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Abstract: The marketing mix management includes planning and decision-making about the combination of the
factors which define the marketing mix in sports. Assigning the mix is of vital importance because it forms the
policy-making regarding the commercial aspects of sports and marketers spend a lot of time on analyzing it, due
to its delicate role in marketing management. The aim of this study was to model the marketing mix of the Iranian
sport industry, using path analysis. In order to do so, a questionnaire consisting of 45 closed questions, with
a reliability factor of 92% (P < 0.01) was produced by a qualitative research. This was filled by the marketing
managers of 9 active clubs in the country’s premier leagues in different sports. 98 out of 108 questionnaires was
filled and sent back. In examining and analyzing the results, Lisrel software version 8.52 was used to model and
identify index of goodness of fit statistics and SPSS version 14 was used for exploratory model in order to
extract factors and factor loadings and to calculate the Cronbach's alpha to determine the credibility of the
questionnaire. After collecting the data, using exploratory model, 8 mix factors were identified. Based on this,
the marketing mix of the Iranian sport industry was modeled according to which the following 4 factors are
available as independent variables and controlling tools for the managers: sponsorship factor, promotion
management, pricing management and power of market. Also, another 4 mix factors, including public-relation
management,  management  process,  brand  management  and  place  management  were  found  to  be
dependent factors. 
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INTRODUCTION directly and 4.5 million people indirectly employed in it.

The world is now facing lack of resources and has a limited to a paltry revenue from ticket sales, production
variety of needs, more than any other time in the history and  selling  of  sport equipment and insufficient and
and is trying to use the limited resources to satisfy some short-term support of sponsors. Also, due to severe
of its unlimited needs. If economics is defined as the dependence on the government, it is necessary for the
analysis of how to satisfy unlimited needs using limited experts and researchers to co-operate with the
resource, management would be defined as a set of skills experienced  managers of this industry so that by
and information for making an efficient use of available studying and analyzing the complexity of the country’s
limited resources and marketing as recognizing the needs sport market, the significant monetary circulation and
and satisfying them by exchange of resources [1]. What people who are employed are scientifically and correctly
marketing must do is to identify social and human needs managed. 
and satisfying those [2]. In marketing management, the Using exploratory model, Gladden and Funk [4]
process of decision making, always accompanies and is proposed a model for factors relating to brand in sport
the same as the process of marketing management which teams. Ross, James and Vargas [5] used the same two
is of vital importance [3]. methods and proposed a scale for measuring factors

Today, the 152 billion dollar American sport industry relating to brand in professional sports.
is growing as one of the 10 top industries in the U.S (17) According to Keller [6], the value of brand equity is
with a 50 percent growth over a decade, 24000 people consumer-based and it is considered when the consumer

What is currently known as sport marketing in Iran is
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is  familiar  with  a  brand and has a few strong, unique equity is one of the most important objectives in
and desirable factors from the elements of his attitude marketing mix, including promotional and motivation
toward the brand, in his mind. Gladden, Milne and Sutton activities such as sponsorship. Westerbeek and Shilbury
[7] believe  that in sport industry, general awareness [13] demonstrated that increasing the promotional
about  a  brand  is defined with a team or a particular activities and marketing competition will increase the fans’
event. Gladden, Irwin and Sutton [8] maintain that attention. According to Cousens and Slack [14], a
companies can help their teams by building and combination of sponsorship and advertisement, is the
preserving the value of their brand, with the support of most appropriate way of persuading the fans into
their fans, companies and magazines. Ross, James and watching the matches. Chalip and Green [15] too found
Vargas [5] have identified the following factors to be that targeting people with a promotional clip can increase
related  with  the  brand:  staff (excluding the players), the number of visits to a host city. Claussen and Miller
team success, team background, atmosphere of the [16]  emphasize  legal  gambling  as  one  of  the variables
stadium, team’s playing features, official trade-mark, in promotion management mix and stress on legislating
commitment and accountability, organizational features, laws  in  order  to  protect  gambling  and  earning  an
social interactions and competition. Ross [9] and income from it.
McCarthy (1960) have mentioned the “product” as one of  Kinney and Mc Daniel [17] suggest that the sport
the elements of marketing mix for products and services. side must do some compromise in its contracts and take

