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Peer Review and Ethics

SBJ is committed to peer-review integrity and upholding the highest standards of
review. Once your paper has been assessed for suitability by the editor, it will then be
double-blind peer-reviewed by independent, anonymous expert referees. Because a
blind review process is used to evaluate manuscripts, all clues to the identity of the
author must be eliminated throughout the manuscript. Make sure that all references to
the author and to other publications by the author are referenced as “author” and not by
name. The reference list should not include these references. The first page of the
manuscript should not include author names or affiliations, but it should include the title
of the paper and the date of submission.

Ethics for authors

Being published in a peer-reviewed journal is an essential part of every researcher's career.
Benefits to you as the author (and to your funder and institution) come from the work that
is done to ensure that every article adheres to specific standards. For example, researchers
must report their work accurately so that other people can use it and apply it.

Case 1: Authorship

Every author listed in a journal article should have made a significant contribution to
the work reported. This could be in terms of research conception/ design, acquisition of
data, or the analysis and interpretation of data. As an author or co-author, you share
responsibility and accountability for the content of your article.

What to avoid

e  Gift (guest) authorship: where someone is added to the list of authors who have
not been involved in writing the paper.

e  Ghost authorship: where someone has been involved in writing the paper but is
not included in the list of authors.

Case 2: Plagiarism

"When somebody presents the work of others (data, words or theories) as if they were
his/her own and without proper acknowledgement.” Committee of Publications Ethics
(COPE)
When citing others' (or your own) previous work, please ensure you have:
e Marked quoted verbatim text from another source with quotation marks.
e Attributed and referenced the source of the quotation clearly within the text and
in the Reference section.
o Obtained permission from the original publisher and rightsholder when using
previously published figures or tables.



Guide for authors I 6

e If you discuss one particular source at different points in your paper, make sure
you correctly cite every instance.

Make sure you avoid self-plagiarism

Self-plagiarism is the redundant reuse of your work, usually without proper citation. It
creates repetition in the academic literature and can skew meta-analyses if you publish
the same data sets multiple times as "new" data. Therefore, if you're discussing your
previous work, make sure you cite it.

Sports Business Journal uses Crosscheck to screen for unoriginal material. Authors
submitting to it should be aware that their paper may be submitted to Crosscheck at any
point during the peer-review or production process.

The editor of the journal will investigate any allegations of plagiarism or self-
plagiarism made to a journal. If the allegations appear to be founded, we may also
choose not to accept future submissions.

Case 3: Data fabrication

All data must be accurate and representative of your research. Data sharing is more and
more prevalent, increasing the transparency of raw data. We may then ask authors to
provide supporting raw data where required. We may also ask Journal Editorial Board
members to assist in further evaluation of the paper and allegations. If the explanation
is not satisfactory, we will reject the submission. We may also choose not to accept
future requests.

Case 4: Competing interests

It is essential to be honest about any competing interests, whether sources of research
funding; suppose an author does not declare a competing claim to the journal upon
submission or during the review. It affects the actual or potential interpretation of the
results. In that case, the paper may be rejected or retracted.

Ready to submit your paper? Your ethics checklist

Before you submit, make sure you've:

e Read the journal's instructions for authors and checked and followed any
instructions regarding data sets, ethics approval, or statements.

Named all authors on the paper and the online submission form.

Referenced all material in the text clearly and thoroughly.

Carefully checked data and included any supplemental data required by the journal.
Declared any relevant competing interests to the journal.

Obtained (written) permission to reuse any figures, tables, and data sets.

Only submitted the paper to one journal at a time.
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Finally, notify all the co-authors once you have submitted the paper.

Preparing Your Paper

Thank you for choosing to submit your paper to us. Before you submit your manuscript,
it’s important you read and follow the guidelines below. These instructions will ensure
we have everything required so your paper can move through peer review, production,
and publication smoothly. Please take the time to read and follow them as closely as
possible, as doing so will ensure your paper matches the journal’s requirements.
Manuscripts should be submitted online at https://shj.alzahra.ac.ir/contacts? _action=

loginForm.
Formatting and Templates

Article files should be provided in Microsoft Word format. Word templates are
available for this journal. Please save the template to your hard drive, ready for use.
Please note that this journal only publishes manuscripts in English. Please use the
American spelling style consistently throughout your manuscript.

Article length/word count

e Manuscript Structure: title page; abstract; introduction; theoretical background
or literature review; method; results; managerial implications; conclusion;
acknowledgments; declaration of interest statement; references; appendices (as
appropriate); table(s); figures.

e A manuscript paper should have at least 5000 words and not exceed 8,000
words, all-inclusive (reference lists, tables, figures). In Meta-synthesis or
Systematic review, can have 10,000 words count.

Structured abstract

All submissions must include a structured abstract, following the format outlined below.
These four sub-headings and their accompanying explanations must always be included:

e Purpose
o Design/methodology/approach
e Findings
e Originality

Should contain a structured abstract of 250 words. Should contain a structured
abstract of 300 words in English and 350 words in Persian (exact translation of the
English abstract).
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Note that:

Title fonts in English (Times New Romans 14), abstract text fonts in English (Times
New Romans 10), full-text fonts of the manuscript (Times New Romans 11) as well as
headings (Times New Romans Bold 12), and subheadings (Times New Romans Italic
11). Title fonts in Persian (B Titr 14) and abstract text fonts in Persian (B Nazanin 10).

References

All references in your manuscript must be formatted using EndNote software based on
APATth styles.

The bibliography of references text font should be (Times New Romans 10).

The number of references of each manuscript should be between 40 and 50
references. Systematic review and Meta-synthesis manuscripts are excepted. However,
sending the list, names, and complete details of the articles used for review in a table as
a supplementary file is necessary.

References examples:

Journal article

Memari, Z., Rafei Boldaji, S., & Pouyandekia, M. (2021). How is the Football Schools Franchise
Using a Valuable Approach to Revenue-Generating Capacity in Iranian Football Clubs?
Sports Business Journal, 1(1), 31-44. https://doi.org/10.22051/sbj.2021.36864.1008

Book

Corbin, J., & Strauss, A. (2008). Basics of Qualitative Research: Techniques and Procedures for
Developing Grounded Theory. SAGE Publications. https://books.google.com/books?
id=0TI8Ugvy274C

Book chapter

Blase, K., Van Dyke, M., Fixsen, D. L., & Bailey, F. (2012). Implementation science: Key
concepts, themes, and evidence for practitioners in educational psychology. In
Handbook of Implementation Science for Psychology in Education (pp. 13-34).
https://doi.org/10.1017/CB09781139013949.004

Conference proceeding
Schreiner, R., Daniel, J. 0., Junginger , C., Hauser, T., & Hoener, O. (2017, 31 May-2 June).

Soccer coaches’ education within the German tid program: perceptions of the quality
and need for development. World Conference on Science and Soccer - Rennes, Frence.
https://wcss-rennes2017.sciencesconf.org/data/pages/Proceedings WCSS_17.pdf

Dissertation

Kim, J. (2008). An Analysis of Talent Development in Korean and German Football [Seoul
National University]. https://www.semanticscholar.org/paper/An-Analysis-of-Talent-
Development-in-Korean-and-Kim/5fff3eeafe4f5a4465bc1fbb0714ff7367392d55



https://doi.org/10.22051/sbj.2021.36864.1008
https://books.google.com/books?%20id=0TI8Ugvy2Z4C
https://books.google.com/books?%20id=0TI8Ugvy2Z4C
https://doi.org/10.1017/CBO9781139013949.004
https://wcss-rennes2017.sciencesconf.org/data/pages/Proceedings_WCSS_17.pdf
https://www.semanticscholar.org/paper/An-Analysis-of-Talent-Development-in-Korean-and-Kim/5fff3eeafe4f5a4465bc1fbb0714ff7367392d55
https://www.semanticscholar.org/paper/An-Analysis-of-Talent-Development-in-Korean-and-Kim/5fff3eeafe4f5a4465bc1fbb0714ff7367392d55

ﬂ Sports Business Journal

Print Newspaper Article

Grohmann, K. (2014, July 14). Investment, youth planning are secret of Germany success.
Reuters.  https://www.reuters.com/article/us-soccer-world-ger-success/investment-
youth-planning-are-secret-of-germany-success-idUSKBNOFJ1K920140714

Blog Post

Amigone, M. (2015, June 23). Dutch Soccer Coach Jan Pruijn Shares Secrets from His Years
Training Youth Players. ACIS Educational Tours. https://acis.com/blog/dutch-soccer-
coach-jan-pruijn-shares-secrets-from-his-years-training-youth-players/

Report

Chesler, D. (2013). 2001-2013 The Evolution of Youth Academy Programs (Technical Director
Course - International Academy Case Study, November, Issue. http:/resources.
ussoccer.com/n7v8b8j3/cds/Email/131106-TECHNICAL-SUMMARY-ICS-GERMANY-

Chesler-v.1.pdf

Webpage
Fuller, J. (2020, August 5). Football Coaching Courses: How to become qualified? Pitch Hero
Ltd. https://blog.pitchero.com/football-coaching-courses

Checklist: What to Include

e Author details. All authors of a manuscript should include their full name and
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Editor-in-Chief Note

While we published the first Sports Business Journal issue, the Journal has
found its position among researchers and reviewers and has been accepted
worldwide. Although most visitors to its articles are from other countries, its
monthly visits exceed 4,000, half of which are from researchers abroad and five
continents. By complying with the necessary form and content standards, we can
be more successful in increasing the visibility of the articles and be indexed in
more specialized databases. The keywords cloud of the articles also shows that we
are still required to comply with the Journal's scope, and we have been able to
maintain its specialized position. With the continuous cooperation of dear
colleagues and authors, we will be more successful in how we have taken.

Once again, we thank the esteemed vice president for research at Alzahra
University and our dear colleagues in this field for their support and guidance. We
are also grateful to the honourable managers of the Iranian Journals' Commission
of the Ministry of Science, Research and Technology, and we hope that they will
continue to support the new English language Journals and continue their technical
and material support for publishing such publications until the results are achieved.
Also, we hope to continue receiving valuable specialized articles towards the
publication of technical articles and other activities for the growth of the field and
the improvement of the level of writing articles in English.
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ABSTRACT

Purpose: Marketing is a method that focuses on promoting companies' products
and services. One of the main elements of promotion is the product or brand
slogan. This study aimed to provide a bibliometric analysis of scientific
documents on brand slogan research in event tourism.

Methodology: This study used social network analysis to investigate co-
authorship, co-occurrence of words, and cooperation coefficient. The research
population consisted of studies of journals indexed in the Web Science database
from 2006 to 2022, and 29 articles about brand slogans in tourism were selected
as samples and analyzed using VOSviewer software.

Findings: The results showed that research on brand slogans in tourism reached
the highest level in 2017, and the United States did the most research in this area.
The most frequently repeated words between 2014 and 2016 included
destination brand, destination image, slogan, and marketing communications,
and after 2016, the words "destination slogan" and "location identity" were
repeated. Tourism slogans, logos, slogans, and products were the most frequent
in 2020. Most citations were related to Lee's (2006) article. The differences
between keywords before and after 2020 indicate the importance of slogan
design and appropriate slogans for tourism brand marketing.

Originality: It is suggested that tourism managers use the related slogan of their
tourism brand to promote and market it. Also, the results of this research will
help researchers to consider current issues in the field of event tourism in future
studies and to identify authentic publications in the field of brand and tourism
and use authentic articles to write their articles.
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1. Introduction

Now more than ever, human society faces a lack of diverse resources and needs <and is
trying to use the limited resources available to meet some of its unlimited needs. If
economics is the study of how unlimited needs can be met using limited resources,
management of skills and assets for optimal use of existing resources, and marketing is
defined as identifying and addressing needs through resource exchange, (Ferrand &
McCarthy, 2008). Therefore, managers need to develop effective marketing strategies to
determine their brand positioning and help their brands communicate positively with
current and new customers. The ultimate goal of branding is to differentiate a brand from
a competitor, which is the essence of branding strategy (Aaker, 2003).

A brand is a name, phrase, term, sign, symbol, design, or combination of them intended
to introduce goods or services by vendors to differentiate their products from competing
companies (Lassar et al., 1995). In marketing, it has been argued that providing sensory,
emotional, behavioral, and intellectual experiences can influence a brand somehow and
thus increase brand credibility (Hwang & Hyun, 2012).

In their research, Choi et al. (2017) found that emotional slogans must be created to
evoke customers' emotional experiences, develop strong feelings for the brand, and help
build brand credibility. Therefore, brand managers should create slogans for the brand that
are attractive to consumers, developing behavioral, sensory, emotional, and cognitive
aspects of a brand increases consumers' perception of brand credibility, directly or
indirectly affecting the quality and loyalty of customers' relationships with the brand.

Slogans are short phrases that convey descriptive or convincing information about the

brand. In other words, they are essential tools for summarizing and translating the claims
of a brand marketing plan (Keller, 2003). Slogans are believed to play an important role
in advertising (Richardson & Cohen, 2012).
Slogans are widely used in advertising campaigns for various products and interact
effectively with other brand elements such as brands, logos, packaging, and designs, as
these slogans play a beneficial role in helping customers understand the brand's nature
(Lee et al., 2006). Additionally, tourism is also a popular part of leisure experiences in the
world (Ritchie & Adair, 2004).

The rapid growth of tourism has led to the formulation and implementation of tourism
development plans and policies. As a result, competition between destinations has
intensified, leading them to develop and implement various marketing activities to
improve understanding of their target brands (Zhang et al., 2016). Tourism campaigns
usually have slogans or slogans to unite and emphasize the values and identities of the
place advertised; for example, South Australia has the motto "Peace, Joy, Discover," and
the Maldives have the slogan "Sunny Side of Life" in their tourism campaigns
(Nuttavuthisit, 2007). National tourism organizations should pay attention to the country's
brand logo and brand slogan in their advertisements and develop these two components,
Paying attention to the brand logo and brand slogan helps to increase the effectiveness of
advertising and attracts more visual attention of tourists and effectiveness (Lourengéo et
al., 2020).



15 ISports Business Journal Spring 2024, Vol. 4, Issue 2, p. 13-33

The results show that the more clearly the tourism slogan represents the unique sales
of a brand, the more efficient the message is. Furthermore, if tourists can get specific
information about the slogan, they will have a more favorable attitude toward it.
Compared to vague slogans, specific and tangible slogans can provide more precise
information about a destination, which can help tourists reduce the risks associated with
travel decisions (Lee et al., 2006).

In the choice of words for designing tourist destination slogans, it is necessary to
consider their positive and negative meanings simultaneously. For example, the Thailand
Tourism Campaign has been quite successful in choosing the slogan "Amazing Thailand"
because its positive meaning has convinced many tourists to enjoy the idea of
experimenting with something new, strange, or different from their Thailand tourism and
shows the amazing quality of the country, but on the other hand, it can convey a sexual
trait and create an impression about the country's brand (Nuttavuthisit, 2007).

Additionally, extremism in slogan design hurts the attitude towards the destination
and the intention to travel of tourists since tourism has high empirical characteristics
and tourists cannot assess the quality of the destination before experiencing it; they are
likely to evaluate high-profile slogans more cautiously to reduce the risks associated
with travel decisions. A brand slogan's information may be inconsistent with what
tourists think and know about the destination, leading to cognitive dissonance (Zhang
et al., 2016). However, the most important thing to note is that brand slogans are
generally crucial in branding (Aaker, 2012); for this purpose, slogans are used in
football sports. Football is not just a sports game but has become a global business for
teams (Hamlin & Peters, 2018). Football slogans aim to achieve two main goals:
promoting brand awareness and creating, protecting, or changing brand image and
perception (Brown & Katz, 2011). Significant events like the World Cup also use
posters and slogans to convey the host country's traditions. These options create feelings
of belonging and shape the nation as a concrete community (Malanski & Pefia, 2023).
Considering the above and the importance of slogans in tourism, Nevertheless, many
research gaps remain in the field of research of the motto (Kohli et al., 2007) and
specifically the Destination Research Slogan (Pike, 2004). Since scientific development
is one of the most important indicators of economic and social development in different
countries, it is necessary to investigate scientific production in various fields
(Makkizadeh & Hazery, 2017). Scient metrics studies are among the cases that can show
the extent of a country's scientific development. The findings of scient metric studies
can be counted as the most important policy tools for developing science, technology,
and innovation in different countries (Emami et al., 2016).

These studies help managers discover effective marketing methods. Additionally, one
of the most important items in today's marketing competition is the creation of methods
affecting the audience and customers of products and services by managers of
organizations and companies. For this reason, reviewing prior academic research helps to
understand knowledge in a particular field (Hart, 1998). In addition, it identifies gaps and
suggestions for future research work (Thwaites & Chadwick, 2013). And finally, the
results can lead to progress in future research in the field. Therefore <this research uses
existing studies in the field of brand slogans in tourism, doing so «will provide a range of
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concepts «<models and frameworks and develop a management understanding of the
multidimensional nature and complexities of achieving service quality in a tourism
environment.

2. Theoretical background

2.1. Brand Slogan

One of the important factors that sustain organizations is the retention of customers, and
if the organization loses its customers, it should not hope to continue its activities.

To attract customers and his loyalty, one of the most important factors is to create brand
value for the company. If the company fails to create a special value for itself, it will lag
behind its competitors and lose market share in the current highly competitive
environment. The recent emphasis of marketing is on creating global brand names that
compete with different countries and cultures. Therefore, to ensure success in building a
strong commercial name (high value business name), it is necessary to understand the
process of creating brand value and know the factors affecting it. The elements of the
classic marketing mix (product, price, distribution, and promotion) have a greater effect
on changing the brand name and brand's specific value from the customer's perspective
(Yoo et al., 2000). Recently, brands have been emphasized as an important relationship
marketing tool to differentiate a company from competitors (Choi et al., 2017).

A brand is a name or phrase whose main purpose is to introduce a product or service
to customers. In today's competitive environment, most researchers believe that brands
are an important part of business (Lassar et al., 1995). The brand name, along with the
brand's slogan and logo, represents one of the three key elements of brand identity. The
elements by which the brand communicates with the world around it (Kohli et al., 2007).
Although many commentators have argued that logos, slogans and advertising campaigns
are relatively ineffective in branding the place, those involved focus on these visual design
and advertising tools (de San Eugenio Velaetal., 2017). Although these three components
are pieces of a single whole, the way they each build brand identity is distinct and performs
a specific function. For example <brand-to-product shows the core brand identity and
cannot be easily changed. Logos «whether brand images or more abstract designs <serve
as visual cues for faster processing and global recognition of brands in different languages
and cultures. Likewise, logos are noticeably rarely changed <but sometimes changed or
updated to keep up to date in the competitive world. A brand name, often no more than
one or two words <can't say many things literally. The same is true of logos. Finally,
slogans play an important supporting role in brand identity. They are a key element of a
brand's identity and contribute to the unique value of a brand. In today's market, almost
all brands use slogans. Slogans reinforce the brand image, help identify and recall it, and
create brand differentiation in consumers' minds (Kohli et al., 2007). Slogans are created
to evoke emotional experiences from customers. Emotional experiences in slogan design,
using verbs related to logos, symbols, and the brand allows customers to immerse
themselves in the brand environment (Choi et al., 2017). However, the important point is
that the slogan must be consistent with the brand's characteristics (Nuttavuthisit, 2007).
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Brand characteristics positively affect attitude toward slogans, and the relationship
between slogan and brand characteristics has positive effects on attitude towards slogans
and attitude towards destination brands. When a brand creates an extreme slogan far from
its brand characteristics, it will hurt the slogan and attitude towards the target brand
(Zhang et al., 2016).

2.2. Bibliography

The first bibliometric analysis was proposed in 1969 (Zancanaro et al., 2015). The term
became more common with the publication of Scient metrics in 1977, a reference journal
in this file (Janssens et al., 2006). In this type of study, one of the most widely used
methods of mapping is the visualization of similarities, which has been implemented as a
computer program called VOSviewer software (Zancanaro et al., 2015). It draws scientific
maps using different methods and techniques, one of which is the co-occurrence of words
(Co-occurrence) (Bosanac et al., 2009). The Co-occurrence analysis proposed by Calvin
Morse in 1983 is based on the assumption that the presence of concepts or keywords
together represents the content of the document (Osareh, 2017).Co-occurrence analysis,
also referred to as coincidental, is the an disciplines (Ebadollah Amoughin et al., 2019)
analysis of the use of words or terms that occur simultaneously in a literature collection
to indicate the relationship between different research themes across. Likewise,
measurement of this co-occurrence can lead to the drawing of a network of concepts in a
scientific field. This conceptual network is drawn by measuring the number of
occurrences of each keyword and its association with other concepts and keywords.
Conceptual network creation can be useful in drawing and moving scientific dynamics,
structuring scientific works and documents, clustering concepts, understanding hidden
relationships, and visibility of scientific networks (Osareh, 2017).

For there more, this method allows the researcher to review the development of a
scientific topic, draw up a scientific map, review the research literature in this field, and
identify the top countries and researchers in that field. These findings are among the most
important policy tools for developing science, technology, and innovation in different
countries (Emami et al., 2016). Rapid developments in today's society also consider
numerous scientific and research productions to be important criteria for evaluation. In
today's society, a country that has the capacity and innovation to produce science will be
successful (Yaminfirooz et al., 2018). International bibliometric studies are of special
importance since they provide the opportunity to compare and create scientific
competition on a large scale. Finally, the coordination of the scientific outputs of the
countries towards global standards causes the production of science (Emami et al., 2016).

3. Methodology

This research is part of applied research and in the field of scient metric research <scient
metrics or bibliometrics specifies the body of research. Citations and outputs measure the
units of publication of research and are used in different academic disciplines for
quantitative analysis and literature description (Zhang et al., 2021).
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To collect the data of the present study, the database® available in the Web of Science
(WOS) was selected. The reason for choosing this database is that it provides access to
the world's leading scientific databases of authoritative articles, which include the
Expanded Science Citation Index (SCl-expanded), the Social Science Citation Index
(SSCI) and the Arts and Humanities Citation Index (AandHCI) with permanent access
(Rodriguez-Lopez et al., 2020), Data from this study were extracted on September 30.

The authors first performed an advanced search using the keyword (“'Slogan*") and
found 3,428 documents related to this keyword. Then, by adding the keyword "Brand*"
to the previous search, the search was re-applied, and 232 documents were found. It
should be noted that both words were in the Topic field and in the Web of Science
categories; by applying the filter, the documents related to Hospitality, Leisure, and Sport
Tourism were selected. In this step, the number of documents found was 36 documents.
In the next step, the type of document article was selected in the Refine by Document
Types section. At this stage, 34 articles were found. Finally, in the next step, the language
filter was applied to articles published in English; in this section, 31 articles were found.
To enrich the research results, the authors reviewed the articles' abstracts; two articles
were removed from the list due to lack of relation to the research subject, and the final
analysis was done on 29 articles. Data from this study included studies of journals indexed
in the Web of Science categories from 2006 to 2022.

In the next step, the extracted data was entered into the VOSviewer software, noting
that the software is compatible with the Web of Science categories database, Scopus and
other popular databases and is used to analyze this data.

Details of the search methods used in Web of Science are listed in Table 1 (Appendix):

Table 1. Data collection summary.

Document Type Journals
Period of analysis 1992-2023
Search engines Web of Science

(*'Brand*") And (""Slogan*")

Index:
Query String (Science Citation Index Expanded)
(Social Sciences Citation Index)
(Arts & Humanities Citation Index)
(Emerging Sources Citation Index)
Total number of articles 29

In addition, the graph of the stages of searching articles and the final number of articles
on which analysis is formed in Figure 1 shown:

1 http://apps.webofknowledge.com
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[ Web of Science Database Selection as WOS Database ]

!

Search the word in the database field Topic

"Slogan*" =3968

!

Search the word in the database field Topic

"Slogan*" and "Brand*" =275

l

Web of Science categories Document Types

Refine by: Hospitality Leisure Sport Tourism —>  Refine by: Article

N=41 N=32

Language

Refine by: English

|

Import text file into WOS Viewer

N=29

[ Analysis of results ]

Figure 1. PRISMA flow diagram of the process of identifying and screening existing documents.
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4. Results

4.1. Evolution in the number of publications 2006-2022

Findings show that from 2006 to 2022, studies on brand slogans in tourism have been
carried out. This chart shows the growth of studies in the field of brand slogan in tourism
in 2017 and shows that the number of citations to articles published in this area has reached
its highest level in 2020. Diagram 1 illustrates these findings:

sSuonEys

0 T " T T T T T T T T T T T T T T T T
2006 2007 2008 2009 2010 201 2012 2013 2014 2015 2018 2017 2018 2018 2020 2021 2022 2023
Publications Il citations

Figure 1. Annual and cumulative number of research papers on brand slogans in tourism indexed in Web of
Science from 2006 to 2022.

4.2. Contribution of countries in the publication of articles

The findings showed that 18 countries published articles on brand slogans in tourism. Of
the 29 articles published in this field, the most significant number is related to the United
States. It should be noted that the other findings (The number of citations and the strength
of communication between countries in the publication of articles) are outlined in this
section in Table 2:

Table 2. Top 8 countries in number and amount of citations to
articles in articles brand slogan in tourism.

[o] Country Documents  Citations total link strength
1 USA 7 194 5
2 China 5 40 4
3 England 4 45 2
4 South Korea 3 155 3
5  South Africa 2 56 2
6 Spain 2 40 0
7 Netherlands 2 32 0
8 Taiwan 2 10 0
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4.3. Co-authorship based on cooperation between countries

The findings show that among 18 countries, five countries have cooperated in publishing
articles on brand slogan in tourism. The United States and China jointly came in first place
with three countries. Figure 3 shows the results.

englpnd peopl‘china southgafrica usa soutlikorea

&, VOSviewer
Figure 3. Bibliometric map created based on co-authorship in grid visualization mode.

4.4. Contribution of journals in publishing articles

Findings show that 17 publications have contributed to the publication of 29 articles in

the field of brand slogan in tourism. Figure 4 shows the number of articles published in
periodicals.

journal of tourism and service

place brandln@nd pUb”( dipl international jeurnal of conte

journal of placwnagement an

annals of tousism research todgism

asia pacific journal of touris

tourism Wagement journal of travel research

international journal of touri journal of de“ation marketi

Journal of vacation marketing

tourism geographies

international jeurnal of touri

journal of traygl & tourism ma

a journal of ching tourism resea
%, VOSviewer

Figure 4. A picture of the bibliometric map created based on the share of journals in network
visualization mode.
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In Table 3 the number of articles published and the citation rate of the articles of these
journals are shown separately:

Table 3. Top 8 countries in number and amount of citations to articles in articles brand
slogan in tourism.

