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Abstract

Today, the sports industry plays a crucial role in the production and consumption of sports
goods and services and in economic development. It is considered one of the most effective
factors in economic growth and one of the most revenue-generating industries of this century.
The inclination of audiences and customers of sports products to use social media as a platform
for exchanging information and concepts has created new approaches in marketing science to
make greater use of these capacities and the appropriate interactive space between businesses
and customers. Therefore, businesses are compelled to focus on producing valuable and
relevant content for their customers and consumers. In fact, businesses need the attention of
audiences and users to purchase their products. Marketing trends indicate that converting
audiences into users in the virtual space requires knowledge-based and awareness-raising
strategies to stimulate and encourage emotional action.

By reviewing the literature on content marketing in past research, a fundamental gap is evident
in both domestic and foreign studies regarding content marketing and electronic sports
businesses: the lack of attention to a content marketing model in consumer-based electronic
sports businesses. Hence, there is a necessity for a study aimed at developing a content
marketing model in electronic sports businesses. Electronic sports consumers, sports product
and service producers in Iran, and even electronic sports consumer businesses can benefit from
the results of this study. In this regard, the main question of this research is: What is the content
marketing model in electronic sports business with a grounded theory approach?

In this study, given the exploratory nature of the subject, a qualitative grounded theory method
with a systematic approach by Strauss & Corbin (1998) using semi-structured interviews was
employed. The statistical population of this research included senior managers and experts in
the field of content marketing of online sports goods stores that sell various sports items and
equipment under different brands. The snowball sampling method was used with criteria
(having relevant education to the research topic, having more than 3 years of work experience
in online stores, holding at least a managerial, executive, specialist, or expert position in content
marketing in virtual space, and being interested in participating and expressing views and
experiences). For data collection, library sources and 15 semi-structured interviews with
experts were conducted. From interviewees 14 and 15, no new codes were extracted, and
theoretical saturation was reached at interviewee 13.
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The typed interview texts were transferred to the MaxQDA software and coded, resulting in a
total of 233 initial open codes. After removing duplicate codes and merging similar codes, 95
final open codes were extracted. Finally, in selective coding, the axial codes were
systematically categorized. In this research, 29 axial codes were categorized into 8 selective
codes. The final model of this research shows that content production and distribution are
influenced by contextual factors, the review of the current business status is influenced by
causal factors, the measurement of content marketing success is influenced by intervening
factors, the use of content production and distribution techniques and the application of
psychological insights in marketing are influenced by strategic factors, and business success
and customer penetration are influenced by outcome factors. Each of these factors is
specifically explained below. This includes reviewing the overall company status, the current
content process, and evaluating the effectiveness of the current content as causal factors in
content marketing in electronic sports businesses. The overall business status review involves
examining financial performance, growth trends, competitive position, and other factors that
affect the overall status of the electronic sports business. In this technique, content is divided
based on common topics or clusters. For example, electronic sports businesses can produce
content related to bodybuilding exercises, healthy nutrition, training techniques, etc., and
categorize them into different clusters. This method helps them provide relevant content to
their audience and create diversity and breadth in their content.

Keywords: Content Marketing, Sports Electronic Business, Electronic Customer Relationship
Management, Grounded Theory.
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Table 1. Characteristics of the interviewees

L aislu

Sy O OMopaxs oWigw dn>lao Cuouw @,
Gender Age Wo_rk Education The interviewee's position Row
experience
o 38 10 Masters Jas | wlis s CEO / Jele o
Male
= 41 12 Masters /o b s Project manager /s, nae
Male
°”; 43 11 Bxpert /s 5 Product expert / Jyass _ulis 5
Male
i 40 10 Expert / .t s Web programmer /oy s b,
Male
o’: 39 5 Expert /s s Content expert /lyxe Lol S
Male
S 35 6 Expert | s s Content production /lyse ads Wl ls
Female expert
o 45 9 Masters /us ) olos s CEO / Jule o
Male
o 37 4 Expert /s s Content expert /lyss ol S

