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Abstract

The aim of this study was to identify a theoretical model of strategies and consequences of
using sports influencers in social media with emphasis on the consumption of Iranian
goods. To do so, a qualitative and grounded theory (Strauss and Corbiny methods were used.
The study population consisted of professors, experts and experts in sports and internet
marketing and economics and the sampling of the subjects was considered purposeful and
based on criteria. The data collection tool was a semi-structured interview, and the data
obtained from the interviews were analyzed and coded in a context-based way. The results of
the grouping of codes indicated 10 main categories and 62 subcategories presented in the
form of a paradigmatic model including strategies (information and cognition,
governance, innovation and cognition, culture creation, rules and regulations and new
marketing) and consequences (cultural and ethical development, technology development,
social development and personal brand development) emerged. The use of sports
influencers is the source of brand differentiation. Given the wide range of target groups
and social media audiences that have no boundaries in terms of age and gender, if sports
marketers cannot afford to use these valuable human resources, choose the right strategies
and provide for cultural and moral development, the attractive sports influencers in the
sports environment will not satisfy the audience.
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Extended Abstract

Background and Purpose

The goal of sports and non-sports organizations is to be able to surpass the
competition with other competitors by combining their products with sports
fluorescents.

Initially, some retailers sought to establish a brand-to-person relationship with a
particular personality by placing them in promotional positions.

In the not-too-distant years, many companies and such sales opportunities have
sought out loyal customers. In fact, the marketing of sports influencers provides
communication goals through a so-called two-step model.

That is, in marketing Influencer instead of the entire target group, leaders identify
and hold similar beliefs in particular so that they can secondarily influence the
actual target group in the market.

The aim of this study was to identify a theoretical model of strategies and
consequences of using sports influencers in social media with emphasis on the
consumption of Iranian goods.

Methodology

Therefore, in this study, the qualitative approach and Grounded Theory (Strauss
& Corbin method) were used. Then, in order to collect the data, in the first step
after reviewing the literature of literature, in-depth interviews and semi-structured
questionnaire guide were used as data collection tools.

The study population consisted of professors, experts and experts in sports and
internet marketing and economics and the sampling of the subjects was considered
purposeful and based on criteria.

Moreover, using data from documentation, images, videos, and comments from
prominent athletes, theoretical samples were drawn across 262 athletes with more
than 10 favorites to select individuals who would advance the concepts underlying
the developing theory, which these individuals call informants or gatekeepers. The
selection criteria for the respondents were a track record in social media and
familiarity with sports marketing. In terms of sample size, the theoretical
saturation criterion indicated the appropriateness of the sample size. A deeper look
at the identification of existing capacities and challenges and the underlying
insight provides a unique and distinct insight into the phenomenon.
Incorporating these skills and categories, strategies with actions can be mentioned
in particular, which include targeted actions to provide solutions to the
phenomenon in question and lead to results.

On the other hand, action and response refer to the strategies developed to control,
manage and deal with a phenomenon under observable and specific conditions
(Strauss & Corbin2015). In other words, identify the consequences of the actions
and reactions employed by sports marketers in the virtual space. The data
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collection instrument was a semi-structured interview and the data were analyzed
using the coded contextual method.

Results

The result of the grouping of codes represented 10 main categories and 62
subcategories presented in the form of a paradigmatic model including strategies
(information and cognition, governance, innovation and cognition, culture
creation, rules and regulations and new marketing) and consequences (cultural
and ethical development, technology development, social development and
personal brand development) emerged.

Conclusion

The use of sports influencers is the source of brand differentiation. If you use the
brand, you can differentiate yourself in the market from other competitors or
products and services, especially Iranian domestic goods. In fact, influencers have
the ability to deliver a targeted message to marketers and customers of Iranian
goods in a prominent way. This is even more important when the company's
product is hardly different from that of its competitors. When the brand name has
a prominent influencer, it creates a positive attitude towards the brand and gives
it a distinct personality. So, the desires and goals of customers should be
considered in choosing products approved by influencers through media,
especially Instagram and Telegram. It seems to be effective for companies to
choose the right influencer for product and brand promotion. This can help sell
native products and achieve the organization's goals. Given the range of audiences
and audiences on social media, there are no limits to the age, gender, and
engagement of influencers in sports.

If corporate sports marketers cannot rely on valuable human resources to apply
appropriate strategies and provide cultural and ethical development, social
development, technology development and personal branding, they will not be
able to satisfy audiences.

Unlike most other non-sports institutions, the appeal of research will not last as
long as most studies based on data-driven theory. This study was based on the
views and experiences of individuals and the environmental conditions of the
research as well as the results could be generalized to similar conditions and
environments. Expert approval of the research is also one of the limitations faced
by the researchers.
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