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Abstract
Today, digital marketing as an innovative path has brought more profit to jobs related to the sport
industry. Digital marketing through social media, as part of modern marketing, develops elements of

the marketing mix. In this regard, the purpose of this study was to identify the digital marketing drivers
of sport products in the context of social networks in Iran. A total of 128 related components were

collected using semi-structured interviews with 28 digital marketing experts in the field of sport who
were selected by the snowball sampling method. With the formation of a group of experts, 26

components were identified as effective components and the input of the Delphi technique was
presented in this research. After performing three stages of the Delphi technique, 15 factors were

identified as key factors. Then, using MicMac software and a group of experts, eight key factors were

more effective. They were introduced as the future drivers of digital marketing of sport products in
the context of social networks, and this is not a reason for other factors to be insignificant. According

to the research results, it is suggested that financial and legal support be provided at the macro level
of management of indigenous digital marketing models of sport products designed based on novel
technologies and the necessary infrastructure should be provided for the implementation and
flourishing of creative content production in line with the country's culture.
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Background and Purpose

Today, digital marketing as an innovative path has brought more profitability to businesses involved
in the sport industry. Digital marketing through social media, as part of modern marketing, develops
the elements of the marketing mix. Currently, in Iran, many companies are trying to move towards
the path of innovative development due to the increase in competitiveness in sport products markets.
Progress in any field is not possible without achieving detailed planning based on the design of
engines with future research approach. In this regard, the current research with a future research
approach tries to answer these two questions: 1- What are the most important key factors affecting
the digital marketing of sport products? 2- What are the effective drivers for the use of digital
marketing of sport products on the platform of Instagram social network?

Materials and Methods

The current research is applied in terms of purpose and analytical-exploratory in nature with a future
research approach. Data was collected using a mixed method (a combination of qualitative and
guantitative), in several basic steps, respectively: 1- Defining the problem and determining the scope
of the research, 2- Environmental survey (interview with experts, reviewing sources and views), 3-
Forming a group of experts, 4- Survey Delphi, 5- Interaction analysis (MicMac software). After
defining and determining the scope of the research, more than 70 cases of existing Persian and Latin
documents were examined until content saturation. After reviewing the sources, 28 interviewees were
selected by the snowball sampling method and the interviews were continued in person until repeated
answers were found by the researchers. After summarizing data from various sources and
interviewing experts, a total of 128 related components were collected and extracted and handed over
to the group of experts. After categorizing and evaluating the impact of 26 components as the
components affecting the future development of digital marketing of sport products on the Instagram
platform, the necessary input for the Delphi technique was provided. A questionnaire measuring the
importance and uncertainty of factors with a score of zero to ten was designed and feedback was
given to the panel of experts in three stages with the participation of 24 researchers. The research
team calculated the average number of the total importance and uncertainty factors of the results of
the second stage of Delphi and 15 factors with medium importance and higher uncertainty were
identified as key factors. By using MicMac software, the influence and effectiveness map between
the factors and the intensity of their relationships were explained in the form of tables and graphs.
Finally, the set of findings obtained from the three-stage Delphi survey and MicMac software was
referred to the research expert group, and the future drivers of the development of digital marketing
of sport products were determined and finalized.

Findings

As mentioned, 15 key factors of digital marketing of sport products in Iran were extracted according
to the experts and the review of the research literature (Table 1).
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Table 1 - Key Factors Affecting Digital Marketing of Sport Products on Social Networks

R Key factors

1 Generate creative content

2 Business Profile

3 Strengthen trust and credibility

4 Strengthen communication

5 Active Customer Expansion (Brain Internet)
6 Rewards and entertainment

7 life style

8 Ancillary costs

9 Acrtificial Intelligence (Al) and Big Data
10 Learning and agility

11 Financial and legal support (B2G)

12 Innovation

13 Basic infrastructure

14 Geopolitical events

15 New and advanced technologies

Based on the ranking of the direct and indirect influence of key factors, factors such as artificial
intelligence (Al) and big data, creative content production, learning, and agility, the side costs have
more indirect influence than direct influence. In other words, in the future, the influence of this on
the development of digital marketing of sport products will be greater than now. On the other hand,
the indirect influence of factors is significantly less than their direct influence. For example, the
indirect effectiveness of the key factor of artificial intelligence is less than its direct effectiveness,
somehow showing that this factor is developing in general and will receive less influence from other
factors.

