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ABSTRACT
The objective of this research is to analyze ambush marketing in Iran's football,

AFC Asian Cup 2019. This research is applied in terms of purpose. The research
method is mixed (quantitative and qualitative content analysis). The statistical
population in the first section is the media that had carried out ambush
marketing, and the sampling method was complete enumeration. In this regard,
based on Alexa website, 30 most visited Iranian websites and national media
during Iran's national team matches during the event and live broadcast of Iran's
football matches through Iran's television during the team's presence in the
event, a total of 81 cases of ambush marketing advertisements were identified
as research samples. In the second section, to identify prevention and response
methods, the statistical population includes experts familiar with the research
topic at the Iran Football Federation, who based on a targeted and judgmental
sampling method, 5 people were identified as research samples. The data
collection tool in this research was conducted in two ways; in the first part, to
identify the status, the researcher-made checklist was used and in the second
part, to identify countermeasures against ambush marketing, a focused focus
group was created. The results of the research showed that the most common
type of ambush marketing used was brand infringement and the most common
strategy used by industries and organizations was supporting the broadcast of an
event. Considering the research findings, some executable solutions have been
proposed that can guide the managers of the Iran Football Federation.
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Extended Abstract

Introduction

using ambush marketing strategies. Due to
unfavorable economic conditions in Iran, sports
federations must be aware of their funding sources
and challenges in generating income to finance needs
like managing national teams and developing sports
at the grassroots level. As financial sponsorship is a
main source of income for the Iranian Football
Federation,  understanding  different  ambush
marketing types, organizations engaging in this, and
strategies to prevent and address it are important.
Therefore, this research analyzes ambush marketing
around the Iranian Football Federation during the
2019 AFC Asian Cup. The goal is to provide insights
that help the organization effectively manage
sponsorship programs.

Methods

the end, qualitative content analysis was used in a
focus group meeting comprising a supervisor,
researcher, secretary of the football federation's
marketing committee, and two legal experts from the
federation. The goal was to investigate results and
identify preventive solutions and approaches to
dealing with ambush marketing, vyielding both
marketing and legal solutions. The statistical
population for the first part, identifying ambush
marketing methods and industries, was the 30 most
visited Iranian news and sports websites and pages
according to Alexa during national team games at the
2019 AFC Asian Cup, which featured ambush
advertising. Iranian TV broadcasts of the games were
also analyzed. For the second part, identifying
prevention and handling methods, experts familiar
with ambush marketing issues within the Iranian
Football Federation were purposefully and
judgmentally sampled. The desired sample comprised
a supervisor, researcher, marketing committee
secretary, and two legal experts.

Results
the associational method had the lowest at 7.01%
among the types of ambush marketing.

In the last two decades, stealth marketing has been
one of the common issues discussed in research
related to sponsorship. Simply put, ambush marketing
is a deliberate attempt by unofficial sponsors to
associate their brand with a major event in order to
divert consumer attention away from official
sponsors. Event sponsors and organizers view
ambush marketing as unethical and sometimes illegal,
claiming that it undermines the integrity and future of
major events. Sponsors argue this type of behavior
reduces the effectiveness of promotional efforts, and
organizers fear it will decrease attracting high-level
sponsors and jeopardize their massive events. Studies
show ambush marketing has a negative effect on
official sponsoring companies but benefits those

The research method used in this study is mixed
methods content analysis. In the mixed methods
content analysis, similar to quantitative content
analysis, the researcher begins by counting words,
sentences, and concepts. However, the research
process does not stop there and instead focuses on the
abundance of data and providing a statistical analysis.
By focusing on hidden meanings within the compiled
content, the findings from data counting are modified
by considering various factors. The results are then
interpreted according to the research needs while
accounting for both statistical analysis and qualitative
interpretation of the content. The research was
conducted in two stages. In the first stage, qualitative
content analysis was performed by a two-person
research team comprising a supervisor and researcher.
They identified hidden advertisements to categorize
and classify the types of marketing, strategies, and
companies conducting ambush advertising. In the
second stage, the collected data were summarized and
classified using descriptive statistics such as
frequencies and percentages in tables and graphs. At

In this section, the frequencies and percentages of
ambush marketing strategies that occurred during the
event were examined. Figure 1 shows that ownership
violations had the highest frequency at 36.85% while
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Figure 1. Identified Ambush Marketing Types

To solve the problem findings released alternatives
includes marketing and legal, operational solutions to
deal with ambush marketing were obtained from the

focused research group. In table 1 listed some
prevention alternatives of ambush marketing.

Table 1. Prevention Alternatives of Ambush Marketing

Marketing Alternatives

Legal Alternatives

e Formation of a task force for brand protection in
order to prevent the influence of ambush marketing.

e Comprehensive support and maximum use of the
Football Federation and the Marketing Committee of
the Federation of all their platform capacities and
facilities for the advertising of sponsors who have an
official contract with the Federation in order to limit
ambush marketing.

e Holding meetings and sending packages by the

Marketing Committee of the Federation for

organizations, individuals and industries.

e Formation of a legal team in order to identify
and follow up complaints from industries,
organizations and people who have engaged in
ambush marketing before or during the event,
and also to make the results of these complaints
and follow-ups public.

o Issuance of legal statements and notices by the
legal team to industries and organizations and
individuals to be informed of violations and fines
and complaints in case of ambush marketing
related to the event.

¢ Reviewing the laws by the legal team in order
to identify legal deficiencies and loopholes that
lead to abuse and announcing it to the Ministry of
Sports or representatives to become a law
through the parliament.

Conclusion

The findings of this research are important for the
marketing managers of football federations. By
identifying industries interested in football
advertising, marketing managers can negotiate
with potential sponsors before events start and
secure official sponsors for the federation and
national teams. Additionally, by understanding
common ambush marketing methods, federations
can take appropriate legal and preventive actions
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Funding
The authors state no funding involved.

against such tactics. Knowing which industries
commonly use ambush strategies and what those
strategies entail allows marketing teams to better
protect their sponsors' investments and the integrity
of their branding around events. Overall, the results
provide useful insights to help federations
maximize revenue from sponsorship partnerships
and minimize disruptions from ambush marketers.