I1d Source Documents  Citations
1 Journal of place management and development 4 57
2 Journal of destination marketing & management 3 18
3 Place branding and public diplomacy 3 87
4 Tourism management 3 86
5 Asia pacific journal of tourism research 2 10
6 Journal of travel & tourism marketing 2 34
7 Tourism 2 14
8 Annals of Tourism Research 1 26
9 International journal of contemporary hospitality management 1 58
10 International journal of the history of sport 1 1
11 International journal of tourism cities 1

12 International journal of tourism research 1 23
13 Journal of China Tourism Research 1 3
14 Journal of tourism and services 1 0
15 Journal of Travel Research 1 30
16 Journal of Vacation Marketing 1 2
17 Tourism geographies 1 26

4.5. Co-occurrence of keywords

The results showed that out of 225 keywords used in the articles, 36 words were repeated
twice or more than two times. In this section <the map shows which words appear or are
used together in the articles. It should be noted that the size of the circles indicates the
frequency of words in the articles. Figure 5 shows these words.

logos
slogans .

product

image placebranding

placedi@entity
heritage brands
attention  involvement idwlty
slagan
destinatin slogan
®
travel intention tourism slogans toug marketing caiamunications
o] m
& destinatWraﬁding
@d
perfoinance » ol .
destma@ image
tourism marketing w) affectiy@ image
tourismislogan satisfaction
. vosviewer ) o
L 014

2014 2016 2018 2020

Figure 5. Bibliometric map created based on the co-occurrence of words in network visualization mode
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4.6. The number of citations to articles

The findings in this section showed that out of the 29 articles examined, 21 articles were
cited more than three times, Lee et al. (2006) was ranked first with 74 citations. In citation
maps, each circle corresponds to an article represented by the first author's last name and
the year of its publication. The size of the circles corresponds to the number of citations «
and each cluster represented in different colors is articles that have repeatedly invoked
each other. The frequency of citations determines the relationship between items and each
other. The relationship between each cluster is specified in Figure 6:

huang¢2017)

t 020
|EE.%906) lehtd@2014) saurg020)
daye(2010) ® \ pan @019) lourenéap (2020
wangi2019) gali@017)
zhang(2017)

& vosviewer

Figure 6. Bibliometric map created based on the number of citations in grid visualization mode.

In Table 4, the number of citations to the articles of the brand slogan is specified as
separated:

Table 4. Top 8 countries in number and number of citations
to articles in articles brand slogan in tourism.

I1d Documents Citations
1 Lee etal. (2006) 74
2 Nuttavuthisit (2007) 66
3 Choi et al. (2017) 58
4 Zhang et al. (2016) 30
5 Lourencdo et al. (2020) 26
6 Oliveira (2015) 26
7 Daye (2010) 26
8 De Jager (2010) 26
9 de San Eugenio Velaetal. (2017) 24
10 Lehto et al. (2014) 23

4.7. Co-citation-co-occurrence of articles

Co-citation, co-occurrence when a new article cites two articles. When a new article cites
two articles, they have a thematic similarity. In a map, each circle or node represents an
article, and its size indicates how much it is cited. The link between nodes shows the
relationship between two articles cited by the other article. The link between the two
articles indicates the coincidence or coincidence of the two articles in the list of references
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of the map articles. Generally, indicates the number of repetitions of two articles
simultaneously. In Figure 7, these communications are described:

nguyen thi klianh chi (2022)

de jagep (2010)

lehtq)g014)
v

>

eugeniofyela (2017)
tsaug2020) ¥ EED Shenthorgie (2016
willemsen (2014) L = ) '\(
warnalyy(2006)
zhang(2017)
choi(2017)

avraham (2015)

@; VOSviewer

Figure 7. Bibliometric map created based on shared references in grid visualization mode.

6. Discussion and conclusion

Bibliometric tools are helpful in understanding the scope and depth of academic research
in a discipline. The process involves a systematic approach to evaluating research
publications in a selected database over a period and assessing their impact on the body
of knowledge.

This method enables researchers to understand the scope of the topic, the development
of research in its main and peripheral fields, research collaborations, and the identification
of underlying patterns and emerging trends (Rodriguez-Lépez et al., 2020). To master a
field, researchers must spend much time searching and reviewing its background. This type
of research allows researchers to access articles in their field quickly (Abdollahnezhad et al.,
2023). Additionally, slogans are a key element of a brand's identity and contribute to the
brand's unique value. In today's market <almost all brands use slogans. Slogans reinforce the
brand image, help identify and recall it, and make brand differentiators in consumers' minds
(Kohli et al., 2007). This research was applied research that analyzed the data using VOS-
viewer software, which can convert the data into illustrated results. This research sought to
analyze the research in brand slogan in tourism Data were extracted using the WOS
database. Using keywords (Slogan*") and "Brand*", data search was formed <and after
filtering the data with the authors' opinions, the final analysis was conducted on 29 published
articles in the field of brand slogan in tourism. The present study examined the growth of
brand slogan publications in tourism, citation analysis, thematic transformation, Co-
occurrence analysis, and co-citation analysis.

The data shows that research in brand slogans began in 1992 and has continued until
today. The results showed that (Lee et al., 2006), and (Qu et al., 2022), each with two
articles on brand slogans in tourism, were the first authors in terms of the number of
articles in this field; the title of the articles of experience and analysis in this research are
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in the attachments section in Table 5 is presented. Moreover, analysis of the final data
showed that this number of studies was conducted between 2006 and 2022.

In the section on the publication of articles in the field of brand slogan in tourism by year,
the results showed that the growth of studies in this area peaked in 2017, and the number
of citations to these articles in 2020 was at the highest level. Of the 29 articles analyzed,
five were conducted in 2017. These articles further focused on the impact of slogans and
awareness of slogans on the attitudes and intentions of travel tourism customers.

Although in other papers, the researchers' main goal was to express the impact of

slogans on customer behavior, they initially focused on how slogans were designed and
the factors that could make a lasting and effective slogan. In some ways, articles in 2017
addressed the importance of slogans and their impact on profitable marketing and loyalty
of tourism customers, which showed the success of slogans in marketing.
Additionally, due to the COVID-19 pandemic in 2019, there were significant changes in
research orientations. Perhaps one of the possible reasons for the increase in citations to
articles in the field of brand slogans in tourism in 2020 was the focus of researchers on
the impact of this disease on the tourism sector, something that was undeniable at the time
of the outbreak, its impact on the dramatic reduction of tourism rates. Tourism businesses,
for example, were affected by the COVID-19 pandemic in 2020, and this could only be
improved with the right business strategies.

The results also showed that the United States, China, and the United Kingdom were
among the top countries in publishing articles in brand slogan, with 7, 5, and 4 articles,
respectively. Seven articles published in the United States with 194 citations were among
the most cited articles in this field.

The results showed that published articles on the brand slogan in tourism have been
carried out by 18 countries <among which five countries have cooperated in writing
articles. The United States and China were two countries that have worked with other
countries. China collaborated with the United States, South Africa, the United Kingdom,
South Korea, and South Africa in writing articles on the brand slogan. The advantage of
recognizing cooperation between countries is that it improves collaboration with these
authors and helps researchers find existing partnerships between countries and identify
possible co-workers.

As well as The results showed that 29 studies in this study were published in 17
journals. Additionally, with four articles, the Journal of Management and Development
of Place published the highest number of articles on the brand slogan; it should be noted
that this publication is located in Emerald Publications.

Moreover, the results showed that tourism management, place branding and public
diplomacy journals, and marketing and destination management journals had three
articles, each placed in the next position in the field of brand slogan. In the continuation
of this discussion, the results showed that the highest citations to articles published in
these journals were related to the Journal of Place Branding and Public Diplomacy, with
87 citations, and the articles published in Tourism Management Journal were next with
86 citations.

The results show that reputable publications that have done articles on brand slogan in
tourism include tourism management <marketing and destination management, location
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management and development «place branding and public diplomacy. The findings in this
section help researchers identify reputable publications in the field of brand slogan in
tourism and use published articles in these journals to write their next research in this area.
As well as researchers can refer to these prestigious journals to publish their articles on
the brand slogan in tourism.

In the Co-occurrence part of the keywords, the results showed that out of 225 keywords
mentioned in the articles, 36 words were used two or more times in the articles. Keywords
are essentially standardized texts or terms chosen from the title and text of articles to
indicate the topic of the articles. Co-occurrence keywords provide a logical description of
the important points of the research and help the authors to identify the main issues and
developments of a topic. It should be noted that the frequent synchronization of the two
keywords in the article indicates that they are closely related to other keywords and may
reveal a new idea for the area of research.

These findings show which vocabulary has received more attention and which words

have been used in previous years. The results in this section showed that words such as
destination brand <destination image, with six repetitions, had the highest repetition in
articles; words such as brand personality, image, place branding, and tourism slogans,
with four repetitions, were the next place of the most repetition.
As well as The results in this section showed that in the years before and after 2014, words
such as destination brand, destination slogan, slogan, destination image, tourism,
destination marketing, and marketing communications were more commonly used. Over
time and in 2016-2018, words such as brand, brand personality, destination image,
identity, place identity, competitiveness, and performance were used in articles.

The results showed that from 2018 to 2022, words such as slogan recall, travel
intention, attention, slogans, logos, product, personality, heritage, and tourism slogans
were more considered by researchers in this field. It is worth mentioning that the term
tourism slogan has been a frequent vocabulary of articles from 2020 onwards, indicating
its importance for researchers and the special place of slogans in tourism marketing.

As the results show that in 2016 to 2018 <the image of destination, performance, brand,
and competitiveness were words that were included in articles in a category or group, in
other words, due to the use of these words together, it can be understood their thematic
relationship, competitiveness affects the brand location. The placement of the brand
location with words such as slogans <logos <products and heritage indicate the thematic
relevance of these words. It is certain that competitiveness in the brand location leads to
the use of tourism marketing techniques «this marketing can help introduce the products
services and heritage of the country by using these two elements (logos and slogans) to
marketing its tourism brand.

In citations to the articles, the results showed that out of 29 reviewed articles, 21
articles were cited more than three times by other articles. The results showed that Lee et
al. (2006) paper with 74 citations was first place in terms of citation rate. Nuttavuthisit
(2007) with 30 citations; (Choi et al., 2017) with 58 citations; (Zhang et al., 2016); with
30 citations ranked second to fourth. As well as; The results also showed that Lourencéo
et al. (2020)'s articles; Oliveira (2015); Daye (2010) and De Jager (2010) jointly ranked
next with 26 citations.
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In Lee et al. (2006) the researcher has sought to analyze the elements of branding in
tourism websites <due to changes and developments in new technologies and the special
place of the Internet in attracting audiences «this article has been of great importance.
Branding elements include brand name, logo, and slogan, and in this research, the
researcher analyzed these elements and their special place in branding in tourism websites,
considering the main brand elements and also the advancement of technology. The use of
web-based services is perhaps one of the important reasons that researchers have cited this
article in their research.

Nuttavuthisit (2007) article also corrects Thailand's negative image using elements of
branding «in which the researcher has shown that slogans can simultaneously create a
positive and negative outlook in the mind, this article has addressed the characteristics of
the slogan of tourism destination and tries to show that using useful words in slogan design
can create a positive view towards tourism brand.

Additionally, considering that the two articles of Lee et al. (2006) and Nuttavuthisit
(2007) were among the first articles published in the field of brand slogans in tourism and
are somehow considered as one of the basic articles in this field, the high citation rate to
them is completely normal. The results in this section also showed that Lourencéo et al.
(2020)'s article with 26 citations was one of the most cited articles in the area of tourism
brand slogan. As mentioned in the results of the process of publishing articles, the citation
rate of articles in 2020 was the highest and Lourencéo et al. (2020) article is one of the
hot articles in this field, which has been able to obtain 26 citations in less time than other
cited articles. In general, the results show that the high citation rate to published articles
in recent years is promising new research in this field, which may be investigated to
examine the impact of brand slogan and how it is designed, this shows the growing
importance of the brand's slogan.

As mentioned earlier, one of the most effective tools to attract and facilitate the

planning and booking of tourist destinations by customers is the Internet. This method is
also used for sports tourists. Therefore. It is suggested that managers and planners of sports
tourism brands maximize their branding success by creating a tourism website and
introducing their brand features by creating slogans and phrases.
If organizations and destinations want to survive in marketing competitions and act
successfully, they must understand that unique sales proposals and marketing strategies
of destination brands are possible through content analysis of slogans, verbal phrases, and
explicit messages.

As mentioned before, one of the building blocks of a brand is the brand slogan, which
can express the characteristics of the brand. This is an advantage that the other two
elements of the brand (brand name, logo) are almost devoid of. They can rarely show the
characteristics of the product and, more importantly, establish a sensory or emotional
connection with the audience. However, this is not an indication that these elements are
not important <and of course a successful marketing manager will be able to use these
three elements in a specific and correct manner. The tangibility of the slogan and its
clarity, rather than its general abstraction, can create a better and clearer image in the mind
of the audience.



Abdolahnezhad and et al. Bibliometric Analysis of Brand Slogan I 28

One of the important issues in slogan design is maintaining consistency among brand
elements. Managers should make sure that the brand slogan should reflect the image and
summary of the brand's characteristics and personality. Using the brand name and logo
along with the slogan can have the maximum effect on the positive view of the customers.
Another important point is that the use of exaggeration can be very helpful in
remembering slogans. On the other hand, the mismatch between the slogan and the brand's
characteristics harms the customers' and the audience's perspective and somehow reverses
the marketing process.

Sometimes slogans can have adverse effects on the marketing process, it is suggested
that managers do not seek to create a slogan for their brand until they have considered a
suitable strategy for their business. Additionally, sometimes recognizing and
remembering slogans requires aspects such as rhythm, rhetorical devices, and exaggerated
sentences to attract the attention of the audience. However, the owners of new brands
should keep in mind that the audience's lack of familiarity with the brand requires
accurate, clear, and non- exaggerated design. Since exaggeration can have negative effects
on the audience, it is suggested that tourism brand owners do not use such tools to design
slogans for unfamiliar and new destinations.

The remarkable thing in these results is that although in 2014 and before, words like
destination brand, destination image, destination marketing, and marketing
communication were more in the articles somehow researchers and marketers have paid
more attention to this issue. However, the repetition of the words competition, character,
and identity of the place in the following years and finally reaching the words such as
travel intention, attention, slogan, slogan, slogan, logo, product, character, heritage, and
tourism slogan are shown. In articles from 2018 onwards. It shows the importance of this
topic in tourism marketing for researchers and marketer. According to the results of this
research and the importance of brand slogans in tourism, the researcher intends to use
these materials for research in the field of brand slogans and sports tourism, Today, the
importance of sporting events and their positive effects on the economies of countries
have led managers to make double efforts to host these events, The maximum presence
of active and inactive tourists in these events increases the economic prosperity of the host
country. Additionally, these events are covered through various media. They are a good
opportunity to introduce the country, so it is suggested that managers of the host countries
of these events, using the aspects above, create slogans tailored to their tourism brand.

The slogan plays an important role in brand marketing and can help increase the sales
of brand goods and services by stimulating the consumer's emotional sense and offering
products and services. For there more, the repetition of the word tourism slogans in 2020
and beyond shows the importance of this word in new research that researchers can use
in their articles. Most of the research in this research has been done qualitatively, it is
suggested that the researchers examine and analyze some of the brand slogans
guantitatively, in this research, the Web Science database has been used to collect data,
which is used to other Researchers suggest using other reliable databases.

Additionally, this research examines tourism brand slogans, researchers can analyze
slogans and their impact on the audience's view of other organizations and brands.
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ABSTRACT

Purpose: Establishing an equilibrium between financial performance and
sporting performance is one of the most critical concerns of current managers
in professional football clubs. This study aimed to develop a model to
investigate the effect of a core product quality on financial and sporting
performance considering the mediating role of fan satisfaction in the two most
popular clubs in Iran (Persepolis and Esteghlal).

Methodology: The data was collected using the gquestionnaire survey and
purposive and available sampling method. The statistical population of the
study included all managers, experts, elites, and individuals who had sufficient
knowledge and information (like club veterans) concerning the two most
popular football clubs in Iran (Persepolis and Esteghlal). The data from 175
questionnaires was analyzed through the Structural Equation Modelling
technique under the Partial Least Squares approach using PLS innovative
software.

Findings: The results demonstrated that there was a positive and significant
relationship between the core product quality and organizational (financial and
sporting) performance. Also, the mediating effect of fan satisfaction in the
relationship between core product quality and organizational performance was
confirmed.

Originality: The model, provided as an effective tool, can help club managers
analyze and choose the best club development strategies to equilibrate the
financial and sporting performance of the club to more confidently achieve the
organizational goals. The importance of these findings is that the application
of appropriate mixed policies from fan satisfaction and core product quality
will have a significant impact on improving organizational performance.
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1. Introduction

Researchers have increasingly focused on management models of sports teams. Several
management and economics researchers believe that professional sports, such as football,
have unique characteristics (Larson & Sinha, 1995; Vogel, 2020). Professional clubs'
management should deal with the production process in clubs as well as production
companies' management. In other words, their primary role is to make optimal decisions
to convert inputs (facilities, players, coaches, etc.) into outputs (financial and sporting
output) (Rohde & Breuer, 2018). One of the main concerns of sports club managers is the
best organizational (club) performance. Organizational performance (OP) is one of the
most important concepts discussed in management theories and it is undoubtedly the most
critical measurement criterion of success in organizations (Baruch & Ramalho, 2006;
March & Sutton, 1997; Walton & Dawson, 2001).

In the management literature, researchers have used different concepts to measure
organizational performance (OP). Some studies have used subjective measures to evaluate
OP such as employee satisfaction, customer satisfaction, employee commitment, and
other mental aspects. Other studies employed a variety of objective measures to assess
OP, such as financial and market indicators (Chen & Huang, 2009; Harris & Mossholder,
1996). So, there is no standard theory about OP, and researchers have proposed different
definitions according to the organization's goals and methods of success (Rojas, 2003;
Winand et al., 2014).

In the context of football club management, the two convergent and divergent interests
were defined by (Lago et al., 2004). Convergent interests aim to improve sporting
performance, and divergent interests seek to improve economic performance (Lago et al.,
2004). Sporting performance includes the game results and the club rankings, which are
more visible than other evaluation indicators, and these results are examined according to
the pre-determined goals and based on the available resources and facilities in clubs. Non-
sporting performance in clubs also includes more financial indicators, which are important
in clubs' evaluation. Sports teams are trying to balance these two interests (Lago et al.,
2004). El-Hodiri and Quirk (1971) investigated team owners’ behavior and provided a
decision model to trade off between winnings and profits. Rascher (1997) also defined
utility as a balance between profit and winning. He analyzed policies such as revenue
sharing and salary caps under two profit and utility maximization models. Maximizing a
combination of profits and wins has been suggested to clubs’ managers as the best
decision criterion (Vrooman, 2000). Also, a higher level of financial and sporting
performance has been considered in European football clubs (Rohde & Breuer, 2018).
Real Madrid football club, for example, is based on the two goals of financial success and
sporting success, and the club's strategy focuses on these goals (Callejo & Forcadell,
2006). In the study conducted by Callejo and Forcadell (2006), the brand value of the Real
Madrid football club was improved through the design and implementation of a new
marketing strategy. They concluded that the critical rule of the club's success was
equilibrating between sports performance and financial performance (Callejo &
Forcadell, 2006). For this reason, essential to investigate the role of influential factors
affecting organizational performance.
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Many factors have been identified in the literature to enhance OP. Senior executives
increasingly emphasized that product quality is associated with OP (Cho & Pucik, 2005)
and is one of the most important factors influencing its success. Improving product quality
to create a competitive advantage and enhance OP is undeniable (Lakhal, 2009; Lakhal et
al., 2006).

In the context of spectator sport, the concept of service quality is standard. Service
quality has a multidimensional nature, and has been proposed by various
conceptualizations in the literature (Biscaia et al., 2023). Two of the most critical service
quality dimensions are core product quality (CPQ) and functional quality (Theodorakis et
al., 2013). Peripheral elements of service quality, such as the facility/stadium environment
and the employees' quality, are introduced as functional quality (Theodorakis et al., 2013),
and core product quality refers to the attributes that the consumers receive and remain for
them after the production-consumption process (Theodorakis et al., 2013). Examples of
attributes can be player performance and game performance. CPQ occurring at the game
level is an uncontrollable variable and has created unique challenges for marketing
researchers (Foroughi et al., 2016). The focus of this study is to help achieve a deep
understanding of core product quality.

Another factor that plays a vital role in OP is customer satisfaction (Otto et al., 2020).
One of the most important achievements of companies, especially service companies, is
to cover customer satisfaction (Cronin. Jr & Taylor, 1992). This goal is also true in sports
fields. Fan satisfaction is an important element in sports organizations (Sarstedt et al.,
2014). Professional sports clubs form new business models based on the satisfaction and
commitment of fans or spectators (Rodriguez-Pomeda et al., 2017). Customer satisfaction
brings long-term benefits to clubs (Anderson et al., 1994; Palmatier et al., 2006).
Customers recognize the outstanding services provided to them understand the value of
services and increase their satisfaction with the service quality increase, then, they will
exhibit loyal behaviors such as continuing shopping and increasing referrals. These
behaviors increase the market share, revenue, and ultimately, the profitability of the
service company (Chi & Gursoy, 2009; Otto et al., 2020; Williams & Naumann, 2011).
It can be inferred from previous research that service quality, customer satisfaction, and
OP are the three main effective dimensions in football club management. In response to
achieving the desired OP, club managers are required to have more focus on the issues of
service quality and customer satisfaction. Managing such a complex system with such
special features requires appropriate tools. Eventually, the following results have been
extracted in the literature related to organizational performance (club performance):

1- Sporting performance and financial performance are the two main goals of private
professional clubs

2- The two main variables affecting the OP include product quality and customer
satisfaction

3- The most important strategies of club managers are equilibrating and benefiting
from a combination of sports and financial success.

The existence of appropriate tools and methods to make optimal decisions in the field
of sports management is necessary. In this research, we intended to provide a tool to
equilibrate between sporting and financial performance in professional football club
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management. For this reason, the role of customer satisfaction and service quality in the
development and improvement of organizational (sporting and financial) performance
was analyzed. This study aimed to develop a model to empirically assess the relationship
between Core Product Quality (CPQ) and Financial, and between Core Product Quality
and Sporting performance through the mediation of Fan satisfaction in the two most
popular clubs in Iran (Persepolis and Esteghlal).

2. Theoretical background

2.1. Core product quality

The sport service quality has frequently been described in the literature. In sport
marketing theory, service quality is differently defined as a multi-dimensional construct
in the field of spectator sport, it is generally introduced in two core product quality and
functional forms (Clemes et al., 2011; Grénroos, 1984; Jae Ko et al., 2011; Milne &
McDonald, 1999; Yoshida & James, 2010). Core product quality refers to the attributes
that the consumers receive and retain after the production-consumption process
(Foroughi et al., 2016; Theodorakis et al., 2013). It is evaluated during the spectators’
interactions and sports competitions, which includes the performance of athletes or teams
(Yoshida, 2017). There are different attributes in the literature for Core Product Quality.
It has been conceptualized in terms of Player performance (Yoshida & James, 2010),
Game performance (Ho Kim et al., 2013), Team characteristics (Foroughi et al., 2016),
Game quality (Foroughi et al., 2014), Opponent characteristics (Yoshida & James, 2010),
Home team (Byon et al., 2013), and Outcome quality (Theodorakis et al., 2013). Also
elsewhere, match day entertainment and social environment were introduced as Core
Product Quality (Yoshida & James, 2010).

Functional quality contains variables related to the facility/stadium environment, the
supporting services, and the employees’ quality (MacLean & Chelladurai, 1995;
Wakefield & Blodgett, 1996; Yoshida & James, 2010). In the present study, due to
Covid 19 Pandemic, the spectators were banned from attending the stadium, so it was
not possible to examine and evaluate the functional quality. Therefore, the main focus
of this research was on Core Product Quality. Four dimensions to measure Core Product
Quality were considered: a) Game quality (competitiveness of the game). b) Result
quality (win, lose, or equal). ¢) Player performance (players’ on-field performance) and
d) Coach Performance.

2.2. Customer (Fan) satisfaction

Customer satisfaction is defined as a pleasurable fulfillment response towards a good
service, benefit, or reward (Palmatier et al., 2006). Consumer satisfaction is generally built
in the degree of discrepancy between actual and expected quality (Anderson et al., 1994;
Oliver, 1999). Many factors in the field of football club management have significant
effects on customer satisfaction. Gustafsson and Johnson (2004) suggested that fan
satisfaction can be evaluated through the leisure experience provided by club managers.
According to Oliver, to judge whether a service is satisfactory, people should experience
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it, but there is no such requirement for judging service quality (James & Ross, 2004; Oly
Ndubisi & Kok Wah, 2005). Club managers can excel by understanding what sports
customers expect and committing to the work assigned to them. Some researchers used a
multi-dimensional conception with a multi-attribute framework for constructing fan
satisfaction (Ringle et al., 2011; Woodruff et al., 1983). In some studies, the role of factors
such as the stadium layout, functionality, and aesthetics was investigated (Ringle et al.,
2011; Woodruff et al., 1983). Other studies evaluated the role of team characteristics, such
as the number of star players (Baade & Tiehen, 1990; Schofield, 1983) or the team's
success (Branvold et al., 1997). Rivel characteristics were also considered (Madrigal,
1995; Wall & Myers, 1989).

In this paper, three dimensions were proposed to measure fan satisfaction: Game
Satisfaction, Management satisfaction, and team specifications/characteristics. The
secondary features of leisure experience were defined in team characteristics, for example,
the number of star players (Baade & Tiehen, 1990; Schofield, 1983), the interaction and
commitment between players and fans (Jae Ko et al., 2011) and between players and
coaches (Kwon et al., 2005), and also, the team composition quality and public
appearances of the players (Sarstedt et al., 2014). Satisfaction with the club management
is related to the club management and the board duties, which include: marketing of the
club, financial situation of the club, club public relations, selection of sponsors, and
transfer policies of the club (Sarstedt et al., 2014). Fan satisfaction with the game
experience associated with sports competition on the field was defined as game
satisfaction (Yoshida & James, 2010).

2.3. Organizational Performance

Different definitions of organizational performance were provided by the authors
(Ramayah et al., 2011). In this research, the club 'performances were introduced in two
forms: sporting performance and financial performance (Callejo & Forcadell, 2006; Ruta
et al., 2020).

