance centers have reinforced the youth academies' role in the TID
program. Without the U17 and U19 Bundesliga league, each work during the program
would be fruitless. It is a fact that holding league matches in different categories will
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cost the federation and the community a lot. But its benefits and fruits for society and
the scope of football are innumerable. Developing national competitions up to 14
leagues is a significant step and a critical point in developing a talent program that the
Germans have managed well. But without a corporate to help the federation monitor the
performance of clubs and academies and improve their rankings, all efforts will be in
vain. In cooperation with the Double pass, the Germans have shown acceptable
performance in this area.

Elite football schools and mini-pitches are the other actions that have an essential
role in the success of the TID program. Without providing widespread playgrounds,
coaches, and scouts besides the elite schools, how DFB could be a success?

But football, with its many variables, football cannot be considered a compelling
economic and social engine without colossal investment and, most importantly, the
national determination of the officials and the people of the countries. Therefore, the
federations must plan to develop the infrastructure and attract the attention of
governments and investment, acquire the knowledge and skills of cooperation of
institutions, and create a macro-management program to build football and talent
acquisition and talent development. Financial support is also provided to the
association's various foundations and sustainability programs (Schmitt, 2015). Also, the
pivotal role of clubs as the center of gravity of sports development in any country seems
undeniable. But to what extent do the countries' laws help in club administration, and
do they create obstacles? Can clubs grow and prosper to the extent that they can
contribute to the growth and development of football in the federation and the league
organization?

As shown by Figure 2, many close collaborations should be done that need
monitoring and leading by DFB. The authors congratulate them for this excellent project
management and huge founding that investing and expending for the program. Many
sociological and cultural results besides the football development and financial benefits
are appreciated, and we hope other countries who wish to develop their sports can use
these experiences.
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ABSTRACT

Purpose: This study aimed to identify and analyze the obstacles of Islamic
management in sports venues using the three-pronged model.

Methodology: The research method was the descriptive survey. The sample
consisted of 298 athletes and students of physical education. The research tool was a
constructed researcher-made questionnaire with 44 questions; also, the reliability of
the questionnaire based on Cronbach's alpha was about 0.95. The results showed that
the highest average rank is related to “cultural and social gaps for implementing
Islamic management models in sports venues" (10/55). The lowest average was
“conflict and contradiction like some sports with the principles of the religion of
Islam" (7/25).

Findings: The results related to structural barriers showed the highest average
ranking related to “lack of facilities, places and sports spaces for women" (9.58). And
the least was the "lack of serious and coherent determination and decision of senior
managers in dealing with the Islamic management of sports venues" (6/30). The
ranking of items related to behavioral barriers showed the highest and lowest mean
rank related to “Formation of corruption gangs due to the existence of money and
many facilities in professional sports" (8/35). And "some sports became infected with
categories such as betting, gambling, etc." (6/16), regarding the originality and
initiative of the research and according to the discussion and conclusion of this
research, in management based on the Islamic value system. Physical education is an
educational process involving the acquisition and processing of developmental motor
skills and maintaining physical fitness for health, acquiring scientific knowledge
about physical activity and practice, and developing a positive perception and
mentality of physical activity to improve human performance and performance.
Originality: This article focuses on the Islamic criteria in sports venues and fitness
clubs to encourage Muslim people to participate in sports. Few previous studies have
focused on Islamic standards in a sports venue.
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1. Introduction

Management is one of the factors that can lead the organization or society to its desired
goals. Also, management is a science that manages community affairs; And Islam is a
religion that shows man the best way to live. They have a common field of action in
many areas. This commonality varies among experts (Hajivand et al., 2019). Also, the
applications of Islamic management in the body of Islamic society are among the
essential and significant issues due to its inevitable role in achieving a methodical model
that can provide the goals and expectations of the religious community, has been
considered by researchers and thinkers; Especially today, the existence of religious
tendencies in world societies and the influential and undeniable presence of religion is
developing rapidly (Behroozi Lak & Haji Sayari, 2013). If the development of society
and the country should be following the Islamic system. On the other hand, management
has a crucial role in development; social, economic, political, cultural, and sports
development in the Islamic Republic of Iran necessarily requires appropriate Islamic
management (Hajivand et al., 2019).

In the third millennium, sports and recreation have an important place in society that
all governments promote among their citizens. They also make large-scale plans to
create and develop sports venues accordingly (Hosseini et al., 2019). At present, sports
are essential in Islamic management. Islamic management provides human excellence
and prosperity (Sargazi, 2015).

What distinguishes Islamic management from non-Islamic management is the
direction of goals. The primary mission is within Islamic rules and closeness to God. In
non-Islamic management, there are few obligations to enforce divine laws. In an Islamic
government, all existing systems and organizations of society, given the advancement of
science and technology to the best of their ability to produce goods and services to elevate
needs and services, human beings are employed within the framework of Islamic law
(Ghane et al., 2019). Sports management is a science that arises from interactions between
management, Political science, economics, sociology, psychology, and the like. This
science's theories and texts have been formed to guide sports organizations towards goals
(Ghasemi et al., 2016). The importance and position of sports management in sports is
becoming clearer day by day. This importance has created special needs for national and
international sports organizations. One of the essential needs of a leading sports
organization is core knowledge and emphasis on discovering and training specialized
sports managers. To solve many of the existing problems of the country's sports, multiple
managers and Islam-oriented must also be introduced. Raising executive managers'
professional and Islamic knowledge received more attention and emphasis (Ghasemi et
al., 2016). One of the essential aspects of sports management is facilities management.
According to Bahrololoum (2007), although the places have changed significantly over
the years, it is interesting that the management and the type of tasks have remained
somewhat constant (Bahrololoum, 2007).

The general process of managing sports facilities, facilities, and equipment includes
several steps, which are: review phase, construction, site management, and review in
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the review phase of preliminary studies, the various stages of project development and
investment decisions are reviewed (Jalali Farahani, 2021). Some of the issues and
considerations that are still present today after many centuries in the discussion of place
management there are: controlling large populations of moving people, managing
people and rebellious and violent populations, flexibility in managing multipurpose
locations, providing security and protection for important people, control of all kinds of
petty crimes caused by large crowds, keeping places clean and usable, guiding
investment policies appropriate for public places (Bahrololoum, 2007). But some of the
concerns that exist today are new approaches and include providing favorable
conditions for the press. They have interview rooms and press rooms with Internet
access; installation of TV camera platforms and cable TV communications, selling
advertising space and naming rights, providing training rooms for athletes, air
conditioning systems, observance of legal issues related to the environment, use, access,
and other legal matters. Therefore, we seek to combine the concepts of Islamic
management in the management of sports venues to produce new knowledge. And as a
result, we will strengthen and efficiently manage the sports facilities in the Islamic
Republic of Iran (Bahrololoum, 2007).

The interdisciplinary approach focuses on many disciplines, especially physical

education and sports science. The multidisciplinary concept is presented in two ways in
reference sources, first, as a word under the idea of interdisciplinary umbrella and as a
special kind of cooperation of disciplines. Second, as an independent term and an
alternative that can address the shortcomings and challenges of disciplinary and
interdisciplinary approaches (Nicolescu, 2010).
Therefore, Ripsas (1998) believes in understanding sports management knowledge in
interdisciplinary research (Ripsas, 1998). Pohl (2011) also considered the movement of
sports management towards multidisciplinary research, which shows a comprehensive
approach to sports management (Pohl, 2011). Given all this research and theories that
emphasize the need for sports management over other disciplines, the obstacles of
Islamic management in the management of sports venues were identified.

Also, according to the definition of the management of sports venues, the manager
of sports venues deals more with humans and their psychological control, etc., than any
other manager. Because athletes are considered role models in different societies, some
even imitate how they dress and move. Therefore, if the managers of sports clubs put
basic measures on their schedule, they can play an essential role in developing moral
virtues in athletes. Also, other club members because sport must be accompanied by
moral values, principles of chivalry, forgiveness, self-sacrifice, which are all criteria of
Islamic management (Savari nikou & Asefi, 2019). For example, managers can be
appointed by an expert or ethics inspector (Vrolijk & Van Der Vlist, 2010), employing
ethical human resources (Hassanpour et al., 2017), enforcement of punitive and
incentive policies (Kaptein, 2008), development and implementation of moral codes or
ethical charters (Popoola et al., 2017).

Furthermore, establishing ethical monitoring and evaluation devices (Lee et al., 2018),
accurate and comprehensive moral selection of human resources and explicit
communication of rules and regulations of behavior to athletes (Kaptein, 2009),
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Implementing Ethical Policies (Lee et al., 2018), Forming an Ethics Management
Committee or Council (Lloyd & Mey, 2010) and develop ethics in sports. Also, many
people who go to sports complexes and sporting events seek to drain their negative
energies. According to the results of Khosravizadeh et al. (2009) in every sport she faces
(Khosravizadeh et al., 2009). Based on many reasons, the management of sports venues
is highly complex in many ways. Sports venue management requires knowledge of
different management fields, including Islamic management. Research shows attention to
spirituality and human moral principles have been welcomed as tools to achieve
organizational goals today. Also, according to Abuznaid (2006), religion has a significant
effect on human behavior, social interactions, and social relations (Abuznaid, 2006). All
of this indicates that the world's thinkers are turning to religious and spiritual approaches;
this shows the importance and position of Islamic management among the management
styles of the world. On the other hand, proper management of a sports complex requires
concepts such as justice, planning, having long-term goals, etc. According to the research,
there are signs of a lack of comprehensive programs in administering sports complexes of
the Islamic Republic of Iran (Khosravizadeh et al., 2009).

The National Olympic Committee of Iran has no program to support elite athletes
and coaches. It lacks a proper selection system to maintain and promote the elite sports
coaches of the country. This is while the necessity of adequate planning for an event is
emphasized from a religious point of view. Since in Islamic management, the goal is to
lead man to the service of God, all planning will end there. Another important goal
during this goal in Islamic management is to rise to installments and justice, which will
not be possible without comprehensive and accurate planning at the individual, social
and religion-based levels (Etratdoost, 2011). Also, according to the studies of
researchers in Islamic management, forty years after the victory of the Islamic
Revolution, the vacuum of the existence of organizations managed in an entirely Islamic
way is felt. Applying Islamic management in the body of Islamic society is among the
critical and significant issues. Due to its inevitable role in achieving a purposeful model
that can meet the goals and expectations of the religious community, has been
considered by researchers and thinkers; Especially today, the existence of religious
tendencies in world societies and the influential and undeniable presence of religion, is
developing rapidly (Behroozi Lak & Haji Sayari, 2013).

2. Methodology

The present study was conducted by the descriptive-survey method. Its overall purpose
was to analyze the barriers to Islamic management in sports venues. The statistical
population of this study included all students of physical education and athletes using
sports facilities (with a history of more than three years) in Tehran. In this study, using
Ahranjani's three-pronged model, work was done on three main categories of obstacles.
The triangular model has three dimensions: structural, ground, and behavioral. The
reason for naming the model is that the relationship between structural, behavioral, and
contextual factors is somehow. There are three branches: distinguishing and
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distinguishing these three aspects is purely theoretical to analyze and understand the
concepts of phenomena.

1. Structural factors include all elements, characteristics, and physical and human
conditions in the organization. Therefore, all material, financial, information, and
technical resources that flow in a specific composition in the overall body of the
organization are part of the structural branch.

2. Underlying factors include conditions and environmental factors are outside the
organization that surrounds the organization's environment. They interact with
the organization and are out of the organization's control. Every system or
organization in its special place is always in environmental action and reaction
with environmental systems. Hence, all the causes and factors that enable the
organization's establishment, regulation, and timely and appropriate response to
other methods are called context or environment.

3. Behavioral factors include human elements and relationships in the organization
that connect behavioral norms, informal communication, and particular patterns
and constitute the organization's main content. These content factors are
considered dynamic and lively organizational, and many factors and variables
directly related to manpower are included in this category. Structural and
behavioral elements are intra-organizational and confined to the boundaries of
the organizational system (Mirzaei Ahranjani & Sarlak, 2005).

According to the characteristics of the statistical community, its number, especially
in the field of athletes, is not measurable and is evaluated as unlimited. Due to the
infinity of the statistical population, the number of samples was estimated to be 350,
considering the percentage of sample loss. And in the form of available sampling from
among those who collaborated with the researcher, 310 collected questionnaires; After
distributing and collecting the questionnaires and separating the incomplete and
distorted questionnaires, statistical analysis was performed on 298 questionnaires.

The measurement tool of this research was a researcher-made questionnaire. Based
on the research objectives and experiences of similar studies in the past, interviews with
experts and specialists and with the opinion of sports management professors were
prepared. Then, to determine the face and content validity, a questionnaire was given to
12 professors and experts to present corrective points of view based on the research
objectives, which were done, and the necessary corrections were made. Also, the
reliability of the questionnaire was assessed after distributing 30 questionnaires among
the statistical population through Cronbach's alpha coefficient (o = 0.931). The data
collection method in this study was the library, interview, and questionnaire. To collect
information to prepare and compile the theoretical part of the research and achieve the
maximum research, it was necessary to study books, articles, and another research in
the subject field. For this reason, the library method and interviews with some experts
were used. Also, to collect information about the survey of coaches and athletes who
formed the statistical population of this study, a researcher-made questionnaire was
used, which consisted of 3 components and 44 items and was set on a Likert scale of
five (strongly opposed, opposed, moderate, agree, strongly agree).
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3. Results

In the descriptive statistics section, the results obtained from the tables of demographic
characteristics such as gender, age, and sports history, history of gaining a position in
sports competitions, level of education, the field of study were as follows: 36.6% of the
sample were men, and 63.4% were women. About 59% of these people were married.
Also, the mean age of the sample was 29.62 years, with a standard deviation of 7.18.
And the average history of the sample was 11.56 years with a standard deviation of 8.15.
Also, more than 30% of the samples had a bachelor's degree, more than 39% had a
master's degree, 11.7% had a doctorate, 5.7% had an associate degree, and 12.8% had a
diploma. In total, 65.1% of the surveyed samples had a degree in physical education.
Table 1 shows the mean, standard deviation, and factor load of research items separately
for each component.

Table 1. Mean and standard deviation and factor load of items related to Islamic management
barriers in sports venues.

. Standard Factor
Research items and components Average .
deviation load
Facilities, places, and sports spaces for women 3.94 1.208 .594
A central economy instead of a central culture in the 3.04 1,061 603
management of sports venues
Cross-cutting cultural pol_lcy and their lack of continuity in the 370 918 510
field of sports
Laggi hind th itori i f f
agging behind the mc_>mtormg_dewce§ of sports venues from 362 980 505
their executive devices
There are some restrictions on sportswear and hijab for 3.6 1.248 673
women athletes
Lack of accurate statistics on_the current situation of Islamic 362 977 501
management in sports venues
Lack of definition of_ criteria and_ s_p_ecmc scope of Islamic 361 974 644
management in sports facilities management
Lack gf necessary attention to the Fralnmg of pr_ofesm_onal and 356 1.068 664
pious sports managers following the Islamic society
Lack of strategic view on the use of Islamic management in 357 984 640
sports venues
Uncertainty of the _posmon, importance, and role of Islamic 358 963 529
management in the management of sports venues
Joint use of sports facilities by men and women (swimming 308 1.305 615
pools, gyms, etc.)
Lack o_f gc_>vernment mqnltorlng s_,ystem following the 3.1 1.033 687
principles of Islamic values in sports venues
Ignoring the basics of Islamic management in designing and 337 1.069 593

building sports venues
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Standard Factor

Research items and components Average .
P g deviation load

Lack of determination and serious and coherent decision of
senior managers in dealing with the Islamic management of 3.23 .847 .658
sports venues

Average structural barriers 3.57 .596
Formation of corruptlon. gz?ng§ due to the existence of money 301 1179 564
and many facilities in professional sports
Managers |nstrurr_1er_1tal _\/lew of employees_and athletes is not 385 1.078 654
a humanistic view based on Islamic values.
Attention to immediate results and lack of foresight in the 376 994 678
management of sports venues
There is a conflict in the beliefs of those who visit sports 356 1.060 633
venues
Obstruction of individuals or g_roups whose interests are 364 1.149 644
endangered by Islamic management
. Standard Factor
Research items and components Average L
deviation load
Propaganda and p_olltlcal use of Islamic management concepts 354 1.026 663
in events and sports venues
Lack of feeling of need in most sports managers for Islamic 357 1.034 603
management of sports venues
The senior managers of sports venues do not believe in the
applicability of Islamic management in their field of 3.56 1.000 .601
management
Weakness of rel_lglous bellefs_ln the general population, 351 1178 533
especially athletes in certain sports
Sports manage_rs perception that b_ehaworal edus:atlon is only 3.1 1.081 609
the job of cultural and ideological units
High Worquad of sports_ management specialists and their less 335 1125 631
attention to Islamic management of sports venues
Infection of some sports V\_nth categories such as betting, 304 1314 654
gambling, and ...
Existence of passn_ve positions towards the role of religion by 341 898 653
managers in the management of sports venues
Average behavioral barriers 55/3 643/0
Existence of cultural and social gaps for the implementation 3.69 969 534

of Islamic management models in sports venues

Lack of a systematic and efficient model for establishing the
goals of the sports community, following the principles of 3.63 .992 .553
Islamic management

The inefficiency of plans, programs, rules, and regulations for

. . . . 3.52 .987 .664
the implementation of Islamic management in sports venues
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Research items and components Average Star?dgrd Factor
deviation load
Lack (_Jf a_specmc trust_ee in th_e fl?ld 9f Islamic management 358 1.004 642
studies in sports and its application in sports management
Theoretlf:al poverty gnd lack of appropriate theorizing chairs 359 1017 565
in the Islamic management of sports venues
Lack of incentives for Islamic study and research in the field 356 1012 638
of the sports venue management
The gap between the sc:lentn.‘lc figures of Islamllc.management 355 959 640
and the practical figures of sports officials
Insufficient fields and condltlc_)ns to implement Islamic 3.47 943 602
management models in sports venues
Ignoring the natur_e betwe_en phym_cal_ education and sports 335 1.049 655
sciences (interdisciplinary)
Lack of -measurablg components for pure Islamic concepts 3.39 1.062 622
(such as piety, equality, etc.) among the staff of sports venues
Dispersion and incoherence of Islamic management models 3.42 986 501

and, as a result, their usability
Lack of relative consensus between the seminary and the
university on what, why, and how Islamic management in 3.37 .942 .569
sports venues
It was difficult and time-consuming to conduct Islamic studies
in the field of the sports venue management
Lack of proper fit between the models used in sports venues
with the religious culture of Islam
The dominance and influence of Western management
thinking on sports managers and its impact on the 3.24 1.170 741
management of sports venues
Existence of some political pressures from international sports

3.19 .989 .675

3.22 978 .525

institutions and associations 2.99 1.185 632
Conflict like some sports with the principles of Islam 3.00 1.100 .669
Average field barriers 40/3 579/0

Because the operating load of all research items is higher than 0.5, all items remain
in the research model, and nothing is removed from the model. Figure 1 shows the
model of Islamic management barriers in sports venues in the case of factor loading
(standardized coefficients).
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Figure 1. Model for measuring the main research variables in the form of standard coefficients

(factor load).

