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Abstract

This study aims to design a structural model for Iranian sports events brands. It is an
applied study in purpose and descriptive-survey in nature. The statistical population
consists of all university professors in the area of sport management and marketing as well
as managers and experts in sport management and tourism. The sample size was
determined to be 354 individuals with sufficient number based on 16 latent variables
selected through convenience and purposive sampling. Data were collected using a
researcher-made questionnaire. Structural equation modeling is used to analyze the data
and check the fit of the model. According to the results, the event attribute has a significant
effect on marketing, innovation, competitive advantage, and event brand capability. Event
branding capability also has a significant effect on event branding and marketing, event
marketing on competitive advantage, brand value, event brand performance, and branding,
event innovation on event marketing and competitive advantage, event competitive
advantage on brand performance and brand value, and finally, event brand performance
on brand value. Arguably, sports event providers can enhance the service quality perceived
by the participants by adopting several measures such as implementing performance
quality-control programs, improving service quality (SQ), as well as considering the
physical attractiveness of sports venues, pricing tailored to the type and quality of the
event, and reducing indirect costs such as time, transportation, and information
acquisition. Consequently, they can strengthen their brand equity.
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Extended Abstract

Background and Purpose:

Sport event is one of events that is an important and growing part of the sports
industry that is an important factor in the growth of human society today (1).
Sports events are not only pure sports and entertainment, but also have many
functions such as media, entertainment and improving the psychological level of
the people (2). In sporting events, branding can help to promote the image of the
region and the community hosting the event and increase the number of visitors
in the short and long term (3). Creating and developing a brand of sporting events
generates new sources of wealth and leads to new business opportunities.
Therefore, identifying the important factors affecting the brand of sporting events
can give participants a good understanding before creating them and help them to
succeed and support the creation of the brand of sporting events. Therefore, the
purpose of this study was to present a brand model of sporting events in Iran.

Materials and Methods:

The present study is a descriptive-survey type and has been applied in terms of
purpose. The statistical population included all university professors in the field
of sports management and marketing as well as managers and experts in the field
of sports management and tourism. The theme was the brand of sporting events.
A sufficient number of statistical samples based on theoretical saturation were
selected on purpose and being available (23 people and 61 documents). The
research instruments included systematic library study and semi-structured
interviews and the validity of the instrument was confirmed using various
qualitative validation methods. Adequate statistical sample size based on 16
hidden variables, 354 people were determined and selected through available and
purposeful sampling. To collect data from a researcher-made questionnaire
including 8 main dimensions of the brand model (event dimension of event
characteristics (questions 1 to 8), event brand capability (questions 9 to 16), event
branding (questions 17 to 24), event marketing (questions) 25 to 32), event
innovation (questions 33 to 40), event brand performance (questions 41 to 48),
event competitive advantage (questions 49 to 56), and event brand value
(questions 57 to 64). In this study, the content and face validity of the
questionnaire were confirmed by 17 experts (10 professors of sports management
and marketing and 7 experts in holding sports events); its reliability was also
confirmed using Cronbach's alpha test (0.908). Descriptive statistics such as
frequency, mean, standard deviation, and inferential statistical methods such as
calmograph-Smirnov test were used to analyze the collected data to determine the
normality (normal) or abnormality of the data. Smart PLS software was also used
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for modeling structural equations and path analysis to confirm the research
structure.

Findings:

In this study, the conceptual framework of sports events brand in Iran was formed
in eight general perspectives including event characteristics, event brand
capability, event branding, event marketing, event innovation, event brand
performance, event competitive advantage, and brand value. The codes were
plotted as a process system from the event attribute and event brand capability
(background level) to the event brand value (outcome level). In the quantitative
part, the results showed that the effect of event specificity on marketing,
innovation, competitive advantage and event brand capability was significant.
Also the ability of event branding on event branding and marketing; event
marketing on competitive advantage, brand value, event brand performance and
branding; And event innovation on event marketing and competitive advantage;
The competitive advantage of the event over brand performance and brand value;
Finally, the brand performance of the event has a significant effect on brand value.