2.3.1. Sporting performance

Sporting performance depends on the type and level of competition under study or
research goals for instance, Goddard (2005) examined sporting performance in two forms:
goals-based and results-based models (Goddard, 2005). The variables he uses are ‘goals
scored’, ‘goals conceded’, and ‘results’. If scrutinizing or evaluating the team's
performance in the open league, the ranking or points obtained in the league will be an
appropriate variable. Also in other research, variables such as the ‘percentage of victories’
(Boulier & Stekler, 2003; Dawson et al., 2000), ‘number of goals scored by match’
(Palacios-Huerta, 2004), and ‘score/goal difference’(Boulier & Stekler, 2003; Palacios-
Huerta, 2004) have been considered as sporting performance. One of the most critical
indicators in evaluating the sporting performance is fans' participation and support, which
in the literature is attendance in the stadium, the number of spectators watching the team's
matches, or watching live team competitions through TV and social media (Hamidi et al.,
2011). The attendance, active support, and participation of fans are directly related to
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customer loyalty. In spectator sports, Cronin et al. (2000) and Yoshida and James (2010)
have introduced a three-dimensional to measure the customer loyalty structure: attend the
team’s future games, recommend the team’s games, and remain loyal to the team (Cronin
et al., 2000; Yoshida & James, 2010). In this study, the dimensions considered for the
construct of sporting performance include Fan support and efficiency. Due to the COVID-
19 pandemic, attendance is banned in stadiums, and being persistent to follow for
watching live matches through the mass media has been devoted as an indicator to
assessing sporting performance. Efficiency, another indicator, is also defined as the team
position compared to rivals, goal difference, points scored, and the average of goals scored
by the team.

2.3.2. Financial performance

Because of the increase in sports costs and intense competitions for attracting sports
capital (such as players, coaches, and stadium facilities) and gaining higher rankings in
competitions, clubs are seeking to maximize revenue from available facilities (James &
Ross, 2004). From the economic point of view, the objective of soccer teams is the
maximization of their profit (revenues-costs). Based on this Andras and Havran (2015),
the essential incomes of professional football clubs can include incomes associated with
match day, revenues on player transfers, revenues related to broadcasting rights, and
incomes earned through commercial rights including sponsorship revenues and
merchandising revenues (Andras & Havran, 2015). Revenues in the European football
industry are defined in three main areas (Dima, 2015): Broadcasting rights (earned money
due to broadcast competitions), Commercial revenue (including sponsorships and
revenues related to other services) and Matchday income (revenue from ticket sales).

By examining the income ways of Iranian football clubs, it was found that no
broadcasting rights have yet been set for the clubs (Aghajani & Javani, 2021; Khajeheian
& Sedighi, 2018; Torabi et al., 2015). Indeed, Iranian television and radio are exclusively
under the control of the government (Aghajani & Javani, 2021). In this situation, and the
absence of private companies, the broadcasting fee for clubs is denied by the government
(Khajeheian & Sedighi, 2018). On the other hand, due to the COVID-19 pandemic, the
lack of spectators in the stadiums caused clubs to lose another primary revenue, which
includes "match day income", so, this parameter is not measurable (Aghajani & Javani,
2021; Parnell et al., 2022).

According to the explanations mentioned above, in this research, two dimensions were
defined for the construct of financial performance: commercial income and fan income.
Commercial income was identified by revenue indicators derived from main
sponsorships, sub-sponsorships, and the transfer market. Fans' income was introduced
with gifts and free donations from fans, membership fees, and merchandising revenues.

2.4. Core product quality and organizational performance

Some studies confirmed that service quality is one of the essential variables in achieving
competitive advantage, which has roots in organizational performance (Cho & Pucik,
2005; Ramayah et al., 2011). Various studies have discovered a positive and significant



41 ISports Business Journal Spring 2024, Vol. 4, Issue 2, p. 35-61

relationship between service quality and OP (Cho & Pucik, 2005; Ramayah et al., 2011,
Yee et al., 2010). The positive impact of quality on an organization's market share has
been confirmed in many studies (Buzzell & Wiersema, 1981; Larson & Sinha, 1995;
Mann & Kehoe, 1994; Rayner & Porter, 1991). It is also expected to enhance financial
performance through quality (Adam, 1994; Hendricks & Singhal, 2001; Lakhal, 2009).
Kaynak (2003) analyzed that TQM led to organizational quality performance and was
significantly connected to financial and non-financial performance (Kaynak, 2003; Singh
et al., 2018). Also, Coo and Verma (2002) emphasized the necessity of understanding the
role of product quality on financial performance (Coo & Verma, 2002). Therefore, it can
be assumed that there is probably a positive relationship between Core Product Quality
and organizational performance, and the following hypotheses were posited:

— H1la: Core Product Quality is positively related to financial performance.

— Hib: Core Product Quality is positively related to sporting performance.

2.5. The mediating role of Fan satisfaction on the relationship between Core Product
Quality and OP

Recent research has indicated that not only is there a direct relationship between product
quality and OP, but there is also an indirect relationship (Chong & Rundus, 2004;
Hendricks & Singhal, 2001). In the literature, the relationship between service quality and
customer satisfaction was repeatedly examined, and the relationship was confirmed
(Cronin. Jr & Taylor, 1992; Theodorakis et al., 2013). Product quality is one of the main
reasons for increasing the customer satisfaction level (Larson & Sinha, 1995; Rayner &
Porter, 1991). The extent to which a product or service meets the customers' needs and
expectations refers to customer perception, called quality (Waldman & Gopalakrishman,
1996). Researchers claim that quality (understanding of customers' needs) directly affects
customers' satisfaction levels (Chong & Rundus, 2004; Johnson & Gustafsson, 2000). In
the spectator sports literature, a significant and striking effect of CPQ on spectators’
overall satisfaction was confirmed (Biscaia et al., 2023). According to the conditions of
the studies, different dimensions were introduced to measure the conceptualization of
outcome quality (Brady et al., 2006; Greenwell et al., 2002; Tsuji et al., 2007). Brady et
al. (2006); Tsuji et al. (2007), claimed that, for instance, the level of satisfaction was
influenced by game-related factors. Based on the cases mentioned, service quality's
positive and direct role in fan satisfaction was evident.

Customer satisfaction is introduced as an organizational asset that is related to the
efficient and effective use of organizational resources and increases OP (Otto et al., 2020).
Extensive studies explored the relationship between customer satisfaction and the
financial performance of companies or organizations. The results showed that a higher
level of customer satisfaction is likely to positively affect the firm's financial performance
and marketing performance outcomes (Anderson et al., 1994; Ittner & Larcker, 1998; Otto
et al., 2020). In the model proposed by Chi and Gursoy (2009), customer satisfaction
resulting from product quality led to better financial performance (Chi & Gursoy, 2009).
In other words, customer satisfaction does have a direct and tangible financial benefit for
firms (Fornell et al., 2016; Kumar, 2016). Fan satisfaction in the sports club is considered
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a strong incentive for the capital return (Raithel et al., 2012; Sarstedt et al., 2014).
(Football) fan satisfaction seems to play a mediating role in the relationship between
quality and financial performance, so the following hypothesis was proposed:

H2a: Fans’ satisfaction mediates the relationship between core product quality and
financial performance.

In reviewing service quality models in the literature, the relationships between
service quality, customer satisfaction, and loyalty were reported (Biscaia et al., 2023;
Calabuig Moreno et al., 2015; Theodorakis et al., 2013; Wakefield & Blodgett, 1996;
Yoshida & James, 2010). The positive and strong relationship between customer
satisfaction and repurchase intentions was confirmed in recent studies (Biscaia et al.,
2023; Williams & Naumann, 2011). In a study conducted by Wakefield and Blodgett
(1996), after assessing the type of relationship between perceiving customer service
quality, customer satisfaction, and repurchase intentions, they investigated that
customer satisfaction was a predictor of repeat patronage (Wakefield & Blodgett, 1996).
The repurchase intentions can predict Actual loyalty behavior (Bolton, 1998; Mittal et
al., 1999). CPQ directly affects satisfaction and indirectly influences customer loyalty
(Biscaiaet al., 2023). In other words, satisfaction mediates the relationship between core
and peripheral service quality and customer loyalty (Brady et al., 2006; Tsuji et al.,
2007; Yoshida & James, 2010). Researchers have shown that high attendance is directly
related to loyalty or behavioral intentions in sports clubs. If the spectators are satisfied
with the team quality, they are more likely to participate in team-related games in the
future (Anderson et al., 1994; Williams & Naumann, 2011). In the current study, fan
support (customer loyalty) and efficiency dimensions were devoted to measuring the
sporting performance construct. Based on findings in the literature, we intended to
investigate the mediating role of fan satisfaction through CPQ on sporting performance.
So, the hypothesis was set as follows:

H2b: Fan’ satisfaction mediates the relationship between core product quality and sporting
performance.

3. Methodology

3.1. Data collection and sample

The study's statistical population included all managers, experts, elites, and people with
sufficient knowledge and information (like club veterans) concerning the two most
popular football clubs in Iran (Persepolis and Esteghlal Club). Purposive and available
sampling methods were used, and the questionnaires were distributed online. Sixty
incomplete cases were removed, and 175 valid questionnaires were finally applied for
data analysis. the questionnaire used five-point Likert-scale for responses-rate (5 =
strongly agree to 1 = strongly disagree). Demographic variables included Gender, Age,
Education, Job experience, Occupation situation, and Team expert shown in Table 1.
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Table 1. Description of demographics variables.
Profile respondents

Category Frequency %
Gender
Male 140 80
Female 35 20
Age
Less than 30 34 19.4
30 to 50 133 76
Above 50 8 46
Education
Associate Degree and below 10 5.7
Bachelor 35 20
MS/MA 45 25.7
PhD student 17 9.7
assistant professor and above 68 38.9
Job experience
Less than 2 16 9.1
2106 27 154
Above 6 132 75.5
Occupation situation
Sport expert 23 13.1
Football expert 65 37.1
Veteran 18 10.3
Football researcher/ Master 58 33.1
Club member 11 6.3
Team expert
Persepolis 111 63.4
Esteghlal 64 36.6

3.2. Measurement variables

A guestionnaire based on the literature was prepared (see Appendix A). Likert-type scales
ranging from 1 to 5 were applied for response items. First, it was tried to translate English
items into Persian items; then, to understand and remove the ambiguity of the questions,
a precise and regular process was used to keep the validity of the questionnaire. The
variables, dimensions, and references are shown in Table 2.

Table 2. Variables, dimensions, and references.
Variable Dimension Item Reference
(Clemes et al., 2011; Theodorakis et al., 2013; Yoshida &

Game quality 4 James, 2010)
Core product Result quality 3 (Theodorakis et al., 2013; Yoshida & James, 2010)
quality Player performance 7 (Theodorakis et al., 2013; Yoshida & James, 2010)
Coach performance 6 (Chen, 2003; MacLean & Zakrajsek, 1996; MacLean &
Chelladurai, 1995)
Game satisfaction 3 (Foroughi etal., 2012 Iheodo;zz)l;i;)et al., 2013; Yoshida
lames,
Fan satisfaction Management satisfaction 7 (Sarstedt et al., 2014)
Team specification 5 (Sarstedt et al., 2014)
Financial Commercial income 5 (Ajadi et al., 2020; Callejo & Forcadell, 2006; Jones &

Bridge, 2017)
Fan income 3 (Ajadi et al., 2020; Hudson, 2012; Jones & Bridge, 2017)

performance
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Variable Dimension Item Reference

(Alexandris et al., 2001; Andrés, 2003; Bloemer et al.,
1999; Theodorakis et al., 2013)

Efficiency 4 (Barajas et al., 2005)

Sporting Fan support 3
performance

3.3. Statistical analysis

The PLS-SEM approach (Gefen et al., 2000; Hair et al., 2012) and Smart PLS version 3
software (Hair et al., 2022) were applied to analyze, evaluate and estimate the model. The
advantages of using this software are its suitability for determining the relationship
between variables and structural indicators (Hair et al., 2012; Hayes et al., 2017), the
effective identification of the relationship between construct variables, and the lack of the
need for the normality of the data distribution (Rajabi et al., 2023). In the present study,
the sample size of 175 was relatively small. Reflective-reflective constructs with higher—
order constructs were also used in our model.

4. Results

Two approaches, the evaluation of the measurement model and the testing of the structural
model, were used to analyze software output data. A bootstrapping approach was also
used to test the mediation.

4.1. Measurement Model Assessment

4.1.1. Convergent validity

Four criteria are used to evaluate the measurement model (convergent validity) in this
study (Fornell & Larcker, 1981; Hair et al., 2022):
1- Factor/outer loading assessment: The threshold value for the outer loading is at
least 0.70 (Hair et al., 2022).
2- Cronbach's alpha: Acceptable values for Cronbach's alpha are 0.70 (Hair et al.,
2012).
3- Composite validity: In structural reliability, acceptable values are between 0.60
and 0.70, and values between 0.70 and 0.95 are considered generally good (Gefen
et al., 2000; Hair et al., 2012).
4- Average Variance Extracted (AVE): AVE is obtained from the mean squared
loading of each indicator for the construct. Its threshold value is at least 0.5 (Hair
etal., 2022).
Table 3 summarizes the criteria values. The test results in Table 4 show that, in general,
the construct expresses appropriate reliability levels.
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Table 3. Summary results for convergent validity.

Construct Indicators  Loadings Construct Indicators  Loadings
Game quality Game satisfaction
GQ1 0.74 GS1 0.87
GQ2 0.83 GS2 0.89
GQ3 0.67 GS3 0.77
GQ4 0.81 Management satisfaction
Result quality MS1 0.68
RQ1 0.83 MS2 0.79
RQ2 0.76 MS3 0.68
RQ3 0.85 MS4 0.78
Player performance MS5 0.75
PP1 0.65 MS6 0.74
PP2 0.81 MS7 0.70
PP3 0.83 Commercial income
PP4 0.70 Gl1l 0.72
PP5 0.71 Gl2 0.73
PP6 0.75 GI3 0.62
PP7 0.63 Gl4 0.82
Coach performance GI5 0.78
CP1 0.69 Fan income
CpP2 0.78 FI1 0.84
CP3 0.70 FI2 0.80
CP4 0.77 FI3 0.72
CP5 0.73 Fan support
CP6 0.71 FS1 0.81
Team specification FS2 0.81
TS1 0.70 FS3 0.84
TS2 0.72 Efficiency
TS3 0.78 El 0.76
TS4 0.77 E2 0.80
TS5 0.80 E3 0.75
E4 0.66

Table 4. Summary results for convergent validity.

Construct Cronbach’s alpha AVE  Composite reliability
Game quality 0.772 0.595 0.854
Result quality 0.758 0.673 0.86

Player performance 0.855 0.537 0.889
Coach performance 0.83 0.542 0.876
Game satisfaction 0.804 0.719 0.884
Management satisfaction 0.858 0.542 0.892
Team specification 0.815 0.575 0.871
Commercial income 0.79 0.545 0.856
Fan income 0.702 0.628 0.834

Fan support 0.769 0.684 0.866

Efficiency 0.74 0.563 0.837
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Construct Cronbach’s alpha AVE  Composite reliability
Core product quality 0.921 0.68 0.93
Fan satisfaction 0.90 0.69 0.919
Financial performance 0.849 0.83 0.884
Sporting performance 0.80 0.74 0.858

4.1.2. Discriminant validity

The Heterotrait-monotrait ratio of the correlations (HTMT) method was used to measure
discriminant validity. The HTMT value should be less than 0.9 (Hair et al., 2022). Latent
variable or construct ratios less than 0.9 indicate that the constructs are different (Table 5).

Table 5. Results of heterotrait-monotrait ratio (HTMT) analysis.

HTMT Core prpduct _Fan _ Financial Sporting
quality satisfaction  performance performance
Fan satisfaction 0.3 *
Financial performance 0.636 0.71 *
Sporting performance 0.81 0.72 * *

4.2. Structural Model Assessment

Four-step approach to structural model measurement was introduced: (1) structural model
path coefficients, (2) coefficient of determination (R2 value), (3) effect size 2, and (4)
predictive relevance Q2 and blindfolding. Each step is described below:

4.2.1. Path coefficients and significance of the structural model

Each standardized beta coefficient in the ordinary least squares regression indicates the
path coefficient in the PLS structural model. Recognizing the sign, magnitude, and
significance when assessing the estimated values of path relationships in the structural
model is critical. The positive path coefficient indicates the positive effects of one
variable on another. To test the significance of the hypotheses, the bootstrap test was
used, and a partial index of t-value was used. The t-values in our model are shown in
Table 6. To confirm the hypotheses, t-values needed to be greater than 1.96 or less than
-1.96. Values between the two indicate a lack of significance. After evaluating the
hypotheses, results indicated that CPQ had a positive and significant impact on financial
performance (B= 0.203; t=2.23; p<0.05). Also, a positive and significant effect of CPQ
on sporting performance was confirmed (B= 0.524; t= 6.84; p<0.001). However, the
direct impact of CPQ on sporting performance was more substantial than its effect on
financial performance.

4.2.2. Coefficient of determination (R2 value)

Coefficients of determination are the main criteria for evaluating endogenous latent
variables in the confirmation path model. The values of 0.67, 0.33, and 0.19 for the
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endogenous latent variables have been described as significant, moderate, and weak,
respectively (Chin, 1998).

4.2.3. Effect size f2

The effect size (f2) is used to evaluate how the endogenous structure is described by the
exogenous structure. Chen 1998 defined three ranges for the f2: 0.02 < f2 < 0.15 for the
weak range, 0.15 < f2 < 0.35 for the moderately weak range, and f2 > 0.35 for the
substantial effect range (Chin, 1998).

4.2.4. Predictive relevance (Q2) and blindfolding

This criterion was introduced by Geisser (1975); Stone (2018), who determined the
predictive power of the model in dependent variables (Geisser, 1975; Stone, 2018).
Henseler et al. (2009) set the model's predictive power values for endogenous structures
at three values: 0.02, 0.15, and 0.35 (Henseler et al., 2009).

For creating standard error and t-values, a resampling bootstrap method with 5000 was
used (Chin, 1998; Hair et al., 2012). The sign and magnitude of path coefficients were
also used to evaluate structural path relationships between the latent variables. Table 6
summarizes the results, as Figure 1 shows.
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Figure 1. Structural model.
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Table 6. Significant testing results of the structural model path coefficients.
Structural path  Path coefficient t-value Effectsize (f2) 97.5 Confidence interval Conclusion

CPQ->FS 0.722 19.82 1.09 (0.64,0.78)
CPQ->FP 0.203 2.23 0.034 (0.01,0.37) H1la supported
CPQ->SP 0.524 6.83 0.28 (0.36,0.66) H1b supported
FS->FP 0.484 5.73 0.192 (0.31,0.65)
FS->SP 0.252 3.07 0.065 (0.1,0.41)

4.3. Test of mediation by bootstrapping approach

4.3.1. Significance of the mediating effect

The non-parametric bootstrapping method investigates the mediating effects of
satisfaction in the relationship between quality and performance (Hair et al., 2013;
Preacher & Hayes, 2008). The significance of mediator influence means that fan
satisfaction absorbs part of the direct effect of quality on OP. All the results are shown in
Table 7 to investigate the significance of the mediator. Examination of the bootstrapping
approach exhibits that both indirect effects are significant. Significant analysis of the path
of quality -> satisfaction -> financial performance is § = 0.184, t value = 6.186 and
Significant analysis of the path of quality -> satisfaction -> sporting performance is f =
0.184, t value = 6.186.7

4.3.2. Size of the mediating effect

Both direct and indirect effects are significant. To supplement the non-parametric
bootstrapping method, the indirect effect size about the sum of the direct and indirect
effects (total effect) was determined by variance account for (VAF) (Hair et al., 2022;
Hair et al., 2013). The VAF analysis determines the intensity of the mediating effect. This
analysis showed a complete mediation for more than 80%, indicating partial mediation
for more than 20% and less than 80%, and finally, it assumes no mediation for less than
20%. Table 7 shows VAF results. The results show that the mediating effect of fans’
satisfaction on financial performance is average (vaf=63%). Also, the size of the
mediating effect of fans’ satisfaction on sporting performance is partial (vaf=25%). Also,
it means that the mediating role of fans’ satisfaction in the relationship between CPQ and
financial performance was more prominent and striking than in the relationship between
CPQ and sporting performance.

Table 7. Test of mediation by bootstrapping approach.
Direct effect Indirect effect Total VAF

Effect of (t-value) (t-value) offect (%) Interpretation Conclusion
orc. 0.203** e Partial H2a
CPQ->FS->FP (2.23) 0.35%**(5.18) 0.553 63 mediation supported
CPQ->FA- 0.524*** o Partial H2b
>SP (6.83) 0.182*%(2.95) 0.706 % mediation supported

Note: ** [ t[>=1.96 at p=0.05 level; *** | t| >= 3.29 at p = 0.001 level.
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5. Managerial implications

Management implications were discovered in this study. CPQ, both directly and
indirectly, had a significant role in the performance of clubs. In evaluating the construct
related to CPQ, the influence of player and coach performance was more substantial than
the other dimensions. This means that clubs’ managers can have a significant impact on
fan satisfaction and ultimately, on OP by using the appropriate systemic process of human
resource management (player and coach) and targeted strategies to improve human
resources performance. Especially in Iran, it is suggested that club managers when
achieving desirable sporting performance, can focus more on strategies like using
professional coaches, designing talent identification programs to select young and skilled
football players, and training them to achieve high-quality players.

The subsequent implication that can be mentioned in which the three dimensions of
"game satisfaction," "management satisfaction" and "team characteristics” are used in
measuring fan satisfaction is that the results showed that team characteristics and
satisfaction with management had a more substantial impact on fan satisfaction. In other
words, "performance of the club marketing department,” "selection of appropriate
sponsors,” "social participation of clubs," and "proper management of contracts” in the
club management, as well as items such as "transparency of transfer policies,” "player
commitment to clubs " and " the correct number of star players in the team "in terms of
team characteristics are some factors that affect fan satisfaction. To satisfy fans, and
significantly improve financial performance, the managers of Esteghlal and Persepolis
clubs should have extraordinary tact in the organizational structure and processes of the
club, including marketing, management, and planning part. The club structure should be
redesigned according to the striking role of these sections so that fans actively participate
in the club's strategic decision-making. It is essential for club managers to understand the
importance of critical dimensions of fan satisfaction and their influential role in financial
performance.

6. Discussion and conclusion

One of professional football club managers' most important concerns is making optimal
decisions to equilibrate between financial and sporting performance. This study aimed to
provide a relationship model between core product quality, fan satisfaction, financial
performance, and sporting performance in the two most popular football clubs in Iran
(Persepolis and Esteghlal) under conditions of the COVID-19 pandemic. Our study
contributed to sports marketing theories by extending previous research on core product
quality, fan satisfaction, and organizational performance. In this study, due to the COVID-
19 pandemic, CPQ introduced four dimensions: game quality, result quality, player
performance, and coach performance. Fans' satisfaction was introduced in the dimensions
that attract fans to watch the competitions, as well as satisfaction through the club
management actions and the characteristics of the team. Also, OP was defined as financial
performance and sporting performance. Financial performance refers to earning money
(through commercial and fan income).
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Moreover, sporting performance was meant to enhance club efficiency and fan
support. Reviewing the research literature, the relationships model was recognized, and
hypotheses were considered in the context of the football club. The first hypothesis
examined the direct relationship between CPQ and financial performance. The second
hypothesis assessed the direct relationship between CPQ and sporting performance. In the
third and fourth hypotheses, it was evaluated and discovered whether fan satisfaction had
a mediating relationship between CPQ and financial performance and the mediating
relationship between CPQ and sporting performance.

Based on the results, the core product quality was a striking component of the service
quality construct and positively affected fans' satisfaction and OP in professional
football clubs. Indeed, CPQ was the dominant predictor of organizational (club)
performance. Also, the results showed that the direct impact of the CPQ on sporting
performance was more substantial than its direct effect on financial performance. This
issue received less attention in the context of spectator sports, while several studies in
non-sports fields repeatedly emphasized the role of quality in OP (Akroush, 2008;
Akroush & Khatib, 2009; Ramayah et al., 2011; Singh et al., 2018). Total quality
management implementation's direct and positive effect on OP in the service and
manufacturing industry was confirmed by (Singh et al., 2018). Akroush (2008)
detecting that service quality in the banking context had a positive and significant role
in organizational performance. In fact, by improving service quality, organizations can
differentiate themselves from competitors and create a competitive advantage. In the
context of spectator sports, Ho Kim et al. (2013) emphasized that Game Quality (game
performance) had a striking role in sporting performance (revisit intentions) (Ho Kim
et al., 2013). Also, Theodorakis et al. (2013) found that CPQ (outcome quality),
compared to functional quality, had a more substantial effect on sporting performance
(customer loyalty). They also emphasized that the critical section of service quality was
CPQ. This means that in the football club context, CPQ predicts customers' future
behavior (Ho Kim et al., 2013) and improves organizational profit.

Furthermore, it was shown that the mediating effect of fan satisfaction in the relationship
between CPQ-financial performance and the relationship between CPQ-sporting
performances was significant and partial. The effect of fan satisfaction through CPQ on
financial performance was more substantial than its effect on sporting performance. The
results are consistent with the literature in the context of the banking and hotel industry (Al-
Hawari & Ward, 2006; Chand, 2010; Teklay et al., 2023). Indeed, by paying attention and
responding to customer needs through desired quality, the organization's profitability can be
improved (Chand, 2010). Moreover, this, known as a competitive advantage, increases
customer satisfaction, improving organizational performance (Akroush, 2008; Akroush &
Khatib, 2009). On the other hand, in the sports context, the role of service quality and fan
satisfaction on customer loyalty a lignswith recent studies. Theodorakis et al. (2013);
Yoshida and James (2010) proved that service quality constructs, which were measured
through two dimensions of core and functional quality, had appropriate predictive power for
customer satisfaction (Theodorakis et al., 2013; Yoshida & James, 2010), (Brady et al.,
2006) and (Tsuji et al., 2007) revealed that CPQ had a more substantial effect on fan
satisfaction (Brady et al., 2006; Tsuji et al., 2007). It was also reported that fan satisfaction
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mediated the relationships between service quality and customer loyalty/ behavioral
intentions (Cronin et al., 2000; Sarstedt et al., 2014). This study added to the body of
knowledge in literature by understanding the mediating role of fans' satisfaction between
core product quality and organizational performance.

In conclusion, the model provided in this paper is an efficient and effective tool for
managers of professional football sports clubs. Because it can help them analyze and
choose the best club development strategies to equilibrate the financial and sporting
performance of the club to achieve organizational goals more confidently. The
important implication of these findings is that the application of appropriate mixed
policies from customer satisfaction and CPQ will have a significant impact on
improving OP. Therefore, managers should pay special attention to resource
management (accurate hiring, optimal allocation, and efficient use) and sports
marketing (e.g., selection of appropriate sponsors, social participation of clubs, and
proper management of contracts) to achieve organizational goals faster and more
accurately through the selection of optimal policies.

