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Extended Abstract

Background and Purpose

Commercial advertising has become an increasingly powerful force in the modern marketplace,
serving as a primary means for organizations to introduce new products, strengthen brand identity,
and ultimately drive sales (Asadollahi et al., 2023). The omnipresence of sports and its widespread
acceptance among diverse audiences have led many organizations and companies to leverage sports
as a dynamic platform for advertising their goods and services (Kordelo, 2020). Sports events offer
unique opportunities for advertisers due to the high engagement and emotional investment of
spectators. However, the most critical principle in advertising remains its effectiveness: the extent to
which an advertisement and its underlying message can achieve the marketing objectives of a
company is a central concern for sports marketers (Asadollahi et al., 2021).

The sports field is a complex environment for advertising. Spectators are often deeply engrossed in
the event, experiencing a variety of emotional and psychological states. Their primary attention is
focused on the competition, athletes, and the unfolding drama, with only peripheral attention available
for advertising messages. This context necessitates the identification and deployment of the most
effective content production and presentation tactics—those capable of capturing attention,
resonating emotionally, and leaving a lasting impression amid the excitement and distractions of the
event. Thus, the core research question is: What are the effective tactics to improve the effectiveness
of advertising message content in sports fields, and how can these tactics be systematically leveled or
prioritized?

Materials and Methods

Given the practical goal of identifying and stratifying effective tactics for improving the effectiveness
of advertising content in sports arenas, this research is applied in purpose and current in terms of data
collection time. The research design is qualitative, employing descriptive and exploratory methods,
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and data collection was conducted in the field. The statistical population included experts in sports
marketing—both scientific and experiential—as well as specialists from advertising companies.

A non-probability, snowball sampling method was employed in the qualitative phase, continuing until
theoretical saturation was achieved. To ensure the validity of the research, the member review method
was used: interviewees were asked to provide feedback on the researcher’s interpretation of their
statements and to comment on the identified concepts and thematic dimensions. Reliability and
validity were further assessed using an audit strategy. For the interpretive structural modeling (ISM)
phase, purposeful sampling was used, and the ISM questionnaire was completed by seven experts
whose responses formed the basis for subsequent analysis.

Thematic analysis was used to analyze the qualitative data from interviews. Open coding yielded 53
codes, which were then grouped into six sub-themes. These sub-themes were further organized into
three main themes based on semantic similarity, with both visible and hidden content dimensions
considered. The relationships among these themes were mapped to construct a network of concepts.
In the next stage, the ISM questionnaire was analyzed using Excel software, and the factors were
leveled according to their influence and dependency.

For the ISM, a structural interaction matrix was created, comprising a 9x9 matrix of effective tactics.
The achievement set (indicators affected by a given factor) and prerequisite set (indicators affecting
a given factor) were determined for each index, using the achievement matrix to identify direct and
indirect relationships. This process allowed for the stratification of effective tactics into four levels,
providing a clear hierarchy of influence.

Findings

Descriptive findings revealed that 53.4% of the sample were women and 46.6% were men. Age
distribution was as follows: 40% were between 30 and 40 years old, 46.6% between 40 and 50, and
13.4% were over 50. In terms of education, 26.6% held a master’s degree and 73.4% had a doctoral
degree. All participants had more than five years of experience; eight were university professors and
seven were experts or designers in advertising and marketing.

The open coding process identified 53 distinct codes, which were grouped into six sub-themes. These
sub-themes were then classified into three main themes, each representing a specific domain of
advertising effectiveness in sports fields. The classification process considered both explicit and
implicit aspects of the content, ensuring a comprehensive understanding of the factors at play.

The ISM analysis revealed a four-level hierarchy of effective tactics for improving advertising content
in sports arenas. At the highest level (Level 1), with the least influence, were language and frequency.
Level 2 included font and background, with these dimensions mutually influencing each other. Color
was positioned at Level 3, while the most influential factor, image, occupied Level 4. This hierarchy
indicates that while all factors contribute to advertising effectiveness, some—particularly image and
color—have a more profound impact on audience attention and message retention.

