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Abstract

Various types of marketing are putting into practice in all industries across the world at this time.
Additionally, numerous viewpoints and methods are being exploited by marketers to develop creativity
and improve sales in such industries, with their own labels (Jensen et al., 2023); including guerrilla
marketing (GM) as one of the most novel concepts. In this sense, GM can bring loads of benefits to all
industries, and the sports industry is no exception here (Liao et al, 2021). Many companies,
manufacturing sporting goods and supplying various sports services are currently tapping GM as a
strong market penetration strategy (Fujak et al., 2018). The sports industry has been also significantly
influenced by changing lifestyles, thereby devoting much attention to health issues among people and
even making them give more value to leisure-time and sports activities (Scola & Gordon, 2019). Over
and above promoting the sports industry, this has also led to a growing trend in other industries (Liao
et al., 2021). What is more, higher standards of living have augmented purchasing power among
consumers, and undoubtedly the number of sports stores are on the rise (Serazio, 2021). In this context,
Yazd Province, Iran, is annually attracting lots of sports tourists during domestic and international
competitions, festivals, as well as training camps for clubs and national teams in various sports fields.
Accordingly, sports stores in this region are in need of proper marketing activities for their survival
(Mohebi et al., 2021). Given the widespread emergence of sports stores in Yazd Province, there has
been an intense competition, in comparison with the past, to attract and retain more customers, which
is the most challenging issue (Tighband Jangalei, 2022). With regard to the gap in the market of sporting
goods, sales ratios, the wide of variety of products, and the competitive market over the last few years,
retailers have further resorted to diverse strategies to attract and retain customers, including GM (Fujak
et al., 2018). Therefore, investigating the effect of GM on attracting and retaining the sports store
customers was assumed as the main objective of this study. This empirical study with an exploratory
research design was accordingly fulfilled using a deductive-inductive approach. In terms of the type of
data, the mixed-methods (qualitative-quantitative) strategy was tapped, so it was a cross-sectional
survey with resepct to data collection time and method. The statistical population consisted of university
professors (namely, theoretical experts) and sports store managers (i.e., empirical experts) in Yazd
Province, Iran. Snowball sampling until theoretical saturation was reached was also conducted to select
the study samples (N=12) due to the high number of the experts in this field and the probability of not
being familiar with all by the researcher. The criterion for selecting the empirical experts was having at
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least 10 years of work experience in this domain. On the other hand, the theoretical experts were selected
out of the professors involved in the universities in Yazd Province, nominated for their academic works
published as books and articles in the field of sports marketing. The data collection tools were interviews
and questionnaires. As well, thematic analysis was initially used to explore the specialized interviews,
and then the fuzzy Delphi method (FDM) was operated to prioritize the GM tools. Ultimately, the effect
of GM on the attraction of the sports store customers was simulated through the agent-based modeling
(ABM). In the qualitative phase of this study, the validity of the interviews was tested via the Q-sort
technique, and their reliability was checked and confirmed using the Cohen’s kappa coefficient. In the
quantitative phase, the validity of the questionnaires was measured by relative content validity, and
their reliability was established based on test-retest reliability. MAXQDA 2020 was further utilized for
thematic analysis, the fuzzy Delphi method calculations were correspondingly performed in Microsoft
Excel, and the ABM was done using AnyLogic. Based on the study results, 36 primary codes, 8 sub-
themes, and 4 main themes, including the cultural, human-related, technological, and customer-
attraction tools, were identified, wherein the cultural tools were spotted as the most effective ones. The
simulation outputs also revealed that the proposed model could properly estimate the future of attracting
sports store customers in Yazd Province, Iran. Moreover, all four tools, were of utmost importance, but
in varying degrees, in order to attract the customers of sports stores in this region, and their prioritization
was simply to gain a better understanding of more effective GM tools. In line with the study findings,
as a general policy, the managers of sports stores in Yazd Province are thus suggested to implement this
research model. In this way, it is ideal to run the proposed model within a specific time period and
measure its capacity to improve the effectiveness of the mentioned GM tools. If the existing model
leads to an increase in the attraction of sports store customers in practice, it is then recommended to be
taken into account in future periods.
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Table 1. Characteristics of interviewees

o 50 el b asws i
Percentage  Frequency Lewels Variable
Male/
83 10 o Gender/ ¢
17 2 Female/,;

