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ABSTRACT

Purpose: The research focuses on esports branding in the era of globalization, with
a multimethod analysis of the FIFAe World Cup.

Methodology: This research was conducted in two parts: quantitative and
qualitative. The statistical population of this study was experts in the field of brand
and esports. Twenty people from the research community were interviewed and
selected as the statistical sample of the research. This research uses Fuzzy Delphi, the
balanced scorecard, and the Fuzzy Analytic Hierarchical Process.

Finding: The qualitative section identified the most critical challenges in developing
the FIFAe World Cup brand using the Fuzzy Delphi method, resulting in 17 concepts.
In the quantitative part, the fuzzy analytic hierarchical process determined the priority of
each challenge affecting brand development. The study found that Weakness in the
management structure was the most critical challenge from the perspective of internal
processes, neglect of research was the most significant challenge from the perspective of
growth and leaming, ignorance of new methods of monetization and sponsorship were
the most critical challenges from the standpoint of financial aspects, and Weakness in
service quality was the most vital challenge from the perspective of customers.
Originality: The implications of this research suggest that using this model can help
familiarize managers with priorities for addressing brand development challenges of
the FIFAe World Cup and enable the integration of brand performance evaluation.
Overall, this study provides valuable insights into the challenges and strategies for
developing the brand of the FIFAe World Cup and offers a structured approach for
addressing these challenges.
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1. Introduction

In the 21st century, globalization has spurred vast changes in all business areas.
Globalization, the interaction of businesses (or firms) and people worldwide, has
accelerated due to advances in technology and communication. As business
environments become increasingly competitive, the chances of success decrease.
Hence, for firms to remain competitive, they must be flexible and develop effective
business strategies; however, the factors necessary for firm success (or performance)
can be challenging to identify (Tallman et al., 2017). Identifying operational factors
relevant to firm performance is crucial for small and mid-size enterprises (SMES)
operating with limited resources. Azimzadeh et al. (2014) likely emphasized the
significance of understanding and optimizing operational factors such as production
efficiency, supply chain management, cost control, and quality management to enhance
the overall performance of SMEs. By focusing on these operational factors, SMEs can
improve their competitiveness and sustainability in the marketplace despite resource
limitations, as Sui and Baum (2014) discussed. This underscores the importance of
strategic and efficient management of operational factors for SMEs to thrive in
challenging business environments.

One industry that embodies the effects of globalization is the esports industry. Esports
are organized competitive video gaming tournaments and competitions (Jang & Byon,
2020). The esports industry includes video game publishers and producers, content
distribution platforms, events and tournaments, media organizations, sponsors, and the
fans, teams, and players that support the industry (Mohammadi et al., 2023). Major esports
competitions have become high-profile international events and are increasingly a part of
the established sports pantheon (Pizzo et al., 2021). For instance, the International
Olympic Committee (I0C) will produce the Olympic Virtual Series (OVS), a series of
esports competitions designed to encourage physical and non-physical forms of sports
(Abdolmaleki et al., 2023).

A brand contains elements such as a name, logo, symbol, or combination. These
elements distinguish the goods and services of a company from a rival company (Kotler,
2019). Brands can have a competitive advantage in selling products and services and
gaining value (Bridgewater, 2010; Lee, 2017). A strong brand creates an integrated image
of the company in the minds, and as a result of using this brand for other company goods,
it will bring high efficiency, growth, and reduction of costs (Naha & Hassan, 2018; Saber
Sheikh, 2013).

On the other hand, the development of information technology worldwide and its rapid
entry into everyday life have created new issues and necessities, and e-business has
replaced traditional methods. Nevertheless, the e-business world is confusing for many
newcomers, and many face a paradox that makes them hesitant to stay in this kind of
business (Finch et al., 2020). The term esports is used to describe competitive and
organized video games. This growing sector of the sports industry can potentially affect
millions of young people around the world. For example, it is predicted that in 2020, this
sector will have a $ 23.5 billion turnover (Cunningham et al., 2018; Funk et al., 2018;
Pizzo et al., 2018). Today, about 385 million people worldwide are involved in esports,
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and by 2020, that number will reach 589 million (Baker & Pizzo, 2021; Dilek, 2019; Finch
et al., 2020; Pizzo et al., 2021). For the citizens of Katowice, Poland, it is a familiar sight
to see thousands of young people visiting the city to watch video games. For many other
people, watching video games may seem unusual, but the people of this city have a
different experience. Since 2013, when the first league of esports was held in the city, the
tournament has quickly become a fun event, and every year, many people from all over
Poland and around the world come to this city to compete and meet esports enthusiasts
(Scholz, 2019).

The FIFA Interactive World Cup (FIWC) is a renowned tournament in competitive
gaming. It has a rich history, starting in Switzerland in 2004 and expanding over the years.
The competition gained recognition in the Guinness World Records in 2010, and by 2013,
it had attracted over 2.5 million players. 2015, the tournament integrated game consoles,
allowing participants to compete using Xbox One and PlayStation 4. Subsequently, in
2018, the FIWC was renamed the FIFAe World Cup (FeWC), and more recently, it has
been rebranded as the FIFAe World Cup. Since 2016, the qualifying rounds of the FeWC
have been held online using the PlayStation and Xbox networks, with players competing
in the EA Sports FIFA game. They can qualify for the final by participating in FIFA
Global Series tournaments throughout the season or by excelling in online qualifiers or
playoffs to reach the final 16 players. During the Grand Finals of the FeWC, 32 players
compete, divided into four groups (two for each console). The top 16 players from these
groups move on to the knockout stage. The tournament format includes a group stage,
round of 16, quarterfinals, and semi-finals, with the final being a two-leg match played on
both consoles. The FeWC Grand Finals is a multi-day event with draws and competitions
spread over three days. The winner receives a substantial prize of $250,000 and a ticket
to the Best FIFA Awards, where they can meet prominent figures from the real football
world. The Grand Finals are streamed live on platforms like YouTube and Twitch and
have been broadcast on TV in over 100 countries worldwide. The tournament's growing
popularity, global reach, and significant prize money and exposure through live
broadcasts underscore its importance in competitive gaming.

Depending on their feelings toward the brand, brand customers act differently
(Hollebeek & Chen, 2014). In essence, positive emotions toward the brand lead to the
facilitation of recommendatory advertising for the brand, making customers more loyal
and increasing people's willingness to forget brand misbehavior (Mahmoudabadi, 2019).
Negative feelings about the brand are often considered inappropriate because it lead to
negative recommendatory advertising, increased complaints and protests, reduced
support, and retaliatory behaviors (Osuna Ramirez et al., 2019; Rasooli et al., 2016). The
brand management process, if done correctly and consistently, can increase the value of
organizations. Recent research has also placed great emphasis on the concept of strategic
branding (Abdolmaleki, 2020; Jensen & Beckmann, 2009; Price et al., 2013; Saatchian et
al., 2012; Schnitzer et al., 2014; Slavich et al., 2018; Tomlinson, 2014). Research has been
done on the branding of sports clubs (Chanavat, 2017; Rezaei, 2015; Richelieu, 2008),
sports leagues (Khabiri et al., 2004; Kunkel et al., 2014; Najafikolori et al., 2012; Slavich
et al., 2018) and sports organizations (Asagba, 2009; Richelieu & Lessard, 2014;
Tomlinson, 2014). Although researchers have suggested that academic research into
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esports should be developed (Funk et al., 2018), esports is still neglected as a fledgling
part of the sports industry.

