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ABSTRACT

The aim of this study was the effect of brand awareness and fashion awareness
on enjoyable experience, satisfaction, purchase intention and word-of-mouth
advertising in buying sports clothes among physical education students. The
research method was descriptive-correlation and applied in terms of purpose.
The statistical population of the present study consisted of all physical education
students in the country, which finally 367 samples were collected and analyzed
based on sample estimates of Sample Power software. The measurement tool
was Childs et al. (2019) questionnaire on a 5-point Likert scale. Brand
Awareness 4; fashion Awareness 3; Satisfaction 3; Intention to buy 3; Word of
mouth advertising 3; and the enjoyable experience included 3 questions. In order
to check the validity of the questionnaire, 5 professors and PhD students in
sports management were provided and after reviewing them, the final design
questionnaire was distributed online among the statistical population. The
results showed that brand awareness (0.50) and awareness fashion (0.225) had
an effect on the enjoyable experience. enjoyable experience had an effect of
0.465 on satisfaction and satisfaction had an effect of 0.69 and 0.45 on the
intention to buy and word of mouth advertising. In general, if brand and fashion
awareness is evaluated at a high level, it will lead to a pleasant experience and
customer satisfaction among customers, and as a result, word of mouth
advertising and the intention to buy customers will develop.
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Extended Abstract

Introduction

In modern environments, a product is recognized as the
most important element in terms of theory and practice in
marketing. Nonetheless, branding plays an essential role
in the commercial success of a product in the market.
Thus, using a brand helps companies to attract
consumers’ attention to their products and establish
themselves in the market. In today’s world, the main asset
of many organizations is their brand. While in previous
decades the value of a company was measured in terms of
its property, tangible assets, factories, and equipment,
today, economics and management researchers have
concluded that the actual value of a company lies
somewhere outside of it, i.e., in the minds of the potential
buyers. The price of a product measures its monetary
value, but the brand introduces the product and reveals its
distinctive  aspects.  Accordingly, brands can
communicate with their customers; when a consumer
seeks a specific brand to satisfy his desires in his daily life,
he searches for a name that pleases him.

On the one hand, physical activity increasingly fills
people’s leisure time, and this is the reason why
sportswear is the most important part of clothing in the
world today; On the other hand, sportswear consumers are
a unique subset of consumers who care about their
fashion, style, clothing, brand, and performance. Such a
particular interest in these products and the way these
consumers shop for sportswear (i.e., their decision-
making styles) affect their view of sportswear. Therefore,
in order to stay competitive and survive in the market,
nowadays, sportswear manufacturers must have a correct
and accurate knowledge of their external environment,
specifically of customers, who are the main pillar of the
external environment. So, by understanding the needs
promptly and keeping pace with fashion, sportswear
manufacturers can take steps to provide better service,
gain more satisfaction, and ultimately maintain their
longevity in the market. This need has made the
manufacturers modify their approach; thus, by moving
from the traditional forms, they have been introduced to
the new concepts in the field of customer orientation and
marketing.

Today, various researchers have come to the conclusion
that manufacturers and sellers of sports equipment should
not neglect the impact of brand awareness and fashion
awareness on customers’ orientation. Thus, brand equity
makes the brand profitable and creates cash flow for the
company. So far, researchers have proposed different
classifications of the various dimensions of brand equity,
the most famous of which are the models presented by
Acker (1991) and Clare (2010). Due to the young age of
the consumers of sportswear, in this study, the researchers
have endeavored to examine the effect of brand awareness
and fashion awareness on the enjoyable experience,
satisfaction, purchase intention, and word-of-mouth
advertising of buying sportswear among physical
education students. Doing this, the researchers hope to

recognize the process of creating brand equity and making
a lot of profit for the active industries in this realm and
provide a practical solution for managers to advance in the
field of clothing and consequently to develop
employment and profitability in the country. Finally, the
researchers seek to investigate the effect of brand
awareness and fashion awareness on word-of-mouth
advertising in purchasing sportswear among physical
education students.

Methods

In terms of purpose, this study is applied research; in
terms of nature, it is correlational; from the point of view
of its execution time, it is cross-sectional; and from the
viewpoint of data collection, it is qualitative. The initial
information was collected virtually using an online
questionnaire. Also, the study’s statistical population
comprised all physical education students in the west of
Iran (consisting of the physical education students of Razi
University of Kermanshah, the University of Kurdistan,
and Bu Ali Sina University of Hamedan). The researchers
used non-probability and availability sampling methods.
Furthermore, in order to collect data online, the
questionnaire’s link was distributed among the physical
education groups of Razi University of Kermanshah, Bu
Ali Sina University of Hamedan, and the University of
Kurdistan.

