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ABSTRACT
The objective of this research is to analyze ambush marketing in Iran's football,

AFC Asian Cup 2019. This research is applied in terms of purpose. The research
method is mixed (quantitative and qualitative content analysis). The statistical
population in the first section is the media that had carried out ambush
marketing, and the sampling method was complete enumeration. In this regard,
based on Alexa website, 30 most visited Iranian websites and national media
during Iran's national team matches during the event and live broadcast of Iran's
football matches through Iran's television during the team's presence in the
event, a total of 81 cases of ambush marketing advertisements were identified
as research samples. In the second section, to identify prevention and response
methods, the statistical population includes experts familiar with the research
topic at the Iran Football Federation, who based on a targeted and judgmental
sampling method, 5 people were identified as research samples. The data
collection tool in this research was conducted in two ways; in the first part, to
identify the status, the researcher-made checklist was used and in the second
part, to identify countermeasures against ambush marketing, a focused focus
group was created. The results of the research showed that the most common
type of ambush marketing used was brand infringement and the most common
strategy used by industries and organizations was supporting the broadcast of an
event. Considering the research findings, some executable solutions have been
proposed that can guide the managers of the Iran Football Federation.
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Extended Abstract

Introduction

using ambush marketing strategies. Due to
unfavorable economic conditions in Iran, sports
federations must be aware of their funding sources
and challenges in generating income to finance needs
like managing national teams and developing sports
at the grassroots level. As financial sponsorship is a
main source of income for the Iranian Football
Federation,  understanding  different  ambush
marketing types, organizations engaging in this, and
strategies to prevent and address it are important.
Therefore, this research analyzes ambush marketing
around the Iranian Football Federation during the
2019 AFC Asian Cup. The goal is to provide insights
that help the organization effectively manage
sponsorship programs.

Methods

the end, qualitative content analysis was used in a
focus group meeting comprising a supervisor,
researcher, secretary of the football federation's
marketing committee, and two legal experts from the
federation. The goal was to investigate results and
identify preventive solutions and approaches to
dealing with ambush marketing, vyielding both
marketing and legal solutions. The statistical
population for the first part, identifying ambush
marketing methods and industries, was the 30 most
visited Iranian news and sports websites and pages
according to Alexa during national team games at the
2019 AFC Asian Cup, which featured ambush
advertising. Iranian TV broadcasts of the games were
also analyzed. For the second part, identifying
prevention and handling methods, experts familiar
with ambush marketing issues within the Iranian
Football Federation were purposefully and
judgmentally sampled. The desired sample comprised
a supervisor, researcher, marketing committee
secretary, and two legal experts.

Results
the associational method had the lowest at 7.01%
among the types of ambush marketing.

In the last two decades, stealth marketing has been
one of the common issues discussed in research
related to sponsorship. Simply put, ambush marketing
is a deliberate attempt by unofficial sponsors to
associate their brand with a major event in order to
divert consumer attention away from official
sponsors. Event sponsors and organizers view
ambush marketing as unethical and sometimes illegal,
claiming that it undermines the integrity and future of
major events. Sponsors argue this type of behavior
reduces the effectiveness of promotional efforts, and
organizers fear it will decrease attracting high-level
sponsors and jeopardize their massive events. Studies
show ambush marketing has a negative effect on
official sponsoring companies but benefits those

The research method used in this study is mixed
methods content analysis. In the mixed methods
content analysis, similar to quantitative content
analysis, the researcher begins by counting words,
sentences, and concepts. However, the research
process does not stop there and instead focuses on the
abundance of data and providing a statistical analysis.
By focusing on hidden meanings within the compiled
content, the findings from data counting are modified
by considering various factors. The results are then
interpreted according to the research needs while
accounting for both statistical analysis and qualitative
interpretation of the content. The research was
conducted in two stages. In the first stage, qualitative
content analysis was performed by a two-person
research team comprising a supervisor and researcher.
They identified hidden advertisements to categorize
and classify the types of marketing, strategies, and
companies conducting ambush advertising. In the
second stage, the collected data were summarized and
classified using descriptive statistics such as
frequencies and percentages in tables and graphs. At

In this section, the frequencies and percentages of
ambush marketing strategies that occurred during the
event were examined. Figure 1 shows that ownership
violations had the highest frequency at 36.85% while
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Figure 1. Identified Ambush Marketing Types

focused research group. In table 1 listed some
prevention alternatives of ambush marketing.

To solve the problem findings released alternatives
includes marketing and legal, operational solutions to
deal with ambush marketing were obtained from the

Table 1. Prevention Alternatives of Ambush Marketing

Marketing Alternatives

Legal Alternatives

o Formation of a task force for brand protection in
order to prevent the influence of ambush marketing.

e Comprehensive support and maximum use of the
Football Federation and the Marketing Committee of
the Federation of all their platform capacities and
facilities for the advertising of sponsors who have an
official contract with the Federation in order to limit
ambush marketing.

e Holding meetings and sending packages by the

Marketing Committee of the Federation for

organizations, individuals and industries.

e Formation of a legal team in order to identify
and follow up complaints from industries,
organizations and people who have engaged in
ambush marketing before or during the event,
and also to make the results of these complaints
and follow-ups public.

o Issuance of legal statements and notices by the
legal team to industries and organizations and
individuals to be informed of violations and fines
and complaints in case of ambush marketing
related to the event.

« Reviewing the laws by the legal team in order
to identify legal deficiencies and loopholes that
lead to abuse and announcing it to the Ministry of
Sports or representatives to become a law
through the parliament.

Conclusion

The findings of this research are important for the
marketing managers of football federations. By
identifying industries interested in football
advertising, marketing managers can negotiate
with potential sponsors before events start and
secure official sponsors for the federation and
national teams. Additionally, by understanding
common ambush marketing methods, federations
can take appropriate legal and preventive actions

KEYWORDS
A mbush Marketing, Asian Cup, Football, Internet
Advertising, Sporting Events.
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