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Abstract Article information

In recent decades, digital marketing has gained increasing importance as a

key tool for brand development and audience engagement, particularly in U

the sports industry. Accordingly, the present study aimed to examine digital iﬁ‘clés;tia?i; ::;;1;8562025
marketing communications in sports and to propose innovative strategies § pnjished: 15 July 2026
for brand growth and fan engagement. This qualitative research employed
a thematic analysis strategy with an inductive approach. Data were collected
through semi-structured interviews with 13 sports marketing experts. To
enhance the study’s validity and reliability, participant feedback was
incorporated throughout the research process, and data were triangulated
from multiple sources. The analysis indicated that the extracted codes were
independent, their relationships confirmed, and coding reliability was
estimated at 85%. The findings revealed that the overarching themes of the
study included Championship in Sports Branding, The Golden Path of
Fandom, Digital Victory, Technological Innovations, Golden Content,
Professional Performance Evaluation, Digital Public Relations, and Digital || eywords:

Academy, all of which play a critical role in brand development and fan || Digital marketing, sports
attraction. It is recommended that sports brands leverage modern digital || branding, fan engagement,
strategies, such as augmented reality and artificial intelligence, to enhance || technological innovations,
fan experiences, focus on evaluating the effectiveness of digital campaigns, || digital public relations.
and strengthen digital public relations. Additionally, establishing digital

academies for fan education and team development can further contribute

to brand growth.
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EXTENDED ABSTRACT

INTRODUCTION

The sports industry is continuously evolving and has become a vital sector of the economy (Mohammadi
et al., 2024). It not only contributes to the production of sports goods and services but also significantly
impacts national economic growth (Kalashi et al., 2019). Therefore, attention to the economic aspects of
sports and the use of modern knowledge and technologies to develop this sector is crucial (Jin et al., 2024).
A major portion of the sports industry's revenue is derived from fans, and digital marketing particularly
through social media platforms like Instagram and YouTube—offers an effective and profitable means to
promote sports products and services. These platforms allow brands to implement and evaluate marketing
strategies while engaging directly with their audiences (Kim et al., 2023). Social media represents the fastest
and most direct communication channel, and athletes active on these platforms can strengthen marketing
messages due to their credibility and popularity within specific communities (Zahrabi et al., 2020).
Furthermore, millions of sports enthusiasts follow daily activities, emotions, and consumer behaviors,
making digital marketing a unique opportunity to reach a vast fan base (Stegmann et al., 2023). Reports
indicate that fans actively share opinions during live events or track fantasy sports performance,
highlighting the unpredictable nature of sporting events, high fan engagement, and large audience sizes
factors that make the industry ideal for digital marketing. The rapid growth of these interactions, particularly
after the advent of the internet, demonstrates fans’ active participation in communities and groups, sharing
experiences and perspectives widely and immediately (Kim et al., 2023). Modern technological
advancements pose challenges but also create opportunities for organizations. Ecommerce and digital tools
enable consumers to search for and purchase goods online, while product design and advertising play
crucial roles in building trust. Information technology has transformed markets, and virtual marketplaces
differ from physical ones, requiring an in-depth understanding of consumer behavior and competitive
strategies. In the sports industry, strong branding can differentiate organizations and add value for
customers (Stegmann et al., 2023). Brands act as strategic assets, shaping product value in consumers’
minds and reinforcing organizational positioning through trust, loyalty, and innovation. A strong brand
provides a sustainable competitive advantage, exclusive product ownership, and opportunities for global
expansion (Stegmann, 2023). Research in sports digital marketing highlights key factors for effectiveness.
Ajirloo and Mohammadkhani (2023) proposed a B2B digital marketing implementation model emphasizing
Al-driven customer relationship management and the importance of analytical, collaborative, and
operational factors (Ajirloo & Mohammadiani, 2023). Rezaian et al. (2023) found that brand love and team
identity strongly influence fan loyalty. Esmaeili Nejad et al. (2023) introduced innovative, sustainable
marketing strategies focused on customers and market research. Lee & Chao (2024) showed that digital
transformation significantly improves high-quality development, market positioning, and corporate
innovation. Qi et al. (2024) highlighted that data-driven systems can enhance athlete performance but must
be responsibly integrated with organizational goals to avoid undermining human expertise. Romic (2024)
demonstrated that Al integration allows companies to analyze vast data, identify market patterns, and
optimize decision-making processes, emphasizing that effective communication is critical for constructive
engagement (Hosseini et al., 2017). Digital marketing in sports facilitates direct fan engagement through
content creation, live interactions, targeted advertising, and Al-driven personalized strategies, enhancing
satisfaction and loyalty. However, despite growing research, literature often owverlooks integrated
mechanisms of digital marketing communications in sports, particularly the use of innovative technologies
for two-way engagement and global brand development. Therefore, this study addresses the research
guestion: How can digital marketing communications in the sports industry leverage modern technologies
to develop brands and attract, engage, and retain fans?

METHODOLOGY

The present study is qualitative in nature, employing a thematic analysis strategy with an inductive and
exploratory approach. Data were collected through semi-structured interviews, each lasting between 25 and
45 minutes. Some interviews were conducted in person, while others were conducted remotely, allowing
for broader participation from the target population. The study population consisted of sports experts
specializing in sports marketing, including university professors, researchers, and professionals active in
the sports industry. The sample was selected using purposive sampling to ensure the inclusion of individuals
with the most relevant knowledge and experience in digital marketing within the sports sector. Sample size



https://creativecommons.org/licenses/by-nc/4.0

m 176 Biannual Journal of Sport Management Knowledge, Volume 4, Issue 1, Spring and Summer 2026

was determined based on data saturation (13 participants), meaning interviews continued until no
significant new information was obtained. Ultimately, the sample included experts with diverse
perspectives and experiences, providing rich and varied data. To examine digital marketing
communications in the sports industry and identify innovative strategies for brand development and fan
engagement, a set of key questions was developed. These included how digital marketing contributes to the
development of sports brand identity, strategies for attracting and retaining fans on social media, the role
of digital content in fan engagement, the use of emerging technologies such as augmented reality and
artificial intelligence, methods for evaluating digital campaigns, and the role of digital public relations in
brand expansion and fan acquisition. To enhance internal validity, participant feedback was incorporated
at all stages. After each interview, preliminary findings were shared with participants to clarify any
discrepancies or ambiguities. Additionally, data were collected from multiple sources and reviewed by a
research assistant. A specialist familiar with both the methodology and the research topic participated to
identify and address potential biases. Transcript validity was further assessed by expert review, and coding
reliability was evaluated using coding methods and consensus among coders. The results demonstrated that
extracted codes were independent and their interconnections confirmed. The final coding process achieved
sufficient reliability, with intra-rater agreement estimated at 85%. These measures ensure that the data
analysis was accurate and the findings scientifically robust. Following the thematic analysis approach, the
study proceeded through six key stages. In the first stage, familiarization with the data, all interviews were
carefully transcribed and reviewed to ensure accuracy and completeness. In the second stage, initial coding,
the researcher repeatedly examined the texts to identify and code relevant semantic units. The third stage,
searching for themes, involved grouping similar codes to develop preliminary themes. In the fourth stage,
reviewing themes, these preliminary themes were refined to ensure their independence, clarity, and
relevance to the research questions. In the fifth stage, defining and naming themes, extracted codes and
themes were examined collaboratively with experts and through coder consensus to confirm validity and
reliability. Finally, in the sixth stage, producing the final report, the finalized themes were refined and
organized to form an analytical framework capable of systematically explaining digital marketing
communications in the sports industry and innovative strategies for brand development and fan
engagement.

RESULTS

First, the demographic findings of the participants in the study are presented (Table 1).

