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Abstract

The aim of this study was to validate and standardize the questionnaire of sports
products advertising using social media. This study was an applied, mixed-method
research which was of descriptive-survey in terms of implementation method. The
statistical population of the study in the qualitative part included selected athletes and
university professors specializing in sports marketing, media and sports advertising,
who were selected by targeted sampling method (15 people), and in the quantitative
part, the participants consisted of athletes in six sports: football, futsal, cycling,
martial arts, athletics, and bodybuilding living in Kermanshah (number of statistical
population = 21638) and (sample number = 385 people), who were selected by
random-sampling method and based on Morgan's table. In the qualitative part, data
were collected through interview analyzed by open, central and selective coding
methods, and in the quantitative part, to validate the researcher-made questionnaire
arising from the qualitative part, confirmatory factor analysis and structural equation
modeling were used. In order to analyze the data and compile the model, SPSS
software (version 24), Smart Pls (version 0.2), and Max Kia da software (Pro version)
were used. The results showed that the developed model has a good fit. Therefore, it
can be inferred that this developed tool is a suitable tool for evaluating the role of
mass media in advertising sports products. In addition, it is also suggested that this
tool be validated in non-sporting communities.
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Extended Abstract

Background and Purpose

Today, the media is one of the most powerful tools available to mankind. The
fact is that the world has now entered a new arena, in which the electronic
media has established an undisputed dominance in all areas of human life, and
is incredibly rapidly changing at a much wider pace. All aspects of economic,
social, political and cultural life of today's society are changing, as well.
Hence, social media has become a new and important skill for everyone, even
those who do not have a very high understanding of technology. In recent
years, the access of millions of users around the world to social media has
made it the focus of attention of many individuals and modern societies, and
has gained considerable popularity, especially among the younger generation.
The proper knowledge of these media will allow users to use these tools more
effectively and efficiently. Since in today's world, advertising and marketing
is one of the most effective factors in influencing individuals and nations,
through which individuals’ demands and needs can be met, the media has been
able to do so. In fact, it paves the way for being effective and influential,
earning a good income in this field, and being very effective in influencing.
To address this concern, the aim of this study was to validate and standardize
the advertising questionnaire of sports products using social media.

Materials and Methods

This study was an applied, mixed-method research which was of descriptive-
survey in terms of implementation method. The statistical population of the
study in the qualitative part included selected athletes and university
professors specializing in sports marketing, media and sports advertising, who
were selected by targeted sampling method (15 people), and in the quantitative
part, the participants consisted of athletes in six sports: football, futsal,
cycling, martial arts, athletics, and bodybuilding living in Kermanshah
(number of statistical population = 21638) and (sample number = 385 people),
who were selected by random-sampling method and based on Morgan's table.
In the qualitative part, data were collected through interview analyzed by
open, central and selective coding methods, and in the quantitative part, to
validate the researcher-made questionnaire arising from the qualitative part,
confirmatory factor analysis and structural equation modeling were used. In
order to analyze the data and compile the model, SPSS software (version 24),
Smart Pls (version 0.2), and Max Kia da software (Pro version) were used.

Findings

The results showed that the developed model has a good fit. Therefore, it can
be inferred that this developed tool is a suitable tool for evaluating the role of
mass media in advertising sports products. In addition, it is also suggested that
this tool be validated in non-sporting communities. The practical point of the
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present study is that managers and sports marketers, at the national level, can
use the results of this study to improve and advance research activities.
Everyday knowledge is world-class today, take a step back. Finally, the
findings of this study can help to construct and validate a tool that has been
developed in Iran to measure the sports product advertising questionnaire
through social media in the statistical population of this research. The
literature shows that so far in the country, such a tool has not been made to
promote sports products through social media in the country; Therefore,
researchers can easily use this tool in their studies.

Conclusion

Based on the findings, it should be said that the sports product advertising
questionnaire is a reliable and valid scale, which can be used to evaluate sports
product advertising, and achieve reliable and consistent results. Besides,
researchers in sports management can use the tool of advertising sports
products through social media, based on the obtained model, as a suitable tool
in various fields of sports. It is hoped that explaining a model based on
theoretical foundations and research background, along with valid and stable
tools that were made to measure the sports product advertising questionnaire
through social media, can be an important and useful step in advancing and
developing sports management sciences. It seems that this study can help raise
the level of awareness of sports managers and marketers in the country to
better understand the importance of advertising sports products through social
media.
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