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ABSTRACT
The aim of this study was to investigate the mediator role of enjoyable

experience in the relationship between co-identifying with the team and the re-
visit of football fans to the website of Esteghlal Club. The statistical population
of the study was the fans of Esteghlal football team, which collected a total of
230 acceptable samples. The instruments used were the identity card
questionnaire, the enjoyable experience questionnaire and the re-visit intention
questionnaire. The face validity of the questionnaire was assessed by 5
professors and PhD students in sports management and then distributed online
in the study population. Smart PLS software was used to measure hypotheses;
Reliability, convergence validity and divergent validity indicated that the
external model of the research was desirable. Also, the goodness of fit of the
model was confirmed as 0.09. Findings showed that assimilation with the team
has an effect on enjoyable experience (0.49) and intention to revisit (0.26). Also,
enjoyable experience had an effect on intention to revisit (0.57). In general,
increasing the level of fans' identification with their favorite teams leads to close
emotional connections between fans and the teams' websites; when these
connections are accompanied by a pleasant experience on the site, it will lead to
more visitors' desire to visit football clubs' sites.
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Introduction

Kriemadis (2010) states that club managers should be
careful about the concepts and opportunities that the
Internet provides. They must plan each step before
entering the Internet world and analyze all the concepts
and opportunities that the Internet offers. In the
meantime, websites are very important as a reflection of
the activities of clubs, and this issue is not hidden from
anyone. Although the steps taken in this direction are
very valuable and worthy and show the importance and
position of the Internet and the World Wide Web;
However, it must be acknowledged that merely
designing a website does not provide the ground for use
and as a result does not provide the desired goals.
Today the media is considered as the most important
source of information for human beings and plays a
serious role in shaping people's perceptions of the world
around them. More than 90% of companies use social
media marketing to connect with consumers, and a
number of other companies are trying to grow by using
social media marketing. For example, social media
strategically is able to fully enhance the mutual
communication between companies and customers and
connect customers more and more to the corporate
brand. Social media, due to its high availability for all
customers, has led many companies to use social media
in product promotion, marketing, customer
management, as well as a way to connect with
employees; Because social media marketing has made
the reminder speed for advertisements 55% higher than
conventional and old-fashioned advertisements. The
number of fans who follow the content and news of a
particular club site provides the club with the
opportunity to use this capacity and potential to promote
advertising and monetization through their club website.
Given the importance of team fan identity as a creator of
a delightful experience in fans that can provoke
emotional states and provide the intention to revisit
them, and thus provide a platform for support. In this
study, we examine the role of team co-identity in the
enjoyable experience and the intention of football fans
to revisit the website of Esteghlal Club.

Methods

The method of the present study in terms of purpose was
applied, in terms of descriptive is correlation method.
The statistical population is all the fans of Esteghlal
football team who visit the club's website. The sampling
method was online on the website, so first the
questionnaire was designed on the website and then the
questionnaire link was sent through social networks. In
order to collect data, the Identity Questionnaire, the
Pleasant Experience Questionnaire and the Return
Intention Visit Questionnaire were used. To estimate the
optimal sample size, SPSS software sample power was
used; The minimum sample size for research was
estimated to be 270 equal to 270, 190 equal to 0.05 and

150 equal to 150 samples. Finally, the researchers
collected 230 acceptable samples in this study, which is
sufficient to estimate the optimal sample size of the
deodorized sample. Their items were set from very low
(1) to very high (5) based on a range of five Likert
options. To ensure the face validity and content of the
measure, the researcher determined the validity of the
questionnaire with 5 university professors and PhD
students in sports management who were familiar with
the research topic and asked them to comment and they
were asked to give their opinions and suggestions in
matters such as coordination and declare the conformity
of the questions with the main objectives and variables
of the research, the scientific content of the questions,
the composition of the questions and the deletion or
addition of the questions.

Results

The output of PLS software and the results of the
coefficient of significance obtained for the desired
routes were confirmed due to the fact that they were in
the range of more than 1.96. According to the output of
PLS software and the value of R2 obtained for the
endogenous structure of the enjoyable experience is
0.24 and the structure of the intention to revisit is
calculated to be 53.5, which according to the three
criteria, the appropriateness of the structural model of
the research is confirmed. Also, the overall fit index of
the model or SRMR for the research model was
calculated to be 0.07, which the acceptable fit of the
model showed that this model is well explained by the
partial least squares.
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Table 1. Results of research hypotheses

p
hypotheses (SD) T P Values  result

Sy . . 0.493

H1 Team identity-> Enjoyable experience (0.064) 7.654 P<0.001 YES
. . . . 0.570

H2 Enjoyable experience-> Intention to revisit (0.048) 11.878 P<0.001 YES
S . . 0.260

H3 Team identity-> Intention to revisit (0.063) 4.126 P<0.001 YES
T . . . . 0.281

H4  Team identity-> Enjoyable experience-> Intention to revisit (0.044) 6.32 P<0.001 YES

Conclusion
KEYWORDS

The motives of participating in sports and creating a
co-identity with sports teams have attracted a lot of
attention in the research literature of the sports
world. The fact that team atmosphere is very
important for the club and the fans is not a reason for
the club not to plan on the quality of the website and
the satisfaction of its fans. So that a suitable design
for the website of a fan club such as Esteghlal can
increase the field of visitation and communication of
fans with this club and attract more fans by creating
fan affiliation. Therefore, sports teams and clubs,
aware of such psychological and sociological needs
of their fans, must follow appropriate strategies to
meet such needs. The use of different and attractive
colors, special symbols, and customs and
highlighting the distinctive dimensions of sports
teams can be effective in this regard. Developing
appropriate strategies to strengthen the solidarity of
fans with their favorite teams can be used as a key
tool to manage fan behavior in support of teams.
Increasing the level of solidarity of fans with their
favorite teams leads to closer emotional relationships
between fans and teams, and these cognitive and
emotional connections can be more in behavioral
reactions such as more presence in stadiums and
more use.

Co-Identity, Enjoyable Experience, Revisit,
Website.
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