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Abstract

The purpose of this study was to test the marketing mix model for sport clubs participating
in the professional volleyball leagues. For this purpose, a descriptive-correlational design
(structural equation modeling) was used. Initially, based on the seven-factor marketing
mix (i.e., product, price, place, promotion, people, physical evidence and process), 75
items were determined for the marketing mix. The participants included 405 actors of
volleyball and sports marketing (specialists, managers and experts, athletes and coaches,
and consumers) who were selected through the cluster random sampling method. Then,
they were asked to determine the importance of the items in a 69-item questionnaire. The
data were analyzed using the Partial Least Squares method and the third version of Smart-
PLS software at 95% confidence level. The results showed that after deleting four items,
the measurement model of the marketing mix, with seven factors and 65 items, has an
acceptable fit, good validity and reliability, and desirable predictive power. Based on the
loadings of the mixed elements items, the marketing activities of sports clubs should focus
on professional league games (as the main product), dynamic pricing, online ticket sales,
holding events at standard volleyball facilities, media coverage through television,
indorsement of outstanding celebrities, online advertising on social media, employment
of specialized workforce (outsourcing of the services), adequacy of the security forces
during the event and appropriate and accurate timing of event-related activities. The
findings of the present study can be used to properly manage the marketing mix in
volleyball clubs.
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Extended Abstract

Background and Purpose

In recent decades, the global sports market value has developed considerably,
increasing from $ 324 billion in 2011 to $ 471 billion in 2018 (Statista, 2019). On
the other hand, the share of the sports industry in the gross domestic product of
different countries varies between 0.75% and 4.4%; however, this share is very
small in Iran (Kalashi, Eydi, Abbasi, & Rajaee, 2019, 17). The development of
the sports market in Iran requires the identification of opportunities for various
sports. Iran's volleyball, with the international achievements of national teams in
recent years, has created high potential for the development of the sports market,
which requires special attention to marketing in volleyball. Marketing managers
in volleyball should spend most of their activity designing the ‘Marketing Mix’,
as the elements of the marketing mix define the sports business (Pitts & Stotlar,
2013, 77). Thus far, various models have been proposed for the marketing mix,
each of which has its strengths and weaknesses (Goi, 2009, 11). The 7P marketing
mix (i.e., product, price, place, promotion, people, physical evidence, and
process) proposed by Booms and Bitner (1980, 47) is among the most valid
models. Based on this model, Westerbeek and Shilbury (1999, 4), emphasizing
the important role of the ‘place’ element, proposed a model for the marketing mix
of ‘Facility Dependent Sport Services’, in which planning place element is the
starting point for designing the marketing mix, and after that, marketing managers
should focus their efforts on the design of other elements including product,
physical evidence, price, process, people, promotion (at event and external),
respectively. In the current study, to address the weaknesses in the volleyball
marketing literature, the model of sport clubs marketing mix in professional
volleyball leagues was examined based on the model proposed by Westerbeek and
Shilbury (1999, 10).

Materials and Methods

This study adopted a descriptive-correlational design (structural equation
modeling). A total of 405 volleyball and sports marketing actors (76 experts, 85
managers, 119 coaches and athletes, and 125 volleyball consumers) were selected
to participate in this study using the cluster random sampling method (125
individuals in each cluster). Totally, 500 questionnaires were sent and the return
rate was 81%). To collect information, a 75-item questionnaire was designed
based on the 7P marketing mix, and the number of items was reduced to 69 after
examining its content validity (product 11 items, price 10 items, place 12 items,
promotion 14 items, people 3 items, physical evidence 15 items, and process 4
items). The questionnaire was sent to the participants online through the Porsa
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platform at the Iranian Research Institute for Sciences and Information
Technology. The participants were asked to rate the importance of each item in
satisfying and fulfilling the demands of volleyball consumers on a five-point
Likert scale ranging from 1 (very unimportant) to 5 (very important). In the data
analysis, the partial least squares method and SmartPLS (version 3) at the 95%
confidence level were used to test the measurement and structural models.

Findings

Measurement Models: First, the validity and reliability of the inner and outer
measurement models were tested using the PLS algorithm and bootstrapping
procedure. The results showed that Items 3, 7, and 8 of the place element, Items 1
and 2 of the price element, and Item 6 of the promotion element had factor
loadings below 0.40. After removing these items, the analyses were run again, and
the results showed that all remaining items had a factor load above 0.40 on the
relevant factors, and their significance test values were higher than 1.96.
Additionally, by removing the aforementioned items, the fit indices of the overall
model were improved. The validity and reliability of the inner and outer
measurement model showed that the sports club marketing mix model with seven
factors and 65 items had an acceptable fit (NFI = 0.93, SRMR =0.071,d_ULS =
4.576, d_G = 2.188), good validity and reliability (Cronbach’s o.=0.710 - 0.877,
CR =0.824-0.891, AVE = 0.441 - 0.611), and proper predictive power (Cross-
Validated Communality = 0.183 - 0.254).