Male
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Content production /lgsw. aJg s s

) 32 5 Expert /s 5 9
Female expert
oSl Slils ol S
o 36 12 Bxpert /s is sbiniS Sl b 10
Male Electronic advertising expert
°)’; 40 16 Bxpert /s s Designer and developer /oaas aswg 5 21,k 11
Male
s higel Shglas 5 axly e
e ] . . .
Male 44 10 PHD /550 Unit manager and vice president of 12
education
°’“; 55 15 Masters /ol ool s CEO / Jule a0 13
Male

S S D olbls )| Coglee
Sy B L. . .
Male 43 1 Masters /sl ol Deputy creative electronic 14
communications
B wl )| pos g opde Cis gac

Sy .
41 8 Bxpert / L ls
Male o Board member and chief creative officer
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Table 2. Number of open codes from each interview

sl 3L asslass adgl 3L S ofuws odigdh dumlao oS
The final number of open source  Number of initial open source code Interviewee code
13 10 1
12 19 2
17 3
16 4
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7 21 5
7 15 6
9 18 7
6 19 8
7 16 9
3 11 10
5 17 11
4 15 12
6 13 13
0 14 14
0 12 15
95 233 5l 2o o

Sum of primary codes
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Table 3. Axial coding of data

Open source /3L o5

Axial code /g yg2e o5

Company income /=S 5 awl,o
Identify the most profitable product / Jsa=e o saeljen ololis
IJgpame sy cde slolsldentifying the cause of the product's high income
How to structure the sales team /g3 o bzl  SieS>

Jo 2 eS8 S Condy (o
Checking the general situation
of the company

The company's current approach to content /lgise 5,50 jo oS 25 Jad 5,55,
Identification of content decision makers /s li8lyme 5 8 e ololis
Type of content produced /ous alg lyize g5
Important branding factors for the company /cs ,5 ¢y Ksip wie slo, 551

S e lgioe anld o)
Check the company’s current
content process

Time spent on the Site /cole ;o sad gy ol
The number of views of different pages /cilisw Olrio sloasib slaws
Checking the quality of backlinks /s o o coisS (w0

BExamining the position of content in the marketing funnel / oL b a3 o lgme oSl (ous)

kb Glyme a3l b))
Evaluate the effectiveness of
current content

social media /_cloz>! sloals,
e-mail marketing /s )b oo
blog /1

Obog> 4 laie sladils, (o lgime &l
Promote content on your own
media

review /s,
Guest post /ylege o

Ol bawgs Iy il
Promotion of content by others
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totag /0,5
Sharing in social media / el glaass o 6,185 sl
Free influencers /%1, sla pisslas)

Advertising ads / lues olils
Paid search advertising /se Jg olils
Paid influencers / Js (sls yuusglas|
Paid social media marketing / cle>! glaaSs Jg b0

lgime (g &l

Paid advertising of content

Content quality /g coas
Value of content /ly=e oz
The power of content to attract /cis ol Iyt & ,08
Quantity of content /Iy cowsS

lgiome 513 olic
Intrinsic elements of content

Types of content formats /lgzw clo cw )b ¢l
Content structure /1g=e kLo
Pleasant content in terms of appearance /,als Llx 4 Iy gauliss

Shape elements of content

Shareability /s ,l38S1 sl el
Ability to use simultaneously /L jes soliw! colls

Free /.5,

lgioms glails, jolic
Content media elements

Number of unique Visitors /Ssg FauSss;b slaas
Number of page Views /axis slass;il slass
Number of internal links / s, sl <o slass
Total number of backlinks /s o) &G S slass
Traffic source /él 5 ae
Keyword ranking /lasjls s sauas,

Rt KPR ARY
Traffic measurement

bounce rate / ¢,
The ratio of returning to New Visitors /wo> 4 i85b GBS wsjl cos
Time spent on the site /cole ;0 sas By ol
Share rate of content types /lg=s glgil 5,135 S1xsl ol
Number of comments /s ol slaas