It should be noted that no research has been done to examine the brand's development
in the esports field. Also, no research has examined branding strategy in sports in general
and esports in particular with a balanced scorecard approach. Therefore, proper brand
management and reviewing the challenges of implementing the league branding strategy
are essential to achieve international standards. In this regard, in this study, we try to
identify the barriers affecting the development of the FeWC brand, classify and prioritize
them based on BSC and fuzzy analytic hierarchical process (FAHP), and finally provide
solutions for removing the barriers. So, the main research question is, what are the
challenges of developing FeWC brand?

2. Methodology

The current study involved two phases. In the first phase, we developed an initial set of
challenges and strategies affecting the brand of the FIFAe World Cup. We refined this list
by applying Fuzzy Delphi Method (FDM) with a panel of esports branding experts. This
phase allowed us to identify the most critical factors affecting the brand of the FIFAe
World Cup.

In the second phase, we collected data from esports branding experts and evaluated
the relative importance of each factor according to the Fuzzy Analytic Hierarchy
Process (FAHP) method. We review the procedures associated with each phase in the
following sections.

2.1. Fuzzy Delphi Method (FDM)

The Delphi method is a research method that seeks to establish consensus on a complex
problem amongst a group of experts in a particular field (Dalkey et al., 1970). Experts’
opinions are converged via several questionnaires (Abdolmaleki et al., 2020). The
approach is well-established in studying sports organizations (Abdolmaleki et al., 2018;
Anderson et al., 2019; Costa, 2005). The Delphi method is an effective process of
establishing consensus expert opinions in a given field. However, the technique does have
weaknesses, including 1) multiple survey cycles are time-consuming for both participants
and researchers; 2) multiple surveys are expensive to administer and analyze; 3) repeated
expert cooperation is required before consensus emerges, needlessly increasing the
difficulty of coordination and communication; 4) lack of complete consensus amongst
experts makes it easy to misinterpret the collective position, especially for complex
contexts; 5) the analytical process can weaken or exclude minority opinions (Hsu & Yang,
2000; Ishikawa et al., 1993).

To overcome these limitations, Abdolmaleki et al. (2023) proposed integrating fuzzy
set theory Abdolmaleki et al. (2023) with the Delphi method. Fuzzy set theory enables
representation of the uncertainty and imprecision in natural world systems. The key
underlying principle of fuzzy set theory is that while some sets have sharply defined
inclusion criteria, that is not true in many applications. It can be helpful to consider setting
membership along a continuum from totally not a member to totally a member
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(Abdolmaleki et al., 2023). Thus, fuzzy theory can represent vague or imprecise data,
directly incorporating a measure of uncertainty. Applied to the Delphi method, a
membership degree establishes the membership function of each expert’s perspective on
each study element. Further refining the Fuzzy Delphi method (FDM), Ishikawa et al.
(1993) introduced the max-min algorithm and fuzzy integration, which allow the
compilation of expert opinions into fuzzy numbers.

Consistent with previous Fuzzy Delphi studies (Abdolmaleki, 2020; Abdolmaleki et
al., 2018; Hsu & Yang, 2000; Ishikawa et al., 1993; Kashtidar et al., 2017), we deployed
a four-step approach to data analysis. In the first step, we established an initial list of brand
management by applying the BSC method and the four perspectives of finance, customer,
internal processes, and growth and learning, drawing candidate factors from the
researchers' opinions and interviews with esports branding experts. During this review,
we identified 20 factors as potentially effective in affecting the brand management of
FIFAe World Cup. Five esports branding experts (faculty members in sports management
with publications and practical experiences in esports and sports branding) evaluated each
barrier as an initial filtering step. The 20 factors were discussed with each participant as
part of a semi-structured interview. Most questions used the identified barrier as a prompt,
and the participant was asked, “Does this make sense?” or “Do you recognize this a factor
that is important in esports brand management?”” All items were retained.

The second step involved collecting expert opinions on the importance of each factor
in the success of esports brand management. We surveyed experts to determine the final
version of the criteria. In this way, the factors obtained in the first step were sent to
them in the form of an electronic questionnaire on the Likert scale, and they were asked
to determine the importance of each of these factors from 1 (very insignificant) to 5
(very important).

In the third step, the expert opinions collected from the questionnaires were organized
into estimates and triangular fuzzy numbers that were established to permit further
evaluation. Triangular fuzzy numbers are established by allocating weights (between zero
and one) to the minimum, maximum, and most likely values. A triangular fuzzy number
is shown in Figure 1. The most likely value is best represented by the geometric average
of the experts’ opinions (Saaty, 2000), acommon approach in practical studies using FDM
(Wu & Fang, 2011). Thus, we adopted the geometric average for the most likely value
score. For each business strategy attribute, we established a fuzzy weight represented by
the triple: A = (La, Ma, Ua), where La represents the lower bound, Ma is the geometric
mean, and Ua represents the upper bound of expert opinions. That is, for all experts i:
Ly = min(Xy;); Uy = max(Xa); Mg = (I y Xa)'/™.
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Figure 1. Triangular fuzzy number.

In the fourth step, de-fuzzification was used to filter the criteria. De-fuzzification
converts from triangular fuzzy numbers to crisp representations that can be evaluated
relative to pre-established criteria. Based on previous studies (Abdolmaleki et al., 2018;
Abdolmaleki et al., 2020), we used geometric mean D(A) of each indicator’s triangular
fuzzy number to denote the consensus of the expert group on the indicator’s appraisal
value. For the threshold value r, the 70/30 rule was adopted with r set as 0.7 (Abdolmaleki
et al., 2018). This indicated that among the factors for selection, ‘*30% of the factors
account for a 70% degree of importance of all the factors’’ (Hsu & Yang, 2000, P30). The
selection criteria were:

(Ly+ (4% My)+ Uy)
6

D(A) =

If D(A) > 0.7, then the factor is retained

If D(A) < 0.7, then the factor is deleted

2.2. Fuzzy Analytic Hierarchy Process (FAHP)

The Analytic hierarchy process (AHP) is a popular method for solving complicated
decision problems. AHP has been applied extensively by professionals and academics in
engineering and management (Pedroso et al., 2018). In traditional AHP, a nine-point scale
establishes the pairwise comparisons between criteria and sub-criteria. However, the
method has been criticized because the discrete scale cannot handle uncertainty and
ambiguity (Chan & Kumar, 2007). Assigning a triangular fuzzy number (TFN) to each
linguistic scale, as summarized in Table 1, provides a resolution.

Table 1. Linguistic Scale (Hsu & Yang, 2000).

Linguistic scale for the importance Crisp value  Fuzzy number
Equally important 1 (11)
Judgment values between equally and moderately 2 (12,3)
Moderately more important 3 (2,34)
Judgment values between moderately and strongly 4 (34,5)
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Linguistic scale for the importance Crisp value  Fuzzy number
Strongly more important 5 (45,6)
Judgment values between strongly and very strongly 6 (5,6,7)
Very strongly more important 7 (6,7,8)
Judgment values between very strong and extremely 8 (7,8,9)
Extremely more important 9 (8,9,9)

FAHP adds fuzzy logic to the AHP method to deal with the impreciseness of opinions
from the experts. In this research, we use the extent analysis method proposed by Chang
(1996) to implement the fuzzy AHP method. The technique uses pairwise comparisons to
evaluate the importance of criteria concerning the primary goal, and the alternatives
concerning each criterion. The following are the five steps of the FAHP method:

1) Problem definition: the goal is to rank challenges and strategies for developing
the brand of the FIFAe World Cup.