6. Limitations and future recommendations

In any research, several limitations prevent the achievement of results with a high level of
reliability. A careful and thorough examination of any subject requires sufficient time and
provision of all conditions that are only sometimes available. Like other research, there
were limitations, and an attempt was made to examine the present research in a specific
and logical framework so that the results would be helpful for sports managers. Some of
these limitations were inherently related to the research. Others may occur during the
research; the present study was no exception to this rule. Some of the limitations of the
study include:

— One of the research limitations was the statistical population of the study. Due to
the COVID-19 pandemic, the closure of centers, and restrictions in the country,
it was not possible to access more samples. More samples will certainly reduce
errors and increase modeling accuracy.

— Due to the COVID-19 pandemic, some essential and practical dimensions in this
research were removed or changed. The removal of the "match day income"
component, one of the most important ways to achieve income for football clubs,
can be mentioned.

— Due to the state ownership of the two most famous clubs, Persepolis and
Esteghlal, it was impossible to examine the "broadcasting fee" in this study. In
other words, allocating the budget related to broadcasting is done indirectly and
very limited to the clubs.

To develop the research, the following can be suggested:

This paper is conducted for the two football clubs of Persepolis and Esteghlal. The
researchers can examine the model presented in this research for other sports with
conditions different from those of football clubs. In our research, the variables under the
control of the club management and affect the club's performance were considered. Given
that these two Iranian football clubs are managed under the auspices of the government,
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indeed the club's performance is affected by other variables such as the effects of sanctions
and government policies (Ministry of Sports and Youth). The effect of these variables on
club performance can be considered and addressed in future research.
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Appendix
Appendix A. Scale items.
Core Product Quality
Competitiveness of the games.
Game Quality Games are usually fast and flowing.

High level of play.
Spectacular games.
Team has good win record.
Result Quality Team has good lose record.
In general, team has great results this season.
In general, your team’s players perform well-executed plays.
Your team gives 100% every game.
Team plays hard all the time.
Player Performance Players on your team always try to do their best.
Star/Popular players perform well-executed plays.
Star/Popular players give 100% every game.
Star/Popular players of team are completely at the service of the team.
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Core Product Quality

Coach performance

Overall, with the presence of this coach, athletes/ team performance and playing style
are improved.

The coach selects and utilizes appropriate tactics and strategies in the games.

The coach has a good relationship with the athletes and tries to motivate athletes
toward higher levels of achievement.

The coach recruits and selects quality athletes and a specific number of athletes
according to the club goals and available facilities.

The coach adheres to budget issues, procedures, rules and regulations in club and acts
in accordance with them.

The coach has appropriate communication and public relations behaviors activities
with the community, media and peers.

Fan satisfaction

Game satisfaction

Overall, fans are satisfied to watch team’ competitions live.
Overall, fans are happy to watch team’ competitions live.
Overall, fans are dissatisfied to watch team’ competitions live.

Management Satisfaction

Marketing sector of the club is active and has a great performance.

Public relations performance of the club is satisfactory.

Suitable sponsors are selected for the club.

In general, club's management is high- quality (Meeting fans' expectations,
commitment to the club).

Social involvement of the club is admirable.

Former players and veterans in club are properly involved and applied.

The process of contract management with players and coach is well done.

Team Characteristics

Transfer policy is clear and satisfactory.

Number of team” stars (players and coach) is suitable and sufficient.

Players have enough commitment to the club and the fans.

Interaction of players with fans and their public appearances of the players with fans
is very desirable.

Overall, quality of the team composition (selection and position of players) is in the
best condition.

Financial performance

Commercial income

Club's income is great through main sponsors.
Club's income is great through sub-sponsors.
The club earns great income from transfer market.

Fan income

The club earns sufficient income through advertising around pitch.

The club earns sufficient income through advertising by famous players or coach
(endorsement).

Fans' membership fees and related income are very reasonable.

The club's products are well bought by the fans.

The club benefits greatly from gifts and grants from fans.

Sporting performance

Fan support

Fans increasingly watch and follow team's competitions live on TV during the season.
Fans increasingly follow and watch and follow team's competitions through websites
and social media during the season.

Fans increasingly watch and follow team's competitions through news and newspapers
during the season.

Efficiency

Team’ position in the league is very suitable.

The amount of points gained by the team in the league is very satisfactory.

In general, the average number of goals scored by the team in competitions is
excellent.

In general, the goal’s difference of team is very good.
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ABSTRACT

Purpose: This research aimed to estimate the economic-recreational value of
Azadi Stadium from the spectators' perspective using a contingent valuation
approach (CVM).

Methodology: This research was descriptive and applied in nature. The statistical
population includes fans who have attended matches at Azadi Stadium at least
once in 2022. A sample of 418 individuals was selected from this population using
simple random sampling, and the necessary information was collected through
the willingness-to-pay questionnaire developed by Wicker and Colleagues
(2016). Data analysis was conducted using the logit method, utilizing the Stata
and Shazam software.

Findings: The findings reveal that the average willingness of fans to pay to attend
games at Azadi Stadium is 91,000 Tomans per game, and the estimated economic
and recreational value for one season is approximately 1,350 billion Rials.
Furthermore, factors such as income, watching matches on television, satisfaction
with stadium facilities, and enjoyment of the games significantly and positively
impact the willingness to pay to attend stadium matches. On the other hand,
variables like age, education level, proposed price, and marital status negatively
influence this willingness to pay.

Originality: Limited research has been conducted on the economics of
recreational sports facilities, explicitly focusing on contingent valuation
methodology. Estimating the economic value is crucial for decision-making
regarding investment, improvement, and operation of stadiums.
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1. Introduction

The modern global sports sector has experienced substantial economic, social, and
political changes. In recent centuries, sports have become one of the most significant
aspects in the growth and development of countries and one of the highest-income
industries (Zamani et al., 2013). Sports have grown dramatically in numerous nations and
now play an essential role as an economic sector in various areas such as sports services,
product production and consumption, and economic growth. Sports have evolved to the
point that they are regarded as business and commerce in many nations (Askarian et al.,
2005). Football has continually drawn millions of supporters and spectators as one of the
most popular and appreciated sports globally (Castellanos et al., 2011). The widespread
interest and enthusiasm for football matches have led to a demand for sports venues that
can accommodate large crowds and provide suitable conditions for hosting such events.
As symbols of power and sports attraction, football stadiums play a crucial role in the
football industry's development and fans' overall recreational experience (Lee, 2022).
These stadiums are characterized by their high capacity, modern facilities, amenities, and
incorporation of advanced technologies (Yang & Cole, 2022). As a result, estimating the
economic and recreational value of football stadiums becomes essential. The economic
value primarily encompasses these stadiums' financial and economic impacts, including
revenue generated from ticket sales, revenue from football-related businesses, job
opportunities created, and the attraction of tourists attending matches (Nicoliello &
Zampatti, 2016). In this industry and football, stadiums have become a significant source
of income for clubs, especially in recent years, because they can provide valuable
recreational opportunities for their audience. In each game, spectators pay to watch it up
close, generating enormous revenue for stadiums and their favorite clubs. Being present
in sports venues and places that create intangible public goods such as recreation, honor,
satisfaction, happiness, and pride is much more important than other benefits (Humphreys
et al., 2018), among which recreational value is the most essential and practical value that
is mentioned for sports facilities. It includes many other intangible benefits, and people
are willing to spend money to take advantage of its functions and facilities (Orlowski &
Wicker, 2019).

Based on the fact that football is the most global sport in the world and its importance
is such that it can even be considered a social indicator (Royuela & Gasquez, 2019), it has
become a reason for its fans to spend a lot of time and money watching and enjoying it
(Galan et al., 2021). In this regard, Tehran's Azadi Stadium, with a capacity of one
hundred thousand spectators and hosting national team competitions as well as the two
favored teams Persepolis and Esteghlal, plays a significant role in providing entertainment
for its football-loving community.

In quantitative economics, reducing and determining willingness to pay for the
monetary value of public goods and intangible goods produced by sports facilities such
as football stadiums can play an essential role in the integrated management of human
and physical sports facilities (Robert, 2017). To this end, contingent valuation is widely
used to assess public adjustments by creating willingness-to-pay values. This approach
is a hypothetical method that determines individual preferences and how much they are
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willing to pay for their favorite recreational activities. They include watching
competitions, player and team successes, and enjoying public and intangible benefits at
the desired stadium (Funahashi et al., 2020). de Boer and Koning (2022) demonstrated
in their study on professional cyclists' willingness to pay (WTP) that the desire to pay
spectators was higher than that of residents in areas where the event was held. In
addition, pre-and post-event studies showed that WTP increased significantly after the
event, and variables such as income, proposed price, interest, and enjoyment greatly
impacted the willingness to pay spectators (de Boer & Koning, 2022). Robert (2017),
in his article, used the contingent valuation method to examine and evaluate the value
of a sports stadium in Poland. The findings showed that the intangible goods produced
in the stadium have a high value, and respondents are more willing to pay for them, but
the immense costs do not compensate for the public benefits. That is, the weight and
annual profit from intangible and public goods compared to stadium costs are low. Their
findings showed that willingness to pay is positively and significantly related to income
level (Robert, 2017).

In his research on estimating the value of athlete success, Wicker et al. (2012)
demonstrated that as athlete success increases, the willingness to pay among fans also
increases. Additionally, Wicker et al. (2012) found that age, education, income, proposed
price, and years of participation in WTP significantly impacted willingness to pay across
21 sports (Wicker et al., 2012). Using the contingent valuation method, Whitehead and
Wicker (2019) measured the value of public goods produced in two American sports
stadiums. According to the research findings, neither stadium had financial justification
for delivering public goods, meaning that the value of public goods was estimated to be
less than the cost of financing and constructing the stadiums. However, despite this, the
audience was highly willing to pay (Whitehead & Wicker, 2019).

Income level and presence in the stadium significantly impact the willingness to pay
for sports events. Based on a study estimating the economic value of the Sepahan football
club for Isfahan City, Bidram et al. (2018) found that the average annual willingness to
pay citizens for the attendance of the Sepahan football team in the Premier League is
16,480,000 rials (Iranian currency). For buying tickets to watch the games at the stadium,
it is 4,433,000 rials. Moreover, the study showed that age, education, income level, and
presence in the stadium significantly influence willingness to pay (Bidram et al., 2018).
Sarlab et al. (2021) conducted a study to estimate the willingness to pay and the economic
value of sports facilities in Tabriz City. The study showed that the average willingness to
pay for sports facilities in Baghshomal, Manzarieh, and Mirdamad areas is 4,744,910 rials,
5,234,043 rials, and 4,215,000 Rials, respectively, over one year. Furthermore, the total
economic value of team and individual sports in the three areas of Tabriz is 103,402,848
rials and 111,417,684 rials, respectively (Sarlab et al., 2021). Khodaverdizadeh and
Kavosi (2011) estimated the annual ecotourism value of Soholan Cave to be 847,000,000
rials. The study also showed that variables such as education, the attractiveness of the
cave, proposed price, and income significantly affect people's willingness to pay.
Additionally, the results indicated that over 88% of visitors are willing to pay a fee to use
the cave (Khodaverdizadeh & Kavosi, 2011). Hoseini et al. (2022) showed in the study
titled "Estimating the Economic Value of Persepolis Football Club " that 77.3% of the
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fans are willing to participate in funding for Persepolis at competitive levels, and ready to
pay for Persepolis fans to attend and win the Premier League the values were 70% and
72.3% respectively. The Iranian Hazfi Cup and the AFC Champions League values were
71.9% and 78.1%, respectively. 89.9 percent of Persepolis football clubs intended to buy
match tickets and attend the stadiums, 83.8 percent wanted to watch their favorite team
matches on TV, and 43.5 percent purchased the club's products/kits (Hoseini et al., 2022).

In this research, since recreation is a non-consumable commodity, the contingent
valuation method (CVM) is considered one of the best ways to determine its value. This
method is considered a standard and flexible tool for measuring non-consumable and
non-marketable values. The term "contingent” in CVM is used because this method
creates a hypothetical market and estimates the payment amount respondents would
make under specific hypothetical scenarios (Dehez, 2023). Valuing stadiums is of great
importance for urban planning and development. Scientific research can help cities
identify the need for revitalization and improvement of stadiums, determine their
optimal use, and devise appropriate plans to increase profitability and ease of use of
these facilities. Managers and policymakers require accurate economic and recreational
value assessments to make better decisions regarding stadium investments, operations,
development, or renovation. Credible and well-documented research can aid them in
making decisions that benefit society and cities. According to the research background,
no studies have been conducted on estimating the economic value of recreational sports
facilities in Iran, and given the widespread attendance at events held at the Azadi
Stadium in Tehran for national teams, Persepolis, and Esteghlal football clubs, the
limited domestic research in this field, and the particular situation of this stadium in
terms of creating recreation in terms of the number of spectators in the country, the
researcher is trying to answer the following questions.

1- What is the economic and recreational value of Azadi football stadium?

2- What variables affect the willingness of Azadi stadium users to pay?

2. Methodology

This research was analytical and descriptive in terms of purpose and applied in terms of
goal. The statistical population includes fans who attend matches at Azadi Stadium in
Tehran. The sample size was measured using the Michel and Carson table and was 430,
of which 418 questionnaires were returned with complete answers. Sampling was random,
and questionnaires were distributed manually and online. The distribution of some
guestionnaires in 2022 was conducted in person among spectators, while the rest of the
guestionnaires were made available online to the fans of the teams playing at Azadi
Stadium due to the spread of COVID-19 and the absence of spectators in the stadium. The
measurement tool was a standard questionnaire consisting of 29 questions. The first part
of the questionnaire included demographic, social, and economic questions. The second
and third parts had inquiries related to attendance at the stadium and satisfaction with it,
and the fourth part was associated with a hypothetical scenario where respondents were
asked to express their willingness to pay to attend a specific game at the stadium. The
opinions of experts and specialists were used to validate the questionnaire.
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Initially, 80 questionnaires were distributed as a pre-test among respondents, and a
Cronbach's alpha coefficient of 0.80 was obtained using SPSS software. Also, the
average willingness to pay of the respondents in the pre-test stage was obtained by
asking an open-ended question without offering any specific price. This was used in
designing the main questionnaire scenario. Several methods perform the contingent
valuation method, one of the most important of which is the double-bounded (DB) or
one-dimensional approach. The DB method was first introduced by Boyle and Bishop
in 1979. In this method, respondents select only one proposal from a predetermined
number. When facing a hypothetical market situation, respondents only answer "yes" or
"no" to the proposed price.

In a hypothetical scenario, the conditional valuation method determines individuals'
willingness to pay. This method assumes that individuals have a utility function denoted
by equation (1).

(1) U=U(Y,S)

In this equation, the utility function is indirect and depends on the individual's income
and a vector of other economic and socio-economic factors. To establish a model for
measuring willingness to pay, it is assumed that each individual is willing to pay an
amount of their income to attend a stadium as the proposed amount. This payment creates
desirability for them. The desirability generated by following the stadium is more
significant than not following, which is represented by the following equation
(Hanemann, 1984).

2 U@L, Y-A;9)+U(0,Y;S) +e

Where the variables are random variables with an average of zero, distributed
randomly and independently, the difference in utility created by attending the stadium is
given by equation (3).

3) AU=U(1, Y-A; S)— U0, Y; S)+(e1 +&)

The dual-format questionnaire structure for examining individuals' willingness to pay
involves a dependent variable with a binary choice, requiring a qualitative choice model.
Logistic and probit models are commonly used for qualitative choice methods. Therefore,
the logistic model pattern was used in this study due to its computational simplicity and
widespread use in foreign studies to investigate the impact of different explanatory
variables on individuals' willingness to pay. According to the logistic model, the
probability (P) of an individual accepting one of the proposals is expressed as follows
(Hanemann, 1984).

(4) Pi=F(4U)=——

1+exp(—AU)
The cumulative distribution function is a standard logistic function, and some socio-
economic variables, such as income, proposed amount, marital status, etc., are included
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in this research. The parameters of the logistic model are estimated using the maximum
likelihood estimation, the most common technique for estimating the logistic model.
Then, the expected value of willingness to pay is calculated numerically within the range
of negative infinity to positive infinity using the following equation (Molaei, 2013).

1
14+exp[—(a*+pA]

) (AU dA =" YA .a* = (a+yY +6S)[ F,

Where E(WTP) is the expected value of willingness to pay, and the width is an adjusted
origin that includes the socio-economic term added to the primary width term. In the
present study, the dependent variable was the acceptance or rejection of the proposed
amount for attending the stadium. This variable was obtained in response to whether an
individual accepts or rejects the proposed amount for stadium attendance. Therefore, the
dependent variable here is categorical, with values of one and zero. In such cases,
regression models with categorical variables are generally suitable for investigating
regressions with binary dependent variables. Models like linear probability models,
logistic regression, probit, and Tobit models are utilized. In this research, logistic
regression has been used to examine the influence of various explanatory variables on the
likelihood of individuals' willingness to pay. The logistic regression model utilizes the
logistic distribution and predicts probability values between zero and one.

The current study has employed this method. Considering the mean and standard
deviation, using the Boyle method, the proposed price obtained based on the pre-test
consists of 6 proposed prices (55,000, 65,000, 70,000, 75,000, 90,000, and 120,000
Iranian rials). These proposed prices represent the suggested price for each instance of
attending Azadi Stadium. The data analysis was conducted using Stata and Shazam
software, employing the rank-ordered logit and probit methods. The scenario and relevant
questions in the current study were presented as follows: Azadi Stadium in Tehran allows
you leisure and leisure time. Given the current condition of the stadium and the sports
teams of your interest that hold their games in this venue, and considering their increasing
costs, as well as the fact that you are a user of this stadium and attend it for recreation,
would you be willing to pay an amount of X Iranian rials for the entry fee of Azadi
Stadium in Tehran to enjoy and watch the games of your desired sports club"?

3. Results

According to Table 1, the average age of the individuals is 31 years, the average household
size is four people, and the average proposed entrance fee is 880,000 rials. Moreover, the
oldest and youngest individuals are 56 and 17, respectively. The maximum and minimum
number of family members are 8 and 2, respectively. Finally, the maximum and minimum
proposed entrance fees are 1,200,000 and 550,000 rials, respectively.
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Table 1. Descriptive statistics of variables.

Variables Mean Maximum Minimum Standard deviation
Age of respondents (years) 31 56 17 8.36
Size of each household (persons) 4 8 2 11
Proposed entrance fee (Rials) 800000 1200000 550000 211440

Based on the data, 19% of the respondents had a diploma or less education, 42% had
a bachelor's degree, and 12% had a master's or doctoral degree. Regarding occupation,
119 individuals (29%) were government employees, and 299 individuals (71%) were
self-employed. Therefore, it can be observed that individuals with self-employment had
the highest frequency in the sample under study. 38% of the respondents were married,
and 62% were single. The income level of individuals was designed in 64 groups,
including 4-0, 9-5, 14-10, and more than 15 million Tomans. The results showed that
the income group of 9-5 million Tomans, with 125 samples and 30%, had the highest
frequency among different income groups. Based on Table 2, different proposed
amounts for watching a football match at Azadi Stadium were obtained using a pre-test.
Then, using the Cooper method and considering 415 samples, the frequency
corresponding to each proposed amount (550000, 650000, 700000, 750000, 900000,
and 1200000) was obtained.

Table 2. Status of respondents regarding proposed prices.
Proposed price (Rials)  Frequency (Percentage) Yes No

550000 67 56 11

650000 67 45 22

700000 71 42 29

750000 71 38 33

900000 71 32 39

1200000 71 25 46
Total 418

*The numbers inside the parentheses show the frequency percentage
among 70 samples.

3.1. Assumptions of the regression model

One of the critical aspects of using the regression model is the normality of variables,
especially the dependent variable. Therefore, the results of the Jarque-Bera test indicated
the normality of the dependent variable (willingness to pay) at a significant level of 0.05.

Table 3. Jarque-Bera test.

Variable Willingness to pay
Jarque-Bera test 0.173
P-Value 0.81

Another requirement assumption in regression analysis is that there should not be a
linear relationship among variables. A linear relationship indicates that one independent
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variable is a linear function of other independent variables. The linearity between the
explanatory variables of interest was examined to estimate the logistic regression model.
To this end, the analysis of variance test was employed. According to Table 4, considering
that for each specified level within each row of the Table, no pair of variables had a
correlation coefficient greater than 0.5, it can be claimed that there is no collinearity
among the investigated explanatory variables. Therefore, the results of the logistic model
can be analyzed.

Table 4. presents the results of the linearity test for the logistic regression model.

Satisfaction Enjoyment of

Variables Pro:)_osed Income  Age Ed:xcatllon TX. with sports watching LT
price eve watching facilities football matches status

1 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
2 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
3 0.00 0.04 0.00 0.03 0.00 0.01 0.00 057
4 0.03 0.82 0.01 0.00 0.02 0.00 0.01 0.11
5 0.00 0.05 0.02 0.37 0.05 0.03 0.25 0.16
6 0.14 0.05 0.02 0.34 0.02 0.01 0.41 0.00
7 0.17 0.00 0.46 0.23 0.09 0.00 0.03 0.01
8 0.32 0.01 0.01 0.01 0.66 0.02 0.16 0.00
9 0.33 0.03 0.48 0.01 0.16 0.01 0.14 0.14

This study used a logistic regression model to investigate the factors affecting the
likelihood of accepting the proposed amount for watching a football match at Azadi
Stadium. The results of the logistic model are presented in Table 5. The likelihood ratio
(LR) test examined the estimated regression's significance. The value of the likelihood
ratio (LR) statistic at 8 degrees of freedom is 361.79, which indicates that the entire
estimated model is statistically significant at the 1% level. The coefficient of
determination (R-squared) is 63%, a desirable figure for the logistic model calculated
based on the number of dependent variable observations. In other words, explanatory
variables explain 63% of the variation in the dependent variable. The results showed that
income, television watching, satisfaction with stadium facilities, and enjoyment of
watching a football match at Azadi Stadium have a positive and significant effect. In
contrast, age, education level, proposed price, and marital status negatively and
significantly impact the likelihood of people's willingness to pay to watch football
matches at Azadi Stadium.

Table 5. Results of the Logit Model.

Variables plz| A Coefficients
Proposed price 0.000 -5.21 *#%.0.00005
Income 0.000 547 ***0.78
Education level 0.058 -1.90 *-0.36
Age 0.000 -5.61 **%.0.16
TV watching 0.000 4.03 ***1.09

Satisfaction with sports facilities 0.000 461 ***25
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Variables plz| Z Coefficients
Enjoyment of watching football matches 0.000 8.02 ***1.5
Marital status 0.004 2.89 *4%.1.16
Distance from origin 0.72 -.35 Ns-0.55
~ (LR) = 361.79 o
pseudo R2=0.63 PValue = 0.000 Number of observations =418

**k % and * have significant meanings at levels of 1%, 5%, and 10%.

Since the coefficients of the variables in the logistic model are not easily interpretable
quantitatively, the final effects of the variables are estimated. The final effects of the
variables are shown in Table 6. The final effect of the proposed price shows a significant
negative impact of one percent on the probability of an individual's willingness to pay. In
other words, the final effect of the proposed price indicates that with a one-unit increase in
the average proposed price, the probability of an individual's willingness to watch football
matches at Azadi Stadium decreases by 0.001 percent. The final effect of individuals'
income at the one percent level significantly positively impacts the probability of an
individual's willingness to pay. That is, the final effect of the income variable indicates that
with a one-unit increase in the average income of individuals, their willingness to pay for
watching football matches at Azadi Stadium increases by 2.0 units or 20 percent. The final
effect of the education level variable is -0.08, meaning that with a one-unit increase in the
average education level, the probability of an individual's willingness to pay decreases by 8
percent. The final effect of the age variable shows that with a decrease of one unit in
individuals' age, the probability of their willingness to pay to watch football matches at
Azadi stadium increases by 0.04 units (4%). This means the desire to produce young people
to watch football matches at Azadi Stadium is high. The final effect of the variable of the
number of watching football matches on television shows that with an increase of one unit
in the number of watching football matches on television, the probability of an individual's
willingness to pay for watching football matches at Azadi stadium increases by 0.25 units
(25%). The final effect of the satisfaction variable with the quantitative and qualitative
facilities of Azadi Stadium is 0.42 units. In other words, the willingness to pay off
individuals who are satisfied with Azadi Stadium's quantitative and qualitative facilities is
42% more than those who are unhappy. The final effect of the variable of enjoyment of
watching football matches is 0.34 units. This means that with an increase of one unit in the
pleasure of watching football matches, the probability of an individual's willingness to pay
for watching football matches increases by 0.34 units (34%). The final effect of the marital
status variable is -0.27 units. In other words, the probability of willingness to pay of married
individuals is 27% less than that of single individuals.

Table 6. Results of the final effect of the logistic model.

Variables plz| A Coefficients

Proposed price 0.000 -5.25 *#%.0.00001
Income 0.000 5.44 **% 0.2
Education level 0.055 -1.92 *-0.08

Age 0.000 -55 **%.0.04
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Variables plz| Z Coefficients
TV watching 0.000 4,02 **%0.25
Satisfaction with sports facilities 0.000 7.02 *xk(0,42
Enjoyment of watching football matches 0.000 7.38 ***0.34
Marital status 0.003 2.96 **%.0.27

After estimating the logit model, the average willingness to pay is calculated.
According to Table 7, the average willingness to pay is calculated to be 910000 Rials. In
other words, individuals are willing to pay an average of 910000 Rials each time they
watch a football match at Azadi Stadium. This amount is also significant at the 1% level.

Table 7. Calculation of Average Willingness to Pay.

Value Willingness to Pay  Upper Bound Lower Bound  ASL
Mean 910000 1010000 840000 0.000

3.2. Estimating the recreational value of watching a football match at Azadi Stadium:

Given the amount individuals are willing to pay to watch a football match at Azadi
Stadium, the recreational value of watching a football match at Azadi Stadium is
calculated as follows. The average humber of competitions held for the Iranian national
team and the Persepolis and Esteghlal clubs during a season or year is estimated to be 40
games. The formula you provided accurately calculates the recreational value of a football
game at Azadi Stadium. Let me break down the calculations you mentioned:

1. **Economic and Recreational Value of a Single Game: ™

Average Willingness to Pay per Person * Average Number of Spectators per Game =
Economic and Recreational Value of One Game
300,000 Rials * 91,000 = 27 billion Rials

2. **Annual economic and Recreational Value of Watching Games:

Economic and Recreational Value of One Game * Number of Games in a Season (50
games) = Annual Economic and Recreational Value
27 billion Rials * 50 = 1,350 hillion Rials (1.35 trillion Rials)

The calculations seem consistent and accurate, showing the estimated recreational
value of watching football games at Azadi Stadium. Therefore, the recreational value of
managing a single football match at Azadi Stadium is calculated to be 27 billion Rials.
The annual recreational value of watching a football match at Azadi Stadium is estimated
at 1,350 hillion Rials.
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4. Discussion and conclusion

We used the contingent valuation method and logistic regression model. The average
willingness to pay of football fans attending Azadi Stadium in Tehran was calculated, and
based on that, the annual recreational value of this stadium was estimated. Since the
overall benefits created by Azadi Stadium for fans are non-consumptive and not priced in
the market, non-market valuation methods can be used to value them. Therefore, the
contingent valuation method was used in this study. In response to the central questions
of this research, the economic-recreational value of Azadi Stadium from the perspective
of spectators was estimated at 1080 billion rials, considering the average presence of
30,000 spectators for each match at Azadi Stadium and the average of 40 games held there
per year.

