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Identification of effective factors on brand equity of Iranian sport clubs of
futures studies approach
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Objectives:

profitability thinking in sports clubs has led managers and officials to improve the brand
equity of the club more than ever ; so thinking and planning in various sports clubs has
become one of the most serious challenges and managers of future research approach as a
very modern approach and relying on the identification and writing strategies of promotion of
brand equity of sports club are considered . 1- the purpose of this study is to identify and
prioritize the factors affecting the brand equity of sport clubs of the country . 2- identifying
key driving forces in improving the brand equity of sports clubs is one of the main goals of
this research .

Materials and methods:

professor david aaker [1], the academic leader in brand management , brand equity as a set
of assets and obligations associated with a brand , its name , and a symbol that will add or
diminish the value provided by the product or service to the company or company 's
customers .

in addition to the library research and searching in papers , the end of the letters , by semi -
structured interviews and using expert opinions of professors and specialists , snowball
method was applied to theoretical saturation . finally , the factors affecting the brand equity
of sports clubs were identified . identifying the factors affecting the brand equity of the
country 's sports clubs and their prioritization will result in careful consideration of all
variables and parameters of brand equity promotion in the programs and by focusing on it ,
we can observe the key factors of brand equity . [2]

based on the theory of aaker and then the researcher constructed to score each of these
parameters , then they were asked to prioritize these parameters . in terms of purpose , this
study is an applied research based on the nature of data , qualitative and quantitative , in
terms of data collection method .

to analyze the software version of software such as excel version , software SPSS version 21,
statistical software Version 21, and Scenario Wizard software version2.4 and software Smart
PLS version 3.3.3 used to analyze and analyze the descriptive and inferential statistics . in
inferential statistics , t - test , Pearson correlation coefficient and Friedman ranking test and
confirmatory factor analysis test were used for future study of this study .
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Findings:

One of the benefits of having a higher brand value is that the company can increase greater
profits and gain higher bargaining power than competitors in any economic activity. [3] The
study is carried out based on the _Simodel that has a particular brand value , four dimensions
of awareness , association , perceived quality and loyalty . [4] the results of this study are :
between perceived quality of the brand , there is meaningful relation between the brand of
sport clubs brand awareness . There is a meaningful relation between awareness of the brand
with the associations of the country 's sports clubs . Brand associations are associated with
loyalty to the brand of sport clubs . by examining the rate of scoring to the parameters and
variables of the research , the status of the special value of the sport clubs of the country is
not at a desirable level . The brand associations as a general indicator on the specific value
have the greatest positive and direct effect on the 3 other indices . And the reason is that
sport, due to its intangible, contradictory and fleeting nature, the experience of consuming
and using sports is nothing but the perception of associates with a specific sports institution,
which is one of the components of brand associations, respectively 1- Brand personality 2-
Promotion and media coverage 3- Club commitment and 4- Beautiful games and team
successes As practical parameters (among the sub-indices of brand associations) will have the
most impact. Finally, with the confirmatory factor analysis test, the impact of brand
personality and promotion and media coverage had the greatest impact. 3- Fall and 4- Ascent,
let's examine.

Results:

To create a brand personality, the main character of the audience for the club must be
imagined. It also seems that providing distinctive services in the sports brand can be effective
and credible in creating the brand personality, and considering the fun and entertaining nature
of sports, it seems that the characteristics mentioned in this dimension of the brand
personality, a significant contribution to promotion. Have the brand personality of Iranian
sports clubs. Also, the reasons for the decrease in the brand personality of the clubs can be
attributed to the not-so-suitable environment of the stadiums (use of inappropriate slogans,
lack of facilities at a good or average level, lack of cultural activities and activities before,
during, and after the games). cited. It is suggested that professional sports clubs should move
all the elements of the club towards professionalism. They should engage in more cultural
activities in the field of making the stadium environment healthie
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