Table 1. Demographic information of the research participants

Job Title / Organizational Position Academic Degree Gender Education Level

Academic Staff Member Sports Management Male PhD

Researcher and Author Sports Management Male PhD
Academic Staff Member Sports Management Male PhD
Academic Staff Member Sports Management Female PhD
Academic Staff Member Sports Management Male PhD

Researcher and Author Sports Management Male PhD

Researcher and Author Sports Management Male PhD
Academic Staff Member Sports Management Male PhD

Researcher and Author Sports Management Female PhD
Academic Staff Member Sports Management Male PhD
Academic Staff Member Sports Management Male PhD
Academic Staff Member Sports Management Male PhD
Academic Staff Member Sports Management Male PhD

Table 1 the demographic information of the participants in the study shows, in which all participants have
a PhD in the field of sports management. The participants are 13 people, including 9 men and 4 women.
They work in various positions such as university faculty members, researchers, and authors in the field of
sports management. All participants work in research groups related to sports marketing and digital
marketing, which can affect the richness of the data obtained in this study. This diversity in gender and job
positions of the participants can provide diverse and comprehensive perspectives on the research topic.
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Table 2. The results of extracting themes from research interviews

Comprehen Organized Primary Topics
sive Topics Topics y Top
I Highlighting brand strengths for differentiation
Championi = . ;
i o Designing logo, color schemes, and unique visual elements
ng in Designing a e o
i Defining brand mission and values
Sports Hero ldentity R .
B . Creating inspiring messages related to sports lifestyle
randing : i .
Using graphic elements that convey power and excitement
Collaborating with athletes and celebrities to promote the brand
Providing accurate and transparent product/service information
Building Fan  Showcasing customer reviews and brand awards
Trust Ensuring product quality and offering aftersales services
Building emotional connection with audiences through brand
storytelling
Publishing content aligned with fans' interests
Golden . Responding quickly to comments and messages
Playing on . T ; ;
Path of . . Creating entertaining and educational sports videos
Social Media : 4 . o
Fandom Creating and promoting campaign-specific hashtags
Hosting online contests with attractive prizes to boost engagement
Launching virtual communities for fan interaction
- Hosting virtual meetings and discussions with influencers
Building a Fan . . oo X .
Offering membership opportunities in fan groups with special perks
Club . )
Strengthening fan loyalty through personalized messages
Encouraging users to share their experiences with the brand
. Designing an online store with a simple and user-friendly interface
. Online . T ;
Digital . Offering periodic discounts for new and returning customers
: Business LIt .
Victory Plavaround Adding diverse and secure payment options for customers
Y9 Simplifying the purchase process by reducing order steps
Using behavioral data to identify user preferences
Targeted Running advertising campaigns for special occasions and events
Advertising  Leveraging popular advertising platforms to increase visibility
Tactics Personalizing advertising messages based on customer needs
Analyzing campaign results for ad optimization
Predicting user behavior based on collected data
Technologi  Coaching with Eggglsdmg intelligent product recommendations tailored to customer
cal Acrtificial L . .
Innovations _ Intelligence Optlmlgmg ad dlsplays _based on user interests
Analyzing data to identify trends and behavior patterns
Personalizing customer shopping experience with smart algorithms
Creating interactive shopping experiences using AR to showcase
Digital products
Experience  Offering virtual try-ons for sportswear and equipment
with Hosting virtual events and exhibitions to showcase the brand
Augmented  Using VR technology for sports skill training
Reality Enhancing brand-customer connection with interactive and creative
content
Providing educational and scientific articles on sports and health
Publishing sports videos from training, competitions, and behind-the-
Golden Engaging scenes
Content Sports Stories  Designing educational infographics about key sports tips

Using storytelling for better audience engagement
Using inspiring visual content from successful athletes

Continuous
Content Flow

Scheduling regular content posts across various channels
Using scheduling tools for content management
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Ensuring consistent quality and appeal of produced content over time
Aligning content with sports event calendars for greater audience
engagement

Publishing content related to trending and popular topics

Professiona

I Data and
Performanc Digital

e Analytics
Evaluation

Collecting visitor data from websites

Analyzing user behavior during visits and purchases —

Identifying weaknesses and opportunities for improvement in digital
strategies —

Using data for decisionmaking in advertising and content —

Improving user experience based on data analysis results

Measuring the conversion rate from visitors to customers

Examining the quantity and quality of user interactions on social media
Analyzing audience growth trends over time

Measuring the ROI of advertising campaigns

Comparing current results with established goals for strategy
improvement

Releasing official brand news via digital channels

Effectively managing online crises to maintain brand credibility
Responding professionally to user feedback and negative comments
Building a positive brand image with inspiring content

Sharing success stories and inspiration from the sports world
Establishing professional relationships with journalists and media
outlets

Hosting online press conferences to inform about activities

Sending official digital press releases with accurate details

Publishing credible content to boost public trust

Building positive and ongoing relationships with media in the sports
industry

Creating educational videos on sports skills and workouts

Offering key sports tips in short and digestible content formats
Designing and running online courses with interactive content

Creating podcasts related to sports topics

Providing expert articles to increase public knowledge and information
Hosting online workshops to familiarize with new technologies

Sports Success
Indicators

Digital Rapid Digital
Public Communicatio
Relations ns

Collaborating
with Media

Digital
Academy

Programmed
Fan Education

Developing co - . . A .
o Providing interactive training sessions to improve employee skills
Digital Sports - . .
Teams Publishing digital guides for better use of work tools

Designing practical tests to assess employee knowledge and skills

The findings in Table 2 showed that in the field of digital marketing communications in the sports industry,
overarching themes such as “championship in sports branding” and “golden path of fandom” lead to
organized themes such as “hero identity design” and “social media gaming” that strengthen fan trust and
build fan clubs. Also, in the digital win section, concepts such as “online commerce playground” and
“targeted advertising tactics” refer to targeted interactions and the use of new technologies in sports
marketing. In technological innovations, the themes of “coaching with artificial intelligence” and “digital
experience with augmented reality” refer to the enhancement of digital experience and the use of advanced
technologies. In the golden content section, “engaging sports stories” and “continuous content flow”
indicate the importance of producing continuous and impactful content. Also, in professional performance
evaluation, “digital statistics and analytics” and “sports success indicators” refer to the accurate
measurement of brand performance and evaluation of campaign efficiency. Finally, in Digital Public
Relations and Digital Academy, the themes of “Fast Digital Communications” and “Fan Education with
the Program” emphasize continuous engagement with audiences and developing the skills of digital sports
teams.
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Playing on social networks -

Theme 1: .
The Golden Path of Fandom A
Building a fan club
Online trading playeground — Theme 2:
' Digital Board

Targeted advertizing tactics

Coaching with artificial intelligence Theme 3-
N Technological Innovations

Digital experience with augmented reality T _

Faszcinating sports stories —

Theme 4:
' Golden Content
Continuous content flow
Digital statistics and analytics m — - Theme 5:
1 Evaluating Professional
Indicators of sports success e - Performance
Fast digital communications — Theme 6:
' Digital Public Relations
Media engagement
Educating fans with the program — Theme T:
' Digital Academy
MNurturing digital sports teams
Hero identity design - o Theme 8:
I Championship in Sports

Branding

Strengthening fan trust —

Figure 1. Research model (derived from research findings)

DISCUSSION

In today’s world, digital marketing is a crucial part of business strategies across industries, including
sports, where it not only promotes products but also fosters meaningful engagement with fans, enhancing
brand development and loyalty. This study examined the role of digital tools and strategies in strengthening
sports brands and fan engagement, focusing on platforms such as social media, websites, mobile apps, and
emerging technologies like Al and AR, and identified eight key themes. Theme 1, Championship in Sports
Branding, emphasizes building a strong, distinctive brand identity using logos, colors, graphics, and
storytelling, while leveraging collaborations with sports celebrities, customer reviews, and product quality
to foster trust and loyalty, with digital brand positioning and social media enhancing brand image and
supporting individual and social identification, thereby increasing fan participation (Malataheri et al., 2019;
Hassannejad et al., 2022). Theme 2, The Golden Path of Fandom, highlights personalized content, online
fan clubs, contests, and loyalty programs, where continuous engagement and community-building foster
belonging, pride, and long-term fan retention. Theme 3, Digital Victory, focuses on digital commerce and
targeted advertising, using Al-driven personalized messaging and online promotions to improve purchasing
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experiences and brand reach (Lee & Cho, 2020; Mohammadi et al., 2024). Theme 4, Technological
Innovations, emphasizes Al, AR, and VR in creating unique fan experiences, enabling predictive
recommendations, immersive event viewing, and personalized marketing that strengthens brand-fan
relationships (Golmohammadi et al., 2024; Rahmanpour et al., 2022). Theme 5, Golden Content,
underscores producing high-quality, consistent content, including educational materials, infographics, and
videos, with storytelling fostering emotional connections, purchase intent, and brand awareness. Theme 6,
Professional Performance Evaluation, highlights the importance of analytics tools, key performance
indicators such as conversion rates, engagement, and ROI, and skilled personnel in optimizing campaigns
and decision-making (Ghalehnoei et al., 2023). Theme 7, Digital Public Relations, focuses on managing
online communications

