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Abstract

In the present study, for the first time, the antecedents and consequences of marketing agility in the field of
sports and its impact on performance were investigated. The statistical population of this research consisted of
280 sales and marketing staff of Majid Company. To determine the number of sample members, two methods
of Cochran's formula for limited society and 10-fold rule were used, and 162 people were considered as sample
members. To collect the data using the random sampling method, a researcher-made questionnaire with a five-
point Likert scale was distributed among the sample members and 162 questionnaires were received. Structural
Equation Modeling was used to analyze the data, and the results showed that marketing intelligence, training
and development, and marketing planning are Antecedents and drivers for sports marketing agility. Also, sports
marketing agility has a significant effect on new product advantage and innovation capability, and these two
variables are the consequences of sports marketing agility. Company performance is another consequence of
sports marketing agility, which new product advantage and innovation capability also have a significant effect
on performance, and finally, market turbulence moderates the relationship between sports marketing agility and
company performance. In general, according to the research findings, sports marketing agility is one of the new
marketing methods that successful sports companies can use to maintain and improve their competitive position.
Finally, practical suggestions were provided to managers of sports companies and future researchers.
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Extended Abstract

Background and Purpose

In the present study, for the first time, the effect of the variables of marketing intelligence, training and
development, and marketing planning as antecedents of sports marketing agility was investigated. Besides, the
effect of sports marketing agility on new product advantage, innovation capability, and organizational
performance as the consequences of sports marketing agility was investigated. Another purpose of this study
was to investigate the effect of moderating the market turbulence variable on the relationship between sports
marketing agility and organizational performance. Due to the great neglect of the importance of marketing
agility in sports organizations, this study sought to identify the antecedents and consequences of marketing
agility in the field of sports to facilitate the agility of sports organizations.

Materials and Methods

The present study is applied research in terms of the purpose and nature of the issue. In terms of how data is
collected, it is a correlational survey research. The statistical population of this research consisted of the sales
and marketing staff of Majid Company. For gathering information on the number of statistical population
members, we referred to the company's head office located in Tehran. According to the statistics of the
company's head office, the members of the statistical population in this study are 280 sales and marketing staff
of Majid Company. To determine the number of sample members, two methods of Cochran's formula for limited
community and 10-fold rule were used, and 162 people were considered as sample members. To collect the
data using the random sampling method, a researcher-made questionnaire with a five-point Likert scale was
distributed among the research sample and 162 questionnaires were received. The questions of each variable
were collected as follows: marketing agility and performance from (1), marketing planning and new product
advantage from (2), market turbulence and innovation capability from (3), education and development from
(4), and marketing intelligence from (5) standard questionnaire. After translation, the questionnaire questions
were reviewed by five English language experts and some of the sentences were corrected. The questions were
then reviewed and approved by some experts and professors to assess the content and face validity. Structural
Equation Modeling was used to analyze the data. It should be noted that to assess the validity, reliability, and
test the hypotheses, SPSS version 22 and Smart-PLS version 2 were used.

Findings: In the present study, 162 people participated, with the highest percentage related to men with 69.5%,
people aged 25 to 35 years with 55.7%, and people with master's degrees with 44.9%. Also, the highest number
of employees with 65.3% had three to five years of work experience and the highest number of respondents
with 89.8% were working in agencies of this company with more than 30 employees. The results of the
measurement model fit showed the suitability of reliability, convergent validity, and divergent validity. All
criteria for latent variables have adopted the appropriate value, which can confirm the appropriateness of the
reliability and validity of the present study. The results of structural model fit showed that the significant value
of path coefficient for all hypotheses is less than 1.96. Therefore, all the hypotheses of the present study were
accepted. Marketing intelligence, training and development, and marketing planning are antecedents and drivers
for sports marketing agility. Among the factors affecting sports marketing agility, marketing intelligence (f =
0.61) has the greatest impact. Besides, sports marketing agility has a significant effect on new product advantage
and innovation capability, and these two variables are the consequences of sports marketing agility. Company
performance is another consequence of sports marketing agility, which new product advantage and innovation
capability also have a significant effect on performance. Sports marketing agility (B = 0.38) has the greatest
impact on the new product advantage. Furthermore, among the factors affecting performance, innovation
capability (B = 0.34) has the greatest impact. Market turbulence moderates the relationship between sports
marketing agility and company performance. Finally, by obtaining a value of 0.38 for GOF, the strong fit of the
overall model was also confirmed.