Discussion

The results highlight the multifaceted nature of advertising effectiveness in sports fields. The highest
priority should be given to the use of appropriate images that align with the content of the
advertisement. Images serve as the primary vehicle for capturing attention and conveying meaning
quickly and memorably. In the emotionally charged environment of sports events, compelling images
can break through the noise and distractions, anchoring the advertisement in the audience’s memory.
Color, as the second most influential factor, should be used strategically to appeal to audience
preferences and the target market. The findings suggest that complementary color combinations are
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more effective than simple warm or cold color schemes. Color not only enhances visual appeal but
also influences emotional response and brand associations.

The background of the advertisement, situated at Level 2, should be simple and uncluttered, allowing
images and colors to take center stage. Overly complex backgrounds can confuse the audience and
dilute the impact of the message. Similarly, font and language, while less influential than image and
color, remain important. Fonts should be both legible and aesthetically pleasing, while language
should be clear, concise, and tailored to the audience’s comprehension level.

The study underscores that the effectiveness of advertising in sports fields depends on the harmonious
integration of all identified factors. Lower-level factors should not be disregarded, as their proper use
supports and enhances the impact of higher-level elements. For maximum effectiveness, advertisers
should first focus on compelling, relevant images, followed by strategic use of color, simple
backgrounds, and clear, attractive fonts and language.

Conclusion

To maximize the effectiveness of advertising in sports fields, organizations must consider a
comprehensive range of factors, each with its own importance and role. The research recommends
prioritizing the use of impactful images that align with the advertisement’s content, followed by the
strategic application of color, simple and effective backgrounds, and clear, attractive fonts and
language. By integrating these elements thoughtfully, advertisers can ensure their messages stand out
amid the excitement and distractions of sports events, capturing attention and leaving a lasting
impression on the audience.
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Table 1. Demographic characteristics of the interviewees
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Table 2- Open coding of effective tactics on improving the effectiveness of the content of advertising

messages
b by 30 oy
Open source Open source
S8 Slals sl el sl b, 00,8 ol 5l oolainl bl adsl Qi o 4 pglad oy il
Using a wide range of colors for advertising The special role of images due to the initial
billboards attraction of the audience
S oS g iz 5 slacisd 5l lejee colaiul G;L.J) J.'A'Jdda'ks....:m‘ ol sl eolaiul
Simultaneous use of bold and small fonts Using the English language because of beauty
Cowgd i 5l o gl Badrind slacisd & 5 5l colatal Az 5 glacdsgd 5l ool
Using some fancy fonts for art lovers Use bold fonts
Slks s ysles il sl asl o b g0 ) ooliul SIbain >hb sl elS b 5l eslial
Using two frames per second for frequency of Using the English language for brand or logo
advertising billboards design
b s gl i slacigh 5l olicea ool diajidy 0 el el g S0
. Better understanding of advertising content behind
Use bold fonts for headlines .
a simple background
s SO LSS Gl ais lgr 5l eolanl Sy g o8 S,y sleeS 5l adseslaal
Use frequency succession to repeat an advertising Not using cold and warm color combinations
S e ol 5 ool b cblive els> yiius o
W 5 oyyde slacdsd leolaiul S pea led o ‘J»PW »
. Attract more attention of the audience using
Using modern and new fonts .
moving images
b s IS5 g ol 55l a5 bbb 4y g e ools cde 4y a8lg yolar 5l eslaiul
. . . . . Using real images to give a better feeling to the
Combination of Farsi and English words in design .
audience
625 5y Slorpuogi b Ay pai Sl sles, el 75‘55 BENNFLRN °°L‘33*j’"
. oL The use of a frame in frequency advertising
Non-bold writing of brand descriptions .
billboards
S e )0 pglal iy 4 Gl Elys (PF 2 53 dSl g ()l 05 5l plesen ool
Attracting more attention to images in persuasion to Simultaneous use of Farsi and English in some
buy cases
59 1 b sl Sl o y8) LSe35l esliiul
6)5'35@ > 6){(@‘*15" e ')u "u').)oo oéb&ﬁdb&#%?ﬁﬂwwl
Using the same language (Persian or English) for . . . .
. S Using some simple artistic creations
immediate impact
S90Sl b, 5l soliul fyog ol
085 9 ity (ile bl SIS i 5l sz Sl Sl s & oS sta s o 2l
. . L The attractiveness of using complementary colors
Using classic font to stay more in mind .
due to creating harmony
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Table 2- Open coding of effective tactics on improving the effectiveness of the content of advertising
messages
b glaus b glaus
Open source Open source