Conclusion

The present study demonstrates that digital marketing communications in the sports industry play a
pivotal and increasingly significant role in developing sports brands and engaging fans. The findings
indicate that the strategic use of modern digital approaches including social media, content tailored to fans’
interests and preferences, personalized experiences, and advanced technologies leads to effective
interactions, enhanced satisfaction, and strengthened fan loyalty. These interactions not only improve the
fan experience but also significantly enhance brand development and reinforce the competitive position of
sports clubs and brands. One of the most important findings of this study is that digital marketing
communications go beyond mere content distribution and advertising, encompassing two-way interaction
pathways, unigue fan experiences, and a sense of belonging and active participation among audiences. This
finding suggests that successful sports brands adopt strategies that involve fans in content creation,
experience sharing, and direct engagement with the brand, thereby fostering long-term loyalty and
emotional commitment. The study also emphasizes that leveraging emerging technologies, such as artificial
intelligence, augmented reality, and behavioral data analytics, can serve as powerful tools for predicting
fan behavior, delivering personalized recommendations, and optimizing digital marketing campaigns.
These innovations enable the creation of interactive and engaging digital experiences for audiences and can
significantly enhance the impact of digital marketing on brand development and market share growth. From
a scholarly perspective, the research reveals that despite the widespread attention to the impact of digital
marketing on brand performance, in-depth examination of interactive mechanisms and influence pathways
within the sports industry remains limited. The results of this study, by providing a conceptual framework
based on qualitative data and thematic analysis, clarify how these effects are formed and how they relate to
fan loyalty and brand development, partially filling a gap in the existing literature. Practically, the findings
suggest that to fully leverage the potential of digital marketing, sports brands should not only produce
attractive and functional content but also develop interactive and personalized strategies, utilize digital data
and analytics for informed decision-making, and design innovative and interactive digital experiences for
fans. These measures can foster active fan communities, increase participation, enhance loyalty, and
ultimately support sustainable brand growth. Finally, this study highlights the role of digital marketing
communications in attracting, retaining, and strengthening fan loyalty and in expanding the market of sports
brands, laying the groundwork for future research in digital sports marketing, the design of intelligent
strategies, and the investigation of long-term impacts of digital interactions. Future studies can enhance
depth and generalizability by incorporating longitudinal data, larger samples, and mixed qualitative and
guantitative methods.

Practical Recommendations:

Develop a cohesive and inspiring digital brand identity; strengthen continuous engagement through social
media, fan clubs, and personalized content; leverage Al and AR to provide personalized experiences and
predict fan behavior; and continuously monitor campaign performance using analytics to optimize
strategies and support informed decision-making.

Limitations

Due to the qualitative nature of the study, findings are primarily analytically generalizable, and rapid
technological changes may necessitate future updates. However, the conceptual frameworks provided
remain relevant for strategic guidance and practical application in sports digital marketing.
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Table 1. Percentage of intra-subject agreement
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Table 1. Demographic information of the research participants
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Table 2. The results of extracting themes from research interviews

Obejle (el
ks azdly gl (el
Comprehe Organized Primary Topics
nsive Topics
Topics P
L3, b ples obonl gl @ g8 bl 10,5 a5
s (Highlighting brand strengths for differentiation)
S . =. =
’ fJ "e‘ﬁ . L S papazie §par polic 5 GO0, S ()b
S = ‘5’ (Designing logo, color schemes, and unique visual elements)
(Champio (De:gnlng a (Defining brand mission and values)
ingi ero . .. o il
Brarr)1 ding) (Creating inspiring messages related to sports lifestyle)
oS Jiie |y loxed 9 0,08 e a5 S slagyledl 5l oalin!
(Using graphic elements that convey power and excitement)
slazel o i Ny gk sl peeie S8 5 5555 L (s e
ollslse (Collaborating with athletes and celebrities to promote the brand)
Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran

This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

1€ umelJ 9 JLQJ_ id,l o ylous Af)t@’v Jlw ‘ul'bjjg Sy o U""b %L&Lﬁép)

(Building Sloss g Y guama 0)l)0 Bl 5 3.8 ledll 4l
Fan Trust) (Providing accurate and transparent product/service information)
Wy (b nlez g (b it Cote SIS ioled
(Showcasing customer reviews and brand awards)
09950 3 L leas &Il g DY guamo CudlS ol
(Ensuring product quality and offering aftersales services)
3y 2l olsls 35k 5l bbb b bt LL3 16,85
(Building emotional connection with audiences through brand storytelling)
allslse slagareadde b conlite (slgimme HLis]
(Publishing content aligned with fans' interests)
" » &k Ol loply 5 Slhlas 4y e (0555l
T sbasis (Responding quickly to comments and messages)
sl elazz] G509 Spge b (D390l g 0aiS T s slaging adys
(If’ct’:]dep (Playing on (Creating entertaining and educational sports videos)
Faido(r)n) Social Wf slcols us‘,-_e olas! Ls_bm @r s sl
Media) (Creating and promoting campaign-specific hashtags)
S e Gl sl oliz lsz b 3] Slils 6155 5
(Hosting online contests with attractive prizes to boost engagement)
Olblsa Jolsi (sl (g5lxe sloog S g Loyl (g5lilel,
(Launching virtual communities for fan interaction)
RS o3I L (lne slagS9iS 5 aienis 6155
olSil el (Hosting virtual meetings and discussions with influencers)
RARENA P Sl b s lolsa sloog 5 50 cugas slaces 3 olxl
(Building a (Offering membership opportunities in fan groups with special perks)
Fan Club) oudis sl ozt slaply Guyb 5w 4 ollolgn Bl o Cusis
(Strengthening fan loyalty through personalized messages)
By b 093 Sl yo (6,05 STnil 4 )5 Basis
(Encouraging users to share their experiences with the brand)
225 5 ool (5 )5 Lol L Ol ol 8 > b
e (Designing an online store with a simple and user-friendly interface)
s 5 ii‘ UT; _ L;M-\S 57 Ol e sl sloyee 6L‘°M )|
T SRR (Offering periodic discounts for new and returning customers)
(Digital (Online e sl el 5 £aiie Clo s ladin 3 g8l
Victory) BUsiness Okl el Este R sl 235 (1993
Playground) (Adding diverse and secure payment options for customers)
ool Eo o lye slawi EalS L3l fges
(Simplifying the purchase process by reducing order steps)
lasateadde olulis sl o5 (6,3, slaosls 5l oaliul
(Using behavioral data to identify user preferences)
oSSt Pl sleolg, 5 boabn slp Sl oS sz
- (Running advertising campaigns for special occasions and events)
sadie Jlicls oo Gl sl Conme (SUls lapsitly 5l o
(Targgt(_ed (Leveraging popular advertising platforms to increase visibility)
Advertising i elails bl ks clools eile s
Tactics) -LS-)-‘-“‘-"é )u‘ S SRR G (T
(Personalizing advertising messages based on customer needs)
Sleks giloaine sl oS @ls Jebos
(Analyzing campaign results for ad optimization)
' oudis pslaaz glmosls Gulolyy Oyl B8, (i
slesyly  Ghse b Sy (Predicting user behavior based on collected data)
il $Ega Olyiee 5 b el walisn oy 13 slasleiay <)
(Tec_hnlolo (Coa_cr;]ing «;lazg (Providing intelligent product recommendations tailored to customer needs)
ica wit " .
Inn?)vation Artificial (Ol sleganede ploly Sl il
5) Intelligence) (Optimizing ad displays based on user interests)

Copyright ©The authors

Publisher: University of Tabriz, Tabriz, Iran

This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

110 Oliwsli 9 Jles «J9l o lois “GJLQ.?; Jlw WORI9 S g0 u.wb 4oliladgs VAY a

(Analyzing data to identify trends and behavior patterns)

