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Abstract

Purpose: The purpose of conducting research was the effect of
information and new technologies in attracting customers to sports
venues in Kermanshah province.

Method: According to the official statistics of the medical board,
about 40,000 people are mentioned in the province's sports statistics
community. The present research is applied research that is descriptive
in terms of strategy and survey in terms of implementation. Data
collection was done by field method and through a questionnaire. The
statistical population was all customers of sports facilities in
Kermanshah province. Based on Cochran's formula, 560 people were
selected as a statistical sample. To collect information, Moghimi's
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(2010) mixed marketing questionnaires were adapted, and information
technology and attracting research-made customers were used. The
structural equation path analysis method was used to analyze the
findings.

Findings: Findings indicate that the fit of the structural model of t-
coefficients for all research relationships greater than 1.96 can be
confirmed by the appropriateness of the fit of the structural equation
model.

Conclusion: In general, it can be acknowledged that the combination
of marketing and the use of information technology directly affects the
process of attracting customers to sports venues, so it is recommended
that managers use these strategies to highlight the competitive
advantages of sports venues through the use of space. Put physical and
virtual on the agenda.

Keywords: Customer Acquisition, New Technologies, Sports
Marketing, Sports Management, Sports VVenues.

1. Introduction

New technology can be considered as a continuation of the
previous technologies that provide arrays and modifications to human
beings to improve life. In other words, the term new technology can
be applied to the advances made and innovations presented in various
fields of information technology. In today's world, technology is
evolving at an increasing rate. To keep up with such a fast-paced
trend, we need to identify the technology of the day and work on it. In
this way, we were able to keep pace with the changes and
developments around us and take advantage of the facilities before us
(Vaziri et al. 2020). Many years have passed since the concept of
marketing and its use. Few organizations today can be found that are
unfamiliar with marketing concepts and do not care about customer
acquisition. Marketing and its role in the promotion of enterprises and
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its impact on the development and economic growth of countries are
not hidden from anyone. The Internet is one of the factors influencing
marketing and ways to promote these activities in the current arena.
The growth of the Internet has created opportunities for customers and
companies that are in a global online market, and one of these
opportunities is e-marketing. Due to the widespread use of the Internet
and information technology, all organizations and industries need to
use e-marketing in their business to maintain their competitive
position. The development of new information and communication
technologies has also provided opportunities for development and
marketing in the field of educational and cultural products (for
example, e-book sales). Marketing through new technology and
information has various advantages, including global market,
efficiency compared to other marketing channels, new service
opportunities based on Internet technology, time savings, cost savings,
the possibility of establishing an interactive and continuous
relationship with the customer, Ease of choice, the ability to use text
and audio and moving images, providing a large amount of useful
information, being informed of new opportunities, being up to date
(Kim2012). (Kapatina et al. 2018)The advancement of Internet
technology enables companies to communicate better and more
effectively with customers and to adapt their products to their needs.
Sport as an effective power in economic and social development with
direct and indirect effects plays an important role in the economy of
countries. The sports industry, by having a motivating factor such as
holding sports competitions, has made it possible to take advantage of
advertising and media opportunities, which in turn has created the
necessary platform for interaction between industry, trade, and sports,
which serves as a strategic bridge. It is in the service of sports
development and its economic prosperity (Farahani et al 2017). Sports
venues as social spaces that are in direct contact with people, to
perform better and generate more revenue, need to attract as many
customers as possible. To remain competitive and survive,
organizations must have a correct and accurate knowledge of the
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external environment, especially customers, who are the main pillar of
the external environment, to timely understand the needs and desires
of customers for better service and satisfaction. Most and finally their
lasting and long preservation took steps. This is the need to change
organizations and move beyond the traditional form to introduce new
concepts in the field of customer service and introduction (Akroush
2011).