2) Hierarchy structure set up: As shown in Figure 2, the hierarchy structure consists
of three levels. The top-level states the final goal of the problem. The middle layer
contains four perspectives of BSC, and the bottom layer includes the challenges
and strategies for developing the brand of the FIFA World Cup, which are the
outputs from the Delphi method.

Goal: Developing Brand
Management of Esports League

~

Financial Perspective Customer Perspective Internal Pro?esses Growth and L.earnmg
Perspective Perspective
el mleleleee]m e s o= [« ][] ]

Figure 2. Hierarchy of the fuzzy framework.

3) Pair-wise comparisons: The pairwise comparisons involve a linguistic response
where experts, based on their knowledge and experience, decide on the relative
importance of one item over another. Table 2 defines the linguistic scales and the
associated fuzzy numbers.

4) Fuzzy weight determination per criterion: Since uncertainty is one of the most
common features of decision-making problems, FAHP method was developed to
answer this problem. This method allows decision makers (esports branding
experts - faculty members in sports management with publications and practical
experiences in esports and sports branding) to express their finite or flexible
precedents with fuzzy numbers and, in these cases, introduce uncertainty in the
judgments. Fuzzy theory is a mathematical theory designed to understand vague
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human behaviors. The decision maker can generally express their opinion in the
form of optimistic, pessimistic, moderate, wholly relevant, and the like (Lotfi et
al., 2012).

This hierarchy is prepared by comparing the options two by two instead of prioritizing
the options together simultaneously, and these judgments are presented as a degree of
precedence. Table 2 is defined for different degrees of priority when comparing the pairs
between the indicators (Saaty, 1980; Saaty, 2000).

Table 2. Different degrees of precedence for triangular fuzzy numbers.

Linguistic scales  Triangular fuzzy numbers Inverse triangular fuzzy numbers
Extreme strong (9,9,9) (1.1,9.1,9.9)
Very strong (8,7,6) (1.1,8.1,7.6)
Strong (4,5,6) (116.154)
relatively strong (432) (1.1,2.1,3.4)
Equivalent (11,1) (11,1)

Middle numbers (321) 543)(765) (9,87  (11123)(1.13.145)(1.1,5.1,6.7) (1.1,7.1,8.9)

The numbers used in this method are triangular fuzzy numbers. Consider the two
triangular numbers M; = (I; + my + u;) and M, = (I, + m, + u,) drawn in Figure 3.

4

e - - -

|
I
|
I
|
I
!
|
1

I8 m L u - 1y -
Figure 3. Triangular numbers M1 and M2.
Its mathematical operators are defined as relations (1), (2), and (3).
() M; +M, =(; +1,,m; + m,,u; +u,)
@) My * M = (Ig * 13, my * my,uy * uy)
® M7 = o) Mo = )

It should be noted that the multiplication of two triangular fuzzy numbers, or the
inverse of a triangular fuzzy number, is no longer a triangular fuzzy number. These
relations express only an approximation of the real multiplication of two triangular fuzzy
numbers and the inverse of a triangular fuzzy number. In this method, for each row of the
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pairwise comparison matrix, the value of SK, which is itself a triangular number, is
calculated by Equation (4):

4 Sk = Z My *

In this equation, k represents the row numbers, and i and j represent the options and
indicators. In the next step, the possibility degrees of SK should be calculated. In general,
if two numbers of M1 and M2 are two triangular fuzzy numbers, the possibility degree of
M1 to M2, denoted by V, is defined as Equations (5):

VM, = M) =1 if My > M,

Q) V(M; = M,) = hgt (M1 ﬂ Mz) otherwise

We also have:

-1
hgt (M1 ﬂM2> = (u, — 12;:- (11212 —m,)

A convex triangular fuzzy number’s possibility degree to be bigger than k convex
triangular fuzzy numbers is obtained using Equations (6):

(6) VM = My .o M) =V (M, = M), .. V(M = My)

To calculate the weight of the indices in the pairwise comparison matrix, Equation (7)
is used:

) W ) =Min{V(s = S)), k=1.2,..n k#i
Therefore, the weight vector of the indicators will be as follows:
®) W' (x) = [W'(C,), W' (Cp), ... W'(C)]T

That is the vector of the abnormal coefficients of the FAHP. With the help of Equation
(9), the abnormal results obtained from Equation (8) are normalized. The normalized
result of Equation (9) is called w.

W’i

xw'y

© Wi

5) Evaluate the weights of the criteria: The final weights of the challenges and
strategies for developing the brand of the FIFAe World Cup are the product of
each perspective of finance, customer, internal processes, and growth and
learning of BSC.
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2.3. Data Collection and Participants

We sent 28 invitations to experts, and twenty marketing practitioners accepted our
invitation. This number was consistent with the widely accepted size of 15-20 participants
for a Delphi panel (Dalkey et al., 1970). To be included in the theoretical sample,
individuals must have the following characteristics:

1- At least a university degree, master of sports management/marketing, or related
field.
2- At least five years of marketing experience in esports and sports branding.

Table 3 shows sample characteristics.

Table 3. Demographic characteristics.
Characteristics Number
Asia
Europe
America
Australia
Under 40
40-50
50-60
More than 60
Men
Women
Master degree
Doctorate
Five years
Years of experience 5-15
More than 15

Region

Age

Sex

University degree

[ P e P E E e A I T DS T R ENS

The data collection from each expert was implemented in two steps. For the FDM,
responses were received from 20 of the 28 participants. For the FAHP survey, 20
participants ranked the importance of the factors. Microsoft Excel and MATLAB
Software were used to analyze the data.

3. Results

According to the Delphi panel members, 17 factors related to the brand development
challenges of the FIFA eWorld Cup were obtained. As illustrated in Table 4, 17 factors
were placed in four perspectives of BSC.

Table 4. Results of the Fuzzy Delphi Method in four perspectives.

Row Perspective Factor IndexD(A)~
1 Weakness in the management structure 0.761
2 Perceptual issues 0.867
3 Internal processes Weakness in communication with the media 0.774
4 Technological problems 0.853
5 Legal gaps 0.792
6 Neglect of research 0.740
7 Growth and learning Weakness in fostering creativity 0.790
8 Weakness in staffing management 0.788
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Row Perspective Factor IndexD(A)~
9 Weaknesses in the process of talent identification 0.711
10 Ignorance of new methods of monetization and sponsorship 0.730
11 Financial Ignoring the r_nomtonng p03|_t|on 0.769
12 Lack of attention to players' rights 0.708
13 Lack of attention to a target market 0.767
14 Weakness in brand philosophy 0.772
15 Weakness in culture building 0.811
Customer
16 Ignorance of fan loyalty 0.813
17 Weakness in service quality 0.717

The obtained 17 factors were then ranked using FAHP method, as shown in Table 5.
Weakness in management structure is an essential challenge from the perspective of
internal processes, neglect of research is the most critical challenge from the standpoint
of growth and learning, and neglect of new revenue and sponsorship methods is a crucial
challenge from the perspective of financial and Weakness in service quality is the most
critical challenge from the perspective of the customer.

Table 5. The final weight of the indicators according to FAHP.