Sadgr slaph )68 5l eolitul b b jide 3 3 4,55 (s3lopard
(Personalizing customer shopping experience with smart algorithms)
Y game Gialed gl 00938 Cuably 3, 1 el 0y 5 4,55 ol
(Creating interactive shopping experiences using AR to showcase products)

b s 2 Sl g ol wile (2559 DY gaze Gialed iy IS
229381 Cadly (Offering virtual try-ons for sportswear and equipment)
(Digital Wy B sl il greliislel 5 Lol 6,135
Expe_rlﬁnce (Hosting virtual events and exhibitions to showcase the brand)
Augvl\’/]’lltented gs‘f‘)').ﬁ o e Gojgal 5o (53lome condly 6).5&5 }‘.""'.L"*;"l
Reality) (Using VR technology for sports skill training)
WS 5 ol sl 35k 5l Ol tie b iy BLS )| cosis
(Enhancing brand-customer connection with interactive and creative content)
s 5 5559 0357 5 (sale 5 (B9l VLo )|
(Providing educational and scientific articles on sports and health)
aocly 5 Sliles (Dl o3 5l (o555 Glgiays Las]
Sy ‘5}“‘3&‘.“'“3 >,k (Publishing sports videos from training, competitions, and behind-the-scenes)
oAb (TE‘:];;;:{; 309 o D5 05y (sl (Sla Sl S gan
(Golden Sports (Designing educational infographics about key sports tips)
Content) Stories) bbb b g bl gl ol pwgsbinls 51 ealizl
(Using storytelling for better audience engagement)
B0 O35 5 5 Gioeledl 6y lgome 5 nslal (6505 S
(Using inspiring visual content from successful athletes)
alize sla JUIS o lyiome plae JLassl (sl Sloj (55,40
(Scheduling regular content posts across various channels)
Syt 5 S sl sanple; sla)lil jleslic
oz (Using scheduling tools for content management)
s Ol Job 5o eatiadsi slyms ol g CodeS oo
(Continuous (Ensuring consistent quality and appeal of produced content over time)
C,ggtz;]t bl i i ln ()59 Slaslug, o b lgime Golas
(Aligning content with sports event calendars for greater audience engagement)
39 Pz g 8 Slegdge b b pe e Lasl
(Publishing content related to trending and popular topics)
ool O 5l pEasSwal slaosls (s5leex
3] (Collecting visitor data from websites)
3 8ee . Gy g il ple o ol LS, s
slad > el L (Analyzing user behavior during visits and purchases) —
(Professio o Jiazs sl gl il 5 Somge gl 5 cinds blis Lulis
nal (Data arlld (Identifying weaknesses and opportunities for improvement in digital strategies) —
Perfggman AnD;ﬂ:ﬁ:S) e Sl o T e sl Lol sl
Evaluation (Using data for decisionmaking in advertising and content) —
) Wosls Jolod gl olol 62,5 41,25 S0
(Improving user experience based on data analysis results)
Sy GEaS 35l o £ 5 S0l
(Measuring the conversion rate from visitors to customers)
o wcbeinl oloaSies 1o oI5 odleles i g olass ooy o
‘.SL%D.L_{& (Examining the quantity and quality of user interactions on social media)
=09 05 Oles Jsb 5o plible slasi o) aig,y Julo
éSports (Analyzing audience growth trends over time)
e st e 25 e

(Measuring the ROI of advertising campaigns)
Lo g 551 sl Sgutr 51y 00 s Blanl b b ol daslie
(Comparing current results with established goals for strategy improvement)

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

(] 1AA 10 Olawwl 9 Jles «Jol o )los if)LQ’v Jo (j9)09 Co 30 (il doliladgs

Juezms Gl JUS Gyl 5l b s e (o, S jLas]
(Releasing official brand news via digital channels)

w olls)| iy el Bio sl (T slaglm 5e Co e
SIS ) e Jis (Effectively managing online crises to maintain brand credibility)
J e (Rapid Ol (hie looy95-5k 5 Sl ykai 4y glad > 55l
(Digital Digital (Responding professionally to user feedback and negative comments)
Public grta . . . .
Relations) Communicat oiuplell Slgtme adgi b sy 5l Cute pgas Sl
ions) (Building a positive brand image with inspiring content)
D509 055 5o Gisupledl 5 Codbse slalisls Jldl
(Sharing success stories and inspiration from the sports world)
ailes; 5 O, 53 b glad,> bl I g )8
(Establishing professional relationships with journalists and media outlets)
' lacolad Sla, @bl sl 2T 6 5 slacants 15 5
LS Lie . . . I
(Hosting online press conferences to inform about activities)
o, G oSl b iz ams, sl Jlo|
(Cr?llab_c:rr]atl (Sending official digital press releases with accurate details)
wi .
I\%edia) coopos lazel Gulidl (gl jrtas (slyime Lac
(Publishing credible content to boost public trust)
D59 Lo b e sladile; L polie 5 Cue Lails ) olox]
(Building positive and ongoing relationships with media in the sports industry)
D39 Dl o3 9 om0l )3 (LBjgel slaginng Sg
(Creating educational videos on sports skills and workouts)
e e S o s 5 olisS (slgizme BB yo by (oS lSS il
5T OIS s (Offering key sports tips in short and digestible content formats)
Gl . -
Jezme e ol glgmomn b (DT (glooyg0 (6,155 2 5 >k
Digital esigning and running online courses with interactive conten
(Dig (Pr?jgg:me D d ! th interactive content
Academy) Education) 039 Slegdga b bad o slocanSol oy
(Creating podcasts related to sports topics)
bbb cogac Oledbl ¢ Luils (ial33l gl oaass @Yl 4l
(Providing expert articles to increase public knowledge and information)
oz logs yslid b (LT sl (T slools )5 (6,155
Slapss (B9, (Hosting online workshops to familiarize with new technologies)
Jlezus (o558 LS, ol sgmp sl olas (550l (slooyg0 &)
(Developing (Providing interactive training sessions to improve employee skills)
Dlglta| G)lf (_ng)l}gl )'| e oolazwl 6‘).’ Jt...?ua (_gLQLA.’\.Q‘) )Li'.::ﬂ
Sports (Publishing digital guides for better use of work tools)
Teams) OLSHE 5lee 5 il (b3l slr o) slaggesl (b

(Designing practical tests to assess employee knowledge and skills)

Soadig 5o Slepd" sile 5155 elae (b9 Caro 10 Jluzms ob b Glbls | aie) jo as ols Lad ¥ Jgo slaazsly
s elaizl glaaSs 1o (5L 5" lesed Cuse (B el slazdl ol (elas 4 g bolge (b e " (05555
e wile el (Jluzs o (i ) (pizred 355 00 Ok oRAL clu 5 o)) lolge sletsl Lo si carge a5 09 o0
oyl (2359 (2byl5b 40 g slacs;5lid 3l ealiul 5 aredas Lol 4 Maredan Slls GlaSast" o " T @) 5L
Jlzrss 2,25 Sl 4 Mo3g38 Condly b Sz 4™ " ogian (h9n L 6,50 el il gl glacsglsi 5o 5l
Mg lye Gl o ol (235 lapbils” (Db slyie i jo s 0 )Lal iyt slags yslid Sl eslil
5 " Jazms Jelow 5 Ll slad o o Shae o)) 0 omizen s RS, 5 polie slyiome ag Coeal osamo s
osos Lals) )0 ales )3 I 0 )Ll e e SIS b5l g s 9 ,Shes B s pSejluil 4 " 58555 Cubge sla asla”
5 Ok b pots Jolss  "asliy b olblsn Gijsel” 5 " Jlezms Sl (relae (Jlozms (ool 5 Sl

55l oS Jlazus 3559 e o )lpe arwgs

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

1F20 Olnl 9 )l sl oulosds cpilez Jlw cBJ09 o 3oyl dolibadys 1A [

by L 8o

‘ 2w Juwas wlblyyl
- {Collaborating w'tr Media (Raped Digital Communications)
s ugh wobb _ -__ ‘
{Designing a Hero Kdentity) \ wi)g wadsge sla yasll

\ - {Sports Success Indicators)

& T——
o ‘

' — (Digital Public Relations) o .
Iyl3lgn slalel Cygis ‘\- o
Jl I .
(Building Fan Trust l a wllizass a7 g Lol
g SLip 3 vilsygd (Data and Digital Analytics)
(Championing in Sports Branding) slasp 38lac byl

l (Professional Performance Evaluation)

aalip b gholed yigal -

{Programmed Fan Education) Lwgy slgine oLy
g ;

/ (Continuous Content Flow)
Jluags oalsT Vel SRl g Jbew wlu')L albll wilbs lgin
/ (Digital Academy) Digital Marketing Commum(at-ons in the Sports Industry (Golden Content) \
e . / \ wllz Gy i gliuly
Jlss e sldas e (Engaging Sports Stories)
(Developing Digital Sports Teams)
| lu slausyl T
\s,l.»lga ol juus Ve )9'e
(Golden Path of Fandom) - [Technalogical Innovations) -\\—\__\
I/ o
/ (g vy scsiaan Sob baiine
- / g 0‘{ (Coaching with Artificial intelligence)
."" / l.'\
ahlasyb ol il / A
{Buildang a Fan Club} / \
/ / \
/ / \
/ / \
./" :" \ -
- ',." \‘\‘ 22435l Cumsly y S 4y
' Digital Experience with Augment)
wslabl sladud il ) -
(Playing on Secial Media) -
: Haban Al sla ST
Gl Syl il as) {Targeted Advertising Tactics)