Sg Jodo 4y L8559 ladase jo Guleins glacigd I aiseslail
D39 Ol dose 50y glalS coolie
Not using fancy fonts in sports environments due to

the lack of attractiveness of art works in the exciting
arena of sports

S,lae 0 50 S5, pola 3l eslainl
Use of cartoon images in some cases

S ol patdolul Lde 4 K5 90 oS 5 5l eolasl

Using a combination of two colors due to lack of
distraction

G5l e (50,5 ablu e & 05 Sl 5 oolital
Using warm colors because they emit more energy

5
Preferring to use complementary colors instead of
combining warm and cold colors
Sl (B dides 4 g b G5l slacS 5l ool
Using busy combinations according to the taste of
some people

3)}g Lgl.:bo”{.l:g ‘51):\ ‘;.01 ‘5&:&) i gn.,.lo)‘ ool

Using different range of main colors for big
billboards

8l slcward So,l5 pglas jleolatul
Using cartoon images of real characters

Sl yie S lp oS Sl l eslannl Jyaze (S Sl g &)
Use a slow frequency to better understand the Providing an image representing the product's
advertising features
il i i il sl eSS, ) slis sl sl Sl b Sleks gl o xie sl 5l S ek
Appropriate use of colors for more effective Billboards contain moving images for advertising
advertising with a lot of information
o> dL’;u‘ J,:J.) O 6b|)l ).,,c 9 u_i....a'.a) 6[.:&&053 )l salaiwl
SN coslio yyglai 3l bl (28,5 18 15l coo
Using romantic and involuntary fonts to create a Impressing the audience with the right images
sense of intimacy
Ol Sge,le ooiils Lo ay gl aniajeniy 5l eolical Sligls 8 aal53l s & S5l slacigd 5l aslial
Using a busy background provided that it has an The use of English fonts due to the increase in
attractive harmony advertising class

bl yiiog azgr Jdo 4 wuS Sle 5l eolasl
Use of slow frequency due to the greater attention of
the audience
oo el b i ay Loy =5k slls anecaty sl eslanl
FN PRSI Jyaze By sl o, L5 5l ool
Using a background with a beautiful design provided ~ Using Persian language to introduce the product
that the content of the advertising is not crowded

So5 Jolgd 1o S>o5 Cisd 5l ool
Use small font in small spaces

S B e 12 S5, slacaS 5l eslanal
Using color combinations for the taste of some
people

08568 Clads (gl wuS plgs 51 oolaiinl
Using slow frequency for various advertisements
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Table 2- Open coding of effective tactics on improving the effectiveness of the content of advertising
messages
Sbglaas 5L slaas
Open source Open source
BTog3b s wda cdn JoSa loXs 5l oolaznl
The use of complementary colors due to the
absorption of the subconscious mind

Eoli ks sl wuS Sl 5l eslainl
Use slow frequency for busy advertising
e. ) - e . o
. Solen il byl a4 Ky wis ).l ol oalja..wl e Sl ) atoslic
Using several colors at the same time, provided they .
. No use of frequency succession
are in harmony
5 oile> sl o glpl g ol Jdo o) L5 5l eolaxul
OS5 Sy
Using Persian language because it is easy for
Iranians to read and understand
059 iy 9 gy 31l 18 5 eolia
Using caricatures of famous sports people