In the modern world of business, there is evidence of increasing
competition from many companies, especially those operating in the
service industry. That's why knowing the return of customers is so
important. This has led to the development of relationship marketing
strategies and the implementation of related tactics by organizations
(Sandrotis and Varkiy 2017). In the last decade, there has been a lot of
buzz on social media around the world. Many elements in social
media sometimes make it very difficult to understand the whole text,
and online marketing, in a simple definition, is communicating with
customers through online tools. In general, online marketing pursues
the same goals as more traditional forms of marketing: increasing
brand awareness, generating leads, and finding new customers. Kotler
et al (2005). The media in the new age is one of the inseparable
factors of daily life. Press, radio, television, internet, and websites are
among the media that are always used by people in the community
and attract their audience in proportion to their efficiency (2019
Shahbazi). With the advent of the Internet and online computer
networks in today's world, the organization's website is the first point
of contact between users and the organization and its services (Amiri
2020). "Sports marketing is a social and managerial process that
individuals and groups acquire through the creation and exchange of
products and value for each other."Advertising, social media, digital
platforms, ticket sales, social relationships, online marketing, or
internet marketing is any tool, strategy, and method that further
introduces the name of the business and brand in the online space.
Online is the use of Internet tools to introduce business and products
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to potential customers and encourage them to buy products (Bahrami
et al. 2021). Organizations today are in a state of changing processes
and are strongly influenced by the change. To this end, organizations
need to regularly review and review their processes and methods to
play a significant role in the environment and organize their
operational processes to achieve missions, values, and benefits, in
such a way that in addition to their survival. In the present situation,
they can meet the needs of the environment (Jankwart et al 2017).
Organizations today are in a state of changing processes and are
strongly influenced by the change. To this end, organizations need to
regularly review and review their processes and methods to play a
significant role in the environment and organize their operational
processes to achieve missions, values, and benefits, in such a way that
in addition to their survival. In the present situation, they can meet the
needs of the environment (Jan wart et al., 2017). In the third
millennium AD, information is considered the main pillar of the
power of civilizations and now information and technology are the
most basic foundations of civilization in the third millennium. We live
in an information age, an age in which the ability to produce and
access new information is a key factor in the growth of organizations.
Improving the status of organizations depends to a large extent on new
production capacity and knowledge. Today, information technology
has a very important role in the success of organizations and has
become a very important information and communication tool that has
accelerated and facilitated many things in organizations. This
technology is also the creator of many new information and
communication capabilities. Many organizations have realized the
importance and impact of information technology on the success of
the organization and seek to achieve different angles (Hen et al.,
2017).

Information and communication technologies have created the
infrastructure in today's life that no longer avoids the margins of past
payments and prolongs the time for decisions and information. These
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infrastructures will increase the productivity of resources and
streamline the flow of information based on information systems, and
the final product will be based on information technology. In many
cases, people try to get away from daily activities and relax or focus
on issues other than daily work, one of which is doing sports. Exercise
has many fans due to its invigorating nature. Using them makes the
organization's processes faster and more accurate and less costly.
Therefore, it can be said that the future will be for those organizations
that align themselves with the realities and requirements of
information technology. Given the importance of the Internet, Idris
and Ibrahim (2015) concluded that despite the use of e-marketing by
companies, this tool does not have a positive effect on their marketing
performance. The results of a study by Kirkova et al. (2015) showed
that customers have a positive outlook on Internet marketing.
Research by Stevens et al. (2012) found that Internet marketing would
be more effective if it was able to receive an immediate response from
customers. Kapatina and Tozani (2011) showed that developing e-
marketing and site design plan will increase sales revenue. In a study,
it was stated that information technology causes the creation,
maintenance, and increase of social capital, and cognitive, structural,
and relational dimensions in women (Hen et al., 2017). Leukimidis
(2016) attributes the lack of successful presence of organizations on
the Internet to the loss of huge sources of capital. The World Wide
Web gives sports organizations a chance to connect with fans. A
website is an important communication tool in sports organizations.
Rice and Leonardi (2013) point out that information and
communication technology can affect many characteristics of the
organization such as organizational structure and attitude of human
resources and internal and external communication. Kuger et al.
(2012) acknowledge that managers, Employ management information
systems at all levels (strategic, intermediate, and operational) that
need to be improved. So their employees are determined to prevent
rework. In this regard, Zohrehvand et al. (2014) point out that
managers and all employees of sports clubs should acquire the
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necessary skills in using the Internet, as well as know the widely used
computer software related to their field of work and have the skills to
use it. Competitive intelligence can also be an important source of
information for planning by gathering information about the present
and future behavior of competitors and the business environment. We
consider marketing as a kind of social and managerial process by
which individuals and groups can meet their needs and wants through
the production, creation, and exchange of products and value with
others. The marketing mix includes deciding on the right product mix,
price, promotion, and location. Service marketing theorists have done
many studies on the difference between service marketing and product
marketing. By showing that service marketing requires different
decisions about goods, these thinkers were able to distinguish service
marketing from product marketing (Nazari et alvVYY «). Market
orientation is a tool through which one can achieve a competitive
advantage in the workforce that is related to variables such as market
opportunity, competitors 'risks, and competitors' threats. Therefore, it
seems that providing the ground for preparing and formulating a
strategic plan for private clubs is a major and initial step to organizing
a wide and diverse effort in the field of club sports. Because building
strong brands plays a very important role in the service sector, sports
clubs can innovate in service delivery when they lead their
organization, both employees, customers, and managers, to integrate
marketing and gain a competitive advantage in the long run. In this
regard, research has shown that the quality of desirable services and
satisfaction is one of the most important factors underlying customer
loyalty. Also, there is a relationship between all aspects of the quality
of sports club services and customer satisfaction and loyalty.
Researchers have pointed out that the quality of services such as the
quality of programs and the club environment affect customer
satisfaction (Saeedi et al.,, 2015). Pedragosa and Correa (2009)
Satisfaction is a variable that is related to customer expectations and
club equipment and is very important in determining the level of
customer loyalty to the club. Moral et al. (2016) considered the
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relationship between after-sales service quality and customer
satisfaction, retention, and loyalty (Kayaman and Arsley, 2007).