Table 1. Values of Direct Path Coefficient and T-Statistic Related to Research

Variables
Relationships of Each of the Main Coefficient T Value Significance
Factors with Each Other of Path Level
Event Brand Value -> Perceived 0/827 42/085 0/001
Event Brand Value -> Evaluated 0/894 80/159 0/810
Event Marketing -> Blended 0/834 41/488 0/001
Event Marketing -> Event Brand Value 0/211 3/933 0/001
Event Marketing -> Event Branding 0/358 6/068 0/001
Event Marketing -> Event Brand 0/432 6/959 0/001.
Performance
Event Marketing -> Processes 0/907 69/307 0/001
Event Marketing -> Event Competitive 0/212 3/999 0/001.
Advantage
Event Branding -> Outdoor 0/913 95/562 0/001
Event branding -> within the system 0/780 28/002 0/001
Event Branding -> Event Brand 0/073 0/976 0/001
Performance
Event Brand Perfo\r/r:lz:ljr;ce -> Event Brand 0/435 8/936 0/001
Event Brand Performance -> Commercial 0/839 38/239 0/001
Event Brand Performance -> Managerial 0/908 76/641 0/001
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Event Brand Ability -> Brand Strategy 0/907 84/130 0/001
Event brand capability -> Event marketing 0/256 4/329 0/001
Event branding cap_ablllty -> Event 0/430 71135 0/001.
branding
Event brand capability -> brand personality 0/868 53/118 0/107
Event Brand Ability -> Event Brand 0/100 1/505 0/001.
Performance
Competitive Event Advantage -> Event 0/173 21778 0/001
Brand Value
Competitive Advantage Event -> 0/777 39/602 0/001
Performance
Event Competitive Advantage -> Event 0/165 21227 0/001
Brand Performance
Competitive Advantage Event -> 0/892 54/417 0/002
Resources
Event Innovation -> Event Marketing 0/433 9/741 0/001
Event Innovation -> Event Innovation 0/843 39/770 0/001
Processes
Event Innovation -> Product 0/835 48/890 0/001
Event Innovation -> Event Competitive 0/167 3/226 0/001
Advantage
Event Features -> Event Marketing 0/153 2/824 0/001
Event Features -> Event Brand Capability 0/585 16/327 0/001
Event Features -> Event Nature 0/890 57/212 0/001
Event Features -> Event Environment 0/766 32/722 0/001
Event Features -> Event Competitive 0/501 13/826 0/001
Advantage
Event Features -> Event Innovation 0/413 7/874 0/001

Conclusion:

The results show that the model presented in this study creates a cognition of the
dimensions of the event brand based on its relationship with a set of event
activities. Based on this framework, it is possible to make an objective assessment
of the level of management activities in each sporting event and provide scientific
information on the appropriate actions that should be taken by responsible
organizations for branding. It can also be stated that sporting event providers can
take measures such as implementing quality control programs, improving the
quality of services, as well as paying attention to the beauty of sports venues,
pricing commensurate with the type and quality of sporting events, and reducing
indirect costs such as time, and transportation and information;increase the
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perceived quality of the participants from the services and thus enhance the brand
equity.

Keywords: Brand, Competitive Advantage, Spectators, Sporting event, Sporting
Marketing.
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Table 1- Statistical Description of the Sample
W3 Slaly® S (509 LWL 3
Percentage Frequency Ages Characteristic

7/3 26 JL. 30-20
36/4 129 Ju.40-31 o
43/5 154 Jus50-41 Age
12/7 45 JL50 51 sy
46/9 166 5 iz
53/1 188 3y Gender
02 2 Jue 85l e Slag, 5o Hpa aile
31/9 113 Jw10:6 Event Attendance
37/9 134 Jhs Ve 5l meny History
7/1 25 S,
12/4 44 s, ls D ars
43/8 155 Al ol )l Education
36/7 130 SFSe
100 354 Egoe
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Table 2 - Mean and Standard Deviation between Research Variables

e Szl il sla! (o i
Standard  Average Dimensions Variables
Deviation

0/83 3197 Slayg, cuale olag, o S

0/95 421 olagg, base Event Features

0/96 3/76 &y Camatelds olagg, iy culils

117 4/22 8 sl Event Brand Capability

0/75 428 (o (5950 olayg, (g lwds

0195 3/59 s (332 Event Branding

0/84 3/92 eS| olag, b,k

0/86 4/19 loasy) b Event Marketing

1/06 3/96 Jgams Slass, 5 ysles

132 4/05 anls Event Innovation

153 4/15 &l olayg, & o ,Slas

125 4/56 e pda Event Brand Performance

1/49 3194 b olagy 0B, o

113 4/16 o Sk Event Competitive Advantage

122 447 oo STyl olyg, &5 sl

1/36 4/40 oad b)) Event Brand Value
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Table 3- R Square Index Coefficients of Model Endogenous Variables

oilly il UL Wi R sl
&Sl Sy glegys  Square Dimensions
01585 0851 0779 0695 el
Mixed
05577 01926 01916 0/684 e h_ﬂ N
Perceived
0/540 0/889 0/834 0/499 Sz, S 5]
Event Brand Value
0/591 0/788 0/798 0/800 °“_@‘f~i)‘
Reviewed
0/668 01877 0/789 0/823 &y 65!
Brand Strategy
0553 0836 0730 0/498 Sy St
Event Marketing
0/705 0/831 0/731 0491 sl s;w_ﬁ
Event Branding
01722 05810 0/786 0/833 o O
External system
0/554 0/891 0/847 0/704 ©)s _
Commercial
0/519 0/823 0717 0/609 e 090
Within the System
0/621 0/789 0/793 0/753 Sy S
Brand Personality
0/539 0836 0706  0/603 25dee
Performance
0/559 0/832 0/731 01447 Shgy Wiy o Slos
Event Brand Performance
0629 01873 0/781 0/824 oyl 3
Processes
0/557 0876 0835 0711 Shegy sl slaszl?
Event Innovation Processes
0/696 0/950 0/944 01342 Slugy Wy ookl