Based on the ticket price for the Iranian Premier League games at the time of data
collection for this study (first half of 2022), which was 650000 Rials, the difference
between spectators' willingness to pay or preferences and the federation's approved ticket
price for the same number of spectators during a season or a year equates to approximately
390 billion Rials, which can be used for stadium development and improvement. Both
willingness to pay and contentment with the stadium would rise in this circumstance.

In response to the second question of this research, income, education level, age,
marital status, proposed price, watching competitions on television, satisfaction with
stadium facilities, and enjoyment of watching the match have significantly impacted the
willingness to pay. The suggested price was found to have a significant adverse effect at
the one percent level. This means that as the proposed price for watching football matches
at Azadi Stadium increases from 550000 to 1200000 Rials, the likelihood of people's
willingness to pay decreases. These findings are consistent with the results of the studies
by (de Boer & Koning, 2022; Sarlab et al., 2021; Whitehead & Wicker, 2019; Wicker et
al., 2012). They also showed in their research that increasing the proposed price reduces
the willingness to pay the audience. Increasing the suggested price of stadium tickets can
decrease spectators' desire to purchase tickets. This phenomenon can be due to the rise in
costs, resulting in a limited number of individuals who have the financial capacity to
attend the games. It may also cause a shift in spectators' recreational preferences. Some
individuals might choose alternative, less expensive entertainment options instead of
following the matches. Escaping ticket prices might further reduce the general public's
presence at the stadium.

Consequently, this could negatively impact the overall viewing experience and the
allure of the games for spectators. Similarly, the decline in attendees and the resultant
decrease in ticket revenue can have various financial implications for sports, clubs, and
stadiums. This could encompass diminished financial resources for teams and stadiums,
decreased local business income, and reduced employment within the sports industry.

The price increase could diminish the opportunities for spectators to engage in the
viewing experience. Financial constraints could lead spectators to abstain from
attending various games. Additionally, elevated ticket prices could reduce demand and
popularity for teams and stadiums, ultimately negatively affecting their financial
performance and recognition. In summary, increased proposed ticket prices for stadiums
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could lead to negative impacts and challenges for stadiums, spectators, teams, and the
sports economy. To maintain a balance between economic considerations and the
viewing experience, precise decision-making and careful price regulation are essential
to avoid unwarranted increases.

The significant positive effect of income at the one percent level indicates that people
with higher incomes have a more remarkable ability to pay than those with lower incomes.
In other words, as people's income level increases, their likelihood of being willing to pay
to watch football matches at Azadi Stadium also increases. The studies by (Bidram et al.,
2018; de Boer & Koning, 2022; Khodaverdizadeh & Kavosi, 2011; Robert, 2017; Sarlab
et al., 2021; Whitehead & Wicker, 2019; Wicker et al., 2012) also found that having a
high income and suitable job can increase the willingness to pay.

The negative and significant effect of the education level variable indicates that the
lower the education level of the spectators, the higher the likelihood of their willingness
to pay to watch football matches at Azadi Stadium. Increasing education levels usually
leads to changes in individuals' habits and lifestyles. People with higher education may be
inclined towards less consumption-oriented cultures in sports and leisure activities. For
instance, they might be less inclined to participate in high-cost environments like football
stadiums. Highly educated spectators might be more interested in diverse experiences
across various fields. These individuals could prefer allocating their time to activities such
as travel, arts, science, and culture rather than spending on the expenses associated with
stadium attendance.

Moreover, increased education levels might diminish the significance of sports and
football in individuals' lives. Individuals with higher education might have a greater
interest in activities and matters with social and cultural dimensions, leading to a reduced
willingness to allocate time and resources to attending football matches. Highly educated
individuals might also prefer new technologies and methods. In today's world, television
broadcasts and online platforms offer more convenient ways to watch sports matches than
physically attending stadiums, which could decrease individuals' willingness to pay for
stadium attendance. In general, the negative impact of higher education levels on
spectators' willingness to pay at football stadiums is rooted in diverse social, cultural, and
recreational realities. To address this issue, advertising, and experiential strategies can be
introduced to enhance the appeal of attending sports matches in stadiums, thus
maintaining the motivation for highly educated individuals to participate in these events.

The negative and significant effect of the age variable indicates that younger people
with lower ages are more willing to pay higher amounts to watch football matches at
Azadi Stadium. Young spectators usually come to the stadium for a more thrilling
experience and greater motivation. Increasing age might decrease these motivations and
a reduced willingness to pay for event attendance. Rapidly changing technologies and
media have increased the attractiveness of alternative ways to access information and
sports experiences. Growing older could lead to a decreased inclination for physical
attendance at stadiums and influence the willingness to pay. With age, spectators are
more concerned about comforts and amenities. This increased demand for convenience
might lead to higher costs and reduce willingness to pay. As age increases, other
recreational opportunities like traveling, concert tours, and other events become
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appealing. This could result in a reduced inclination to pay for attending sports events.
Over time, physical problems and limitations also increase. This could decrease some
individuals' ability to participate in sports events and impact their willingness to pay.
Watching sports events in stadiums offers social interaction opportunities with fellow
fans. With age, spectators might have a reduced inclination to establish social
connections, which could decrease the willingness to pay. Ultimately, it can be said that
the increasing age of spectators could negatively impact the willingness to pay at sports
stadiums. Solutions such as improving user experience, offering services and facilities
tailored to the needs of different spectators, and employing attractive advertising could
effectively address these challenges.

The variable of the number of football matches watched at Azadi Stadium on TV has
a positive and significant effect on the probability of an individual's willingness to pay.
According to the results obtained from the studies of (Bidram et al., 2018; Hoseini et al.,
2022), watching the desired club matches on TV can increase the audience's willingness
to pay. Furthermore, watching matches on television can enhance the excitement
associated with the game and encourage spectators to experience this thrill in the stadium
environment. After experiencing the excitement on television, spectators might be
inclined to witness it live in the actual venue. Being at the stadium and participating in
matches offers a unique live experience distinct from television experiences. Spectators
can closely observe game details, feel the collective energy, and experience the thrill of
sports competitions. The presence of spectators in the stadium can provide teams with
greater motivation and energy. Direct support and crowd company in the stadium can
positively impact team performance and boost teams' self-confidence.

Being at the stadium allows spectators to become familiar with the diverse culture and
community at the event location. This experience strengthens social connections and
showcases a varied and dynamic world. As a result, the experience of watching matches
on television can encourage the willingness to pay and attend stadiums. These two
experiences complement each other, and the television experience can act as a gateway to
the in-person stadium experience, positively influencing the inclination to pay and attend.

The positive and significant effect of satisfaction with the quantity and quality of
current facilities inside Azadi Stadium shows that the probability of willingness to pay
for individuals who are satisfied with the stadium's existing facilities is higher.
Therefore, the higher the satisfaction of individuals with the quantity and quality of
current facilities inside Azadi Stadium, the higher their likelihood of willingness to pay
to watch football matches at Azadi Stadium. The variable of enjoyment of watching
football matches at Azadi Stadium has a positive and significant effect on the probability
of an individual's willingness to pay to watch football matches at Azadi Stadium. In
other words, the higher the enjoyment of watching football matches at Azadi Stadium,
the higher the probability of individuals' willingness to pay. The facilities of a stadium
encompass various aspects, including seating arrangements, amenities, audiovisual
equipment, and more. Satisfaction with these facilities can enhance the experience of
watching a match, encouraging spectators to have an enjoyable time at the stadium.
Football stadiums serve as places where diverse societal and cultural differences
intersect. Providing suitable facilities and creating welfare spaces can foster social
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interactions and positive connections among spectators. These social interactions may
prompt spectators to attend stadiums more frequently. The experience of being present
at a football stadium is much more immersive than watching on television or online.
Direct interaction with players, the game's excitement, and the crowd's energy make the
stadium football experience unique, motivating spectators to pay for their attendance.
Modern stadium facilities can make the experience of watching matches more appealing
and distinctive. Advanced technologies such as high-quality filming, proper audiovisual
equipment, and suitable lighting can transform the live viewing experience into a
multisensory one beyond television watching.

Moreover, stadium amenities, including exhibitions, recreational areas, shops, and
restaurants, can reinforce team identity and fan loyalty. Spectators can enjoy purchasing
various team-related products and items. Consequently, satisfaction with football stadium
facilities can increase spectators' willingness to pay to attend these environments.
Establishing an exceptional and consistent experience for spectators through improving
stadium facilities and services can foster a closer connection and sustained engagement
with live football matches.

The negative and significant effect of the marital status variable indicates that married
people are less willing to pay to watch football matches at Azadi Stadium than single
individuals. Hosting important football events brings potential excitement, joy, and
recreation for the people of society, making the stadiums full of spectators and gaining a
good reception among the people for these matches. They spend their leisure time
enjoying the games and being entertained, which can positively affect the country's
economy and tourism. Due to family commitments and parental responsibilities, married
individuals might have less time for recreational activities. Attending football stadiums
requires time and promises that family obligations could negatively impact.

Additionally, due to the increased financial requirements for family needs and
livelihood, the married status might limit the willingness to spend on tickets and services
related to stadium attendance. Family responsibilities such as childcare and providing for
their needs can restrict married individuals from attending personal leisure activities and
sports events. Family tensions and conflicts could lead to a decreased inclination of
married individuals to attend football stadiums. Married spectators might experience
family-related issues that could increase their preference for escaping these problems
through public recreation. Sports stadiums are sometimes recognized as places for leisure
and social gatherings. Married individuals might not feel the stadium environment aligns
with their needs and desires. Shifts in personal priorities could accompany the marital
status. Married individuals typically have fewer inclinations for recreational activities due
to their focus on family and familial duties. In general, being married might decrease the
willingness to pay for attendance at football stadiums. To address this challenge, stadiums
and sports teams could enhance facilities and services that cater to the needs of married
attendees and encourage them to participate in sports environments.

Based on the high entertainment value of Tehran's Azadi Stadium and its potential to
attract spectators for various competitions and events, planners, officials, and relevant
institutions should pay more attention to increasing the number of spectators, as it is one
of the most important recreational and popular places for society. Improving the stadium’s
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internal facilities and increasing audience satisfaction can increase the number of
spectators statistically and increase their willingness to pay. Enhancing the stadium's
surrounding environment, such as the roads leading to the stadium, parking lots, and
transportation, can also significantly increase the willingness to pay and the number of
spectators who come to the stadium for leisure time.

Overall, football is popular among various social classes in our country. Azadi Stadium
hosts two famous and historical club teams, Persepolis and Esteghlal, and national team
games. It is always in the spotlight of domestic and foreign media. Given the current
conditions in the country, sanctions, and budget constraints, methods such as the
willingness of these clubs' fans to pay, as mentioned in this research, can be used to
develop the stadium.
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ABSTRACT

Purpose: This study aimed to Design a paradigm model of sales ethics in sports
businesses.

Methodology: The qualitative research method followed a systematic grounded
theory approach (Strauss & Corbin, 1997). The participants consisted of 5
professors and experts in the sports market, 1 person in ethics, 3 sports business
owners, and 3 customers of sports products. Semi-structured interviews were
used as the research tool. Validation was carried out using a triangulation
approach, which involved using multiple sources for data (different participant
groups) and having two reviewers verify emerging findings. All data was
analyzed and reviewed using Maxqgda software version 2020.

Findings: The research's final model was structured into 5 main axes: 1- Causal
conditions (laws and policies, political, cultural-social, economic), 2- Context
(customer behavior, advertisement and promotion, product value (price and
quality), communication interaction seller with customer, seller's beliefs and
values), 3- intervening factors (media, market type and organizational
atmosphere), 4- strategies (management and structure, rules and regulations,
supervision, training, dissemination and promotion) and 5- The consequences
are (internal satisfaction of the seller, branding, financial consequences,
consequences related to the seller).

Originality: The research findings indicate that managers and policymakers
should focus on creating preventive strategies and promoting financial
transparency. It is also advised to utilize technology-based monitoring systems
to enhance performance and financial transparency. Other research highlights
the importance of education and dissemination strategies. Therefore, it is
essential for governing institutions to use public media and virtual platforms to
promote ethical sales practices. Additionally, workshops and training courses
that focus on ethical issues should be incorporated into the process of obtaining
sports business licenses.
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1. Introduction

The growing complexity of organizations and the rise in unethical, illegal, and
irresponsible behavior in the workplace have shifted the focus of managers and experts
toward ethical concerns within the organization. Particularly, organizations grapple with
a multitude of diverse ethical issues and problems related to their expertise and field of
activity. Conversely, adherence to ethical standards by organizations holds significant
importance in today's economy, and the ethical conduct of organizations plays a crucial
role in establishing and sustaining long-term relationships with their customers (Barari &
Ranjbarian, 2012).

Some studies have emphasized the significance of behavioral standards in marketing
and sales. This encompasses principles like respect, integrity, honesty, customer focus,
outcome orientation, willingness to take risks, and passion for theservice (Gholimotlagh,
2019). Kotler and Armstrong (2017) suggested that salespeople might resort to unethical
practices under pressure, including lying about product benefits, pushing unnecessary
products, giving false information, and using deceptive tactics to increase sales, ultimately
prioritizing short-term gains over long-term profits. One of the most important ethical
issues in marketing is ethics in sales.

There are various definitions of ethics in sales. According to Dadgar (2006), ethics in
sales can be seen as truthful conduct that ultimately builds long-term relationships with
customers (Dadgar, 2006). DeTienne et al. (2022) argue that ethical selling involves
creating equitable and sustainable value for all parties involved in the relationship. In a
different definition, sales ethics is described as the human-centered process of interaction
between individuals and organizations to create a legal economic exchange that generates
value for the seller and the customer and is mutually beneficial (DeTienne et al., 2019).

Several studies have explored sales ethics. For instance, Hasangholipour et al. (2012)
found that ethical behavior among salespeople has a positive impact on customer
commitment, loyalty, and trust. Sadeghi Boroujerdi and Mansouri (2020) concluded that
four criteria - ethical behavior, customer orientation, personal characteristics, and
information knowledge - are crucial for the sports industry and sales strategies.
Additionally, the honesty and trust of sellers lead to repeat purchases and foster
customer loyalty. Bahreini et al. (2023) found that brands' adherence to ethical values
impacts customers' decision-making. Jalilian et al. (2021) discovered in their study that
adherence to ethics on social media impacts consumer behavior. Therefore, marketers
should prioritize these concerns to attract more customers and enhance the company's
profitability. Pirayesh (2010) concluded that adhering to ethical principles in business
can result in honesty, impartiality, professional commitment, confidentiality,
competence, and professional care. Yeganehzadeh et al. (2023) found that
institutionalizing ethics and sales ethics is essential for the adoption of new insurance
services, playing a crucial role in improving the delivery of these services. Khani et al.
(2022) found that adhering to ethical principles in online sales can enhance customer
trust and ultimately drive purchasing intent.

Numerous international studies have been carried out in the area of sales ethics. Roman
and Ruiz (2005) found that adherence to ethics in sales significantly impacted customer
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commitment, trust, and satisfaction with service providers. Chen and Mau (2009)
determined that the ethical behavior of salespeople plays a crucial role in cultivating
customer loyalty through trust. Ultimately, customer trust in the company has a greater
impact on customer loyalty than trust in the seller. Ameer and Halinen (2019) found that
unethical behavior is influenced by socialization and interaction with others. By focusing
on dynamics, social relations, and practices, the action-based perspective provides new
insights into unethical behavior and potential tools to address it. Merkle et al. (2020) also
concluded that the sales ethics subculture moderates the connection between sales
manager ethical role model behavior and pro-stakeholder unethical behavior, serving as
an organizational control over sales manager unethical model behavior as perceived by
salespeople. DeTienne et al. (2022) discovered that businesses should not compromise
their profits for ethics (DeTienne et al., 2019). Companies with higher ethical standards
enjoy increased customer loyalty, satisfaction, and referrals. Lee et al. (2018) revealed in
their study that cultural traditionalism/secularism and individualism/collectivism impact
sales ethics evaluations. Donoho et al. (2012) found that it is important for modern sales
trainers to prioritize ethical idealism when teaching sales ethics. Ethical codes and
position-based frameworks can be helpful in this effort. Madhani (2021) affirmed that
sales and marketing ethics enhance the long-term sustainability of organizations and
confer competitive advantages.

As per the literature and research background, adhering to ethical principles in sales
results in positive outcomes for salespeople. Hence, it is crucial to understand the factors
and strategies of sales ethics. DeTienne et al. (2022) argue that successful sales ethics
necessitates an approach that is both ethical and effective. In the sports industry, there has
been limited research proposed in the field of marketing ethics (DeTienne et al., 2019).
Bjelica et al. (2016) examined ethical concerns in sports advertising in their study. The
research revealed that numerous sports advertisers encounter ethical dilemmas due to the
absence of clear guidelines. Additionally, the findings indicated that in several European
leagues, promoting and selling unsuitable products (e.g. some beverages) can pose moral
issues for youth. It also Veisi and Izadi (2021) demonstrated a significant correlation
between professional ethics and the marketing mix in the promotion of sports services
among private club managers in Kurdistan province. They also discovered that managers
of private clubs exhibit above-average levels of professional ethics and mixed marketing
strategies for promoting sports services. Among the elements of professional ethics,
honesty, and fairness were deemed most crucial by private club managers. Similarly, sales
promotion was identified as a top priority among the mixed marketing components for
promoting sports services, according to private club managers.

One of the crucial areas impacting today's businesses is the sports industry. Within this
industry, products are provided as both goods and services, making the study of sales
ethics in this field highly significant. This is because the quality of services can vary
without customers being able to make a comparative evaluation. Studies indicate that
adhering to sales ethics in sports businesses will result in commitment, customer loyalty,
and increased sales (Roman & Ruiz, 2005).

In the field of sports business, researchers have raised numerous ethical challenges and
issues. For instance, some sports businesses resort to deceptive advertising to lure
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customers, creating insecurity and risks for consumers. Moreover, some businesses use
undisclosed substances to enhance athletes' performance, jeopardizing their health and
integrity. Also, neglecting ethical considerations for financial gain can result in a loss of
public trust in the industry (Fassin, 2005).

In the sports business field, the significance of sales ethics and professional conduct
with customers is paramount. Regrettably, in Iran, many sports businesses overlook this
aspect, lacking appropriate models for sales ethics in the industry, resulting in a research
gap. Thus, it is crucial to emphasize that establishing an ethical sales model in sports
businesses can benefit not only customers but also foster sustainable growth and
advancement in the industry. Therefore, Iranian sports business managers and owners
must recognize the importance of developing such a model and actively work towards its
implementation. By offering operational strategies and solutions, we can work towards
improving the sales ethics in the sports industry. Introducing a model for sales ethics in
sports businesses can offer practical recommendations to trustees, organizations, and
institutions involved in the sports and business field, emphasizing the significance of this
important category. Furthermore, as there has been no prior research on ethics in sports
marketing, the findings of this study can aid other researchers in creating new
advancements and obtaining a more profound understanding. Thus, this research aims to
design aparadigm model of sales ethics in sports businesses.

2. Methodology

The qualitative research method was based on the systematic grounded theory approach
developed by (Strauss & Corbin, 1997). The participants consisted of 5 professors and
experts in the sports market, one ethics expert, 3 sports business owners, and 3 customers
of sports products. The sampling method was carried out in a targeted non-random
manner, with emphasis on the theoretical approach advocated by (Strauss & Corbin,
1997). Following the interview with the expert and the extraction of codes, a decision was
made regarding the selection of additional participants. The research tool used was semi-
structured interviews. Participants were asked general questions including: 1- What
factors influence sales ethics? 2- What are the different dimensions of sales ethics? 3-
What strategies and solutions exist for the development of ethical issues in sales? And 4-
What are the results of these strategies? The interviewing process continued until
theoretical saturation was reached, involving a total of 12 participants (Table 1). The
criteria for selecting participants were as follows:

1- Professors: specialized in sports marketing with doctoral degrees

2- Business owners: Minimum 3 years of sales experience and a master's degree

3- Customers: Minimum three years of experience in receiving sports services and

products with a master's degree
The interview process began with the distribution of general objectives and questions

to participants, followed by scheduling interview times. Confidentiality of information
was stressed at the outset of each interview. On average, interviews lasted 19 minutes.
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Table 1. Demographic information of study participants.

Row Gender Age Education Ex\;,)\(/a?';;ce Row Gender Age Education ex;g:ig;ce
1 Man 23 Masters 5 7 Man 42 PhD 18
2 Female 26 Masters 7 8 Female 23 Masters 5
3 Female 48 PhD 23 9 Man 26 Masters 8
4 Man 36 PhD 16 10 Man 48 PhD 17
5 Female 28 Masters 8 11 Female 48 PhD 25
6 Man 38 PhD 12 12 Female 23 Masters 4

The research validation methods included: 1- Extensive researcher interaction with
participants to confirm theresearch validity (Nowell et al., 2017). 2- The detailed
description of the research process was a standard so that other researchers could
generalize the research process in similar conditions, so transferability was one of the
other criteria that were considered. 3- To ensure the standard of reliability (reliability), the
method of critical friends was used (Smith & McGannon, 2018). For this reason,
researchers share their interpretations and codes with expert colleagues to receive their
critiques. Critical friends are not meant to "agree™ or come to a consensus, but rather to
stimulate reevaluation by questioning each other's understanding (Cowan & Taylor,
2016). In addition, two coders were used for data analysis. The retest reliability coefficient
between two coders in three interviews (2, 7, and 11) was 0.79. 4- Finally, to collect data,
multiple data sources (including different participant groups) such as customers, business
owners, and experts were used, which is a kind of alignment and validation of the research.

According to Strauss and Corbin (1997)" recommendation, data coding began with
the first interview. After analyzing each interview, researchers found new avenues to
explore by asking additional questions beyond the main ones. The data analysis process
involved open, axial, and selective coding. Open coding was the initial phase where
concepts were identified with an open mindset. Researchers aimed to uncover
underlying concepts by carefully examining the data, andidentifying both major and
minor categories. In the following stage, known as axial coding, researchers revisited
the initial open-coding categories and concentrated their analysis on them,
interconnecting other categories accordingly. During the final coding phase, as the
primary components of the suggested theory or process were unveiled, the researcher
adopted a more targeted approach based on these emerging components in the coding
process. Subsequently, the researchers' task was to classify and juxtapose the extracted
concepts from the data. At this point, ideas and concepts were clustered and illustrated
in a paradigm model that portrays their interconnections. All data wasscrutinized and
validated using Maxgda software version 2020.

3. Results

During data analysis, 426 open codes were initially identified, which wasreduced to 117
concepts after removing duplicates. In the axial coding stage, 20 axial codes were
determined by summarizing the primary codes derived from the conceptual labels
identified in the open coding stage. Finally, in the selective coding stage, 5 selective codes
were identified within a theoretical framework by integrating and refining the core codes.
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Table 2 displays a sample of the propositions put forth by the research participants,
showcasing the extracted concepts and categories.

Table 2. An example of initial coding of interviews.

Row

Verbal evidence

Primary codes

Our monitoring systems need to allow for quick, up-to-date, real-time
monitoring online. For instance, since the inception of card readers
and the linkage of accounts to each other and to the government

Monitoring systems

! network, tax matters should be monitored efficiently. This oversight
can facilitate auditing and aid in tax-related matters, enabling Tax laws
individuals to personally observe ethical considerations.
Many individuals, upon witnessing the absence of justice in society
and the prevalence of corruption on a large scale, may question why

2 they should not partake in such actions as well. They ponder how Types of financial corruption
others exploit them and consider reciprocating the behavior for their
own benefit, believing it will lead to personal prosperity.
When selling a product, we often share our content on online

3 platforms for advertising and promotion. Generating original content  Stealing other people's advertising
is crucial to ethical sales practices, as using someone else's content for content by the seller
personal gain is unethical.
The seller should not purchase more products than necessary and

4 ; A . Hoard
stockpile them in their warehouse.
Today, in numerous sports domains, clubs are increasingly resorting

5 to tactics aimed at luring athletes from rival clubs. This includes Behavior of competitors in
tactics such as speaking ill of other clubs' coaches or making false attracting business customers
promises to entice athletes.
If sports product and service vendors mistreat customers, there should

6 be a customer complaint association to address this issue. Sellers Establishment of fine rules for
should not have free rein to provide products as they please. The guild sports businesses
should set rules, and violators should face fines or shop closures.
Promotion and awareness of ethical issues through various media is

7 important. | believe that the discussion of sales ethics should be  Awareness of moral values through
promoted and disseminated by those responsible for this issue and by the educational system
legislators, and people's perspectives on this matter should shift.
In fact, business owners should strive to earn a halal livelihood and

8 receive a fair profit from the people, ensuring that neither the seller Earning a halal livelihood
nor the buyer suffers a loss.
If the salesperson is dedicated to their role, our existing customers will

9 Loyalty to customers
attract new ones and develop loyalty towards us.
Providing a high-quality product to the customer will result in Customer satisfaction

10 increased satisfaction with our work, leading to higher sales and sales increase

increased revenue.

income generation

The research's final model was organized into 5 main axes: 1- Causal conditions (laws
and policies, political, cultural-social, economic), 2- Context (customer behavior,
advertisement, and promotion, product value (price and quality), communication
interaction seller with customer, seller's beliefs and values), 3- intervening factors (media,
market type, and organizational atmosphere), 4- strategies (management and structure,
rules and regulations, supervision, training, dissemination and promotion) and 5- The
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consequences are (internal satisfaction of the seller, branding, financial consequences,
consequences related to the seller) (Table 3 and Figure 1).

Table 3. Selective, axial, and open codes.

