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ABSTRACT
The aim of the present study was to investigate the role of social media on the

authenticity, image, and brand personality of the National Federation of University
Sports of Iran. The study is descriptive in nature and of a correlational type, with data
collected through field research. The statistical population consisted of sports
management professors, and the sample size was equal to the population size, selected
based on availability (160 individuals). The data collection tools included the standard
social media questionnaire by Seyfollahi et al. (2021), the standard brand authenticity
guestionnaire by Kadiro (2010), the standard brand personality questionnaire by
Tsuitsu et al. (2009), and a researcher-made brand image questionnaire. The face and
content validity of the questionnaires were confirmed by 12 sports management
professors, and the reliability of the questionnaires was determined through
Cronbach's alpha, yielding coefficients of 0.86, 0.88, 0.82, and 0.84, respectively.
Data analysis was conducted using statistical methods such as frequency percentage,
mean, standard deviation, confirmatory factor analysis, and structural equation
modeling with the help of SPSS software version 26 and PLS software version 3. The
results showed that social media has a positive and significant impact on the
authenticity, image, and brand personality of the federation. Therefore, the National
Federation of University Sports of Iran can use social media more actively and
purposefully to create more opportunities for interaction and respond to audience
comments, thereby enhancing students' sense of belonging to the federation's brand. It
is recommended that the National Federation of University Sports use data analysis
from social media interactions, as well as audience feedback, to assess the interests
and needs of its audience and improve its programs based on this data.
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Extended Abstract

Introduction

With the advent of the information age and the
media society, various technological
transformations have occurred in many fields.
Media is a tool that the sender uses to convey
their intended message to the receiver (Shahbazi
et al., 2018). The use of media helps expand the
scope of business and, as a result, increases sales
and revenue; this is achieved by reducing costs,
establishing direct communication between
buyer and seller, prioritizing preferences,
increasing the speed of operations, reducing
advertising costs, and restoring relationships
with customers and traders (Assarian et al.,
2024).

One of the main concepts discussed in many
businesses is their brand, which plays a
prominent role at the center of demand and
prescription (Seyfollahi et al., 2021). In fact, one
of the most valuable assets of an organization is
its brand name, which is a name, word, symbol,
design, or a combination thereof, used to identify
the products and services of an organization and
distinguish them from other organizations and
competitors (Carlson& Donavan, 2013).

Brand authenticity is one of the most important
aspects of a brand, playing a significant role in
brand trust. Authenticity is essentially a criterion
by which all brands are judged (Monazami et al.,
2020). Authenticity has become the most
important criterion for customers' purchases,
surpassing even the quality criterion. Consumers
experience authenticity in various ways and use
a wide range of cues to assess the authenticity of

Methods

The research method of the present study is
descriptive and applied, conducted in a
correlational manner, with data collected through
fieldwork in line with the research objectives.
The statistical population of the present study
consisted of sports management professors, and
the sample size was equal to the population and
selected through convenience sampling (160
individuals). The data collection tools included
four questionnaires: a standard social media
questionnaire, a standard brand authenticity
questionnaire, a standard brand personality
questionnaire, and a researcher-made brand

Results

Table (1) shows the descriptive findings of the present study:

an object, which can be based on interest and
awareness of a subject (Chen et al., 2021).

Brand image refers to the image that people have
of a brand in their minds; this image may be
formed through symbols, colors, packaging,
advertising, and personal experiences with the
brand (Rouzfarakh et al., 2022). In other words,
brand image shows how a brand is perceived by
its audience, and it can have a significant impact
on the success or failure of a brand in the market
(Green, 2016).

Brand personality refers to the human or
personality traits attributed to a brand (Aaker,
2012). Brand personality is depicted through the
characteristics attributed to the brand, which
include authenticity, happiness, likability,
strength,  youthfulness, culture, creativity,
timelessness, and reliability (Aaker,1997).

Social media can help the National Federation of
University Sports of Iran showcase its
authenticity in the best possible way, create a
positive image of itself, and build a trustworthy
and dynamic brand personality. However, it
should be noted that social media, along with its
benefits, also has its own specific challenges and
risks, and must be managed with care and
strategy. Given the importance of social media
in brand authenticity, image, and personality, the
present research seeks to answer the question:
How does social media play a role in shaping the
authenticity, image, and personality of the brand
of the National Federation of University Sports
of Iran?

image questionnaire. The face and content
validity of the social media, brand authenticity,
brand  personality, and brand image
questionnaires were confirmed by 12 sports
management professors, and the reliability of the
questionnaires was obtained through Cronbach's
alpha test, yielding values of 0.86, 0.88, 0.82,
and 0.84, respectively. Data analysis was
performed using statistical methods such as
frequency percentage, mean, standard deviation,
confirmatory factor analysis, and modeling with
the help of SPSS software version 26 and PLS
software version 3.

Table 1. Results of demographic information of respondents

Descriptive Findings Characteristics Frequency Frequency Percentage
Gender Male 125 %78
Female 35 %22
. Married 118 %74
Marital Status Single 42 %26
Under 30 years 24 %15
Age 31 — 40 years 38 %24
41 — 50 years 56 %35
Over 50 years 42 %26




Under 20 years 27 %17

Experience in Sports 21 =25 years 38 %24
26 — 30 years 53 %33

Over 30 years 42 %26

Full Professor 24 %15

Academic Rank Associate Professor 47 %29
Assistant Professor 72 %45

To determine the reliability of the measures in the structural equation modeling method using PLS, their factor
loadings are utilized. This criterion indicates the correlation of these measures with the respective construct.
Table (2) shows the factor loadings and T-statistic values for the questionnaire items. According to Holland, the
minimum acceptable level for the factor loading of each item is 0.4, and items with factor loadings lower than
this threshold should be excluded from the testing process (Holland, 1999).

Table 2. Factor loads and significant numbers of structures related to structures

Constructs Items Factor Loading Test Statistic
Presence 0.53 4.70
Social Sharing 0.60 6.78
Media Gr_oups_ 0.83 13.19
Relationships 0.76 9.36
Conversations 0.78 15.49
Real vs. Fake 0.41 2.36
Overreaction 0.58 291
Brand Commgrcialization 0.80 4.40
Authenticity inqugness 0.54 2.59
Rich History 0.65 2.97
Social 0.63 3.12
Empowerment 0.52 2.52
Competitiveness 0.91 4.23
Prestige 0.78 3.21
peranc. y Ethics. 0.66 2.30
Authenticity 0.57 2.12
Credibility 0.74 3.12
Clear and Distinct Brand Image 0.74 8.84
Luxurious Brand Image 0.54 4.36
Suitable Human Resources 0.64 5.82
Brand -
Image . Long History 0.50 3.90
Distinct Image Compared to Other Brands 0.72 7.58
Strong Management 0.87 7.42
Extensive Activity in Social Services 0.53 4.87

Based on the results in Table (2), the factor loadings obtained for the items related to each construct are above
0.4. Therefore, we can conclude that the items used for the constructs in the study are capable of explaining the
respective construct. When the T-value for a path is greater than 1.96, it indicates the significance of the impact
of the specified constructs on each other along that path, thus confirming the research hypothesis.

Conclusion

The overall results of the study indicated that social media plays a positive role in enhancing the authenticity,
image, and personality of the National Federation of University Sports of Iran. The National Federation of
University Sports can leverage social media to improve its brand authenticity, image, and personality, thereby
boosting organizational reputation and attracting more student athletes to university sports activities.

KEYWORDS
Social Media, Brand Authenticity, Brand Image, Brand Personality, University Sports.
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