2. Methodology

The present study is applied research in terms of purpose
because it develops applied knowledge in a specific field and in terms
of how to collect data, it is descriptive research and in terms of nature
is a type of correlational research, because the purpose of this study is
to discover the relationship between variables. Which will be done in
a survey. According to the inquiry provided by the Club Affairs Office
of the General Directorate of Sports and Youth of Kermanshah
Province, the number of customers of sports facilities cannot be
accurately estimated, so the statistical sample ceiling based on
Cochran's formula of 560 people was considered for the present study.
The sampling method of this study was cluster random (proportional
to the sample size). To collect information, a questionnaire was used.
To collect information, Mothibi Marketing Integrated Elements
Questionnaire (2010) was used. To determine the validity of the
researcher questionnaire for opinion polls and to confirm the face and
content validity, a sample of the questionnaire was presented to ten
sports management specialists and they examined the form and
content of the questionnaire items according to the research
objectives. Reliability was calculated through Cronbach's alpha (0.76).
Researcher-made information technology questionnaire with 13
questions with three components of hardware, software, and human
software in a pilot study through the method of halving 30
questionnaires from the sample, preliminary study of the distribution
and after collection, questionnaires it was calculated by Cronbach's
alpha method (0.79). The method of scoring the questionnaire was
used through a five-point Likert scale. A structure analysis test in
structural equations was used to analyze the findings. All data were
analyzed using social sciences statistical software package version 19
and LISREL software version 8.54.
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Table 1.describes the variables of marketing mix, strategic position of brand
and communication and information technology

Standard Average Component Name Variables
deviation
0.63 3.12 the product
0.96 3.38 Price Mixed
ioi Marketing
0.64 3.65 Advertising
0.83 3.60 Place
0.55 3.83 Staff
1.48 2.47 Facilities and
equipment
1.88 256 Process
1.72 2.95 software Informati_on gnd
Communications
0.79 3.78 hardware Technology
0.81 3.62 Humanitarian
2.21 4.96 Attract customers

According to Table (1), among the components of the marketing

Figure 1. Model for predicting customer attraction through integrated
elements of marketing and application of new information and
communication technology in sports venues
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mix, employees with an average of 83.3 have the highest average, and
facilities and equipment with an average of 2.47 have the lowest
average. Among the components of information technology, hardware
with an average of 3.78 has the highest average, and software with an
average of 2.95 has the lowest average. The average customer
attraction is 4.96 with a standard deviation of 2.21.