Researchers believe the income of the clubs from the side of its official sponsors. Also, Mc Carville and
broadcasting rights will be realized when the broadcasting Copeland [18] suggest that the club executives must make
right is sold at once, rather than one by one, to the media sure about the promises of rewards, made by sponsors
[10]. Mahony and Howard [11] stress on the creative and support their sponsor if some unexpected marketing
financial management (entering the stock exchange) and efforts were made by a third party. Also, if there is any
organizing the company as joint-stock, unity between the unfair article in the contract with the sponsor, the
organizations, online ticket sales and establishing a potential extension of the contract would be cancelled.
connection between the fans and the players and coaches Ferrand and Pages [19] believe that the more the event
through the official website of clubs, which might be and the sponsor match together, the more the result of
modeled by other clubs as well. Gladden et al. [7] and sponsorship would be for the sponsor. Amis, Pant and
Gladden  et  al.  [8] emphasize setting up radio stations Slack [20] suggest that sponsors must support a sport
and  national  TV  coverage  by selling broadcasting which conveys most the image that they want to convey
rights, selling products with the name and the logo of the to their audience. They suggest that it is to the benefit of
club, donations made by people and organizations, the sponsor and the sport group to sign longer exclusive
sponsorship  of  companies,  match  atmosphere  and contracts which can be extended. Also, Shaw and Amis
ticket sales. [21] emphasized that companies like Levis, Motel and

Gladden et al. [7] suggest that when a club faces American Express have enjoyed high profits by
reduction in the number of fans, it has to strengthen its supporting women sports.
brand and establish a firm connection with the fans Gladden and Funk [4] have also reported that the
through a proper public relation management, in order to decisions made by a team’s management affects the
bolster the brand of the club in the fans’ minds. Also, impression of its consumer. Gladden et al. [8] and Ross,
public relation management can increase the value of the James and Vargas [5] state that the features of the fans
team’s brand by holding seminars and press conferences, must be closely analyzed by the market organization and
appearances on TV programs and widening the TV previous experiences of marketing managers which
coverage and having representatives throughout the correspond to the primitive elements of building the brand
country. equity and which have participated in the process of

Having studied the effect of promotional and building the brand equity. Bennett, Henson and Zhang
motivating  activities on the demand side, Mc Donalad [22] declared that in examining the preferences of the
and Rascher [12] stated that in equal conditions, spectators, one must make decisions about the market,
promotional activities can increase the number of taking into account interests of consumers. Stotler [8] and
spectators by 14 percent in each match. Keller [6] also Gladden et al. [23] suggest that managers and owners of
believes that making the value of consumer-based brand teams can help to enhance their brand equity value by
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taking unity strategies. Gladden et al. [8] also stress on that which was intended for the study and by using
the income from having a famous player in the team. The Cronbach's alpha statistical method, a reliability factor of
studies of Kim D. and Kim S.Y. [24] showed that to assess 92% was worked out. Also, by using the factor analysis
the service quality of sport centers, elements such as the method, not only 8 factors were identified as defining the
attitude of the staff, social position of the sport centre, marketing mix of the Iranian sport industry, but also factor
administrator’s planning, personal considerations, pricing, loadings for each question were estimated to make sure
monopoly, ease of use, measures taken for the they had proper factor loadings to be in the questionnaire.
conveniences of the visitors and motivation must be Next, by contacting and meeting the managers of 9 active
looked into. Wakefield and Sloan [25] have stressed on clubs in the country’s premier leagues in different sports
the quality of services such as rest rooms and stalls and in 2005, the questionnaires were distributed and were
aesthetic aspects of the stadium such as architecture, as received after being filled.
being important to enhancing the attention paid to the
event.  Wakefield,  Blodgett  and  Sloan [25] and Statistical Methods: In examining and analyzing the
Wakefield and Sloan [26] have stressed on the quality of results,  Lisrel  software  version  8.52  was   used  to
services such as rest rooms and stalls and aesthetic model  and  identify  index of goodness of fit statistics
aspects of the stadium such as architecture, to be and SPSS version 14 was used for exploratory model in
important to the event. Mullin,  Hardy  and  William  [10] order to extract factors and factor loadings and to
have introduced different strategies for pricing and calculate Cronbach's alpha to determine the credibility of
suggest  that managers use one or more of these the questionnaire.
strategies according to their organizational objectives and
environmental conditions [10]. RESULTS