Theoretical experts/(sKils aslol) o,k o5 5

66 8 university professors)
o Type of experts/ 5 .= ¢4
2 4 Empirical experts /(2,5 cloolKig,d ol poe) oy o5y
(sports store managers)
42 5 Master’s degree and lower/ 5 ol g o)l ol IS I o S o
58 7 PhD degree/ s Educational attainment
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Table 2. Initial concepts extracted from interviews with experts
P30 TS PeRo o,
Concept Row Concept Row
030 g 48 Jawes $ susd
. . 19 Sharing a warm friendly smile with customers by 1
Bidding products via the Internet
sellers

| ine (gl tolan 3l oslitul - [0k yin b oaiig p bwg oz bl 15, 5

Holding valid meetings Making eye contact with customers by sellers
[ Sbaks oo gl 5l oolaul 1 foaiisgyd awgs (g i o Cusro 0,5 SisS cdoy 3

Billboard advertising Listening carefully to customers by sellers

[ o ailesy o olids ” Joaiigy lawgs (g b pbay (05 lao 4

Advertising via the national media Addressing customers by their names by sellers

1 5% o olsreds obyiie b <
JocS )l 5 lapbls G,bl o olfis b olinks 4l [l 02 S e ghida koo, 20552
L ) 23 Treating customers as special individuals by 5
Outdoor advertising on streets and in parks
sellers

I %558 Slilae Joro jo Olids " [6y3a Slas &)l o HBaiisd Jos Cusp 6

Advertising at sporting venues and events Providing quick in-person services by sellers
[ Sk obsS lophd ags 55 10k s 0l jo o8 (Eailg b 5 pow Conliz 5 Covasd ;

Making short promotional videos Personality traits and appeal of store managers
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and sellers in attracting customers

[ e2509 Ogoman b g (S22 slacelS 5l olStg )3 oolics|

lg5i50 Dloas &l )|

26 8
Using cultural and sport-themed videos Presenting a wide variety of services
[l 55 5 U5 slmolSitgles ;o o i
) B s JEh okl o o8 )0 [ ydiar )50 aasd @)
Participating in provincial and national 27 o . . 9
. Listing prices in a brochure
exhibitions
ol 5 5 Sy D)5 abewse bt 5 obel 63
/QLM‘UJ»s&Jm /Q;L‘;‘—’ dﬁl)l
Greeting customers on holidays and 28 . . . 10
. . . Offering various discounts
celebrations through various attractive
greeting cards and postcards
[obals jo (o359 9 Sayd sloo gz 5l oolinu] [l ymie & Baxis)d bawgs CYgame (dyne g ls
Benefitting from cultural and sports figuresin 29  Introduction and promotion of products by sellers 11
advertisements to customers
G 509 ol g Sleas &l o JFaiig,s IS igs
Jogllas loss )| o ol yiie Salinl 5 ol ki 5l solitl O P / L) % OTEES S
Exploiting opinions and criticisms of customers 30 © ) o . 12
. - . . Good manners by sellers in delivering services
in providing optimal services . .
and being responsive to customers
Log Gl yiie 4 as O¥gaxe 5,90 50 Gl oMbl
18 auisg 8 31 [oBarigd Blol g agas 5l 2l wlas &l 13
|nforming customers about new products by Offering extra services not committed by sellers
sellers
&5 50 DY game 850 40 HEalig 8 Laass bl &l gl olyor gloyils (g9, pcuas B glal38le 5 5l ol
[o)1s ol G2 o)l e SLSU 32 1ok yiinn & Sloss 14
Having expertise about products among sellers Using smartphone software to deliver services to
and its significantrole in impulsive buying customers
Tob i (5,5 JBle Lol 5l oolazul 33 L35y a9 iS5l 51 eolanl 15
Surprise and delight marketing strategy Utilizing novel electronic tools
2 b azee ()5 9 S5 g ,ls50) oig)8 (lad
Pt e o558 il (el il (clnaSods §f aslic
Providing store atmosphere (namely, 34 . . - 16
; o : Tapping social networks for advertising
decoration, color, and lighting) to induce
purchases
I (ol G5 (5 e 0 g, ol
[8)s plpms G (5yuie ©d2 0 oSl 3 p J bl sloply o 35 5l eolicl
Store name andits important roleinattracting 35 . . L 17
Using humor in advertising messages
customers
J515 55 b o5 & oS358 5l gl S35l geo
[Gliz sloadkyy b olfag) 36 [T &gy ol8g )8 wlass Slorsy 18

