sk

University of Tehran
Faculty of
Sport Seiences and Health

Sport Management Journal

Online [SSN: 2676-427X

The Difference Between the Advertising Effect of Male and Female Athletes in
the Desire to Buy Sports Goods: The Results of an Experimental Experiment

Rohollah Fathian®™:' | Alireza Elahi?:', Hossein Akbari Yazdi?

1. Corresponding Author, Department of Sport Management, Faculty of Sport Sciences and Health, Islamic Azad University,

kermansh, Iran. E-mail: r.fathian@yahoo.com
2. Department of Sport Management, Faculty of Sport Sciences and Health, University of Kharazmi, Tehran, Iran.
Email:_alirezaelahi@yahoo.com

3. Department of Sport Management, Faculty of Physical Education and Sport Sciences, University of Kharazmi, Tehran, Iran.
Email: akbarihossein@yahoo.com

Article Info

ABSTRACT

Avrticle type:
Research Article

Avrticle history:
Received:
B May 2020

Received in revised form:

6February 2021
Accepted:

2March 2021
Published online:

B April 2023

Keywords:
Advertising,
Desire to buy,
Gender,
Sport,

Sports Goods.

Introduction: Identifying the impact of advertising practices on perceptions
and behavioral responses to the purchase of men and women has become
an important issue in marketing science. This can be very effective in the
advertising industry of sports goods. To this end, the aim of this study was
to investigate the difference between the effect of advertising on male and
female athletes on the level of desire to buy sporting goods.

Methods: This research was semi-experimental and used the standard
questionnaire of experience, trust and attractiveness of famous people in Ohanian
advertisements (1990) and the standard questionnaire of brand-product enthusiasm,
Zichkowski model (1985). The validity of the questionnaires was confirmed by
experts and its reliability using Cronbach's alpha method (o = 0.90) and (a0 = 0.93)
was confirmed. The statistical sample of this study included 60 students of
physical education in Kermanshah Azad University. The data were first collected
using descriptive statistics and analyzed using SPSS23 software and statistical
methods of dependent sample and Cohen's d-test.

Results: The results showed that the use of male athletes in sports advertising has
a more positive effect on people's desire to buy. Also, women are more likely to
buy sporting goods under the influence of advertising, attitudes and desires.

Conclusion: The effect of advertising on men and women is different. However,
this effect is greater in the group of women because women are better listeners and
are more exposed to the change of opinion caused by the effect of advertisements.

Cite this article: Fathian, R., Elahi, A., & Akbari Yazdi, H. (2023). The difference between the advertising effect of male and
female athletes in the desire to buy sports goods: the results of an experimental experiment. Sport Management
Journal, 15 (1), 111- 125. DOLl:http//doi.org/10.22059/JSM.2021.303439.2492.

Journal of Sport Management by University of Tehran Press is licensed under CC BY-NC 4.0
m | web site: https://jsm.ut.ac.ir | Email: jsm@ut.ac.ir.

© The Author(s).

Publisher: University of Tehran Press.



https://orcid.org/0000-0002-0045-7452
https://orcid.org/0000-0002-4810-1949
https://orcid.org/0000-0001-9925-4825
mailto:r.fathian@yahoo.com
mailto:%20alirezaelahi@yahoo.com
mailto:akbarihossein@yahoo.com
doi:http//doi.org/10.22059/JSM.2021.303439.2492.
http://creativecommons.org/licenses/by-nc/4.0/?ref=chooser-v1
https://jsm.ut.ac.ir/
https://orcid.org/0000-0002-0045-7452�
https://orcid.org/0000-0002-4810-1949�
https://orcid.org/0000-0001-9925-4825�
http://creativecommons.org/licenses/by-nc/4.0/?ref=chooser-v1�

University of Tehran

Faculty of
'/,':. | Sport Seiences and Health
Extended Abstract

Introduction

Today, the world sports industry is worth more than 620
billion dollars and is growing much faster than the rate
of gross national product worldwide. This rapid growth
due to the increasing tendency and need of people to
consume sporting goods and services has caused the
sports industry to become a very large, lucrative
industry with a wide variety of goods and customer
interests, and this has made successful companies
producing sporting goods from abandon mass marketing
and product variety and pay attention to segmentation
and marketing based on the target market. Because,
marketing based on the target market can better help the
company to use its marketing opportunities and produce
the right product for each segment of the target market
and instead of spreading its marketing and advertising
efforts on a specific group of buyers and focus on their
needs.