Table 2. Important indicators of the original model fit

Model

Acceptable fit Abbreviation Index name _Grc_Jupmg
fit - indicators
indices
GFI1%90< 0/94 GFI Fit goodness index
AGFI%90< 0/91 AGFI Modlfletijngggoodness Absolute fit
011 The root of the mean indicators
RMR%5> RMR of the remaining
0 squares
NNFI%90< 100  NNFI(TL) Tucker-Lewis
Index
NFI1%90< 0/97 NFI Normalized fit index Adaptive fit
CFI1%90< 0/98 CFI Adaptive Fit Index indices
IF1%90< 0/98 IFI Incremental fit index
. The root mean square
/10 RMSEA< oot RMSEA of the estimation error
1087
- p p- value
0 Affordable
- 736 df Degrees of freedom f|tt|ng .
o e characteristics
i-score normalize
<3 CMIN/dfo< 1/87 CMIN/df 0 a degree of freedom
PNFI%05< 0/74 PNFI Normalized fitting

index

Table 2. showed the values of the most important fitting indices
of the model, including the square root of the mean error (0.01) and
the ratio of two to the degree of freedom (1.87). As it is clear, all the
indicators have met the required level at this stage, and this means that
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the data support the research model. In other words, the research
model is acceptable with the present graphic diagram.

4. Conclusion and Discussion

Because communication between people to educate and spread
knowledge is increasingly possible through computers. Due to the
competitiveness of the sports market, the customers of hats and sports
services are becoming more and more valuable. According to Table
(2), the average of the marketing mix elements obtained is higher than
the average, i.e. the marketing mix elements are higher than average.
The results of this study are consistent with the results of
Zohrehvandyan et al. (2014). Customer loyalty is critical to an
organization's success because attracting new customers is usually
more expensive than retaining existing customers. Therefore, it is
suggested that loyal fans be maintained as a competitive asset, and one
of the ways to strengthen this is by creating a sincere, appropriate, and
strong cooperative relationship between service providers and
stakeholders. Blended marketing elements are one of the best tools
that can help create a good strategy in sports marketing management,
based on which each element can be considered as a controllable
variable and sports needs based on the market. Set a goal. Sports clubs
should have all the elements studied to have more customers, in other
words, the existence of such things as good behavior of managers and
staff of sports clubs, necessary expertise, proper appearance, effective
trainer, commitment to work, proper communication And having
human relations skills, up-to-date knowledge of coaches, the
proximity of the club to the place of residence, the proportionality of
tuition with people's income, easy access, good quality in sports clubs,
breeding outstanding champions, equipping the club with modern
equipment and ancillary facilities Existence of medical and nutrition
consultant, the existence of accessories in sports clubs can be effective
in marketing sports clubs and attract more people. According to Table
(2), the average of the obtained information and communication
technology elements is higher than the average. The results of this part
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of the present study are consistent with the achievements of
Zohrehvandyan et al. (2014) acknowledged the level of information
technology in sports clubs under appropriate study. Sports clubs can
use new technologies and technologies in cyberspace to attract
customers. For example, advertising sports classes, coaches, and other
services through cyberspace channels or contracts with private mobile
companies can be helpful. The reasons for this compatibility may be
due to the up-to-dateness, effectiveness, necessity, and importance of
using information technology in all systems and organizations.
Information technology can play an important role in improving the
productivity and efficiency of organizations. The use of information
and communication technology to promote the success of sports clubs
and customer loyalty is an important and effective factor in sports.
Emphasizing that the use of information technology and management
information systems can play an effective role in all aspects of sports,
so all organizations and managers and those involved in sports should
use these systems and technologies as much as possible. In this way,
they succeed in planning, programming, services, and products and
achieve their desired goals by developing the quantity and quality of
affairs. Managers and employees of sports clubs as the main role and
force of the organization have a major role in the success of their
organization, on the other hand, the greatest value of information
technology in the success and achievement of goals; According to the
mean difference obtained, it can be said that the difference is positive
and the mean of this component is higher than the average level (3).
Koo and Pasteur (2020) report interactions between managers and
members of the club as an important factor in the success of sports
clubs and believe that managers and coaches must have high human
relations skills for the success of the club in sports. ; Acquisition of
sports and economic status; Provide more profitability. Koo and
Pasteur (2020) also report that having a club in the accessible places
and that people can move around easily can be very effective in
attracting customers.
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Figure 2. the proposed research model