Conclusion: The findings of this study emphasize the need to introduce agility as one of the new marketing
methods in the field of sports and agility of sports organizations. Brands and sports organizations such as Majid
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Company to survive in market turbulence and succeed in the competition with market leaders must act
according to the conceptual model presented in the present study to agile their sports marketing processes,
provide sports marketing agility implementation infrastructure, and pay attention to antecedents such as
marketing intelligence, training and development, and marketing planning to facilitate the agility process. With
these measures, they can increase the new product advantage, innovation capability, and ultimately the
performance of their organization. It is hoped that the results of this study can create a change in agility in
various aspects of businesses of marketing sports brands and help the success of Iranian sports brands in national
and international competitive situations.
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1. Kohli & Jaworski

2. Average Variance Extracted (AVE)
3. Fornell & Larcker

4. Cronbach's alpha

5. Composite Reliability (CR)

6. Structural Equation Modeling (SEM)

VA 05lois IO 095 NFeY 1l e o359 oo olelllag aolibind



ol Ked 9 Sl \ad

Toldlig bl § VY o) Gl gl ol sl )38l 53 51 ans 3 ge3l 5 (bl «allyy homis jslateds s oolicl

A oolatwl g0 astws

A o,y s o Sl 51 a00gs () A0 Y/ g 050 as 0 FA/D aS aiils &S Ll @ VEY ol iaghy o
JLo FO L YF 0o o YA/ (JL VF 51 S (LoSawl 5law o VT 0 by e 0,0 0OV L JLo YO B YO (sl )ls of 3l
S g SIo,5 S Hae sl (LSl 5l ae s FIF (O azs mhaw a5l asils s Lo BF 51 i a0 VY
Adg (6550 S Hae hilo ae 3 VWIT g al )l cwlid IS S jam slls ao o FE/Q ¢ cwliss )5 S ya0 s as o YO/Y
— S anles ;o 5 LS Ruwl a0 AN 5 wog Jlw i U aws (6,15 Al gl)ls o )0 POV L LSS slasws o i
Sg a5 Ve 5l s lag ] LSS slaws a8 wiogr IS 4 Jgriee &S 50 ool 5 <l

o 1S (2l 9 15en 2ls) «2bl Jlre an (ol Joe (A5l (omsp 50 i xSl Joe (Bl (o2
31 San oy i sl 5 oS5 (sl 5 sy Sl b Tlle slal 51 bl i ppliiads 35500
5ol Jam 3515 ool s aoliad V- 8 lame 5 0dimess ol il 51 i 18Ty (ol
el ool dSl) g0 0 ey 9 S 0l Jglaz 0

Ll g 2y heduw -) Jgu
Table 1- Evaluation of validity and reliability

oub el plly orSiles oS bl ST e o i
Average Variance Composite Cronbach's Cross ltem Variables
Extracted Reliability Alpha loading
0.96 INT1
0.70 INT2
0.76 INT3
0.71 INT4
0.83 INT5
0.79 INT6
0.72 INT7 bl saiasgn
0.75 0.82 0.75 0.78 INT8 Marketing
0.74 INT9 intelligence
0.72 INT10
0.82 INT11
0.73 INT12
0.82 INT13
0.76 INT14
0.72 INT15
1. SPSS
2. Smart-PLS

3. Cross Loading
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Table 1- Evaluation of validity and reliability

ol (el il ylg (peSile oSS 2Ll chigys Wl Gle b sl U puicio
Average Variance Composite Cronbach's  Cross ltem Variables
Extracted Reliability Alpha loading

