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Abstract

The purpose of this study was to predict Iranian sports brands on the horizon of 2031 with
an emphasis on organizational and corporate brands. This study was mixed research (a
combination of qualitative and quantitative) with a concurrent design. In the qualitative
part, the research strategy was environmental scanning and in the quantitative part, future
research was the method of interaction analysis. The statistical population of this study
was experts and reviewing resources that were purposefully selected. Based on theoretical
saturation, 25 sports brand experts including university professors, manufacturers, and
brand activists were interviewed. In parallel, 11 documents as secondary sources related
to sports brands with prospective content were used. Data collection tools were semi-
structured interviews and checklists in the qualitative section and questionnaires in the
quantitative section. For data analysis in the resource review section, the systematic
method, in the interview analysis section, the coding method, and in the future research
section, the structural analysis method with the help of MICMAC software were used. The
findings showed that the future of Iranian sports brands on the horizon of 2031 is affected
by 26 factors, but 5 factors of joint branding, market competition, brand investment,
electronic brands, and digital technology are the drivers that shape the future of sports
brands.
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Extended Abstract

Background and Purpose

Today, brands are more valuable than all company assets because brands increase
the economic and strategic value of their owners (Qi, Chai & Jiang, 2021, 1). One
of the brands that are at the center of popular consumer brands is sports brands
(Lee, Maeng, Lee & Jun, 2019, 52). The results of the conducted studies show
that the future of brands is the result of the interaction of various components
which affect the brand in some way. Regardless of the nature of changes and the
role that these components have in brands, from the perspective of strategic
management, macro and long-term planning is quite difficult in such an
environment because the uncertainties are extremely high. On the other hand, the
classic tools of strategic analysis such as SWOT analysis, strategy maps, etc.,
which were designed in the 1960s and developed until the 1990s and then
declined, can no longer effectively promote high-level changes in such an
environment. This is because nothing is fixed. On the other hand, everything is
changing and every day the features and characteristics of brands and the demands
and needs of consumers and customers are changing. Therefore, brands need to
predict the future patterns of their business and create solutions based on the
opportunities and threats inherent in this pattern to gain a superior position. The
first step to achieving an efficient long-term planning plan is to have a wide-
ranging view from the future. Therefore, the present study is trying to predict the
future developments of corporate and sports organizational brands in Iran on the
horizon of 2031 by using the future research method to determine the factors and
drivers affecting the future of these brands and how to build them. Do alternative
future realities play a role?

Methodology

In terms of methodology, this research was of mixed type (qualitative and
guantitative) and its design was of concurrent type. In the qualitative part, the
strategy of the research was an environmental survey, and in the quantitative part,
the future-research method was the interaction analysis method. The statistical
population of this study was experts and reviewing resources that were
purposefully selected. Based on theoretical saturation, 25 sports brand experts
including university professors, manufacturers, and brand activists were
interviewed. In parallel, 11 documents as secondary sources related to sports
brands (including 2 books and 9 articles) with prospective content were used. The
tools for collecting information in the qualitative part were semi-structured
interviews and checklists, and in the quantitative part were questionnaires. The
information in the questionnaire was adjusted based on the findings of the
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qualitative study and the number of questions was equal to 26 items. It is worth
mentioning that after summarizing, validating, and finalizing the findings, the
guestionnaire was provided to the experts to complete and return the pairwise
comparison between the factors in the relevant matrix. Finally, to analyze the data
in the resource review section, the systematic method of Silva (2015, 792) was
based on 4 steps (1- identifying and extracting articles and books from scientific
databases and removing duplicate records, 2- Screening means reading the title,
abstract of extracted articles and selecting related articles and removing irrelevant
articles, 3- Re-screening and reading the introduction, concluding the screened
articles of the previous stage and selecting relevant articles and removing
irrelevant articles, 4- Final evaluation of the articles extracted from first stage by
studying them and taking into account the goals of the project, and finally the final
selection of the articles), the coding method was used in the interview analysis
section, and the structural analysis or interaction effects analysis method was used
in the future research section with the help of MICMAC software.

Results

The calculation results of two rounds of data rotation in the 26x26 matrix showed
that out of the total 429 influential relationships evaluated, 247 relationships have
a value of zero (no influence), 201 relationships have a value of 1 (low influence),
164 relationships have a value of 2 (moderate impact) and 64 relationships have a
value of 3 (severe impact). Besides, the filling factor of the matrix was 63.46%,
showing the relatively large and scattered effect of the factors. In addition, by
adapting the results of the MICMAC analysis, it was finally determined that
electronic brands, digital technology, joint branding, competition in the market,
and investment in the brand are the 5 driving forces for possible alternatives in the
future of the sports brand industry. In fact, the realization of each of the main
scenarios depends on changes in these variables; therefore, the five mentioned
components are identified as driving forces in this research. These driving forces,
as confirmed by the research experts, have relatively high importance and
uncertainty in the research subject due to their high influence and effectiveness
and can be known as the main uncertainties of the research for the next stages.