Inviting people outside stores to have fun
inside with attractive programs

Online store service support
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Table 3. Sub-themes constituting guerrilla marketing tools

o Lo =3 yendo 9,
Concepts Sub-themes Row

[o0itig s bansgs (conao 5 p )5 2]
Sharing a warm friendly smile with customers by sellers

[ olbyttals oanig)d bawgs oot b3l 3
Making eye contact with customers by sellers

[oaiigpp lang syt lo Cumo (13,5 595 Cdoay
Listening carefully to customers by sellers

[o3iig b bawsi s yiia b pliay 305 oo [ yia b B
Addressing customers by their names by sellers Customer 1
[l 5,8 o olgieas obytie b 5,8 8,55 communication

Treating customers as special individuals by sellers

[sypa Sleas &l)) o Baiig b Jas cas yu
Providing quick in-person services by sellers

[l yite Giz 5 olR3g538 Fuiiyd 5 o Culie g Coasd

Personality traits and appeal of store managers and sellers in attracting
customers

Presenting a wide variety of services /gsie wloss 4|

Listing prices in a brochure /555, & )g0a lacwd <)

Offering various discounts /st cliviss )

[ b ie & pBantig ) bawgs SVgamme (Byne g gl
Introduction and promotion of products by sellers to customers

451y Sleas

— : o Innovative 2

[ byt & 39 $%5aly g Sloss &)l j0 (Eaiig 3 B Sogs services

Good manners by sellers in delivering services and being responsive to
customers
[oS g Slol g s 5l 2, claas i)
Offering extra services not committed by sellers
[l yiin & Sloss &) ol olyon sl (go, 2 ceas BB gl 3305 5 osliul

Using smartphone software to deliver services to customers /el
Utilizing novel electronic tools /s, SguSdl 5l 5l eolicu! Iy 3

Software

Tapping social networks for /olfas,8 Glids olp ol glaasiis 5l ool
advertising
Using humor in advertising messages / sbls sleply jo (>95 5l eolinwl
- - - §56

Online store service support /Ml & g0t olfag,3 oloas Sl /&S 4

— - Novelty

Bidding products via the Internet /s sl o b 5l @Ygaxe &)
Holding valid meetings /,zxs (sla ilon 5l ool
Billboard advertising / sluls slas,gls 5l solicu! [ 8,515 ols
Advertising via the national media / L 4l jo olils Innovative 5
[ s 5 s bl 4 oS, Slils o) advertising

Outdoor advertising on streets and in parks




1P ¥ lusli cp g8 0 5boi ¢p sle2 09 333 1L Sl aolikad

Advertising at sporting venues and events / _i;,9 Sliles Joxe jo Slinls
Making short promotional videos / slls obsS claplsd as

[si325 oyoin b 5 S8 slorlS | olS59,5 oolical
Using cultural and sport-themed videos
[obl g g sl slolfisles o oS i
Participatingin provincial and national exhibitions

ol sie 4 Oliz g gsiio (gloJlwy o)l 5 55 05 desgay lajir 5 obiel 55

Greeting customers on holidays and celebrations through various [ &y5ledSs
attractive greeting cards and postcards Surprise and 6
[2lals o (Bips5 Sy ooz il oolisl delight

Benefitting from cultural and sports figures in advertisements
[osllae Sloss al)l o )b i Slolis) g ol ,as 51 eolic!

Exploiting opinions and criticisms of customers in providing optimal
services

[y 5 oy

[ OB aring,d g b iie 4 Wi OYgame dy90 50 S, oMbl ]
Recommendations 7

Informing customers about new products by sell ers

o . ——— —— and suggestions
108 olims LB b yide SSL &5 50 (¥ game 3590 0 Batigd Laass bl

Having expertise about products among sellers and its significant rolein
impulsive buying

Surprise and delight marketing strategy /b iw 5,5 8l Lol 5l ooliswl

355 50 %23 33 ki 230 (455 5 S5y cygemslsS0) oSy b (sla
Providing store atmosphere (namely, decoration, color, and lighting) to
induce purchases [cuddls

[3)15 ol G2 (e Dda 0 olKig 8 b Creativity
Store name and its important role in attracting customers