URESPIR SRNPIR JSIRE
Measuring audience
engagement

Number of leads /(g ) oo olass
Click rate /LS # 5

Invest return rate /ale jw cozS3b & 5
Entry rate /sg,5 7,

cbbre ol Ken (5,505l
Measuring audience
convergence

Pilar Page /z. S
Cluster content /,z)ls cousls’
The content of the bridge / |, (lyzxe

Content cluster generation
technique

Longer content /5 3¥sb (slgime

More comprehensive content / 5asl> (lyxxe
More updated content / ;59,4 (slyzoxe
It has a better design /. =)L (s

Isme asi po Gila plom] S5
Skyscraper technigue in content
production

Tutorials and guides /aleal, 5o 33060
Problem Solving /alews >

o Adad (glgime S
Evergreen content technique
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Blog posts /My la o

How to arrange content /lgse oloos ogos

ola canls SLass
How to display content /lgxs _isles o4

Content Hub

More understandable content / 55,6 L6 (lgie

sobs bl sl eolaal
Simple content away from complexity / So. 5 g0 ool (lyzzme

Using cognitive mastery

Build trust/sleel sl eleiz ! le 51 oolis!

Collaboration with reputable influencers / ,cee glauiSslan! b s, SKon Using social media

Creating a logical flow through landing pages /clxie Suad &b 5l ke b, sbxl STyl degere 4,k 5l soliu!

Call-to-action design for content /lgse sl o1 g5 JIS 1k Using the theor;; of perceptual
se
Increase motivation by providing relevant content /w4 b Jgima &l b o5l sl
i ’ to the customer O 03 el sl oslic
Content includes an ability and an invocation phase /_slys1, > e S 5 oblgs Jols (glgime Using persuasion styles
Transferring and creating the desired feeling through /&5, & b 5 s ol 4 L
g g Ccﬁor g ) Gkl B 050 e bl 5 J oSS, olitdly, 51 oolil
Showing organizational colors in the CoNtent /lyxs s lsjls Gocss, cpols les Using the psychology of colors

Increase brand awareness /,lx ol 5l &1 Lzl IS 5 o i s

sales increase /g% !5l Determine the purpose of the

Customer attraction and loyalty /. xze 0,5 sy 5 i

business
Information about goods and products /c¥gams 3 WY 8,50 ;8 Sl , bl
Convert potential customers into actual CuStOMers / J=ab 4 osall )b i bos ‘5‘9“’“ e bl Sl ‘fL‘“L“"
Identification of new customers /so> b ie ololis Identify content marketing goals
Identification of target customers / Lyt Gos ard> olulis
Engaging customers /b yuie (8,5 55,0 "b’““" sl
BExamining the needs and interests of CUSTtOMErS /L sie $e 5 lajls o)y Identify customers
Determining the format of the content /g JSo (poss

Determining the format of the content /lyixs ois lyima *J’_s S

INteractive CONtent flyms ;g Lo Content production management

Selection of distribution channels /5 slo JUS Sl

lgtoo Ll o poe
Content calendar / gy o i

Content publishing management

Get feedback from customers /gL i 5l 0,95 5b <l o

lgiome 0,955l <l 5
Receive feedback from the site and page /axis 5 cols 5l 5,550 <l o

Get content feedback

Value creation for business /5 5 cws oy o8 (o))
. . - . B 5 S Zondibge
Creating a competitive advantage for business / 5 5 sl uls; cujo sl ]
. - . . Business success
Creating growth and maturity in business /,I5 3 ce.S o gsb g0, sl

Loyal customers /L ze (5,5 lolis
Word of mouth advertising by CUstomers /b e bwg olas 4 olas Sliuls
Strengthening the buying behavior of customers /b yuie 0,5 s, o Clide o 058
Brand recognition by customers /b e &b 5l w5, colis Influence on customers

Perceived brand value by customers /b yie lawg 9y oais Shysl 35
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Figure 1. The output of the MaxQDA software
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Figure 2. Paradigm model of content marketing in sports e-business
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