Table 2. Model fit indices.

Fit indicators Malak Indicator values Interpretation
Kai Square (Kai Do) - 2022.05 -
Degrees of freedom - 857 -
Chi-square to freedom ratio ()2 / df) Less than 3 2.395 Optimal
Second Root Mean Estimation Error (RMSEA)  Less than 0.1 0.068 Optimal

Model fit indices showed that the model has a good fit. Chi-square to freedom ratio
(2022/05) has an acceptable value. The RMSEA value is 0.068, which is considered a
good value. The ranking results of the items related to the underlying obstacles showed
that the highest average ranking was told to "the existence of cultural and social gaps
for the implementation of Islamic management models in sports venues” (10.55).
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Table 3. Ranking of items related to contextual barriers.

Number The statistics are two Degrees of freedom The amount of P
282 231/348 16 0/001
Component Average rating

Existence of cultural and social gaps for the implementation of Islamic

. 10.55
management models in sports venues
Lack of a systematic and efficient model for establishing the goals of the sports 1032
community, following the principles of Islamic management '
Theoretical poverty and lack of appropriate theorizing chairs in the Islamic 1001
management of sports venues
Lack of a specific trustee in the field of Islamic management studies in sports and 9.93
its application in sports management '
The gap between the scientific figures of Islamic management and the practical 9.60
figures of sports officials '
The inefficiency of plans, programs, rules, and regulations for the 9.56
implementation of Islamic management in sports venues '
Lack of incentives for Islamic study and research in the field of the sports venue 9.55
management
Insufficient fields and conditions to implement Islamic management models in 9.43
sports venues
Dispersion and incoherence of Islamic management models and, as a result, their 8.95
unitability '
Ignoring the interdisciplinary nature of physical education and sports science 8.88
(interdisciplinary) '
Lack of measurable components for pure Islamic concepts (such as piety, 8.85
equality, etc.) among the staff of sports venues. '
Lack of relative consensus between the seminary and the university on what, 8.81
why, and how Islamic management in sports venues
The dominance and influence of Western management thinking on sports 811
managers and its impact on the management of sports venues. '
It was difficult and time-consuming to conduct Islamic studies in the field of the 8.00
sports venue management
Lack of proper fit between the models used in sports venues with the religious 705
culture of Islam '
Existence of some political pressures fror_n international sports institutions and 76
associations
Conflict like some sports with the principles of Islam 7.25

The ranking results of items related to structural barriers showed that the highest
average ranking was told to "lack of facilities, places and sports spaces for women" (9.58).
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Table 4. Ranking of items related to structural barriers.

Number The statistics are two Degrees of freedom The amount of P

238 179/748 13 0/001

Component Average rating
Lack of facilities, places, and sports spaces for women 9.58
A central economy instead of a central culture in the management of sports 8.93

venues
Cross-cutting cultural policy and their lack of continuity in the field of sports. 7.88
Lagging behind sports monitoring devices from their executive devices 7.64
There are some restrictions on sportswear and hijab for women athletes 7.59
Lack of accurate statistics on the current situation of Islamic management in 755
sports venues

Lack of definition of criteria and specific scope of Islamic management in sports
facilities management
Lack of necessary attention to the training of professional and pious sports
managers following the Islamic society

Lack of strategic view on the use of Islamic management in sports venues 7.34

Uncertainty of the position, importance, and role of Islamic management in the
management of sports venues

Joint use of sports facilities by men and women (swimming pools, gyms, etc.) 6.84
Lack of government monitoring system following the principles of Islamic

7.42

7.41

7.23

- 6.71
values in sports venues
Ignoring the basics of Islamic management in designing and building sports 6.58
venues
Lack of determination and serious and coherent decision of senior managers in 6.30

dealing with the Islamic management of sports venues

The results of ranking the items related to behavioral barriers showed that the highest
average ranking was told to the "formation of corruption gangs due to the existence of
money and many facilities in professional sports” (8.35).

Table 5. Ranking of items related to behavioral barriers.

Number The statistics are two Degrees of freedom The amount of P
285 130/456 12 0/001
Component Average rating

Formation of corruption gangs due to the existence of money and many facilities
in professional sports
Managers' instrumental view of employees and athletes, not the human and 8.04
capital view based on Islamic values.
Attention to immediate results and lack of foresight in the management of sports
venues
Obstruction of individuals or groups whose interests are endangered by Islamic
management

8.35

7.55

7.26
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Number The statistics are two Degrees of freedom The amount of P
285 130/456 12 0/001
Component Average rating
There is a conflict in the beliefs of those who visit sports venues 7.01
The senior managers of sports venues do not believe in the applicability of 6.97
Islamic management in their field of management '
Lack of feeling of need in most sports managers for Islamic management of 6.95
sports venues
Weakness of religious beliefs in the general population, especially athletes in 6.85
certain sports
Propaganda and political use of Islamic management concepts in events and 6.79
sports venues
Sports managers' perception that behavioral training of employees and their 6.54
training is only the task of cultural and ideological units '
Excessive work of sports management experts and, as a result, their less attention 6.34
to the Islamic management of sports venues
Existence of passive positions towards the role of religion by managers in the 6.19
management of sports venues '
Infection of some sports with categories such as betting, gambling, and ... 6.16

The ranking of dimensions or components related to Islamic management barriers in
sports venues showed that the highest average rank was told to "structural barriers"”
(2.25), and the lowest average rating was related to "underlying barriers" (1.57).

Table 6. Ranking of components related to Islamic management barriers in

Sports venues.
Number The statistics are two Degrees of freedom  The amount of P
297 83/904 2 0/001
Component Average rating
Structural barriers 2/25
Behavioral barriers 2/18
Underlying obstacles 1/57

Also, the ranking of items related to Islamic management barriers in sports venues
showed that the highest average rating was related to the article "lack of facilities, places
and sports spaces for women™ (30/12) from "structural barriers" and the lowest average
rating was related to items" Conflict and contradiction like some sports with the
principles of the religion of Islam "(1.57) has been one of the" underlying obstacles. "
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Table 7. Ranking of items related to Islamic management barriers in sports venues.

Number The statistics are two Degrees of freedom The amount of P
223 534/177 43 0/001
Component Component  Average rating
Lack of facilities, places, and sports spaces for women Structural 30.12

Formation of corruption gangs due to the existence of money and

Lo . Behavioral 28.24
many facilities in professional sports
A central economy instead of a central culture in the management Structural 2770
of sports venues
Managers |nstrurT1e.ntaI.V|ew of employee§ and athletes, not a Behavioral 973
humanistic view based on Islamic values
Attention to immediate results and lack of foresight in the Behavioral 25,87
management of sports venues
Existence of cultural and social gaps for the implementation of
. gaps K P Background 24.81
Islamic management models in sports venues
There is a conflict in the beliefs of those who visit sports venues Behavioral 24.46
Cross-cutting cultural polllcy and their lack of continuity in the Structural 2491
field of sports
Obstruction of individuals or g_roups whose interests are Behavioral 23.96
endangered by Islamic management
Lagging behind the m(_)nltorlng_dewce§ of sports venues from Structural 2381
their executive devices
There are some restrictions on sportswear and hijab for women Structural 9372
athletes
Lack of accurate statistics on the current situation of Islamic
. Structural 23.69
management in sports venues
Lack of an efficient model for establishing the goals of the sports
community, in accordance with the principles of Islamic Background 23.59
management
Inefficiency of plans, programs, rules, and regulations for the
. y _p prog . . g Background 23.35
implementation of Islamic management in sports venues
Lack of definition of criteria and_ s_p_ecmc scope of Islamic Structural 2393
management in sports facilities management
Lack of a specific trustee in the field of Islamic management
. p_ . . . _g Background 23.21
studies in the sports community and its application
Propaganda and political use of Islamic management concepts in Behavioral 9310
events and sports venues
Theoretical poverty and lack of appropriate theorizing chairs in
poverty . oprop 9 Background 23.07
the Islamic management of sports venues
Lack of feeling of need in most sports managers for Islamic Behavioral 2298
management of sports venues
Lack of necessary attention to the training of professional and Structural 9293

pious sports managers following the Islamic society
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Number The statistics are two Degrees of freedom The amount of P
223 534/177 43 0/001
Component Component  Average rating
Lack of strategic view on the use of Islamic management in Structural 2287
sports venues
The s.e.nlor managfers of sports ven.ues dg n'ot believe in the Behavioral 22 56
applicability of Islamic management in their field of management
Uncertainty of the .posmon, importance, and role of Islamic Structural 92 47
management in the management of sports venues
Lack of incentives for Islamic study and research in the field of Background 9247
the sports venue management
Weakness of rel_lglous bellefs_ln the general population, Behavioral 22 46
especially athletes in certain sports
Th ween the scientific figures of Islamic managemen
e gap between t esc.e t.c gures of Isla .c. anagement Background 923
and the practical figures of sports officials
Insufficient fields and conditions to implement Islami
sufficient fields and co dtqsto plement Islamic Background 2172
management models in sports venues
Ignoring the mterdlsapl_lnary r)ature_of_physmal education and Background 2164
sports science (interdisciplinary)
Sports manag?rs perception that _behaw(?ral tra!nlng is only the Behavioral 2135
job of cultural and ideological units
High Wor!doad of qurts management specialists and less Behavioral 2118
attention to Islamic management of sports venues
in f sports faciliti men and women (swimmin
Joint use of sports facilities by men and women (s g Structural 21.08
pools, gyms, etc.)
Lack of measurable parameters and components for pure Islamic
b . . P P Background 20.86
concepts (such as piety, equality, etc.) among sports staff.
Lack of government mo_nltorlng s_ystem following the principles Structural 20.80
of Islamic values in sports venues
Dispersion and incoherence of Islamic management models and,
P . g Background 20.78
as a result, their useless
Infection of some sports vx_nth categories such as betting, Behavioral 20,63
gambling, and ...
Lack of relative consensus between the seminary and the
university on what, why, and how Islamic management in sports ~ Background 20.61
venues
Existence of paSS|_ve positions towards the role of religion by Behavioral 2053
managers in the management of sports venues
Ignoring the basics of_ Is_lamlc management in designing and Structural 20.26
building sports venues
Lack of determination and serious and coherent decision of senior
managers in dealing with the Islamic management of sports Structural 19.79
venues
It was difficult and time-consuming to conduct Islamic studies in
g Background 19.40

the field of the sports venue management
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Number The statistics are two Degrees of freedom The amount of P
223 534/177 43 0/001
Component Component  Average rating
Lack of proper fit betwet_en_the models used in sports venues with Background 18.42
the religious culture of Islam
The dominance and influence of Western management thinking
on sports managers and its impact on the management of sports Background 18.27
venues
Existence of somg pollltllcal pressures fror.n international sports Background 17.42
institutions and associations
Conflict like some sports with the principles of Islam Background 16.76

5. Managerial implications

The gap of cultural and social opinion and conflict and contradiction like some sports
with the principles of Islam would be managed. The lack of facilities, places and sports
facilities for women must be solve in Islamic countries.

6. Discussion and conclusion

This study aimed to identify and prioritize the obstacles to the realization of Islamic
management in sports venues. According to the results obtained on the role of field
barriers to the completion of Islamic management in Iranian sports venues, the ranking
of items related to this component showed that the highest average ranking is related to
"the existence of cultural and social gaps for the implementation of Islamic management
models in sports venues" (10/55), which was consistent with the results of research by
(Hofstede, 1993; Khodadadi, 2010; Mohammadpour, 2017; Sargazi, 2015). Because all
of them have pointed to the type of culture, purpose, motivation, and background of
excellence and prosperity of those who visit sports venues, considering that today the
western view of some clients and their goals of referring to sports venues affect the
management of the complex by its management, Possible reasons for the importance of
this item in this component compared to other things can be considered the effect of
culture, ethics, attitude and motivation of clients on collection management because all
construction programs, equipping sports venues, attracting human resources and
generally managing sports venues are dependent on and dependent on the use of
customers. At the same time, Islamic management, based on the religious values of
Islam, provides the grounds for human excellence and prosperity; And according to
Allameh Jafari “Islamic management is the management of the human yard, both
individually and socially, to achieve the highest material and spiritual goals”. Also, the
lowest rank was related to "conflict and contradiction like some sports with the
principles of Islam” (7/25), which is not in line with the results of the research of (Ali
Ahmadi & Rajazi Hamedani, 2017), who believe in the importance of the harmless rule
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in the rules of Islamic jurisprudence over sports. Selecting this item as the lowest rank
among other items of this component, perhaps due to lack of knowledge of research
samples of the reasons for the opposition of Islam Be with some disciplines in sports or
not knowing the true nature of some sports. The rules of Islamic jurisprudence refer to
the denial of any harm to human beings, and athletes should refrain from participating
in sports that cause harm to their body, soul, and intellect. According to the obtained
results on the role of structural barriers on the realization of Islamic management in
Iranian sports venues, the ranking of items related to this component showed the highest
average ranking is related to "lack of facilities, places and sports facilities for women"
(9.58), which is based on the findings of several studies, including (Gibson et al., 2008;
Hutt & Speh, 2014; Jadidi Gili & Kasraeipour, 2017; Khodadadi, 2010;
Mohammadpour, 2017) are consistent in this regard. All of them emphasize the role of
customer satisfaction with sports services and the impact of services on the loyalty of
female customers to sports venues. On the other hand, goals have been stated for sports
science, which includes signs, intentions, and desirable results that can be obtained from
participating in physical education and sports programs. These goals are related to
individuals' needs, experiences, and interests and determine the purposes and direction
of programs.

Therefore, the possible reason for the importance of this item in this component
compared to other things is because, in the present era, sport as a multidimensional tool
has a broad impact in various fields. For this reason, today, sports have played a role in
women's health, having a healthy and enjoyable leisure time, establishing healthy social
relationships, preventing diseases, preventing social corruption and moral deviations.
Therefore, providing the possibility of more women participation in sports activities is
one of the needs of women and seems to be essential. Also, not paying attention to
human self-esteem causes frustration and dissatisfaction with life, and as a result, the
level of life expectancy decreases. This is if, according to Ayatollah Mesbah Yazdi: in
management based on the value system of Islam, what has been considered the original
and goal from a material point of view is only a medium target or device. On the other
hand, according to a new study by (Jadidi Gili & Kasraeipour, 2017), physical education
as an educational process includes acquisition and processing of motor skills,
development, and maintenance of physical fitness for health, acquiring scientific
knowledge about physical activity and practice, and developing a positive perception
and mentality of physical activity to improve human performance and performance,
which has an influential role in the growth and excellence of people. This is while
(Sargazi, 2015) also believes in her research that Islamic management based on the
religious values of Islam provides the grounds for human excellence and prosperity.
Hence, one of the main points of spiritual teachings - including Islam - is what
constitutes the truth of man. And the original, immortal, and perishable dimensions of
human existence are considered the same as the spiritual dimension and the human soul.
As a result, it can be pointed out that a collection manager who acts following the
principles of Islamic management is in line with her management principles. Not only
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does the collection achieve its goals, but it also pays attention to the needs and goals of
the clients and their spiritual excellence. Also, the lowest ranking was related to the
"lack of determination and serious and coherent decision of senior managers in dealing
with the Islamic management of sports venues" (6.30).

One of the possible reasons for this is the lack of communication between sports
facilities management and Islamic management in the view of the managers of sports
complexes and the lack of tangible importance of Islamic management of sports
facilities for the managers of sports complexes. However, based on the research of
Esbjorn-Hargens et al. (2010); Nicolescu (2010); Pohl (2011); Ripsas (1998), due to the
nature of physical education and sports sciences, which are mentioned in detail in the
introduction. Became; A sports manager needs other disciplines to better manage her
sports complex. According to the obtained results on the role of behavioral barriers on
the realization of Islamic management in lranian sports venues, the ranking of items
related to this component showed the highest average rank is related to "formation of
corruption gangs due to the existence of money and many facilities in professional
sports” (8.35). It is in line with the results of Coleini (1987); Javadi Amoli (1987);
Popoola et al. (2017); Rabbi Pour and Samadivand (2009); Smith and Lord (2017). As
stated in this study, in Islamic management, in addition to the competencies in
management science for managers; as the manager's decision-making, execution, and
communication skills must have other competencies, including faith in God Almighty,
piety, simple living, justice, and obviously, a manager who has these characteristics
does not go to cases like forming corruption gangs, to get more money and credit.

