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Abstract

This descriptive-survey study was conducted to investigate the role of e-sports in the
behavior of consumers of sports goods in Iran. The participants who were selected from
two cities of Tehran and Ahvaz through random sampling method, included people over
18 years old in two groups of sports and e-sports. 0. A researcher-made questionnaire was
designed based on two questionnaires of Badrinarayanan et al. (2015) and Abbasi, Asif et
al. (2020) on the subject of consumer’s behavior in the sports and e-sports market. The
questionnaire was distributed using Google Formand 229 correct questionnaires were
gathered. Data were analyzed by Smart PLS and SPSS softwares.

The results showed that the tendency to e-sports has a significant effect on the intention
to buy (B = 0.515) and word-of-mouth advertising of (B = 0.118) sports goods. In fact,
there is a positive and significant relationship between the tendency to e-sports and the
intention to buy sports goods (r = 0.185), match tickets (r = 0.225), sports magazines (r =
0.179), sports websites (r = 0.236), radio programs (r = 0.232) and TV programs (r =
0.193). However, a significant relationship with the purchase of shoes (r = 0.123), clothing
(r=0.100), equipment (0.047 =r), club membership (r = 0.005) and sports science training
(r = 0.003) was not seen.

According to the findings, e-sports are involved in sports marketing as elements
of location and promotion. Sports marketers can develop their sports products
market by introducing brands in key moments and creating a platform for
communication with e-sports players.

Keywords: E-sports, Consumer Behavior, Shopping Intent, Word-of-Mouth,
Social Participation in Sports.
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Extended Abstract

Background and Purpose

Recent research on sports video games shows that interest in the game, enjoyment
of the game and online competition are the main drivers of the tendency towards
this type of sports game and constant attention to these games. Investing the
resources of consumers of these games has created new interactions in the market.
In this regard, the variables of time, attention, money and thought are of great
important (Kordyaka, Jahn & Niehaves, 2020, 62; Hollebeek et al., 2019, 38).
So far, there has been a lack of empirical research on the issue of the role of e-
sports in influencing their subsequent consumption behaviors (Kordyaka et al.,
2020, 51), andlittle attention has been paid to this area in Iran. Therefore, this
study aimed to investigate the role of e-sports in the behavior of consumers of
sports goods in Iran.

Materials and Methods

This study is descriptive-survey in terms of nature and is applied in terms of the
purpose. The data were collected from two big cities of the country (Ahvaz and
Tehran). The study’s population included people over 18 years old. Moreover, to
compare the data, the samples were selected from the groups of traditional sports
athletes in the virtual groups of cyclists, football players and sports delegations in
Tehran and Ahvaz. For this purpose, 66 game nets in Tehran and40 game nets in
Ahvaz were randomly selected.

The research questionnaire involving the items of participation in construction and
development, social interaction, inviting friends, and the intention to buy sports
goods and e-sports was based on the Badrinarayanan et al. (2015) and Abbasi et
al. (2020) questionnaires. ) It was finalized after reviewing the reliability and
validity of the 55- pilot sample. 302 questionnaires were completed by the samples
within a week; however, the information of 229 correct questionnaires was used
in this study. For data analysis, SPSS software version 21 and SmartPlus software
were used.

Findings

Findings showed that e-sports has a positive and significant relationship with
behavior of the intention to buy sports goods (P = 0.001), word-of-mouth
advertising of sports goods (P = 0.001), and with all indicators of consumer
behavior of e-sports goods. Tendency to engaging in e-sports with consumers’
intention to buy sports goods, including the purchase of food and beverage sports
supplements (r = 0.185), the purchase of match tickets (r = 0.225), the purchase
of sports newspapers and magazines (r / 0.179) R = 0), cost in sports internet sites
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(r = 0.236), use of radio sports programs (r = 0.232) and use of television sports
programs (r = 0.193) has a significant relationship. The amount of attention to
sports has a positive and significant relationship with all indicators of consumer’s
behavior of sports goods, but it has no significant relationship with any of the
consumer’s behaviors of e-sports goods. In addition, e-sports has a positive and
significant relationship with the intention to buy sports goods (P = 0.001) and
word-of-mouth advertising of sports goods (P = 0.001), and with all indicators of
consumer’s behavior to buy e-sports goods.