Considering the effect of marketing components on information
and communication technology and finally the effect of these two
variables, directly or indirectly, on attracting customers of sports clubs
(Figure 2 of the proposed research model), it can be acknowledged
that there are such things as good Behavior of club managers,
necessary expertise, proper appearance, effective training,
commitment to work, establishing proper communication and having
human relations skills, up-to-date knowledge of coaches, proximity of
club to residence, proportionality of tuition with income, easy access
to quality Proper work in the club, proper planning for athletes, the
presence of accessories in the club based on the components of the
marketing mix can be effective in marketing private clubs and attract
more people. What can be inferred is that effective human relations
and having high human skills are the most important characteristics
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that managers, employees and coaches of private clubs should have
and with good morals can attract many fans. That's why Hick Me et al.
(2005) is a powerful program they suggest sports managers and
believe that by training human relations and social skills, sports clubs
can be more profitable, and this can help the sports economy a lot.

That is why they propose an empowerment program for sports
managers and believe that by training human relations and social skills
in sports clubs can be more profitable and this can help the sports
economy a lot. . They also report interactions between managers and
members of sports clubs as an important factor in sports success and
believe that managers and coaches must have high human relations
skills to ensure the success of the club in sports and economics.
Another element of marketing is the location element. If sports clubs
are built in places that are easy to access and in places that are not
high traffic and less crowded, it can be effective in attracting
customers. Having the necessary facilities and equipment in the club
and equipping the club with modern and new equipment can be in the
sports marketing of sports clubs. The existence of equipment and
facilities as a psychological element affects the mentality of customers
and they believe that equipment can have a positive effect on the
motivation and sport success of members psychologically. It must be
acknowledged that the future will be for those organizations that adapt
to the new realities and their requirements. Managers who seek to use
information technology in the implementation of quality cost
management, Market research, production lines, tests and product
reliability design, while increasing the quality that the customer wants,
reduce quality costs. In today's world and the dynamic and highly
competitive economic environment, information technology has
become one of the Become key players and upgrade your position to
reach a strategic capital. Information technology can lead an
organization to innovate, increase productivity and generate value for
customers and be considered a competitive advantage. The benefits of
information technology in organizations, including cost savings,
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prevention of human error, organizational effectiveness, increased
efficiency and revenue improvements are very thought-provoking.
Therefore, today, the per capita cost of information technology per
manpower is considered as one of the indicators of national
development of countries. Information technology will reduce costs
by increasing access to information, processing and retrieval.
Therefore, today, the per capita cost of information technology per
manpower is considered as one of the indicators of national
development of countries. Information technology will reduce costs
by increasing access to information, processing and retrieval.

In general, it can be acknowledged that today the competition in
various industries, including the sports industry is increasing. Because
sports service organizations offer similar services to stakeholders,
such as private clubs, the competition is for customer acquisition and,
most importantly, retention. Club managers must use their competitive
intelligence to achieve this goal and use market orientation to compete
with other clubs and meet the needs and wants of their customers.
Therefore, it is suggested that the senior managers of the private clubs
of sports clubs assign a special sign and logo for their hall and choose
a suitable name for the hall. Familiarity with the culture of the people
of that area, proper communication of employees with customers and
the amount of training and education of coaches, be aware and be
effective in selecting the best and most trained coaches and staff.

References

Akroush, M. N., Dahiyat, S. E., Gharaibeh, H. S., & Abu-Lail, B. N.
(2011). Customer relationship management implementation: an
investigation of a scale's generalizability and its relationship with
business performance in a developing country context.
International Journal of commerce and Management.

Ameri Asl, Hassan, Ghasemi, Hamid, Hosseini, Masoumeh. (2020).
Comparison of the status of sports coverage in the education
websites of the provinces with emphasis on sports and the



305 | International Journal of Digital Content Management (IJDCM) | Vol 3| No 5 | Summer & Fall 2022

connection of news with the degree. Journal of Communication
Management.[in Persian]

Bahrami, Shahab, Kiani, Mohammad Saeed. (2021). the Impact of
Social Media and the Internet on Sports Event Marketing. Journal
of ~ Communication  Management in  Sports  Media
jsm.2021.50368.1369

Capatina, A., & Touzani, M. (2011). Development of a Web
Marketing Plan for an e-Book—Challenges and Opportunities.

