Communication Management in Sports Media
Vol.8, No. 2, Series 30, Winter 2021 (49-60)

9339 Sl 33 DLyl Cy g
(9'—?\) \y44 QL'M») A k}i\ﬁ gr}} o)u ‘v.:.i.h JL.u

Q&ngs)la@gﬁ@j)g)gﬁmwéﬁlxﬁxgd';lwﬁ
ol Olo g8 (103 s (8390 Al 1O NS S pao M >

. Y . .
T80 G ey ¢ @l Lo yle ' (5 Bb (Suge”
O e, con s o8ils (b8 SbolsL Sy ke 0g 8 eyl pmlid 187

Ol e e gnsl 5 o Kils ¢ 5555 o pa 0y S oLty Y

(I RS B PN -SSP RCI N VP P N

(4472 ¥/09) 1 g 90y o5l

(VAN A/0Y) sodb 58 & 06

Determining The Effect of Sports Celebrity’s Brand Image on Loyalty and Purchase
Intention of Customers (Case Study: Iranian Olympic Champion Hassan Yazdani)

“Mahdi Bagheri', Alireza Elahi?, Hossen Akbari Yazdi®
1. Msc. Department of Sports Marketing Management, Kharazmi University, Tehran, Iran.
2. Associate Professor, Department of Sports Management, Kharazmi University, Tehran, Iran.
3. Assistant Professor, Department of Sports Management, Kharazmi University, Tehran, Iran.

Received: (2019/12/04)

Abstrect

The aim of the present study was to investigate the effect
of a sports celebrity’s brand image on loyalty of fans to
products advertised by himher and fans’ purchase
intention toward products. For this purpose, standard
questionnaires for athletes’ brand image (Arai Et al,
2013), purchase intention (Diallo, 2012; Meyer, 2010)
and loyalty-to-brand of customers (Carroll & Ahuvia,
2006; Bennet & Rundle-Theile, 2002) were used. In order
to determine the reliability of the tools, thirty
questionnaires were accessed by fans experimentally
through  Telegram  and  Instagram  social — media.
Cronbach's alpha coefficient and combined reliability
were calculated. The size of samples were estimated to be
296 based on Cochran Formula and variance of infinite
population.  Descriptive ~ statistics  was  used  for
categorization and summarization of raw data, and
structural equations modeling was used among inferential
statistics. The data were analyzed using SPSS and Amos
23. The results indicated that the most effect on the
aspects of brand image were related to competing style in
athletic performance aspect, attractiveness in appearance
attractiveness aspect, and behavioral model in lifestyle
aspect. Moreover, the most effect of aspects of brand
image on loyalty and purchase intention was related to
fashionable lifestyle. With respect to the results of the
study, it could be concluded that the brand image of
Hasan Yazdani in advertising of products results in
loyalty of the fans toward the products and their purchase
intention.

Keywords: Athlete’s Brand Image, Fans’ Loyalty,
Fans’ Purchase Intention, Sports Celebri.
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Figure 1. Conceptual Framework for Research

Olond by cme Ghblga ) Giagh cpl (s)lel dxels
Slp osgp opl o Wledly i Sl g ol S

GRRYF (9,
ol (£33)5 g (Ssed (o8 (hmog g9 5| Jimgh ol

oy



oy

Bles iz 35 (Y20 (s %) 5 <) 9 (Vo o5 sgonl
5 (VI lbd) w3 4 bl (oS 5 aolioy 5l e
Cuol 0 sl @ S 555l 0 (wlie )0 oS (Vo) ()
¥ Ol g lyuss Jlasl g glals o ¥ don 5 51 oy oS
5 oleld)l5 clla 5l ol alsme 5 s sy sl
bl 5 2l 0eS W psesl 51 ol bl sl g laasie
b glojle poatear (o Jpir) a8 el oSy
31 g oy bl 5l pB claodls 3,5 aoMs 5 (canvail
oozl (g3l SYolee Jao 905l 5l olitwl ol iz
lel sl 5l odlil b lmosly Jdodgas o0 3,5

2k Pl Y s gaa] g -yihipiail

9 Sy sl arely e aSL1 Wy 4 iged po> S|
daly 3 GlSSS dsed e S Jgepd 5l 2g dguonel
i colegp a5 wb edlatl /40 s Copsd b dgameels
S ul?wl ).0) yas Ja.o).‘a OJI )l oslaiwl L b d)LoT diged
9 Cal 0dg 431.,.”091) 9 L;‘a.)LDJ ).J— O ygody ‘d)ﬁfd""ﬁ‘”‘ oP9)
pSL g plSkus) (gilre cloasis Bo)b I ol
S5 bl sladoio 3 (lblgn 5 (b9 laieadMe sl
g b d)ﬂé‘? doliiiw p Yo goommoyd Cuwl 0033,5 Lo
M g b awsliS LS hgaste deliduwy VY dluw pl
BUARRWCIV-NR W W SV FC IS PRV TR RSN &V
OBy Sy pgal Selul cea laodh gyl
5 JolS) Sp 4 bly Sy aliduy I (35

lndolidiusyy (5950 (Slusad ljue 5 b 4355 slixi lnddlte o y2sls LY Jgas

Table 1. Indicators, Components, Number of Items and Internal Consistency of Questionnaires

55 bl 8 bl EligsS Wl o i dolialan yy
-/ayY JDjy9 By pgal
AN <[AA -[a5 Shblen (g,lslsy
-/ay Shblen 45 & bles

SYolee g0l 5l edlizwl ;> (IS sbods 0 e w391 Jloy
2 8l By opite i (g Jlay 28 Wb L
Ao e bl sl GBg) 088 JBn ©yge
S 2 (S g (S2S Glpm cupd @ dag b (S)5ba
Sl Jby bosly mjg a5 cuil flo ol o b pxio
st Jloy 088 Bl VIOA I ity Gl polie sllae )8
SES 4 bgye bdje il (izmed D900 3) 03 @iy
(o) w3 o LS |y 0 piite iz (3gr Jlo 5 (Sl jlade
S5 (ATAIT-) s il o Yl b bl 5 45 (¥
ol b bl Jlop @i g bedh @jg o ol p
diges bl g Coplo 4y asgi b a8 55 0Ll w68 -yl £audgo
Glyul 5 (Swed uyile oy 4 Bixe asbl )

9 Joiz 3 bgye @ls &5 coby Giagh slapsie jlne

o9 R Sasl
@ bgye Gl uide Cewr i @l polely
L b baye Slohd S 9 58 VYV Slsl5 L ol
dyme ibody oyl 0 GBASSCES W e g 8 VY oliw
Oncren (aol Cyjle Cpl Baimd LS ,a5 VYV JSlgl 8 as Lag
leass e by Gimgh cpl p eanS'eS b o8l iy
Syde 4y bape (Slolid pyeS o 50 WY ol L olod
Pt LI TR P PRS- BA N K YR PR V< S S WO 5}
sekaiedy g Jlo Yoo i ab p Basses s
Slypsio g oy (gylidle CYolee Jao gy I eolitl

O lp Gl padls Mhdpe Cups CBS B w09

1. Mardias Coefficient



9 99 e 4 baiye blijl yieS g w5 4 bl ol Ggiie golos g & W3 e ol 9 Jobs mbs
el )by Slagsiio ()3 )5 929 6y gme g Cute LS| Jimgs
5 &)Ly o blo)l & bge blo)l cpyiies iegh olki

Oio% Gl slo e (Stan 5 )l Blodl Y Jgun
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Table 4. Standardized Coefficients, Non-Standardized Coefficients and Their
Significance, and Sports Brand Image Criterion Error Values
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