Always in line with her management. Therefore, the possible reason why this item
is more important in this component than other items is that a wide range of people in
sports, including managers, coaches, referees, fans, supporters, and politicians, can be
involved in ethical issues. On the other hand, the country's sports leaders and managers
of sports venues may be people, who have not benefited from the characteristics of Islam
or have had little interest and are not fully qualified from the perspective of Islam as a
manager in the Islamic society. The lowest average rank was related to "contamination
of some sports with categories such as betting, gambling, etc." (6/16). This item also
plays an essential role as a behavioral barrier to the realization of Islamic management
in Iranian sports venues. Because Cleret et al. (2015), financial matters are also
considered to be part of the moral challenge, and it is believed that issues such as
unauthorized betting and misconduct are also included in the moral spectrum. Also,
according to Cleret et al. (2015), sports values are a concept that is often formulated to
justify actions and policies by several organizations consisting of coaches and teachers
or administrators. But from a philosophical point of view, these values must be analyzed
with great care to ensure that the type of value or its attainment is understandable to the
desired spectrum. In addition, Hallmann and Petry (2013), have shown that there are
moral challenges at high levels of championship sports, including doping, violence, and
corruption. In this regard, the ministry of education and culture has made great efforts
to eliminate this problem. However, international sports organizations each year
develop transnational ethical issues in various dimensions, such as fair play in 1988
(Grosset & Attali, 2011). And researchers have also developed strategies to promote
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ethics. Afroozeh and Askarpour (2020), with all these interpretations of this item
according to the results obtained from the samples has the last rank as a behavioral
barrier. One of the possible reasons that this item has the lowest score in this component
compared to other items, maybe it's more about betting and gambling in specific
disciplines, such as football and tennis. In this research, we have generally dealt with
the obstacles to the realization of Islamic management in sports venues Not only the
barriers to the completion of Islamic management in certain sports such as football, so
if our study was a case study of the obstacles to the realization of Islamic management
in a particular field, perhaps this item had the highest average.
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ABSTRACT

Purpose: Entrepreneurship is a process that plays a vital role in the continuity of
national growth and even economic development of the world. Therefore, the goal of
the present study was "Analysis the entrepreneurship value chain of sports sciences
students in Tehran universities."

Methodology: The research method in the study was the descriptive- correlative
type. The study's statistical population included all professors and graduate students
of sports universities in Tehran (N=1000), among whom 270 individuals were
selected using stratified random sampling proportionate to volume. The research tool
was a researcher-made questionnaire based on a value chain model. Also, path
analysis was used by Lisrel to design the model.

Findings: The results showed that the basic infrastructure of the sports
entrepreneurship value chain directly affected support activities with a path
coefficient of 0.67 and executive activities with a path coefficient of 0.53 (P<0.05).
Besides, value chain support activities of sports entrepreneurship directly affected
executive activities related to sports entrepreneurship value chain with a path
coefficient of 0.41 (P<0.05). Due to the direct and indirect impact of basic
infrastructure on organizational activities of the sports entrepreneurship value chain,
the officials of Tehran universities must take appropriate measures to reinforce the
essential infrastructure for graduate students of sports sciences in Tehran universities.
Originality: This article is valuable and unique because it analyzes the Value Chain
of Sports Sciences Students in Tehran Universities.
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1. Introduction

In its global perspective of higher education for the 21st century, the United Nations
Educational, Scientific and Cultural Organization (UNESCO) has described modern
universities. It is as follows a place where entrepreneurial skills are developed to
facilitate the capabilities of graduates to transform them into job creators (UNESCO,
1998). Employment, including the employee of university graduates, requires several
components, such as adapting their skills to the needs of the labor market (Khajeh Shah
Kouhi & Sahneh, 2008). However, today, the existing structures in universities of our
country have been formed to present specialized education to students, and less attention
has been paid to strengthening and training entrepreneurship in students. So that
present-day university graduates are often unfamiliar with basic educational concepts
of entrepreneurship. In addition to the weakness of the university education system in
teaching entrepreneurship concepts, the lack of complementary structures to create
physical infrastructure to develop students' entrepreneurial spirit is another shortcoming
of this system. That is the reason for the migration of university graduates to other
countries, addressing graduate unemployment as a significant problem in the country.
Also, according to the 20-year Perspective Document for Iran, the country's economy
should be based on knowledge until 2025 with a science and industry-centered
production infrastructure. The realization of this goal depends on the establishment of
knowledge-based companies originating from educational centers and universities,
"possessing advanced knowledge, capable of producing science and technology and
relying on the superior share of human resources and social capital in national
production." Therefore, university graduates must have acquired the necessary
competencies in various fields related to entrepreneurship and commercialization of
products and other matters related to the establishment and development of business
(Mandalizade et al., 2016).

2. Theoretical background

Stevenson and Warn (2004) believe that entrepreneurship is a process in which
opportunities are pursued by individuals either for themselves or for the organizations
in which they work, regardless of the resources they control. An entrepreneur is a person
who starts a small and new economic activity with their capital (Stevenson & Warn,
2004). The role of entrepreneurship in economic development does not lead to increased
productivity and per capita income but instead involves establishing and initiating
structural changes in social activities. This development is accompanied by growth and
increased efficiency, which allows for division between different participants (Hisrich
& Peters, 2002). The result of entrepreneurship in a society is a function of various
factors, and the whole process cannot be considered. But its source lies in each of the
activities performed during this process; therefore, it is necessary to identify the factors
affecting entrepreneurship and how they interact to develop a roadmap for policy-
making (Ahmad Amini et al., 2010). In this paper, the value chain model has been used
to identify and determine the factors influencing the entrepreneurial development
among graduate students of sports sciences studying in the universities of Tehran. The
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goal of the value chain is to identify the systemic factors and conditions through which
the value framework and firms can achieve higher levels of efficiency (Weijermars,
2010). The value chain is an appropriate tool to identify all of its activities and how they
interact with each other. Each firm is a set of separate physical and technological
activities for design, production, marketing and sales, distribution. These activities are
the building blocks by which the firm creates a valuable product for its buyers so that
all these activities are aggregated in the value chain (Ahmad Amini et al., 2010).

Michael Porter first introduced the concept of the value chain in 1985. He described
a company's activities from the starting point, namely the supply of raw materials until
the final product reaches the end consumer as a value chain. The values are added to the
product or service in each of these stages or activities. In a general classification, Porter
divided these actions into primary and support activities (Reisi, 2010). The primary
activities at the bottom of the chain are involved in the physical creation of the product.
Also, it's sold and transferred to the buyer. In each firm, the primary activities are
divided into five general groups: input logistics, production, output logistics, marketing
and sales, and services. Support activities promote initial actions through procurement,
technology development, HR management, and enterprise infrastructure undertakings.
Porter considers the activities of a company related to the product supply process to be
the main ones and those leading to the conversion of input materials into the product
and reinforces them to do the work as support activities (Porter & Millar, 1985). The
value chain's initial design was based on the manufacturing industry and ignored the
service industry. In addition, due to the differences in nature between production and
services, some parts of the value chain may not be used in services and could be replaced
by new dimensions (Ahmad Amini et al., 2010).

Regarding the most important studies in this field, Von Graevenitz et al. (2010), in
his research, showed that holding entrepreneurship training courses for students has
significant effects on their understanding of the talents and skills of entrepreneurs (Von
Graevenitz et al., 2010). In examining the impact of entrepreneurship education on
students' attitudes, Stamboulis and Barlas (2014) found that despite various obstacles,
encouragement of students can be a way to overcome difficulties and direct the students
on the path of growth and innovation (Stamboulis & Barlas, 2014). Moreover, in a study,
Cohen et al. (2014) concluded that the context or experience of the individual is
influential in shaping social entrepreneurship (Cohen et al., 2014). In addition, Ratten
(2011) reviewed the social role of entrepreneurship in developing sports employment
and pointed out that entrepreneurship has entered the vast environment of physical
education and managed to create a new market of employment diversity (Ratten, 2011).
Jansen et al. (2015) also studied how education, incitement, and turmoil encourage
entrepreneurship. This study clarified the impact of student entrepreneurship
encouragement on choosing a job as an entrepreneur. Several successful examples were
presented, and a model of practical entrepreneurship among students was proposed,
enabling universities to provide an environment to inspire entrepreneurship and helps
them convince students to continue their careers as entrepreneurs (Jansen et al., 2015).
Recently, Gonzalez-Serrano et al. (2021) studied the impact of different cultures on the
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entrepreneurial tendencies of sports sciences students in 356 universities from Spain
and Portugal using the SEM method. Their results showed that significant cultural
differences have a greater impact on the entrepreneurial tendencies of Portuguese
students. However, students' main priority in both countries was entrepreneurship
(Gonzalez-Serrano et al., 2021). Ratten et al. (2021) reviewed the impact of the COVID-
19 crisis on sports entrepreneurs. Their research assessed how sports entrepreneurs
respond to this global crisis based on changing conceptual conditions. Their findings
show that the sports industry can use the capacity of its unique entrepreneurial
ecosystem to persuade collaboration (Ratten et al., 2021).

Concerning the essential domestic research conducted in this field, Farahani et al.
(2014) showed a significant correlation between influential social, cultural, economic,
political, educational, environmental, and international factors with the entrepreneurial
spirit of the graduates (Farahani et al., 2014). In their research meant to prioritize the
barriers to entrepreneurship among physical education students at the Shahid Chamran
University of Ahvaz and examine the obstacles experienced while entering the labor
market, Amini et al. (2014) showed that the highest weight for students was related to
educational followed by individual barriers. The content of students' curricula and
teaching methods were the most important factors identified in this study. Other factors
were fear of losing their small capital, lack of self-confidence, and support for student
entrepreneurs. Therefore, it seems that the purposeful reform of educational content and
tangible support for students inspire students to become entrepreneurs (Amini et al.,
2014). Keshavarz and Mehri Shendi (2020) also identified seven barriers to
entrepreneurship in sports as follows: family, personality, upbringing, scientific-
professional, financial, cultural-social, and legal (Keshavarz & Mehri Shendi, 2020).
Mandalizade et al. (2015) showed a significant relationship between business
infrastructure and training programs with the development of sports entrepreneurship;
however, elements such as technology and policy-making have nothing to do with
entrepreneurial action. As a result, strengthening and developing infrastructure factors
has a significant role in developing sports entrepreneurship (Mandalizade et al., 2015).
Mandalizade et al. (2016), in another study, decided to design a sustainable
entrepreneurship model in sports and showed that the entrepreneurial attitude and
mentality of individuals could affect the process of sustainable sports entrepreneurship
by considering the institutions involved as well as the institutional environment. The
results in economic, social, and institutional dimensions lead the sports community
towards sustainable development. Also, the factors such as government support policies,
entrepreneurial sports promotion by media, and proper training of practical and
entrepreneurial skills could contribute to entrepreneurship and business continuity to
achieve social and institutional goals for the country and the sports community
(Mandalizade et al., 2016). Also, Mandalizadeh and Amiri (2021) introduced a
framework supported by strategic thinking (as the heart of innovation capability
development) and transformational leadership. They showed that the club process and
the institutional environment combined with a holistic view and considering all the
stakeholders of a football club could lead to innovation and create value (Mandalizadeh
& Amiri, 2021). Memari et al. (2021) said that, like any other organization, attention to
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information systems is a crucial element of the infrastructure of a great football club
(Memari et al., 2021).

Today, sports are a suitable and assorted platform to create jobs and new
opportunities for economic activity. By recognizing the fields of entrepreneurship in
sports, new opportunities can be introduced to entrepreneurs and society to be used for
socio-economic development (Forughipour et al., 2007). Meanwhile, according to a
report published by the Iranian Ministry of Cooperatives, Labor and Social Welfare in
2012, jobless graduates in physical education were 25,323, with an unemployment rate
of 7.7%. Besides, according to the report of Office of the Global Entrepreneurship
Watch (2011), the entrepreneurship index rate in Iran, especially among the educated
people, is low and <1%, and there are more than 3000000 unemployed job seekers
among whom a significant ratio (18.5%) hold university degrees. Therefore, the
question arises: what are the reasons for high unemployment rates among sports
sciences students even though sports is inherently productive and creates economic and
entrepreneurial opportunities? And to which parts of the value chain are these causes
related requiring more attention by the authorities? In fact, to remove these barriers and
develop employment and entrepreneurship among sports science students, to which
stages of this chain should more attention be paid to have a higher value?

Furthermore, the review of research conducted in the field of entrepreneurship in
sports shows that most of these studies have focused on determining the personality
traits of entrepreneurs as well as the structural and environmental dimensions affecting
entrepreneurship. Amini et al. (2014); Farahani et al. (2014); Keshavarz and Mehri
Shendi (2020); Mandalizade et al. (2015) showed that the central infrastructure is
influencing the development of entrepreneurship, especially among students, has been
studied to a lower extent. However, it is necessary to consider the primary and adequate
infrastructure involved in entrepreneurship development to promote entrepreneurship in
society. Therefore, the development and promotion of entrepreneurship are one of the
urgent needs of the community to reduce the unemployment rate and identify the factors
affecting entrepreneurship and the mode they interact with each other in the form of a
chain of practical aspects. The question that arises here is: how is the value chain of
entrepreneurship among graduate students of sports sciences in Tehran universities?
And what basic infrastructure and support activities do this chain include? How and to
what extent do these factors affect each other? The central hypothesis of the present
study is that ignorance of the value chain of entrepreneurship in graduate students from
sports sciences should be considered one of the most important reasons for the decline
of entrepreneurship and consequent unemployment of students in this field. Therefore,
the entrepreneurial value chain in sports can improve developing entrepreneurship in
students of this major by fully understanding the process of entrepreneurship and better
managing and planning this process and a more appropriate combination of different
factors that create it. Consequently, the present study will help formulate and develop a
sports entrepreneurship strategy by proposing the sports entrepreneurship value chain
as a powerful tool for identifying the components of entrepreneurship and the mode they
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interact with each other. Therefore, the goal of the present study was "Analysis the
entrepreneurship value chain of sports sciences students in Tehran universities.”

All the studies are based on a conceptual framework that identifies the variables and
the relationships between them. This conceptual framework is the model by which the
researcher presents theories about the relationships between the factors deemed to play
an essential role in developing the problem. This theory may not necessarily be the
researcher's word and could logically be derived from previous research on the issue. A
general summary of the research background in this field shows that there has been no
reference for the model of sports entrepreneurship value chain in all these researches.
Also, the factors affecting entrepreneurship development have not been viewed in the
form of a chain model. Therefore, in this study, the researcher intends to identify the
factors affecting sports entrepreneurship in sports science students of Tehran
universities based on the Porter value chain model. The value chain model is the primary
tool for recognizing the competitive advantage and finding ways to improve the industry
and the enterprise to help achieve standard solutions (Porter & Millar, 1985). According
to the value chain model, this study considered three factors of basic infrastructure,
support, and executive activities influencing sports entrepreneurship of graduate
students from sports sciences in Tehran universities. The following conceptual model
was developed based on theoretical foundations in entrepreneurship and value chain and
reviewed the background of research conducted in this field. Therefore, according to
the theoretical foundations and research background, the researcher used the following
conceptual framework as a basic model to explain the entrepreneurial value chain of
graduate students from sports sciences in Tehran universities.

Support
activities

Basic
infrastructu

Executive
activities

Figure 1. Conceptual framework.

3. Methodology

The present study was applied research, and the research method was the descriptive —
correlative type. It is descriptive and field (survey) in terms of technique and data
collection, respectively. The statistical population of this research consists of two parts:
all professors of sports science in Tehran universities (N=41) who were selected by the
complete census, as well as all graduate students of sports sciences from universities
located in Tehran, including Tarbiat Modarres, Tehran, Allameh Tabatabai, Shahid
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Rajaei, Shahid Beheshti, Alzahra and Kharazmi (N = 1000). The statistics of graduate
students in sports sciences from Tehran universities were obtained by the researcher
who visited the education department of these faculties before beginning the data
collection stage. The number of students in each faculty for the research team was
determined. In Modeling, one of the best methods to determine the sample size is
selecting at least five samples and ten samples for each parameter (Nunnally, 1978).
Therefore, 300 guestionnaires were distributed. Finally, 270 usable questionnaires were
statistically analyzed. The Proportional stratified method was used. The number of
students based on faculty, the sample size of each group by the university, are presented
in Table 1:

Table 1. The size of population and research sample by each university.

Name of University Population size Sample size
Alzahra 150 27
Tarbiat Modarres 33 8
Tehran 300 80
Kharazmi 210 55
Shahid Beheshti 100 27
Shahid Rajaee 100 27
Allame Thatabaee 170 46

The tool used to collect information in this study is a questionnaire that was
developed by the researcher based on the steps of the value chain model. Accordingly,
while referring to theoretical foundations and background of research conducted in
sports entrepreneurship, all influential factors in this field were extracted, and items
were considered for each component by citing theoretical foundations and research
background. These factors were arranged in the entrepreneurial value chain model
(basic infrastructure, support, and executive activities). Then, a questionnaire was
designed to confirm the face and content validity. So, it was submitted to 12 experts and
professors of sports sciences who had a history of research or executive activities in
sports and entrepreneurial activities. After inquiring and applying expert opinions, the
content and face validity of the research tool was confirmed. Besides, in a pilot study
on 30 graduate students of sports sciences in Tehran universities, the internal
consistency of the questionnaire items was calculated using Cronbach's alpha method
(0=0.864). Since this value is >0.7, the internal consistency of the questionnaire items
is desirable, and thus the reliability of the data collection tool is confirmed.

The first part of the questionnaire includes questions related to the sample's
demographic characteristics (age, sex, educational level, work experience). The second
part is dedicated to the components of factors affecting sports entrepreneurship. This
questionnaire consists of 58 questions which, based on the value chain model, has three
branches. They include basic infrastructure (cultural, economic, physical, commercial),
support activities (government policies and support, human resource management,
consulting, entrepreneurial skills training), organizational activities (thinking and
opportunity, developing a business plan, attracting and organizing resources, starting a



Forsati Juybari et al. Analysis of Entrepreurial's Value Chain in Sport Science... I 178

business, maturity, consolidating and leaving the business). A five-point Likert scale
has been used (1. strongly disagree 2. disagree 3. neither disagree nor agree 4. agree 5.
strongly agree).

To analyze the data, we used descriptive and inferential statistics. The descriptive
statistics section employed central tendency, dispersion, and distribution indices to
describe the research variables. First, demographic characteristics (age, sex, educational
level, orientation, work experience) were described in the research samples. Also, in the
inferential statistics section, KS statistical test was used to determine the status of data
distribution, and Path analysis was employed to determine linear relationships.
Statistical procedures were performed by SPSS and LISREL software at a significance
level of p<0.05.