Co, Y. J. Pastor, D. L (2020). Current issues and conceptualizations
of service quality in recreation and sport industry. Sport
Marketing Quarterly, 13(2): 159-167.

Couger D, Robert A, Edward B. (2012).Opperman Motivation Levels
of MIS Quarterity. Information System Management, 4(2), 55-84.

Deepak, V. (2018). Digital marketing management. International
Journal of Management, IT & Engineering, Vol. 8, Issue 10.

Edvia, C.; Nwamarah, G. Eseying E. (2012). Management
Information System University Administration. South African
Computer Journal, 29(1), p98.

Farahani, A. Ghasemi, H. Honary, H. Khodadadi, M. (2014). FBBE
Modeling of Iranian Football Clubs. Applied Research in Sport
Management, (3) 3: 65-51. [in Persian]

Han, Can, Ma, Lu. Luying, Gan. (2017). The Research on Application
of Information Improvement.

Iddris, F., & Ibrahim, M. (2015). Examining the relationships between
e-Marketing adoption and Marketing Performance of Small and
Medium Enterprises in Ghana. Journal of Marketing and
Consumer Research, 10, 160-1609.

Miles, S. J., & Van Clieaf, M. (2017). Strategic fit: Key to growing
enterprise value through organizational capital. Business
Horizons, 60(1), 55-65.

Kayaman Ruchan & Arasli H. (2007). Customer based brand equity:
evidence from the hotel industry. Managing Service Quality,
17(1): 92-12



Kiani & Nazari| 306

Keller K. (2018). Building Customer-Based brand equity. Marketing
Management,12(2):14-19.

Kim, A. J.,, & Ko, E. (2012). Do social media marketing activities
enhance customer equity? An empirical study of luxury fashion
brand. Journal of Business research, 65(10), 1480-1486.

Kircova, Ibrahim; Dilaysu, Cinar; “Digital advertising practices and
its impacts on students: An application in the public”’; Handbook
of Research on Effective Advertising Strategies in the Social
Media Age, pp. 388-407, 2015.

Kyle, G.T, Kerstter,D.L, Guadagnolo, F.B .(2003). Manipulating
Consumer Price Expectations for a 10k Road Race. Journal of
sport mangment, 17,142-155.

Loakimidis, M. (2016). Online marketing of professional sports clubs:
engaging fans on a new playing field. Sports Marketing &
Sponsorship, 11 (4): 271-282.

Murali S, Pugazhendhi S, Muralidharan C. (2016). Modeling and
investigating the relationship of after sales service quality with
customer satisfaction, retention and loyalty — A case study of
home appliances business. Journal of Retailing and Consumer
Services. 30 (2016) pp. 67-83.

Nazari, R. Dehkordi, F. Neyazy, P. Gavamei, F. (2017).The Effect of
Brand Equity on Brand Alliance Strategy in Order to Promote the
Brand Strategic Position. Case Study: Sepahan’s Sport Club .
International Journal of Economic Perspectives, 2017, 11(1),
455-465. [in Persian]

Pedragosa V, Correia A. (2009). Expectations, satisfaction and loyalty
in health and fitness clubs. International Journal of Sport
Management and Marketing, 5(4), pp: 450-464.

Rice, R.E. & Leonardi, P.M. (2013). Information and communication
technology in organizations: Studies of influences, contexts and
processes, and outcomes across disciplines. In L. Putham, & D.
K. Mumby (Eds.), Sage handbook of organizational
communication (3rd ed). Thousand Oaks, CA: Sage Publications,
PP: 425-448.



307 | International Journal of Digital Content Management (IJDCM) | Vol 3| No 5 | Summer & Fall 2022

Saeedi,R. Emad Hosseini, Farzam. F. (2015). Its quality of service and
customer satisfaction and loyalty clubs for women in Mazandaran
province. A study sports management and motor behavior.
11(22). Pp. 29-38. [in Persian]

Santouridis, 1., & Veraki, A. (2017). Customer relationship
management and customer satisfaction: the mediating role of
relationship quality. Total Quality Management & Business
Excellence, 66 (9-15)

Shahbazi, Reza, Jalali Farahani, Majid, Khabiri, Mohammad. (2019).
Survey and ranking of the role of mass media in the development
of sports tourism in Tabriz. Journal of Communication
Management in Sports Media, 7 (1), 77-84

Taylor, D.; Strutton, D. (2010). Has e-marketing come of age?
Modeling historical influences on post-adoption era Internet
consumer behaviors. Journal of Business Research, 63, Issue (9-
10), pp. 950- 956.