Ethical Considerations:

Compliance with ethical guidelines

The author has complied with all ethical
considerations.

Conflict of Interest The authors declare that there
are no conflicts of interest regarding the
publication of this manuscript

Acknowledgment

We are grateful to all those who helped us in this

research.



QPN IEY bl ol by ool 65lous cams JLo

VAN iy & LZRIRLVAL SO I
DOI: 10.30473/JSM.2022.61997.1586
e 4 i

=339 BBy 53 DLl Cu pow

«&52 Jlio»
Ol 2l JUigd Sladiluy 53 paes 2 H15L Julowi
(Y14 kwT Shedo f|.> JELSTY ax ko)

*ré}w)gsd.g&‘ ‘Gilfw)'c,mz&

oS (sbhyg o e )| olid,lS as gel yzils )
& Gt o 2 VIR Ll oo pla Gl JU 2 08 b o ol ingsy Ban | R
2 Sl Aol 29 (S g (oS (Slgime JuloS) (Bl cimgh g S5 Sl g (6208 Bua bl g
9 eBJS oS uges gy B Wdg 03)S Pl (peS LLISL 4 &S dg gladile; ol iz
15 bl e o5 sl ISy e o e oy 5 ol 1350 3 s ¥r sl ol ol
Jobo 5> Alrl Ol Gk 5l olnl s md slasil o) iy i g olug) )55 p e Jsbo
P b pasuie 355 K90 Glyied (eS (2b)lil Sl 3)00 AV wlug) 3 el Hphs e
g3o90 b Ll pllaicolo jimgh (g)lol dnsle 0,58 5 (6 Sy slosbyy (ol el pgd i
Olyeds 8 gy ((F9lad g Medid (5 S diged gy olilp & B39 ol SS9 (gel a8 5> Baios
Jol pise 53 18,5 plonl Gy 93 4 pols i > SleMbl (6,913,5 60d jastie §uio0 diges
bbb ablie sl )laly (Lol (sl ped (A5 )3 g aiblo3ine (Jud S g Lol
ordodlisl (1S b)lil g9 cn i 45 0> (LS S ol A SIS S jete (029558 (S
Sy 5% 3 o> (sl dmglosle 5 o 8,154 (s3lytal st 3 o (8 (ol
yede SLiSal, Blge 4 15 ) sl ola)Sal, Lingl sladil 4 dvg b ol 23,

A8l Jlg (el 5

iJghe ok g8

18IS gvojly UJ"“’::{T

1 . . o oo =il (| @ 5 : =)
Ll glocde plr ¢ JLigh oojyg slodliag) ooyl Gladss (S 2L)15L mehdyrasooli@gmail.com

Wlo oyl @ sliw!
(slodils, 13 Slbliy) cy o pale dolilad (VN Ll (clacds pls 26390 dalllas) o))yl JLogs (claailoy 13 ueS oblL Judod (VFT) et ¢ gy g £Cpmcmn ¢ Slio))
doi: 10.30473/JSM.2022.61997.1586 .\ - ¥-\\Y () )+ ¢ 39

https://sportmedia.journals.pnu.ac.ir/


mailto:mehdyrasooli@gmail.com

colpt! JUish il 53 e Syl el ylSed 5 ko

\+A

Llyogs Ban aS Cunl cowype Jbo bl (gdas W eSS
Olels ) oaiSBpas dagi b aiS oo badpe S5 o3lg)
5 Yt HAAF NS (Bl A0 A oy) a8 Gyie Jbo
£ elojlus Lauwg e olyl3k eplidl gl (VAA_NAAY (L
Sisgy 5 395 o bl sbul an 4 Canl Jas oyl SawdlS
sshaied 358 b e bl pod (VAR ¢ Blie)
slad » Ko slcede b o)y slaceMde 45,5350
bausgi b 235 00 48,5 525296 sl oratygd ol )3 45l slyg,
a (Yoo ¥ dad)b) L5l jeas dligy 1 aS Lgd o 00> Sl
g ute g (wles! Hlaw dlygy SO L bLI (Sod ojle
cge plojeb jobd a5 Jloyd S 0 Clr 395 4 ] (e
(VoA Gl s (sSs) 3980 (Sl

3 G |y ueS il Shigy (B xsglaite 5 sl
el 5 oz oS WS e ool g 1S (o0 (A Sl 26
1T lals dgdie S5 @il ean] Syl
Sl G S oLl el el )13, gy cnl & WS (o
o yol cpl &S Ny o o)l GBaasl ke gy cplsl g 0
ks cnl g 298 b o 3 b gl Ol Jlais] fals
NGNS Gy ph) Wb 395 ebas slugy (Bll bl 4
siio b S oLyl 4 amd e lis ladllas gl (VNS
p oo ol bl o) Jb el ewy beSs
olitl (308" (L) sl I a5 )5 o oSy
183 g0 U 035> ol 3 ygiae (S b e 3L S oo
Caddge 5| Ban Cuwl 005G pas 00iS0leS Syl S &S
L) obide B U8 ol o3 1) lblbre o ol (glaseS (5)bs
(YO (o h)en ¢ ToM,) wiS by ol (ool
2 ogllasls LS ito 5B 55 (VYY) olSen 5 (e lals
)8 aub ) Wy

sy ool o5 2l (s gy 5 (Y+¥) Vsl 5 oS
93 losd 03,6] Y 4y a8 LLIL S it ()blias jgloa,
e a8 Wb ool L S5 Ve A TSl el (glaalllas
SBrasgl ) ao Y (Siia bty oJpana ik oo
oliilay 50 Baadzwl jl aoyd Y8 5 dwpd 1) lels

