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Abstract

The purpose of this study was to identify the key factors affecting the brand internationalization
of Iranian football clubs and design a framework for a better understanding of this issue. This
study has an exploratory and qualitative nature, based on the grounded theory. The research
population included experts in the field of football and sport. For sampling, targeted methods
and snowball technique were used. The data collection tool was a semi-structured interview as
this continued to reach the concept of theoretical saturation. The interviews were conducted
with 32 experts from the football industry. The qualitative data were analyzed through three
steps of open, axial, and selective coding. In the first stage, 139 final open codes were obtained,
in the second stage, open codes were categorized to the 17 axial codes including brand,
management, team, communication, hard power, soft power, industry, customers, competitors,
political environment, economic environment, social and cultural environment, technological
environment, geographical and natural environment, national infrastructure and international
prestige. The results of this study showed that the factors affecting the internationalization of
the brand of Iranian football clubs could be divided into internal environment, intermediate
environment and external environment. Furthermore, internationalization of the brand of
football clubs in Iran is the result of interaction, communication and feedback of these three
environments together, that have been introduced in the conceptual framework of
environments that affect the internationalization of football clubs’ brand.
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Extended Abstract

Background and Purpose

The essence of science is the establishment of comprehensive models and not
scattered data, because data can be discovered, explained and interpreted in the
form of models. Despite the various opinions that have been raised in the field of
the importance of internationalization of sports brands in the sports industry, the
lack of a model that explains the framework for the internationalization of the
brand of Iranian football clubs prompted the researcher to achieve the model of
internationalization of the brand of Iranian football clubs. Therefore, the aim of
this study is to identify the key factors affecting the brand internationalization of
Iranian football clubs and design a framework for a better understanding of this
issue.

Materials and Methods

This study was exploratory research with a qualitative nature, which used the
Grounded theory approach. The purposeful method and snowball technique were
used for sampling and the primary data gathered from semi-structured interviews
with CEOs and marketing managers in football clubs, high-ranking football
managers in Football Federation, Premier League Organization, football
interpreters, entrepreneurship and economic expertise who work in football
business as well as academic staff members of the country's universities. One-to-
one interviews were conducted at the offices of each team and lasted from 45 to
90 minutes. This work continued until the concept of theoretical saturation was
reached, and a total of 32 experts from the football industry were interviewed.
Interviews were transcribed within 24 hours. In order to increase the validity of
the primary data, sports publications, football clubs’ documents, football clubs’
websites and media articles (print and electronic) were consulted. These
secondary sources also provided specific information regarding the top football
clubs, as well as their brand building in international level and brand management
with the internationalization vision. The stages of qualitative data analysis were
carried out in the form of three stages of open, central and selective coding.
Content analysis was used for the data analysis. Validity was ensured through the
use of several sources of information and the comparisons made between the
cases.

Findings

The results of the study showed that all the factors influencing the
internationalization of football clubs could be categorized at three major
dimensions which be summarized as 3M.
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¢ Internal dimension or Micro: At this dimension, there are factors that are more
under the control and management of the club and the clubs can invest in their
internationalization process by investing on them, including: Brand (Internal
aspects of the brand, External aspects of the brand); Management (Non-
Tangible aspects, Tangible aspects); Team (Individuals, Heritage);
Communication (Inside, Outside); Soft power (Human resources, Culture); and
Hard power (Infrastructure, Financial Resource).

¢ Intermediate dimension or Middle: In fact, at this dimension, there are factors
that connect on the other two main dimension, (Micro) and (Macro), and on the
other hand, provide the appropriate structure for the development of the football
club brand, including: The industry (Overhead national institutions, Overhead
international institutions); Customers (Fans, Stakeholders, Media); and
Competitors (Rival clubs, Rival industries).

e External dimension or Macro: The factors that provide the foundation for
internationalization brand of football club which placed at this level, including:
Political, Economical, Social and cultural, Technology, Environment, Law,
National infrastructure, International prestige.

In this study, three dimensions that affect the internationalization of the brand of

football clubs were identified: Internal environment with 6 main components,

middle environment with 3 main components and external environment with 8

main components. The important issue in the three identified dimensions is the

impact and the interaction of the dimensions on each other. So, there is a rotational
and mutual movement between these three main levels. In fact, each dimension is
stimulus for the next level. We mention that each dimension includes category,
sub-category and separate codes represented in the conceptual framework (Figure
1).
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Figure 1- The conceptual framework of environments that affect the
internationalization of football clubs’ brand.

As you can see in Figure 1, although Macro factors initiate the process of
internationalization, but there is a rotating wave (motion) and species feedback
among three environments that ultimately can lead to internationalization of
football clubs Brands.