MATERIALS AND METHODS In this study, the path analysis model of the

The present study is both quantitative and produced. Calculations which were done according to
qualitative. The general aim of it is to model the current exploratory  model  identified  8  factors which played a
situation of the Iranian sport industry’s marketing mix and role in the marketing mix of the country’s sport industry.
to propose some decisions based on this model. In the According to this model, sponsorship, promotion
qualitative part, the researcher made a list of the most management, pricing management and power of the
important variables in the marketing mix of sport services market are the four independent variable and controlling
and after going through the theoretical sources and tools and public relation management, management
related literature and using the expertise of professors in process, place management and brand management are
the field of marketing management, made a questionnaire the other four factors in the mix, which are discovered to
and measurement criterion. The next step was to be the response variables, the last two being the variables
determine the reliability and validity of the questionnaire. for the model’s response as well. Also, direct and indirect
After choosing appropriate statistical methods and taking effect coefficients and the effect of independent variables
necessary steps, the questionnaire was distributed among on other variables were calculated. Then, structural
the samples. After collecting the filled questionnaires, formulas were discovered according to the fit model and
statistical analysis was done on the data. specific hypotheses which are based on cause and effect

Means and Methods of Collecting the Data: Having To test the model, chi-square statistic was used. As
conducted the literature after reviewing and examining the the caption shows, the chi value is 12.10 which is less
views of academic experts, a questionnaire consisting of than the critical value of chi-square with the degree of
45 closed questions was made, the content of which was freedom=9 which is 16.919 and which approves the model.
approved by three marketing professors of the University Also the P-Value is 0.20789 and because it is more than
of Tehran’s Faculty of Management and 3 sport marketing 0.05, it is acceptable and confirmed. In this model the
professors of the faculty of physical education of the service management variable is identified as exogenous
University of Tehran and Tarbiat Modarres University. By variable  and  the  rest of the variables as endogenous.
testing  the  questionnaire  with a population similar to The  four  exogenous  variables  (independent  variables)

marketing mix of the country sport industry was

relationships and correlation between the variables. 
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Model 1: The 8-factor path analysis of the marketing mix with estimated values

Table 1: Direct and indirect effects of endogenous variables (cause) on exogenous variables (effect) in the octamerous marketing mix model

Sponsorship Promotion management Pricing management Power of market

Brand management Direct effect - - 0.20 -
Indirect effect 0.09 0.04 -0.01 0.09
Total effect 0.09 0.04 0.01 0.09

Management process Direct effect - 0.16 - 0.04
Indirect effect 0.12 - -0.01 0.10
Total effect 0.12 0.16 -0.01 0.14

Public relation management Direct effect 0.40 - -0.04 0.33
Indirect effect - - - -
Total effect 0.40 - -0.04 0.33