Selective code Axial code Open code

- Policies governing businesses 8(4)
Causal . - Regulatory policies (1)
. Rules an |
conditions ules and policies Tax laws (4)
Business rules (4,7,9)

Management changes in organizations (4)

olitical . .
P Political developments in the country (4)

Community custom (4)

Seller's family beliefs and values (4,7)

Injustice prevailing in society (4)
- Attention to cultural and social responsibility (1)
- Organizational Culture (1)
- Social position of people (4)

Sociocultural

- Types of financial corruption (1)

- People's living conditions (4,11)

- Economic status of society (2,4,11)

- Tax evasion of members of society (4)

Economic

- Ethics and buying culture of customers (4)

Background Customer behaviors
g - Lack of customer awareness of rules and procedures (4)

- Accurate and honest information provided by the seller (1)

- Plagiarizing advertising content from others by the seller (4)

- Compliance with ethical principles in content production (4,11)

- Ethical behavior in advertising content (1)

- Fulfilment of advertising promises by the seller (1)

- Promoting diversity and plurality in ethical advertising methods
(2,3,4,5,7,10)

Advertising and
promotion

- Fairpricing (1,2,3,4,5,8,9,10,11)

- Product delivery time (8)

- Labelling (1,2,3,45,8,9,10,11)

- Service standard (8)

- Ethics in providing quality products (1,2,4,5,7,9,11,12)

- Compliance with ethical values in the expected profit of the seller
(711,12)

- Ethics in business finance (1,2,3,4)

- Fluctuations in the price of raw materials (4)

- Hoard (10)

- Short sale (10)

Product value (price
and quality)

- After sales support (1,3,4,6,7,8,9,12)
- The seller's denial of the initial price (4)
- Considering the economic conditions of the people (9,12)
- No forced sales to the customer (9,12)
Interaction between - Attention to customer requests (9,12)
seller and customer - Commitment to the customer (product quality, delivery time, etc.)
(2,4,9,10)
- Protecting the privacy of customers when shopping (1,2,4,8,9)
- No misuse of customer information (5,10,12)
- Honesty in sales (1,2,3,4,5,6,7,8,9,10,12)




Ghanbari and et al.

Paradigm Model of Sales Ethics in Sports Businessesl88

Selective code

Axial code

Open code

Protecting the rights of customers (1,6)

Criticism of the seller (2)

Justice in customers (2,10,12)

Encourage customer feedback (1)

Build and maintain customer trust (1,12)

No abuse of people (12)

Use of sales professionals (3)

Interaction and positive verbal communication with the buyer (3,12)
Ethical speech of the business owner (4,11)

Taking the time to understand the needs of customers (6)

Time to respond to customers (6)

Increasing interaction and ethical communication with customers
(1,2,3,4,6,7,9)

Creating effective and respectful communication with customers
(1,2,3,11,12)

Beliefs and values of
the seller

Avoid swearing in the name of God (10)

The seller passed (10)

Considering the happiness of this world and the hereafter (10)
Transparency in the provision of services by the seller (1,3,4,9,12)
Theft of parts by the service provider (4)

Customer theft (8,10)

Responsibility of the business owner (4,11)

Commitment to ethical principles (3,7)

Compliance with ethical principles in describing competing companies
(1.4)

Belief and value system of the seller (6,11)

Confidentiality of the business owner (7)

Trustworthiness of the seller (7)

Interfering
factors

Media

The advertising role of social networks in ethical business issues (4)
Promotional role of mass media in ethical issues (1)

Market atmosphere

Business interaction with distributorsx (4)

Business interaction with producers of raw materials (4)
Behavior of competitors in attracting business customers (10,11)
Competitive atmosphere among sports businesses (4)

Organizational
atmosphere

Organizational structure of the business company (4)
Organizational atmosphere of a business company (4)
Organizational Culture (4)

Strategies

Management and
structure

Financial transparency strategies in businesses (1)
Research and development in the category of business ethics (1)
Financial crime prevention strategies (1)

Regulations
governing businesses

Enact rules and regulations to prevent fraud (1,10)
Enacting laws to fine various businesses (2,12)
Enact incentive laws for ethical businesses (2,11)
Establish favourable tax laws (4)

Supervision

Physical monitoring systems (4,8,11,12)

Financial control (tax department) (4)

Development of technology-based monitoring systems (4)
Strengthening the supervision of unions and guilds (1,2,4,7,11,12)
Increasing supervision and judicial inspections (premises administration)
(1,2,4)
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Selective code

Axial code

Open code

Supervision and inspection of organizations and government institutions

4)

Education

Proper training of the seller based on the rules and business issues (10)
Development of training courses and empowerment based on ethics in
business (1,4,7,8,9,11,12)

Empowering business owners through unions and guilds (1)

Ethical education of customers through the media (1)

Spread and promote

Dissemination and promotion of professional ethics through mass and
public media (1)

Development of professional ethics through unions and guilds (1)
Promoting social responsibility through the media (1)

Awareness of moral values through the educational system (1,4)

Outcomes

Seller satisfaction

Seller satisfaction (9)

Developing products with an ethical approach (1)
Protection of human rights (1)

Earning a halal livelihood (4,7,10,11)

Not having a guilty conscience (4)

Commitment to the brand (1,3,4,7,9,11,12)

Building positive relationships between vendors and customers (1,12)
Increasing reputation in the market (4)

Willingness to repurchase customers (4,6)

Branding The preference of this organization over other competitors (6,11)
Recommending purchases to friends (6,12)
Increase customers (1,2,3,7,12)
Creating a competitive advantage (1,2,3)
Financial Sales increase (2,3,4,7,9)
consequences income generation (7,9,11)

Customer related
implications

Customer trust (1,3,4,6,7,8,9,10,11)

Meeting the needs of customers (1)

Loyalty to customers (1,2,3,4,6,7,9,11,12)

Establishing a relationship between the seller and the customer (3)
Customer satisfaction (3,4,6,7,8,9,11)

Shareholders' satisfaction (4)

* The numbers in parentheses show the number of interviewees.

The study's conceptual model, derived from selective and central coding and
considering the foundational data theory format, is presented in Figure 1.
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Background

- Customer behaviors

- Advertising and promotion

- Product value (price and quality)

- Interaction between seller and customer
- Beliefs and values of the seller
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Strategies
- Outcomes
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Media
Market atmosphere
- Organizational atmosphere

Figure 1. Sales ethics paradigm model in sports businesses.

4. Discussion and conclusion

This study aimed to create a sales ethics paradigm model for sports businesses. Findings
revealed that the contributing factors to the research phenomenon encompassed legal and
policy aspects, political influences, socio-cultural elements, and economic factors. For
example, participant 4 suggested that “monitoring systems should be clearly defined to
impose fines on individuals engaging in unethical behavior”. In addition, Participant 2
added, “In the present economic climate, product pricing, and quality must cater to all



91 ISports Business Journal Spring 2024, Vol. 4, Issue 2, p. 81-99

societal segments.” Participant 7 also believed “that the seller's family beliefs significantly
impact their sales.” Ameer and Halinen (2019) concluded that unethical conduct should be
examined as a product of socialization and engagement with relevant parties. Prior research
indicates that establishing and upholding an ethical culture can more efficiently resolve
company crises (Varma, 2021). Alessandri and Aleo (2020) demonstrated that a values-
based culture, emphasizing shared organizational values, is notably more effective in
promoting ethical behavior than a culture of conformity alone. Companies can foster a
values-based culture and address identity conflicts by facilitating discussions among
colleagues about conflicting personal and organizational values. Furthermore, Zhang et al.
(2021) confirmed that a strong ethical culture impacts decision-making in various areas.
Leaders play a role in adding value by promoting an ethical culture that fosters ethical
behavior (DeTienne et al., 2022). Lee et al. (2018) demonstrated in their study that cultural
traditionalism/secularism and individualism/collectivism have an impact on sales ethics
evaluations. Ferrell et al. (2016) found that organizational ethical culture, sales manager's
ethical behavior, and sales ethics subculture can all shape the salesperson's perception of
shareholders' unethical conduct. Min et al. (1994) found that companies face institutional
barriers to maintaining ethics, including the political environment, tariff barriers,
cultural/communication barriers, business regulations/agreements, and changes in ethical
and quality standards. VVardaman et al. (2014) found that employees frequently violate or
disregard organizational expectations, rules, and guidelines regarding ethical behavior.
Notably, salespeople are particularly prone to breaking the law. Professional salespeople
may miss out on broader interests when they narrow their focus to immediate profit and
sales goals. This narrow view can harm their customers and their company by leading to
unfair deals, misrepresentation of products or services, or making promises that internal
departments cannot fulfil (Birkinshaw et al., 2014). It is generally accepted that laws and
regulations influence sales ethics in sports business owners. For instance, clarity in laws
regarding advertising, coverage types, and content is crucial to prevent inappropriate and
unethical advertising by businesses. Economic factors like inflation rates and the living
conditions of sports business sellers can also create unethical situations. Thus, improving
the country's economic conditions is a key factor. Furthermore, political conditions (such as
managerial developments and political changes) can lead to policy, approach, and
governance changes, affecting ethical standards.

The results also indicated that contextual (background) factors such as customer
behavior, advertising, and promotion, product value (quality and price), the interaction
between salesperson and customer, and the salesperson's beliefs and values play a crucial
role in customer perception of the company (Oly Ndubisi & Kok Wah, 2005). For
example, Participant 4 mentioned that “customers with shopping ethics can effectively
engage with sellers in the community”. Moreover, Participant 11 suggested that “sports
clubs should utilize suitable and transparent advertising.” Participant 12 expressed “that
low product quality leads to customer dissatisfaction.” Participant 8 highlighted “that
prompt after-sales support builds customer trust.” Participant 10 mentioned “that sellers
who prioritize happiness in this life and the hereafter always keep God in mind.”
Consequently, violating customer relationship principles in the long term leads to
customer pessimism towards the company. McClaren (2000) identified individual
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characteristics (e.g., age and gender) and organizational factors (e.g., work experience,
income, competition, supervision based on rewards and punishments, and organizational
climate and culture) as influential factors in sales ethics. Beeler et al. (2017) demonstrated
that the ethical climate significantly impacts salespeople who engage in ethical behavior
and cultivate relationships with their customers. Sellers of sports products must adhere to
ethical principles when advertising their products. This includes addressing ethical issues
in creating advertising content, delivering on advertising promises, and providing honest
information about product quality. It is also crucial to consider ethical aspects related to
product value, where the buyer assesses the price and quality of the product. Therefore,
sports product sellers need to price their products in line with Sharia and legal standards,
while also ensuring product quality. Additionally, the beliefs and intellectual values of the
sellers play a significant role in their ethical behavior and adherence to ethical principles.

The results indicated that the Interferer factors affecting the research phenomenon
included media, organizational climate, and market climate. For example, Participant 1
“the media's crucial role in promoting sales ethics.” Participant 10 “emphasized the
importance of competitors refraining from interfering in each other's work.” Furthermore,
Participant 1 “believed that organizational culture plays a significant role in fostering
ethical values.” Sulistiawan et al. (2020) suggested that organizational climate and
structure can significantly impact employees' moral motivation. According to Munoz and
Mallin (2019), while organizational climate can promote ethical behavior, it may also
foster unethical conduct. For instance, the organizational strategy related to the
salesperson's role, such as role conflict, role ambiguity, task effectiveness, and
relationship orientation, could promote unethical behavior. From Bhatti (2018) this
perspective, sales promotion, and social media were found to have a positive and
significant impact on consumers' purchase intention. Thus, the ethical considerations
raised in the media can influence customers' purchase intentions. According to this Sethi
and Sama (1998), improving ethical business behavior may be more effective under
different market-based competitive conditions. Also, Robertson and Anderson (1993)
believes that sellers who consider the market to be competitive recommend less ethical
behavior. The media can significantly influence sales ethics. Publishing content that goes
against societal values can lead people to act inappropriately and immorally, potentially
harming society. Market and economic factors also play a role in sales ethics. Market
pressures can sometimes create opportunities for unethical behavior, like falsifying
information, deceptive advertising, or exploiting child labor. Additionally, the
organizational or cultural atmosphere within a company can impact sales ethics. If an
organization promotes unethical values and behaviors, employees may be more likely to
engage in inappropriate and unethical actions, potentially leading to fraudulent or
deceptive conduct.

The results indicated that the strategies linked to the research phenomenon
encompassed management and structure, rules and regulations, supervision, education,
and dissemination and promotion. For example, Participant 1 mentioned, “that investing
in research and development can promote ethical practices.” Participant 12 highlighted
“that having laws and regulations in place can significantly decrease unethical behavior.”
Furthermore, Participant 2 suggested, “that enhanced supervision and inspection can curb
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immorality.” Additionally, Participant 9 “pointed out that providing adequate training for
salespeople enables them to handle customer interactions effectively.” Participant 4 also
emphasized, “that raising awareness about ethical matters through the media can be
instrumental in addressing ethical concerns.” Ethics training is one method used by
organizations to safeguard themselves. Studies have demonstrated that offering ethical
training within organizations can play a crucial role in fostering ethical cultures within the
organization (Delaney & Sockell, 1992). Effective and groundbreaking ethical training is
vital for sales organizations (Dugan et al., 2020). Gholimotlagh (2019) emphasizes the
importance of providing accurate information to customers, following store instructions,
clarifying products, meeting customer needs, maintaining honesty, and avoiding unethical
competition as crucial educational components for business owners. Training associates
to sell effectively and ethically not only improves sales quotas but also enhances
associate's well-being (DeTienne et al., 2022). Monitoring systems are also an important
strategy. Beeler et al. (2017) found that the use of behavioral control systems can reduce
the negative effects of unethical behavior while holding salespeople accountable for their
actions. Boyer and d'Astous (2023) argue that the implementation of sales tax remittance
at the firm level affects other stakeholders such as employees and suppliers. Using
technology tools to enhance monitoring can increase productivity. Dowell et al. (2013)
found that the adoption of new technologies can emphasize the importance of ethics in
sales. Ruiz et al. (2015) found that ethics programs such as codes of ethics and principles
of education are positively related to high ethics. Leaders can foster a culture of sales
ethics by promoting ethical behavior, addressing weaknesses, training colleagues,
aligning incentives, offering strategic compensation, and upholding the company's ethical
standards (DeTienne et al., 2022). Departmental leaders can establish guidelines detailing
the daily application of the company's ethical principles to their business practices
(Rousselet et al., 2020). To promote sales ethics in an organization, you can utilize training
and awareness, ethical valuation, encouragement and reinforcement, evaluation and
feedback, and case studies. By conducting ethical courses and training, advocating for
ethical values, incentivizing ethical behaviors, assessing ethical performance, and
showcasing successful case studies, you can foster sales ethics in the organization and
support its enhancement. The management and structure of an organization can contribute
to the enhancement of sales ethics by embedding ethical values into the organizational
culture. These values can be integrated into policies, organizational methodologies, and
structure. Moreover, establishing frameworks and procedures that uphold sales ethics and
promote ethical conduct can also be beneficial. This involves endorsing and reinforcing
ethical behaviors by managers, assessing ethical performance, and offering constructive
feedback to enhance ethical behaviors and performance. Furthermore, establishing an
organizational culture that upholds ethical principles and emphasizes accountability can
further facilitate the enhancement of sales ethics. Additionally, with increased supervision
and the implementation of technology-based monitoring, we can observe the integration
of ethical components in sales. Lastly, laws and regulations can advance the improvement
of sales ethics by establishing a legal and ethical framework for salespeople's conduct.
These regulations may encompass aspects such as transparent information disclosure,
safeguarding customer privacy, avoiding deceptive advertising, and safeguarding
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customer rights. Adhering to appropriate rules and regulations can help regulate sellers'
behavior, prevent misconduct, and enhance customer trust in the organization.
Furthermore, these laws can guide managers and employees of the organization to engage
in sales with ethical and legal practices.

The study revealed that the Outcomes of the research phenomenon encompassed the
internal satisfaction of the seller, branding, financial implications, and consequences
related to the customer. For example, Participant 11 mentioned, “that those pursuing a
halal livelihood do not compromise on moral values.” Participant 3 also noted, “that
adhering to ethical standards can attract more customers.” Furthermore, Participant 9
stated, “that following ethical guidelines can lead to increased income.” Participant 7 also
highlighted “that adherence to ethics can foster customer loyalty.” Dadgar (2006)
emphasized that adhering to ethical principles in sales can engender trust and satisfaction
among customers, while also upholding the company's profitability and efficiency. Barari
and Ranjbarian (2012) demonstrated in their study that the observance of ethical principles
by the organization's sales staff can significantly influence the customer's perception of
the company's ethical conduct and the quality of the customer's relationship with the
company. According to Sadeghi Boroujerdi and Mansouri (2020), the honesty and
trustworthiness of the sellers not only encourage repeat purchases by consumers but also
foster a sense of loyalty in the customer. In a study by Roman and Ruiz (2005), it was
found that ethical compliance in sales significantly affects customer commitment, trust,
and satisfaction with service providers. Similarly, Chen and Mau (2009) determined that
salespeople's ethical selling behavior plays an important role in enhancing customer
loyalty through trust. In addition, the customer's trust in the company has a significant
effect on the customer's loyalty compared to the seller's trust. Madhani (2021) found that
ethical sales and marketing practices contribute to the long-term sustainability of
organizations and provide them with a competitive edge. Kethan and S (2022) also
highlighted the importance of ethical sales behavior in boosting sales volume and
enhancing customer satisfaction, loyalty, and commitment. Companies with higher ethical
standards experience increased customer loyalty, satisfaction, and referrals (DeTienne et
al., 2022). The seller's internal satisfaction is crucial as a moral outcome, as it can boost
self-confidence and motivation, thus enhancing performance. Sales ethics also impact
branding, as transparent communication fosters a positive brand image and boosts sales
and revenue. Financial implications are significant for business growth, while customer-
related consequences stress the value of maintaining positive customer relationships to
increase loyalty and customer value.

The research findings revealed a range of causal, contextual, and intervening factors
that impact sales ethics in the sports industry. Additionally, strategies related to this
phenomenon encompassed management and structure, rules and regulations, supervision,
education, and dissemination. As a result, the research suggests that managers and
policymakers should focus on developing preventive strategies and promoting financial
transparency. Furthermore, it is recommended to implement a technology-based
monitoring system to enhance performance and financial transparency. Other research
emphasizes education and dissemination strategies. Governing institutions need to take
measures to spread and promote sales ethics using public media and virtual space.
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Workshops and training courses focusing on ethical issues should be planned and
implemented when obtaining sports business licenses.
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ABSTRACT

Purpose: This research aimed to Analyze the professional culture model in the
tennis industry with the mediating role of psychological culture and media culture.

Methodology: This research has been done in terms of applied purpose and
descriptive-correlational nature. The statistical population of this research
included all tennis coaches and athletes in Irag, and based on Cochran's
formula, 385 were selected as a sample. Over 400 questionnaires were
distributed for assurance, and 393 questionnaires were correctly analyzed after
return. The research tool included a researcher-made questionnaire. Eight
Sports management specialists checked the face and content validity of the
questionnaire, and its reliability was confirmed using Cronbach's alpha method
(0.90). The software used in data analysis was PLS.

Findings: Based on the findings, professional ethics effectively promotes
cultural values and professional responsibility in the tennis sports industry due
to the mediating role of psychological and media culture.

Originality: According to the findings of this research, more attention should
be paid to professional ethics and elements of ethical culture in team and
individual tennis training. Also, different exercises and training programs can
be designed to reinforce cultural values and professional responsibility in
tennis. This research can be one of the few studies conducted in the field of
professional culture in the tennis industry.
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1. Introduction

The sports industry is a new driving force for national economic growth. Providing sports
products for society also improves physical activity, strengthens the national spirit,
achieves social progress, and increases international influence (Lu, 2021; Nazari et al.,
2022). As an emerging industry, sports play a vital role in social and economic
development and significantly impact citizens' welfare (Li et al., 2022). Countries strive
to improve their position in the world sports rankings and their sports performance and
win in various international competitions. In general, paying attention to support criteria
in sports helps countries compete and have a superior position in the world sports scene
(Bennett et al., 2019). The drive for sporting success in emerging nations naturally leads
to a greater focus on professionalism (Abdavi et al., 2018). This type of move towards
professionalism is essential because it improves the culture and structure of national and
regional sports. Focusing on professionalism leads to developing sports programs and
strategies to improve the country's sports quality and success (Clausen et al., 2018).

Professional sports are usually associated with higher competition and economic
justification, leading to challenging encounters for sports practitioners (Cairns et al., 1986).
In professional sports, players need planning and the proper skills to face various challenges.
Countries use sports to show their abilities and values. To develop the sport (Pashaie &
Sotiriadou, 2023), it is essential to invest in and support professional sports (Walker & Enz,
2006). Also, using appropriate knowledge and techniques in managing athletes can help
their professional development and productivity and facilitate their entry into higher
competitive levels (Abdavi et al., 2016). In addition, the management of athletes requires a
specialized perspective and knowledge of the challenges and opportunities related to each
sport. The importance of managing athletes in becoming professionals helps athletes
progress in different professional stages of their careers. It can improve their performance
and presence in sports competition scenes (Kenny, 2015). Developing athletes and
improving the sports environment require an adaptable culture that accepts changes to
achieve professional goals. Resetting goals and delineating behaviors and performance
patterns compatible with high work ethics and performance standards are among the most
basic measures to realize this. Sports culture, which is based on professional performance
and values such as perseverance, commitment, responsibility, and other positive
characteristics, helps members realize their potential and can influence overall performance
and achieve better results in competitions (Balogh, 2015).

The role of culture in supporting sports events is essential and can lead to sports
success (Lintumaki et al., 2020). Culture has a central role in sports success and is
considered a dynamic process that can be observed among the members of a sports team
or organization. This culture includes values, beliefs, expectations, and practices that bind
athletes and other members together and indirectly influence performance and outcomes
(Cruickshank & Collins, 2012). According to the study, sports culture is related to
achieving sustainability in sports success. A strong culture promotes positive values such
as perseverance, discipline, collaboration, and excellence, which can gradually contribute
to increased performance. Organizational culture significantly impacts an athlete's ability
to prepare for and perform at significant international games (Fletcher & Wagstaff, 2009).
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Culture in sports refers to a set of inclusive values, beliefs, attitudes, procedures,
behavioral standards, and moral and physical characteristics. This culture originates from
solid and stable rules, customs, and systems. Sports culture, while an essential part of and
an indicator of distinct cultural subgroups in society, has a special place in the heart of
human culture. Therefore, sport is a cultural system that includes many cultural elements,
such as language and symbols of knowledge and skills, behavior, and values (Jarvie et al.,
2013). The Culture of Excellence model outlines strategies for sports organizations to
improve their sports culture to achieve improved performance outcomes. Although
interacting factors may influence elite sports performance, there is growing evidence that
sports organizations need to be more targeted and comprehensive in their planning to
achieve success at the highest level (Fletcher & Wagstaff, 2009). Research shows that
high-performance cultures are achieved when support for sustained optimal performance
and persistence in the face of variable outcomes such as wins, losses, and ties leads to
performance. When these ideal conditions are met, sports organizations can foster a
culture of excellence (Cruickshank & Collins, 2012).

Professional culture in a sports group improves performance and sports success. This
can directly impact the performance of teams and their members, leading to improved
financial and economic results for the sports industry. In addition, a suitable
organizational culture in sports can help increase teamwork and flexibility among athletes,
thus improving the efficiency and economic performance of athletes and teams (Cotterill
et al., 2022). Another part of professional culture can be related to environmental factors.
Hamza et al. (2023) concluded that the use of media by the trustees of sports clubs,
coaches, managers, and athletes leads to the development of cultural indicators of
professional sports clubs. Nazari et al. (2022) studied the future strategy of professional
sports clubs. The most important strategic factor for the club is the development of media
awareness. Kiani and Rezvandi (2021) showed a positive and significant relationship
between the primary roles of mass media (information, social participation, education,
and culture) and the cultural development of popular and professional sports in the
country. Nazari et al. (2022) showed that cultural and moral categories and internal factors
shape the social behaviors of professional athletes. Frentz et al. (2020) suggested that
psychological safety parameters will develop motivational, communicative, and self-
evaluative readiness. Another part of the professional culture is related to the athlete
himself. Mousavi et al. (2021) believe that the self-leadership of elite athletes includes
cognitive, behavioral, and emotional control.

Research on developing and managing professional culture and sports strategies in
emerging countries is fundamental. This research can help decision-makers and
policymakers adopt the best strategies and policies for developing professional culture and
economic in the sports industry in emerging countries. In general, developing professional
culture and strategic planning can help achieve sustainable and long-term success in the
sports industry and improve performance and economic results. Based on previous research,
there is a scientific vacuum in the field of professional culture in sports. The existing studies
have often been conducted in isolation and have not considered the interaction between
different parts. This gap indicates the need for further research in this field. Especially at this
time when our knowledge about the components of professional culture in sports and how
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to deviate from or adapt to these components is limited, this deficiency in knowledge also
means ignoring the role of dynamics between different organizational levels, from collective
team performance and strategic management to individual sports behaviors and psychology.
Understanding these factors is very important to enhance performance in professional sports
and improve athletes' managerial and psychological abilities (Fletcher & Wagstaff, 2009).
To fill this blind spot or gap, Cruickshank and Collins (2012) have introduced the concept
of professional culture as a prerequisite for creating high-performance athletes and teams.
According to them, high-performance cultures lead to frequent or continuous high
performance (Henriksen, 2015). Although many studies have investigated competencies
and professional culture in different fields, more empirical research about professional
culture in tennis sports development programs still needs to be done. This research aims to
analyze the structural model of professional culture in the tennis development program in
Irag. Considering the increasing importance of tennis and the inappropriate position of this
field in Irag in recent years, which shows a weak performance in the field of management,
developing a suitable model for the professional culture of tennis development can play a
significant role in advancing the strategic goals of this field in Irag.

As a global sport, tennis holds cultural significance in various regions, including Irag.
Understanding the dynamics of tennis in Iragq can shed light on how sports intersect with
cultural practices, values, and traditions within the country. Investigating the tennis
industry in Irag can provide insights into the development of sports infrastructure, training
facilities, coaching programs, and talent identification systems. This understanding
enhances the sports ecosystem, promotes tennis participation, and potentially discovers
and nurtures talent. Tennis can serve as a platform for social integration and community
engagement. By examining the tennis industry in Iraq, researchers can explore how the
sport brings people together across different demographics, fosters inclusivity, and
promotes social cohesion.

Insights from the research can guide policymakers and government agencies in
formulating strategies to support and promote tennis development in Irag. This includes
allocating resources for infrastructure development, creating policies to encourage youth
participation, and fostering international collaborations to enhance the country's tennis
ecosystem. Tennis clubs, associations, and federation administrators can benefit from
understanding the unigque challenges and opportunities within the Iraqi tennis industry.
This knowledge can inform their decision-making processes regarding program
development, event planning, and resource allocation. Coaches and athletes involved in
tennis can gain valuable insights into the cultural nuances, psychological factors, and
media influences that shape the sport in Irag. This understanding can aid coaches in
designing effective training programs and support athletes in navigating the complexities
of professional tennis. Researchers, scholars, and students in sports management, cultural
studies, psychology, and media studies can utilize the research findings to expand their
knowledge base, conduct further studies, and contribute to the academic discourse on
sports culture and industry development in Irag.