Conclusion

The analysis of the data showed that five common branding forces; electronic
brands, digital technology, market competition, and investment in the
manufacturer brand are the possible future alternatives of the sports brand
industry. These findings are somewhat consistent with the results of the studies of
Shafeiha et al. (2020, 123) because they mentioned investment management,
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Golob et al. (2020, 123) because they mentioned digital technology, and Ruiz-
Real et al. (2020, 1) because they reported that social media influence brands. It
is worth mentioning that the research did not find inconsistency in this regard. In
explaining this result, it can be stated that a fundamental change is taking place in
the field of sports brands, and focusing on common brands and electronic brands
are gaining fundamental importance in the field of sports brands. Investing in the
brand and competition in the market are strongly intertwined with the future of
sports brands. At the same time, the development and surrounding of digital
technology have turned the field of activity of sports brands into a very
competitive opportunity. It should be mentioned that the realization of each of the
main scenarios in the field of sports brands depends on changes in these drivers.
A better understanding of the building blocks of the future of sports brands and
having a pre-determined plan and program increases the power of stakeholders
and decision-makers to act in the face of future developments, and at the same
time prepare and direct them for building the future.
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Table 2- Key factors (components) affecting the future of sports brands

Factor Jole Symbol stes Row 0,

Economic conditions sslazsl Ly, Var01 1
Social responsibility el 6 pdcsins Var02 2
Market competition ;L s .3, Var03 3
Brand investment w ,, ;o 1384k Var04 4
Brand equity «,; o3q (35, Var05 5

Digital technology Jiuous 53505255 Var06 6
Customer demand and ULH ol g Loles Var07 7

expectations

Brand positioning &, Lol Var08 8
Block chain systems -.>cS slagimm Var09 9
Sporting goods and products 5,5 <Ygams ¢ YIS Varl0 10
Brand narration « ,; culs, Varll 11
Customers feel oL e olus! Varl2 12
Globalization oo Sl Varl3 13

Brand line &, Ls Varl4 14
Multi-brand o poi> Varls 15

Joint branding & ;aw Sauu Varl6 16
Brand strength « . a3 Varl7 17

Brandy community sus, glecs! Varl8 18
Emotional branding _able Suu Varl9 19
Global branding k> Sy Var20 20
Boycott . > Var21 21

Electronic brands st x5l slows Var22 22
Governance co.sl> Var23 23
Support cule> Var24 24
Law .45 Var25 25
Green branding ;.. Ky Var26 26
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Table 3- Description of structural analysis matrix properties

Amount yluie Indicator _asLs
26 Matrix size ol olul
2 Number of iterations S5 slass
247 Number of zeros oo olass
201 Number of ones S ol
164 Number of twos 98 olaws
64 Number of threes 4w olas
0 Number of P P olass
429 Total o
63/46% Fill rate S hby 4z

15 el o @l,) abolize BT Lulows e ilo (sloysios 5 1ol ggazms ylgz o )lad 3oz 4
e Byma logios gga2me 5 6Nl (e KoL Lo plans g gome cbolio [T el o yilo
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Table 4- Sum of rows and columns of cross-analysis matrix

b oygiw olacl ggome D) dlac! £ g0x0

Sum of column Sum of row W
numbers numbers Variable
26 39 Economic conditions sslal Ly,
32 29 Social responsibility claz! s pdcodsins
41 39 Market competition ;L o o3,
41 37 Brand investment « ,; ,o 5,185 ak
30 37 Brand equity w,; o35 (53,
13 47 Digital technology Jtuous 53506255
36 35 Customer demand and b yaw ol Wl o Lol
expectations
23 10 Brand positioning &, Lol
16 15 Block chain systems .= sla o
29 32 Sporting goods and  _z;,y ©Ygaxs ¢ VIS
products
30 40 Brand narration «,; culs,
34 31 Customers feel L ie olus!
27 41 Globalization ;o sl
33 11 Brand line &, Ls
31 26 Multi-brand s pocs
26 51 Joint branding <y Koy
44 15 Brand strength w,, <43
34 19 Brandy community s, glex>!
21 8 Emotional branding ble Kuus,
32 30 Global branding il Suu ),
21 29 Boycott .
13 33 Electronic brands .55 5501 slass
14 22 Governance co.Sl>
25 26 Support cole>
24 9 Law 5l
25 11 Green branding je. Koy,
721 721 Egoe
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Figure 1- Map of direct effects of key components
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Table 5- Prioritize key components in terms of direct impact / responsiveness