\IA

9 V) Wdg 0l asuis el lesd 1y S UL

dois
N ales gapb )0 Jlod 4 (Sl oy ()9 ) Cules

CS s So ol 5 45 33,5 o3l @M N0 Jlo 4 B
dgu Gl ol jl g 2d LS e85 8 Slalus ol o]yl
CSLES) 58 alee GBS IS0 5 35 wle 1) ob;
Gy gloile & dlwsds Syl 5l cunl @ jle colos (VY0¥
b oohygy b pedins <8)lie slody (5559 cullad b oy, S5
15y Jb 3 Gl sl 53 Colan (Y Ve o) Figag 5) cllad
B+l Coles o ()l ke o sl drd s b .l drwgi g
dgda & (VO:NAAY T ISLS g LojeS) (VAAY) Jlo p3 ,Y5 youleo
YO Jlo o) <8l il 38l VeV Jlo 5o Yo 5,Le 0Y/Y
S5 Wl OY/Y L ply VO Jlo b awslie o ud) 0o yd ¥/VL
&S olbes,s (YY) S Ml leolygy 0g)5) b
I & Canl Sae S (g)lus 1y Coles Ll wilgy oo
IS @l Sngl g5y a8 il 4 o2l g S
L ablio 5 (alyeS sl ln 35290 sl (n e
e 5 ° LgysS) Cad e il 5 odlital «oles
el 1 s logwghio (28555 Clals w2 Giopen (YIV Y
a8 10,8 Al oo > logi d5Ldee VY 1) VYAV L jo 0
Rsoe) 23 o (Ui G nl (859 0 1) Al o cd b

VoYY (g g
» ol clegdge I (oS QL gl a9
Nooh oy San o7 L) Casl 039 Coles L Lag e (glajimgly
e cals ey bt g (VA1) s g Juile (A
W olgiedr 1) S Gb)lik gl 3571y S b3k
S b 35k ye sl plejle o dlowgdy 0S5 a0l
L b ye sblie 5l (B S jolaiod) uiione it JSSay ol
Slgi oo (peS (abylil 3)S i pa slg ol Sl oy cle
Cndd piaS o saije Bpo L) coles (sblje I iz
S 1) (o jliel 3> o5 QS pd (plply S oS 58
oslil U b A5l 4zdly ghiadyd blih asby b oS
0Bl 1) 58 bk sl p g Coles aly Sl (ol
ol el Silie 4 (FYF XY IS yen g ygl) o

10. Se” guin and O’Reilly
11. Shruti Gulati

12. Carrillat

13. Gupta & Pandey

14. Olympic Sponsors
15. Pitt

1. Keshok

2. Tripod

3. Kuzma & Shanklin

4. International Events Group
5. Cornwell

6.Yong Jae

7. O’Reilly & Horning

8. Bean

9. Barlett



-4

VPV (F 6 Lo (o0 8590 ¢ 2)y9 AL, o Wlbls )l Co pow

Olssa oS 2Ll (V0) hlSen 5 Teused Jl b
V S 50 4 asl adls calies (el IS Wlgi e (o]l K

Cawl 04 03ld o9 dold] 3 9 0Md 45‘)|

&S b asude (6,500 gk 50 pemed (YAVIY < Vv (ol ISan
oS bbb ) e gybliae jsbay plels (bl Jloss]

eSSl

[;5)'4““‘:-‘5‘-‘ b Shs ] [ Lajlesl by Le i3 ]

(Yo V1TSS (F9) (oS (2150 Elil ) S5
Figure 1. Ambush Marketing Types

PR3 (lb 9

P9y G5l 3 09 ()8 g 5l Ban Sl Buiod ]
s g 53 392 (S g (oS Slgiome Jaloo) Ll gy
& Siamgly o o8 Slyime Lo gy Ale (il (lgixe
b cnl 5> Gimgg Al8 Lol 23l oo munlao g Laalo o5y ()leud
o5 ) g sy (JlslS 3505 (slody g 298 ged Ao
8l o 5 Wofly Sl oslitl 1y 398 dog Sitimghy o) 51 (bl
S 2gd e age Bun ol (3)5 JLid S o Bglane (015
daly )3 9 GLysrb ya 53 osly (S s ingf plo silen
2 ol lgzee p S ye5 b digd Sy 4SS Jelge b b
A o b bosly led 5l ol (laaidly (5l (lgiee Jloo
b ol edelcwssay @lis g 3950 o S5US Jelge (8,5
o2 (3082 JLD 4 g WS (o0 jed Sig}y Olediie 4 a5 |
SVYE YN (o) Sl S5 oS g sblje 3l e
(¥

by (S Gl Jdod (g 5l bl gy cul 2l sl
392 iome g Laial, sl §) [Suiio o sliael & 0,5 g 095
Ell il 5 ganaiod Gl oS Slils lulid jslaiee,
pldl (a8 s 0 &5 beSyd 5 b lal daob)lil

Sy 48 1S o e |y o) ) 48 sl T pins (ypeS <9 S
biye shugy S 4 (ilisyld pU dgd oo il dosty €810
Y osiino el oS L Jlo Colos abja cBby eb bl gl
Lol el ol yad Dl gy S b 8 s SO oS w8l o Gl K
E b g 091) 2l 0959 cudy sladoli s 590, (0L (slro 15
1S sl ” 381 oS eSSl el 1 K00 So (Y45
2l (859 3gy Ko ol > Mg 9 W8l e i) SLSU
Sl Ll L 1) )9 pold €858 o & Slej 298
(Y10

o &4 g y9uiS Cawliol (oolaill Cunsg 4 axgi b Ll o
395 j3)90 Jlo el sl baglojl nl (8559 Sl gl 48
@l sbrody 3 (1b))9 drwgi 9 (o laps Cllas o)l jglated,
4ol 4 do g5 b 9 0T 295 oliel )3 ola il g wlio 40 b
Ol g8 (g8 53 gl ol mlis 1 (S Jlo (ol
g8 ol 4 &S lapljle g9 (reS (2LIIL Elgl cls
Loyl L 55 52 5 (6 Sy (sl 8ol (Lol 5 3550 0 bl
o 4 Gimagy ol 53 bl ol ot Glejlo cpl 5lisyge
pla i 3 g olpl Jgd Ggeal)d ogelim S L)L
A5 a3 YN Ll clacde