{Online Business Playground)
OR5p9 Ceaiuo 5o Jlzms ob )l Slbls )l SCiled ass ) S
Figure 1. Thematic Map of Digital Marketing Communications in the Sports Industry

: -
Oy Cao g Cewl 0als s B il o s,lw sl il Lol 5151 SO a Jluams Sb L gl slss o
WY gazme (9,8 9 Sk sl )Rl Olseds s & ()9 Cnivo 5o Sl 2Lk Slbbs s (it 0asl ol 5l 5
OB JeloS 4y (oS (nl o S (o0 Joe Olble g ()lslea b jlsbine 5 peie BLS ) sbxl sl S5e )], (lgreay asby
lap,aily 5leslatwl .conl oals azlo y l)lolea Cd> g 8559 Glaaip axwgs o Jlusus sla sl iwl 5 b lnl coenl g
bLs,las sas o |y Ol (nl (53555 Slasiz 4 (hbige SlacriaSihil s (olsd slocalun (eloiz] slaased aiile Jluoms
(e (hgr Wil g glacs gl crmizan LS B lap)T glp 0,8 4 pamie gl 5 00,5 Cagis olylolsa L) 095
50 g e &l 0gs Ll 4y cul gl cad slalgize g laaly U ans col) Gl ol baas 4y (g5lS0ols g cong38l Condly

g aby LSS 5 bo)lnl (o) ow)p 4 gl jeba Gzl aims (il Glblga Jalad 5 (5 ,lolhy o 4zl

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

0 14 10 Ol 9 )l gl o leid «pilez o cy)09 Cupgde y2ils doliladgs

oolol e o al] i Glles Qa5 (L5355 slawiy dnwgs bty jo ol 5l a6yl o ln slesleiiny

329 S g 53 Slopd ) Hamae
ik 5o ol sl el o8 el (555 3 p sl 658 5 08 4 pamis Zoge Sy (ile sline 4 (555 Sain 50 Slond
558 ool lad bl edle o Caol ol ST ol 5 oS, Sl 30 1, ol a8 ol 25500 2B,
S b fas o iuelel] slopley 51 sl oo e bolyn b hbole LUl syl (slyy iS o Jitie obio 4y ol 5 5,8
sotein O BIL 6,8 55 b 5l (ole slezel aiiS sloul Ll (o 1) Wp a4 3l wles| U aisS colaiwl 55,9 (S5
GolS jolie Koo 5l eV game CuiS e 5 byt Cote Ol ioled 35,56 lao s jeam b lids (55,
B oS oolawl 09> Sbids sbo S 1o ol lisls glagil il 5laule oo baaipy wijle Kb &y Sbue jaw (o
L logl 4 3l bt o5 dzsu )b 5 059 llasd 51 oolaiwl b g 00,5 Sged &y bolped cwla! jau SO a1y ol lolsn
Oloie 4y b Sl 5 ls Jlomus Jsou 5 bl 5o cete (I8 Wy (55le ol g iy ol )| (S SIS g
Dgdie iyt Il 5)lS Wy pgal obul ly GEALS S pas (0 o bl g Cute (olai iy gl bl a3
olis olidss (Melovié et al., 2020) sips oo e 5 1) (o b oMl Glls 5l ool S wilisee Bun slaog,5
F05 a5 0SS Wiy ol sl a4 elodx! sladilu 5l 00 S soliiwl g S 1o (5 5le Iz s oo @, 2019
ol e IRCLYPP g W Iy Jbezos gileai g ools 2olsdl @L:)bb syl Lsm:u)ﬂ 3 S5 Jlosws 4 adgl slalaxe
Cogdi ()b yiie eloizl 5 60,8 Sblush Cmge (D)5 dp (698 Cugr 45 W3,S Lo (2022) hassannejad et al o gas
RSl al) olilolse qcloizl 655 5 Cagr el b (698 (D)5 Lo n 0sd oo OlyIlse 5By (Rl g (Bl

S oo J.,.:L Iy olylolan G g dnwsd 10 Wiy (698 Cugd Gl bl () 0SS o oy ol o OV gasee jloolaiul g 5559

$10lgp (2B prno ¥ (ygoudo
a5 ohbolse (Jluzms slis o S3lo oo 2 Glblga b jerus Jolsd 5 (6 IS5 vidzr sl ploFl ] & Hgeae o)
Gl aile eloizl GlaaSils jo olp)l5 @dle b canliie lyize adgi ot Oliz 5 aa glyize JLio 4 pole
STl il o5Dle 23 Gl 1, o lgi ol 5 e lyon g o DT sl s 55 L (555 (slagic o s
Cogis 1) Wy 4y Bl e S oy (et (5 5baml lgizme g L3 4 LT jo asilyny Lael o5 (03T (6 )blge (slaolSaly
@SSl 4 |y pllolse Wlgs go 2y b peiee Jolad glaceo b l)] g o5 Ralyz (O] Slislas (5135 05 o
WS Ladx 1) 095 ()l yie Lo &5 i 09 h e Sel SDela 55 (pl WS o N p b S gand LI 5)l 8 g plasle s
loelSil slacl sl o (gyloly csloasly (g3lailel, b anlys o iy aylas oo lolby 5 Jleb s b 4 1, laT aSy
ool o 30 el S oyl pghie alas 5 8 )Lin (6ls 6 iion 0350 i beamnil (glaindss 5 ply> Bob 5l 53 (s,lolsn
Sl erlie Jome (Gig el (8359 SLA3 9 Wb Sgnpe ilgioe (elezl g ()59 Alidee slacdlad 5y )b sl ol 31 o Lally) oS
5 s wriolid o | K05 45 (53L31 e 3 (sl Sl 5 JSs s o3 cslacadled b5l ey

ool U o 1) om (LB355,8 5 (oB)ys S Lie aie) S ot a5 Wb oo (RaliEl g et e ailings bl

Slales 5ol lolsn b o oubiins ol g oubiians Laslg, a5 08l ,o (2023) Lintomaaki & Koul « pgas cpl )0 .05

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

110 Oliwsli 9 Jles «J9l o lois “GJLQ.?; Jlw WORI9 S g0 u.wb 4oliladgs 1) a

9 sloiz plrail 4 g 00,5 Cosii 1) (o g (doxe 55,8 o Laly,y cnlojls Coanl (llolen (6)l0eSS 5 iz o (lal> @ )b
.Jb\bsa w‘)ﬁ‘ |) aliseo u.:oL..a B sAJ.)..) )‘ oolaul 9 ).bl_‘> d.l.u ‘Q\)lol}m 9 oli.i'la. O )M quLuJ sto S8 ...\.;)..' 4:....49.'

2yl aST ol lolgs iz 5 Wy dnwg o LSl slags il ul Cueal gl o)

Jbazms 0 ¥ godo
b s sy lp ol o)Ll wedie Jluoms Slinks g (el Olw slacs Bl 6l pose 4 Jluows oy
5ot A leolSig 3 onl el (5900 (6 p0l 1S g0 S 0l yiden (sl 1) 9 3 a1, 457 (60 )57 5 ool (T (glaolSig 3
binass ail)] e opizan ik col) 5 Ol GBS Bras sl w425 B aisd (b (8555 DY game (958 sln ohs
oolaiul b il oo Lo ol ogdle ST Jiln w3 4 B985 1) byt Wlgh oo Sl b enl 325k 5l oy Sloleiiny
Eoly Ol Glasls a4 e j5b 4y a5 wias 1) Gloadigslupard laply (Ol ytie Dlxez 5 9 (5,18, slaesls )
1 055 Sk GlammeS 45 was oo |y G5l ol aoiys &« sias oo lapiy,sSl 5l ooliiul b wolinks g5 ol 2o
Obyde sl (i 5 6518, laosls Julow 5l asilys o lani y asms &il)) Bas (lble 4 555 g S380 Heba
S S g s Al S5 05,5 Glaslag, b OMlidasd Jie el slapley )0 Slofy Dloleriny b anS oslanl
a5 O e iy ya5 LS g, e 4]y iz s Sl (2020) Cho g Lee oS al)f o)l i 45 (5 500 g jle saseds
4 (bl 5 s sloaila 5l e Jlazms ladiln; sk 5l ooyl 5 Sloas ¥ pammo 4 by jo slaply o Sledll T )
e bloyl g 6,18 Bue aile oblie Judo 4 Jlioms bl (s Clids b anglae ;0 09d o0 Joiine oSS as
a>g5 5,50 (Ma & DU, 2018) 450 255L 5 2555wl 4o s piuilhasil (Gordon et al., 2021) Igize (g5l cases oSl
Nazx g paie o 4 eloix! sloaslis j5eb b oy ob L as s 5 L, (2021) Budowich .ol a8 )5 )8 UL 150
Ll 5970 i o) g sliy 5 Lad> 5 SV game (a0 5 (lolid (b it Lid> 5 Qdz 50 w9z ge o) lTgnnS )0
Sl oS Jolge 1) 3y slo S35 5 arals (uilgs  Jlumus Slinls wogllas 4l (2024) Mohammadi et al oS’ o
S oo SaS Wiy Ayl g (6 e i Wy Bl Cuall a4y a8 iy slag,glid 5l eolaill b Julge ol als oo 359 40

