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ABSTRACT

The present research was conducted with the aim of designing a model for the role
of media in guerrilla marketing of sports products (goods and services) using a
mixed-methods approach. Practically, this research combined a sequential
exploratory design with a survey data collection method. The statistical population
for the qualitative part included professors, researchers, producers, and advertising
activists (22 individuals), while the quantitative part involved academic professors,
production managers, and sports store owners (198 individuals). Data collection in
the guantitative phase was based on a researcher-made questionnaire derived from
the qualitative findings, which consisted of two sections: demographic
characteristics and related questions. The questionnaire contained 29 items across
eight main components, measured on a five-point Likert scale (1 = completely
disagree, 5 = completely agree). Structural equation modeling using Smart-PLS
software was employed to analyze the data. The interview analysis revealed 29
conceptual codes grouped into 8 categories (core codes): advertising, grounding,
human resources, economic factors, nature, beauty, effects, and benefits—
representing the roles of media in guerrilla marketing of sports products. The results
of the quantitative analysis also confirmed the findings from the qualitative phase.
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Extended Abstract

Introduction

Faced with numerous significant changes in the
competitive environment, organizations are under
considerable pressure to adapt in order to gain a
competitive advantage, achieve success in the
business landscape, and ensure their continued
survival. One of the key factors that strongly
influence organizational performance—especially
for service organizations—is marketing and its
various tactics. Today, marketing is one of the
most vital activities for promoting, developing,
and expanding organizational activities, services,
and products, and sports organizations are no
exception. Sports marketing is among the most
complex tasks faced by sports organizations.
Through  their  marketing  efforts, these
organizations promote their products and present
them to consumers, aiming for success in their
operations. The primary goal of sports marketing
is to influence its audience and offer sports goods
and services effectively. The sports industry, by
organizing  stimulating events such as
competitions, provides opportunities to leverage
advertising and media platforms. This creates a
vital interface between industry, commerce, and
sports, serving as a strategic bridge that fosters the
development of sports and its economic growth.

Methods

The current research was applied in purpose,
using a descriptive research method and survey
collection approach, with a mixed methodology.
In the first stage, a qualitative approach was
employed to develop the model, while a
descriptive-analytical quantitative method was
used to test it, utilizing a correlation-based
structural equation modeling approach. The
mixed-methods  design  was  sequential
exploratory, meaning that qualitative data were
collected first, followed by quantitative data. The
data collection tool was developed after
conducting interviews until reaching theoretical
saturation and included 29 items across 8
components, measured on a five-point Likert
scale (1 = completely disagree, 5 = completely
agree).

In the qualitative phase, field interviews
targeted sports management professors (who had
conducted at least two studies in marketing),
business administration professors (with research
experience in guerrilla marketing), sports

product producers with university education, and
advertising activists. These participants were
purposefully selected. A total of 22 interviews
were conducted with 22 individuals until data
saturation was achieved.

In the quantitative phase, following the
qualitative research, a questionnaire was
prepared and distributed among two groups:
academic professors and students in sports
marketing at public and private universities in
Shiraz (35 individuals), and sports managers,
including sports store managers and managers of
sports complexes in Shiraz (185 individuals).
The sampling was performed fully. Of the
distributed questionnaires, 29 completed forms
from professors and students, and 169 from
sports managers were returned correctly, totaling
198 valid responses.

Results

Descriptive statistics related to the demographic
characteristics of the sample showed that 84.7%
of participants were male. Most of the sample
fell within the age group of 35 to 50 years
(72.9%). Additionally, 46.5% held a bachelor's
degree, 24.4% had a master's degree, and 29.1%
possessed a doctoral degree.

To assess the fitness of the measurement
models, three criteria were used: reliability,
convergent validity, and discriminant validity.
Reliability was evaluated through factor loading
coefficients, Cronbach's alpha, and composite
reliability. The threshold for factor loadings was
set at 0.4. All questions had factor loadings
above 0.4, indicating the appropriateness of the
measures, and no questions were removed.
Cronbach’s alpha and composite reliability for
all variables exceeded 0.7, demonstrating
adequate reliability. Therefore, the variables in
this study are at an optimal reliability level.

The interview analysis identified 29
conceptual codes grouped into 8 categories (core
codes): advertising, contextualization, human
resources, economic factors, nature, beauty,
effects, and benefits—highlighting the roles of
media in guerrilla marketing of sports products.
The quantitative results also confirmed the
findings obtained from the qualitative analysis.

Conclusion
Overall, the significant role of media in guerrilla
marketing for selling sports products and
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providing sports services should be recognized.
Iranian sports goods are competing with strong
foreign brands. While many local products
possess the potential to rival foreign
counterparts, the reputation and credibility of
international  brands often attract more
customers. Therefore, it is essential to promote
Iranian sports goods through guerrilla marketing
and innovative, creative advertising strategies.
Additionally, sports services, including club
memberships and facilities, also require effective
marketing efforts to encourage a larger segment
of the target population to utilize these services.
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Figure 1. Model of the role of the media in guerrilla marketing of sports products (goods and services) Using a tree diagram
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