5. Avon & Hayden
6. Random Ambush
7.2019 Asian Cup

1. Dickson

2 .Shruti Gulati

3. Direct Ambush
4. Indirect Ambush



w0lpl JWigd gladibu 53 oS )L Juloss)Son 5 Slio )|

"

cDJJ} uu?U Jel W W ¥ cJ.s.)}g OJ; F‘J\B‘ Om;
s o 53 ol omis 3k 3 ol S o slacssl
D55 9 S pSd Saghy) (alelid sl Baiod pgd isu
8l g meS” blil ggo9e b il laicalo ()] anl>
sladiges 39 olpl J5$ Ggmel)3d 5 oS (2L)l5L allas
Wbl aieS jud (Bivee deinly dliwl Jold ja5 iy laiie
JWg gl (Boi> laasits | )& 93 5 JU5gh (gl

Dy (F9lad g diedid ¢S digel Ldg

Se9 3 Shasl

oS ool )il sla g3l do ) g Slgl )8 ! iz ol
QU Y JSb 0l gy g 85 Sjge0 Dlg)y ()5S 0 o> 3 &S
YY) oalis Cygody (pmaS 2bylib Sl oy i &S e o
Sof il B9y jl g 39 ety gy 4 Lo pd YA g (a0
Cawl 035 ool

seS 2g>
YA

3 S8
AVYY.

A 03l (g 03,5

sloodls auogs Jlol gy 5l odlitul b iagh ped alsye 4
B 5 550y 5 Slgld wile olao)lel 5 5l osd (gylaer
Oy 4 5 3 Al pe ) b (cuudil g 40N Jlages g Jgi
Frie 09,58 & JSi5 b lands (S Glgime Jos
Ol bk ateS yod (Bime dodal) dbuwl Jold o i
o Sl o Jl598 (gl )i (o> laasiis jl a5 93 5 Jlisd
L) p 5 lpSin cla)lSaly pSans 5 olold 4
5 Lk slaySaly amisyy oS Wb LSS S SL)l5L
A ol Bais oo Sl

slogiy) glyl plolid gy G Jgl sisu s)lel anels
WWdgy 03)S pladl oS &l A &S mlio g eSS byl5L
0925295 9 203l (ilbre Cloxio g (B))9 9 Sy ol
ool Loy ol 53 09 el IS ©jgody (g pSaiges g ol
9509 5 x> de > glpl il cole YOS cols
Olrl o w5 Sl )1 2 lej 3 ol (Sl g b lejls
Sligls 4 45 VI Ll glacde pla slagsil ()l 0 e

b b5l
YOV

Basgy yd ol ot lwlind (oS (2150 Elgil Y JSs
Figure 2. Identified Ambush Marketing Types

Sl peS” Sbyl5L

1. Alexa



"m VFeY oF 6,lous (o0 5,90 ¢ )9 Gailu jo Olbls,l Co pow

Olads 45 saniodliiw! (peS (s 51 gl glgil .Y JSS
Figure 3. Ambush Strategise Typrs in Aadvertisement

ol 4l Olds )0 oS lag Pl ] oy Py LS ey dlgy SO syl coles F JSS ]

oS byl 5 sy e ) g
Table 1. Product Industries in Ambush Marketing

0 S92 &be )

WAD % Slig gl )
B,

£.YA v R
hble

YAD v el glo ¥
oY

\ v ? ¥
e
oY

YAD v L,
S
-y

\¥Y \ = 3
& )blen

YAD y lasuglios y

S olaidl vgd a1y Slolyd oy iaS (gbblgn Y guaze 4
b ey Gledd mlio doyd 5 JSlld & Jgao > (pioen

@ Sl cn e (Josx (nl 3 9de odaliie (3008 (2b)l3L
S 2980 bgpe (X835 9 (5l 5 lenlgn slacS S
ol 03 olaid] 3g3 4y 1) diged JS 5l doys YE,YA

oS 2Ll Fled gl ¥ g
Table 2. Service Industries in Ambush Marketing

wop g Bl s,
VYYA v SIS g (Gle g glonlsp lacSys )

V¥ \ Slopzo; solSisg \
YA Y Ol g Sl sbes s Y
AF,YA ). S3l5dle s slnog,S ¥
\AM o Olilus (i ol o

Ve v st 5 o Sluse 5 Sl 5
\,¥Y \ higel Sloss Y




wglpl JWgd ailn) 58 (meS (5150 Julows ) o g (Slio |

ny

Slosly yolaid] ses

oyt saollidg b sleS b 4 Y Jodo )3 Slglyd o oS
1y JS 5103 V¥ plaS jn oS 295 o0 bgsye (Bjgal wloss

oS (2L,l5U 51 (Rl (a1, Y Jgua
Table 3. Prevention Alternatives of Ambush Marketing

wblib gla Sl S gla Sl
il 39§l oSl jlaiacs 5y Sl clilin (gl (29 )S)I JS—iim g plie SIS (6K g ol LS jglatedy (g o5 S St~

pdig 03l wl g dsladed Coles S (obylik (0 S gure jelaied,—
5 ol Gl )b plod I gewl)id bk 4ieS 9 JL5gd (gl 18
313yy8 g a8 b cows y yobody &S olo puanshoaw | Slads (gl 558 LIS

3l
&lp g 3 ob)lib aieS b 55 olozSy Jlo 5l g Sl l> ()15 -
2l 5 30,3l 5 laylesls

Pl oS (2bl3k 4 Sy IS 2 o 2 b g S8 &S 38l g aglesle
A ile g glaibo, |, la g S 5 gl ol gl yioran oo S
pljls 5 plio 4 (Bsis o dla g (Soi> 4Dl 5 asly (0 ol
@ pldl 5o 3 ealSod g ladoy 2 9 Sl 1 adallas (sl 018l
Shigy b by opeS 213k