Structural Model: The path coefficients ranged from 0.323 (price — process) to
0.785 (people — promotion), and were statistically significant in all cases (T
values > 1.96). In addition, the coefficients of determination (R?) ranged from
0.104 to 0.616, the effect sizes (f2) ranged from 0.116 to 1.604, and the predictive
relevance coefficients (Q?) ranged from 0.052 to 0.719. The obtained effect sizes
showed that the effects of price (f? = 0.116) and process (f? = 0.125) were small;
the effects of place (f2=0.267), product (f? = 0.308) and physical evidence (f2 =
0.216) were medium; and the effect of people (f? = 1.604) was large. Finally,
considering the positive values of Q?, it can be concluded that the structural model
had acceptable predictive relevance and power.

Conclusion

The present study tested the marketing mix model of sports clubs in professional
volleyball leagues using a wide range of complementary points of view provided
by volleyball and sports marketing actors. The final model of the marketing mix
in this study included 65 items with seven elements: product, price, place,
promotion, people, physical evidence, and process. Based on the most important
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items in each element, it seems that the marketing activities of volleyball clubs
should focus on professional league games (as the main product), dynamic
pricing, online ticket sales, holding events in standard volleyball facilities, media
coverage through television, endorsement of outstanding celebrities to promote
the events, online advertising in social media, employment of specialized
workforce (outsourcing services), the adequacy and efficacy of security forces
during the events and proper and accurate timing of event-related activities. In
addition, the marketing mix model of facility dependent sport services proposed
by Westerbeek and Shilbury (1999, 10) was supported by the results of this study,
as it can be used to properly manage the marketing mix in volleyball clubs.

Keywords: Marketing Mix, Sport Club, Sport Marketing, Sporting Event,
Volleyball.
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<0.10 B Gl SRMR Standardized Root Mean Square )
(Residual
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Figure 2- Significance Tests and Path Coefficients of the Final Model of the Sport
Clubs Marketing Mix
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Table 2 - Fit Indices of Global Model

Jae
.
d.G d ULS SRMR NFI Model)
04,99 095 Original %99 %95 Original %99 | %95 Original
Sample Sample Sample
des A
10.066 5.493 2.208 5.945 5.081 4.834 0.096 0.089 0.085 0.88
(69 Items)
slust RO
9.973 | 5.399 2.188 5.831 4.923 4.576 0.091 0.083 0.071 0.93
(65 Items)

Note: NFI = Normed Fit Index, SRMR = Standardized Root Mean Square Residual, d_ULS =

Squared Euclidean Distance, d_G = Geodesic Distance.

Sl s pSeiluil Joo bl 5 2ly) (hmog slroylol -F Jgux
Table 3 - Descriptive Statistics, Validity and Reliability of Final Measurement

Model
Fornell-Larcker Criterion VIF ; i
v AVE CR Cronbach’sa Meant+SD ; W
7 6 5 4 3 2 1 Max. Min. Com. (Variable)
Jgemoee 1
0.731 1530 1.132 0222 0534 0891 0.866 3.94£1.17 g

(Product)
cad2

0694 0364 1521 1282 0200 0482 0.851 0.801 4.10£1.20
(Price)
ol 3

0.664 0515 0434 1447 1201 0183 0441 0849 0.813 471+1.13
(Place)
w4

0.687 0520 0608 0397 1174 1222 019 0472 0835 0.877 4.00+1.24
(Promotion)
alil.5

0.781 0305 0.180 0286 0.123 1505 1.145 0254 0611 0.824 0.710 4.26+1.08
(People)
anlss 6
i
0697 0583 0363 0354 0401 0284 1912 1359 0202 0486 0854 0.840 4.51£093 i
Physical y
(Evidence
J_'_J‘_""T

0753 0621 0358 0310 0416 0324 0121 1437 1106 0236 0568 0840 0.748 4.45+0 81
(Process)

Note: AVE = Average Variance Extracted, CR = Composite Reliability, VIF = Variance Inflation

Factor, CV Com. = Cross-Validated Communality.
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Table 4 — Estimates and Predictive Relevance of the Structural Model

Predictive Effect Size Explained Variance Path Coefficient
s ath
Re](‘gf)"“ T o7s0% 250% ! T 9TA0% 250% R T 9750% 250% () s
e gl |
0120 4001™ 043 0I72 0267 531" 0301 0147 0211 1079 0548 0383 0450
(P3Pl
Ay = Jpazs
0138 2207 0702 0062 0308 356 0412 0130 0236 7SI 0602 0373 0.485 _
®L-P6) S
L )
0007 463 0333 0148 0216 582 025 0129 0177 1186 050 0359 0421 .
(P6— P2) i
sl Ll 4
0052 303 0207 0061 0116 348% 072 0057 004 708" 0414 0239 0323
P2 P7)
NSRRI
0056 249" 0245 0051 0125 290" 0197 0049 011 583 044 022 0333
(715
a6
0719 245 3433 1070 1604 030 0774 0519 0616 1897 088 072 0785
(5 - P4

Note: *p <0.05, *p <0.01, *p <0.001; P1 = Product, P2 = Price, P3 = Place, P4 = Promotion, P5
= People, P6 = Physical Evidence, P7 = Process.
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