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Abstract

the importance of perceived value in the various scientific and scholarly works of marketing has been
considered in recent years. therefore, studies show that perceived value of perceived value can be
effective in clarifying consumers’ behavioral decisions, including football spectators. the aim of this
study was to identify the main components of the perceived value of the iranian football spectators.
The methodology of this research was qualitative to reach the level of theoretical saturation through
interviews with the professors of sport marketing management, public administration, football
executives and a number of spectators (31 = n). also three - way coupling technique is used to validate
the validity of the findings. the results consist of 213 open codes, which were categorized in 11 effective
factors of perceived value of perceived value of the iranian football spectators. the main components
of perceived value include benefits and costs. The benefits include : product benefits, services benefits,
personal benefits, image benefits, psychological benefits and social benefits and costs: including
monetary costs, time costs, energy costs, psychological costs and social costs. according to the
importance of spectators for the country ‘s football, football responsible organizations can plan on
these components to achieve positive outcomes of perceived value of spectators, such as increasing the

loyalty and prosperity of the country.
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Abstract

The importance of perceived value in the various scientific and scholarly works of
marketing has been considered inrecent years. Therefore, studies show that perceived
value can be effective in clarifying consumers’ behavioral decisions, including
football spectators. On the other hand, football is considered the most popular leisure
activity among European sports fans (Anderf, 2007; Askari et al.,2006). Accordingly,
Delotti and Tochi (2011) stated in their research that from 2002 to 2007, more than
one million spectators went to the stadium for each of the 20 European football teams,
which in terms of economic income, the spectators of these 20 football teams. They
generated about 1.1 billion of race day revenue (Delotti and Tochi, 2011). Therefore,
since the goal of the world’s economic enterprises is to identify the factors affecting
the spectators; hence,the aim of this study was to identify the main components of the

perceived value of the Iranian football spectators.
Materials and Methods

In this qualitative study, 31 professors of sport marketing management and public
management, football executives and spectators were interviewed until data
saturation. Moreover, the triangulation technique was used to ensure the data validity.
Reviewing the theoretical foundations of perceived value in the field of marketing
management, a systematic review of research background and conducting semi-
structured qualitative interviews were the three methods. In qualitative studies,
information analysis and interpretation can be done during the data collection
process because the final analysis is a heavy and difficult task. Goulding (2002)
stated that most studies introduce a paradigmatic coding pattern for analyzing the
data obtained from the data-based method, which creates this pattern in the form
of a systematic coding process consisting of three stages: open, axial and selective
coding. However, considering that this study was performed based on the Kotler and
Keller’s approach, the coding of the selected part was considered accordingly. Figure
1 shows the research implementation process. As seen, a review of the literature,
background and theoretical foundations of the subject led the researcher to identify
the main components and a preliminary list of factors affecting the perceived value
of the audience. In the next step, the researcher conducted qualitative interviews with

experts and elites aware of the research topic. According to the theoretical foundations
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of qualitative research, the interviews were analyzed and coded at the same time.
Then, the findings were summarized, presented and concluded in order to identify
the final list of factors affecting the perceived value. To determine the validity and
reliability of the list of obtained components, the list prepared for experts in the field

of marketing management was sent and the opinions of these experts were used.
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Figure 1 - Research plan

Findings- The results of the analysis and coding process during and after the
interview consisted of 213 open codes, categorized in 11 effective factors of the
perceived value of the Iranian football spectators. The main components of perceived
value included benefits and costs. The benefits were product, services, image aswell
as personal, psychological and social benefits. The costs included monetary, time,
energy, psychological and social costs. In this study, 16 factors were identified in the
benefits of the product perceived by the spectators of the country’s Premier Football
League, which included the existence of a suitable parking lot, the quality of a suitable
place for all spectators, gaining knowledge and technical knowledge of football and
so on. The benefits of perceived spectator services composed of 5 factors and the
benefits of the brand were 4 factors including belonging and mental dependence on
the name and logo of a club. In psychological benefits, 5 factors, personal benefits,
6 factors and social benefits, 8 factors were identified. In the second part of the

study, the perceived costs of spectators in the Iranian Football Premier League were
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examined. For perceived financial costs of spectators, 6 factors such as ticket prices,
transportation costs and parking costs were identified. Spectators’ time costs included
6 factors including the time spent preparing the ticket. The psychological costs
incurred by the spectators also composed of 9 factors, which included dissatisfaction
with the game process, unpleasant feelings about the appearance of the stadium, and a
sense of insecurity about the structure and safety of the stadium. Finally, both physical

and social costs included 6 factors.

Conclusion- The aim of this study was to identify the components of the perceived
value of Iranian football spectators. Increasing the number of spectators in stadiums
is always one of the concerns of the country’s sports managers, which along with
the economic benefits of spectators in stadiums and encouraging their favorite
team increases the attractiveness and prosperity of the country’s football and has
a great psychological impact on the performance of teams and players. Therefore,
recognizing the components of the perceived value of the spectators of the Iranian
Football Premier League is so important that perhaps the success of many football
clubs and Football Federation in attracting and retaining spectators is based on
proper knowledge of these components. Given that these components have not
been studied among football spectators so far, identifying important components
of the perceived value of spectators in the state football sport develop effective and
successful competition among clubs. Based on the results of the present study, the
main components of the perceived value of football spectators according to the
cost-benefit approach of Kotler and Keller were divided into two main components

including general benefits and total costs.
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