Total management Direct effect 0.32 0.40 - 0.29
Indirect effect -0.07 - 0.01 -0.06
Total effect 0.25 0.40 0.01 0.13

discovered in this model, affect endogenous variables relation management variables with effect coefficient of 
(dependent  variables)  of  the model directly and each one. The effect coefficient of the management
indirectly based on what was said about the feature of process is 0.24 and the effect coefficient of the public
path analysis. These effects are show in Table 1. Also, relation management is 0.16. We can expect that by fixing
Table 3 shows correlative relations between the mix the activities related to public relation management and
factors  in  the  meaningful  layer. According to Table 1, increasing the management process activities by one
the  highest  total  effect  on the brand management is unit, the brand management activities will be averagely
from sponsorship and power of market and the lowest increased by 0.24 units. Also, by fixing the activities
effect  is  from pricing management. Ultimately, the related to the process management and increasing the
highest effect on place management is from promotion cost of public relation activities by one unit, the brand
management and the lowest is from pricing management. management activities will be averagely increased by 0.16

In structural formulas of the octamerous marketing units.
mix model and studying their results, we will examine the
coefficients of the effect of variables in the octamerous Formula 1: The brand management variable structural
marketing mix model in the format of structural formulas formula in the octamerous marketing mix 
and we will briefly point out the hypothesis resulted from
each formula. (Public relation management)

The Brand Management Variable Structural Formula:
Formula 1 which is for the brand management is Also, the hypothesis resulting from this formula,
composed of the management process and the public which is that activities of the management process will

      x 0.16 + (management process) x 0.24 = brand management
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have a meaningful effect on the brand management, is relationships were 95 or 99 percent meaningful and only
verified (P < 0.01). However, the other hypothesis which 10 relationships were not meaningful. In other words, only
stated that the public relation management will have a 17.8 percent of the relationships were not meaningful. 
meaningful  effect  on  the  brand  management  is rejected The brand management and the placement
(P > 0.01). management and distribution channels were discovered

The Management Process Variable Structural Formula: model which show that the energy spending in both parts
Formula 2, which is for the process management, is is discrete. According to Wakefield, Blodgett, Sloan and
composed of the public relation variable and its effect Wakefield and Sloan, paying attention to the activities of
coefficient. The effect coefficient of the public relation place management and distribution channels is important
variable is 0.29. In this formula, we can expect that by in increasing the attention to the event and the brand.
increasing the activities related to public relation However in the present model, the place management and
management by one unit, the activities of process distribution channels do not serve to enhance the brand.
management will be averagely increased by 0.29 units. Contrary to what is propounded in the world
Also the hypothesis which stated that the public relation literature about the marketing mix of sports services and
management has a meaningful effect on the management according to Ross and Mc Carthy, in marketing mix, the
process is verified (P < 0.01). product management is not an independent factor but

Formula 2, the management process variable This means that it is the product brand that must be
structural formula in the octamerous marketing mix model enhanced and the product promotion must be used as a

(Public relation management) x 0.29 = management process their sponsors. Also, the emergence of a factor called the

The Place Management Variable Structural Formula: variable makes it clear that in the country’s sport market,
Formula 3, which is for the place management, is it is the brand management and the enhancement of the
composed of the public relation variable and its effect team brand which is of vital importance. According to
coefficient. The effect coefficient of the public relation Gladden et al and Gladden et al, the most important duty
management is -0.18. This formula shows that the public of managers is the team’s brand management. According
relation management activities have a negative effect on to Gladden and Funk, Ross, James and Vargas, Gladden,
the place management variable. In other words, increasing Milne  and  Sutton,  Gladden  et  al.  and Gladden et al.,
the public relation management activities by one unit will the most important job of managers is the brand
averagely decrease the place management activities by management and it has been the focus of attention. So it
0.18 units. In fact, only by reforming the structure of can be concluded that although in the world literature,
public relation management can we expect an increase in there is an emphasis on increasing the quality of the
the place management activities through public relation. product and this increase is used for enhancing other
Also, the hypothesis which stated that the public relation elements and factors of the marketing mix and
management will have a meaningful effect on the place organization factors, in fact they are all looking for
management is rejected (P > 0.01) enhancing a strong brand which is clearly demonstrated

Formula 3, the place management variable structural The sponsorship factor affects public relation and
formula in the octamerous marketing mix model place management variables and distribution channels.