Many researchers suggest using the power and effect size
for the optimal volume to estimate the sample size. So, to
determine the sample size, using a power of 0.9, effect
size of 0.05, and alpha of 0.05, at least 298 samples were
estimated for the variables involved in the model. Finally,
367 questionnaires were collected online.

Moreover, the researchers designed the questionnaire of
Childs et al. (2019) on a 5-point Likert scale (from very
low to very high). It consisted of questions on the
variables of fashion awareness (questions 1-3), brand
awareness (questions 4-7), satisfaction (questions 8-10),
purchase intention (questions 11-13), word-of-mouth
advertising (questions 14-16), and enjoyable experience
(questions 17-19). To check its face validity, we gave the
questionnaire to professors of sports management and
Ph.D. students in sports management. After modifying
the suggestions, the data was collected. Also, in order to
analyze the research findings, considering that the study
seeks to predict the effectiveness of the research variables,
we utilized the Smart PLS software version 3.
Furthermore, the results of the combined reliability and
Cronbach’s alpha confirmed the reliability of the
questionnaire. The results of the extracted mean-variance
were also confirmed because they were in the appropriate
range. Additionally, Fornell and Larker’s (1981) matrices
were used to examine the divergent validity.
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Results

The descriptive findings indicated that 177 females and
190 males participated in the study. Of the participants, 16
individuals were under 16 years; 260 people were 21-30
years; 61 people were aged 31-40 years, and 30 people
were 41 and over. Among them, 16 people had associate’s
degree, 160 people had bachelor’s degree, and 191 people

had master's and doctoral degree. According to the
participants’  self-declaration, 106 individuals used
domestic brands, and 261 utilized foreign brands. Based
on the results of Table 1, all model paths were significant
at a 95% confidence interval. The results are presented in
Table 1.

Table 1: Examination of the model paths

The Model Paths

B SD T P Values

Enjoyable experience-> Brand awareness

0225 0.047 4.771 0.000

Enjoyable experience -> Fashion awareness

0.590 0.037 15.741 0.000

Satisfaction -> Enjoyable experience

0.462 0.044 10.435 0.000

Word-of-mouth advertising -> Satisfaction

0.450 0.050  8.930 0.000

Purchase intention-> Satisfaction

0.694 0.035 20.043 0.000

The Model’s Indirect Paths

B SD T P Values

Word-of-mouth advertising-> Satisfaction -> Enjoyable experience ->

Brand awareness

0.047 0.014 3.378 0.001

Word-of-mouth advertising-> Satisfaction -> Enjoyable experience->

Fashion awareness

0.123  0.021 5.874 0.000

Conclusion

This study aimed to investigate the effect of brand and
fashion awareness on enjoyable experience, satisfaction,
purchase intention, and word-of-mouth advertising in
buying sportswear among physical education students.
The results indicated that brand awareness and fashion
awareness had a positive and significant effect on the
enjoyable experience of purchasing sportswear among
physical education students. Moreover, there was a
significant relationship between the enjoyable experience
and purchase satisfaction. Finally, purchase satisfaction
had a positive and significant effect on the repurchase
intention and sportswear recommend ads. In general, a
brand can be viewed as a strategic asset that can have
multiple and greater values than tangible assets. Although
the word-of-mouth advertising strategy is very difficult to
control and measure, its influence on the audience’s
purchase decision is enormous. Introducing friends to buy
goods and services or forbidding them from buying
always affects the customers’ pre-and post-purchase
behavior. If a company uses word-of-mouth advertising
in marketing well, it will get very effective results; in fact,

this method can impact the competition in such a way that
other marketing methods can rarely reach its results. For
further studies, it is suggested that researchers examine
the specific sportswear services that lead to purchase
satisfaction and repurchase intention to shop from the
same brand. In addition, it is recommended that the
relationship between customer relationship management
strategies and brand loyalty be studied.

KEYWORDS
Brand Knowledge, Consumer Behavior, Sports Clothes,
Enjoyable Experience, Word of Mouth Advertising.
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