4. Results

As can be seen in Table 2, among the professors, 53.7% of research samples (22
subjects) are in the age range of 31-40 years. Besides, 63.4% are male in gender, and
24.4% have 11-15 years of work experience. Also, among students, 54.3% of research
samples (144 subjects) were female, and 78.5% were 20-30 years:

Table 2. Description of demographic characteristics of the research.

30-20 31-40 40-51 51-60 60 and higher
Age 2.4% 53.7% 34.1% 4.9% 4.9%
One subject 22 subjects 14 subjects S subjects Two subjects
Female Male
g Gender 36.6% 63.4%
2 15 subjects 26 subjects
S Work 1-5 years 6-10 years
& expe?irence 19.5% 19.5%
Eight subjects Nine subjects
20-30 31-40 11-15 years 16-20 years >21 years
Age 78.5% 17.4% 24.4% 12.2% 22%
212 subjects 47 subjects Ten subjects Five subjects Nine subjects
£ Female Man 41-50 51-60
= Gender 54.3% 46.7% 3.3% 0.8%
& 144 subjects 126 subjects Nine subjects  Two subjects
MSc Ph.D.
Grade 88.1 11.9

238 subjects 32 subjects

Kolmogorov-Smirnov test was used to investigate how the data were distributed and
determine the type of test. Based on the results of this test, because the significance level
of all components was >0.05, the distribution of all data was normal and parametric tests
were employed to test the statistical hypotheses related to them.

We asked professors and graduate students of sports sciences in Tehran universities
to prioritize the elements of sports entrepreneurship. Then analyzed the results by
Friedman's test. Based on the results of this test, the support activities obtained the first
grade, then the organizational activities second, and the basic infrastructure third from
the viewpoint of professors (P<0.05). But from the students' point of view, executive
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actions were obtained in the first grade, support activities second, and primary
infrastructure third (P<0.05). Friedman's test results are presented in Tables 3 and 4:

Table 3. Results of Friedman ranking test to prioritize elements of sports
entrepreneurship value chain from the perspective of professors.

Row Variable Mean rank Rank X2 DF Sig
1 Support activities 2.22 1
2 Executive activities 2.12 2 7.366 2 0.025
3 Basic infrastructure 1.66 3

Table 4. Results of Friedman Ranking Test to prioritizing the sports
entrepreneurship value chain elements from the perspective of students.

Row Variable Mean rank Rank X? DF Sig
1 Executive activities 211 1
2 Support activities 2.08 2 0.680 2 0.001
3 Basic infrastructure 1.81 3

Furthermore, other results of the Friedman ranking test prioritize the basic
infrastructure of the entrepreneurial value chain from the perspective of professors and
graduate students from sports sciences in Tehran universities. Results indicated that the
economic, commercial, cultural, and physical infrastructures were in the first to fourth
ranks, respectively. Regarding the ranking of factors related to entrepreneurial value
chain support activities, the results of the Friedman test showed that in the viewpoint of
professors, government policies and support, entrepreneurship skills training,
consulting, and human resource management are in the first to fourth ranks,
respectively. Students' opinions differed only in the first two components, in which
entrepreneurship skills training takes precedence over government policies and support.
Besides, in terms of ranking the factors affecting the executive activities of the
entrepreneurial value chain and among the aspects related to this component, having
thought and opportunity was in the first ranks from the perspective of both professors
and students, but attracting resources and organizing resources was the last priority.

After determining the ranks of entrepreneurial value chain elements from
professors and graduate students of sports sciences from Tehran universities, the
research variables were examined in LISREL software 8.2. The indicators related to
good fit and measurement errors were specified. In this regard, three different
indicators were used. By emphasizing these three indices, the model has a good fit
and a high efficiency in describing the relationships between variables. Table 5
presents the indicators related to model fit that the researcher has given. As the results
presented in this table show, considering the model fit indices in three categories of
absolute, adaptive, and economic indicators, the research model, has a good fit that
indicates the approval of the research model.
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Table 5. Model fit indices.

Fit index Rate Criterion Interpretation
x? 189.111 with 112 freedom degree Suitable fit
AFI P value 0.0654 >0.05 Suitable fit
The ratio of x*to the degree of freedom 1.688 1-3 Suitable fit
GFI 0.91 >0.90 Suitable fit
TLI 0.92 >0.90 Suitable fit
CFlI BBI 0.97 >0.90 Suitable fit
CFI 0.97 >0.90 Suitable fit
PCEI RMSEA 0.00024 <0.05 Su!table ﬂt
PNFI 0.81 >0.05 Suitable fit

Finally, the final model of the research is presented in Figure 2.

Sup{:oxft:}.ve 0.17
/ Activities
0.67 >
0.31 — Infrastructures
0.41
0.53 l
\ Exe.cu.t:l..ve SR YeP)
Activities

Chi-squarel89=.111, df=112, P-value=0.0654, RMSEA=0.00024

Figure 2. Diagram of path analysis and path coefficients in the final research model.

Based on the information presented in Figure 2, it should be stated that the theoretical
model of fit has appropriate empirical-theoretical assumptions in path analysis. We can
interpret that the basic infrastructure of the sports entrepreneurship value chain directly
impacts support activities (pc= 0.67) and organizational activities (pc=0.53) of the
sports entrepreneurship value chain. Moreover, support activities of sports
entrepreneurship value chain directly affect the executive activities of sports
entrepreneurship value chain (pc=0.41), (P<0.05). The basic infrastructure of the sports
entrepreneurship value chain indirectly affects the executive activities of the sports
entrepreneurship value chain by influencing the support actions of the sports
entrepreneurship value chain. The indirect impact of the basic infrastructure on
organizational activities of the sports entrepreneurship value chain is less than the direct
impact (0.67x0.41=0.274).
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5. Managerial implications

Since the present study results showed that the basic infrastructures of the
entrepreneurial value chain directly affect the support and executive activities of the
sports entrepreneurship value chain, the support activities of the sports entrepreneurship
value chain also directly influence the executive activities of the entrepreneurial value
chain in sport. It is suggested that the esteemed officials of the Ministry of Science,
Research and Technology consider curriculum planning of various disciplines,
especially in sports science, by adopting strategies to improve and strengthen these two
factors in their agenda. These are among the things that can change the intellectual
structure of universities positively. In this case, we can expect the country's active
population, especially sports science graduates tending to entrepreneurship and the
creation of independent businesses, to solve unemployment in their community and
contribute to economic prosperity in the country. Also, considering that financial and
commercial infrastructures are recognized as the most critical infrastructures for
developing sports entrepreneurship in graduate students of sports sciences from the
perspective of professors and students, the esteemed authorities of MSRT must identify
and provide financial and economic incentives. Also, access to capital and financial
resources provides a suitable platform for the growth of entrepreneurial activities among
students. In addition, due to the effectiveness of government policies and support in
promoting the entrepreneurial activities of sports science students, the relevant
authorities must provide appropriate grounds to reduce and eliminate restrictions. The
obstacles in the entrepreneurial path of students and even eliminate and limit
superfluous administrative rules and regulations related to this process and facilitate
legal processes affecting the development of sports entrepreneurship. The results of this
study can help relevant policymakers design effective strategies to identify the barriers
that have the most significant impact on the entrepreneurial process, providing the
necessary context for creating sports entrepreneurship. Also, Elahi et al. (2021) argued
that the economic findings of their study suggest that the sports mega-events have many
consequences, including employment creation, increased investment, increased prices,
improved infrastructure, increased tourism, and urban reconstruction for the host
communities (Elahi et al., 2021). Nazari (2021) also argued that the sport tourism
industry effectively creates employment and income in the host area if the sport tourism
industry is developed and appropriate infrastructure is created. Furthermore, the growth
of the tourism industry, business development, quality of life, infrastructure
improvement, and action are essential opportunities for organizers to hold a sporting
event (Nazari, 2021).

6. Discussion and conclusion

In a world where the domain of science is expanding rapidly, entrepreneurial human
resources are the most crucial asset for the growth and development of a country. This
requires serious attention to entrepreneurship education, in other words, "training of
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entrepreneurial people.” Also, sport in our country is evolving and developing, and
this mobility can provide suitable grounds for entrepreneurial activities and sports.
Sport is a convenient and diverse platform to create jobs and new opportunities for
economic activity. By recognizing entrepreneurship in sports, new opportunities can
be introduced for social and economic development to entrepreneurs and society.
Therefore, the goal of this study was to "analyze the entrepreneurial value chain of
sports students in Tehran universities."

The present study results showed that the basic infrastructure of the entrepreneurial
value chain directly affects the support and executive activities of the sports
entrepreneurship value chain. The present study's fundamental infrastructures of the
sports entrepreneurship value chain include cultural, economic, physical, and
commercial infrastructures. The results concerning the impact of economic factors in
the present study align with (Terjesen, 2008). They are consistent with the results of
Rezaei (2011, October 11-12) and Mandalizade et al. (2015) in terms of the effect of
basic infrastructure in general (Mandalizade et al., 2015; Rezaei, 2011, October 11-12).
For example, Terjesen (2008) enumerated the factors influencing the development of
entrepreneurship in sports: economics and economic issues related to businesses, access
to various types of capital, and infrastructure. Rezaei (2011, October 11-12) also
examined the structural barriers to developing entrepreneurship in sports and identified
the lack of adequate infrastructure for the sports business as one of the structural barriers
to developing entrepreneurship in sports (Rezaei, 2011, October 11-12). Mandalizade
et al. (2015), in a study, concluded that strengthening and developing infrastructural
factors play an essential role in the development of sports entrepreneurship in the
country (Mandalizade et al., 2015).

All these studies emphasized the role of fundamental infrastructure factors in
entrepreneurship development. In the present research, the role of basic infrastructure as
an influential factor in developing entrepreneurial activities is seen. In addition to directly
influencing the executive activities of the entrepreneurial value chain, these infrastructures
also indirectly affect the executive activities through support activities. In ranking the
components of this infrastructure, both professors and students believed in the presence
of economic infrastructure, namely easy access to capital and financial resources, tax
breaks, and free or low-interest loans for inaugurating new businesses. Also, having
financial support and economic incentives, attracting investment, and sufficient economic
power on the part of people are 1highly effective in starting a new business. In justifying
the findings of this part of the research, economic infrastructure is one of the most critical
infrastructures influencing the entrepreneurial value chain. The society and environment
in which the government's economic policies and financial issues are implemented by
commercial institutions directly affect entrepreneurial activity.

After economic infrastructures, business infrastructure is in second place in
promoting the entrepreneurial value chain from the perspective of professors and
students of sports science. These infrastructures involve careful attention to the type of
market and its analysis and investigation of the tastes and needs of consumers in the
target community, accurate marketing of sports products and services. Findings of this
part of research indicate that to facilitating the entrepreneurial value chain in the field
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of sports, it is necessary to scrutinize the consumers of this field, their needs and wants,
and to categorize the consumers of sports services and goods in terms of requirements,
wishes, tendencies, and desires.

After economic and commercial infrastructures, both professors and students
recognized cultural infrastructures as influential factors and their third priority. Also, the
cultural and maturity level of the society in starting an enterprise and accepting a new
business, hardworking, low expectations, and moral commitment of entrepreneurs are
necessary to promoting sports entrepreneurship in media and magazines. Also, its
advertisement by influential and important people in sports and the culture and
development of attitudes in students toward doing entrepreneurial activities are among the
factors that play a cultural role in the development of entrepreneurial activities in sports.

According to the professors and students of this field, physical infrastructures were in
the last rank among the basic infrastructures of entrepreneurial value chain development.
These infrastructures are geographical conditions, demographic arrangement of the
society, the existence of telecommunication infrastructures, and facilities and welfare
equipment. In completing the findings related to the basic infrastructure of the
entrepreneurial value chain, although the basic infrastructure and environmental
conditions play an essential role in entrepreneurship development, most studies in this
regard are scattered and descriptive, only emphasizing a few aspects of the environment.
More importantly, most investigations have not paid enough attention to the needs of
entrepreneurs as the most important stakeholder of the environment and have not
described the environmental conditions in creating new ventures. Proximity or remoteness
to major urban centers affects the transportation costs of inputs and outputs and effectively
disseminating information and innovations. Natural resources, suitable climatic
conditions, topography, and even landscapes of the region provide opportunities for
environmental use and exploitation of resources that affect entrepreneurship development.
The protection of unique landscapes and environmental features facilitates traditional and
old production methods, and these factors lead to the development of entrepreneurship.
Infrastructures such as living facilities (water, electricity), services, tolls and taxes, laws,
and regulations also play crucial roles in developing entrepreneurship.

In addition, the results showed that the support activities of the sports
entrepreneurship value chain directly affect the executive activities of this chain and are,
in turn, influenced by the basic infrastructure. Regarding practical support activities in
the entrepreneurial value chain, support acts in the sports entrepreneurship value chain
have a contributory role and are mainly performed by individuals and organizations
other than the entrepreneur. It includes government policies and support, human
resource management, financial and tax support, consulting, and entrepreneurship skills
training. The government's policies and support have many items, including removing
and reducing restrictions and barriers to entrepreneurship by the government. Also,
more things are essential, such as eliminating cumbersome laws and regulations and
public and distance education by the media to entrepreneurs. We can suggest the
establishment of centers for growth and encouragement of people to self-employment,
facilitating legal processes that affect the development of entrepreneurship in tax
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payment, obtaining a license, company registration, and insurance. Human resource
management refers to selecting qualified candidates, motivating, justifying, and
educating entrepreneurs, communicating with entrepreneurs, and providing a method
for evaluating their performance. The purpose of financial and tax support is providing
facilities by banks and giving loans to entrepreneurs, public offering of stocks and
bonds, offering tax exemptions, and reducing the administrative, financial, and legal
steps of banks to lend money to entrepreneurs. Consultation means advising and guiding
people with business-oriented ideas, counseling on the optimal use of technology in
business, discussing and preparing a business plan on the laws of various companies,
current and future legal issues, instruction in the field of financing methods for starting
a business, establishing a small business consulting clinics in universities, informing
students about the nature of sports sciences field and future working conditions.

Entrepreneurship skills training includes writing technical skills, oral and verbal
communication and interaction with the environment, and business management skills.
Also, we can add instructing individual entrepreneurial skills for internal control and
order, risk-taking, innovation, and change management ability, which affect individuals'
desire to undertake entrepreneurial activities. The results of this part of the research are
in line with those of (Azimzadeh et al., 2014; Farahani et al., 2014; Karlis, 2006;
Mandalizade et al., 2016). For example, Azimzadeh et al. (2014) argued that developing
related laws and regulations, tax policies, simplifying administrative procedures,
financial support, and lending are essential. And they suggested entrepreneurship
promotion and education, informing and advising entrepreneurs, creating the necessary
infrastructure, and encouraging financial businesses, all of which were influenced by
the same or similar topics in the present study. In their research, Farahani et al. (2014)
also considered the social, cultural, economic, political, educational, environmental, and
international factors and entrepreneurial spirit of the graduates as effective in this
respect. In the case of macro factors, his research findings were consistent with the main
infrastructures obtained in the present study. Mandalizade et al. (2016) considered
factors such as supportive policies by the government, media encouragement of
entrepreneurship in sports, and proper training of applied and entrepreneurial skills. He
argued that the factors affecting the process of sustainable entrepreneurship in sports
are present in this research in some way or other and are thus in agreement with the
current study's findings. In Karlis (2006) research, the most critical factors influencing
entrepreneurship in sports were skills, knowledge, and experience for young
entrepreneurs. Furthermore, a public sector support program for small businesses and
the amount of investment, and having a business support program for small size
enterprises and the amount of investment are consistent with the findings of the support
activities and economic infrastructure in the present study. The results of Friedman's
test also indicated that government policies and the level of support for entrepreneurial
actions by the government and teaching entrepreneurial skills to individuals play
essential roles in shaping entrepreneurial activities; however, consulting and human
resource management components play minor roles.

In justifying the results and the efficiency of support activities in the entrepreneurial
value chain, support activities signify backing and sustenance services that facilitate the
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process and help entrepreneurs achieve their goals. The more conducive the business
environment for entrepreneurship, the more likely it is that new businesses will emerge
and develop. When the social environment appreciates entrepreneurship, there are a
variety of opportunities for entrepreneurs, people have enough knowledge and skills to
start and run a business, and they will perhaps be encouraged to start a business and feel
good upon launching a business. Thus, governments both directly and indirectly
influence the development of an environment that can support entrepreneurship.

