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Abstract

The present study aimed to design a model of the effect of brand in sports on the behavioral
factors of young athletes in premier leagues. The research method was a combination of
sequential exploratory research and survey study. The statistical population in the
qualitative section was experts in the field of sports marketing, sports psychology, sports
sociology, and sports management. The purposive sampling in the qualitative section and
interviews with experts continued until information saturation as 16 interviews were
conducted with 16 experts. The statistical population of in the quantitative section
included all young athletes in the top leagues of selected sports (football (288 players),
volleyball (168 players), freestyle wrestling (71 players). The data collection tool in the
present study was a semi-structured interview and a researcher-made questionnaire. In the
quantitative part, it was found that the brand in sports influences the behavioral factors of
young professional athletes (path coefficient: 0.444 and T value: 5.152). Appropriate
business leads to improved behavioral performance of young Premier League athletes.
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Extended Abstract

Background and Purpose

Improving the behavioral status of athletes as a concern has long been emphasized
by researchers (1). Efforts have always been made to improve the mental state of
athletes and create rational behaviors from them (2). Today, the use of various
sciences to improve the mental and behavioral state of athletes has increased. In
such a way that the role of some sciences, including marketing, has become more
clear (3). One of the important issues in the field of marketing is brand names. In
order to evoke this value, a deep understanding of the concept of a brand name is
necessary, because a brand name is a new concept in sports marketing, the correct
application of which requires addressing all aspects of this concept; in fact, a
brand name is used to determine the identity of a product and differentiate it from
other competitors. It refers to the use of the title, logo, design and other symbols
and visual signs, which also includes the processes of the organization and
involves parts such as brand audit, brand community, brand culture, brand equity,
brand extract, brand decision, brand symbol, identity. Brand is brand image and
brand loyalty (4).

Materials and Methods

The research method was a combination of consecutive exploratory type
(qualitative-quantitative) which was phenomenological in the qualitative part and
descriptive-analytical in the quantitative part. The tools used in this study included
interviews and questionnaires. Interview questions included 3 open questions and
questionnaire questions consisted of 14 components and 42 items developed in
the form of five-option Likert scale (completely agree, 5 points to completely
disagree, 1 point). In the first (qualitative) part, this study used experts in the field
of sports marketing, sports psychology, sports sociology and sports management.
Using the purposive sampling method, interviews with experts continued until
information saturation, and 16 interviews were conducted with 16 experts, as well
as the statistical population of in the quantitative part included all young
professional athletes of selected sports fields (football (288 players), volleyball
(168 players), freestyle wrestling (71 players)) present in the Premier Leagues of
Iran. Due to the difficulty of accessing the young players of the top leagues, the
distribution of the questionnaire and its analysis continued until the sampling
adequacy was reached. The results of the KMO test, which measures the adequacy
of sampling, was confirmed in 110 questionnaires (0.75).
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Findings

In the quantitative part, the results showed that the skewness is between -3 and -3
and the elongation is between -5 and -5; the number of research samples is less
than 200 people; Therefore, in this study, PLS variance software was used. The
results showed that the coefficients of factor loadings are more than 0.4.
Cronbach's alpha is greater than 0.7, composite reliability is greater than 0.7, and
AVE value is greater than 0.5 (Table 3). Further, divergent validity in both
methods was assessed, the first method (the questions related to each variable are
more correlated with that variable than with other variables) and the second
method (another important criterion that is characterized by divergent validity is
the degree of relationship of a variable with its questions were confirmed by
comparing the relationship of that variable with other variables). In the qualitative
part, 25 concepts and three main categories were extracted in the form of two core
codes. In the quantitative section, it was also found that the brand name in sports
has an effect on the behavioral factors of young professional athletes; therefore,
the use of the right brand leads to the improvement of the behavioral performance
of young athletes in the premier leagues.

Conclusion

Based on the results, the behavior outside the sport field (respecting ethics and
etiquette in the media, observing ethics in family, friends and society, observing
ethics among fans, avoiding the use of tobacco, avoiding quarrels and aggression,
performing benevolent (volunteer) behaviors. and respect for veterans) is one of
the dimensions of brand influence in sports on the purchasing behavior of young
athletes of the premier leagues. In this context, it can be stated that some of these
brand names have their own set of legal rules that require athletes, teams and
managers of sports events to comply with these rules. The inadvertent failure to
comply with the legal rules of these brand names in sports in cases such as hidden
marketing can be considered as a challenging factor. Therefore, athletes try to
align themselves with the brand rules, which in the continuation of this alignment
can lead to change and improvement of behavior. Finally, according to the effect
of brand name in sports on the behavioral reactions of young athletes, it can be
claimed that the attention in choosing reputable and popular brand names in sports
can indirectly affect the performance of young athletes in the top leagues.
Unfortunately, due to the lack of previous related research and that this study is
considered as the first research in this field, the results of the present study cannot
be compared with other researches. In this area, there is a need to conduct more
research, so that in future research, strategies to reduce the negative effects related
to the brand name can be addressed. In addition, it is possible to obtain more
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detailed information in this field by comparing the influence of well-known and
lesser-known brands on behavioral factors. In general, it can be claimed that the
use of the right brand name leads to the improvement of the athletes' behavioral
performance.

Keywords: Communication, Sports Behavior, Sports Ethics, Brand, Model.
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Figure 1. The model of the influence of brand name in sports on the behavioral
factors of professional athletes
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Table 3. Fit of the measurement model
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Figure 2- Measurement model (checking path coefficients)
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Figure 3- The structural model of the research (examination of significance
coefficients)
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Table 5. Review of relationships in the research model
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