3y ol gl glagels ly S e pgal g5l 0 )5:kn
A billboard containing an animated image for
advertising containing a brand name

ool o5 a4 glise Cpline uloly 505 058 Gloes 5 ol Jas 0,8 oF il 4 oad glulid 5L sloas aslsl yo
S35 (oo o)Ll (polS 0392 4 ()l il g 0y (2po9e b (ol o5 4w (l 5l plaS e il gunail
(F Jgoz) Coslonds a3 57 )15 55 (e Gleiy slyiome w2 5 (e lyions

Sl sLaply slgims (ohd 1 W)l 2 e SLSLISU 10505 WLz -F Joua

Table 3- Coding details of effective tactics on improving the effectiveness of the content of advertising
messages

(090 oz 1) b oS =R shel o
Open Source (concept tag) Sub-theme Main theme

bl adgl wax Judo 4 pglad o329 (Al
The special role of images due to the initial attraction of the audience
ceben pslad 5l bbre (23,5 )13 130 cod
Impressing the audience with the right images
B ety 0 pglal b dz g ol
Attracting more attention to images in persuasion to buy
S e palal jleslinal b bl s>yt @i Ry
Use frequency succession to repeat an advertising Image
bl 4 gy ez ool clde 4y oxBly gl 1 oolail
Using real images to give a better feeling to the audience
Slse (F i )d S95,1 pslai jleslaal
Use of cartoon images in some cases
By slocwars Syl slar jl ool
Using cartoon images of real characters
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Table 3- Coding details of effective tactics on improving the effectiveness of the content of advertising

messages

(gt conz ) 5L o
Open Source (concept tag)

=X kol o
Sub-theme Main theme

Wiy el g3l gl ¢l S yxin pgai g9l 0590k
A billboard containing an animated image for advertising containing a
brand name
3L wledbl b pladds lp Iyt pgal g9l 09k
Billboards contain moving images for advertising with a lot of
information
0329 Uy 31,81 9 (LSS 5L 98 1,8 5 ool
Using caricatures of famous sports people
Jypame (Shg Sly peal &)
Providing an image representing the product's features
1B 3l (o5 adirk (512 S5 SeaS 5 3l ool
Using color combinations for the taste of some people
G371 sl (39,5 bl Cday 0,5 S 51 ool
Using warm colors because they emit more energy
Sy g5 SO GlacaS § 3l uuddos il
Not using cold and warm color combinations
oBT055 L yuows i cde a1 JoSo STy 3 solisw!
The use of complementary colors due to the absorption of the
subconscious mind

P35 99 ) S F sl 4 JoSo (K 5 eolisiw! g 5
Preferring to use complementary colors instead of combining warm and
cold colors
Seo8 Flald s eude 6lp L) 05 5w b 5l oslisul
Using a wide range of colors for small advertising billboards
Olils yb (S bl sl LSS 5l el ool
Appropriate use of colors for more effective advertising
S50 )8 Sl L5 &y Joo S 3l sslicial (39t il
The attractiveness of using complementary colors due to creating
harmony
Sl oo slml Judd 4 S5 99 S i 5l eslaswl
Using a combination of two colors due to lack of distraction
Sy o yedy ¢l p ol (LSS il dub 1 eolisiw!
Using different range of main colors for big billboards
Splod (plls bl 4 S5y woz 3l lojed ool
Using several colors at the same time, provided they are in harmony
Ky CGd 5 oolaiuw!
Use bold fonts

SS9
&b lgixo
Advertising

content
features

Color

cigh
Font
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Table 3- Coding details of effective tactics on improving the effectiveness of the content of advertising

messages

(gt conz ) 5L o
Open Source (concept tag)