Findings also revealed that the trend and focus on e-sports with the index of
consumers’ intention to buy sports goods, including the purchase of sports and
food supplements (r = 0.185), the purchase of match tickets (r = 0.225), the
purchase of sports newspapers and magazines (r = 0.179), costs on sports websites
(r = 0.236), use of radio sports programs (r = 0.232), and use of television sports
programs (r = 0.193) ) has a significant relationship. It was also observed that the
tendency and engagement in sports has a significant relationship with the intention
to buy all sports products.

Moreover, the structural equation model revealed that the structure of e-sports
(with variables 1-history of e-sports (in years), 2- number of days of the week and
hours of e-sports activities in a day, and 3-variety of software used), has a great
effect on the intention to buy sports goods (B = 0.515) and word-of-mouth
advertising of sports products (p = 0.118).

Conclusion

According to the findings of this study, it is expected that e-sports with a great
impact on the intention to buy sports goods and word of mouth advertising of
sports goods will play a positive and important role in developing the sports goods
market. Although there was high social interaction in sports and e-sports and this
interaction had a strong relationship with the consumption of goods related to
each, only the intention to buy and word of mouth advertising in e-athletes was
related to the consumption of traditional sports goods. E-sports video game
providers, managers, and or marketers are encouraged to strengthen such
behaviors as word-of-mouth advertising or the intention to buy sports goods, in
order to develop the emotional or behavioral interaction of sporting goods
consumers with the game. Finally, we must accept that for the development of
sports marketing in Iran, creative marketers must be in line with this trend. Hence,
we suggest that in the not-too-distant future, they have more detailed plans in
terms of their performance in e-sports. It is also recommended that Iranian sports
marketers try to enter the market of their products and their brand logos in the e-
sports space, and hence, they need to interact with the relevant software
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companies.

Keywords: E-sports, Consumer Behavior, Intention to Buy, Word of Mouth,
Social Participation In Sports.
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Table 1- Demographic Characteristics of Research Participants

& o B o
e 2f 1is - 2§ Jis
Variables g 3 Ev Variables g oz Ev
& E & E
2 g2
o 196 86 oE 20 8.73
o Male High School
Gender = 13 14 e 16 20.09
Female = Diploma
5 48
18 to 20 52 2271 _gJ '_g' = 51 22.27
j 8 Aszsociate Degree
- [y
21to 30 89 38.86 q 2 - 94 41.05
= Bachelor
syl lisyls
.i;:ge 31 to 40 43 18.78 AL, 18 7.86
41 to 50 31 1354 12 3.24
School Student
Over 50 14 6.11 B 50 25.76
University Student
e
A 26 11.35
Government Employee
kT
48 Private Job/ 64 27.95
Shopkeeper
S 4 173
Doctor
e 12 524
Athlete
o 52 22.71
Other
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Table 2- History of Sports Regular Exercise and e-Sports in Research
Participants

Y ;g Ap
) 2 H . 2 2

i T E .{ 3 i =¥ -{ £

Variables Y g = g‘“ Variables Y g = g"’
& Y& & Y&
L None 39 17.03 L None 26 11.35

Sy Sl s S

i ”',ﬁ S Less than 1 26 1135 9 Less than 1 46 2009
History of 1103 53 2314  Historyof 1103 69 20.13
e-Sports 306 67 2926 Sports 306 5 071
(years) More than 6 m 1921 (Yeas)  npore than 36 1572

939 313l 0SS pao 5L, b SCuig Il 5559 9 (0309 Akl Y Jeu
Table 3- The Relationship between Sports and e-sports with Consumer Behavior of
Sports Products