el (3l 53 (6,918 el saimaylid Sl Slinls cisu il aST

43l 19Ld slais 9195 :F (ygaucae
9 %> 425 Wlgi e 5ilme Suably g 00938 CuaBly (egran (hee oy 4 At piy Slais sl leslitul gyl sLis o
Sloleing 9 03,5 (i ) 0l JB8, b aws oo | (Sl cpl by 4y (ogran (92 05l 08 4y pamin |y Wi b Julus
5 03938 CoaBly (sl g,5ld l oolaiwl (o (e I all b ie slails g dddw L Billae a5 wipo &1l 1) slailaceiien
L Jls glgie 4 .aisS gal 3 0e5 ljlolgn sl olds doley Ol oa U oS’ SaS™ 23555 sl 5 4 Wlgh o0 (5 3loee Coadly
QS D590 )3 (S e § 03,5 (ilwand 055 slaails (o 1) 85,9 DY game ailei co oyl lolgr 00g38l Cosdly 5l colaiul
Olsls a8 (g ysbo as g iy Slolad 5o 4y (gilome Coadly 5l ealinl b wiilsi o (23555 slosls cmizen w8 ol
(9 09 solag, 1o (gile Caudly leslatwl b ailes co lows aidl anile 1) ol8i 5,9 yo Hga> (wlus] PR S
ol 59,8 9 2bLlL lpaw o5yl amles 8 0 W s b 6,568 bLI L auS slwl ol bolea gl el g Sl glay o
Bk 5l a4 Conl (SSB g 698 slapde a4 Ll (o jame sosmolis LB, Sledbl glapiuns 5,150 a5 Slos (o 4SS
alozr 5l 2bylil oz slagig, b aslsi oo LeS )0 5 05 Colex e |y Slady plgi oo Blisee slaol, 51 wledll s )18

W3y 5 Ghys e wseses 2B Gl e Jliams bbb (i aes 35S 1) 093 L g Oyl wiedise bk

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

oyoev 10 Ol 9 )l gl o leid «pilez o cy)09 Cupgde y2ils doliladgs

JGl 5 byt 5L st b ob,lb jo eoiae (bse (GOImohammadi et al., 2024) coul ppo by (goladl
S Lo Koy Loian (hsr (B (izen (Dimitriska et al., 2018) vas o ilidl 1) cisu il ccalio slaply
(Rahmanpour et al., 2022) el sais 0ST )] olga iz 5 & dxwss ;5 oS Jelse olsieas 53,5 Jlumus 2b,LL

b Slgimo 1B (goudo
dgioms ol dgiome plSoriasl 0 )ls 05T Lblbs Lii> 5 Cdz (gl atwsn 5 Sl i SL glyime 0 5 b glyiome
Jelse 53 5 5 st Jelse &l Kinlas dyions igm Isime s 00 0,5 >l clinl sl dyions p
oS3, gl (3590l SVlis (Hhb (nl 2 ogdle gl o Dgmme (lible Liio 5 i Cqzr Sl lyie s 5 e
So2elip (pized WS 180 355 lolea b (aglie LLS )1 aS aas oo |, (Sl cnl lawi p & idupled) (05559 slaginug 5
Al abls 8 azgi 3500 10 Aldiran Wiy oS 05 el WIg o (5559 SLRg; w9 b o B 5 Iyime il (gl liie
55l R AT g 03T S palie jsbay |, 055 (slyiome sl Laniyy ol 2 odle ailey wieaddle o & o lgen ol lolsa
SBrre P9 de) 50 ol gz e plgie 4]y 9 Wil oo dig; (nl e Bl segite g dpaz (lgime (L slaailss
olaygy 51 cwbat Sl s (550100 ar ) ol lolgn a5 (glgimme ;o (ool s yliwls SlSuSS 5 oolaiwl b aislys o laas  aiS

S S 1) Glblre g iy e (shble BLS,IE S 3905 3 p b bai e 5 ot (25559

lad > 0 S das (25,517 gaudo
2ol 5, el 00l 5aIUT (gl il 51 sl Waai s ol o)Ll Jliamss byl 50 0,5kee yaiams oyl Copod] &) (ypaia oy
s b g i Ll b aiS o oS loayy 4 Waools Juloos oS ooliciasl 593 Jlzms laieiil il 5 bl clapemoS
53 Ol (foos 25 @ Glgi o 0 es (2Ll ln e S aS LS 5l aies s 1) 355 Sleladl g 03,5 olulit 1) Songe
il oo Wi ys A o yo ypaS Ky oS b Coplibgo dy opitinns ooy 45735 0,Ll ylo s iS5l 5 colozml cloaSd
sy aisS 3s! &5, Blaal oyien slp 5GBTS eal 5 0old dgupe 1) 353 slaglywl doosls cpl (cwyp b
el 1, 555 luble dpaz ol 5 Losis, wslogs S5m0 ol e (513,935l 5 o i il oolisal L asl o
So S > 45 o5 oSk Ghalehnoei, A., etal. (2023). . aiss Sguge Sledbl ol ol 1 1) 595 sla g3l sl § 03,5
Pz 3 (s GRE 15 5lE (IS 5 5 5mme e slaisel s saat sl sleslatul b (03555 Jlemms (23l o Sl
g Sl phloler Cdz g (59 Jlamd (2b)lik Suddgs )3 sulS Jale | (glad o 5 Shoe udod cnl 5)ls lylolga Lad>

ol oot Sl i s b

Janss gagas Lty ¥ gaise
230 0 (gt Sl b 5l lbole b iy Sl )| o 5 Jlumms sla JUI 5o o e 4 Jluzms (soges Ll
4y s A b oS puie ) a5 pledl Gl 5 Slegalae Glaasile ccom) JLS phaie joboay sl b 0,805, ol )9
(Sryas glalgime Joli wilg oo Slbls )l g55 ol aijle 35 gl L) g5lul 5 cote Ly, Sl wisS > 1) Lkl
ol e 5 siua A 5 T it s 4 | e g e ke |, i slagti ) o atl e lagings
slazel 5 ,Lael Laa> a5 wilgs co T slagy mu 3.85 Co e cablye ol 4o ais lis 095 5l 50 g au pw (ESTy b lans
shos bl ail)l g bl b agzrlse ;o wip celond Gialed (M 00 0 9 Bl (oogeuly S SeS Wi (ages

5 &35 S, bl sl L5 5 bl b o) Kes (ol 5 ogdle 5,5 anlys SaS siie il LmalS @ da)] > sl

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

110 Oliwsli 9 Jles «J9l o lois “GJLQ.?; Jlw WORI9 S g0 u.wb 4oliladgs ) QY

Luly; Gloeil il 5l aiilg go iy (500 (g9 1 aiS oo Wl 55k 0wy oSl Cogli o cage A (Ll 4y (glad >
Lo 1, ol e slatel «Blid 5 g pmo cslagioly 1 L g 00,5 olitas] site e g oo b ablie gl Jliams coge
S 45 ol GisF & | e csnpes s, cslaady splubline b 3 LS| g (sl g e Lo 13 035
ol il go ol ims il T 51 (e g 5 00,8 (yme 995 lbls Jlai jo 1, 5y S50 ysbas b Gl e @lge o