Vaziri Gohar, Hamid Reza, Abdolhosseini, Reza. (2020). Application
of new technologies and digital marketing in attracting the
audience in the field of education. Industrial Technology
Development Quarterly, 18 (41), 51-64[in Persian]

Zohre vandyan, Karim. Mohammadzadeh, Farid. Khosravizadeh,
Esfandiar. (2014). The relationship between effective marketing
and competitive intelligence of sports clubs Alborz Province.
Letters Marketing Management, 1(1):51-59. [in Persian]

new normal-technology perspective. International Journal of
Management (1JM), 12(5).

Glaser, B. G., & Strauss, A. L. (1965). Awareness of Dying. Id. The
Discovery of GroundedTheory: TheStrategies for Qualitative
Research.

Guba, E. G., & Lincoln, Y. S. (1994). Competing Paradigms in
Qualitative Research. In N. K.

Halder, U. K. & Juthika, S. (2012). Human resource management.
New Delhi, India: Oxford University Press.



Kiani & Nazari| 308

Harsch, K., & Festing, M. (2020). Dynamic talent management
capabilities and organizational agility—A  qualitative
exploration. Human Resource Management, 59(1), 43-61.

Hillmann, J., Duchek, S., Meyr, J., & Guenther, E. (2018). Educating
future managers for developing resilient organizations: The role
of scenario planning. Journal of Management Education, 42(4),
461-495.

Hongal, P., Kinange, U. (2021). A study on talent management and its
impact on organization performance-an empirical review.
International Journal of Engineering and Management
Research, 10.

Jones, M. D., Hutcheson, S., & Camba, J. D. (2021). Past, present, and
future barriers to digital transformation in manufacturing: A
review. Journal of Manufacturing Systems, 60, 936-948.

Kataoka, T., Morikawa, K., & Takahashi, K. (2019). Strategic Human
Resource Management Simulation Considering Work Elements,
Skills, Learning and Forgetting. Procedia Manufacturing, 39,
1633-1640.

Khalili A., Gholami, A., Daneshfard, K. (2021). Identifying and
measuring the factors affecting talent management in Iran's
national gas industry (Case study: Fajr Jam Gas Refining
Organization) Human resource management in the oil industry;
11 (43): 139-160. [in Persian]

Kreiner, G.E. (2016). Tabula Geminus: a ‘both/and’ approach to
coding and theorizing, in Elsbach, K.D. and Kramer, R.M.
(Eds), Handbook of Qualitative Organizational Research:
Innovative Pathways and Methods, Routledge, New York, NY:
350-361.

Lee, M.Y. and Edmondson, A.C. (2017). Self-managing
organizations: exploring the limits of less-hierarchical
organizing. Research in Organizational Behavior, 37: 35-58

Liu, Y., Vrontis, D., Visser, M., Stokes, P., Smith, S., Moore, N.
Ashta, A. (2020). Talent management and the HR function in
cross-cultural mergers and acquisitions: The role and impact of



309 | International Journal of Digital Content Management (IJDCM) | Vol 3| No 5 | Summer & Fall 2022

bi-cultural identity. Human Resource Management Review,
100744.

Malekzadeh, Gh., & Sadeghi, S. (2017). Human resource management
strategy in the digital age based on big data. Technology
Growth, 13 (2): 62-70.

Martin, A. (2015). Talent management: Preparing a “Ready” agile
workforce. International Journal of Pediatrics and Adolescent
Medicine, 2(3-4), 112-116.

Meyers, M. C., Van Woerkom, M., Paauwe, J., & Dries, N. (2020).
HR managers’ talent philosophies: Prevalence and relationships
with perceived talent management practices. The International
Journal of Human Resource Management, 31(4).

MIHALCEA, A. (2017). Employer Branding and Talent Management
in the Digital Age. Management Dynamics in the Knowledge
Economy, 2: 289-306.

Morgan, M., 2017. The Employee Experience Advantage. John Wiley
& Sons, Hoboken.