In order to recognize and explain the types of identified key factors and their importance in the future
development of digital marketing of sport products, the location of the key factors in the output of
MicMac software was shown as follows. The five key factors in the northeast of the influence map
and direct influence as two-dimensional variables of risk and goal; four key factors in the southeast
of the map as influencing variables; four variables in the northwest of the map as influencing
variables; and two key factors in the southwest of the map were identified as unaffected and
independent variables.

In the final stage, the findings and analysis obtained from MicMac software were presented at the
meeting of the expert group to select the main drivers for the development of digital marketing of
sport products on the Instagram platform , and out of 15 key factors, eight components (Content
production, Artificial intelligence, Life style, Innovation, New and advanced technologies, Financial
and legal support (B2G), Basic infrastructure, Geopolitical events) were selected as the main drivers
of the future for the Instagram social network.

Conclusion

Briefly, it can be stated that the increasing progress of science and leading technologies in today's
societies will be inevitable. The use of digital marketing of sport products will provide great
opportunities for youth employment, and the drivers identified in this research are inseparable from
the flourishing of this potential. These drivers are available in Iran, which only requires the efforts of
tee uutrrr itie.. At Isst, it wlll d ee ii ee to rrssnnt oome ttratggic ggggsstinns baeed nn tee styyy’s
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findings: 1) Designing an effective interactive model or mechanism in order to transform a passive
customer into a real buyer in social networks; 2) Innovation in the use of marketing mixes for
customer maturity in social networks; 3) The need to start internet businesses, even small ones, by
students in order to familiarize themselves with digital marketing and hope to achieve employment
during and after their studies.
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Table 1- Sample Delphi Questionnaire Using Digital Marketing for Sport Products

ool 4 )0
The degree of importance Sl Jolge R
high ol ; ¢e— s | ess Key factors
9 Coon|
Importance lgiore ol g5 1
6 el pas Content production
uncertainty
10 Caot|
Importance S Fean Sogd 3
0 Colad pas Artificial intelligence
uncertainty
8 Coot
Importance SN Sew 4
7 Conlad pae life style
uncertainty
7 oot
Importance Sosi> — Jbo 5
7 ool pae Financial - Legal
uncertainty

M oylouis V0 0598 NPT (68 g )3T (o559 S oo el dobibad



olhSed gy lo \of

B ) Y ials 6,50 53y el 31 2 45 (6 b st 0 Sl 3 IS5 S g Al e
4" aw "oue plxl s 5" ol M lawgie )....l.." sl Mg sae Mams B S "M sue "')_.:.‘?L" 9N e
Jele 10 & T 53005 53 (55 Jalge ol 6T o) S o ile (shaabi oy o5 ('8 il " slins
SoSn 15818 5 51 oolaiwl b ogd pladl laosls Jodoo 4y o S 13810 55 (bl 1o B s jLael oals olulils
degame Caleh)d b s )laged 5 Jolaz LB o el Ly wad g Jelse plee 623580 5 ()05 50 ans
Slaglrin g b odls gl Aeghy (I p3 09,5 4 (SoSs I8l 5 5 (A Al e Gl Sl Jolo slaaidly

30,5 2l 5 e 23559 SYgame Jluzs (2blik 4wy oo

baisl

S 558 S5 Npama Jiames A ipe (53ulS el 0 093 el e gyl ulal 8 4255 45 sblen
(99 oyleds Jguz) wiaus S 2l il gulds” Jole VO o ¢ gadzs Slosl 5,0 9 5

bzl (asiuls yuw 0 (h3y9 DY gamo Jluzd b,k p Fee GualS Jolge Y Jau
Table 2 - Key Factors Affecting Digital Marketing of Sport Products on Social Networks
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Table 4 - Sum of rows and columns of cross-analysis matrix
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Table 5 - Table of prioritization of key components in terms of direct and indirect impact
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Table 6- Prioritization table of key components in terms of direct and indirect impact
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Figure 2 - Map of direct influence / influence of key factors
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Figure 3- Graph of relationship intensity in the direct effect of variables
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Figure 4- Graph of relationship intensity in the potential direct impact of variables
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Figure 5 - Graph of relationship intensity in the indirect effect of variables
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Figure 6 - Graph of relationship intensity in the potential indirect effect of variables
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Figure 7 - The impetus for the development of digital marketing of sports products on the Instagram
social network
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