S M 5 el plolis jslates, Bgis o5 Lo 55 (lgE (s
Sly borilad b g (2559 ©lig 4 o)l pIel 5 398 0 yoxie odlitslegu 4 oS

ol )b 5l 9B @ A5 s

Aol Cowd 4y x50 3 peke 09,5,

Srd o))y sl 5l (g)ls coles oS Waly )l « pueS
Loy fcasl 4l Gl bl (o dwgy jsbar (sloxl o
iz glssa |y Jbo glels ) odlatl (sblze (Baiszls
Cazgusro o pll S 0 S0 058 obyliL albls) sladel
L bl St Bl 4 Jlo coles 2b)l5k (193905,
2oy yol cpl sl 04d oie (oS’ (b)ljL ey oadas b
byl Jls 4 &8 canl oL,k sloeS” JoSiis Jold Jgose
Cawl Bl gy oaimd losle 4 s Slodd el yold (s0lg, b
Slo 2 Glgisas ]y S oS b ) slug, cpl Sl eg4
 slail) Gilisee sba)l) ($59lgiss Copti il 03)" Lai
Slisluwe pleol> 305 o] it 5 (52559 Slitbuo (2351 sl
9 Bl sbogndl 4 Gle gm cnl 2wl 03,8 eal
35 o)Ll laslyg) s iy el b (loinl slaasid

.(o digel)

@ Sl ol 285 13 Jodx pod 4y o LSSV e
SIS L g 3,5 (3L e M3y o 5y I coles olon

Joa 30 5500 (eS8 sl gl ady b dulie > (g S

S oweS 2Lyl b ablie dlyp Slles la)Kaly isw cpl )

S 4mi § Som

L Sloan diajls ole Jgol b Jirgsy sloadl ()5 ubate
@ dxgi b bal Jlow cuowd (pl o cul b yingh ;S50 zoli
zwdy Nyl bliyl jiagh cpl sadie b 4 imgh wlool
&)l lolpiuiny 5 0l plowl (65 doni Culpdyd g 29 o0 0
g 0

ol jo ondedlitnl yueS SbylL glgil i imgy ol Jlaw
bbb gl ol (agh Sl (gl Gl 4 (oliwd sl
u.sL.uL.w ARARS ij seds P'-.> sl u]o odbod il U""S
S Al Sl (ad 5l wlole sl S 4 oS W
¢41>).o OJ9‘ )9 .L'):AS .)95 ‘Ml “5;)&» mJJJS@,? clbu»})l
Lmo—l oS sl eilyinl &8 ad olwlid (peS b )l5L 5y9e AY
S ooyl Coles b gt sl 4 & Ab )y
Cudge (59551 b (Sl o OISl g 2990 Clils 0l
olidy (isy olej 3 Gldls loj b3 (Sl b o S sl
G glaal olid ) b o SO 5l coles glaas o8 51 Jle coles
cnl iy Ay o 53 a8 b (Gl el b i )l L
WA gdudted 1SS sla S8 @ g 5]yl

DTV Lol ) S ise jlcales lis) S iyl coles
Sl pleie bagd imgh 0 (YoVF) ) Kea 5 ) olanss ol

1. Shivan



"y

VFeY oF 6,lous (o0 5,90 ¢ )9 Gailu jo Olbls,l Co pow

P Oldds ploj w B old) sy ey Slidds lej w3
3518 plea 4y T Sl ol Lol wsy e
slagsbyy 4 13,5 0)Lsl ggdge cpl 4 (V417) ()lSe g (lond
o2l coles wlng) 5yl coles Jold (a8 (2b)15L 2
opd SlomeS Gl n g gy S asliy;
o 4y dogi by loas Simlon dlaygy b ylojen a5 Cansl diws
JWg (0559 45 3k ohlb 5 Ul 5 590l (slos 53 aibes,
bolojle o e b sl clagbs) il (o o)l olyen 4
4 250 dag O b ik 9 P (45T ol Slals (ol
ool 4l 38 5 olen (ymd i 4K b ooy (ool ol

el a2l e goslatnl 5 (S lrl )3 (e85
&5 cnl dgdiee daxMe Sl 0jen <858 &S b S
o 3 g Al Jgl dowd 3 > (5L £ g pl ElS

A5 A3 el 5l b g

esosales 8 @-S&Zaw &fég 4%?;

)

Pl Gy i @

oo Y i M orohes 55U ‘

ol Bl b e SOl coles sl 4 311 Jb coles
gro9e onl 4 (VVF) e g Glawd wcuils J1SSY o3yl
il Jlo colos 2b)l3k (93359, Cangione 457 4535 0]
2o oweS 2k laed sadaslis wie ob)lik S
&S Kwd (0,8 ddien a)edS zelex dex ] ol
P Ay Oy dhe 3 a2 ]y ool plieadMe 5 S,k
4 29> u_»b)‘)b Sy bplojle g es b )b [ sladlas
o ool 21,81 T Lol )8 dldasl b g Wgy 0 31,8) 4565 o) JLod
9 OHE,L 3529 b a5 Wgh oo dlgy b o8 sl yased (o)
Cuows 5L 3 1y (0L preaw Slg5 o Slaiie 2,8 & ylaieadMe
) Calen & S G5 5 Sy oSl S840 S Ol 258
ol 4oy (o o 5050

8y G eS8 yd lp OB e b jlaise )l b s (laal

€358 e ST a5y 3 A L sl ol i
o)Ll 990 cal 4 (VoY) Jlaiz 5 S g (V+1F) yum 9 ]

