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Introduction: The purpose of study is to construct and validate the image tool of
the Iranian athlete brand.

Methods: The research method was descriptive and a survey. The statistical
population consisted of students of gort sciences in Isfahan Universitys. 32
participants answered the questionnaire They selected by random sampling
method. The instrument was a researcher-made questionnaire. There were 49
items. Fce and content validity were examined Cronbach's alpha and exploratory
analysis, and confirmatory factor analysis were used to examine the construct
validity.

Results: Confirmatory factor analysis results showed that the athlete's brand image
scale has 49 explicit factors, 12 hidden second-level and 4 hidden third-level
factors. The personal image of athlete brand includes, attractiveness appearance (4
items) and personal life (5 items), the social image of athlete brand includes, myth
(4 items), social attractiveness (5 items), athlete relationship (3 items) and social
responsibility (7 items) , the cultural image of athlete brand includes, protocol (3
items) and religion (3 items) and sport image of athlete brand includes, body
fitness (3 items), sport success (3 items), athlete expertise (5 items) and racing
style (6 items). Cronbach's alpha reliability for the 12 components ranged from
0/74 to 0/91. The results show goodness of fit the athlete's brand image model

Conclusion: The cultural, social and personal aspects of the athlete, along with the
sporting aspect, create a good image of the Iranian athlete's brand. Future
researchers can be used of this tool to determine the brand image characteristics of
Iranian athletes.
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Introduction

Using athletes for branding evokes their characteristics
in minds of consumers. This association leads the
consumer to buy the product or service presented by
the athletes. The consumer's perception of the athlete's
characteristics is expressed in the athlete's brand image.
In this study, the brand image model of Iranian athletes
was presented. In this regard, the research question is:
What is the brand image model of the Iranian athletes?
What are the brand image factors of Iranian athletes? Is
the presented model valid and reliable?

Methods

The study was conducted using a descriptive-field
method. In the quality part of the study, exploratory
samples and 35 people, and in the quantity part,
representative samples of 302 sports science students
participated based on a simple random method. The
tool used is a researcher-made measurement scale was
prepared in two studies. In the first study, based on the
research background and semi-structured interviews
with exploratory samples, the primary scales of the
brand image measurement scale with a 7-point Likert
scale, including 66 items, was prepared. In the second
study, face validity was investigated using the method
of item impact scores and content validity using the
content validity ratio (CVR) of the Lauche table and
the content validity index (CVI) using the Waltz and
Bassel method. At first, a correlation matrix was taken
from 66 items, and due to a very low correlation, 17
questions were removed and the remaining 49 items
were included in the process of exploratory factor
analysis. Using exploratory and confirmatory factor
analysis, the final questionnaire includes 49 items
whose reliability was checked based on Cronbach's
alpha.

Results

The athlete brand image model includes 12 second-
level categories, and 4 third-level categories. The
personal image category of the athlete brand includes
Attractiveness Appearance (4 items) and Personal Life
(5 items) and the social image category of the athlete
brand includes myth (4 items), Social Attractiveness (5
items), Athlete Relationship (3 items) and Social
Responsibility (7 items). The category of athlete's
cultural image includes Protocol (3 items) and religion
(3 items) and the category of sports image of the
athlete's brand includes Body Fit (3 items), Sport
Success (3 items), athlete expertise (5 items) and
competition style (6 items). The findings of factor
analysis, construct validity and goodness of fit test
indices confirmed the fit of the model. Personal life
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and Body Fit had the highest factor loading, and
competition style and Attractiveness Appearance had
the lowest factor loading of the final structure. The
reliability of the questionnaire was also obtained using
the internal correlation method (Cronbach's alpha) in
12 factors from 0.74 (athlete communication) to 0.91
(competition style). The KMO index also showed the
adequacy of the sample size in all three levels.The
findings of factor analysis, construct validity and
goodness of fit test indices confirmed the fit of the
model.

Conclusion

The most important influencing factors in the brand
image of an Iranian athlete are personal, social, cultural
and sports characteristics. This model including 49
obvious factors, 12 hidden categories of the second
level and 4 hidden categories of the third level, shows
sports and non-sports managers that the brand image of
Iranian athletes is an all-round category and in the field
of branding, all of them should be given great
importance.
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