[oliz Glaadby b olKag s J5lo 40 (ol o8 s 4 olKig,d 5l g, ol 3l 5 ciged
Inviting people outside stores to have fun inside with attractive programs
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Table 4. Main themes constituting guerrilla marketing tools
=8 g hol sl gouin @9,
Sub-themes Main themes Row
Customer communication /L ,tie b bLS)| WY .
Innovative services /a5l Sloas Human-related tools

Software /s,!;3ls 5 IRSTASC 2
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Novelty / 5;U Technological tools

Innovative advertising /ail,sls &ls

[ 3 )l

/ " - ~§ -
@9 Cultural tools

Surprise and delight
Recommendations and /slgies 5 avoss

. 1§ yoiin 32 I3l
suggestions i | 4
Creativity Jeoivs Customer-attraction tools
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Figure 1. Guerrilla marketing tools
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Table 5. Results of expert opinions during first-phase survey

Coodl (gl 0
Importance Jolge [EIRY)
SR ] buogio  0by ol s Factors Row
Verylow Low Moderate High  Very high
0 1 1 1 9 Cultural tools / i 3 5l 1
1 1 1 3 6 Customer-attraction tools /. i wis 3l 2
0 1 1 4 6 Human-related tools / L.l 13! 3
0 1 2 3 6 Technological tools /g555:55 15! 4
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Table 6. Means of expert opinions during first-phase survey

Sy 2103638 (ke o3 (il Jolge s,
Status Defuzzification mean Triangular fuzzy mean Factors Row
Confirmed /oas oub 0.813 0.625 0.875 0.938 Cultural tools / a5 I3l 1
[oads A...;l; I rin D3z 3
. 0.715 0.5210.750 0.875 T 2
Confirmed Customer-attraction tools
Josds ausls [ Sl 5l
M 0.771 0.563 0.813 0.938 s 3
Confirmed Human-related tools
foas b 15555555 34
. 0.750 0.543 0.792 0.917 39555 4
Confirmed

Technological tools
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Table 7. Results of expert opinions during second-phase survey

St ¢yl 30
Importance Jolge 7K
> g oL SL g > Factors Row
- 9o 2 3 ) (S
Very low Low Moderate High Very high
| Sem,d 5l
0 0 1 2 9 w2 ) 1
Cultural tools
16 yiin 32 3l
0 2 1 2 7 Customer-attraction 2
tools
[ Sl I3l
0 1 0 5 6 Human-related 3
tools
(ST St
0 0 3 3 6 S35 4

Technological tools
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Table 8. Means of expert opinions during second-phase survey

Cardg @103658 (ke o3 (ke Jolgs o,
Status Defuzzification mean Triangular fuzzy mean Factors Row
Josds anb | Samys 3l
MM 0.854 0.6670.917 0.979 o 1
Confirmed Cultural tools
foos [ rtia oiz I3
o 0.743 0.542 0.792 0.896 G
Confirmed Customer-attraction tools
Joods dwls [ bl 5l
o 0.792 0.583 0.833 0.958 e 3
Confirmed Human-related tools
[ odus L 1659 555 ",‘
e 0.771 0.563 0.813 0.938 39S 4
Confirmed Technological tools
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Table 9. Difference between defuzzification means of the first- and second-phase surveys

orSile st P90 e 2RIl el gl Al g 19565 e Silee Jelge L,
Mean difference SEESYPIESE R bEnese Factors Row
defuzzification mean defuzzification mean
SN
0.041 0.854 0.813 20 1
Cultural tools
| yiden i 3l
0.028 0.743 0.715 Sy
Customer-attraction tools
WY
0.021 0.792 0.771 o
Human-related tools
RCCN
0.021 0.771 0.750 e

Technological tools
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Table 10. Prioritization of effective guerilla marketing tools in attracting sports store customers

) lro (guiacy ol 105638 (ke Jolge o,

Prioritizing criteria  Defuzzification mean Factors Row
1 0.854 Cultural tools / S5 I3l 1
4 0.743 Customer-attraction tools /. iw cis i3l 2
2 0.792 Human-related tools / sl 15! 3
3 0.771 Technological tools / s5¢4:55 134! 4
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Figure 2. Graph of the state of the population of sports store customers
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Figure 3. The result of simulating the effect of guerrilla marketing on the attraction of sports store
customers in Yazd province
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