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Abstract

The purpose of this study was to investigate the effect of sensory marketing on promoting
the brand of sports venues. The present study was descriptive-survey research which was
applied in terms of purpose. The statistical population of the research included all
customers of selected sports venues in Mashhad. The research sample was selected
through the convenience sampling method (348 individuals). To collect data, the
emotional marketing questionnaire by Hosseini, Pourkiani and Afrozeh (2018, 147) and
Azimzadeh and Razavi's (2018, 61) brand promotion questionnaire were used. The content
validity of questionnaires were confirmed by 11 experts and university professors, and
reliability was confirmed by Cronbach's alpha test (0.84). The data analysis was done by
structural equation method using AMOS version 24 software and Pearson correlation
coefficient test (SPSS 24). Based on the research results, sensory marketing and its five
components (senses, feeling, thinking, action and relationship) have an effect on
promoting the brand of selected sports venues in Mashhad. According to these
components, it is recommended for officials and managers of sports venues to include the
use of sensory marketing techniques in their strategic plans to benefit as much as possible
from the benefits of sensory marketing on their sports brands.
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Extended Abstract

Background and Purpose

Introduction: The purpose of this study was to investigate the effect of sensory
marketing on the promotion of the brand of sports venues.

Materials and Methods

The present study was descriptive-survey research which was applied in terms of
purpose. The statistical population included all customers of selected sports
facilities in Mashhad city. A sufficient statistical sample for modeling structural
equations in AMOS software was calculated based on the method of Westland
(2010) and Soper (2021), which it was 156 people. it should be mentioned that
larger samples make AMOS estimates more reliable. On the other hand, it is
important for a researcher to consider whether the sample size is sufficient to have
enough precision to confidently make decisions about the findings; Therefore, in
this study, the sample size was increased to 348 people, so it can provide a suitable
estimate of the society. Due to the presence of the corona disease and the lack of
direct access to the customers of the selected sports venues in Mashhad, in order
to distribute the questionnaire, the link to the electronic questionnaire was
provided to the customers using virtual space and the cooperation of the officials
of the selected sports venues in Mashhad. The questionnaire contained items with
a 5-point Likert scale (from very low = 1 to very high = 5). In this study, two
standard questionnaires of emotional marketing from Hasi Hosseini et al. (2018,
167) and brand promotion from Azimzadeh and Razavi (2018, 61) were used. The
first part of both questionnaires included general questions involving general and
demographic information such as age, gender, education, marital status and
history of sports activities. The second part of the questionnaire consisted of items
related to the objectives of the research subject, which included 5 sensory
marketing components dividing into 18 items. There are 5 items for the senses
dimension, 4 items for the feeling dimension and 9 items for the components of
thinking, action and relationship (3 items for each). The standard questionnaire of
brand promotion also included 3 brand promotion components and 18 items,
which is based on consumer opinion and its purpose is to analyze the consumer's
reaction to a sports venue brand and evaluates the consumer's mental image, brand
loyalty and word-of-mouth advertising. In order to validate the form and content
validities of the research tool, opinions were first sought from experts and
professors of sports management who were aware of the research topic (11
people). Then the reliability of the questionnaire was evaluated through
Cronbach's alpha in the preliminary stage (guide study) which turned out to be
0.84. Besides, the reliability and validity of the structure was confirmed using
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AMOS software. Skewness and kurtosis tests were used to test data distribution.
Analyzing, checking and fitting the model was done using the structural equation
modeling method using AMOS version 24 software. Finally, Pearson's correlation
coefficient was used to examine the relationship between sensory marketing
dimensions and brand promotion.

Findings

The results showed that the values of each of the skewness and kurtosis statistics
are in the acceptable range (2, -2), showing that the data distribution is normal.
Therefore, AMOS software and Pearson’s correlation coefficient test can be used
to investigate the research questions (i.e., investigating the relationship between
the dimensions of sensory marketing and brand promotion). The results of the
correlation coefficient test showed that there is a statistically significant and
positive relationship between the variables of senses, feeling, thinking, action and
the promotion of the brand of selected sports venues in Mashhad. Finally, the
results revealed that the theoretical model of the present study had appropriate
experimental-theoretical assumptions.

Conclusion

In general, according to the results, it can be concluded that the use of sensory
marketing and its components in sports places creates a lasting emotional
relationship with customers. If customers have a good experience in this way, their
loyalty and trust towards the desired sports brand will increase; Therefore,
managers of sports stores and venues can have a pleasant experience by
stimulating the emotions of customers and providing quality of services by using
sensory marketing and its components (senses, feelings, thinking, action and
relationship). Because if the customer's experience and feeling towards the brand
is appropriate and desirable, his loyalty and trust in the brand will also increase,
and this increase in trust and loyalty will lead to the promotion of the sports brand.

Keywords: Brand Promotion, Sports Venues, Sensory Marketing.
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Table 2- Investigation of the Relationship Between Research Dimensions Using
Pearson Correlation Coefficient Test
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Table 4- Investigation of Path Analysis
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