Al Sl M 5 U i, 1 e Kl 5 lairl loeS 5yt Jals 3T slishivs, )55
S50 OS50 5 e o lye Dledbl g LT ay wims oo ojlrl (o35)9 )8,k 4 wiadige sla b5 &S ol J o
Obldsb slp Ty (o b wiaden sla 25 (nl 2 ogdle P SlSe 5 los 1o )3 1, il slaculy 5wl Cews 595 aBe
3o 83l Sl & Sl ol S5 DL 55 b 3T el slaaile 1 sl U s S o ol 55
4 ol yo 5l gladal g Lolliws Koo a4 Jlasl b i Sl ol ioren aisS Jlu )l o3 ol lad b ay |y cledlsl g ool U
ol Ssg L 2ol 4zl Sloas pols b lhe slp o b g aiiS 5 bl ohylS b o], 4 ass e ojle! el
|y s slaas s loas ail) Lblys Jlioms i gladilu, b auglia 18 aiei,a3 shile, lyic 4 o jon il slaal
a5 ws,5 45T Bayn et al. (2019) _poas cnl 1o Sodce by by oS5l 5 o olsd ey potame bLS| o dia 5 510
S5 LT Gz g ool ialidl solawl Glp 1y ol lolgn 031551 5 Jles (939 S Sl 0aiiS s )T w5 diadan bLS )

Jlazss (0T A ygouiio
b el aobio a0 mioss ISl SIS 5 plbbie (il (sl 5 GB35l sl S35 S5 S plyie  Jlms pesls]
LT slooy90 conijeel o Sliz (Ld590] slagiong aesi b akily o Laniyy 500 o213 1) 53,y a3l » (e 5 kS
Oial38l 1y Gl 2l s a6 a8 ases allyf 045 o Lbbe & 1) (sunhe Sledlbl walizs sloais) 1o canss SVl g ¢ dolss
S5 S 55 Hhb clais 4wl oiise] slsime £ ol S oo Cusd 35 Wiy b 1 o] able LLS | aSl ams
» os)ls LY u.o.C).: Ls}"f&t J,..:‘;S 3 JL’.9 J)LM a ‘) M]oL?ug £S OL?U‘ do).: 6wa))‘5 Sloas sUYM)‘ 6}:0-»..0&
) 1) 093 QLS lac oo b wil by sl Jlo (20,8 wilgi o0 90,5 slaggasl 5 (paass laelS S 6 )l35 2 0
B P ER Wil opl jo anisy Seup |, ojsal lgime CoaS b1 las 955 b0 b ol e j0 9 aamd
Ol sl Dl 5 59,4 G142 0)lgen b oS (510 po e 095 Slyime 5 oo 9 (iluainty sl oatZdl o slas ;555
[ PSCSRR P ESVS TCIN PS SSRNPRRVL SUPPE 9K o PO S5 X RNURNER DU IR JRSUPSRNIRN L i L i PE JESIR . SIPIRNK SR BRCIN P It
ool 18 ey 50 g (T slap iy glaslely b ailgs oo lads p ol dalys dslrden cé i 9 oS Lie gl 35 5 Ly
5 e 428 s b ol 5l 5 00,8 R Wi i a1y Lol g (lladsl 5 e (sl o5ag (Bj5e] sl
O3l gl yitin b Laslg ) ol 4y iy (o wilgs o Wiy, ol s ial8l S 1) b e g loleg asl aues Wl 1) Wy
D029 T9S 9 Lgel a5 wis S Ly Hassan Nejad et al. (2022) o5 yzeie Jlolsg oyl ylad,b 5l 648 aSiis G oloul 5 yog,8
S5 Jele |y Jiuzus (2081 a5 Lol ubios b ol ol 0l oyl)lolsn G g (23, ollol &5y dnwgs 10 ot (i

R G sdJL)‘SA Ly drwgd HO

S A

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

/AR 10 Ol 9 )l gl o leid «pilez o cy)09 Cupgde y2ils doliladgs

2509 Sy dnngi ;0 0D, 4 g) 5 597 SR B9 Sabe )3 Jluzms (L)L Slbls ) aS aes e lis pol> egh
cerloizl oaSiot Lol Jlazs g slas penl, 5l diedan (5S040 45 sl Sl loatily w8 o iyl o olsa i 5
ey i piny slags skl esliinl 5 eadigilupatd 428 (HLb ol )lBler Sz 5 g @l b celite sl 0y
g Sod il s ol 425 S| 2 egdle (Dl (nl 09t oo Ol (6 Ialg Cushi g ol il 5o SO slm
3 oo Gl Bl 6 etz b 1) (2859 slanip g elSal (B, ol Cusl 5 Wi p

Sl Jold g conl B po Sl g lgmome Lol 1 513 Jlizms 2Ll Slbols)l aS conl (nl (2ogh @S (n St 5 S
w3 oo ol 4l (pl d9d oo Hlble JUad o5 jLawe 5 Bl e 5 9 4 paie 5)l0lsn slad 25 i ggd Jolas (Sl pae
5 240y 6 NSSTmal gime 3l ald o 1) ol lolgn a5 08 oo e 1) bas il il 5l s ()T (Bdge (5559 slani &5
S i 1) U1 gl g 5 Saeaily (55l0lbg « 3yl onl 5l g aime S8 jlie 03 b i bLs)|

(558 59150l 5 0938l LuBly ( ogimn (o alax I (s slacs sl 3l 5 S0 45 05 o 05T (rizmen pol> g,
Sl laimeS Siloange 5 eadigilusand sladlin Sl lblse L8, cnier $lr aied;o8 il Wl
6N 1wl o 5 0iiS o il |, libliee (gl iz 5 ol Jlizmss (slads 26 olol iS5l lacg yolsi ool bl Jliomso
s 8,1 oz JB Hsbar | 5k me Gl g W angs Sl L)L

Bros gy dip 0 Slae p Jlizms Sl S 4 008 wrg pi e o o Gl ol> ragh ale Sl |
# e sesthe sz )lr W L adlhae ol @l el sgasme 55 Caio 50 Gl 6N gl s 5 Jolas sla S 5L
S8 Sy dngi 5 Llolsn 6)olg L o byl 5 8l ol (oS Ut 055 (3lwdlid 4y oygaie Julos 5 oS (glaosls
Siless g Ul camgh Slool o 05.?940‘)15 9 XS o

Mg pogdle b (3559 slawp (Jlezms 2Ll laced b 5 Bl (s o e sl o5 wimd oo LiS baaidly ((loe ol
See Sl Jlozus o Judow g losls 5l aains axwgi 1) 595 oad g5lu gasel g Jula ooyl (50 )5 5 Clis (glgions
sz sl 4 Wl o leladl ol A b o lolsn (sl a1 5 obes oo (sl 25 g aiiS eoliciul g a5 paanss
09 e Wl ad) Caled 50 5 6,y Ul (S lawe aliEl(Jls s lolse

S Ll anwgs g (lblea (5 lolg cusi § Lad i )3 Jlimms (2b)hlk Sl A8 G b pol> gl ale o
Saaadly S o2 5 Sradigr slall (Hhb (Jluzms (3555 Sl ess 5o ST Slkes sl |y ae) (o555
Sy, cuS 5 g o0 S sladiges o Job (sloosls 5l g 5o s b asilys o sans] slo oy .0uS oo eal,d Jlusus Silelas

89235 soleuiny
e g0t | 093 Jlzmd Cogh (o359 Sladi p 09d g0 Sloidiy (B )9 Sudin )0 (Slopd> (5970 SRS 4 4295 b
Srar polie 5l aiadan oolitul g (285 Cadbse laglivls Coly, caiy lo byl p 38 i aiS (b pleie 5 (iSupll
Jolss as” amo oo lis bazdl L wules o) (g lul 0B, pled g 00,5 Cogdr llolgn a3 0 1) W ol wilgh co diad 08
b 50355 G n 995 o0 Sleiiey e (nl 50,10 €5 )blsa (b jwod (6T UKL )0 GuulS A (lilolse b argmgs o Jlad
s &S )L diey codd (g3l patd slgize 5 Jluzms (o lblse SloolSil (eloixl glaaSls I ailaiadsn (o550 e
oy 395 o Sl il yglis slais,sTs? Coanl 4 azgi b il wbl |, ollolen Sasaly (o lolbs 5 3lai ules]

@l g lbbre L8, ot «6)blgr 4,2 g5le pad glp 00938l Luadly 5 egian Jhge plai olas,ld 5l LS55

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0

110 Oliwsli 9 Jles «J9l o lois ;rejlq.?; Jlw WORI9 S g0 U“"’b 4oliladgs 190 L

Loy Jolsd cogi g ol )blga cols) ol Jluoms ayymd i)l a4 wlgs co 0,509, (ol 0 eolatul siedgn Sless
bl ol pols oSG ez sleools Jdod g «glad > o Slae b0 Coenl  Giogh bl 0l e Lblbe
ools 3l oslaiwl 5 Jluoms sl pmeS joius Lol Caddse ain sl jarls b L 55, gloaiy 0ed oo dlgiing