In the context of the tennis sports industry in lrag, there exists a need to
comprehensively analyze the professional culture model, considering the mediating roles
of psychological culture and media culture. This entails examining how various aspects
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of professional culture, including norms, values, and practices within the tennis industry,
interact with and are influenced by psychological factors and media representations.
Through an in-depth exploration of these questions, the research seeks to provide
actionable insights for stakeholders involved in promoting and advancing the tennis sports
industry in Irag, contributing to the broader discourse on sports culture, and fostering
social and economic development through sports participation.

Considering the increasing importance of the tennis sports industry and the
inappropriate role of this discipline in Iraq in recent years and showing the weakness of
managerial performance, developing a suitable model for promoting the professional
culture and development of tennis can play an essential role in advancing the strategic
goals of this industry in Iraq. However, the sport of tennis in Iraq has not grown
significantly in recent years, and there needs to be more financial and spiritual support.
The lack of infrastructure, facilities, and equipment, as well as the lack of long-term
strategic planning, have caused severe limitations in developing this sport in Iraqg.
Similarly, despite the high potential of Iragi youth in this field, the existing talents and
capacities still need to be fully identified, adequately supported, and utilized. Therefore,
developing a suitable model for the professional culture of tennis development in Iraq can
be effective and play an essential role in development planning to eliminate the significant
challenges and obstacles facing the development of this sport. For this reason, this
research was started to investigate the structural model of the professional tennis culture
in Iraq to help improve and develop this field.

2. Methodology

The current research was applied in terms of purpose and descriptive correlation in nature,
which has been done in the field. A quantitative research approach was chosen to evaluate
the predetermined hypotheses, allowing the researchers to more fully understand the
relationships between the variables based on statistical data. The statistical population of
this research included all tennis coaches and athletes, and based on Cochran's formula,
385 were selected as a sample. More than 400 questionnaires were distributed for
assurance, and 393 questionnaires were correctly analyzed after return. The sampling
method employed was readily accessible.

The researcher-designed questionnaire comprised two sections: descriptive
characteristics and specialized inquiries. Utilizing the Likert method, the final
guestionnaire encompassed five response options. Rigorous validation procedures were
undertaken to ensure its formality and content validity, which involved scrutiny and
confirmation by a panel of eight experts in the field. Cronbach's alpha method was used
to check the reliability of the questionnaire, and its value for the questionnaire of the
quality of the professional culture was 0.94. Therefore, it shows that the values of
Cronbach's alpha for the research variable were optimal, so the tool used was suitable for
validity. The measuring and structural models comprise the basic structure of SEM.
Examining indicators within the final research model reveals its robust validity,
substantiated by the outcomes of factor analysis. The findings, as presented in Table 1,
demonstrate that Cronbach's alpha values for the research variables reached optimal
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levels, affirming the instrument's sound validity. Furthermore, the questionnaire
underwent meticulous scrutiny through first- and second-order confirmatory factor
analyses, employing PLS software to assess the research model thoroughly.

3. Results
Table 1. Demographic Characteristic.
Demographic Characteristic ~ Frequency Percentage
Male 261 66.41%
Gender

Female 132 33.59%

18 to 25 years old 95 24.14%

26 to 30 years old 148 37.66%

Age Group

31 to 35 years old 90 22.89%

35 years and above 69 17.56%

. Bachelor's degree 58 16.96%

Education Level
Master's degree 284 83.04%
Table 2. Validity and reliability status of research variables.
Number of Mean- Composite Cronbach's

Component . . L Rho
questions variance reliability alpha
Professional ethics 16 0.643 0.947 0.939 0.938
Cultural values 29 0577 0.965 0.962 0.961
Psychological culture 10 0.620 0.942 0.933 0.931
Media culture 12 0.570 0914 0.893 0.892
Professional 14 0.686 0.867 0.772 0.769

Responsibility

Table 3. Descriptive statistics of research components and examination of data distribution.

Component Average Variance S.D  Skewness Kurtosis Result
Professional ethics 921/3 0.579 0.761 -436/1 08372 Normal
Cultural values 957/3 0.605 0.778 -611/1 689/2 Normal
Psychological culture 963/3 0.614 0.784 -567/1 545/2 Normal
Media culture 938/3 0.569 0.754 -409/1 989/1 Normal
Professional Responsibility 839/3 0.630 0.793 1/178 1/099 Normal

Since the skewness coefficient is within +2 and the stretching coefficient is within £3,
it can be stated that the above distribution assumes normality and parametric statistics
tests can be used. Due to the novelty of the research model, the partial least squares
approach and SMART PLS3 software have been used in this research. In this research,
after collecting the data, first-order factor analysis for all the components of the main
variables of the research, as well as second-order factor analysis for all three variables,
and after examining the items of each component and the intended modifications Finally,
due to the appropriateness of the factor load of all the questions, all of them have entered
the final model of the research in the form of the discussed components. The first-order
confirmatory factor analysis results showed that all items have an acceptable t value (more
than 1.96) and factor loading (more than 0.4) and are significant at the 0.001 level. The
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significance of the regression weights (factor loading) shows the convergent validity of
the variables in the model. Divergent validity is a criterion for examining the fit of
measurement models that covers one issue: an important criterion that is characterized by
divergent validity is the degree of relationship of a variable with its questions in
comparison with the relationship of that variable with other variables so that the
acceptable divergent validity of the model indicates that one variable in the model
interacts more with its questions than with other variables. Divergent validity is acceptable
when the AVE for each variable is greater than the shared variance between those

variables and other variables in the model.

Table 4. Divergent validity.

Component Profes_sional Cultural  Psychological Media Professi_op'c_ll
ethics values culture culture Responsibility
Professional ethics 0.859 - - - -
Cultural values 0.749 0.884 - - -
Psychological culture 802/ 0.815 0.872 - -
Media culture 0.788 0.760 0.755 0.820 -
Professional Responsibility 0.819 0.778 0.846 0.788 0.752

The results show that the average variance for each structure is higher than the shared
variance between that structure and other structures, so this criterion is at a suitable level.

Table 5. The results related to the validity and reliability analyses of the final research model.

Number of Mean- Composite Cronbach's

Gl questions variance reliability g alpha

Professional ethics 16 0.643 0.947 0.939 0.938

Cultural values 20 0577 0.965 0.962 0.961

Psychological culture 10 0.620 0.942 0.933 0.931

Media culture 12 0570 0.914 0.893 0.892

Professional 14 0.686 0.867 0.772 0.769
Responsibility

Examining the indicators of the final research model also shows the high validity of
the model. As a result, according to the verification of the model, we report the results of

the factor analysis.



Mohammad Hamoud and et al. Analysis of Professional Culture Model...[§ 108

ME Mes MED

A

0818 0800 g0

MEY ME2 Mt3
ARt e "3 A \ '\ ’\
'\ A\ P /' orzs_ 083 040

Va0 9305 0706 s \\\ w1
SA1
0862 L2
o LY
A osa ook
= . 2 dividual W4
o . 7S Educatiol Vaue C 3 avidua 4
w2 0839 Qe ﬂ‘i‘" 0921 / s
-
0850\, \ M2
LB T anss—Y
oo ) o774 s
o
s Cultura : i
w L Media culture . Environmental
= s standards y Professional ™
() respodsibility y 7 -
0823 orst
L o218 mm/ he
B oo Line
“ S Vi
ocial
- tandards L.
— 0% Culture of
s 04 o
N participation 757
o N
07622, L[4
B oy )
0s54—]1 v = - ™o
R PsydHologicatculture Cultural valtigs 0210
= ~%15” Educational Qo2 055 e N
2997
v standards ) L. 03 0817 [ osn— e
o H1 0824,
0725 o <,
D o % .
K cho oG Transferring 2o
B & e 0855, 1 as1
0sss - ues
Y lustration  /Selftalk Targeting asss
0889 go00 QB9 )mo—¥
2871,
AS3

l 0893
R (dividunl

-, ~
2814 gpy s a3 Organizational ast

\‘Aﬂ

M1 K3

1 A2 AP AF4

Figure 1. The final research model is in the path coefficient and factor loadings mode.
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Several criteria are used to check the fit of the structural model of the research; the first
and most basic criterion is the t-statistic. The most basic criterion for measuring the
relationship between variables in the structural part of the model is the significant number
of t-statistics. Suppose the value of these numbers exceeds 1.96. In that case, it indicates
the correctness of the relationship between the variables, and as a result, the research
hypotheses are confirmed at the confidence level of 0.95. Also, the significant value points
to the same issue, and if it is less than 0.05, the relationship between the variables is
accepted at the confidence level of 0.95. of course, it should be noted that the numbers
only show the accuracy of the relationship, and the intensity of the relationship between
the variables cannot be measured with it. The standardized coefficient can be used to
understand the intensity of the relationship and compare it with other relationships
(relationships in the model).

Table 5. Path coefficient values and t-statistics of hypotheses related to research

model paths.
Hypothesis b t Sig
Professional ethics — Cultural values 0.141 724/2 .001
Professional ethics Psychological culture 0.788 096/24 .001
Professional ethics Media culture 0.859 271/47 .001

Professional ethics
Media culture
Psychological culture
Cultural values

Professional Responsibility  0.313  569/4  .001
Professional Responsibility  0.398  205/5  .001

Cultural values 0.773  00/17  .001
Professional Responsibility  0.219  642/3  .001

N
N
—
—
—
—

According to the interpretation pattern in SEM, and since the value of the t statistic for
all paths is greater than 1.96, it can be said that the corresponding path is significant at the
95% level, so all the paths under investigation are confirmed in the present research. To
investigate the mediating role of media culture and psychological culture, the bootstrap
test was used, the results of which can be seen in Table 6.

Table 6. The results of the bootstrap test to investigate the role of mediator.

Hypothesis b t Result
Professional ethics Media culture Professional Responsibility  0.342  248/5  Confirmation
Professional ethics ~ Psychological culture Cultural values 0.609 437/16 Confirmation

According to the results of Table 6, and since the mediating role of both media culture
and psychological culture variables was statistically significant; As a result, it can be
acknowledged that media culture plays a mediating role in the relationship between
professional ethics and professional responsibility, as well as psychological culture in the
relationship between professional ethics and cultural values.

Table 7. The fit indices of the research model.

Variable Q? R? SRMR
Cultural values 0421 0.788
Psychological culture 0.357 0.620 .099
Media culture 0.389 0.738

Professional Responsibility  0.399  0.763
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According to the information in the above table, the values obtained for the Q? index
are in the substantial range for all components (more than 0.35). Also, the R? values for
all components are in the medium to solid range, and the SRMR value is less than 0.1,
indicating the tested model's appropriate quality.

4. Discussion and conclusion

This research was conducted to analyze the structural model of the tennis industry's
professional culture. The findings showed that professional ethics are practical in terms
of cultural values (0.141), psychological culture (0.788), and media culture (0.859).
Also, professional ethics is practical in terms of professional responsibility, according
to 0.313. Different researchers have examined various dimensions of professional
culture. The components related to professional culture include cultural, educational,
and social standards.

The proposed findings indicate the necessity of strengthening the cultural and ethical
foundations in the tennis sports industry; this issue can affect the development of athletes
and the sports industry. Respect for elders and tennis veterans is a primary indicator of
affection and appreciation in sports and can serve as a role model for young athletes. This
principle will not only promote a positive atmosphere among athletes but will also transfer
valuable knowledge and experiences of previous generations to the new generation.
Respecting the principles of self-sacrifice and dedication, as well as honesty and integrity
among athletes, provides an essential platform for a healthy and fair competition. This
approach fosters trust and respect between athletes and other sports community members.
Athletes' motivation towards social and cultural standards and compliance with these
standards in sports can encourage positive behaviors and attitudes in society, which will
not only help improve athletes' performance but will also positively affect the image of
tennis in lIrag. In-service courses and attention to the educational needs of athletes and
coaches are evidence of the power of continuous learning and professional development.
It also helps the athletes improve their ethical skills and learn new components and
complexities of modern tennis competitions.

On the other hand, using professors specializing in ethical matters and training athletes
and coaches about professional ethics can help create an ethical environment in the sports
community. Organizational values and continuous monitoring and evaluation are essential
in ensuring that sports processes are implemented effectively and ethically. Managers'
moral orientation can also hold them accountable to stakeholders and prevent the
displacement of cultural values. This will help preserve sports’ cultural identity and
strengthen the tennis heritage. Creating appropriate cultural platforms in education and
maintaining moral rights in sports processes guarantees justice and honesty in the sports
environment and serves as a foundation for innovation and continuous improvement. In
this regard, Fransen et al. (2020) state that groups with a professional culture show more
teamwork, higher flexibility, increased satisfaction of athletes with the group's
performance, and the ability to reduce burnout. These findings from the research on the
structural model of the professional culture of tennis in Irag significantly show that
professional ethics strongly influence cultural values, psychological culture, and media
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culture. These results can help researchers, sports associations, and decision-makers adopt
the best strategies and policies to develop an influential professional culture in Iragi tennis.
These analyses can help improve the environment and professional culture in this field.
They can also provide benefits for the professional development and responsibility of
athletes and members of sports teams.

According to the statistical findings, the two variables of media culture and
psychological culture significantly play an essential role in determining the relationship
between professional ethics and professional responsibility. In other words, this finding
shows that media culture can mediate (play a middle role) in assessing professional ethics
and professional responsibility. Similarly, psychological culture can also mediate the
relationship between professional ethics and cultural values. These findings may show
that media culture and psychological culture play a vital role in shaping individual and
social views and values and can influence the evolution of ethics and professional
responsibility. According to the analysis and the findings, the following practical
suggestions can be made for further study and research in this field: First, offering natural
and online training courses can help individuals and professionals learn more about the
relationship between media culture, psychological culture, and professional ethics.
Secondly, diverse educational content, including library materials, videos, and online
courses, can increase awareness of the relationship between media culture and
psychological culture with professional ethics and professional responsibility. Thirdly,
holding conferences and seminars for activists and researchers in media, psychology, and
professional ethics can create a good space for discussing and exchanging ideas about
cross-cultural influences. Fourth, using new technologies to promote knowledge, such as
virtual spaces for holding workshops and group studies, can help transfer new knowledge
and research. Finally, publishing articles, videos, or podcasts with scholarly content on
the relationship between media culture, psychological culture, and professional ethics can
increase public awareness and strengthen public participation in this area.

The findings showed that media culture is influential in professional responsibility to
the extent of 0.398. Hamza et al. (2023) concluded that the use of media by the trustees of
sports clubs, coaches, managers, and athletes leads to the development of cultural
indicators of professional sports clubs. Nazari et al. (2022) studied the future strategy of
professional sports clubs. The most important strategic factor of the club is the
development of media awareness. Therefore, sports and media officials should be aware
of the critical role of sports, especially public and recreational sports, in creating the
atmosphere of health and general vitality of society, media officials should also consider
time and place They have prepared the information required for public sports in the eyes
of different members of society and this regard, they should play their role correctly. The
investigated findings show the importance of media culture and media literacy training
among sports activists, especially tennis. Awareness and skill in media use allow access
to accurate information, critical analysis, and purposeful consumption of media content.
These skills are essential for athletes, coaches, and sports managers because they affect
their professional performance. First, athletes' awareness of media consumption helps
them to follow the sports content provided by the media more carefully. They can use the
most recent information to advance their professional field and learn about the latest
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developments in the national and international sports arena. Coaches can find new sports
tactics and strategies and incorporate them into athletes' training plans by being aware of
how much media athletes consume and being skilled at doing so. Sports managers can
also become aware of the needs and wants of the audience and steer the sports media in a
direction consistent with the intended organizational and moral values by teaching
students how to consume media critically. Maintaining ethical principles and bolstering
professional behavior heavily depend on appraising and analyzing ethical values in sports
media. This work emphasizes moral standards in sports media content and progressively
assimilates into society's sports culture. Sports media literacy training programs are
imperative for all parties to fully benefit from the media’s ability to cultivate a professional
culture. These courses help athletes, coaches, and managers gain the information and
skills to use the media effectively. Lastly, creating working groups for education and
researching the media literacy experiences of the world's top nations can help and a forum
to exchange best practices and knowledge.

According to the findings, psychological culture effectively influences cultural values
by 0.773. Mental and physical health and well-being, physical safety, psychological
safety, and self-determination are vital people-related factors that contribute to high-
performance sports cultures. Although interacting factors may affect elite sports
performance, there is growing evidence that sports organizations need to be more targeted
and comprehensive in their planning to achieve success at the highest level of the Field
(Chelladurai, 2014). Psychological culture can have a significant impact on cultural values
in the field of sports. Sports psychology, as a specialized field, studies the behavior of
athletes and the psychological factors affecting their performance. This knowledge can
help identify the behavior patterns of athletes according to their cultural and value
contexts. In addition, applying psychological knowledge in designing suitable educational
interventions for athletes can effectively transfer and institutionalize desirable cultural
values in sports. In sum, a rich and developed psychological culture, both as a diagnostic
tool and an intervention strategy, can play an essential role in consolidating and expanding
cultural values in sports. These findings align with the results of (Gutovi¢ et al., 2020). It
is also possible to achieve the goals of professional culture through mental imagery.
Participatory leadership in sports can create a positive self-image and respect for others
(Abdelmajeed, 2022). Since the findings show that psychological culture impacts cultural
values, especially in mental and physical health and factors related to well-being and
safety, it is recommended that sports organizations and coaches look more purposefully
and comprehensively at their planning and strategies. Also, participatory leadership's role
in attracting and inspiring sports can create a positive self-image and respect for others.
These transfers from a practical aspect to improve the environment and professional
culture in the sports field can help achieve higher performance and success at a higher
level. These results are consistent with recent findings from similar studies and show that
mental imagery and collaborative leadership can help achieve the goals of professional
culture in sports.

According to the findings, cultural values are effective in professional responsibility
to the extent of 0.219. Culture, which includes all the values transmitted from the past to
the present, also includes sports. Sports culture has the essential characteristics of sports.
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It also has cultural characteristics (Dilnoza, 2023). Cultural patterns in people's daily
behavior and actions are transferred to their behavior and actions in organizations. The
relationship between the culture and the leadership style presented in the organization is
one of the most critical relationships studied in the scientific literature because the
leadership style is related to other elements of an organization. Meng et al. (2011) state
that leadership represents a complex and multidimensional process. Solaja (2015) stated
that it is a process in which an individual influences a group to achieve the organization's
goals. With the arrival of a new leader or the change of leadership style in an organization,
all elements (such as strategy, structure, and management) change. These changes affect
the change of behavior and values, i.e., the change of the organizational culture.

According to the presented findings, sports culture, as an essential part of public
culture, significantly affects professional responsibility. Also, the cultural patterns
observed in people's behavior and ways of acting influence their behavior and actions in
organizations. This shows that the relationship between culture and leadership style is one
of the most critical issues in scientific studies because leadership style affects all elements
of an organization and can strongly influence organizational culture. In this regard,
changes in leadership style or the arrival of a new leader can cause extensive changes in
the organization, affecting not only behavior and values but also organizational culture.
In other words, the relationship between leadership and culture is an interactive process
that creates an organizational structure with its beliefs, behaviors, and values. Therefore,
the effects of leadership more than leadership culture on the organization's overall culture
show how the leader can shape the organizational culture with his motivations and values
and contribute to shaping the organization's future.

In line with educational standards, it is imperative to introduce specialized in-service
courses designed specifically for athletes and coaches. These courses should be led by
proficient instructors with expertise in ethical principles and aim to cultivate a robust
professional culture effectively.

Aligned with cultural benchmarks, a pressing need exists to establish conducive cultural
environments within tennis sports education. This can be achieved through rigorous
organizational oversight and evaluation processes, ensuring adherence to ethical standards
throughout sports operations and safeguarding against the erosion of cultural values.

Diversified educational programs on media consumption from various sources are
strongly recommended to equip individuals with critical media literacy skills, particularly
in sports media.

Moreover, promoting media literacy through dedicated courses in sports media is
advocated to enhance individuals' efficacy in media consumption. By discerning the
audience's preferences in tennis media consumption, tailored professional programs can
be developed to effectively cater to these preferences.

A pivotal recommendation of this research is to foster a participatory culture within
tennis sports. Therefore, fostering positive interaction between the ethics committee and
sports education, alongside increasing civil engagement in sports discourse, will facilitate
the creation and dissemination of sports creativity.

Additionally, it is essential to reinforce ethical values through tennis coaches,
emphasizing principles such as justice, transparency, and support through educational
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initiatives targeting athletes. Teaching values such as respect, equality, and commitment
from managers to athletes will instill a sense of moral integrity among tennis players,
coaches, and team managers.
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ABSTRACT

Purpose: Today, the strength of a brand is the first word in marketing and attracting
customers because if a brand has desirable features, the consumer will be encouraged
to purchase that brand and, more significantly, stay loyal. This research aimed to
identify key sustainability drivers of the Persepolis Club brand.

Methodology: This research is explanatory in terms of the applied goal-setting
strategy, and its method is descriptive-analytical and based on future study methods.
The statistical population of this study consisted of professors in sports marketing,
marketing officials of Persepolis Club, and league organizations. The selection of
these people was purposeful, and the number was 15. To identify the issues affecting
the future of the brand sustainability of Persepolis Club, a literature review and
interviews with experts were used. Based on that, 15 final components related to the
future of crucial sustainability drivers of the Persepolis brand were identified.
Findings: Based on the research findings, four variables, such as “improving brand
equity, marketing activities, economic dimension, and social responsibility,” are
among the key sustainability drivers of the Persepolis Club brand in the future.
Moreover, they were highly uncertain.

Originality: Accordingly, utilizing them in future planning and determining possible
scenarios is necessary. Regarding the identified scenarios, it should be stated that the
scenario of the flourishing potential of the Persepolis club brand can be the best case
for the sustainability of the Persepolis club brand in the future, which is an important
finding of this research.
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1. Introduction

Thinking about the future and its events is as long as the history of human consciousness,
as people of all ages have always longed to know their future. This natural desire has
gradually been replaced by the necessity of knowing the future in contemporary times.
Living in today's world, studying the future as a modern science is essential to recognize
the opportunities and threats ahead—future studies in the discovery and construction of
the future impact purviews of decision-making (Jafari, 2022). Professional sports, as an
industry with various profitable business aspects and positions, has become an even higher
position than the industry. Sports club officials are sent to transform their teams into
controlled brands. Forming a strong brand for a club is one of the unique goals of sports
clubs, and plans to move in that direction (Gladden et al., 1998). The importance of the
role of intangible assets in the effectiveness of the organization's activities and the creation
and survival of the financial performance of businesses at the level of organizations,
companies, and various industries is evident to all. Intangible assets are long-lived assets
developed and expanded by a company or organization and are considered a company's
assets (Lee & Lee, 2019). Literature related to positive brand communication could cover
a variety of brand-related topics such as liking a brand <passion <happy attachment <and
satisfaction despite constant interest <researchers have not examined negative feelings
toward brands. However, few have considered negative feelings toward brands (Walsh &
Lee, 2012). Unfortunately, in the field of sports branding in our country, it can be said that
few studies have been done in this direction, and the studies in other fields are scattered
and limited. Brand equity in sports clubs is an intangible asset. To identify the factors
affecting this intangible asset, one must use the theoretical saturation method and refer to
experts, professors, and experts' Theoretical saturation reached reputable sources,
including books, dissertation papers, and authoritative sites (Fontanella et al., 2011).

Although many brands are created and developed, only some are successful, and many
brands are doomed to fail in the stages of brand development (Moretta Tartaglione et al.,
2019). A review of brand literature shows that each brand needs to be adequately
developed to be empowered, with modifications and adjustments to maintain the dynamic
and adaptive environment to manage and support the brand development process (Murray
et al., 2018). Therefore, brand development is not achieved by chance but rather by a
purposeful process rooted in a coalition of order, strategic thinking, and unlimited
creativity, and it is a competitive advantage for businesses (Cheng et al., 2005).
Palokangas (2012) believes that in the brand development literature, there needs to be
more attention to the process of brand development dynamically and innovatively. On the
other hand, a comprehensive model has yet to be designed, based on the circumstances
under which the brand develops and the mechanisms necessary to sustain it during
development. Therefore, cash flow and short-term profits are often considered essential
parameters of brand performance.

Branding and developing it is a highly applicable strategy for distinguishing between
service and manufacturing industries (Zhu, 2013). In the sports industry, sports brands are
central to popular consumer brands (Lee & Lee, 2019), representing an actual global
language with their own words, codes, values, resources, and representatives. Like some
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household appliance brands (e.g., Phillips), food products (such as Danone), or multimedia
products (such as Samsung), sports brands are fully integrated into people's lives. Many
people admire some sports brands, whether for corporate or club brands (Bouchet et al.,
2013). Like other brands, sports brands are always trying to develop new strategies and
tactics to generate and encourage demand. In 2000, Adidas and Nike ranked 6th and 15th in
terms of global brand value among brands in the market (Bouchet et al., 2013). In this
regard, the results of Payami et al. (2022) showed that improving the brand's position in the
Premier League, stable brand identity, customer relationship management, and financial
benefits were influential factors. Finally, the foresight of the Premier League brand, the
position of the league brand, the relationship between the league brand and the fans, brand
commitment, and the correct brand management were the consequences of the research.
Freydoni and Kalateh Seifari (2019) conducted research titled "Presenting a Model of
Advertising Effect on the Brand Development of Persepolis Club with an emphasis on the
mediating role of brand personality.” The results showed that advertising has an impact
coefficient of 0.51 on brand development and a coefficient of 0.55 on brand personality.
Also, the coefficient of brand personality influence on brand development was 0.59. Finally,
according to the findings of this model, managers and marketers of sports clubs are
suggested to discover factors affecting brand personality and consider advertising methods
for brand development. Ajour El Zein et al. (2019) conducted a study focusing on the role
of sustainability in brand equity in the economic sector. The method used in this study
included collecting information from companies that were active in this field.

The data of this study showed that ethical investments, addressing environmental
issues, and social responsibility have a positive relationship with companies' brand equity.
In addition, Majerova et al. (2020), in a study focusing on sustainability management in
food products, concluded that corporate social responsibility as a facilitator plays a role in
brand sustainability. On the other hand, brand loyalty is a hindrance to sustainable
management. A review of the existing evidence shows that the development of sports
brands in the group of the market growth of sports, recreation, and entertainment (Bouchet
et al.,, 2013); however, its development cannot be limited to these factors and
characteristics alone, because complex and broad conditions, mechanisms and strategies
influence the development of a brand. For this reason, over the past few years, the policy
of brand development has been placed on the agenda of sports product companies in the
country (Saeedi, 2020).