E331) Soig sl 359 9339 513l 0955 B yuao L3,
sports e-sports Consumer Behavior about Sporting Goods
0.478%* 0.214%* (B39 S > el

Intention to Buy Sports Goods
s sbeizl S lae 5 ol
Social Interaction and Participation in Sports
s GYB dnwgi g ol o o5 lie
424> 0.113 Participation in the Manufacture and
Development of Sports Goods
02339 50 O @ (s wlils
Word of Mouth in Sports
464 0.208 P39 2 Sfieg 5l g
Invite Friends to the Sports
0=+ /) mhaw o obie ™

.0267** 0.105

.538** 0.197**

Jsb 5o (Ri9 4 (ilop e dahs g Elgil ) Gpg 4 GElo Oliee ol Gl laasily
L (atdn Jsb o (o859 Sloyed plonl g9 cain Job )5 (b59 4 i3lon oloj lies yee
S S b bl wojls (g)loline 5 cudio alaly (25555 Y 0aiiS Spae 8, sloasls plos
b SCg S 555 Gmizea 20,108 (5 loline adal ) SCig iSUN 3559 SV 0aiiS S pae sla )i,
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Table 4- The Relationship between Sports and e-Sports with Consumer Behavior of
e-Sports Products

337 g sl (0359 S Sl (10359 515k 0T S uao ;LS
Sports e-Sports Consumer Behavior about e-Sports Goods
0.010 0.658** Sdg Sl G359 GV 0 5 wab

Intention to Buy e-Sports Goods
-0.047 0.585%* Sg S Goy9 50 eledzl 8 )Lk g Jolas

Interaction and Social Participation in e-Sports
S Sl ) )9 a9 Sl jo &S Lk
-0.051 0.528** Participation in the Construction and
Development of e-Sports
See Sl 359 50 plas 4 plas wlicks
Word of Mouth in e-Sports
S8 (5559 53 plinwgs 5l wges
Invite Friends to e-Sports

-0.013 0.561**

-0.022 0.569**

O=+/+\ gzl ;o jlobine

S SN 50359 4 bgrpo Y pazo w3 wad b Sdg il 5359 9 (359 Akl -0 Jgur
Table 5- The Relationship Between Sports and e-Sports with the Intention to
Buy Products Related to e-Sports

o309 S Sl 50359 Sig Sl 50359 WY pazo

Sports e-Sports e-Sports Products
Seig Sl slacssl l58l a3

0.007 0.668** S9 Sl slassl 158l e

Electronic Game Software
la,l38lp 5 goite & >

0.017 0.62**
Buy a Variety of Software
0.036 0.587%* SS9 5Sl 359 5158 w PRESIVE Saeges
Purchase of e-Sports Equipment and Hardware
Sesg Sl Slislus yo @S,
0.034 0.56%* N
Participate in Electronic Competitions
‘SlolSle)
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Table 5- The Relationship Between Sports and e-Sports with the Intention
to Buy Products Related to e-Sports

o329 S Sl 50359 Sig Sl (0359 ©Y guaseo
Sports e-Sports e-Sports Products

S o) ey AL
Watch Electronic Tournaments
Soig Sl sloolag, g Dliblune ;0 S8 15 (639,9 4230
-0.002 0.564** Entrance Fee for Participation in Electronic
Competitions and Events
SIS 5 g S 2SI 9 el Ly
-0.01 0.493** Receive e-Sports Training and Purchase an
Account

-0.01 0.512**

0=/ oo ;5 jlobiae ™

S S (3559 YIS plos oy 15l L g iU 5359 42 (5510 1 9 Gtal,S ool ol laasdly
Ygaze 3l Suzmd Wy 2@l b By 4 53l g GlS Ll wls globae 5 cue alal,
(g o)l Jgo) 8l (g lobins alayl, Soig iSIN 455 59

G329 CY gz & yB wad b g SN (5359 9 o039 il -7 Jouer
Table 6- Relationship Between Sports and e-Sports with the Intention to Purchase
Sports Products