Row Perspective Indicator Final weight (Wi)
1 Weakness in the management structure 0.134
2 Perceptual issues 0.095
3 Internal processes Weakness in communication with the media 0.115
4 Technological problems 0.122
5 Legal gaps 0.081
6 Neglect of research 0.129
7 Weakness in fostering creativity 0.106

Growth and learning
8 Weakness in staffing management 0.122
9 Weaknesses in the process of talent identification 0.088
10 Ignorance of new methods of monetization and sponsorship 0.133
11 Ignoring the monitoring position 0.096
Financial g g gp
12 Lack of attention to players' rights 0.103
13 Lack of attention to a target market 0.118
14 Weakness in brand philosophy 0.118
15 Weakness in culture building 0.084
Customer
16 Ignorance of fan loyalty 0.098
17 Weakness in service quality 0.125

4. Discussion and conclusion

This study evaluated the FIFAe World Cup's brand development challenges using the
BSC model and FAHP. By interpreting the obtained results, 17 challenges in brand
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development were identified and then prioritized by FAHP. We are going to discuss our
findings according to the four perspectives.

4.1. Internal process

Weakness in management structure was the first obstacle to brand development. The
following were sub-themes of the challenge of Weakness in the management structure of
the FIFAe World Cup brand. Management instability, lack of reliable approved charts and
undefined jobs, lack of strategic plan, Lack of a specific trustee in the brand management
issue, secrecy in doing all things and making them look secure, lack of transparency of
operations, rule of taste in acting according to regulations and abuse of existing gaps,
Lack of command unity in the administration of affairs, personal performance of
managers in enforcing laws, reworking due to lack of coordination of managers, which
also in researches done by (Rasooli et al., 2016) and (Rezaei, 2015), weaknesses in the
football management structure has been noted. The next barrier was legal gaps. The
following were sub-themes of the challenge of legal gaps for the FIFAe World Cup brand:
Lack of new and coherent laws, lack of executive guarantees for scheduled plans, frequent
changes in laws, regulations, and directives, ignoring legal issues, lack of specific criteria
for concluding contracts, the unclear legal contribution of individuals in the organization.

Weaknesses in communication with the media and technology management were other
challenges in this area. The following were sub-themes of the challenge of poor
communication with the media of the FIFAe World Cup brand: Lack of interaction
between the media and the officials of the organization, marginalization of events by the
media due to unclear media strategy. Weak media coverage of matches may lead to a
decrease in sports fans (Schnitzer et al., 2014). Also, substantial and systematic
interactions must be established between the media and the FIFAe World Cup to develop
the brand. Holding news conferences and establishing dedicated media for the FIFAe
World Cup will help you do more effective marketing.

The last obstacle in the internal process dimension was the perceptual barrier. The
following were the sub-themes of the challenge of perceptual problems of the FIFAe
World Cup brand: Negative view of members towards each other, lack of confidence in
perspectives and policies, lack of systemic thinking, getting used to problems, lack of
common aspirations of members, feeling of narcissism in managers, weak self-
confidence. Therefore, the FIFAe World Cup should solve the perceptual challenges by
promoting organizational culture.

4.2. Growth and learning

Weakness in staffing management was identified as another strategic barrier to developing
the FIFAe World Cup brand. The following were the sub-themes of the challenge of
Weakness in staffing management of the FIFAe World Cup brand: Inefficiency and agility
of some human resources in the body of the organization, lack of specialized staff, non-
practical training of managers due to separation from the natural environment of the
organization, the existence of inefficient and inexperienced managers and their lack of
knowledge about branding, Lack of managers' evaluation indicators. According to the
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study of Kumar (2005), one of the most essential elements in the marketing system is
human resources, and the functions of this element are irreplaceable and influential. In
this regard, Chanavat (2017) has positively identified the role of the managers of Paris
Saint-Germain, especially the CEO of the team, in the internationalization of the club's
brand. Rasooli et al. (2016) also considered the Weakness of human resources as one of
the internal challenges of brand management. In this regard, the managers of the FIFAe
World Cup can provide the necessary ground for developing human resource productivity
by holding workshops and in-service training courses focusing on branding. Manoli
(2020), who examined the brand's capabilities in English Premier League clubs,
considered the existence of training for employees and the provision of specific
regulations in the field of a brand for taking advantage of brand capacity. Weakness in
talent identification was another barrier to developing the FIFAe World Cup brand. The
following were the sub-themes of the challenge of Weakness in the process of talent
identification of the FIFAe World Cup brand: Lack of cooperation and coordination with
other organizations in potential countries, lack of attention to training skilled staffing in
the field of talent identification, lack of integrated, executive and structured plan in talent
identification, lack of facilities and equipment for talent identification in some less
developed countries, financial problems in talent identification, lack of a strategic plan,
unfamiliarity with scientific methods of talent identification, ignoring the competitions
and sports talents of remote deprived areas. One of the most important things to consider
in the field of talent identification is the income of talented players from this sport. If the
income level of the players is appropriate, it will be a good model for teenagers and young
players, and they will be more inclined to be attracted to this field. Given the complexity
and importance of the talent identification process, especially in esports, where the ability
to identify talent can be slightly different from that of traditional sports, the talent
identification process must be done correctly.

Neglect of research and innovation was another known barrier in this research. The
following sub-themes were the challenge of ignoring the research of the FIFAe World
Cup brand: The gap between esports and the university, non-use of research nuclei,
Distance of research from existing realities, lack of cooperation between managers and
academics, lack of marketing research and development units. Research by Pizzo et al.
(2018) has shown that the university-esports relationship model was unsuccessful.
Keshavarz et al. (2017) stated that the relationship between university and sports is usually
considered one of the main challenges in sports development. Therefore, the relationship
between esports and the university must be improved; it is also necessary to provide a
platform for the brand to flourish by using the methods and modeling of the world's
leading clubs.

4.3. Financial

Lack of attention to the other players’ rights was another challenge. The following sub-
themes of the challenge of ignoring players' rights in the FIFA World Cup are lack of
awareness and ability to protect their rights, such as brand and copyright, and not
allocating part of the revenue to all players. Although $500,000 was distributed among
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the finalists in 2019, it is not enough for professional athletes participating in the
competitions. For example, a player who successfully competes in the qualifying rounds
climbs to 32 finalists and ranks 17th in this round, receiving only a $750 prize. Eizadi et
al. (2017); Rasooli et al. (2016) state that to receive football clubs' rights, people proficient
in sales negotiation techniques should be selected. Individuals skilled in negotiating,
buying, and selling club shares in the stock market on time should be chosen and have
bargaining power to obtain the most television and internet broadcasting rights. Ignoring
the position of supervision and financial corruption was another challenge. The following
were sub-themes of the challenge of ignoring the position of supervision in the brand of
the FIFAe World Cup: Lack of a capable supervisory organization, lack of reporting as a
control tool, laws being written and not implemented, formal, relational, and illegal
assessments, not punishment of the offenders. Corruption and lack of proper supervisory
endanger the organization's liquidity. Najafikolori et al. (2012) stated that cultural factors
are the most critical factor affecting the incidence of corruption in the football federation,
and privatization is the best solution to prevent corruption. The existence of tax evasion
tricks, the lack of protection and enforcement laws in these contracts, and the Weakness
of disciplinary and civil laws have contributed to the spread of these problems. Ignoring
the target market was another challenge of the financial dimension. The following sub-
themes were the challenge of ignoring the target market in the brand of the FIFAe World
Cup: Ignoring potential fans in countries where the FIFAe World Cup is less well known,
Lack of use of international development capacities. The FIFAe World Cup, due to
international and global management institutions, has a single specialized language and a
global representation. Therefore, it can attract spectators worldwide, just like global
professional clubs like Real Madrid, which have countless fans worldwide. In their
research, Kim et al. (2020) stated that fans are essential in creating or destroying brand
value. Despite the research conducted in identifying advocacy motives, it is observed that
most of the actions taken in the field of loyalty are only focused on finances, such as
shopping discounts. At the same time, the motivation of many fans is emotional, and more
attention should be paid to this dimension.