Conclusion

Football is today a lucrative business in the entertainment industry, and sports
clubs have positioned themselves as well-known brands to transform emotional
feeling into capital. The most recent studies in the internationalization of football
clubs have just been limited to the activities undertaken by the club. However, we
tried to provide a holistic view to illustrates key factors through a systematic and
comprehensive approach. This paper explains the general concept that the
internationalization of football club results from the interaction, communication
and feedback of the three major dimensions summarized at 3M. In the next papers,
we will show a football club for internationalization and becoming a global brand
passing through different stages, which are affected by these identified key
factors, So, they need to design and develop specific strategies and operational

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



307 Sport Management Studies, Volume 14, No 71, 2022

marketing initiatives in order to use these effective factors and be introduced as
international football brand in world.
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Table 2- Components of Internal Dimension or Micro, Intermediate dimension or
Meso, External Dimension or Macro
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Table 3- The Main and Sub-Theme of the Internal Dimension or Micro of the
Internationalization
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Brand personality e ]
bran’s values
5 sloal cedd Y 2
Np el F o Xy Fob T =
Brand’s Historical and T °
Franchise Social aspects of SRS S50, j S
brand Internal Brand %S
ebozzl cylas Y aspects of the 3 E
N 5y Cannbye ¥ brand =
> 0 c
Community Brand’s Status &
supports =
&y Sim 3 F
Brand’s culture
1. Miles
2. O’sullivan, Hartley, Saunders, Montgomery & Fiske
3. Wilson

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



ARR)

wJligd ol Wiy Golw Modl g 1 yg9 B

.\i)eLgL:n)l.g;l).& A}ﬁﬁ)‘.\
Brand’s slogan Brand’s Logo
Sy el .? Sy el Y sloas> Y.
Brand’s Mant|rla; Brand’s name R
oerts> S 0y oSS, ¥ External
Kepe , aspects of the
, Brand’s colours
Brand’s Mascot brand
Brand’s Voice
5 golamil g4I ¥
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BUS] lan of International
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oS5l o (s Sioa] O ‘5“ S S
Future goals EEOIR R s geler
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Target market aspects
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Slejle gla izl # Ay Bl e whoe Ca e ¥
JrS gt 5 (e aaliyy 5 Do Management
Club’s structure Long, mid. &
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soses Ly, i F Olgl (e
Public relation Woman
department Department
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sl i .0 bl ase Y
S 35,5 Marketing T _b‘l’”’*’l‘
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Others sports Department 9
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Jollore Lailyy iz ¥
International
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[ em osliSsla
£ B S o oSt
International . Ll .
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National Players
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o b Seew N
Style of play
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Engagement with communication
local supporters with diverse .
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Internal Communication
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Engagement with
the the city that
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Relation with
Media

(TV, Radio, Social
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Local Football
association
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communicative
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Satellite fans

partners
sloaiy b Jolss e CAA;
sleolag) o axi 6 ols slaoll Y External
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Engagement with International fans’
personal brands base
and foreign
events
ol Lo pae i )
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aaie olais)5 Managerial Board ] g 8
Expert with International Human
administrative experience and resources
and employees Knowledge PRRCRRT N
Soft Power
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Commitment of <™ Organisational
Professionalism in It
human resources culture
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Table 4- The Main and Sub-Themes of the Intermediate Dimension or Meso of the
Internatinalisation
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League Football s <)bs
Organisation  federation Sport Ministry
S s b)) sellis s9a> ) 0559 3l et
SJ sy olnl Jligh BLEARN
.~ International
ﬁ;anu(:: equity o Brand Perspective of
g awareness sport in Country
S puilnl .Y sleslo,; ¥ loconise ¥
S el JLiss o slaps ol floves o
International The quality of Lis & g
sponsor of training i _”””I =
league infrastructures ISnternatlfona 5
tatus of sport YU laslgs 1Y s
w
5 S ¥ 5o a8l olosle L Iocal_ Industry _39 =S
5 olygld) e JLsgd L:yu 5.)1 1 ) Authority %
Quality of Coleye st S g
league Organized Governance’s =
Organisation Associations structure of E
(Players, sport
Referees etc)
L bLs,l ¥
wlas sl ¥ Tohe Slogelhd L a3 e F
S o s ool s Sy Ssote
Club ruling Cglrl]a_?oratlon 3955 59 (5 loolSaly
standards m)trld-glgss Help Clubs for
Football professionalism

federations
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Sei> sleoniyy ¥
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Services quality Fans social class
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Customers

expansion and
Fans’ loyalty

s Zoje ”
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Uniqueness of
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Fans’ behaviour
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Align of
objectives
between

sponsors and
club
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stakeholder

;S)l?u”
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of competition
with rival clubs

International prestige level
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1. Daft
2. Costanza
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Table 5- The main themes of External dimension or Macro of the

internationalization
sl slass ol slaailse
Code Theme
02359 Sl S5yl Coeal B
JLisd 03194 298 53 oS00 Cundg )
The strategic importance of sports 1 e state of democracy in the
for entity, especially football country
country
e Sglon ;o 948 G2& Y
JLIUX 1 ERN 1 WIPONP S 1 4 N
The role of country’s decision- ) estollire: w
makers The role of the country in ool oo N -
international treaties Political

Hedlo

Regional and international open
policies

drwsgi )0 (5 by (65l pouai Y

)54S JLigd
The role of Leader in the
development football

Sbx oSl Colem lrm A
Jbsé ke

Governmental encouraging from
well-known football club’s brands

598 & 00 jcmlw 5,5 .F
Politicized view toward to
football

Environment
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Hello

Regional and international
economic status

59iS golazdl dﬁi” A
Economic models of the country

lellie laossles a5 oy 2
solazdl

olaidlogS ) #5.¥
The amount of Stagflation

s N
solazsl

Economical
Environment

External dimension or Macro

1. Amin
2. Daft, Murphy & Willmott
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Influencing the Internationalisation of the Brand of Football Clubs
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