(Public relation management) x -0.18 = place management direct effect on the brand management and its indirect

DISCUSSION AND CONCLUSION that sponsorship affects the attention paid to the product.

In the octamerous marketing mix model, 2 of the sponsorship does not have a direct effect on the brand
hypotheses from the structural formulas were confirmed and its indirect effect is insignificant. So it seems that in
and another 2 were rejected. But, out of 56 correlative the country’ sport market, sponsorship activates other
relationships between the variables (factors) in fitting, 46 mechanism related to enhancing the attention to the

as the two factors (variables) of the response in this

instead of it the brand management has been discovered.

tool to strengthen the brand equity value of teams and

brand management in the octamerous model as a response

in this study. 

According to this model, sponsorship does not have a

effect is about 0.1 units. Keller, Shaw and Amis believe

However, according to the data of this study, the
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product. Promotion management variable directly affects process is undeniable and all the activities in the field of
both the management process and the place management the public relation affects managers, players and coaches.
factors and its indirect effect on the brand management is So, more study has to be done in order to compare the
0.04 units. results. 

By affecting the brand management and the public The management process can affect the brand value
relation management factors by less than 1 percent, the and management up to 0.24 units. As it can be seen, the
pricing management plays an insignificant role in the highest effect on the brand management comes from this
marketing mix of Iran. Taking into account that the factor. Gladden et al, Ross and James and Vargas,
researcher could not find any research about the effect of Gladden and Funk, Bennett, Henson and Zhang and
these variables in the world literature, it seems that the Stotler somehow point out that it is possible to directly
price and the pricing strategies strongly affect both the and indirectly influence the consumers and increase their
brand and the public relation management variables. attentiveness by what is being said in the field of
However, what makes this effect insignificant and in some management process and by affecting the mediatory
cases negative, may be related to mismanagements in this variables. The results of this study confirm this issue. 
field. Also, this negatively affects the public relation The effect of more than four variables on the place
management. So it cannot bring any income to this market. management is another discussable point of this  model.

Another factor which was discovered in this study is A lot of energy is spent in this part because the efficient
the power of market that affects all the four endogenous effectiveness of it is not used and it is abandoned without
factors of this model, directly and indirectly. Also, this any objective somewhere in the model. The results of Kim
factor plays an important role in controlling other D. and Kim S.Y., Wakefield, Blodgett, Sloan and
variables of the model for the managers, because of its Wakefield and Sloan showed that all the efforts in the
role as an independent variable and because of its place management are made to enhance the attentiveness
correlation with the other 3 exogenous variables. Contrary to the product and the event. But in our model, the place
to the result of this study, in the marketing mix models management is not used at all. Also, there is no
proposed by Bitter and Zitamel and Mc Carty, Kulbum mentioning of the effect of the place management in the
and Benter, there is no mentioning of power of market hypotheses of the study and it has not correlation with
factor and its role in the mix, but Boloorian, in his the other factors of the mix. There is only the negative
Marketing and Market Management, has mentioned this effect of the public relation management on the place
variable as one of the mix factors. Also, the researchers management which is insignificant. Meanwhile, according
have introduced all the factors of the mix as organizational to Table 1, the highest effect on the place management
and controllable variables for the managers. Likewise, in comes from the promotion management and sponsorship.
this study this factor is discovered to be one of the mix It seems that if we take the media as having the highest
variables and together with its defining variables, is one effect on the place management and distribution channels,
of the independent and controllable factors for the such effects can be defended. However, what has been
managers. mentioned in the literature review is the effect of the place

The public-relation factor affects the brand on other factors which was not realized in this study. 
management as well. According to this model, it has The negative coefficient effect on the public relation
affected the brand management by about 0.16 units which management on the place management factor and
is significant. The Gladden et al study proves this distribution channels certifies that such negative effect is
relationship. However what has to be noticed is that emanated from poor management in this field, in a way
based on formulated hypotheses, this effect is not that bold effects of such factors like sponsorship and
meaningful in the country’s sport market and more power of market on it is the only positive role that it plays
attention must be paid to it. in the management process. In the Iranian sport market,