Regarding the role of executive activities in entrepreneurial value chain, it should
be said that executive activities in sports entrepreneurship value chain are separate
actions that a person or entrepreneurial organization should do and include thought and
opportunity (ability to create ideas and identify sports business opportunities, detect the
strengths and weaknesses of existing businesses, accurately identify market and
consumption needs), business plan development (having a marketing plan for sports
businesses, conducting technical and financial reviews and surveys in the field sports
businesses, analysis of opportunities and threats in the environment of sports businesses,
attracting resources and organization (having personal financial resources, financing
through borrowing, the ability to dominate the external environment and available
resources for management sports businesses, familiarity with the ways to prevent
disorder in the management of sports businesses), maturity, stabilization and exit from
the business (capacity to analyze the position of the sports business, ability to take
responsibility for solving business problems). Therefore, individuals or organizations
starting and running businesses need to be well aware of their strengths and weaknesses
because entrepreneurship and the ability to create and develop a business is associated
with individual skills and talents of entrepreneurial organization or individual. They
must have confidence, perseverance and determination, enthusiasm and hardworking,
thoughtfulness, risk-taking ability, and need for progress. Also, we can add more
sections such as creativity, innovation, flexibility, positive response to challenges,
independence, forward-thinking, dynamism and leadership, versatility (knowledge of
production, market, machinery, and technology), responding to suggestions and
criticisms, profitability, insight and agility, and optimism to be able to achieve more
success. The results of this part of the research are in line with those of (Cohen et al.,
2014; Ekrami et al., 2014; Keshavarz & Mehri Shendi, 2020). All three mentioned
studies align with the present study regarding individual factors as influential executive
factors in entrepreneurship development. In his research, Cohen et al. (2014) considered
the context or experience of the individual to be efficient in shaping social
entrepreneurship. In the Ekrami et al. (2014) study, creativity, independence, influence,
externality, commercialization talent, flexibility, success, and learning are factors
affecting entrepreneurship (Ekrami et al., 2014). Keshavarz and Mehri Shendi (2020),
in a study on analysis of barriers affecting entrepreneurship in sports, concluded that
family, personality, upbringing, scientific-professional, financial, cultural-social, and
legal obstacles influence the development of entrepreneurship in sports (Keshavarz &
Mehri Shendi, 2020).
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Since the present study population was only students of sports sciences in Tehran
universities, we suggested that the entrepreneurial value chain between physical
education and non-physical education students be compared. We also recommended
that the entrepreneurial value chain in a specific geographical area be examined. In
addition, it is suggested that the factors affecting the supply chain of sports
entrepreneurship be investigated.
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ABSTRACT

Purpose: This study aimed to investigate the relationship between sensory
marketing and customer satisfaction and loyalty of luxury sports clubs.
Methodology: The study's statistical population includes all customers of luxury
sports complexes and clubs in Mashhad. Using stratified random sampling method
and with the help of G-Power software, which is a software for determining the
number of samples, 149 people were selected as a statistical sample. The
Ueacharoenkit questionnaire with three sections of sensory marketing, loyalty, and
satisfaction was used to collect information. This questionnaire contained 13
questions in the sensory marketing section, four questions in the loyalty section, and
four questions in the satisfaction section. Each was set as a range of 5 Likert options.
Ten professors of sports management confirmed the validity of the questionnaire.
Cronbach's alpha also confirmed the reliability of the tool. Spearman test and
structural equation modelling in PLS software were used to analyze the data. The
results showed a positive and significant relationship between the dimensions of
sensory marketing with satisfaction and loyalty. There is also a positive and
meaningful relationship between satisfaction and loyalty. Sensory marketing
consisting of sensory, emotional, behavioral, mental, and social experiences plays an
essential role in customer satisfaction.

Findings: The results show that sensory marketing promotes loyalty among athletes
in luxury sports clubs by creating satisfaction.

Originality: Factors such as the appearance of the product should be considered
because aesthetic features affect both emotions and perceptions of quality. sensory
marketing, consisting of sensory, emotional, behavioral, mental, and social
experiences, has an important role in customer satisfaction.
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1. Introduction

Sports In the current competitive environment, having adequate information about
customer needs is an essential factor in the success of production organizations that can
be achieved through customer focus and marketing. Marketing strategies are the tools
by which goals are achieved. These strategies relate to the question of how goals can be
achieved. The success of a marketing plan depends on the effectiveness of the marketing
strategy. Strategy can be determined for each of the marketing mix elements
(Bahrainizad et al., 2022). Marketing strategy includes different variables that the
company can control or adapt to uncontrollable variables to achieve its goals
appropriately. The group of variables that can be controlled is related to the company's
internal capabilities and powers. The other group that is not controllable are
environmental variables, including demand, competition forces, distribution structure,
marketing rules, and non-marketing costs. Controllable variables of marketing strategy
include product, price, location, distribution, staff, assets, and physical and process
facilities. Customer satisfaction is an environmental variable that should be controlled
by marketing strategies (Ghafari Ashtiani & Eskandary Mehrabady, 2011).

Over the past two decades, many organizations have realized the importance of their
customers. They have found that retaining existing customers is far less costly than
attracting new customers, so companies must continuously monitor the interaction
between themselves and their customers. Provide accurate knowledge and
understanding of the needs and values of customers, provide them with valuable goods
and services to build loyalty by satisfying them. Customer satisfaction is no longer
enough, and companies should not be happy with customer satisfaction. They should
make sure that their customers are loyal. In this paradigm, the goal is to establish long-
term and reciprocal relationships with stakeholders, especially customers, to retain more
customers and lose fewer customers (Mosavi Jad et al., 2018). To be successful, the
company must satisfy the desired consumers concerning better competing companies.
In marketing strategy, the needs of consumers and the plans of the competing company
should be considered. Given its size and position in the industry, the company must
determine how it can achieve the highest scores against these companies.

Designing competitive marketing strategies begins with analyzing competing
companies. The strategic marketing plan should show the market demand and
competitive position of that product. Still, the competitive conditions and demand
change over time and should change according to the customer's requirements and
opinion to create more loyalty (Aminbeidokhti et al., 2010). One of the marketing tools
and strategies is sensory marketing. Sensory marketing is a profitable way of identifying
and meeting the needs and interests of the customer in a way that engages consumers
with positive and memorable memories through live and two-way communication,
brings the brand personality to life, and adds value to the target customers. Creates.
Sensory marketing is an integrated methodology that keeps the target customers
engaged in their interests and desires through brand-related communications, leading to
more value (Kabiri et al., 2020).
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Today, marketing promotion tools such as advertising, sales pitching, public
relations, direct selling, etc., are no longer attractive to the audience. Large companies
are forced to use new sensory marketing methods to retain customers. Sensory
marketing seeks to engage consumers with positive and memorable memories by
identifying and profitably meeting customer needs and interests through two-way, live
communication. Sensory marketing aims to measure the customer experience of a
brand. And decides to guide customers from the initial stages of acquaintance to brand
sponsors. The first and most important marketing principle is to pay attention to the
customer's wishes. Organizations cannot survive without the customer's wishes. Paying
attention to the customer's wants and preferences leads to his satisfaction and loyalty.
As a result, it increases the company's reputation and credibility and increases its future
profitability. Being aware of potential customers ‘preferences can be very important. If
we know our customers' preferences, we can control their behavior. Customer
preference is due to a particular product or brand (Basir et al., 2016).

Sensory marketing stems from the theoretical foundations on which brand
experience, whether goods or services, is viewed with a keen eye. The human senses
are the focus of the company's marketing activities, emphasizing creating and presenting
sensory experiences. This allows the company to convey its values and brand identity
more deeply to the customer's mind. Sensory marketing can be effective in a person's
ultimate shopping experience, an experience in which the five human senses interact
with the brand in a transcendent sensory experience. Sensory marketing is not about the
masses or a particular segment but the individual. Therefore, sensory marketing is not
the same as mass marketing or relationship marketing; Because of the origin of sensory
marketing, movement is the mind of individuals, where mental spirits, processes, and
psychological reactions occur and thus lead to the sensory experience of the individual.
The sensory marketing framework assumes that the company must reach the human five
senses at a deeper level than the mass marketing and relationship achievements.

For this reason, sensory marketing deals with how the company deals with
individuals in a personal and reciprocal way through dialogue and interaction. This is
different from attracting customers in mass marketing and retaining customers in
relationship marketing. Accordingly, treating and caring for the customer should be
based on logic and reasoning and feelings and values to create brand awareness and a
stable mental image of the brand. This mental image results from one's sensory
experiences of the brand; Thus, the human senses, which are not considered in either
mass marketing or relational marketing, are at the heart of a category called "sensory
marketing” (Yacob et al., 2016).

Sport is offered as a service in sports clubs. Sports services, if they do not have the
necessary quality, cause dissatisfaction and absence of customers, and there is a need to
address the issue of sports services from a scientific perspective. Like goods, sports
services can be divided into luxury and non-luxury. Luxury sports are expensive sports,
and the possibility of using the services of clubs or buying equipment and supplies
related to that sport is costly. Only the affluent sections of society can use those sports
services. As mentioned, luxury service marketing needs to be considered separately, as
it has different contexts. According to research background, sensory marketing as a tool
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and strategy can be effective in customer satisfaction and loyalty, but does this also
apply to luxury goods and services? To answer this question, the researcher intends to
conduct this research; Therefore, this study aims to investigate the relationship between
sensory marketing and customer satisfaction and loyalty of luxury sports clubs.

One of the essential goals and principles of sensory marketing is to communicate
with consumers and different parts of the business and pay attention to the stability of
customer satisfaction and loyalty (after purchasing goods). Sensory marketing
emphasizes using the human five senses in marketing and aims to create a pleasurable
experience for customers. Sensory marketing inspires positive emotions in the customer
and prolongs the positive mental image, increases the pleasure and desire to spend
money to buy in customers and create satisfaction, and consequently increases customer
loyalty (Chanavat & Bodet, 2014). The goal of sensory marketing is to create a
pleasurable experience for customers. In this approach, intrinsic arousal is used to
arouse customer satisfaction and loyalty by affecting sensory cues and creating a
positive emotional state.

Today, due to the importance of customer satisfaction, in the field of economic
activities in the world, customer orientation and customer satisfaction is considered one
of the principles of business. Failure to pay attention to these principles will likely be
removed from the market because of goods and services expectations. Satisfying the
customer creates satisfaction in them and helps the survival of that organization and
company by repurchasing (re-attending) and encouraging others to buy. Satisfaction
means judging the characteristics of a product or service, or the product or service itself,
which levels Complements the pleasure associated with consumption. Studies have
shown that satisfaction is a critical factor in determining loyalty. Beneke et al. (2011)
also acknowledged that customer satisfaction is essential to building loyalty. In sports
venues, it has been shown that consumer satisfaction with services and sensory
environment has a positive effect on loyalty. Loyalty is the total amount of emotions
and attitudes that cause the customer to repurchase certain goods and services from the
company. Consumer loyalty is an essential measure of an organization's success and
profitability. The basis of most marketing programs related to customer loyalty is that
retaining the current customer is much cheaper than attracting a new customer. That's
why companies implement a variety of marketing approaches to keep their customers.

According to Sahin et al. (2011) communication experience is based on the
relationship between individuals and social groups through the purchase of products and
services; And makes connections between the characteristics of the person and the
goods or services. In the background of research. Ueacharoenkit (2013) in a study
entitled: Experimental marketing, displaying fantasies, emotions, and hobbies,
concluded that the concept of "brand experience” has evolved as a significant area of
study in brand management and marketing. Despite the importance (and consideration
of this concept) in recent years, the theory of brand experience is unclear and still has
less theoretical support. In addition, several researchers believe that there is a
relationship between brand experience and loyalty. This study aims to close the gap in
the literature and better understand the concept of "brand experience” with its
consequences concerning consumer loyalty. This study aims to investigate the



195' Sports Business Journal Summer and Autumn 2021, Vol. 1, Issue 2, p. 191-212

relationship between brand experience and consumer loyalty in the luxury cosmetics
brand industry (Thailand). This empirical study proceeds with a regular review of the
existing literature and leads to creating a theoretical framework. Marist et al. (2014)
examined the role of brand experience in creating customer satisfaction, trust, and
loyalty in the beverage industry and concluded that brand experience has a positive and
significant relationship with customer satisfaction and loyalty and affects these
variables and brand satisfaction. It has a positive and significant effect on brand trust.
They also showed that brand experience has no significant impact on brand trust and
brand trust on brand loyalty. In a study by Srinivasan et al. (2014) entitled: Examining
the previous cases of intention to buy luxury brands, they concluded that while many
consumers buy the same luxury goods, their motivation to buy is different. These
findings help marketers to dedicate their messages specifically to consumers of luxury
brands. Tosifyan and Ramezani (2018) in a study conducted on 385 people, concluded
that the effort Luxury brand marketing had the most significant impact on the consumer
value-based brand equity of 95%. Godey et al. (2016) in a study entitled: Luxury Brand
Social Media Marketing Efforts: Impact on Brand Value and Consumer Behavior,
showed that social media marketing efforts measure brands as a holistic concept that It
includes five aspects (entertainment, interaction, orientation, customization, and
terminology). Another contribution of this research is that SMMEs have a significant
positive effect on brand equity and in two main dimensions of brand value: brand
awareness and brand image.

Lim et al. (2016) entitled: Factors affecting the behavior of luxury sportswear: A
comparative analysis of luxury sportswear indicates a more significant impact of
symbolic benefits on the intention to buy and willingness to pay for luxury brands than
brands. It is normal. The opposite pattern was observed for hedonic and beneficial uses.
Compared to luxury sportswear brands, the effect of symbolic benefits on the two
dependent variables for luxury sportswear based on the brand extension was greater than
that of the luxury brand based on joint branding. Sheidaei Habashi et al. (2014) research
concerning the marketing role of relationship marketing, sensory marketing, and
support was conducted in customer loyalty, which statistical population of this research
is 321 of the customers of western Azerbaijan province. The results showed that in the
private and private banks, the variables of sensory marketing, trust, and commitment
have a positive and significant effect on customers loyalty.

The results showed that neural networks are more accurate and reliable than those
obtained in traditional statistical tests. Mirzaei and Hosseini (2017) in research that have
been carried out over 385 people including the consumers of an agent, Nike, Puma,
Reebok, concluded that brand experience has a positive and significant effect on
customer satisfaction and loyalty. Also, satisfaction on trust and commitment has a
significant impact, and confidence in customers ' loyalty has a significant positive
impact. Sayyadfar et al. (2019) conducted a study entitled "The relationship between
sensory marketing and satisfaction with sensory experience and loyalty of sports
consumers.” The results showed that among the five senses, the sense of sight and
hearing have a significant relationship with satisfaction with the sensory experience and
loyalty of pool users. Still, the importance of taste, touch, and smell have no meaningful
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relationship. It was also found that the purpose of sight was the most important, and the
sense of taste was the least important. Therefore, to further influence consumer
behavior, it is necessary to involve the senses of taste, touch, and smell.

There is fierce competition among luxury sports clubs to attract and retain
customers. Clubs that can increase customer satisfaction and loyalty will attract more
customers and, as a result, become more profitable. Sensory marketing is one of the
new marketing methods that can be a way for luxury sports clubs. There is a lot of
research on marketing and sensory marketing. Still, no study has been done in the
country to examine the relationship between sensory marketing and luxury sports and
the two variables of customer satisfaction and loyalty of this sport, so based on the
vacuum. Research in this field and due to the importance of the subject in this field in
this research is addressed to this goal. In our country, luxury sports have found their
special place. Due to being exceptional and creating a sense of freshness and
excitement, it has its customers and considering that Mashhad is the first religious city
and the spiritual capital of the country and a city that can be visited. In addition to the
category of pilgrimage, some people pay attention to other tourist attractions,
including recreational and sports places, which include luxury sports clubs, since
customer satisfaction is essential in all sports organizations. And their highest goal
and because sensory marketing stimulates and retains customers by promoting
customers' emaotions. Hence, it is necessary to study the influential factors to increase
customer satisfaction and loyalty of luxury sports clubs through sensory marketing.
This study aims to investigate and explain the effect of sensory marketing on customer
loyalty and satisfaction of luxury sports clubs in Mashhad.

2. Methodology

The present study is a descriptive-correlational type whose data is collected in the field
and is classified as applied research. The study's statistical population consists of all
customers of luxury sports complexes and clubs in Mashhad. The number of these clubs
was about 30 clubs in Mashhad. For sampling, a random sampling method was used and
available. Since the exact number of customers of these collections and clubs is not
available, G-Power software, one of the most powerful software in determining the
number of samples, was used. The sample size obtained with the help of this software
is 149 people. A questionnaire was used to collect the desired information and assess
the research criteria. The indicators evaluated in the research, before being put in the
form of a questionnaire, were judged by several experts and professors, and finally, the
agreed questionnaires were used as a data collection tool. Due to the type of research,
the size of the statistical community, and the complexity of the statistical sample to
collect data, the best method was to use a questionnaire. This research method was
chosen because it is the least expensive and cheapest way to gather information
compared to other methods. The questionnaire was formulated without emphasizing
reputation, and the questions did not have any specific bias and orientation, and the
answers are expected to be close to reality.
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In this study, the Ueacharoenkit questionnaire collected information in all three
sections of sensory marketing, loyalty, and satisfaction. This questionnaire in the section
of sensory marketing contains 13 questions. It has 3 questions in the sensory component,
three questions in the emotional component, two questions in the mental component,
three questions in the behavioral component, and two questions in the component. Is
social, in the loyalty section contains four questions and, in the satisfaction, the section
also contains four questions, each of which is set as a range of 5 Likert options.

Content validity was obtained using a survey of 10 professors of sports management;
Therefore, the content validity of the research tools was confirmed. Reliability in PLS
is measured in two parts: a) part related to measurement models, b) part related to
structural model (Rezazadeh & Davari, 2014). The reliability of the measurement model
is evaluated by factor load coefficients, Cronbach's alpha and combined reliability.
Finally, sensory marketing reliability was 0.7, satisfaction 0.5 and loyalty 0.64, and
because satisfaction and loyalty are less than 5 items, so the reliability between 0.7-0.5
is acceptable.

Table 1. Questionnaire reliability coefficient.

Variable Number of items  Cronbach's alpha
Sensory Marketing 13 0.7
Satisfaction 4 0.5
Loyalty 4 0.6

The questionnaires were distributed during the athletes' presence in the clubs and in
coordination with the club management, and after explaining the importance of the
research topic, explaining how to complete the questionnaire, and assuring the athletes
that the information was confidential, the questionnaires were completed by them. One
hundred seventy questionnaires were distributed among athletes. It is worth mentioning
that out of 170 questionnaires distributed, 149 questionnaires were returned in total, and
finally, the same number of questionnaires were reviewed and analyzed.

First, after collecting information through a questionnaire, all statistical data were
entered into SPSS software. Then, using the Kolmogorov-Smirnov test, the data were
analyzed for parametric or non-parametric, and according to the KS results, which
indicated that the data were not standard, the Spearman correlation test was used at a
significant level (P<0.05). Finally, using the collected data and transferring them through
SPSS to PLS software, the purpose of which is to design a model of structural equations.
The model was developed, and all variables' relationship with each other was done. In
Table 2, The mean and standard deviation of the research variables are presented.

Table 2. Mean and standard deviation of research variables.