) 39
S Sl oz
sports S”&: Sports products
e-Sports
0.385** 0.123 9359 S
Sport Shoes
0.473** 0.100 63;_)5 u»u.
Jogging Suit
0.387** 0.047 9359 u‘m 9 Jalog
Sports Equipment
0.240** 0.185** s ’ Shsr JeSe
Oral and Drink Supplements
0.324** 0.005 °‘-‘f>b. 2 Cugas
Join the Club

O
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Table 6- Relationship Between Sports and e-Sports with the Intention to

Purchase Sports Products

. 09 G ey
o¥II9 [CadPl] graxo
g yiSII
sports S”StJ Sports products
e-Sports
0.208** 0.225%* ik Sl
Tournament tickets
0.224%** 0.179* )9 Do g aalizy, .
Sports Newspapers and Magazines
0.254%* 0.236%* g il slasols
Sports Websites
0.222%* 0.232%* 5220, 2ss sl
Radio Sports Programs
0.307+* 0.193** s ey Sl
TV Sports Programs
3 pale Shjeel g Gle Ly
0.410** 0.003 Receive Knowledge and education of Sports

Sciences
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Table 7- Validity and Reliability Coefficients of the Model

R P S
@bm' GMS)-’ c“ 5}5 S . l.ce)M
. Combined Cronbach's .
Mean Extraction liabili Alpha Variables
Variance Re abt ity
Coefficient
0.845 0.812 0.83 #5250 s
e-Sports
0.812 0.759 0.836 (5209 > s
Intention to Buy Sports
oiyy el o oS lie
0.716 0.712 0.891 Participation in the
Construction of Sports
Llwed 5l
0.795 0.778 0.885 OF9® ) =90
Invite Friends
oo 4 las linls
0.785 0.762 0.841 SR
Word of Mouth Ads
0039 5 tleizl Jalas
0.521 0.702 0.742 Social Interaction in
Sports

odS B pan )8 sla Ll Sy iUl (5559 Sl hel aal) (o) 2 b s LSl SYlas Joe
i sl penie ls olis polie bl 5 2lsy 5 Joe (5l slagasle ol plosil (35,5 SV
Gl s Jlaioe Joe g5k g ears 3 i ln celie (235,51 TS Jae ) eadoslil
ol 5 (oS5 bl card (P00 5L ElisyS ST gl IVl iy polie el
cwlie (2Ll 5 2ly; o plis (5w 2lg) (Al (wib)ly (Sle slp 10 51 i
J5a2) (5 VAN O S Y 5 Jiy58) ol 0529 ,K00Ss LlagT bLs 1 g 5l qus 5 Lo yuiie polie
(i o

la i ol Jlad polie wls plis S )Y g % by, 4 151s (Ko alasl) oo ile Grizren
3l Shaiae Ly (2b,l 5o Joe ceslio (5315 51 GLES ST 00,8 ST jaolie ity Bl
(S o,lod Jgor)
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Table 8- Correlation Matrix

Yy,

Jolos
)3 ‘SCLD."OJ
%:337)
Social

Interaction
in Sports

4 oles

Word
of
Mouth
Ads

slegeo
OL}’.wgé
Invite
Friends

)JC«S)L:L-O

)9 <l
Participation
in the
Construction
of Sports

& 5l
=339
Intention

to Buy
Sports

W¥309
Seig sl
e-Sports

L yuiito
Variables

0.875

0.881

0.576

0.885

0.615

0.486

0.895

0.554

0.577

0.466

0.865

0.192

0.186

0.272

0.181

0.864

0.515

0.039

0.058

0.118

0.096

S Sl 359
e-Sports
009 d > S
Intention to
Buy Sports
50 S les

Ry el
Participation
in the
Construction
of Sports
Obwgs 5l cuges
Invite Friends
& olee ol
o
Word of
Mouth Ads
5 selozz] Jolss
B30
Social
Interaction in
Sports
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Figure 2- Standard Model of the Effect of e-Sports Orientation on Consumer
Behavior Indicators of Sports Products
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