Nevertheless, it is essential that domestic brands, as foreign brands have yet to be able
to grow and develop in the country's domestic markets, and it is sometimes seen that the
priority and preference of sports consumers are foreign brands. State and argument of
these factors can have sociological, psychological, etc. roots that demand comprehensive
and extensive research in the country around this topic. However, due to the limitations
placed on each study, in this research, it is necessary to investigate why this is important
from a marketer's point of view.

In general, the role of any company in achieving brand sustainability in the long run,
along with the continuation of profitability, is identifying the components that will help it
achieve this goal. Considering that achieving a sustainable brand may not be one of the
goals of many companies, the company focuses on the brand's sustainability when the
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company's manager, as the decision-making and guiding factor of the company, pays
attention to the components of achieving sustainability. Brand management in Iran
especially in the field of sports and sports institutions, including sports clubs, still faces
problems. These questions are raised as to how one can understand the interactions
between elements of sustainability and could be said how far a brand has stepped in the
direction of sustainability and also the performance of the brands of a country towards
sustainability can be measured (Ghorbani Asiabar et al., 2020). Considering that
Persepolis is one of the most popular teams in Iran and Asia and is always in the spotlight,
fans of this team and even fans of other teams as a rival club follow the activities of
Persepolis Club. Hence, the Persepolis Club brand is one of the most prestigious brands
in the country, and even in Asia, factors affecting brand sustainability should be identified;
Persepolis Club is the case. As a result, the main problem we are looking for in this
research is the future of Persepolis Club brand sustainability.

2. Methodology

The present research is applied in terms of purpose and nature, based on new
methods of future study, analytical, and exploratory science, which has been
carried out using a combination of qualitative and quantitative models. There are
also records and library data collection methods. Qualitative data were prepared
using an open questionnaire, interviews, a numerical review of the documents and
quantitative data used in this study, and by weighting Delphi questionnaires.
Accordingly, in the first step, the factors and components affecting this field were
collected in different dimensions (individual, environmental, services and
resources, and participation management). After collecting the data, the initial
components were identified as a questionnaire distributed among 15 executive
elites. The statistical population of the research was universities with sufficient
expertise and experience on brand sustainability issues in clubs. By distributing
the questionnaire, they were asked to rate the variables based on their impact and
effect based on the number in the range of 0 to 3. In this score, 0" stands for "no
effect,” "1" stands for "weak," "2" stands for medium effect, "3" stands for high
impact, and "P" means "direct and indirect effect".

The scores were then entered in the crossover matrix to determine the effect
and influence (direct and indirect) of each factor and their subset variables with
other factors, as well as by specifying the fundamental driving forces of the
required charts as outputs. The critical point about the structural analysis method
that was done with the help of the MicMac software is that the structural analysis
method utilizes the concept of the interaction between variables to identify the
fundamental driving forces (overt or hidden) in order to get feedback and
encourage participants and stakeholders about complex and unpredictable aspects
and behaviors of a system. The structural analysis method links ideas and thoughts
that describe and identify the system through the communication matrix of all
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system variables. The ability of this model to identify the relationships between
variables and finally identify the key variables affecting the completion of the
system (Rabbani, 2013).

In this research, to investigate the validity, the research findings are presented
to the participants, who study the text of the theory and apply their points of view.
Finally, the professors study and review this research, and some cases have been
proposed to modify or change the final theory. Reliability refers to the range of
reproducibility of research findings. One of the ways to demonstrate reliability is
to study its audit process. The findings are auditable when another researcher can
track the path of decision used by the researcher during the interview with
methodology and clarity and show the consistency of the study. Therefore, the
researcher has the reliability of the data by showing the path of his decisions and
also placing all raw, analyzed codes, categories, study process, primary goals, and
questions at the disposal of supervisors and advisors and with the careful audit of
the experts confirmed the correctness of all the steps of the investigation. In
addition, the intra-subject agreement method has been used in the current research
to calculate the reliability of interviews.

In order to calculate the reliability of the inter-thematic agreement method of
two coders, a brand expert who was present in the research stages and had good
knowledge about this research was asked to participate in research coding as a
collaborator. The necessary training and techniques for coding were transferred to
the research colleague. Then, the researchers and collaborators co-encoded two of
the interviews, and the percentage of in-topic agreement was calculated, which
was calculated using the following formula:

I . . number of agreements X 2 100%
= X
nner agreement percen Total Number Of Codes 0

Table 1 shows that the total number of codes recorded is 84, and the total
number of agreements between codes is 14. Moreover, reliability among coders
for interviews conducted in this study is 0.77%. Therefore, considering the
reliability of the codes is more than 60%, the reliability of the coding is confirmed,
and it can be said that the reliability of the current interview analysis is appropriate.

Table 1. Reliability calculation.
Row  The Number of Interviews Total Number of Codes Agreed Codes Reliability
1 4 16 6 75%
2 8 20 8 80%
Total 36 14 7%
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4. Results

4.1. Identifying effective variables

Based on the familiar concepts between indicators or open codes and referring to
the theoretical foundations and brand sustainability literature, 15 influential
variables called social responsibility, environmental monitoring, brand
management, innovation, brand image, brand identity, foresight, marketing
activities, environmental dimension, social dimension, economic dimension,
brand satisfaction, brand loyalty, competitive advantage, and improved brand
equity were created (Table 1).

Table 2. Theoretical coding (optional).

Interview Code Axial Coding Theoretical Coding
1-3-2-6-7-4-12-5-8 Social Responsibility
1-12-2-14-3-8-9-15 Environmental Monitoring
10-15-4-11-12-13-5-14-1 Brand Management
15-2-6-7-1-9-8 Innovation Brand Sustainability
1-9-6-2-3-8 Brand image Requirements
1-11-2-5-13-4-14-3-6 Brand ldentity
1-6-2-3-7-8-14-9-15-10 Foresight
11-13-10-12-5-7 Marketing Activities
14-6-5-15-2-3-13-1-4-12-10-8 Peripheral dimension Brand Sustainability
1-3-8-2-9-5-6-7-10-11 Social dimension dimensions
11-12-2-3-10-9-4-6-5-15 Economic dimension
5-4-15-14-6-11-1 Satisfied with the brand
15-14-2-1-10-11 Brand loyalty Desired Consequences of
9-10-12-1-11-3-4-14-15-13 Competitive Advantage Brand Sustainability
14-5-15-10-11-6 Improved brand equity

4.2. Identifying effective factors

According to the opinion of the relevant experts, "Social responsibility,
environmental monitoring, brand management, innovation, brand image, brand
identity, foresight, marketing activities, environmental dimension, social
dimension, economic dimension, brand satisfaction, brand loyalty, competitive
advantage, and improved brand equity" were selected. The largest share of
selected variables is dedicated to future problems of identifying key sustainability
drivers of the brand of Persepolis Club.

Table 3. Factors affecting the identification of key
sustainability drivers of Persepolis club brand.

Effective Primary Factors Mark
Improved brand equity Var01
Satisfied with the brand Var02

Marketing Activities Var03

Competitive Advantage Var04
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Effective Primary Factors Mark
Brand loyalty Var05
Environmental Monitoring Var06
Economic dimension Var07
Foresight Var08

Brand Image Var09
Social Responsibility Varl0
Innovation Varll

Brand Management Varl2
Brand Identity Varl3
Peripheral dimension Varl4
Social dimension Varl5

Overall system environment analysis: Based on library studies and interviews
with experts, 15 factors influencing key drivers of Persepolis club brand
sustainability and structural interaction analysis with Micmac software were
analyzed to extract the main factors affecting the future of the studied system. The
results of this section show that the number of repeated and 81.333 percent of the
filling degree indicate that it shows the factors' relatively high and diffuse effect.
Of the 225 relationships that can be evaluated in the matrix, 42 are zero, meaning
that factors are unaffected or affected by each other. Fifty-eight relations to the
value of one have a weak influence on each other, and 79 relations to number 2
have relatively effective solid relationships. In addition, 46 has the number 3,
which means that the relationships of critical variables are very high and have

much impact.

Table 4. Initial analysis of matrix data and crossover effects.

Index

Amount

Matrix Dimension

15

Number of repetitions

2

Number of Zeros

42

Number of ones

58

Number of twos

79

Number of Threes

46

Number of P

0

Total

183

Filling degree

81/333 %

The matrix of this research based on the studied variables with two rotations
has 100% desirability and optimization, indicating the high validity of the

questionnaire and its responses (Table 3).
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Table 5. Degree of desirability and optimization of the matrix.
Effectiveness  Impression  Rotation
98% 87% 1
100% 100% 2

4.3. The effect and direct influence of variables on each other

According to the numbers of the questionnaire, which is completed as a matrix.
The software calculates their relationship and gives each factor a numerical score.
Then, based on this score, factors are ranked directly and indirectly based on
impression and effectiveness. In this case, the factors that earn the most points will
also change their impact and impact accordingly. This section presents the types
of direct and indirect relationships and influences, as well as the rank and number
of variables that the Mix Mac software has measured. Effectiveness

As explained earlier, in the cross-effects analysis matrix, the sum of the rows
indicates the effect of the variable, and the total columns represents the level of
influence. The following table depicts these relations:

Table 6. Total rows and columns of the cross-effects analysis matrix.

Row Variable Total number of rows  Total number of columns
1 Improved brand equity 28 30
2 Marketing Activities 27 19
3 Economic dimension 26 25
4 Social Responsibility 24 20
5 Satisfied with the brand. 27 21
6 Brand loyalty 14 23
7 Competitive Advantage 30 28
8 Foresight 23 22
9 Innovation 20 29
10 Brand Management 28 29
11 Environmental Monitoring 25 22
12 Peripheral dimension 23 22
13 Social dimension 20 25
14 Brand image 19 22
15 Brand Identity 20 17

Total 354 354

Assessment of effectiveness and impact plan the distribution and distribution
of variables in the scattering plane indicate the system's degree of stability or
instability. In the structural interaction analysis method with MICMAC software,
two types of dispersion have been defined: stable systems and unstable systems.
In the stable system model, the distribution of variables is L; in this model, some
variables have high effectiveness, and some have high affectability. In unstable
systems, however, the situation is more complex; in this system, the forces are
scattered around the diameter axis of the plane, and in most cases, it has an
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intermediary state of impression and effectiveness, which makes it challenging to
identify critical variables (Godet et al., 2003). What can be found from the status
of the distribution page of variables affecting the essential sustainability of the
Persepolis Club brand is the instability of the system. Most variables are scattered
around the diagonal axis of the plane. Apart from a few that show that they have
a high impact on the system, the rest of the variables have almost the same status
as each other (Figures 1 and 2).

Figure 1. Unstable system. Figure 2. Stable system.

Based on the cases mentioned above, the type and status of each of the main
variables can be identified according to their position in the direct impact matrix
under the title of Direct Impression/Effectiveness Map, as shown in Figure 3.

2
7
g “ Var10]
Vari1 =
°
§ e \Var08
§ a
£ Var12
Var09
< S
aQ

dependence

Figure 3. Map of direct influences.

In the analysis of the impact map and direct influence, the factors affecting the
system are determined which of the factors has a high high impact (4 factors in the
northeastern part which include improvement of brand equity, marketing activities,
economic dimension, social responsibility), which factors have a high and less
effective effect (6 factors in the northwest part of the matrix of brand satisfaction,
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brand loyalty, competitive advantage, future)—innovation, brand management),
which factors have a relative or moderate impression and effectiveness. The factors
have a high and low or moderate impact (3 factors in the southeastern part of the
environmental monitoring, social dimension, environmental dimension), and
finally, which factors have relatively less impression and effectiveness than other
key components identified (2 factors in the southwest part of the matrix of brand
image and brand identity). Each of the mentioned factors will be explained in detail
in the continuation of this research. According to the system'’s inversions, the map
of indirect and potential effects between the factors has been reported to be broadly
similar to the direct impact map due to the relative stability of the data. However,
the direct and indirect influence intensity between variables has different outcomes.
Additionally, the table of direct and indirect effects of influences and impressions is
drawn as follows:

Table 7. Prioritizing the effective factors in terms of direct effectiveness/impression.

Row Variable Direct impression Variable Direct effectiveness

score score
1 Improved brand equity 847 Brand Identity 847
2 Marketing Activities 790 Brand image 819
3 Economic dimension 790 Envno_nmgntal 819

Monitoring
4 Social Responsibility 762 Peripheral dimension 790
5 Satisfied with the brand 762 Social dimension 706
6 Brand loyalty 734 Satisfied with the brand 706
7 Competitive Advantage 706 Brand loyalty 649
8 Foresight 677 Competitive Advantage 621
9 Innovation 649 Foresight 621
10 Brand Management 649 Innovation 621
11 EnV|ro'n mc'ental 564 Brand Management 621
Monitoring

12 Peripheral dimension 564 Improved brand equity 593
13 Social dimension 564 Marketing Activities 564
14 Brand image 536 Economic dimension 536
15 Brand Identity 395 Social Responsibility 480

The following table of indirect effects of impression and effectiveness is
presented as Table 8 for each factor.

The software output to prioritize the main factors in terms of the degree of
direct and indirect influence is as follows: The first pillar is direct, and the second
column is an indirect impression (the result of weight gain of the effects), and as
it is seen, there is no significant difference in direct and indirect impression
between the factors:
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Table 8. Rating key factors on the sense of direct and indirect impression.

(DIt | Mimati b
Rk | Vaiake Vbl
1 7-Varl7 7-Var7
2 1Vl 10-Varld
3 10Vl T
¢ 2 5\l
5 5\als [ X
Vel 3\al
7 1-Varll 1-Varll
B 4-Vald 4-Varld
§ Vel 2-Varl2
0 el [ — ey Pt
mo-al 9-Varld
12 13-Varld 15-Varl5
B 1V I — ] [
UVl 14-Varld
B g-Valk §-Varls

Table 9. Rating key factors on the sense of direct and indirect effectiveness.

[Moimat vl [Mimati vl
Rark | Vb Vil
1 7-Val7 7-Vall7
2 1-Vall 10-Varl0
3 10-Val0 e
i 5Vl
5 5.Valb e [0
§ 3Vl 3.Vl
7 1-Varll 1-Varll
8 4Vl 4-Vad
9 8-Vt 12-Val2
AT E— et X
N8Vl 9-Vafl
12 13-Varl3 15-Varls
BBVl T————————— 1D
1 14-Varld 14-Varld
15 6-Valk 6Vl

Then, based on the analyses derived from the Mick software's output, Figures
4 and 5, respectively, present a graphic representation of the intensity of
communication between factors in the direct and indirect impression map.

As can be seen in the graphical map of direct influences, many of the
connecting lines between the indicators have potent influences. These types of
effects indicate that all the indicators are correctly selected and that there is a
strong correlation between 15 indicators in the system.
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Direct influence graph

Figures 4. Direct influence grap.

Indirect influence graph
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Figure 5. Indirect influence grap.

Finally, Figure 4 presents a graphical map of direct effects. In the indirect
influences matrix, each of the software's indices is empowered, and accordingly,
the indirect influences of the indicators are measured.

Based on the information presented in the previous sections, in this section, the
key drivers of sustainability are selected for the Persepolis Club brand. As can be
seen in the graph of direct and indirect influences between variables and critical
trends, four factors of "Brand equity improvement, marketing activities, economic
dimension, and social responsibility” were the most effective and the most
effective in the development of critical drivers of Persepolis brand sustainability
in the future. At the same time, they are essential and have high uncertainty.
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Figure 6. The critical sustainability drivers of the Persepolis club brand.

5. Discussion and conclusion

This study aimed to identify key drivers of sustainability of the Persepolis Club brand.
Data analysis was performed on three levels, and responses to three questions were based
on and structural analysis. She was, afterwards, answering the questions about why and
how this result was discussed.

Analysis of interviews with experts following the question of the critical components
of the sustainability drivers of the Persepolis Club brand. It was found that the brand has
environmental, social, and economic dimensions. This finding is relatively consistent with
the results of studies by Taghva et al. (2019), which focused on the structural model of
green information technology and organizational development and showed that green
actions and activities, green IT cycle management, organization, and green data centers,
green IT monitoring) can be used to develop organizations (Nyfeler, 2013), which has
cited social responsibility as one of the pillars of brand development, and Sharma and
Joshi (2019) report that brand stability and development can be achieved through
sustainable and green methods such as social responsibility, providing high-quality green
products, environmental protection, etc., and transforming this capability into capabilities.
Economic development means ensuring profits and preventing any adverse environmental
and social impacts on the club's long-term performance through organizational operations.
McKinsey believed in 2009 that long-term organizations always support environmental,
social, and government functions to create value in various ways that support growth,
improve return on investment, reduce risk, and improve quality management (Dalmia,
2014). In 2011, Szcz, Sethia, and Sriniviaz stated that organizations that involve business
transactions with merchants could provide a positive economic impact by creating
durable, repairable, affordable, resaleable products, upgrades, multi-user upgrades, or
shared consumption opportunities.
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Social dimension also refers to the ability to identify or identify with a group. In this
regard, Bergstrom et al. (2010) as saying buyers make purchases based on a social
dimension. They buy a brand that represents their social identity. A brand or logo
symbolizes a social group. A good example is Nike and its famous Rustle. These symbols
and brands lead to a connection between consumers of similar brands. In addition, Gupta
et al. (2013) believed that taking into account the social development of many companies,
they were the main engine of their communities' development through improvement and
expansion in the direction of national, local, and regional communities, their motives not
only changed the daily lives of many societies but also made the brand familiar with values
such as innovation, entrepreneurship and foresight and toward energy sources. Despite
their core business focus, Alternative directs non-renewable energy sources. Walmart also
believes it has used initiatives including market-oriented skills training for employees,
worker safety initiatives, and women's empowerment programs. Nestlé also uses similar
schemes that focus on water scarcity, the welfare of nearby factory communities, and land
management that respects the rights of local people. Bansal stated in 2005 that the social
dimension focuses on creating value and improving the financial performance of the
company's activities.

Finally, it can be pointed out that the environmental dimension focuses on activities
that do not lead to the depletion of natural resources through the company's environmental
management (Chabowski et al., 2011). Improving people's social and economic status is
a consumption stimulus, but it damages the environment. For this reason, these companies
achieved averages by improving the scales that protect the environment in a significant
way (Wu & Tham, 2023). Chan et al. (2012) and Mariadoss et al. (2011) believed that the
company's sensitivity to the environment and environmental issues was increasing so that
Porter and Van der Linde (1995) that many companies accepted environmentally
sustainable offerings (goods and services designed to minimize environmental harm) and
introduced them to the Their operations are combined with the hope of earning rewards
such as saving money, operational performances and positive consumer perceptions as a
result. Walsh and Lee (2012) that adopting environmentally sustainable goods and
services is closely related to adopting the corporate social responsibility concept, which,
according to Werther and Chandler (2005), suggests that corporate social responsibility
activities should be implemented through high levels of leadership. Faisal (2010) stated
that when decision-makers have less knowledge and concern about the social
responsibility of their business, they are less likely to take action. As a result, by expanding
organizations globally and confronting different political, economic, and environmental
situations, improving relations with other companies that share their social responsibility
philosophy is often tricky, especially with suppliers focused on quantities.

In general, Funk (2003) and Elkington (1998) believed that development in terms of
both conceptual and scientific literature encompassed three dimensions, including
economic, social, and environmental. Székely and Knirsch (2005) pointed out that the
most desirable dimension is the economic one because it provides financial power and
avoids the conditions that lead to the liquidation of the business due to financial resources
(Chabowski et al., 2011)—stated that the social dimension of development is an incentive
to understand corporate social responsibility better. They also stated that a company will
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be guided by all three dimensions of development towards better long-term performance.
Moreover, the analysis of interviews about determining the requirements for brand
sustainability in football clubs in Kurdistan province showed that these requirements
include social responsibility, environmental monitoring, brand management, innovation,
brand image, brand identity, foresight, and marketing activities. This finding is
proportionately consistent with the results of the (Vadicherla & Saravanan, 2015) studies
that looked at sustainable scales used by brands, retailers, and manufacturers and reported
that air quality, energy sustainability, performance, environmental sustainability and
sustainability and sustainable community play a decisive role in development, Barreda et
al. (2016) in a study titled Online Branding: Hotel brand development through interaction
theory concluded that brand awareness and brand image in turn influence brand equity,
(Sharma & Joshi, 2019) who in a study titled Brand Development Among Young
Consumers: Hierarchical Analysis and Network Analysis Approach determined that
brand stability and development can be achieved through sustainable and green methods
such as social responsibility, product delivery. Green with high quality, environmental
protection, etc., and (Majerova et al., 2020), in research focusing on development
management in food products, concluded that corporate social responsibility as a
facilitator plays a role in brand development is congruent and aligned.

In explaining this finding, organizations today face new challenges related to
sustainable branding that new smart marketing rules can better follow. Schultz and Block
(2015) stated that brand development is more than individual user use, even with its size
over a relatively long period. Brand development is more closely related to brand growth
beyond the current consumer so that the brand can grow in volume and profitability over
time and unlimitedly. Belz and Peattie (2014) and Meffert et al. (2010) stated that
sustainable brands are products and services created to identify specific surplus value from
an environmental perspective and social benefits and thus differentiate themselves from
other competitors. Nonetheless, it should always be noted that although the user
significantly increases the use of a particular brand over the following period, it will
increasingly make it valuable to the brand owner. However, the development of the brand
will not occur. In 2011, (Chabowski et al., 2011) stated that managers should always
integrate development issues with their efforts to create a brand image in everyone's mind.
Belz and Peattie (2014) that several first-generation development brands failed in the
market because companies should have emphasized the product's positive social-
environmental characteristics while they ignored the focus on other product features such
as performance, design, innovation, brand identity, marketing activities, etc. As a result,
many products will not be able to compete against these standard products. Therefore, to
create and position strong development brands, it is necessary not only to take social
responsibility and environmental monitoring but also to manage the brand, innovation,
brand image, brand identity, foresight, and marketing activities. These indicators are
requirements that should be considered in the branding process, and they should be
planned and developed in a continuous cycle, but what should be noted in this research is
that these are all steps that, if properly planned and executed, will lead to Hopefully the
club will be a pharmacist.
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Finally, the analysis of interviews showed that the sustainable desirable outcomes of
the Persepolis Club brand include brand satisfaction, brand loyalty, competitive
advantage, and improvement of brand equity. This finding is relative to the results of
Tabatabai-Nesab et al. (2018) that studied the role of destination brand identity in
developing the destination brand equity and determined that destination brand personality
and destination brand experience affect brand loyalty to destination brand by influencing
destination brand identity, Kamyab Kalashmi (2014) Success in a study titled A Model
for Explaining Consumer Attitude towards Brand Development Based on Brand Image
Reported that brand image has a positive and significant relationship on brand loyalty and
perceived quality, Loureiro et al. (2014) who investigated how brand personality, brand
identity and service quality affect brand equity and showed that brand personality, brand
identity and quality of service each separately directly affect brand equity, Barreda et al.
(2016) concluded that The dimensions of website interaction, i.e. two-way
communication and user control, have a positive impact on the dimensions of brand
knowledge, i.e. brand awareness and brand image, and in turn affect brand equity,
Ledikwe (2020) who in a study measured the impact of the development of clothing
brands on customer brand loyalty and reported that the development of clothing brands
affects brand loyalty of its customers. He et al. (2020) conducted a study focusing on the
role of development in brand equity in the economic sector. They pointed out that ethical
investments, addressing environmental issues, and social responsibility have a congruent
positive relationship with companies' brand equity.

In explaining this finding, the more influential football clubs' development, social,
economic, and environmental marketing activities in emerging markets are, the stronger
the branding of Iranian Premier League clubs will be. In this regard, Brown and Dacin
(1997) believed that development-based branding had a positive effect on shareholder
perceptions of product evaluations, as well as according to Wu and Tham (2023),
attracting talented employees and finally linking the company's brand with desirable
values such as responsibility. Ethics, environmental, and social monitoring can lead to
competitive advantage. Lai et al. (2010) that corporate social responsibility and reputation
improve brand equity in emerging markets. Sharma and Joshi (2019) stated that current
research suggests that the coherence of operations with the company's marketing activities
enables businesses to develop further. Leischnig and Enke (2011) also believed that brand
consistency was a critical factor in reducing perceived risk <brand loyalty, and receiving
price benefits. In addition, Gupta et al. (2013) explored the embedding of brand
knowledge and value within development and stated that their goal is to investigate the
relationship between knowledge-based development and brand value as the basis for
differentiation, which can affect the brand selection criteria by consumers. They have been
tested and tested with many different results. For example, as customers' knowledge about
brand development increases, their ability to differentiate between brands increases,
increasing brand concerns about product recycling and profitability related to economic
and environmental challenges will present the brand with a community in which a positive
way will affect brand knowledge and brand value received from customers. He did. The
greater the value of the customers' value presented by the brand compared to the
challenges of social development, consumers will increase the ability of consumers to
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differentiate between brands. In addition, Schultz and Block (2015) stated that brand
development is a practice that can help organizations increase brand equity both from the
marketer and consumer dimension over time. It seems that by increasing brand equity,
consumers' satisfaction with the brand increases, and as a result, the consumer finds an
emotional connection with the brand that represents loyalty. Finally, through brand
loyalty, competitive advantage can be considered the end of development.

In this study, the current status of the Persepolis Club brand was analyzed. The current
situation could be better. This gap will only be filled by a serious determination from the
country's top decision-makers and legislators and pressure from the pro-democracy
community and the media. If it can be provided in appropriate contexts according to the
identified propellants, the Persepolis Club brand will be in good condition. Otherwise, if
the current trend continues and there is no fundamental thought from the rational, the
elites, and the powerful, the current situation is not viable. It will be deteriorated and
destroyed, and small and nonessential measures are a dwelling that will only delay this
destruction. Based on the results of the research, it was generally determined that the
components of "improving brand equity, marketing activities, economic dimension, social
responsibility”" are among the key drivers of the Persepolis Club brand sustainability in
the future because they both have recorded high importance and uncertainty for
themselves. Accordingly, using them in future planning and determining possible
scenarios ahead is necessary. Some limitations in this study should be considered when
generalizing the results. The first limitation is that only PEST, DIGEST, and STEEP
models are used to identify the critical factors in future studies, which have yet to be used
because the mentioned models could not cover sports. Sports and gym-specific technical
issues and practical topics have been presented without classification and clustering.
Another area for improvement is that this research merely reflects the views of club
experts and university professors, so it is impossible to generalize their views to all
stakeholders in the club's field. Based on this, it is suggested that future researchers design
and validate models specific to future sports studies and investigate the views of all the
stakeholders of Premier League clubs about factors affecting the future in a survey study.
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