Variable Mean  Standard deviation
Sensory experience 3.58 0.73
Emotional experience 3.55 0.75
Mental experience 3.04 0.69
Behavioral experience 3.16 0.70

Social experience 3.62 0.61
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Variable Mean  Standard deviation
Sensory marketing experience 3.39 0.48
Satisfaction 3.34 0.64
Loyalty 3.73 0.66

The information in Table 2 shows the mean and standard deviation among the main
variables of the research. The table results showed that the highest mean is related to
the loyalty variable and the lowest mean is associated with the mental experience
variable.

In this study, the Kolmogorov-Smirnov test was also used to investigate the normality
of data distribution.

Table 3. Kolmogorov Smirnov (KS) test results.

The main variable Number Mean Standard deviations  KS Sig
Sensory marketing experience 149 3.39 0.48 1.318 0.019
Satisfaction 149 3.34 0.68 1.620 0.001
Loyalty 149 3.73 0.66 1.897 0.011

The results of the table showed that the level of significance of the research variables
is less than 0.05, so the data do not have a normal distribution.

4. Results

4.1. The first hypothesis

Research hypothesis: There is a significant relationship between the dimensions of
sensory marketing and customer satisfaction of luxury sports clubs.
Assumption Zero: There is no significant relationship between the dimensions of
sensory marketing and customer satisfaction of luxury sports clubs.

Table 4. The relationship between the dimensions of sensory marketing and
customer satisfaction.

Predictor variable Criterion variable r sig N

Sensory experience 0.382 0.001 149
Emotional experience 0.399 0.001 149

Mental experience Satisfaction 0.136 0.098 149
Behavioral experience 0.336 0.001 149

Social experience 0.390 0.001 149

Sensory Marketing 0.434 0.001 149

*p<0.01

The results of the Spearman correlation test in Table 4 showed that there is a
significant relationship between the dimensions of sensory marketing (excluding mental
experience) with the level of customer satisfaction of luxury sports clubs. It means that
with the expansion of sensory marketing, the level of customer satisfaction Increases
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(P<0.01) Therefore, according to the obtained results, the null hypothesis is rejected and
the research hypothesis is confirmed.

4.2. The second hypothesis

Research hypothesis: There is a significant relationship between the dimensions of
sensory marketing and customer loyalty of luxury sports clubs.
Assumption Zero: There is no significant relationship between the dimensions of
sensory marketing and customer loyalty of luxury sports clubs.

Table 5. The relationship between the dimensions of sensory marketing and
customer loyalty.

Predictor variable Criterion variable r sig N
Sensory experience 0.468 0.001 149
Emotional experience 0.169 0.039 149
Mental experience 0.026 0.755 149
- - Loyalty
Behavioral experience 0.250 0.002 149
Social experience 0.586 0.001 149
Sensory Marketing 0.393 0.001 149

#p<0.01

The results of the Spearman correlation test in Table 5 showed that there is a
significant relationship between the dimensions of sensory marketing (excluding mental
experience) with the level of customer loyalty of luxury sports clubs. With the expansion
of sensory marketing, the level of customer loyalty to the club Sport increases (P<0.01).
Therefore, the null hypothesis is rejected, and the research hypothesis is confirmed
according to the obtained results.

4.3. The third hypothesis

Research hypothesis: There is a significant relationship between customer satisfaction
and loyalty to luxury sports clubs.

Assumption zero: There is no significant relationship between customer satisfaction
and customer loyalty of luxury sports clubs.

Table 6. The relationship between loyalty and satisfaction.

Predictor variable  Criterion variable r sig N
Satisfaction Loyalty 0.394 0.001 149
*p<0.01

The results of the Spearman correlation test in Table 6 showed that there is a
significant relationship between satisfaction and customer loyalty of luxury sports clubs,
which means that with the expansion of customer satisfaction, their loyalty to the sports
club increases (P<0.01). Therefore, according to the obtained results, the null hypothesis
has been rejected and the research hypothesis has been confirmed.
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In this research, descriptive and inferential statistics and modeling were used to test
the research hypotheses, and frequency, frequency percentage, and graph indicators
were used to provide descriptive information. The Smirnov calligraphy test and
Spearman correlation were used to provide inferential information, and the structural
equation method was used to validate the model and present the final model. SPSS
software was used to describe and analyze the data and test the research hypotheses
(descriptive and inferential statistics). Pls software was used for modeling.

Structural equation modeling is one of the main methods of analyzing complex data
structures and means analyzing different variables in a structure based on the theory of
simultaneous effects of variables (direct and indirect relationships).

This method is a mathematical combination of complex statistics from factor
analysis, multivariate regression, and path analysis that come together in a complex
system to analyze a phenomenon. The structural equation model is divided into two
general phases: confirmatory factor analysis and path analysis. The relationship between
latent traits, which are the variables of the conceptual research model, and the indicators,
which are the same as the questionnaire questions, are examined in the measurement
section. In the structural part, the relationship between the studied factors will be
considered to test the hypotheses, and the relationships between the latent variables will
be explained according to the data collected from the sample.

SEM-PLS is one of the second-generation approaches of structural equations, which
is component-based and has advantages over the first-generation methods (LISREL, EQS,
AMOS), which are covariance-based. A small sample size is the best reason to use PLS.
The first-generation methods of structural equations require many samples, while PLS can
execute the model with a much smaller number of samples. Another significant advantage
is the possibility of using measurement models with an index (question). At the same time,
first-generation methods require structures with at least three questions per construct to
test convergent validity correctly, according to Rezazadeh and Davari (2014). The third
advantage of this method is that the normal distribution of data is not a barrier to using
PLS, while one of the preconditions for using the first-generation methods. Normal is the
distribution of data (Rezazadeh & Davari, 2014).

According to the research background and the hypotheses, the conceptual model is
obtained as follows.
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Figure 1. Conceptual model of research.

To analyze the model, we need to examine three existing measurement models.
Three criteria of reliability, convergent validity, and divergent validity are used to
evaluate the fit of measurement models.

Reliability or reliability determines how measuring instruments perform the same results
under the same conditions. This means that if the researcher reruns their questionnaire or in
parallel and the effects are the same, the questionnaire has full reliability.

This is done by examining the factor load coefficients, Cronbach's alpha coefficients,
and combined reliability.

Factor loads are calculated by calculating the correlation of the questions of a
variable with that structure. Suppose this value is equal to or greater than 0.4. In that
case, it confirms that the variance between the variable and its questions is greater than
the variance of the measurement error of that structure. The reliability in the case for
that is an acceptable measurement model.

The critical point here is that if the researcher, after calculating the factor loads
between the variable and its questions, encounters values less than 0.4, he must correct
that question or remove it from the research model.

In the research model, we examine the factor load coefficients of each of the
guestions related to the six main variables:

Table 7. Factor load of each of the research variables.

Variables Sens_ory Emot?onal Meqtal Behav_ioral Soc_ial Satisfaction  Loyalty
experience  experience  experience  experience  experience

Iltem 1 0.509

Item 2 0.830

Item 3 0.603

Item 4 0.652

Item 5 0.336

Item 6 0.847

Item 7 0.755

Item 8 0.714

Item 9 0.452
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Sensory Emotional Mental Behavioral Social
experience  experience  experience  experience  experience
Item 10 0.975
Item 11 0.056
Item 12 0.714
Item 13 0.904
Item 14 0.919
Item 15 0.793
Item 16 0.860
Item 17 0.205
Item 18 0.702
Item 19 0.459
Item 20 0.632
Item 21 0.386

Variables Satisfaction  Loyalty

The criterion value for the suitability of factor load coefficients is 0.4. In the table
above, for four questions, the value obtained is less than 0.4, and it is necessary to
remove the above four questions from the model.

This criterion is a classic criterion for measuring reliability and a suitable measure
for evaluating internal stability. Regarding internal reliability, it should be said that one
of the things used to measure reliability in structural equations is the internal stability
of measurement models. Internal consistency indicates the degree of correlation of the
variable and related questions. The high value of variance explained between the
variable and its questions results in a high internal consistency against the measurement
error associated with each question. A Cronbach's alpha value above 0.7 indicates
acceptable reliability. However, in some cases, the value of 0.6 is used.

Because Cronbach's alpha criterion is a traditional criterion for determining the
reliability of variables, the partial least squares method (PLS) uses a more modern
criterion than Cronbach's alpha called hybrid reliability. This criterion was introduced
by Wertz et al (1974). Cronbach'’s point is that the reliability of the variables is calculated
not absolutely, but according to the correlation of the variables, so both measures are
used to measure the reliability better. It has good internal stability for measurement
models, and a value less than 0.6 indicates no reliability.

The table below shows that the combined reliability and Cronbach's alpha are
appropriate for the five questionnaire indicators.

Table 8. Combined reliability and Cronbach's alpha of research variables.

Variable Cronbach's alpha (¢) Combined reliability (CR)
Sensory experience 0.775 0.791
Emotional experience 0.366 0.659
Mental experience 0.152 0.702
Behavioral experience 0.725 0.744
Social experience 0.716 0.796
Satisfaction 0.798 0.815

Loyalty 0.775 0.734
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The second criterion for examining measurement models is convergent validity,
which examines the correlation of each variable with its questions (indicators).

The AVE criterion represents the mean of the variance shared between each variable
with its questions. In simpler terms, AVE shows the degree of correlation with its
guestions that the higher the correlation, the greater the fit.

Table 9. Convergent validity study of research variables.

Variable AVE
Sensory experience 0.436
Emotional experience 0.419
Mental experience 0.541
Behavioral experience 0.486
Social experience 0.664
Satisfaction 0.564
Loyalty 0.413

According to the table above, the appropriate value for AVE is 0.4 and above. For
seven variables, the value of AVE was more significant than or equal to 0.4, so
according to the study, the above model has good reliability and validity, and there is
no need to modify the model.

Another important criterion determined by divergent validity is the degree to which
a variable relates to its questions compared to its relation to other variables. Divergent
validity is acceptable when the AVE value for each variable is greater than the shared
variance between that variable and the other variables in the model. To investigate case
B, proceed as follows:

The following matrix is the correlation matrix of research variables:

Table 10. Divergent study of research variables.
Sensory Emotional Mental Behavioral Social

Variable . . . . . Satisfaction  Loyalty
experience  experience  experience  experience  experience
Sensory 1
experience
Emot!onal 0.360 1
experience
Mental 0.066 0.138 1
experience
Behavioral
R 0.471 0.378 0.086 1
experience
Social 0.423 0.452 0.146 0.557 1
experience
Satisfaction 0.555 0.373 0.085 0.640 0.613 1
Loyalty 0.415 0.438 0.125 0.500 0.471 0.543 1

Fornell and Larker method to evaluate the divergence validity of the matrix is
proposed that this matrix is like the above matrix except that the main diameter of this
matrix contains the square root of the AVE values for each of the variables. The table
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above shows the original diameter values with the number 1; Therefore, the Fornell and
Larker matrices for divergent validity are plotted below:

Table 11. Divergent study of research variables by Fornell and Locker methods.
Sensory Emotional Mental Behavioral Social

Variable . . . . . Satisfaction  Loyalty
experience experience experience experience experience
Sensory 0.661
experience
Emotional
: 0.360 0.647
experience
Mental 0.066 0.138 0.735
experience
Behavioral 0.471 0378 0.086 0.815
experience
Social 0.423 0452 0.146 0.557 0.815
experience
Satisfaction 0.555 0.373 0.085 0.640 0.613 0.751
Loyalty 0.415 0438 0125 0500 0471 0543 0.735

As can be seen in the table above, the value of the AVE root of the variables hidden
in the study, which are in the cells in the main diameter of the matrix, is greater than the
value of the correlation between those arranged in the cells below and to the right of the
original diameter. Therefore, it can be stated that in research, variables (latent variables)
in the model interact more with their indicators than with other variables. In other words,
the divergent validity of the model is adequate.

]
0.70:

0715 Mental

Figure 2. Research measurement model.

After examining the fit of measurement models, it is time to fit the structural model
of the research. As mentioned before, unlike measurement models, the structural model
section does not deal with questions (explicit variables) and only the hidden variables
with the relationships between them are examined.
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To evaluate the fit of the structural model of the research, several criteria are used,
the first and most basic of which are the coefficients of significance t or t-values. The
most basic standard for measuring the relationship between variables in the model
(structural part) is the significant numbers t. If the value of these numbers exceeds 1.96,
it indicates the correctness of the relationship between the variables and thus confirms
the research hypotheses at a confidence level of 0.95. Of course, it should be noted that
numbers only show the correctness of the relationship, and the intensity of the
relationship between the variables can not be measured by it.

Table 12. T-Value values of research variables.

Variable T
Sensory experience = —— > Satisfaction 4234
Emotional experience ——> Satisfaction 0.080
Mental experience —— > Satisfaction 0.087
Behavioral experience ———> Satisfaction 8.356
Social experience — 3 Satisfaction 3.832
Satisfaction —_— Loyalty 9.360

According to the table above, the T-value for the four relationships related to the
research hypotheses is more than 2.58 and indicates that the research hypotheses are at
a confidence level of 0.99.

R2 is a criterion used to connect the measurement part and the structural part of
structural equation modeling and indicates the effect that an exogenous or independent
variable has on an endogenous or dependent variable. One of the main advantages of
the partial least squares method, or PLS, is that this method has the ability to reduce
errors in measurement models or increase the variance between variables and questions.
This criterion is used to evaluate the fit of the structural model in research. R2
coefficients related to the model's latent endogenous (dependent) variables are R2. 0 is
considered as a criterion for weak, medium, and strong values.

Table 13. R2 values of research variables.

Variable R2
Satisfaction 0.641
Loyalty 0.295

The value of R2 is zero for exogenous or independent variables. In this section, there
are two endogenous variables whose R2 value is more than 0.19 in one variable and
more than 0.33 in one variable, equal to the forecast's weak and average value,
respectively.

Criterion Q2: This criterion was introduced by Stone and Geiser in 1975. It
determines the predictive power of the model. They believe that models with acceptable
structural fit should be able to predict questions about model-dependent variables. This
means that if the relationships between variables are correctly defined in a model, the
variables will be able to have a sufficient impact on each other's questions and thus
confirm the hypotheses correctly. The value of Q2 must be calculated for all model
dependent variables. Suppose the value of Q2 for a dependent variable is zero or less
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than zero. In that case, it indicates that the relationship between the other variables of
the model and that dependent variable is not well explained. Therefore, the model needs
to be modified. This criterion determines the predictive power of the model. If the value
of Q2 for one of the endogenous variables achieves three values of 0.02, 0.15, and 0.32,
respectively, it indicates a weak predictive power. Moderate and strong variable or
related exogenous variables.

Table 14. Q2 review.

Variable SSO SSE 1-SSE/SSO
Sensory experience 481.0000 461.125062 0.041318
Emotional experience 447.0000 464.974566 -0.040212
Mental experience 298.0000 332.568807 -0.116003
Behavioral experience 447.0000 436.961664 0.022457
Social experience 298.0000 272.379709 0.085974
Satisfaction 596.0000 393.642292 0.339526
Loyalty 657.0000 596.829830 0.0915832

As can be seen in the table above, this criterion for three endogenous variables is
more than 0.02, which indicates that the exogenous variables (independent) are weak in
predicting the dependent variable and the appropriate fit of the structural model of the
research to some extent. Confirms again.

Overall model fit: The general model includes both the measured and structural
parts of the model, and by confirming its fit, the fit check in a complete model is
completed.

GOF criteria: The GOF criterion is related to the general part of structural equation
models. This means that by this criterion, the researcher can control the fit of the
available part after examining the fit of the measurement part and the structural part of
his general research model. The GOF standard was developed by Tenenhaus et al. In
2004, and its formula is given below.

Common values= This value is obtained from the mean squared of the factor loads of
each variable.

GOF=\/ﬁ.m

Communality The average values of each endogenous variable of the model are obtained.

R2 The mean values of R Square are the endogenous variables of the model.

For this fitting index, the values of 0.01, 0.25, and 0.36, are introduced as weak,
medium, and strong values.
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Table 15. Overall model fit.

Variable R? Communality
Sensory experience 0.437
Emotional experience 0.419
Mental experience 0.541
Behavioral experience 0.386
Social experience 0.664
Satisfaction 0.641 0.564
Loyalty 0.295 0.313

GOF+/0.43 * 0.47= 0.44
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Figure 3. Research model in the state of significance (T).

5. Managerial implications

What is essential in sensory marketing is to engage the five senses and create a positive
and different brand experience. Because customers are not satisfied with just the
excellent quality of the product; Rather, they pay attention to the degree to which the
experiences gained during the consumption process are adapted to their emotional needs
and preferences. If the performance of goods and services is the same, consumption
experience becomes a critical factor in determining the value of the product and the
basis for customer decisions. Therefore, factors such as the appearance of the product
should be considered because aesthetic features affect both emotions and perceptions of
quality. If the performance of goods and services is the same, consumption experience
becomes a critical factor in determining the value of the product and the basis for
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customer decisions. sensory marketing, consisting of sensory, emotional, behavioral,
mental, and social experiences, has an important role in customer satisfaction.

6. Discussion and conclusion

These Findings showed that men are more than women members of luxury sports clubs,
which these results can be justified according to the religious context of Mashhad and
the cultural context of the whole country. The results also showed that most young
people are members of luxury sports clubs because the environment of these clubs is
more youth-friendly. Therefore, older people are less present in these clubs. The
findings indicate that most people have a bachelor's degree, which can be justified given
the number of different universities in Mashhad. The results also showed that most
people are members of khaki tennis sports clubs, which can be justified given the
facilities available in Mashhad and the lack of facilities and active sports clubs such as
golf and skating in Mashhad. Due to the increase in the use of luxury sports over the
past 1-2 years among the upper class of society, many young people in this class have
turned to this sport, which has led to people between 1 to 2 years old. They are members
of these clubs.

Findings showed that there is a positive and significant relationship between the
dimensions of sensory marketing and satisfaction. This means that the higher the level
of sensory marketing, the higher the satisfaction of athletes in luxury sports clubs, which
is in line with the findings of Marist et al. (2014); Mirzaei and Hosseini (2017);
Sayyadfar et al. (2019); Ueacharoenkit (2013) who stated that improving the
environmental attractiveness of luxury sports clubs and creating a positive experience
in these athletes is adequate on people's satisfaction.