G ygods |y &y drwgd oo 9 ALddy dgupn 1) 095 Jluzms Glacdld sisu il ( egee Laily) 9 Sb)15L slas S puenal )0

G slacdgume

el 5yt Sy iy aazdly ( SLAITh G 5505, b ogeie ol 3l ool 5 iy (b5 Supnle sy 455
Pl (bl b sl S5 Wlgi oo o0 ey a5 (505 Jelod sy o0 S & Sz cnl Sl s bl S ndyeren b st
sloaie) @ @l o phJUl GBGWl (2bl 5 (2ly) GRlPl Gl raly 65,4 5 (8555 GblL eje> O S aredan
Sal (8o )59 Caxto 3 Jlezms (b)l5k slap il g laisjlid 10 g pw Dlpi g (2bgy Geizmen 05l 0 pol B ) Al
oo S5l o gl yole haghy 55 5ed wezy (nl kil 655k il asaily jo laadly, (S5 058 o
S e B il les loosl 5 T el 9,0 5 61 0t ekl Ul il bl

&b

Ajirlo, M. and Mohammad Khani, R. (2023). Designing a B2B Digital Marketing Implementation Model
with an Emphasis on Artificial Intelligence-based Customer Relationship Management. New
Marketing Research Journal, 13(3), 133-158. doi: 10.22108/nmrj.2023.138898.2952

Budovich, L. S. (2021). Features of modern marketing in innovation for socio-economic development.
International Journal of Criminology and Sociology, 10, 1-6.

Byun, H., Chiu, W., & Bae, J.ol S. (g2019). Exploring the adoption of sports brand apps: An application of
the modified technology acceptance model. International Journal of Asian Business and Information
Management, 9(1), 52—-65.

Dimitrieska, S., Stankovska, A., & Efremova, T. (2018). Artificial intelligence and marketing.
Entrepreneurship, 6(2), 298-304.

Esmaeilinezhad, F., Sanaie, M. and Salahi Kojour, A. (2025). Identification of Components of Innovative
Marketing Strategies in the Sports Industry: A Grounded Theory Approach. Journal of Business
Management, 17(1), 23-45. doi: 10.22059/jibm.2024.362375.4622

Ghale-Noui, M., Safania, A., Talei, H., & Nikbakhsh, R. (2014). Analysis of factors affecting digital
marketing performance in sports clubs. Applied Research in Sports Management, 11(44), 6-49.

Golmohammadi, H., Ghadami, S., Pashaie, S., & Zolfi, H. (2024). Identification and analysis of prominent
concepts in digital marketing and sports. Sports Marketing Studies.
https://doi.org/10.22034/sms.2024.140983.1328

Gordon, B. R., Jerath, K., Katona, Z., Narayanan, S., Shin, J., & Wilbur, K. C. (2021). Inefficiencies in
digital advertising markets. Journal of Marketing, 85(1), 7-25.
https://doi.org/10.1177/0022242920913236.

Hassannejad, E., Esmaeilzadeh Ghandhari, M., & Azimzadeh, M. (2021). Designing a citizen sport brand
identity =~ model in Iran. Journal of Sport Management, 3(15), 1-18.
https://doi.org/10.22059/JSM.2021.314450.2630

Hosseini, M., Karimi, J., & Zardoshtian, S. (2017). The relation of information, communication technology
with organizational entrepreneurship and change management from the viewpoints of employees of
the offices of sport and youth in Kermanshah Province. Communication Management in Sport Media,
4(4), 35-42.

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0
https://doi.org/10.22034/sms.2024.140983.1328
https://doi.org/10.1177/0022242920913236
https://doi.org/10.22059/JSM.2021.314450.2630

L ‘ﬂ;’ 10 Olawwl 9 Jles «Jol o )los 5ID)LQ.?._ Jlw ORI S g0 uwb 4oliladgs

Jin, K., Zhong, Z. Z., & Zhao, E. Y. (2024). Sustainable digital marketing under big data: An Al random
forest model approach. IEEE Transactions on Engineering Management.

Kalashi, M., Karimi, J., & Eydi, H. (2019). Economic valuation of participation in sport and determination
of people's willingness to pay (Demand for sports). Contemporary Studies on Sport Management,
9(17), 95-107. https://doi.org/10.22084/smms.2019.18516.2345

Karimi, J., Pashaie, S. and Golmohammadi, H. (2024). Artificial Intelligence (Al) and the Future of Sports
Marketing: Exploring New Challenges and Opportunities. Journal of Advanced Sport
Technology, 8(4), 65-79. doi: 10.22098/jast.2025.15830.1374

Kim, J., Lee, K. H., & Kim, J. (2023). Linking blockchain technology and digital advertising: How
blockchain technology can enhance digital advertising to be more effective, efficient, and
trustworthy. Journal of Business Research, 160, 113819.

Lee, H., & Cho, C.-H. (2020). Digital advertising: Present and future prospects. International Journal of
Advertising, 39(3), 332-341. https://doi.org/10.1080/02650487.2019.1642015

Lintumaki, P., & Koll, O. (2023). Sport team identification: A social identity perspective comparing local
and distant fans. International Journal of Sports Marketing and Sponsorship.
https://doi.org/10.1108/1JSMS-08-2022-0158

Ma, J., & Du, B. (2018). Digital advertising and company value. Journal of Advertising Research, 58(3),
326-337. https://doi.org/10.2501/JAR-2018-002

Melovi¢, B., Jocovi¢, M., Dabi¢, M., Vuli¢, T. B., & Dudic, B. (2020). The impact of digital transformation
and digital marketing on the brand promotion, positioning, and electronic business in Montenegro.
Technology in Society, 63, 101425.

Mohammadi, F., Karimi, J., & Pashaie, S. (2024). The deep relationship between supply chain integration
and knowledge absorption capacity: A strategic approach to enhancing performance in sports product
development. Sports Marketing Studies, 5(2), 37-52.
https://doi.org/10.22034/sms.2024.140671.1304.

Mullatahiri, V., & Ukaj, F. (2019). The effects of e-marketing communications on brand loyalty: The case
of mobile telephone operators in Kosovo. Journal of Distribution Science, 17(6), 15-23.

Qi, Y., Sajadi, S. M., Baghaei, S., Rezaei, R., & Li, W. (2024). Digital technologies in sports: Opportunities,
challenges, and strategies for safeguarding athlete wellbeing and competitive integrity in the digital
era. Technology in Society, 77, 102496. https://doi.org/10.1016/J. TECHSOC.2024.102496

Rahmanpour, A., Talebpour, M., & Hosseini, S. M. (2023). Identifying the drivers of digital marketing of
sports products in the context of social networks. Journal of Sports Management Studies, 15(81),
120-92 (in Persian)

Rezaian Ghoshji, R., & Nasiri, M. (2023). Investigating the reasons for fans' loyalty to football clubs in
Iran (a meta-analytic  study). Sports Management  Studies, 15(78), 177-212.
https://doi.org/10.22089/smrj.2022.11191.3469

Romic, J. (2024). Digital marketing and artificial intelligence. Reference Module in Social Sciences.
https://doi.org/10.1016/B978-0-443-13701-3.00539-9

Stegmann, P., Nagel, S., & Strobel, T. (2023). The digital transformation of value co-creation: A scoping
review towards an agenda for sport marketing research. European Sport Management Quarterly,
23(4), 1221-1248.

Zohrabi, A., Karimi, J. and Mohebi, A. (2020). Explaining the Applications of Internet of things in Iran's
Sports Industry: A Sustainable Development Approach. Communication Management in Sport
Media, 7(3), 91-98. doi: 10.30473/jsm.2020.45505.1320

Copyright ©The authors Publisher: University of Tabriz, Tabriz, Iran
This is an open access article under the CC BY-NC 4.0 License (https://creativecommons.org/licenses/by-nc/4.0)



https://creativecommons.org/licenses/by-nc/4.0
https://doi.org/10.22084/smms.2019.18516.2345
https://doi.org/10.1080/02650487.2019.1642015
https://doi.org/10.1108/IJSMS-08-2022-0158
https://doi.org/10.2501/JAR-2018-002
https://doi.org/10.22034/sms.2024.140671.1304
https://doi.org/10.1016/J.TECHSOC.2024.102496
https://doi.org/10.22089/smrj.2022.11191.3469
https://doi.org/10.1016/B978-0-443-13701-3.00539-9