e
Sub-theme

ko o

Main theme

Szs5 Jolgh 1> Ko igh 3f ool
Use small font in small spaces
OB Oy il bl SIS Chgd i oolivwl
Using classic font to stay more in mind
S, Canlier 390 Judo 4y (S5 59 (s lancxs 50 Galaiud laciss 5l (udidoslisw!
0339 QLR a0 yE 50 b
Not using fancy fonts in sports environments due to the lack of
attractiveness of art works in the exciting arena of sports
S g5 g e p slacigd I o jon ool
Simultaneous use of bold and small fonts
Capopnns o Sl Julo 41 (53131l 3 Spiiley (slaigd 3 o lis
Using romantic and involuntary fonts to create a sense of intimacy
Cawgd g lod po (gl Gulrins sdCigd (S 3l solawl
Using some fancy fonts for art lovers
b s (ol p dws p sCGgd 3 oolasuw!
Use bold fonts for headlines
Wae g oo s il eoliiwl
Using modern and new fonts
Gl Wi p Olnd gl (iubgl dmr p ud
Non-bold writing of brand descriptions
ool dino jiely 53 Gl o ;i 550
Better understanding of advertising content behind a simple background
13 o5 1 dlsles 3 4295 b ki GUbrsS 57 31 0Lt
Using busy combinations according to the taste of some people
W jiely (H1ib j0 0ol (8 LS (B 5l oolaiul
Using some simple artistic creations
Sl Fgo)le (pibls by 4 €9l duojicly 5 ool
Using a busy background provided that it has an attractive harmony
&b Slgimn (g gl byl a1 Lo 2ok )10 ey 3l oolisul
Using a background with a beautiful design provided that the content of
the ad is not crowded

R e SR BRI
Using the English language because of beauty
Sl N Sl 381 Jds 4 (omedSSH 05 51 ool
The use of English fonts due to the increase in advertising class
6399 3 531 75U (6132 (oS b (i y18) 5Ly (3 51 03
Using the same language (Persian or English) for immediate impact

Background

obs
Language

s SR
&l 15k
Advertising
design features
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Table 3- Coding details of effective tactics on improving the effectiveness of the content of advertising

messages

(gt conz ) 5L o
Open Source (concept tag)

e
Sub-theme

ko o

Main theme

Wp b el (>lib ly (omaldSSH o 5 ooliinl
Using the English language for brand or logo design
Jyamo (B yx0 @l (o)l oL 51 ooliiwl
Using Persian language to introduce the product
0355 S50 9 pilgS sl b Slnl pog o) JdIs 4 (o) (3L 5l ool
Using Persian language because it is easy for Iranians to read and
understand

Blgo (B2 30 (Sl g (231 (31 5l Gloje ool
Simultaneous use of Farsi and English in some cases
F P b 30 ol g (o)l §lg S
Combination of Farsi and English words in design
2w plei 5l addeslaiwl
No use of frequency succession
&y S50 gl w8 yiler 5l eolaiwl
Use a slow frequency to better understand the advertising
Ul o9k g )0 8 S 5l oolaw
The use of a frame in frequency advertising billboards
Ll oyl Flg (6l 4l )0 2,3 90 31 oolaiwl
Using two frames per second for frequency of advertising billboards
bl ey 4z gl s 4 05 Hilgy 51 eolaswl
Use of slow frequency due to the greater attention of the audience
&b S5 gl i yilg 51 ool
Use frequency succession to repeat an advertising
0 LeS wlds (gl p oS il 31 solasu!
Using slow frequency for various advertisements
Eobd Wbl gl p wis g 3 soliswl

Use slow frequency for busy advertising

Ay
Frequency

&l s S
Presentation of

advertisement
features

ouiiS e jLie o 5l ossliawsay slaaS” Jlsl8 5 95 o (Jlsld olyen & adsl GlaaS” L ile (F) Jgoz ) (izpen
S A5 K g 0,8 STy oS 55l anid solaul o VY ojleds oS ) Jgu Billae D sl 0als ools lis
A oyleds coiS a8 i faizmen Al 1SG Galisee ol 3l lawgs L VY (s IS 0wl ool glulis Sball
Cble s calizee oS VA adgs
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Table 4- Matrix of primary codes
Slelyd oulsS S )i
Frequency Participant
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Table 4- Matrix of primary codes