S b el IS 745G kel
Direct impact Component Direct impact Component Rank
score points
610 Brand w, o a3 707 Joint J,M ST
strength branding
568 Market L s o, 651 Jlezs 5390555
competition Digital technology
Ny yo g5l o Sle>
568 SO R 568 o
Brand investment Globalization
ol el g Lol
499 Customer b i 554 Brand i <aly, 4
demand and narration
expectations
Lazdl Loyl
b o Ls| S A=
471 O 540 Economic S
Customers feel T
471 Brandy suip gloss! 540 Market L o <ols,
Community competition
457 Brand line w,, L 513 Sr 2 Sl
Brand investment
S pdyadgtue
Brand w055 33
443 Social el 513 Bror o g
il equity
responsibility
oWl g Lolis
443 Shr Sy 485 Customer - ie 9
Global branding demand and
expectations
Multi- (G pai 65""5J"S'” L;ch..xj);
429 T 475 el '
brand Electronic brands
5y DY My
Brand w, o35 J35)) S
416 e lfitm o 443 Sporting goods and 11
quity products
Brand ., <. oy |
416 and <y, 429 olide ol 12
narration Customers feel
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Table 5- Prioritize key components in terms of direct impact / responsiveness

950 5Ll IS 5T ol
Direct impact Component Direct impact Component Rank
score points
=50 SYgaze s S Global il S2s s
402 Sporting goods 416 brandin 13
and products g
374 oxdler 402 BOYCOLt o 14
Globalization
oladl Lyl izl e pdyadsia.
360 Economic 388 Social 15
conditions responsibility
360 Joint JN I 360 Multi- o o 16
branding brand
346 Support cole> 360 Support <yl 17
346 L 305 Governance co.sl> 18
branding
Brand ; S|
332 Law o5 263 Y sungleizl g
Community
Brand w5, JLolil> o7 S slapin
319 ot 208 Block chain 20
P 9 systems
hble S Brand u, o a3
291 Emotional 208 o A
branding streng
291 Boycott > 152 Brand line &, Ls 22
221 Blockchain 152 oo 2
systems g
“enS > Brand &, sLosl>
194 o 138 Nz gy
Governance positioning
180 Tz S5l 124 Law .5 25
Digital technology
180 Satle 110 e Sy g
Governance Emotional branding
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Table 6- Prioritize key components in terms of indirect impact/vulnerability

S b kel IS 75T kel
Direct impact Component Direct impact Component  Rank
score points
608 Brand w, o a3 206 JW s_iu\.b).: 1
strength Joint branding
Market L o ol J =
578 2017 604 Digital 2
competition
technology
573 SR T e 562 ol 3
Brand investment Globalization
Ob e sl o Lolis BUISERCLY
499 Customer demand 560 Market 4
and expectations competition
Ll Lyl
b Lo & A0
490 i bl Economic 5
Customers feel ..
conditions
452 Brand line ., L 533 Brand s, b, 6
narration
451 Brandy oo » glaz>| 520 Ly o%g uﬁ):)‘ 7
community Brand equity
Brand s, o35 L35 S % ke
451 e““Ji t R0 488 Brand 8
qurty investment
ol g Lolis
Global > S &t
432 branding 454 Customer 9
demand and
expectations
432 Multi-brand us o 448 Sporting .3, 10
goods and
products
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Table 6- Prioritize key components in terms of indirect impact/vulnerability

S b kel IS 75G kel
Direct impact Component Direct impact Component  Rank
score points
429 SN G e 432 ez S 11
Social responsibility Global branding
Brand &, ol S slaiy
419 ? #9 428 Electronic 12
narration brands
Ls‘ﬁj)ﬁ i’y}*"“ 9 Pty e Lo
416 Sporting goods and 399 S 13
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products
381 ol 397 Boycott wps 14
Globalization
Joint o8 e oW Multi- cw
364 e Sy 394 U g
branding brand
o ar
oladl Lyl 5 ST
364 . o 391 Social _cloz>! 16
Economic conditions -
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345 Support cule> 358 Support cole> 17
Brand &, LKl CoSl>
345 S e 311 i 18
positioning Governance
sy gloizl
335 Law g8 278 Brandy 19
Community
e ez S i
le o7
325 ”nb San 205 Block chain 20
Emotional branding
systems
Green ;.. Xuu Brand ., o ,08
302 D 203 S o
branding strength
Brand &, L
302 BOyCott v, 171 ”n‘;”f 22
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Table 6- Prioritize key components in terms of indirect impact/vulnerability

S b kel IS 75G kel
Direct impact Component Direct impact Component  Rank
score points
e SO sl Green ;. Kuw
200 O R SR 167 EORER 93
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Figure 2- Classification of key factors in terms of direct and indirect impacts
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Figure 3- Graph of relationship intensity in the direct effect of variables (level of
25%)
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Figure 4- Graph of relationship intensity in the direct effect of variables (level of
10%0)
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Figure 5- Intensity chart in the indirect effect of variables (level of 5%0)
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