0.72 TD1 Arwgi g oj90]
0.79 0.73 0.88 0.87 TD2 Training and

0.75 TD3 development

0.76 MP1

0.84 MP2 bk 52l
0.51 0.73 0.72 0.71 MP3  Marketing planning

0.74 MP4

0.78 MA1

0.72 MA2

0.78 MA3

0.85 MA4

0.70 MA5S

0.73 MAG

0.74 MA7

v S SF TS
0.78 0.79 0.73 0.70 MA10 Sports mgrketlng

080  MAI1l agility

0.77 MA12

0.71 MA13

0.82 MA14

0.77 MA15

0.78 MA16

0.70 MA17

0.74 MA18

0.71 NPA1 W Jpame Caje
0.54 0.89 0.86 0.76 NPA2 New product

0.88 NPA3 advantage

0.87 INC1

0.74 INC2

0.77 INC3

0.76 INC4 )

0.75 INC5 Ssly cobls

0.87 INC6 Innovation
0.57 et Ot 0.73 INC7 capability

0.75 INC8

0.78 INC9

0.78 INC10

0.75 INC11

0.87 INC12
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Table 1- Evaluation of validity and reliability

ooyl uiliylg Sl (S 2L g Wl ole )b wsla o
Average Variance Composite Cronbach's  Cross ltem Variables
Extracted Reliability Alpha loading
0.82 PER1
0.77 PER2
0.79 PER3
0.67 0.73 0.79 076  PER4 25
0.78 PER5 Performance
0.87 PER6
0.80 PER7
0.73 MT1
15 ol
0.50 0.75 0.78 0.75 MT2 Sk 28
0.82 MT3 Market turbulence

Jsbiled el /0 i oells eSiloe 6l s Y oS 5 bl 5 #Lis,S Gl ole b (gl eslin e
]y ceslin e o5iSe sl yaie 0yl bnyLme ol colad doazdly Uy illas cms o L5 oSy o )lods Jyoz gmlis aS
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Table 2 - Divergent validity

5 4 3 2 1 o yoiko
Variables

1 0.13

1 bl garesge )
1- Marketing intelligence
axwgi g g0l =¥
1 0.22 2- Training and
development
L,l5b co3asl =Y
1 1 .02 SR A
0.19 0.0 3- Marketing planning
s bl Slr ¥
1 0.47 0.49 0.19 4- Sports marketing
agility
D> Jpaze Sy je -0
1 0.38 0.19 0.30 0.23 5- New product
advantage
Sosles il -7
6- Innovation capability

0.21 0.20 0.04 0.07 0.61 350ee -V
7- Performance

0.40 0.43 0.30 0.21 0.22
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Figure 2- Values of standard path coefficients

1. R Square (R?)
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Figure 3- Significance of path coefficients
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Figure 4- Significance of the moderator variable path coefficient on marketing agility * Performance
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Table 3- Hypothesis test results

) o Ll o g
Result 03] Path path H
t Coefficient
wb 39 bl (Sl < @l garedse
Confif.r"nation 11.46 0.61 Marketing N Sports marketing H1
intelligence agility
b =309 @l Sl < drgi g el
Confirmation 12.52 0.10 Training and N Sports marketing H2
development agility
wh i 2l Sl < SLlb 5,0l
8.61 0.30 i aE
Confirmation Marketing planning > Sport;g;n“?tr; eting
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Table 3- Hypothesis test results
e °)L°" o o g , y
o) Path
Result t Coefficient Path
b sader Jpeee S < S TIE TN
o 13.61 0.38 Sports marketing New product H4
Confirmation A~ >
agility advantage
b S9ly cobils < @59 2l (Sl
10.11 0.30 i H5
Confirmation Sport:gniwl?tr;etmg > Innovation capability
e o, Shos < Qo> Jyame Coje
10.07 0.20 H6
Confirmation N:g‘\’/:;?:g?t > Performance
N o, Slas <« TN AL
10 0.34 i H7
Confirmation IQ;p%ﬁ:'i?; > Performance
b S Shee < a9 Sk Sl
13.02 0.25 i A
Confirmation Sport;g;ri}?g( eting > Performance
Wk S 8es 2l ik (Sl < Sk b
16.70 0.40 : H9
Confirmation Market turbulence > Sports marketing
agility*Performance
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1. Goodness of Fit (GOF)
2. Communality
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Table 4- General model fit

(R Square) gypuss «o po Communality o1l asls Variables b yucio
0.61 0.15 ol sniss
Marketing intelligence
_ 0.49 g g hjgel
Training and development
B 0.41 bl el

Marketing planning
509 bl (Sl

0.48 0.18 . -
Sports marketing agility

0.32 0.44 S0 Jyame oo
New product advantage

I culls
0.35 0.27 sl Sl
Innovation capability
0.62 0.27 >
Performance

GOF = \[Communality xVR® _ ..
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1. Rachmawati & Moko
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