The public-relation factor affects management one can clearly see the poor relationship between the
process as well. It seems that public relation has exercised public relation management and the media as distribution
its highest effect on the management process by up to channels in preparing and sending news coverage, except
0.29 units, in a way that this effect has been meaningful. in some rare cases. 
Although there is no other study about this comparison, On  their  study  of  different  promotional  activities
it can be inferred that the effect of the public relation for  a   particular   group   of    spectators,    Kinney  and
management on the other elements of the management Mc  Daniel  stated that a combination of sponsorship and
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advertisement is the most appropriate way of persuading management and distribution channels and the
the fans into watching the matches [17]. Also, Mc Donald promotion management. These correlations are
and Rascher point out that sponsoring the sports in a way applicable when controlling one of the factors is
which is different to other promotional strategies that difficult or impossible for the manager. For example
companies follow, can cause the sponsor to enjoy the when it is not possible to control the power of market
benefits of advertisement such as TV coverage and or the sponsorship, it is possible to control one with
marking opportunity [12]. However, contrast was found the other and benefit the organization.
out in the world literature of the sport marketing [21] the C According to the structural formula, it can be
sponsorship is not only one of the variables of the expected that by fixing the activities of the public
promotion mix, but also an exogenous and independent relation management and increasing the activities of
factor (variable) which is affected by none of the mix the management process by 1 unit, the activities will
factors, even those powerful ones such as the power of be averagely increased by 0.24 units. Also by fixing
market and promotion management factor. In other words, the activities related to the process management and
sponsorship is an independent variable which can be increasing the cost of public relation activities by
used for manipulation. one unit, the brand management activities will be

From the above Discussions it Can Be Concluded That: C According to the related structural formula, by

C Since the octamerous model has been created by the management by one unit, the activities of process
exploratory model, it has highly fits the country’s management will be averagely increased by 0.29
sport market and shows its realities with an units.
appropriate sensibility C According to the related structural formula,

C By analyzing the octamerous model, the important increasing the activities of the public management by
role of promotion as an independent variable which 1 unit will averagely decrease the activities of the
plays an instrumental and controlling role for the place management by 0.18 units. In other words, the
managers, is discovered. activities of the public relation management not only

C Sponsorship, promotion management, pricing do not serve the place management, but also
management and power of market are the 4 weakens it. So it is suggested that by reforming the
exogenous or independent factors (variables) which structure of the public relation management we can
can be used for management manipulations. help to the activities of the place management

C The correlation between the four exogenous factors activities through public relation.
in this model shows the lack of cause and effect C The highest effect of sponsorship is on the public
relationship between them, so it seems that they can relation management. The highest effect of the
help the management by making use of their promotion management is on the place management
correlation features. and distribution channels. The highest effect of the

C Since there is a correlation between the four pricing management is on the brand and place
independent  factors  of  this  model,  the  managers management. And the highest effect of the
can exercise some controls. For example if we want sponsorship is on the brand management. Also, the
(or do not want) to control the sponsorship, we can lowest effect of the sponsorship is on the brand
control the promotion management since there is a management. The lowest effect of the promotion
correlation between the sponsorship and the management, without the effect of the public relation,
promotion management and expect the same effects is on the brand management. The lowest effect of the
from the sponsorship on the other factors of the pricing management is on the public relation
model, but this time through promotional management.  And  the  lowest  effect  of  the  power
management. of the market is on the brand. So it is important that

C The highest meaningful correlation is between the the managers note direct and indirect effects of the
sponsorship and the promotion management, the table 1. 
brand management and the management process, the C According  to the hypotheses which resulted from
pricing management and the sponsorship, the place the structural formulas of this model, it can be

averagely increased by 0.16 units.

increasing the activities related to public relation
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