Journal of Sport Marketing Studies 09 2LIL Olallhs ole dolilabd

VE+ Ol j— -
Vol 2, No 4, Winter 2021 Olie) = polez 0)lod —p 33 0755

Influence of green marketing on sport brand image and
intention to purchase Athletes in Rasht

Fariborz Darvishi Harzevili*, Rahim Ramezaninezhad?, Hamidreza Goharrostami3

Received: 19/05/2021 ol F$ soloni VEe /oYY callie by
Accepted: 29/11/2021 VEe oo A i b pdy
Abstract

Today, Companies have come to the conclusion that environmental marketing is
an opportunity they can take advantage of to achieve their goals; Because
companies have a moral obligation to their community and are more
responsible. Government regulations also force companies to transform their
environmental marketing practices. Because the environment and its
protection has become a fundamental and important issue for all different
groups, including customers and manufacturers. For example, with rising
energy prices and concerns about climate change, the value of paying
attention to natural resources is increasingly being understood. It seems that
paying attention to green marketing can be related to the image of the sports
brand and the intention to buy. There are also many environmental pressures
now that are transforming industrial competition schemes around the world.
One of these pressures is environmental laws and requirements. This issue in
the age of environment has encouraged company managers to adopt effective
environmental strategies, change their business model and managerial beliefs
to use the resulting environments. Because among the intangible criteria of a
product (product or service), the brand image is the most important part that
marketing strategies often pay attention to and tend to differentiate it, so that
service units try to Create a good image in the customer's memory of the
customer's feelings about the service obtained from it. Therefore, creating a
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stable and strong image despite high brand value is a hidden resource that can
highlight and represent a good service to its competitors. A review of the
background of other research reveals that the brand image expresses a kind of
reason for customers' perception of a particular brand and also includes the
associations that customers have of the brand in their memory. With growing
concerns and awareness about health and environmental protection,
customers are paying attention to environmental issues in their purchases, or
many people are inclined to join the way of creating green products and
services along with helping to solve the challenge. Environmentally, also
gain social competence. Product owners and marketers also use the desire of
customers to use the green factor in order to highlight their product, in
addition to the price and quality of their goods and services. Using new
methods of effective sports marketing can bring a lot of benefits. One of these
new methods is green marketing, in which the benefits of using it include
informing about sports and encouraging people to try sports for the first time
in their lives or to turn to another sport. It also builds trust, honesty, success
and guarantee, and recommends incentives to create knowledge and
cognition. Reduction of vitality and physical activity in new life, which
occurs with the growth and development of technology and industry and the
domination of mechanization over life and the development of comfort tools
and new ways of life, the need to design to provide the necessary dynamics
for the body and generalize Performance reveals regular and persistent
athletic endeavors among individuals. Accordingly, on the one hand, the low
mobility of people and on the other hand, air pollution, which increases the
value of paying attention to the two issues of environment and physical
activity. In the field of green marketing in sports, which deals with
environmental issues and physical activities with a special perspective, as
well as with the protection of the environment, may attract the attention of
residents; Therefore, researchers in a study have tried to consider the green
marketing mix in sports while paying attention to the attitude of service
providers in the field of sports-recreational services to create new studies in
green sports marketing to pay attention not only to more residents, But also to
create a field for achieving a sustainable environment. Therefore, paying
attention to proper urban transportation methods such as bicycles is like a
"green™ transportation method that does not pollute the environment and does
not endanger people’s health.Currently, the brand is one of the most important
marketing issues facing all companies, such as commercial companies. This
value is such that brand management has changed to an absolute trend in
scientific societies. Brands are commercially and strategically part of
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companies' important assets and without exaggeration their most important
assets. Over the years, researchers have found that the real credibility of
goods and services for companies is not within the goods and services, but
this credibility exists in the memory of customers in a real and hidden way,
and it is the brand that creates real credibility in the memory of customers. he
does.The purpose of this study was to determine influence of green marketing
on the sports brand image and the intention to purchase athletes in Rasht. The
present study was conducted in terms of purpose, applied and descriptive-
survey nature, and the statistical population consisted of all athletes in Rasht
city with unlimited numbers that sampling was done purposefully and
according to the coronavirus conditions, finally 160 people responded to the
guestionnaire. The main research tools included three questionnaires green
marketing (33 items); sports brand image (10 items) and intention to purchase
(9 items) with a Likert scale were five values whose validity was confirmed
by 12 academic experts and its reliability was confirmed in a pilot study on
30 athletes using Cronbach's alpha test (0. = 0.81). These tools were
distributed and collected in person. Structural equation modeling (SEM) and
SPSS26 and PLS3 software were used for data analysis. The findings
research showed that had a positive and significant effect green marketing on
sports brand image (t = 10.413), sports brand image on intention to purchase
(t = 7.745) and green marketing on intention to purchase (t = 6.978). Also,
the influence of green marketing on intention to purchase mediated by the
sports brand image was positive and significant (VAF = 0.37; Sobel test =
6.068). Comparing the priority of green marketing dimensions with
Friedman's rank test showed that green distribution, promotion or advertising
of green, green product and green price were respectively, and the priority of
sport brand image dimensions were experientiality, symbolism and
performance (p=0.001). Therefore, green marketing can affect sports brand
image resulting in the minds of athletes. According to the prioritization of
green marketing dimensions, a good place or channel should be provided for
athletes so that they can make their purchases more willingly. In addition,
according to the priority of the sport brand image, the experientiality show
that athletes who have good experiences and a sense of superiority in their
minds are more willing on intention to purchase from the products and
services of desired brand. In general, athletes can use the sport brand image
created from green marketing to affect their intention to purchase from their
desired brand.

Keywords: Green Marketing, Sports Brand Image, Intention to Purchase, Sport
Products, Environment, Athletes
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