35 oy 0 1) By oo sla)lid) (oS 2Lk aS wlos S

Ssie b Bss > (71F) Yome 5 gl <5 3
JRYRIPRUEC 73 JUR SCH IV P ORGP PR PO Jo
oS 2Lk sl syl a8 canl 03,57 o)Ll € AL pns
(opl g oogde Ll HBALS Bpae (0,50l)eS S i Iy
OBS S b 5l coles pU a4 splml g3 a8 ol lis adllas
crleio yobas (o)) oldlis edguze > @lids g dlug, o
G5 31 o e ingsy ol 13 505 390 59 51 FosiSieyes
sdlhg) o lplojle o LSS sl (o555 S, b
e B s 355 bk slaclled S JLd 4 (23559
Olads 9 Y game 11356,5 b doecs o &S AiS iy 5L 51 095
CdMo (65 54 L 29 g0 s ol (l ()9 Mgy 4 295
Syl pd > Algh o Jlaide dligy Glegdse b dgs lads )
o LS b aSol s 4 el 0 6l 51 g wiS 4y dsels
9 D9 gy Jlo ol (Ul bawgie 9 Sos8 laglojle
SFll ol 4 )l ) iy SheS @ anje caby (oo b
bl g algy 4 o)lil b €pls SO ( Sy 4 s pga Hlad b
P slail b 1) 253 gosa wlugy b hsye gadge S

] 0d) o)f L..wi L;LQCLJA

SAMSUNG 4. "
Sy g
m st oty 8 v i Qddua 1

Ll bl als o, Lo i rresl Lactems b o bl o bl b ki B3

931k Sl 10S05b b o G sl caidge (5951 b Sl
M8 @ls pow 48y LY L 0L b o Sl g
e s &y o pltl g5 ol Y+ V8) oem 5 gl psl .85
ol bl 3 ;0 Wileh o wols o b 5,8 4 dxols g 38l
948 &S glpl asle 2layglS 3 jogada S L iy
s S o5l b bglojlo 5 e 15 e slad 4y uluo
Gk ol 1T S o ladpe Dy L) 03 Mo L 55L L
syl ol 3l odlil b g a8 Gl 95 &y ) dxel> S 81 x5
ygl Cowd 4 5L 50 1y (6 ik whew (S

& WS (o odalin |y (hrg Sl €S58 &S b pgad
D)5 ygl> 5 (giloe lxiio )3 (52505l 1 0gMe

1. Avén & Hedén



wglpl JWgd ailn) 58 (meS (5150 Julows ) o g (Slio |

"¢

b pbaSubl 8,5 )18 pod 4y )3 5155V - b I3l 3 slaog)S
S5 g A (23))9 Sdlygy & paie kb oS ol
e Jed ) ey S bye Sl o L)
o 45l 5 gl Sl (B pms daggjl (5559 slopsyalil
e s 4 e o 1) g (Ml g0 @ il a0
bk ey ol )y ols, OB g i g Slilus SL;
5 LSS ool om ik Sl e e B5 ln s
3,5 oo g0 L lojlus

Sibre Slxiio )bl S o jlesliel L pb (slaile, <855
ol a3y &l 4 colw g g

Iy, AFE
~.% ASIAN CUP
=)~ UAE 2019

dh)‘)b )‘ oS ool é;L..o Cregw u.;lsl)s a l; u"'x’ @L..«o
ooliyg, cliles , glio ol P 5| 551 Bpuno 391 (ypeS

Wl 95 &y i A3l e el oy e (859
P 395 dals (13,8 g s b aie (48, €8 15 () poual
ol 03,8 2 (3L 05j Loy

==

@— ; é)—"a)—m O£9, LGN o
sl prleg 49y > (SlglE Y L den 5 (o Sluwie 5 Sl

O peiy 8 L (S e 5 Jlo Slusie 9 L S
6 (93 g pogas LSSl ain (98 dlaidl b by o jlu
e (585 Sl ol i 45 )1 93 (sl (e 5L 52
Laglojlo (3,5 basipo 095 (59w 43,31 (3139w 9 )l3L )3 it
(Pl g9 cnl b sl paye pges BMedjge i g Bl b
OB 31 9 NS 0 )8 pges oy 3 N3 U, I it S
il 23 U9539 055> 3 (8 puilil dizej 3 35105 o0 1 Lo

IS s das g o Slanso 5 eSSy
I esles (a8 gl jloslatal b ags &l 55 aleju SSL
ol 03,8 a0l ) S iy

i35 e o (St 2! sl £ m b e 3 Jokam S

bl S oslilegu 5 Lgb i (gl slacudle b
oS sl (5559 dlg) b Slidls g ¥ guaze (3 Shalse (a8
23y BV L S Ly i guasen 15 slile o
Cuby as )8 08 @ b Gl drols a8Med g0 pud (gl &5 255 0
3 4 0980 485 jlai 0355 5l Sl 03 sl O,
Lo oS dnsl> (o559 sl pliin &5 e g Lyl
Slolus] 5 0350 ol Jl,8 Gua b b ylojls 5 e pb wuwl
S (oo BT LL)ISL ) Gogy cnl 23

S o0 ol 1) Jgl ol <8 &l ol 5

e e

Sins o Pl (308" (b3l wlio pST:Gimg3 pod I3
slagil Jsbo 3 o8 (oS b g @lio 5l3)90 Ve g Al ya >
ool g 0313 ploul ymeS L Y+ 18 Ll (slacido pls
o 3y90 V8 wdalCunsd Jlgld g LS5 4 degi b aS Wi
09,5 93 4 b Jloxd glio mrw 3)90 ¥F 5 cldy gl
5l slesle (LSS ola Gy 4 &S Bas gandab obcan
Sog)S (XS g Splee 5 plenles lacs s
dop 9 Jo Sluwde 9 LSL (ol lo «)l3ley
el b Olile doiie clcols (sladle OYgame
gl (S Y guares o 8lge Y guaes 555l 5 S boes
(slopa; slollidg b «g)blpp GV gare doguglio ¢ 2lus

