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The purpose of this study was to model the personality and popularity
brand on the behavior of sport products consumers. The research
method was correlational with the structural equation model
approach. The study population included customers of sport stores in
Tehran, 384 of whom were selected as a sample using the random-
cluster method. To collect data, the Brand Personality Questionnaire
of Jones et al. (2009), the Brand Popularity Questionnaire of Kim and
Ku (2012), and the Instrumental Purchase Intention et al. (2014) were
used. The validity of the questionnaires was confirmed by experts and
their reliability was obtained using Cronbach's alpha above 0.7.
Descriptive and inferential statistics such as Pearson’s Correlation and
SEM were used to analyze the data. The results of the research model
showed that brand personality had a significant positive effect on
consumer behavior and on brand popularity; and brand
popularityhad a significant impact on consumer behavior. Brand
popularity also had a mediating role in the relationship between
brand personality and consumer behavior. The results of this study
emphasized the need for managers to pay attention to attractiveness,
uniqueness, dynamics, boldness, simplicity, transparency, value,
responsibility, credibility and reliability of the sport brand to achieve
new marketing in the sport industry.
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EXTENDED ABSTRACT

Introduction

Today's world is a competitive world, and sports organizations are no exception.
Compared to other industries, sports organizations are faced with the emotions of their
specific and general customers (athletes and spectators). The main goal of sports marketing
is to influence consumer buying behavior or in other words, the process of consumer
decision to buy. In this context, one of the advantages of customers in choosing a product is
a reliable brand. Successful brands increase trust in intangible products and services, and
customers are able to better visualize and identify their services. Thus, sports organizations
try to give their brand identity, personality and credibility in different ways and create a
suitable image of their brand in the minds of customers. Customers often personalize
brands; they are given a human aspect and marketers often create or strengthen these
perceptions with the help of positioning. In the most recent definitions, Conejo (2021)
defined brand personality as a distinct set of human personality traits that make brands
consider their environment in specific ways. In addition to the topics mentioned in the field
of brand personality and its effects on the decision and intention to buy, as well as the
behavior of consumers, the new topic of brand popularity has become one of the most
important areas of market and consumer research in recent years. This concept plays an
important role in creating long-term benefits for the company. Because loyal customers do
not need extensive promotional efforts, they are willing to pay more for the benefits and
quality of their beloved brand. Carroll and Ahuvia (2006) introduce brand popularity as the
degree of attachment and emotional passion that a person has for a specific brand name.
Hardjono et al. (2019) in their research reached the conclusion that brand personality such
as honesty, value, complexity and strength have a positive effect on sportswear brand
preference. In another study, Dirgantari et al. (2020) concluded that health industry
companies should increase boldness in brand personality to increase brand equity.
According to the previous literature, it is obvious that if marketers or sports companies can
have a better understanding of the attitude, feeling and action of customers towards a
brand, they can use the information obtained in order to expand the brand, marketing
strategies and gain a competitive advantage. In this regard, the personality and popularity
of the sports brand can play a strategic role in helping sports managers gain competitive
value and make wise decisions in management. Based on the issues raised, the present
research seeks to answer the following question: Is there a relationship between the
personality and popularity of the brand and the behavior of consumers of sport products?

Methodology

According to the type of study and relationships between variables, the current
research was applied research, and in terms of data collection, it was correlational research
based on the structural equation model implemented in the field. The statistical population
included all customers of sports stores (domestic and foreign brands) in Tehran. 384
questionnaires were analyzed after collection. The present research used the standard
brand personality questionnaire of Jones et al. (2009) which included 12 items and five
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dimensions and the brand popularity questionnaire of Kim and Ku (2012) which comprised
18 items and 8 dimensions with a 5-point Likert scale (totally disagree=1 to totally agree=
5). In addition, Abzari et al.'s (2014) purchase intention questionnaire with 3 items on a 5-
point Likert scale was used. The form and content validity of the questionnaire was
confirmed by 10 professors and the construct validity was confirmed using exploratory and
confirmatory factor analysis. Descriptive and inferential statistical methods were used to
analyze the data.

Results and discussion

According to the Pearson correlation test results in Table 2, it can be observed that there
is a significant relationship between brand personality and consumer behavior (r=0.557,
Sig=0.001), between brand popularity and consumer behavior (Sig=0.590, r=0.001).r) and
there is a significant positive relationship between brand personality and brand popularity
(Sig=0.001, r=0.714). Based on the findings of the research, it was observed that brand
personality had a significant positive effect on the behavior of consumers in the sports
industry (Sig=0.001, t=2.961). In addition, the results demonstrated that the popularity of
the brand had a significant positive effect on the behavior of consumers in the sports
products industry.

Conclusion

Based on the results of the Pearson correlation test, it was observed that there was a
significant positive relationship between brand personality and consumer behavior of
sports products customers, and the results of the structural equation model showed that
brand personality had a significant positive effect on consumer behavior in the sports
products industry. The findings of the research were in line with the results of Hardjono et
al. (2019) and Dirgantari et al. (2020). Considering the positive effect of brand personality
on the behavior of consumers in the sports products industry, it is recommended that
marketing managers of manufacturing companies identify the dominant personality traits
of their customers by conducting detailed surveys on the customers and based on this
present an integrated marketing communication plan to match the personality and
characteristics of customers with products well. Finally, based on the limitations of the
research, such as the statistical population limited to sports agencies in Tehran, it is
recommended that variables of this research in the sports agencies of the whole country be
investigated to validate and enrich the present study.
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2 Inferential Statistics
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