Sloly BUS S Lo g
Frequency Participant
15 14 13 12 11 10 9 8 7 6 5 4 3 2 1 code
2 * 44
3 * * * 46
2 * * 47
2 * * 48
2 * * 49
2 * 50
2 52
2 * * 53
2 1 1 1 1 1 1 1 1 1 ol
236 S 6 3 5 5 9 7 8 5 7 4 15 13 19 15 Freq;enc

Ol a0l 0l o 3 0D oLl medlie f melae 4l Al> e ol o Lol g 208 sloed sbul 4 4> L
(V) IS a8 g0 S aosls )0 05290 slagSl clids 4y g ams oo plis |y cads gLl (it pealas (b bLs )|
Aas oo slid | ead plulil pealas Soled aSCl

I

— Slrme s S5
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Figure 1- Network of themes extracted from qualitative data
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Table 5- Self-interaction matrix

Fly ol o jdy cigd ) syl
Frequency Language Background Font Color Image
\ s v v X 2=
Image
“‘i;)
v A% X v
Color
X % X =
Font
X v e
Background
0 ok
Language
g
Frequency

ol (F) Jsaz e cosd a4 (o g sho (05)l90 i ile S a (eliogs (cmle oo 5l (ol oo
V s X slcwde 3Kl ) sas jlau o 0 b o 8L 0 o ple sl gl e co plad 1) Lo les lelssogs
oSG j0 als atwlgs 8 3 5l sl j0 058 (g Bl (Jelings Gwjile ;00 s A sbhcdle 3l a0 due g

0,5 yd ool 5l pam jslate res 4 tanll ally Jlaiae i) 46l Ly, ol Jgax
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Table 6- Binary value matrix

59‘8 O)n)é

Penetrati Sy o Maojondy g Ky g
enetration g requency Language Background Font Color Image
power
6 1 1 1 1 1 1 -
Image
6 1 1 1 1 1 1 =
Color
A | | 1 1 0 0 —
Font
A . { | 0 | 0 =0 )
Background
. 9 ! 0 0 0 0 o)
Language
i
3 1 0 1 1 0 0 7
Frequency
Sy liae
5 5 5 4 3 2 Degree of
dependence

Sgbien et Jale 52 (sl Loy degecme g (oliss dsgezma dagl Cogl g Lo as i mhaw (a1 am Al 50 50
ol ity degame 5 Wpdyoe pil a3ls (ol 5 oS dpdie lagasls ols (a3ls p olos degere
3 ] s Cews ay aliios e 3o 5l enliial b a5l o 5T cnl i 08,08 Lasls ) s a5 558 e albaslo
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Table 7- Output of indicators/all levels

3945 W yad S| .
’ "“-:) | L acgozo s 4 gazxo
ah o ol (59959) (295%) b sl

Level Difference in Commonalities  Prerequisite access set Indicators
power of influence

and dependence set (input) (output)
pokz 4 1,4,5,6 1,3,4,5,6 1,2,4,5.6,7 Ry
Fourth Image
5
r’}_w 3 1,2,7 1,2,5.6,7 1,2,3,4,5,7 p)
Third Color
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Table 7- Output of indicators/all levels

395 W yud S )
3o t” | Wk asgezme (ol dcgozme
oo ) Smly ) O el (6959 (>955) b sl
Level D lffe:‘e.n;e n Commonalities  prerequisite access set Indicators
power of intuence set (input) (output)
and dependence
=y ~ 4,7 1,2,34,7 4,67 =
Second Font
i 1 3,5 34,57 23,56 s
Second Background
1 L
st -4 5 3,56 1,5,7 o
First Language
l ..‘ .
Js 2 2,6 2,5,6,7 2,4,6 ”
First Frequency
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S8 pgd gelan )3 0,00 )18 Slsi g b5 (B9 y2eS g v SYL) Jol el )3 il 18 mhaw ez 50 sl a5 0l
ok v orismen 0,18 )18 K5 g s 10 .05 550 K00S0 g0 g0 mhaw (ol jo sl aS o)ls 18 ety

(¥ JS0) conl pgas S9a5 ,lai 5l o (s Sego
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Figure 2- Interpretive structural model
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