iyl Sloss

Wl e bl 5l oslizol L slods olis Jgd cousss 45,
sl Blate (658,59 (5Bl g plonlan sS4 S
5 ags aBMedyse md jl ol 5 bagsil s Lo 4 (o318
5 lonlsy S 1 gyl e (59 Sy > S35
3y 055 sl 1 (s ot 4l el 0505 9 (S 8le
MRIL A3 oo Wigey (8)y9 Mgy bl 293 Slisls S I3k
Biog sdligy )l plej 3 S Ll 353 Clals L,
2998 o> b 4 on il (g)lSn dake 4 ()5 0w
N2 50 053 ol M3 90 05 Sl o g 05155
o3lizol b ylojl g 1S 1 ol (391 Can 45 oS Yo ]
ol e 253 5

dovMo () R53)5 (5 y8luee 095 S pd &l b pgad
ol 48 )3 & jguo Colwg 3oyl 5l a8 090 0




na

VFeY oF 6,lous (o0 5,90 ¢ )9 Gailu jo Olbls,l Co pow

ity Ky i ) Calos (8 syl 35 5581 Jlyiz <85
) o.))ful?ou‘elud‘)) ‘)

o S48

S B i ol IS Y L g (KB Y sae
S rilesl )3 (63b5 prew y93 iz & Sl Jlo 3 & (Y guae
spas e Yo 4 oS cub glpl o by slaolyg,
Sl B2k I ity ¥ guazee (pl cunl 03,5 Mg (65008

S (o0 badye ()9 Mgy L1y 53 w9 21,31
Clio 5 beoloog 5 Gnnsl b | Ohy Rl <8y
03)5 &b ol Jlogd (o w5 (Sl j1 (e oalital L (e

o—i=S 03l asLS

bl glacdlé .cé)5 18 Gl laglio 4 )L,SEY olas
23,18 33 oS o3gr assl Gl SIS gy (ewy b by
9 93)5 5yl 3 (o859 Slgy GBS IS 5l ) sl iy
Coge> i g i (sl 500 s J oy i ol
Gl peaS” Sbl5L 2e3 egiey a5 W0 S

2 Sloyenj ol b whew o5V b sl o) slaellig 8
Sl sl i plSim o5 558 25le (5555 0 43 g 5]
OlFise NS (o zox b )9>8 il ]y o3k slaedlsls
)5 Bolane 395 4 1) 381 51 ()l (25 Galio (A L
85 P 395 &l (93,5 i 3l 365 ISl (slo e olig 8
I'03,5 odlatwl (g3b 033

SLLL L e3)g5 g 1Sty sl )Kal) s 1 Jing s pow Jlgw

)5 239 (eSS
A5 S5 38 seke 09,5, G (g pomr JlIgw 4 gl <l
bl i 93 )3 )8y b 4 (e sloanlas (saizer

2 &b g byl amels o315 Lol B g Baa )L ol p &S
(9 5,15 (0559 b (bl Y gazs pl WS e (239 3l
L3y plo 51y 565 cims o plosil 085y dlaugy 53 a7 Slds s
(b ok sy plim 393 &l (3,8 Gugin) b pedle <8y

ol 038 2l

23l sl )3 09 1,50 lilue G ol ope
Sy > opran 4 fsl il (o0b glyy moba lacole
31l oo 3T (55559 Wolg) (155 P o3k (2bliL
CS yis odiyg sdligy O Maled o yide oS M (oL
gl pla 4 drols o &S Sloidl 5 youd Jud 4 sl atsly
il 4 gadse e 3l oolaiwl b S b pl cwl oS
W53 e 13 pin dx o ol (Sl (reS

Sk 3l dlgy w8 ) eslitulgw b cu b by cole
ol 03,8 2l (gile Clxius 5 rculocy

% (S g ST (il g Slpbe oS b o
Snbre S b lidi 9 I3k 5> ddien 5 (595 sl puslin
Ot 9 Olej (ryite Adned & QCS LS s (yil
WS oo Sl (g Slgy b dgs S kadse sl ) S
@ il g lp copnl Grae il Gl n Pl
o oS (23 (559 SIS 5 50 gt (Ml & 50
e 4 fhb oo BRI b g bgil 4 bgye sbacalS
WS o (0oL Olads g badi s oS Conl plaeS bl (SO s
sdalio ol olyon ¢8558 (a8 Clils I (Slaiged 2 jgad 5

P9 s

5)lS &S ] N guazea Alanjl S5 T b il &Y guae

S sBiy silhgy Sy > S e 4 D)1 eges
35 1500 5L, 5L 5l slodas b Dilg5 o by (0L o Lbbre



wglpl JWgd ailn) 58 (meS (5150 Julows ) o g (Slio |

\\l4

b sl ip b 35 opeS 2Lk olbgy cowy (sl puslin]
D90 42lge
sl odlitwl g aslbden Culos el )b dilrden Coles—

slacad )b plos 5l Ggmld (bl 4S5 JU5gd (gl

gl 8 oy (sl yuilsl (g1 395 i SISl g oty
08 o5 Jlo leals (gl 1y cpadonys LISl o L pladl oyl
Sad oo yialS meS obylb sl g

Jlo)l 5 cluds 50 2= oyl 5 clds (6)l55,m
938l 5 aglol (sl igmelytd bl AtieS bags logeSy
5 by Jola 9 (BT el yol cnl Blug, g9,8 5 U3 lio
Do oS (2b,lib 3985 51 (6 S gl

098 (2bylik olae sl Jd> 4 Budos ol slaaisly
JWigh Slals 4 oS mlio ololis b & casl cuonll Jlogh

b s Byl 5l ims 83y (o v g ogawl )8 oy ool
4 u‘?’u" L)“’°5 LSJL)‘)L P odubodlaiw Pow 3o L5L°°9“‘“" T
il lalidl ) 5 &S 5 o ablie

References

1. Avén, M., & Hedén, C.G. (2016). Ambush
Marketing Strategies’ Misleading Influence
on Consumers.

2. Carrillat, F. A., Colbert, F., & Feigné, M.
(2014). Weapons of mass intrusion: The
leveraging of ambush marketing
strategies. European Journal of Marketing, 48
, 314- 335.