The present study also found that new methods of monetization and sponsorship have
a broad impact on brand development. The following were sub-themes of the challenge
of ignoring the new ways of monetizing and sponsoring the FIFAe World Cup: Traditional
methods of monetization and marketing, cross-sectional economic activities, not using
existing monetizing capacities, The low and unknown reputation of e-football at the
international level, the lack of use of new technologies in marketing, short-term contracts
between the organization and the sponsor, the inadequacy of attractive factors in attracting
and retaining sponsors. Among the sources of income, the FIFA World Cup has only been
able to use sponsors, ticket sales, and advertising, and it is deprived of other sources of
revenue. Creating wealth requires new marketing strategies, which is also weak. Using
the experiences of reputable football clubs can be helpful in this regard. Manchester
United, for example, has brand stores that sell various goods. It also has teams at different
levels in football and basketball (Richelieu & Lessard, 2014). There will be less incentive
to invest when there is not enough correlation between sponsors' expenses and incomes.
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4.4, Customer

Weakness in brand philosophy was one of the challenges in the customer dimension. The
following were sub-themes of the challenge of Weakness in brand philosophy in the brand
of the FIFAe World Cup: Ignoring branding and identity building in sports fans, ignoring
brand associations, ignoring word of mouth on social media, neglecting to hold side events
to increase brand awareness, ignoring social responsibility. Manoli (2020) stated that the
English Premier League brand is strong enough to protect itself, and this powerful brand
results from paying attention to the brand philosophy. The elements that make up the
brand identity must be considered to present the desired brand philosophy. Ignorance of
fan loyalty was another strategic barrier. The following sub-themes were the challenge of
ignoring the loyalty of the fans of the FIFAe World Cup brand: Weakness in the use of
advocacy systems, ignoring the diverse needs of the fans, ignoring the interaction and
communication with the fans, not paying attention to the needs of the stakeholders, acting
passively in attracting new fans, not planning according to the needs of the fans. Rasooli
et al. (2016) have introduced insufficient attention to meet the needs of the fans as one of
the influential factors in the unfavorable image of football. Despite research in identifying
advocacy motives, it is observed that most of the actions taken in the field of loyalty are
focused only on finances, such as shopping discounts. At the same time, the motivation
of many fans has been emotional. Also, the weakness of advocacy systems, debts, and the
lack of transparency of these systems make the fans hesitate to join and pay. Weakness in
service quality of the FIFAe World Cup was another barrier in this research. The
following were the sub-themes of the challenge of Weakness in the quality of services of
the FIFAe World Cup: Poor service to fans, poor attraction and use of international
celebrities during events, the existence of alternative entertainment, which is consistent
with the findings by Akbari Yazdi et al. (2014) who assessed the quality of services of the
Iranian Football League as poor. Therefore, to improve the quality of services at the FIFA
World Cup, all aspects affecting the quality of services should be considered. Slavich et
al. (2018) mentioned electronic facilities, physical facilities, and team privileges as
influential factors in service quality and fan satisfaction. Weakness in culture building,
especially fan culture, was another identified strategic barrier to promoting the brand's
reputation. The following were sub-themes of the challenge of weak culture-building in
the fans of the FIFAe World Cup brand: Vandalism, lack of advocacy centers, margins,
unprofessional and immoral behavior, hooliganism and aggression, and disregard for
culture-building in fans. In this regard, researchers who refer to the new moral and social
challenges in football and other sports have stated that ethical standards should be based
on the latest priorities and responsibilities of good governance in today's globalized sports
e.g. (Naha & Hassan, 2018; Tomlinson, 2014).

Like any other study, we had limitations in this study. First, the study's statistical
population was limited to experts and specialists in esports. The size of the population was
limited, and access to individuals was complicated. On the other hand, the coronavirus
epidemic exacerbated this problem; therefore, the researcher used virtual or in-person
interviews to obtain the required information. This problem can be solved by eliminating
the coronavirus outbreak, and researchers can use face-to-face interviews in future
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research. Second, we only examined the FIFAe World Cup, the results of which cannot
be generalized to all esports because other essential events in esports are different from
the present study; therefore, researchers are advised to review other valid esports leagues
and compare the results with the present study to reveal the differences.

The final result of the present study is the possibility of achieving a combined model
of BSC and FAHP to evaluate the challenges of implementing a balanced scorecard in
strengthening the FIFAe World Cup. Although some barriers in branding were examined
in previous research, a model with a balanced scorecard approach was presented in this
research. These barriers were examined more comprehensively, and strategies in the
direction of these barriers were presented that lack of them have been felt in previous
research. Using this model can familiarize managers with the priorities of addressing the
challenges of developing the brand of the FIFAe World Cup and provide the possibility
of integrating the performance evaluation of the brand of the FIFAe World Cup. This
study can help as an active system by considering the contribution of identified criteria in
achieving strategic goals and visions.

Disclosure statement and funding

The authors declare no potential conflicts of interest. The present study received no financial
support from any organization or institution.

Acknowledgment

We would like to give special thanks to all the participants in this study.

References

Abdolmaleki, H. (2020). Modelling the role of Ergonomy and Sportscape on Service Experience
of Clients of E-Sport Business with mediating of E- Word of mouth. Communication
Management in Sport Media, 8(1), 50-60. https://doi.org/10.30473/jsm.2020.52424.1405

Abdolmaleki, H., Mirzazadeh, Z. S., & Ghahfarokhhi, E. A. (2018). Identify and prioritise factors
affecting sports consumer behaviour in Iran. International Journal of Sport Management
and Marketing, 18(1-2), 42-62. https://doi.org/10.1504/1JSMM.2017.10012364

Abdolmaleki, H., Mohammadi, S., Babaei, M., Soheili, B., Dickson, G., & Funk, D. (2023). Co-
branding drivers between professional sport organizations and on-field sports apparel
sponsors. International Journal of Sports Marketing and Sponsorship, 24(5), 985-1001.
https://doi.org/10.1108/1JSMS-03-2023-0048

Abdolmaleki, H., Soheili, B., Varmus, M., & Khodayari, A. (2020). Presenting a new mixed
method for measuring service quality of health clubs. International Journal of Sport
Management and Marketing, 20(5-6), 312. https://doi.org/10.1504/1JSMM.2020.115117

Akbari Yazdi, H., Hamidi, M., Sajjadi, S. N., & Khabiri, M. (2014). The analysis of service
quality of I.R.Iran football premier league based on SERVQUAL. Sport Management
Studies, 6(25), 15-38. https://smrj.ssrc.ac.ir/article_3.html?lang=en