Mothe, T. U. Nguyen-Thi. (2021). Does age diversity boost
technological innovation? Exploring the moderating role of HR
practices. European Management Journal.

Nelis, D. Kotsou, I. Quoidbach, J. Hansenne, M. Weytens, F. Dupuis,
P. (2011). Increasing emotional competence improves
psychological and physical well-being, social relationships, and
employability. Emotion, 11: 354-366.

Ocasio, W., Laamanen, T. and Vaara, E. (2018). Communication and
attention dynamics: an attentionbased view of strategic change.
Strategic Management Journal, 39 (1): 155-167.

Rajabipour Meybodi, A., Mohammadi, M. (2021). Designing an
integrated talent management model using thematic analysis.
Human Resource Studies, 10 (3), 79-104. [in Persian]

Reiman, J. R. L. Kaivo-Oja, E.-P. Takala, T. Lauraeus, E. Parviainen,
(2021). Human factors and ergonomics in manufacturing in the
industry 4.0 context — A scoping review. Technology in Society.
65.



Kiani & Nazari| 310

Roshan, A., Barzegar, K., Yaghoubi, M. (2021). Designing a basic
model of a talent management system. Public Management
Research, 13 (47), 161-188. [in Persian]

Rith, R., & Netzer, T. (2020). The key elements of cultural
intelligence as a driver for digital leadership success.
Leadership, Education, Personality. An Interdisciplinary
Journal, 1-6.

Sandler, S., (2003). The Changing Face of Talent Management. HR
Focus. 80 (5), 13-15.

Schmitt, A., Raisch, S. and Volberda, H. (2018). Strategic renewal:
past research, theoretical tensions and future challenges.
International Journal of Management Reviews, 20(1): 81-98

Schwarzmdiller, T., Brosi, P., Duman, D., & Welpe, I. M. (2018). How
does the digital transformation affect organizations? Key themes
of change in work design and leadership. mrev management
revue, 29(2), 114-138.

Sengupta, A., Lalwani, S., Goswami, S., & Srivastava, P. (2021).
Reinventing HR functions with SMAC technologies-an
exploratory study. Materials Today: Proceedings, 46, 10169-
10174.

Sigler, T. H., & Pearson, C. M. (2000). Creating an empowering
culture: examining the relationship between organizational
culture and perceptions of empowerment. Journal of quality
management, 5(1), 27-52.

Steffensen, D. S., Ellen, B. P., Wang, G., & Ferris, G. R. (2019).
Putting the “management” back in human resource
management: A review and agenda for future research. Journal
of Management, 45(6), 2387-2418.

Strauss, Anselm and Corbin, Juliet. (2009). Principles of qualitative
research method. Translated by Buick Mohammadi. Tehran:
Institute of Humanities and Cultural Studies. second edition.

Strauss, Anselm L., & Corbin, J. (1990). Basics of Qualitative
Research: Grounded Theory Procedures and Techniques, Sage.



311 | International Journal of Digital Content Management (IJDCM) | Vol 3| No 5 | Summer & Fall 2022

Van den Broek, J., Boselie, P., & Paauwe, J. (2018). Cooperative
innovation through a talent management pool: A qualitative
study on coopetition in healthcare. European Management
Journal, 36(1), 135-144.

Wee, E.XX.M. and Taylor, M.S. (2018). Attention to change: a
multilevel theory on the process of emergent continuous
organizational change. Journal of Applied Psychology. 103 (1):
1-13

Wiblen, S., & McDonnell, A. (2020). Connecting “talent” meanings
and multi-level context: A discursive approach. The
International Journal of Human Resource Management, 31(4),
474-510

Zhou, Y., Liu, G., Chang, X., & Wang, L. (2021). The impact of
HRM digitalization on firm performance: investigating
three-way interactions. Asia Pacific Journal of Human
Resources, 59(1), 20-43.

How to Cite: Kiani, M. & Nazari, L. (2022). The Impact of New Information and
Technologies on Attracting Customers to Sports Venues. International Journal of
Digital Content Management (IJDCM), 3(5), 290-310.

DOI: 10.22054/dcm.2022.67334.

International Journal of Digital Content Management (IJDCM) is
licensed under a Creative Commons Attribution 4.0 International License.