3. Cornwell, T.B., & Humphreys, M.S. (2013).
Memory for sponsorship relationships: A
critical juncture in thinking. Psycholoy and
Marketing, 30, 394-407.

4. Dickson, G., Naylor, M., & Phelps, S. (2015).

Consumer  attitudes  towards  ambush
marketing. Sport Management Review, 18(2),
280-290.

5. Ellis, D., Scassa, T., & Seguin, B. (2011).
Framing ambush marketing as a legal issue:
An Olympic perspective. Sport Management
Review, 14(3), 297-308.

6. Gulati, S. (2016). Ambush marketing: The
unofficial free riding. International Journal of
Research-Granthaalayah, 4(9), 45-54.

7. Keshok, Ch. M. (2004). The effects of
economic impact information on the attitudes
of potential sports sponsors operating in mid-
size and small college communities
(Unpublished doctoral dissertation). Florida
State University, Florida, USA.

10.

11.

12.

13.

9 plolid jslatod (Boi> o S S5 1 S pd JeSuli—
P8l a8 il 4 a8 (ol 5 mlio 5 alojles 1 cylSis
Do o eSS byl A Sy g b gamte el ciled S
L plejl 5l (Bgi> w5 CLelidl ()5 e g il izmen
Oygo > glue g bplole ;K> cly (goluia wabas mlio
o by aeMbl g aily (0 lo oMbl g asly ad,0le-
alio g boglojls (oolos sl slbgy )55 oo 53 9 8 (Boi>
el Oyao ) lbdey s 5 Slalss l Gadallas jelaied o480 4
ol cBlge jlate Ll oS (a8 (2Ll @ analgdU b awlss

bl (Behs v slog pSg )b
sokaleds (Bods o Lawgd Ol o g (ilgd (cw) e 10yile () ym
35 g0 e odliiulgw 4 &5 Seilh cME 5 Lablys  ololid
o8 & b dias sl Woatles 5 Uaye Slig 4 ol pYel
oS 2l )5 39350 9 398 I (£S5l g ulome B2k ]
Sy jl cblis 0g)5 )8 LSuis b2y 5l el 09515 JSuis—
125 Wy leladl 5 lacylled ooled (ypmslydd 3l &ipeS

Sl e (Sogul jogdle ppimen DS B ome)d

Ko, Y. J., Kim, K., Claussen, C. L., &Kim, T.
H. (2008). The effects of sport involvement,
sponsor awareness and corporate image on intention
to purchase sponsors' products. International Journal
of Sports Marketing and Sponsorship, 9(2), 6-21.
Kuzma, J., & Shanklin, W. (1994). Corporate
sponsorship: A framework for analysis. Sport
Business: Operational and Theoretical Aspects, 2(3),
82-87.

Mohsenifar, A., & Dousti, M. (2021). estimating the
economic value of navad programs ads for
organization of  broadcasting. Communication
Management in Sport Media, 9(1), 47-57 .

O’Reilly, N., & Horning, D. L. (2013). Leveraging
sponsorship: The activation ratio. Sport Management
Review, 16(4), 424-437.

Pandey, S., & Gupta, S. (2007). Impact of ambush
marketing on sponsor identification. Indian Institute of
Management Bangalore .IIMB Working Paper, No.
256.

Pitt, L., Parent, M., Berthon, P., & Steyn, P. G. (2010).
Event sponsorship and ambush marketing: Lessons
from the Beijing Olympics. Business Horizons, 53(3),
281-290.

14. Seguin, B., & O’Reilly, N. (2008). The Olympic

brand, ambush marketing and clutter. International
Journal of Sport Management and Marketing, 4(1-2),
62-84.


https://www.emerald.com/insight/search?q=Yong%20Jae%20Ko
https://www.emerald.com/insight/search?q=Kyoungtae%20Kim
https://www.emerald.com/insight/search?q=Cathryn%20L%20Claussen
https://www.emerald.com/insight/search?q=Tae%20Hee%20Kim
https://www.emerald.com/insight/search?q=Tae%20Hee%20Kim
https://www.emerald.com/insight/publication/issn/1464-6668
https://www.emerald.com/insight/publication/issn/1464-6668
https://www.researchgate.net/profile/Benoit-Seguin-3?_sg%5B0%5D=xyhs9cTYZKKSPGWIRyZHVhb79opQCLpuf9DGp4MD422ZzIs8yfXHxZ6rGjU9i8SYXCcfBO4.vWt71wI1o90LR8rrDpmdrjrLAMsufK-WM1ftg50Au-b8CZY3ZeVNUCMTji2-vP1mR6zIj_F5bptMTQELS-qy-w.Hbfnu1xMUfvcyt6CXDdajqJde-azJVacUa8T0aK1OhgoQTpvGEiMcfxGAcmvmQZCgx1qayQ1MRNZtTsHC3wyxQ&_sg%5B1%5D=qjcB7UlIA937l4egtQ2YvPhxc7w67EGJoaptdWBhhUXBQD8iRTY1DOkma6x-mEoiTbzcY-Y.iVcVnf-HlKAiy3TrX2wfG9vpNkUqt-z1DLEByHwWydTzgCJqJ1RS-amIimCp92IjQYpnzDZc0wZjP-wnCB__Jg

"y VFeY oF 6,)lous (o0 5,90 ¢ )9 Grailu jo Olbls,l Co pow

15. Soltan Hosseini, M., Khavari Khorasani, L., & products. Communication Management in
Ghasemi Siani, M. (2022). The influence of Sport Media, 9(2), 31-47. (In Persian)

unfavorable news on brand hate of sports 16. Tabrizi, M. (2014). Qualitative content
analysis. Social Sciences, 21(64), 105-138.

COPYRIGHTS
@ © 2023 by the authors. Licensee PNU, Tehran, Iran. This article is an
@ open access article distributed under the terms & conditions of the

BY Creative Commons Attribution 4.0 International (CC
BY4.0) (http:/creativecommons.org/licenses/by/4.0)