Anderson, A., Dixon, M. A., Oshiro, K. F., Wicker, P., Cunningham, G. B., & Heere, B. (2019).
Managerial perceptions of factors affecting the design and delivery of sport for health
programs for refugee populations. Sport Management Review, 22(1), 80-95. https://doi.
0rg/10.1016/j.smr.2018.06.015



https://doi.org/10.30473/jsm.2020.52424.1405
https://doi.org/10.1504/IJSMM.2017.10012364
https://doi.org/10.1108/IJSMS-03-2023-0048
https://doi.org/10.1504/IJSMM.2020.115117
https://smrj.ssrc.ac.ir/article_3.html?lang=en
https://doi.org/10.1016/j.smr.2018.06.015
https://doi.org/10.1016/j.smr.2018.06.015

55 ISports Business Journal Summer 2024, Vol. 4, Issue 3, p. 39-59

Asagba, B. O. (2009). Perceived impediments to effective sports sponsorship in Nigeria.
International Journal of African & African-American Studies, 7(1), 67-72. https://oa.
mg/work/162625618

Azimzadeh, S. M., Ehsani, M., Kordnaeij, A. a., & Kozechian, H. (2014). Identifying a
conceptual model for starting-up small and medium sized sport enterprises. Sport
Management Studies, 6(22), 189-208. https://smrj.ssrc.ac.ir/article _216.html?lang=en

Baker, B., & Pizzo, A. (2021). Unpacking nuance among esports consumers: Market partitions
within esports based on social media analytics. International Journal of Esports., Fox
School of Business Research Paper Forthcoming, 1-14. https://www.ijesports.org/article/
53/html

Bridgewater, S. (2010). Football brands. Springer. https:/link.springer.com/book/10.1057/978
0230281363

Chan, F. T., & Kumar, N. (2007). Global supplier development considering risk factors using
fuzzy extended AHP-based approach. Omega, 35(4), 417-431. https://doi.org/10.1016/
j.omega.2005.08.004

Chanavat, N. (2017). French football, foreign investors: global sports as country branding.
Journal of Business Strategy, 38(6), 3-10. https://doi.org/10.1108/JBS-04-2017-0053

Chang, D.-Y. (1996). Applications of the extent analysis method on fuzzy AHP. European
Journal of Operational Research, 95(3), 649-655. https://doi.org/10.1016/0377-2217
(95)00300-2

Costa, C. A. (2005). The status and future of sport management: A Delphi study. Journal of
Sport Management, 19(2), 117-142. https://doi.org/10.1123/jsm.19.2.117

Cunningham, G. B., Fairley, S., Ferkins, L., Kerwin, S., Lock, D., Shaw, S., & Wicker, P. (2018).
eSport: Construct specifications and implications for sport management. Sport
Management Review, 21(1), 1-6. https://doi.org/10.1016/j.smr.2017.11.002

Dalkey, N., Brown, B., & Cochran, S. (1970). Use of self-ratings to improve group estimates:
Experimental evaluation of Delphi procedures. Technological Forecasting, 1(3), 283-
291. https://doi.org/10.1016/0099-3964(70)90029-3

Dilek, S. E. (2019). E-Sport Events within Tourism Paradigm: A Conceptual Discussion.
Uluslararast Giincel Turizm Arastirmalart Dergisi, 3(1), 12-22. https://doi.org/10.306
25/ijctr.525426

Eizadi, A., Shabani Bahar, G., Goodarzi, M., & Honari, H. (2017). Development of Marketing
Strategic Planning for Planning for Iranian Football Premier League Clubs with SWOT
Analysis. Applied Research in Sport Management, 6(2), 21-34. https://arsmb.journals.
pnu.ac.ir/article 4294.html?lang=en

Finch, D.J., Abeza, G., O’Reilly, N., & Mikkelson, A. (2020). Esport sponsorship: Practitioners’
perspectives on emerging trends. Journal of Brand Strategy, 9(1), 59-74. https://hstalks.
com/article/5630/esport-sponsorship-practitioners-perspectives-on-e/

Funk, D. C., Pizzo, A. D., & Baker, B. J. (2018). eSport management: Embracing eSport
education and research opportunities. Sport Management Review, 21(1), 7-13. https:/
doi.org/10.1016/j.smr.2017.07.008

Hollebeek, L. D., & Chen, T. (2014). Exploring positively-versus negatively-valenced brand
engagement: a conceptual model. Journal of Product & Brand Management, 23(1), 62-
74. https://doi.org/10.1108/JPBM-06-2013-0332

Hsu, T., & Yang, T. (2000). Application of fuzzy analytic hierarchy process in the selection of
advertising media. Journal of Management and Systems, 7(1), 19-39.



https://oa.mg/work/162625618
https://oa.mg/work/162625618
https://smrj.ssrc.ac.ir/article_216.html?lang=en
https://www.ijesports.org/article/53/html
https://www.ijesports.org/article/53/html
https://link.springer.com/book/10.1057/9780230281363
https://link.springer.com/book/10.1057/9780230281363
https://doi.org/10.1016/j.omega.2005.08.004
https://doi.org/10.1016/j.omega.2005.08.004
https://doi.org/10.1108/JBS-04-2017-0053
https://doi.org/10.1016/0377-2217(95)00300-2
https://doi.org/10.1016/0377-2217(95)00300-2
https://doi.org/10.1123/jsm.19.2.117
https://doi.org/10.1016/j.smr.2017.11.002
https://doi.org/10.1016/0099-3964(70)90029-3
https://doi.org/10.30625/ijctr.525426
https://doi.org/10.30625/ijctr.525426
https://arsmb.journals.pnu.ac.ir/article_4294.html?lang=en
https://arsmb.journals.pnu.ac.ir/article_4294.html?lang=en
https://hstalks.com/article/5630/esport-sponsorship-practitioners-perspectives-on-e/
https://hstalks.com/article/5630/esport-sponsorship-practitioners-perspectives-on-e/
https://doi.org/10.1016/j.smr.2017.07.008
https://doi.org/10.1016/j.smr.2017.07.008
https://doi.org/10.1108/JPBM-06-2013-0332

Koohfallah and et al. eSports Branding in a Globalized Era: A Multimethod...l56

Ishikawa, A., Amagasa, M., Shiga, T., Tomizawa, G., Tatsuta, R., & Mieno, H. (1993). The max-
min Delphi method and fuzzy Delphi method via fuzzy integration. Fuzzy Sets and
Systems, 55(3), 241-253. https://doi.org/10.1016/0165-0114(93)90251-C

Jang, W. W., & Byon, K. K. (2020). Antecedents of esports gameplay intention: Genre as a
moderator. Computers in Human Behavior, 109, 106336.

Jensen, M. B., & Beckmann, S. C. (2009). Determinants of innovation and creativity in corporate
branding: Findings from Denmark. Journal of Brand Management, 16(7), 468-479.
https://doi.org/10.1057/palgrave.bm.2550138

Kashtidar, M., Gholizadeh, B., Okhravi, A., & Abdolmaleki, H. (2017). Identify Assess Service
Quality and Performance of Women’s Health Clubs in Mashhad Using Combined
Fuzzy AHP, QFD & BSC Method. Sport Management Studies, 9(45), 191-212. https://
doi.org/10.22089/smrj.2017.3708.1726

Keshavarz, L., Farahani, A., & Alizadeh Golrizi, A. (2017). An Analysis of Factors Affecting
the Beneficiaries' Behavior in Commercialization of Sport Research. Scientific Journal
Of Organizational Behavior Management in Sport Studies, 4(3), 11-20. https://fmss.
journals.pnu.ac.ir/article_3963.html?lang=en

Khabiri, M., Ghaffari, H., & Elahi, A. (2004). Comparing the current situation of Islamic
Republic of Iran’s Pro-Football League with the standards of UEFA and selecting clubs
from countries such as Japan, Turkey, The Emirates and South Korea. Tehran, Iran.