Although one of the essential goals of sensory marketing is to communicate with
consumers and different parts of the business and pay attention to the sustainability of
customer satisfaction (after purchasing the product). What is essential in sensory
marketing is to engage the five senses and create a positive and different brand
experience. Because customers are not satisfied with just the excellent quality of the
product; Rather, they pay attention to the degree to which the experiences gained during
the consumption process are adapted to their emotional needs and preferences. If the
performance of goods and services is the same, consumption experience becomes a
critical factor in determining the value of the product and the basis for customer
decisions. Therefore, factors such as the appearance of the product should be considered
because aesthetic features affect both emotions and perceptions of quality. Visual
elements inspire the promises made by brands to customers, thereby making the product
recognizable and unforgettable and distinguishing them from competitors' products.
Although many visual cues affect customers' perceptions of the environment,
researchers have primarily focused on the two aspects of light and color. The smell is
directly related to happiness and hunger and is the closest feeling to memory. Based on
studies, Odor stimulates people's memory and is considered an important factor. Several
studies on the stimulation of the five human senses have shown that music makes
customers happy and excited.
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For example, soft music can make customers stay in a restaurant longer. At the same
time, loud music can speed up shopping. Taste has a unique role compared to other
senses. Eating and drinking are highly cautious with joyful memories. Adding flavor to
the brand adds value to the customer. The perceived benefits of a symbolic gesture, such
as complimenting a cup of coffee on the spot, positively differentiate the brand in the
minds of consumers. When you touch a product, you become more eager to buy it.
Accordingly, companies that use the sense of touch have a great chance to increase
customer satisfaction. To match the results of the research with the background of the
study, we can refer to the statements of Mirzaei and Hosseini: In many studies, brand
experience has been identified as an influential factor on customer satisfaction and
creating a suitable environment for customers, so that the senses The five influenced
them to increase their happiness by this, it is recommended.

It is no secret that the customer is one of the most critical assets of any organization;
Therefore, all efforts should be made to maintain it. As market competition increases,
organizations that use traditional marketing methods will not last long. Because the task
of companies is not only to meet the practical needs of customers but also to provide
them with a memorable sensory experience by constructively interacting with customers
and to gain a worthy position for their product or service by overcoming the customer's
mind. In the meantime, sensory marketing by considering customers as emotional and
intellectual people and benefiting from two-way interaction can affect customer loyalty.
Therefore, the officials of sports complexes and clubs will gradually witness the
presence of loyal customers in their complex by recording different factors affecting the
five senses of customers by paying attention to the various strategies. The study of
Mania et al. (2014) showed a positive and significant relationship between sensory
marketing and customer loyalty in private and public banks.

Findings showed a positive and significant relationship between satisfaction and
loyalty. This means that the higher the level of satisfaction, the higher the loyalty of
athletes in luxury sports clubs, which is in line with the findings of Marist et al. (2014);
Sayyadfar et al. (2019); Ueacharoenkit (2013) who stated that improving the level of
satisfaction from luxury sports clubs affects the level of loyalty of individuals.

Most previous research has pointed out, and it seems logically correct, that satisfied
customers will remain loyal to the company's products and services. But with a deeper
look at the issue, one can explain the loyalty of dissatisfied customers or the lack of
loyalty of satisfied customers using the concept of switching costs. Switching costs are
criticisms of customers' costs when changing suppliers of goods and services; Costs that
would not have been imposed on them if they had received goods and services from the
same few suppliers. When the level of satisfaction with the company's products and
services is low, and on the other hand the switching costs are high due to the type of
products and services or due to special conditions in the market, the customer remains
loyal to the company. Satisfied customers may also not be loyal to the company due to
low switching costs and can quickly obtain the products and services they want from
another company. Another concept used to explain the negative impact of customer
satisfaction on their loyalty is the attractiveness or unattractiveness of competing
companies' products and services. The customer remains loyal to the company until
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competing companies introduce better and more attractive choices to the market. But if
this diversity is disrupted in the market, the customer may not be loyal to the current
company but will be loyal to it and turn to the new company.

Therefore, officials and staff should treat customers with respect and decency and
pay special attention to issues such as the beauty of the complex, allocation of discount
conditions in paying tuition, the use of new and modern recreational facilities, and
customers' access to parking and public transportation. Probably when organizations
pay attention to different dimensions of customer satisfaction, customers feel that their
satisfaction is important to the employees of the whole complex. Therefore, it seems
that it is necessary to invest in this vital factor (satisfaction) to retain customers. They
are considering that one of the goals of the present study was to provide a model of
customer satisfaction and loyalty with the effect of sensory marketing. The proposed
model shows that sensory marketing, consisting of sensory, emotional, behavioral,
mental, and social experiences, has an important role in customer satisfaction. Athletes
of sports clubs become luxury.
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ABSTRACT

Purpose: This study was the design of a fuzzy cognitive mapping model of factors
affecting personalized advertising in the sporting goods industry.

Methodology: The primary research method of this paper, the descriptive-
exploratory study, was semi-structured interviews with the informed and expert
individuals who were active in the intended domain of the study. Sampling was done
using snowhball sampling to select participants from among the Specialists in sports
marketing, sports brand, and sports industry and university professors in Sports
Management, Business Management, Technology management who had the
intended characteristics. After conducting 14 interviews and collecting data, the
obtained data were coded. After summarizing and theming the issues raised by the
experts, seven main indicators and 33 Sub-indices were obtained in personalized
advertisements in the sporting goods industry. Then, based on the knowledge of
experts, the relationships between concepts were drawn in the form of fuzzy cognition
maps. Excel, FCMapper, and FCM EXPERT software were used to draw fuzzy
cognitive maps and calculate the related indicators.

Findings: According to the table, customer relationship management is the most
affected by other factors. Also, the research results showed that Customer Knowledge
Management has the most significant impact on the factors of the ad personalization
model. Customer relationship management, Clustering customers, and Customer
Knowledge Management, respectively, have the highest degree of centrality; this
means that they have the most impact on the model.

Originality: In this study, we examined the development of a fuzzy cognitive
mapping model of factors affecting personalized advertising in the sporting goods
industry that has not been studied so far.
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1. Introduction

The Internet, social media, mobile applications, and other digital communication
technologies have become part of the billion people's daily lives. For example, the current
level of Internet use between adults is about 87% and closer to 100% for demographic
groups, such as adults with higher education and higher revenue (Ziyadin et al., 2019).
Social media promotion uses social systems, social systems, weblog promotion, and more.
It is the newest "buzz" in advertising. Social media promotion uses social systems, social
systems, weblog promotion, and more. It's the newest "buzz" in advertising (Sajid, 2016).
International corporations have distinguished Community Press Marketing as a potential
promotion system and used them with enhancements to expand their marketing via social
media promotion (Sajid, 2016). advertising is simply one way that consumers learn about
new products, as no one prefers to make poor choices when it comes to purchasing. Social
media provides many innovative options more than poor or just many choices (Evans,
1989). Advertising is an example of a simple way consumers know about new products;
thus, no one prefers to make poor choices when it comes to purchasing. Social media
enable many smart choices more than poor or just many choices (Evans, 1989). Sketching
a suitable advertising strategy is a challenging issue since (i) displaying too many ads, or
inappropriate ads will decline user experience and engagement, and on the other hand, (ii)
displaying bad ads will lessen the advertising revenue of the platforms. In real-world
platforms, ads are mostly displayed with commonly recommended items. Recommend
and advertising strategies are typically developed by various departments and optimized
by different techniques with different metrics (Feng et al., 2018). Online advertising is a
kind of advertising that leverages the internet to deliver promotional marketing messages
to consumers (Zhao et al., 2021).

Advertising is a key in the business model of many online services (O'Donnell &
Cramer, 2015). Advertisers try to personalize internet advertising because advertisers
tailor content to individual users (Jai et al., 2013). Internet advertising has become
increasingly personalized as advertisers tailor content to individual users (Zhu & Chang,
2016). Personalization aims to make ads more adapted for users and more efficient for
advertisers (O'Donnell & Cramer, 2015). Personalized advertisement seeks to cater to
each individual's specific interests and style (Zhu & Chang, 2016). Providing personalized
advertising has become one of the hottest trends in online retailing (Turban et al., 2010).
As consumers share a great deal of personal information on social network sites, marketers
can use this information to personalize their advertising messages on social network sites
to a great extent (De Keyzer et al., 2015). Personalization and contextualized targeting
aim to relevant advertising to individual users by adapting ads to user behavior, feature,
and user context. However, the relationship between users and personalized and
contextualized ads is complex (O'Donnell & Cramer, 2015). Ads can be adapted using
implicit user behavior (e.g. based on searches, link clicks, and dwell-time) and frank
feedback (e.g. likes, ratings). This can increase engagement and ad effectiveness (Yan et
al., 2009). For example, Meng et al., 2016 demonstrated that mobile ads delivered by
Google are heavily personalized based on user's interests and demographic information.
More than 57% of ad impressions for 41% of the users match user’s real fondness. More
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than 73% of ad impressions for 92% of users accordance with user’s demographic
information (Meng et al., 2016). Personalized advertising offers remarkable cost
efficiencies for marketers in compare of traditional mass media advertising as it allows
for the distribution of highly tailored commercial messages to individual consumers who
have been identified as permanent consumers (Kim et al., 2001).

Schumann et al. (2014) defined irrelevant advertising as boring and useless for users,
and consumers consider them unworthy of paying more attention. They argue that OPA
is a social exchange between consultants and their users. Social exchange theory
proposes that consumers estimate social interactions based on perceived cost and
rewards. This subjective estimation causes behaviors where people only take part in a
societal exchange when their expected return is greater than or at least compensated by,
the cost of participation (Schumann et al., 2014). Ur et al (2012) understood that
participants were more convenient with advertising based on behavioral tracking if they
knew and reliable the internet firm that allowed such ads. However, users are not always
informed of personalized advertising, and also they do not entirely perceive how such
personalization works (Ur et al., 2012). Zhu and Chang (2016), based on rational choice
theory and self-awareness theory, explored the role of relevance in personalized
advertisements and examined its impact on perceptions of privacy invasion, self-
awareness, and subsequent continuous use intentions of personalized advertising (Zhu
& Chang, 2016). Analysis of survey data from 386 online users found that although
privacy invasion perceptions are negatively related to constant use intentions, perceived
advertisement relevance mitigates consumers' privacy concerns.

Perceived relevance was also positively related to consumers' continuous use
intentions through the mediation of self-awareness (Zhu & Chang, 2016). VVesanen and
Raulas (2006) show how seeing personalization as a process helps marketers manage
and execute it more efficiently. A process view shows how the various phases of
personalization—customer interactions, analyses of customer data, customization based
on customer profiles, and targeting of marketing activities—are connected (Vesanen &
Raulas, 2006). The conclusions of investigations have shown that personalization is
associated with higher customer loyalty and satisfaction (Ball et al., 2006).

The commercialization of the sports industry has international economic and social
implications (Sarlab & Seyed Ameri, 2021). The sports industry is one of the essential
bases for economic development and social improvement, which has played an exciting
and crucial role in the sports economy and even the growth of the national economy. The
sports industry is the emergence of a modern human economy in the form of a new
industrial economy, which is the most diverse industry in the world of business, and
economically, as an essential factor of the regeneration of the national economy in many
countries (Hadian et al., 2020). Modern-day sport, and thus the sports industry itself,
should consist of activities aimed at promoting public welfare for each country (Savi¢ et
al., 2018). Sport has many functions: social, health, educational, entertainment,
recreational, economic, compatibility, integration, and defense (Stryczek, 2011). Sport is
an inseparable element of our daily life, and because of universality, people, social groups,
nations, and societies can communicate without considering their differences. Not only
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the sport's popularity but also its multidimensionality, some of the inherent attributes,
intense feelings, and the excellent efficiency of ads are surrounded (Konczak, 2021).

According to the World Federation of Sporting Goods Industries, China has
become the most extensive sporting goods production base by producing 70% of the
world’s sporting products. Sportswear and equipment take up 80% of China’s sports
industry in China. Recently, the successful holding of the Beijing Olympic Games and
Guangzhou, the Asian Games, has enormously rumble the speedy development of the
sporting goods industry (Ran & Zhang, 2011). Therefore, the sporting goods industry
has the necessary potential and capacity for commercial growth, and in the meantime,
advertising strategy is more significant in this field. Pihl (2006) emphasizes
cyberspace and e-commerce in the marketing and branding of sports goods in today's
world (Pihl, 2006). Considering the economic impact of personalized advertising in
today's world and the capacity of the sports industry, the need for this issue is essential.
So, the present study seeks to answer the question of what is the model of personalized
advertising in the sporting goods industry? And what are the influential factors for
this model? We hope the results of this research will help marketers and sports
managers in advertising and brand management.

2. Methodology

This study developed a fuzzy cognitive mapping model of factors affecting personalized
advertising in the sporting goods industry using qualitative method and grounded theory
based on Glaser’s approach and is based on fuzzy cognitive mapping approach. The
main research instrument of this pure, descriptive-exploratory study was semi-
structured interviews with the informed and expert individuals who were active in the
intended domain of the study. Sampling was done using snowball sampling to select
participants from among the Specialists in sports marketing, sports brand, and sports
industry and university professors in Sport Management, Business Management,
Technology management who had the intended characteristics. After conducting 14
interviews and collecting data, the obtained data were coded.

FCMs constitute a structured modeling technique used in complex systems
(Papageorgiou et al., 2009). Predictions on systems performance are made through a
semi-quantitative or semantic assessment of the relationships between concepts. An
FCM can be described as a qualitative model that portrays how a given system operates
(Ozesmi & Ozesmi, 2004). The qualitative model describes the system in terms of its
component variables and the causalities among these variables (Park & Kim, 1995). An
FCM is a directed network (i.e., diagraph) composed of nodes or concepts used to
describe system behavior and edges representing the causal links between ideas. Each
concept (node) has a state variable that varies from 0 to 1. It is associated with an
activation variable (i.e., {0} means no-activate and means activate). Each link has an
associated real number or weight variable from —1, 1, reflecting the relationship “what-
if” between concepts (Papageorgiou et al., 2009). An FCM connection matrix is
encoded from each FCM as deeply with the fitted connection weights. The main
elements of an FCM are nodes or concepts {C1, C2,..., Cn}; directed edges {C1C2,
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etc.} as a set of directed arcs that represent the relationship (positive or negative)
between concepts. Adjacency matrix (Ec = eij) as a matrix that contains the values of
each relationship (the values belong to the interval from —1, conversely correlated, and
1, directly correlated) and state vector A = (al, a2, ..., an). Where an is a real number
between 0 and 1, from which the categorical concept status is obtained: 1 activate or 0
no-activate (Papageorgiou et al., 2009). Cognitive maps are compounds of a large
number of variables (one per concept) that have many interconnections and feedback
cycles. The direction and numbers of relationships between variables produce three
concepts: transmitter concepts, receiver concepts, and ordinary concepts (Eden et al.,
1992; Harary & Norman, 1965). The type of variables in a map is important because it
shows the relationships among these variables and facilitates an understanding of its
structure. Graph theory indices provide a way to characterize FCM structures utilizing
three indices: outdegree, indegree, and the centrality index (Ozesmi & Ozesmi, 2004).

Once the stakeholder and expert group interviews were conducted, we obtained an
individual FCM from each participant. These individual cognitive maps were
augmented and additively superimposed (Kosko, 1986, 1993) to generate the aggregate
map. Several different methods to aggregate the individual maps (van Vliet et al., 2017)
have advantages and disadvantages. In this case, each personal map was combined to
generate a group or social map (Mouratiadou & Moran, 2007). For that, each individual
matrix was augmented and added, producing a single matrix that represents the FCM.
Then, the final aggregated FCM was obtained by normalizing each adjacency matrix
element according to the number of experts who supported it, k, and their decisional
weight, pi (Eq. (1))

Banini and Bearman (1998) :(1) Ec=Yi=1kpiEi/k Where k represents the number of
experts interviewed; pi is the decisional weight of the expert i, where Y i=1kpi=1; Ec is
the aggregated connection matrix, and Ei is the connection matrix written by the expert
i. The use of decisional weight pi for calculating each adjacency matrix element allows
a freedom degree for generating new scenarios under different social contexts. The
procedure for creating the FCMs are shown in Figure 1 (Rodriguez-Repiso et al., 2007).

Fuzzy Cognitive
Map (FCM)
construction steps
in
[ I I I 1
Data Data fuzzification: Degree of similarity Causality Graphical
acquisition Thresholds and between concepts evaluation Representation
grades of and polarity of the FMS
membership evaluation
¥ Results ¥ Results ¥ Results ¥ Results ¥ Results
IMs ‘ | FZMS ‘ ‘ SRMS | ‘ FMS | ‘ FCM }

Figure 1. Procedure for creating a targeted FCM (Rodriguez-Repiso et al., 2007).
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Excel, FCMapper and FCM EXPERT software were used to draw fuzzy cognitive
maps and calculate the related indicators.

3. Results

In the current study, the grounded theory based on Glaser’s approach has been used for
explaining the Process of sports development in Iran. The demographic data of the 14
experts interviewed in the current study are presented in Table 1.

Table 1. Demographic data of the interviewees.

Category Frequency Percentage of frequency
Gender Men 10 71.42%
Women 4 28.57%
Sport management 8 57.14%
Field of study Business Management 4 28.57%
Technology management 2 14.28%
Education PhD 12 85.72%
Masters 2 14.28%

By reviewing the totality of the interviews conducted during the analysis and review
of scientific sources, 33 concepts (sub-categories) and 7 Core categories were obtained.
Table 2 show Coding output for other main categories.

Table 2. Coding output for other main categories.

