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ABSTRACT

The present research was conducted with the aim of modeling the impact
of integrated marketing communications on the formation of a favorable
image of volleyball clubs with the mediating role of social media. This
study was of an applied, quantitative, field-library and correlational type.
The statistical population consisted of volleyball fans in Urmia city and
according to the results of GPower software and simple random method,
194 people were selected as a statistical sample. The data collection
tools were Lee and Park's Integrated Marketing Communications
Questionnaire (2007), Jahanbani's social media (2018) and Orth and
Green's Brand Image (2009). In order to analyze the data, in addition to
descriptive analysis, structural equation modeling and Sobel test were
used in SPSS version 23 and SMARTPLS version 3.1.1 software at a
significance level of 0.05. The results showed that the research model
has a good fit and that integrated marketing communications (p=0.001;
t=9.695) and social media (p=0.001; t=5.466) have a positive and
significant effect on the favorable image of volleyball clubs and
integrated marketing communications also have a positive and
significant effect on social media (p=0.001; t=610.25). The results of the
study also showed that social media plays a mediating role in the effect
of integrated marketing communications on the formation of the
favorable image of volleyball clubs (p=0.001; z=9.560). Therefore,
effective and continuous marketing communications with audiences and
appropriate use of social media can lead to the formation of a favorable
image of volleyball clubs in the minds of audiences and fans.
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Extended Abstract

Introduction

Nowadays, the media has gained special importance in different societies as one of the most
popular tools that can play an effective role in guiding the thoughts and attitudes of
individuals in a particular direction. On the one hand, the media helps to recognize the events
and happenings of a specific period of time and on the other hand, it is also useful for
understanding ideological views. On the other hand, volleyball is one of the most popular
and popular sports in Iran, and the successes of sports teams in this field in recent years,
especially at the national level, have made Iranian volleyball players and volleyball teams
popular and famous among different segments of society. This interest has been based on a
series of characteristics that fans have seen in their favorite teams and each of these teams is
known as a brand with its own identity; But the gap in the research field is the lack of
specific indicators and criteria effective in determining the brand image of volleyball clubs in
Iran, which seems to have not been given much attention in lIran despite the existence of
numerous studies abroad. Therefore, considering the above-mentioned material, the
researcher conducted the present study with the aim of modeling the effect of integrated
marketing communications on the formation of a favorable image of volleyball clubs with
the mediating role of social media.

Methods

This study was of an applied, quantitative, field-library and correlational type. The statistical
population in the present study was volleyball fans in Urmia city who had received fan cards
from volleyball clubs participating in the country's top volleyball league. Determining the
required sample size in the present study was done using G-Power software. Considering the
number of variables and their components (14), impact coefficient (0.15), precision (0.95)
and measurement error level (0.05), the sample size was determined to be 194 people who
were selected by simple random sampling. In order to access them, the Ghadir Hall of Urmia
Shahrdari was visited during volleyball matches and questionnaires were provided to
volleyball fans. The data collection tools were Lee and Park's Integrated Marketing
Communications Questionnaire (2007), Jahanbani's social media (2018) and Orth and
Green's Brand Image (2009). In this study, two general stages were performed for data
analysis. In the first stage of data analysis, descriptive statistics were used to describe
demographic information, which was done by reporting the frequency and percentage of
each variable in a table. In the second stage, which is dedicated to the inferential part of data
analysis, structural equation modeling and Sobel test were used. All data analysis was
performed in the SPSS version 23 and SMARTPLS version 3.1.1 software environment and
at a significance level of 0.05.

Results

In this study, three indicators of index reliability, convergent validity and divergent validity
were used to examine the fit of the reflective measurement model in PLS. In order to
examine the reliability of the index, three indicators of factor loading coefficients,
Cronbach's alpha and composite reliability were measured. Also, the VIF (Variance Inflation
Factor) criterion was used to fit the constructive measurement model. An examination of the
factor loading coefficients of each of the questionnaire questions shows that the factor
loadings of all items are higher than 0.4. All variables obtained Cronbach's alpha and
composite reliability values higher than 0.7, the AVE index higher than 0.5 and the VIF
index lower than 5. Therefore, the reliability, convergent validity and variance increment rate
of the instrument used in this study are appropriate and the research model also has a good
fit. The AVE root mean square value of all first-order variables is greater than the correlation



value between them, which indicates the divergent validity of the research instrument and
the appropriate fit of the research model. The results showed that the research model has a
good fit and that integrated marketing communications (p=0.001; t=9.695) and social media
(p=0.001; t=5.466) have a positive and significant effect on the favorable image of volleyball
clubs and integrated marketing communications also have a positive and significant effect on
social media (p=0.001; t=610.25). The results of the study also showed that social media
plays a mediating role in the effect of integrated marketing communications on the formation
of the favorable image of volleyball clubs (p=0.001; z=9.560).

Conclusion

In general, based on the results of the research, it can be stated that effective and continuous
marketing communications with audiences and appropriate use of social media can lead to
the formation of a favorable image of volleyball clubs in the minds of audiences and fans. In
this regard, it is suggested that volleyball clubs actively and continuously carry out
marketing activities that lead to strengthening the relationship with fans. For example, in this
case, volleyball clubs should fully monitor the various elements of communication
(trademark, logo, models and colors), store various information related to fans from different
departments in an integrated database, and use marketing communication tools that are
appropriate for each stage of the fan service process. It is also suggested that volleyball clubs
use social networks that are easy and convenient for fans to access and use and are also
trusted by fans. It is worth noting that the above-mentioned cases also face limitations, as
many of the media platforms that are most widely used in society face obstacles such as
filtering, which make the use of these platforms difficult. It is suggested that future research
should also address the deterrent role of such obstacles.
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Figure 2. Model with factor loading coefficients
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Figure 4. Model with path coefficient values and t-value significance
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Table 4. Path coefficient values, t-statistics and significance associated with the paths of the research model
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