Kim, K., Byon, K. K., & Baek, W. (2020). Customer-to-customer value co-creation and co-
destruction in sporting events. The Service Industries Journal, 40(9-10), 633-655.
https://doi.org/10.1080/02642069.2019.1586887

Kotler, P. T. (2019). Marketing management. Pearson UK. https://books.google.com/books?id
=YZ-fDWAAQBAJ

Kumar, P. (2005). Market for ecosystem services. http://hdl.handle.net/10919/66967

Kunkel, T., Funk, D., & King, C. (2014). Developing a conceptual understanding of consumer-
based league brand associations. Journal of Sport Management, 28(1), 49-67. https://
doi.org/10.1123/jsm.2011-0153

Lee, M. (2017). Motivated processing of commercial information in televised sports: How team
performance influences cognitive information processing and attitude formations. [PhD
Dissertation, Indiana University]. USA. https://www.proquest.com/openview/5f6c409
afd084afd6a2acd0f8e2a04a5/1?pg-origsite=gscholar&chl=18750

Lotfi, S., Hossein Zade, A., Faragi, A., & Ahmadi, M. (2012). Investigation of Spatial
Distribution of Urban Parks and Site Selections of New Parks Using Fuzzy Logic and
Analytical Hierarchic Process (Case Study: Babolsar). Journal of Environmental
Studies, 38(3), 147-154. https://doi.org/10.22059/JES.2012.29156

Mahmoudabadi, M. Z., Razavi, S. M. J., & Abdolmaleki, H. (2019). A structural model for
investigating the role of relationship marketing and brand equity in the development of
the business performance of private sport clubs. International Sports Studies, 41(1), 13.
https://doi.org/doi:10.30819/iss.41-1.05

Manoli, A. E. (2020). Brand capabilities in English Premier League clubs. European Sport
Management Quarterly, 20(1), 30-46. https://doi.org/10.1080/16184742.2019.1693607

Mohammadi, S., Rayner, M., Ghaffarisadr, S. I., & Abdolmaleki, H. (2023). Sponsorship
Strategies and Branding in Esports. In Sports Sponsorship and Branding (pp. 39-55).
Routledge.

Naha, S., & Hassan, D. (2018). Introduction: ethical concerns in sport governance. Sport in
Society, 21(5), 721-723. https://doi.org/10.1080/17430437.2018.1400783



https://doi.org/10.1016/0165-0114(93)90251-C
https://doi.org/10.1057/palgrave.bm.2550138
https://doi.org/10.22089/smrj.2017.3708.1726
https://doi.org/10.22089/smrj.2017.3708.1726
https://fmss.journals.pnu.ac.ir/article_3963.html?lang=en
https://fmss.journals.pnu.ac.ir/article_3963.html?lang=en
https://doi.org/10.1080/02642069.2019.1586887
https://books.google.com/books?id=YZ-fDwAAQBAJ
https://books.google.com/books?id=YZ-fDwAAQBAJ
http://hdl.handle.net/10919/66967
https://doi.org/10.1123/jsm.2011-0153
https://doi.org/10.1123/jsm.2011-0153
https://www.proquest.com/openview/5f6c409afd084afd6a2acd0f8e2a04a5/1?pq-origsite=gscholar&cbl=18750
https://www.proquest.com/openview/5f6c409afd084afd6a2acd0f8e2a04a5/1?pq-origsite=gscholar&cbl=18750
https://doi.org/10.22059/JES.2012.29156
https://doi.org/doi:10.30819/iss.41-1.05
https://doi.org/10.1080/16184742.2019.1693607
https://doi.org/10.1080/17430437.2018.1400783

57 ISports Business Journal Summer 2024, Vol. 4, Issue 3, p. 39-59

Najafikolori, M., Goodarzi, M., Farahani, A., & Esmaeli Bidhendi, H. (2012). Effective Factors of
Corruption in Sport Organizations (Case Study : Football Federation of I.R Iran). Journal
of Sport Management, 4(14), 109-122. https://doi.org/10.22059/jsm.2012.28907

Osuna Ramirez, S. A., Veloutsou, C., & Morgan-Thomas, A. (2019). | hate what you love: brand
polarization and negativity towards brands as an opportunity for brand management.
Journal of Product & Brand Management, 28(5), 614-632. https://doi.org/10.1108/
JPBM-03-2018-1811

Pedroso, G., Bermann, C., & Sanches-Pereira, A. (2018). Combining the functional unit concept
and the analytic hierarchy process method for performance assessment of public
transport options. Case Studies on Transport Policy, 6(4), 722-736. https://doi.org/10.
1016/j.cstp.2018.09.002

Pizzo, A., Jones, G., Baker, B., Funk, D., & Kunkel, T. (2021). Sensemaking of novelty: The
dynamic nature of integrating esports within a traditional sport organization. Sport
Management Review, 25(3), 383-405. https://doi.org/10.1080/14413523.2021.1935609

Pizzo, A. D., Na, S., Baker, B. J.,, Lee, M. A, Kim, D., & Funk, D. C. (2018). eSport vs. Sport:
A Comparison of Spectator Motives. Sport Marketing Quarterly, 27(2), 108-123.
https://doi.org/10.32731/SMQ.272.062018.04

Price, J., Farrington, N., & Hall, L. (2013). Changing the game? The impact of Twitter on
relationships between football clubs, supporters and the sports media. Soccer & Society,
14(4), 446-461. https://doi.org/10.1080/14660970.2013.810431

Rasooli, M., Khabiri, M., Elahi, A., & Aghaee, N. (2016). Internal factors and obstacles of brand
management in Iran's pro league football clubs. Sport Management Studies, 8(35), 51-
66. https://doi.org/10.22089/smrj.2016.718

Rezaei, S., . Ehsani, M. Kuzhchian, Hashem. Amiri, M. (2015). Designing effective
commercialization mechanisms for football clubs in Iran. Research in Sport Management
& Motor Behavior, 5(9), 119-130. http://jrsm.khu.ac.ir/article-1-2300-en.html

Richelieu, A. (2008). Creating and branding sport products. In Sport Marketing (1st ed.). Henry
Stewart Talks. https://www.researchgate.net/publication/284450143 Creating_and_
branding_sport_products Chap 3 in_S Chadwick Ed Sport Marketing_London_Gr
eat Britain_Henry Stewart Talks May 2008

Richelieu, A., & Lessard, S. (2014). Long gone the glory days: is branding of any help? The case
of formerly successful European football teams. Sport, Business and Management, 4(4),
284-297. https://doi.org/10.1108/SBM-11-2013-0043

Saatchian, V., Elahi, A., & Rasouli, M. (2012). Power Balance: An Analysis of the Competitive
Balance Trend of the Iranian Professional Football League and the European Premier
League Using the HICB Index. Sport Management Studies, 15, 15. https://en.civilica.
com/doc/194424/

Saaty, T. L. (1980). The Analytic Hierarchy Process: Planning, Priority Setting, Resource
Allocation. McGraw-Hill International Book Company. https://books.google.com/
books?id=Xxi7TAAAAIAAJ

Saaty, T. L. (2000). Fundamentals of decision making and priority theory with the analytic hierarchy
process. RWS publications. https://books.google.com/books?id=wct10TIbbIUC

Saber Sheikh, R. (2013). Identify the parameters that determine the brand value and provide a
model for pricing and brand valuation of the International Exhibition Company.
[Master of science, School of Management, Islamic Azad University of Central Tehran
Branch]. Tehran, Iran.