Event Brand Capability
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0/503 0/910 0/897 0792 Sy eole
The Nature of the Event
0/579 0822 0712 0698 Jyazee
Product
05513 0875 0817 0587 Sarg, Lo
Event Environment

0/536 0/885 0/838 0/825 e

Managerial
0/592 0/939 01923 0/540 Sy HE) e

Event Competitive Advantage

0/606 0776 0574 07796 et

Resources
01687 0860 0757 070 sy sasly
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01539 0950 0944 Iy, Sesy o

Event Features
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Figure 2- Impact Factor and T Significant Parameter in Research Model
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Table 4- Values of Direct Path Coefficient and T-statistic Related to Research Variables

2955 b Lol sla ol 51 Sy 0 Ll

: . Satad
Sl o gy Relationships of Each of the Main Factors
> with Each Other
0001 42085 0827 2 Sl S slag, i 55
Perceived<- Event Brand Value
0810 80159 01894 23 oyl < olegy i )
Reviewed<- Event Brand Value
0001 41488  0/834 el sl bl
Mixed<- Event Marketing
01001 3933 0211 Sozs i By < sls, ST

Event Brand Value<- Event Marketing
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olaygy ilwai p <= slaygy bk

0/001 6/068 0/358 ) _
Event Branding<-Event Marketing
0001 6959 0432 gy iy o Slee <= S, bk
Event Brand Performance<-Event Marketing
0001 69307 0907 a2 < sy it
Processes<-Event Marketing
Slayg) (M) Caje <= sy Dbk
0/001 3/999 01212 Event Competitive Advantage<-Event
Marketing
0001 95562 0913 o O3 <7 S by
External System<-Event Branding
01001 280002 0/780 s 09,3 <7 Sy (gl
Within the System<-Event Marketing
0/001 0976 0073 Mgy s 8 Shos <= ol sl
Event Brand Performance<-Event
Branding
0001 8936 01435 gy i i)l <= Sy win 3 Slee
Event Brand Value<-Event Brand Performance
0001 38239 0839 )l < gy i 9 Slee
Commercial<- Event Brand Performance
0001 76/641 0,908 ke S gy p 0, Slae
Managerial<- Event Brand Performance
0/001 84130 0,907 Hp Pl gy wp B
Brand Strategy<- Event Brand Capability
01001 4329 01256 Alzs) bl < sl iz ol
Event Marketing< Event Brand Capability
0001 7135 0430 2e9) Sl S shus, aip 2B
Event Branding<- Event Brand Capability
01107 53118 0868 Ny St S oy, Wy B
Brand Personality<- Event Brand Capability
0001 1/505  0/100 Shaagy i 9)8hee <= Sl Wy o
Event Brand Performanc<- Event Brand Capability
Shaggy Wiy i)l <= oy, (BB Coje
0/001 2/778 01173 Event Brand Value<- Event Competitive
Advantage
01001 32602 0777 Sfkee <= shug, B, S

Function<- Event Competitive Advantage
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oldsgy wp o 8ee <= olag, (BB, Coje

0/001 22217 0/165 Event Brand Performance<- Event
Competitive Advantage
01002 54417 0892 glae <= slug) HE) e
Resources<- Event Competitive Advantage
0001 9741 0433 Shsy Sl < Sy sls
Event Marketing<-Event Innovation
Sy, 659195 sloasT s <= olasg, (s 5ol5
01001 39/770 0/843 Event Innovation Process<- Event
Innovation
0001 48890 0835 Jyazme < Sugy sl
Product<- Event Innovation
olaygy (B, Cuje <= ol (5 9ly
0,001 31226 01167 Event Competitive Advantage<- Event
Innovation
0001 2824 0153 sy bl < b, sl s
Event Marketing<-Event Features
0001 16327 0585 Siegy i S <ol e s
Event Brand Capability<-Event Features
01001 57212 0890 Slazsy canle < sl sl
The Nature of the Event<-Event Features
0001 32722 07766 Saegy Lezme <= b, slaThs
Event Environment<-Event Features
Slygy 0B, Cuje <= olag, b S
01001 13/826 01501 Event Competitive Advantage<-Event
Features
00001 7874 0413 s gl < sy, sl

Event Innovation<-Event Features
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