Methods

This research was a semi-experimental type of research
and in order to carry it out, first of all, a suitable sports
product was chosen for the research, which was due to
the fact that sports shoes are more widely consumed in
Iran and other countries, as well as the value of 80
billion dollars of the sports shoes market in 2015 and
predicting the growth of this market by 3% during the
years 2016 to 2023, sports shoes were chosen as the
sporting goods investigated in this research.In order to
select famous people for research, considering the
limitations of access to the country's famous athletes
and the advertising use of their sound and image, firstly
based on the ranking of the ESPN site, which is based
on criteria such as the amount of searches for the
athlete's name on the Internet and the amount of their
followers in social networks have ranked the top 100
male athletes and the 100 most popular female athletes
in the world in 2019. A list of 10 top male and female
famous foreign athletes was collected in various sports
fields and in order to rank the effective aspects of their
advertising, through Ohanian's (1990) standard
questionnaire, a pre-test was conducted in the statistical
population in order to measure the dimensions of
experience and attractiveness, The results showed that
Cristiano Ronaldo and Alex Morgan, two famous male
and female soccer players, the average scores of their
advertising  influence  dimensions  (attractiveness,
expertise and trust) are much closer to each other.
(Ronaldo, 84.46) and (Alex Morgan, 83.57) for this
reason, these two famous athletes were chosen to design
advertisements for the research.In the next step, in order
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to reduce and eliminate the intervening factor of interest
and inclinations of volunteers to sports brands in the
country's sporting goods industry market, create a new
artificial and researcher-made brand, according to the
recommended features for designing and creating a
suitable brand such as being short and concise, related
to the type of product, easy to remember and easy to
translate into other languages, based on research and
studies and consultation with sports management
professors, VAYU brand name was chosen to conduct
the research. Vayu is an Avestan and Iranian name that
means wind god, which can be a suitable name that
includes meanings such as speed, strength and
gentleness for a sport product.
And based on this, the trademark was designed for the
selected brand (Figure 1) and was used in the
advertisements, with colors, designs and sizes
appropriate to the type of advertisement.

AYU

Figure (1) trademark of Vayu sports brand

And in the next stage, with the cooperation and
consultation of experts in the field of photography and
graphic works, and using relevant software such as
Photoshop and Wondershare, mixing and creating an
advertising film for a fictitious research brand, based on
the editing of one of the advertisements of a famous
company producing sporting goods. Considering the
credibility and fame of this sports company, it seems
that the selected advertisements had the necessary
standards in making and having a proper impact on the
audience.

Results

In order to determine whether the advertisements made
by male athletes are different in the desire to buy the
advertised brand in women and men, the t-test of two
independent groups was used. For this purpose, the
desire to buy the introduced brand after advertising was
investigated among women and men of the statistical
sample. Also, in order to determine whether the
advertisements made by female athletes are different in
the desire to buy the advertised brand in women and
men, the t-test of two independent groups was used. For
this purpose, the desire to buy the introduced brand after
advertising was investigated among women and men of
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the statistical sample.The analysis of the obtained
statistical data showed that the effect of advertisements
by famous male athletes on the desire to buy the brand
in women is greater.Also, the effect of advertisements
by famous female athletes on the desire to buy a brand
in women is more than the effect of advertisements of
sports goods by men.

Conclusion

The first finding of this research showed that the effect
of advertising by famous male athletes on the desire to
buy sporting goods in the target community of women
and men is effective and different. So, the effect of this
type of advertising on women's society is greater.
Regarding sporting goods advertisements, usually
female athletes do not attract much attention, and male
athletes are more interesting and more attractive to
women and men, and both groups like to be like male
athletes.Another finding of this research showed that the
effect of advertisements by famous female athletes on
the desire to buy sports goods is effective and different
in both groups of men and women, so that the effect of
this type of advertising on the desire to buy sporting
goods is less in the male community. In the
interpretation of this research finding, it can be stated
that, because men pay more attention to the distinction
between gender signs and symptoms, they do not choose
female models for themselves. But women pay much
less attention to the distinction between gender
symptoms and signs. They are more receptive to
advertising messages and brands that are originally
designed and directed for the male community. Usually,
men check their daily priorities in choosing objects in
such a way that others do not see them as people with
feminine behaviors.Another conclusion obtained from
the comparison of two research findings shows that, in
both cases, i.e. doing advertisements by female athletes
and doing advertisements by famous male athletes, the
effect of advertisements on the desire to buy sports
goods is greater in the female group, which is this could
be due to the fact that women are more prone to change
their minds than men; Because in comparison with men,
they are better listeners and they are likely to learn more
than men in a similar educational situation, and this
increases the possibility of being influenced by
advertisements. Because women process information
more carefully, an advertising message is more likely
than men to persuade them to buy a product or change
their attitude.And the final conclusion that the findings
of this research showed is that. The influence of men's
advertising to create enthusiasm for buying sporting
goods is 36% and the influence of women is 22%,
which according to this existing difference, it seems that
it is better to use famous sportsmen to advertise sports
shoes in order to reduce financial costs and increase the
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effectiveness of advertising. This conclusion should be
used for the target population of women and men,
considering the fact that women, unlike men, choose
their sports models from the opposite sex more easily.
But very few boys or men consider a female athlete as a
role model.
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