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ABSTRACT

The overall purpose of this study was to investigate the role of integrated marketing
communications in the development of public sports. This research in terms of
purpose was applied; in terms of data collection, it was descriptive and correlational
studies and specifically based on structural equation model. The statistical
population of this study included graduate students of sports management in Tehran
universities, users of sports clubs in Tehran, experts of Tehran Municipality Sports
Organization, and the General Boards of Tehran Province who worked in the field
of sports marketing and public sports. Random sampling method was available and
to the sample Proportionate to the size of the community which was unlimited (N >
100000) and based on Krejcie and Morgan table, 384 people were selected as the
sample and the same numbers of questionnaires were distributed among the
statistical population. A researcher-made questionnaire was used for data
collection, which was designed based on Lee and Park (2007) "Integrated
Marketing Communication” questionnaire, "Integrated Marketing Communication
Causal Model Test" (IMC) questionnaire, and Questionnaire "Consumer purchase
Behavior" Izadparast (2019). The factual and content validity of the research tools
was confirmed by a group of professors and its reliability was confirmed by
Cronbach's alpha coefficient. According to the results of one-sample t-test, all
variables of integrated marketing communication including advertising (t = 5.70),
promotion (t = 4.309), personal selling (t = 13.40), direct marketing (t = 10.03) had
a positive and significant role in the development of public sports, but the variable
of public relations (t = 0.829) had no significant relationship. Also, the results of
Friedman rank test showed that personal sales, direct marketing, advertising,
promotion and public relations, respectively, had a higher rank as the dimensions of
integrated marketing communications in the development of public sports,
according to the average rank of each.
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Extended Abstract

Introduction

Competition and the desire to develop in sports environments have increased increasingly, and the
success of sports organizations depends to a large extent on the appropriate marketing methods
they choose (Stiri et al, 2010). One of these appropriate marketing methods is integrated marketing
communications. Integrated marketing communication is a method of brand communication in
which different modes work together to create an integrated customer experience and are presented
in a similar style that reinforces the brand's core message (Sangetha et al, 2017). Integrated
marketing communication tools are, respectively, public relations, mass media advertising, sales
promotion, personal selling, and direct marketing, which represent the tools through which
communication messages reach the target audience (Zunen, Trim, & Zeunen, 2022; Camillari,
2018). Therefore, the purpose of this research is to investigate the role of integrated marketing
communications in the development of public sports.

Methods

This research is applied in terms of purpose; In terms of the way of collecting information, it is
descriptive and of the type of correlational studies and is specifically based on the structural
equation model. The statistical population includes postgraduate students of sports management in
Tehran universities, users of sports clubs in Tehran, experts of Tehran Municipal Sports
Organization and public boards of Tehran province who were active in the field of public sports.
The sampling method of random research is simple. The statistical sample is proportional to the
size of the population, which was unlimited (N>100,000) and based on the table of Karjesi and
Morgan, the number of 384 people was estimated, and the same number of questionnaires were
distributed among the statistical population. In order to collect data, a researcher-made
questionnaire was designed based on the "Integrated Marketing Communications" questionnaire by
Lee and Park (2007), the "Integrated Marketing Communications (IMC) Communication Model
Test" questionnaire and the "Consumer Purchase Behavior" questionnaire by lzadprast (2018) used.
The formal and content validity of the research tool was confirmed by a group of expert professors
and its reliability was also confirmed through Cronbach's alpha coefficient (0=0.81). Data analysis
was done at two levels of descriptive and inferential statistics using one-sample t-test and Friedman
in SPSS software. The main research question is defined as follows: Do integrated marketing
communications have an effective role in the development of public sports?

Results

The results showed that, a sample t-test, all the variables of integrated marketing communications
include advertising (t = 5.70), promotion (t = 4.309), personal selling (t = 13.40), direct marketing (
t = 10.03 had a positive and significant role in the development of public sports, but the variable of
public relations (t = 0.829) had no significant relationship. Also, the results of Friedman's ranking
test showed that, in order, personal selling ranked first, direct marketing ranked second, and
advertising, promotion, and public relations according to the average ranking of each, with the
following rankings as dimensions of integrated marketing communication in the development of
public sports. The dimensions of integrated marketing communications have a positive and
significant role in the development of public sports, but the dimensions of public relations did not
have a positive and significant role in the development of public sports.

Conclusion

Integrated marketing strategy is a combination of marketing tools such as advertising, promotion,
personal selling and direct marketing and public relations, which can be the overall marketing
strategy for business development, including the development of public sports. Because these tools
expand the interactions between the business unit and the customers and make the selection easier



and faster for the target customers. But in this research, public relations did not play a positive role
in the development of public sports. The reason for this is that sports public relations is a
management task based on communication that determines the key contacts of the sports
organization, evaluates the relationships with the contacts, and strengthens the favorable
relationships between the sports organization and their contacts, and if the sports organization is
weak in this area act, it cannot have a positive effect on the development of public sports.
Therefore, it is suggested that sports organizations improve public relations, which is a
management task based on communication and a communication bridge between the organization
and the goals set with the people and society. Also, for the effectiveness of integrated marketing
tools, use communication and interactive strategies to provide better services according to personal,
psychological, cultural and social characteristics to consumers.
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Table 3. The results of the normality test of research variables
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Table 4. The results of the public relations variable sample t-test
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Table 5. The results of the advertising variable sample t-test
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Table 6. The results of the promotion variable sample t-test

S)Pisie T Ok OS] lae Dl gl Jlae Blisl  (Se e
001/0 309/4 62/0 086/0 94/0 15/3 9y
(592 VAF YU 5 olol Jlade g +/+0 pj (gl xe O i SBer y5))g dmws )D gugy dm

dngh 53 gy A Lt liged S5 S ge]
@ g L) ) gbline 5 cute i SlRea (1359

oo &S]
b by e SMiges S ogeil s Y Jgd
Table 7. The results of the personal selling variable sample t-test
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Table 8. The results of the direct marketing selling variable sample t-test
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Table 9. The results of the direct Integrated Marketing Communications variable sample t-test
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Table 10. Ranking of integrated marketing communication components
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