Core categories Concepts

Gain knowledge about the customer
Provide knowledge to the customer

Acquire knowledge from the customer

Clustering based on purchasing behavior (level, amount and sensitivity)
Clustering based on demographic characteristics
Clustering based on interest rate
Clustering based on Brand Preference
A comprehensive system for receiving customer information
customer-advertiser relations

customer reward and participation

Customer Knowledge
Management

Clustering customers

Customer relationship

management - - - -
g Analyzing customers buying behavior online
Meetings and Certifications
Advertising space
individual differences and attitudinal reactions
-, Engage the consumer mind
Psychology of Advertising 99

customer emotion and advertisement characteristics
Neuroscientific (hemodynamic activity, eye movements, psychometric
responses, etc.)

Convergence of advertising content with consumer needs

Convergence of advertising culture with customer culture
convergence of advertising Social convergence of advertising with the social level of customers
Economic convergence of advertising with the economic conditions of

customers




219' Sports Business Journal Summer and Autumn 2021, Vol. 1, Issue 2, p. 213-230

Core categories Concepts

real-time advertising adjustment to the user

Context and product attributes for message customization
Create impactful content and distribute it to audience-aligned destinations.
Curiosity-inducing advertising
Celebrities or Champion Athletes in Advertisements
Use signs of nostalgia
use of humorous advertising

Visual attention

Informed Consent Statement
Based on obtaining permission

Transparency of privacy policies Transparency and customer awareness

Provide clear instructions
Guaranteed Preservation Privacy

cl
c2
c3
c4
c5
c6
c7

After the collection of interviews, the results were defuzzied and entered in the FCM
EXPERT software to draw the FCM and calculate the following:

Total number of components.

Total number of connections.

Indegree and Outdegree of each component.

Connections per component.

Type of component (driver, ordinary, receiver).

Centrality: an absolute value of either a) overall influence in the model (all +
and relationships indicated, for entire model (or b) influence of individual
concepts as indicated by positive (+) or negative (-) values placed on
connections between components; shows a) the total influence (positive and
negative) to be in the system or b) the conceptual weight/importance of
individual concepts (Kosko, 1986, 1993). The higher the value, the greater is
the importance of all concepts or the individual weight of a concept in the
overall modell.

C/N: number of connections divided by the number of variables (concepts).
Complexity: ratio of receiver variables to transmitter variables.

Density: connections number compared to all possible connections numbers
(Kokkinos et al., 2018).

The De-fuzzy matrix of the factors affecting the structured personal
advertisements is shown in Table 3.

Table 3. De-fuzzy matrix of experts' cognitive map.

cl c2 c3 ca c5 c6 c7
O 0.240531 0.37923 0.398706 0.516737 0.444957 0.154399
0.180894 0 0.345666 0.113968 0.444176 0.522554 0.180236
0.346288 0.180706 O 0.246954 0.444636 0.516501 0.345796
0.509574 0.094023 0.345743 0 0.313014 0.509598 0.18031
0.51021 0.346061 0.247518 0.18102 O 0.444948 0.346037
0.510346 0.11471 0.313602 0.181151 0.445027 0 0.313235
0.574577 0.587607 0.463674 0.509328 0.444141 0.658887 o]
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To examine and analyze the causal map of experts, the similarity and distance
between the causal map of experts are examined using analytical tools. These analyses
determine whether there is a specific pattern on the similarity or difference between
maps and the feasibility of integrating causal maps of experts to extract integrated
cognitive mapping. QAP correlation method and distance ratio index are used to
measure the similarity and distance of nine expert maps (Rezaei Pandari, 2015).

Table 4 shows the calculated pairwise matrix for the cognitive map of the experts in
this study.

Table 4. Matrix paired distance matrix of cognitive experts.

Input dataset: similarityb (C:\Users\MEHDI\Desktop\FCM\testd\similarity6

Measure: Avg absolute difference

Mode: Matrices

Diagonal valid?: YES

Output dataset: similarity-Avg-M6 (C:\Users\MEHDI'\Desktop\FCM\test4\similarity-Avg-M6

1 2 3 4 5 6 7 8 9 1@
exprl expr2 expr3 exprd expr5 exprb expr7 exprd expr9 exprl

8
1 exprl 9 ©.197 ©.254 0.183 0.312 0.114 ©.218 ©.128 ©.243 8.161
2 exprl 8.197 8 8.217 8.317 9.283 0.198 0.367 0.265 @.179 0.242
3 expr3 0.254 8.217 8 8.276 8.312 ©.299 9.164 ©.227 ©.254 0.173
4 exprd 0.183 @.317 0.276 6 9.198 ©.223 0.171 ©.279 0.241 8.374
5 expr5 @.312 0.283 0.312 0.198 8 ©.389 ©.258 ©.311 @.325 0.343
6 exprb ©.114 8.198 ©.299 ©.223 8.389 0 9.234 ©.218 0.247 9.326
7 expr7 ©.218 8.367 6.164 0.171 8.258 0.234 @ 8.314 ©.385 8.217
8 exprB 0.128 8.265 0.227 0.279 8.311 0.218 8.314 8 8.229 8.173
9 expr9 ©.243 0.179 6.254 ©.241 8.325 ©.247 0.385 0.229 B 8.298
10 exprle .16l ©.242 ©.173 ©.374 0,343 ©.326 0.217 ©.173 0.298 8

18 rows, 18 columns, 1 levels.

In the next step, the QAP correlation coefficient matrix was calculated. The output
of this analysis is a square matrix (table) that shows the correlation of expert drawings
in pairs.
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Table 5. QAP correlation.
QAP Correlations

1 2 3 4 5 6 7 8 9 10
exprl expr2 expr3 exprd exprS expré expri7 expr8 expr9 exprl@

1 exprl 1.888 ©.351 ©.258 @.211 ©.395 ©.321 ©.278 0.491 0.359 0.217
2 expr2 8.351 1.86@ ©.334 ©.319 8.355 ©.191 0.463 0.229 0.167 0.361
3 expr3 8.258 0.334 1.800 ©.328 0.198 0.236 0.164 0.129 0.145 0.315
4 exprd @.211 ©.319 0.328 1.000 0.376 0.418 0.113 6.159 6.139 0.219
5 expr5 8.395 8.355 0.198 @.376 1.060 ©.108 ©.233 0.112 8.331 0.336
6 expr6 8.321 0.191 ©.236 @.418 ©.188 1.600 ©.273 0.293 0.118 0.187
7 expr7 8.278 0.463 0.164 @.113 0.233 0.273 1.000 0.237 0.427 0.381
8 expr8 0.491 0.229 0.129 @.159 0.112 ©.298 ©.237 1.000 0.274 0.265
9 exprd 8.359 0.167 0.145 @.139 8.331 ©.118 ©.427 0.274 1.000 0.183
10 exprl® ©.217 ©.361 @.315 ©.219 ©.336 ©.187 ©.381 0.265 ©.183 1.000
Table 6. P-Values/ QAP correlation.

QAP P-Values

1 2 3 4 5 = 7 3 9 1a

1 exprl ©.288 .28 ©.228 0.2 0.0 B.082 8.082 8.008 8.00a 8.008
2 expr2 ©.000 ©.000 ©.000 0.0 @.8e0 ©.0e0 @.060 @.06a 0.00a 0.008
3 expr3 ©.900 ©.902 ©.922 ©.022 @.082 2.08Q 2.002 @.008 2.00a 2.008
4 exprd ©.000 ©0.200 ©.202 ©2.2002 0.220 °.080 8.082 0.28a B.80a 2.008
5 expr5 ©.000 ©0.200 0.9208 0.822 @.022 @.0eQ @.000 @.00a @.00a 8,000
6 exprt ©.220 2.222 2.222 .02 2.022 2.022 2.002 2.002 2.002 2.008
7 expr7 ©.000 ©.200 ©.200 ©0.000 ©.9020 §.080 §.000 0.008 B.008 B.008
8 expr8 ©0.900 ©.922 ©.922 .02 @.082 2.0eQ 2.002 @.008 2.00e 2.008
9 expr9 0.000 .20 .22 0.2 9.0 0.080 2.0 0.008 0.80a 8.0e8
18 exprle ©.000 ©.900 .90 ©.800 @.0a0 @.080 @.080 @.00a 0.00a @.008
QAP statistics sawed as datafile QAP Correlation Results

Examination of the results related to correlation analysis (similarity data) and
distance ratio (difference data) between cognitive maps shows no significant
difference between them. Therefore, there is no obstacle to integrating the cognitive
maps of all experts in model development. Table 7 Showed Indicators of fuzzy
cognitive mapping method.

Table 7. Indicators of fuzzy cognitive mapping method.

Densit Total Nr. Total Nr. Nr. Nr. Nr. Ordina Nr. Regular
y Factors Connections Transmitter Receiver ' y Connections
0.77 7 42 0 0 7 42.0

Density shows how highly the factors are connected within the network. It was
calculated by dividing the number of counted connections (C) by the number of possible
connections between N factors. According to the results of Table 7, a density of 0.77
indicates that the system is highly complex. The density of a cognitive map D is an
index of connectivity. D =C /N (N — 1) or alternatively D = C/ N 2. This is known as
the density equation wherein C represents the number of connections possible between
N variables; if the number of connections possible between N variables can have a
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causal effect on themselves, then the minimum number of connections is N2
Transmitter variables are units whose od(vi) is positive, and their id(vi) is 0. Receiver
variables are units whose od(vi) is 0, and their id (vi) is positive. Other variables which
have both non-zero od (vi) and id (vi) are ordinary variables (mean). According to Table
4, the number of transmitters in the system is zero, and the receivers are zero in the
system. The results also showed that all model factors are of the type of ordinary
variables (Kandasamy & Smarandache, 2003).

The degree of output, the degree of input and the degree of centrality of each factor
are analyzed in FCMapper software. These results are shown in Table 8.

Table 8. The degree of input, the degree of output and the centrality of each factor.

Factors Outdegree  Indegree Centrality Rank
C1 Clustering customers 213 2.63 4.77 2
Cc2 Transparency of privacy policies 1.79 1.56 3.35 7
C3 Psychology of Advertising 2.08 2.10 4.18 5
C4 Visual attention 1.95 1.63 3.58 6
C5 convergence of advertising 2.08 261 4.68 4
C6  Customer relationship management 1.88 3.10 4.98 1
C7  Customer Knowledge Management 3.24 1.52 4.76 3

The structure of an FCM, apart from the number of variables and connections, can
best be analyzed by finding the following variables:

For a given FCM, the transmitter variables (forcing, giving, tails, independent) are
the receiver variables (ends, heads, dependent). These variables are defined by their
outdegree [od(vj)] and indegree [id(vj)]. Outdegree is the row sum of absolute values of
a variable in the adjacency matrix and shows the cumulative strengths of connections
(aij) exiting the variable (Kandasamy & Smarandache, 2003).

N
k=1

Indegree is the column sum of absolute values of a variable and shows the cumulative
strength of variables entering the unit.

N

id(v;) =Y a;.
k=1

The immediate domain is the summation of its in-degree (narrows) and outdegree
(out arrows), also called centrality. The contribution of a variable in a cognitive map
can be understood by calculating its centrality (c), whether it is a transmitter, receiver,
or ordinary variable. The centrality (c) of a variable is also called its total degree [td(vi)]
(Kandasamy & Smarandache, 2003).

¢ = td(vy) = od(v;) + id(v;).
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According to the table results, Customer relationship management is the most
affected by other factors. Also, the research results showed that Customer Knowledge
Management has the most significant impact on the factors of the ad personalization
model. As can be seen, Customer relationship management, Clustering customers, and
Customer Knowledge Management, respectively, have the highest degree of centrality.
The graphical representation of the inter-relationship between the nodes is given in the
form of a directed graph shown in Figure 2.

Figure 2. Cognitive mapping of factors affecting personalized advertising in the sporting goods industry.

4. Discussion and conclusion

This article was the development of a fuzzy cognitive mapping model of factors
affecting personalized advertising in the sporting goods industry using qualitative
method and grounded theory based on Glaser’s approach and is based on fuzzy
cognitive mapping approach. The main research instrument of this pure, descriptive-
exploratory study was semi-structured interviews with the informed and expert
individuals who were active in the intended domain of the study. The research results
showed that Customer relationship management is the most affected by other factors.
Also, the research results showed that Customer Knowledge Management has the most
significant impact on the factors of the ad personalization model. Customer relationship
management, Clustering customers, and Customer Knowledge Management,
respectively, have the highest degree of centrality; this means that they have the most
impact on the model.

In today’s fast-moving world of marketing, from product orientation to customer
orientation, the management of customer treatment can be seen as a key to achieving
revenue growth and profitability. Knowledge of customer behavior can help marketing
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managers re-evaluate their strategies with the customers and plan to improve and expand
their application of the most effective strategy (Hosseini & Shabani, 2015). Customer
segmentation is the process of dividing customers into groups with similar
characteristics or features. Customer behavior analysis and customer segmentation are
mainly based on customer demographic variables (Song et al., 2001). Clustering and
segmentation are two of the most critical marketing and customer-relationship
management technigues. They use customer-purchase transaction data to track buying
behavior and create strategic business initiatives (Rajagopal, 2011). Therefore, knowing
the customer information will help a lot in personalizing advertisements.

Also, Psychologists from many different specialties, particularly cognitive, media,
and social psychologists, have been interested in advertising from many points of view
(Furnham, 2019). In all advertising campaigns, essential decisions lead to failure or
success. In all of these decisions, psychologists do research advertising and present
their knowledge to make marketing more effective. They consider the following
factors Ad Features, Repetition, Price, and Channel. Directed is also essential. For
example, we must use the Internet or mobile phones for advertising if we want to
target teenagers. In addition, given their age, we can support their identity. This is the
most critical issue at this age. The integration of customer information and the science
of psychology is based on various components (mentioned) to formulate ads based on
customer tastes and interests.

Furthermore, compiling convergent advertising messages in different dimensions is
very important in personalizing advertisements. These dimensions include the
convergence of advertising content with consumer needs, the intersection of advertising
culture with customer culture, the social convergence of advertising with the social level
of customers, and the economic convergence of advertising with the economic
conditions of customers. In personalizing advertising, all aspects of an individual in
society are taken into account. Therefore, marketers must consider social, cultural, and
economic characteristics in the formulation of personalized advertisements related to
sporting goods.

Since a significant last of the budget is spent on advertisements that lack
effectiveness, essential elements should be investigated to increase ads' effectiveness
and avoid wasting expenditure (Keimasi & Khoshnevis, 2021). Visual advertising is
one of the most widely used methods in marketing that uses graphic elements to increase
brand awareness in the audience. The use of colors, the effect of direct gaze, the impact
of friendly communities, attention to the focal point, and the rule of a third of the points
that pay attention to them are effective in the success of visual advertising campaigns.
In this regard, the following can be used to personalize ads: curiosity-inducing
advertising, celebrities or champion Athlete in advertisements, use signs of nostalgia,
context, and product attributes for message customization, create impactful content, and
distribute it to audience-aligned destinations and use of humorous advertising.

Customer knowledge is a critical asset, and gathering, managing, and sharing
customer knowledge can be a valuable competitive activity for organizations (Garcia-
Murillo & Annabi, 2002). Customer knowledge can be broadly categorized as
knowledge for customers (i.e., knowledge provided to customers to satisfy their needs),
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knowledge about customers, and knowledge from customers, which is the knowledge
that customers possess that organizations can obtain by interacting with them
(Khodakarami & Chan, 2014). also, Customer relationship management (CRM)
systems are a group of information systems that enable organizations to contact
customers and collect, store and analyze customer data to provide a comprehensive view
of their customers. CRM systems mainly fall into three categories: operational systems
(used for automation and increased efficiency of CRM processes), analytical systems
(used for the analysis of customer data and knowledge), and collaborative systems (used
to manage and integrate communication channels and customer interaction touchpoints)
(Bose & Sugumaran, 2003; Geib et al., 2006).

It is well understood that such personalization is only possible if certain user
information (e.g. interests, demographic information) is available to the party that serves
advertisements. Thus privacy leakage is always a concern (Meng et al., 2016). On the
other hand, customers may find online personalization helpful because personalized
promotions cater to their preference—the value of personalization. On the other hand,
customers may feel uncomfortable and anxious when they learn of their unauthorized
personal information (van Vliet et al., 2017). Also, ad networks are responsible for
protecting users’ privacy (Meng et al., 2016). Baek and Morimoto (2012) research on
advertising avoidance identified two critical triggers for consumers' negative attitudes
toward personalized advertisements: (1) when the message is not well-targeted to their
needs and interests, and (2) when the message raises issues of privacy concern (Baek &
Morimoto, 2012).

Dynamic targeting and retargeting are the facets of personalized advertisements
where companies utilize users' browsing behavior to predict their interests and purchase
patterns to target them better. Relevance plays a key role here since lesser relevance or
uses to the user would often result in negative emotion towards the personalized ads (De
Keyzer et al., 2015). Hence, utilizing relevance and usefulness ensures that users are
hooked better and reduces the companies’ costs of customer search and acquisition.
Practically, we can replace personalization with bearing as any brand/product advertised
outside the interests and needs has meager chances of generating an intrinsic urge to
buy the product/brand. Our findings that the customer purchase intention positively
correlates to the relevance and usefulness metric of personalized advertisements on
social media are concurrent with several other studies.

As aresult, considering the importance of personalized advertising and realizing that
customers want to be meaningful even in advertising, suggestions are provided in this
regard. This type of advertising may be complex at first, but with a bit of creativity and
the right tools, it can be instilled in customers that your interests and desires are really
important and there is no need to change their minds. Using data analysis platforms can
provide accurate information about how the customer operates and make analyzing that
data more accessible. Data management platforms also contain platforms that inform
audiences and campaigns and help marketers manage them when needed. This
information may include age, family income, web browsing habits, shopping behavior,
location, a device used, and other details of users and can be categorized and
differentiated in various ways. Customer relationship has become one of the main pillars
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in personal advertising. To this end, choosing an accurate tool to create an optimized
connection with customers based on the data obtained is essential for success. Email
marketing platforms are one of the main digital marketing tools. If this email also looks
good enough to be personalized, you are more likely to respond to it. Finally, it should
be noted that personalized advertising is different from traditional advertising and seeks
to improve the customer experience. With the right strategy and the right tools for this
type of advertising, you will achieve a mutually enjoyable experience.
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