Schnitzer, M., Scheiber, S., Lang, M., Brandstetter, E., & Kopp, M. (2014). Perception of the
new competition formats in the Innsbruck 2012 Youth Olympic Games sports



https://doi.org/10.22059/jsm.2012.28907
https://doi.org/10.1108/JPBM-03-2018-1811
https://doi.org/10.1108/JPBM-03-2018-1811
https://doi.org/10.1016/j.cstp.2018.09.002
https://doi.org/10.1016/j.cstp.2018.09.002
https://doi.org/10.1080/14413523.2021.1935609
https://doi.org/10.32731/SMQ.272.062018.04
https://doi.org/10.1080/14660970.2013.810431
https://doi.org/10.22089/smrj.2016.718
http://jrsm.khu.ac.ir/article-1-2300-en.html
https://www.researchgate.net/publication/284450143_Creating_and_branding_sport_products_Chap_3_in_S_Chadwick_Ed_Sport_Marketing_London_Great_Britain_Henry_Stewart_Talks_May_2008
https://www.researchgate.net/publication/284450143_Creating_and_branding_sport_products_Chap_3_in_S_Chadwick_Ed_Sport_Marketing_London_Great_Britain_Henry_Stewart_Talks_May_2008
https://www.researchgate.net/publication/284450143_Creating_and_branding_sport_products_Chap_3_in_S_Chadwick_Ed_Sport_Marketing_London_Great_Britain_Henry_Stewart_Talks_May_2008
https://doi.org/10.1108/SBM-11-2013-0043
https://en.civilica.com/doc/194424/
https://en.civilica.com/doc/194424/
https://books.google.com/books?id=Xxi7AAAAIAAJ
https://books.google.com/books?id=Xxi7AAAAIAAJ
https://books.google.com/books?id=wct10TlbbIUC

Koohfallah and et al. eSports Branding in a Globalized Era: A Multimethod...l58

programme—A spectators’ perspective. Sport Management Review, 17(4), 432-443.
https://doi.org/10.1016/j.smr.2014.01.002

Scholz, T. M. (2019). eSports is Business. Springer. https://link.springer.com/book/10.1007/978-
3-030-11199-1

Slavich, M. A., Dwyer, B., & Rufer, L. (2018). An evolving experience: An investigation of the
impact of sporting event factors on spectator satisfaction. Journal of Global Sport
Management, 3(1), 79-98. https://doi.org/10.1080/24704067.2017.1411162

Sui, S., & Baum, M. (2014). Internationalization strategy, firm resources and the survival of
SMEs in the export market. Journal of International Business Studies, 45(7), 821-841.
https://doi.org/10.1057/jibs.2014.11

Tallman, S., Luo, Y., & Buckley, P. (2017). Business Models in Global Competition. Global
Strategy Journal, 8(4), 517-535. https://doi.org/10.1002/gsj.1165

Tomlinson, A. (2014). The supreme leader sails on: Leadership, ethics and governance in FIFA.
Sport in Society, 17(9), 1155-1169. https://doi.org/10.1080/17430437.2013.856590

Wu, C.-H., & Fang, W.-C. (2011). Combining the Fuzzy Analytic Hierarchy Process and the
fuzzy Delphi method for developing critical competences of electronic commerce
professional managers. Quality & Quantity, 45, 751-768. https://doi.org/10.1007/s111
35-010-9425-6



https://doi.org/10.1016/j.smr.2014.01.002
https://link.springer.com/book/10.1007/978-3-030-11199-1
https://link.springer.com/book/10.1007/978-3-030-11199-1
https://doi.org/10.1080/24704067.2017.1411162
https://doi.org/10.1057/jibs.2014.11
https://doi.org/10.1002/gsj.1165
https://doi.org/10.1080/17430437.2013.856590
https://doi.org/10.1007/s11135-010-9425-6
https://doi.org/10.1007/s11135-010-9425-6

A

k?h!?"";

SBJ

ORI 8T gl

*
q
Vo

P oy
o B
% RS

https://sbj.alzahra.ac.ir/ s s

0T oY aglatoXamsferbiusls
10.22051/SBJ.2024.46102.1135 4wl

Sl Pl AW Jlod g 490 Sl 308 53 h)a9 Silew

0 fguts’
Sl b
&y drwgd

ollse il )18

Sig Sl sl s; 59

Ao g9
Jeol 2293

VYN g a8l 0 du b

VEYT AN E Sl 9 &9 40

Sy JLigd
TiBys S e s stee T (Sl (e M dlBosS vy 5

Ol S oMol Sl5T ol8ils )5 0y (559 o pde 05,5 (5SS (sgzeiils |
Olpl S el o1 olKasilo S 2ly (o9 Capde 09,5 bk ¥
Ql)il ‘C)S ‘«5"3{“" olj Kasls ‘C; J.>15 ‘625)5 Copde 05; bl ¥

oS>

S S JLgh e ol 5 anogt los i 5 ol ot (55, 5 it ] 3B
Sl 38 e

5%y diue) 0 aasiie ol 3l g 00,8 eoliin] S g oS Guizs sla by, il adlllae oyl S g y
Slagsts) oS 5 3l o (0l i S L 50 gl Comenr i 1) Sig S 25 59
ol 0 o0l (638 ool alukes Lo atsld 5 y3lsie (ostenal ylS o ils (36

b Seisrsll s Slar plr iy ansi 53 Laille (o jipge plilid (A5 i 4B
Cagll (o5 i o0 0d (i patde VW Cold ;0 9S85 Sgo (A 538 g Sl eolin
alllas pl ad asie 5B ool allde Judow anl)d 5l eolainl b &y dswgs o > j»
ol 5l iz 428 5 0030l ¢ Lo slaaiT )3 olEss 5y poe i3l jo cans a5 ol ol
e sl 80 ) Slalo 558,55l ez ol sy 58,5 oagol o Sl 5 42,
Wog bl s St ()b i s8I Bleds CuaS 5 ans g

@ Wlgice Joe cnl 5l eoliiul a5 ams o olis Guios ol slassly Wi HIS1 ¢ cdlo!
i LATFIFAR gl plr Wy dsugi slagiller @) lp sintaslyl L b S S8 e
SIS &y aslllas ol o IS jgbas i ploxl dx LSS & jso i 1) 05y 0 Shae b3, Bans o3>l 5
9y 5 w3l FIFAR Sl plr Wy asws glagilinl 5 ol o)l o850 L6
ol 03,5 &3l by lle cpl 4y isls (gl o sl

© h.abdolmaleki@kiau.ac.ir WA > 3] g Ok 3 b (pulod


https://sbj.alzahra.ac.ir/
https://www.doi.org/10.22051/SBJ.2024.46102.1135
https://orcid.org/0000-0002-2248-5753

	Persian Abstract_Abdolmaleki

