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THE ROLE OF MASS MEDIA IN LOYALTY TO NATIONAL SPORTS BRAND 

 

Abstract 

The purpose of the study was the role of mass media in national sports brand loyalty. This study was a descriptive 

traversal. The statistical Sample was selected of 100 managers and experts familiar with the field of sports science and 

sports brands. The researcher made questionnaire For Collected Data. Data were analyzed with coefficient analysis of 

variance and Friedman's test (P≤0.05). It was found that there is no meaningful relationship between the effective me-

dia factors and mass media and only 11% variability in national sports brand loyalty was observed by four independent 

variables. Also, comparison of the ranks revealed that the highest rank belonged to national sports brand loyalty teach-

ing, while the lowest rank was assigned to information communication and introduction of national sports brands. Also, 

among the mass media, the highest rank was related to television and newspapers and magazines had the lowest rank. 

Different media have shown a weak performance in terms of the four factors of culture building, information communi-

cation, national sports brand loyalty teaching, and social contribution. None of the mass media including television, 

radio, magazines and newspapers have efficiently played their essential role in enhancing the people loyalty to national 

sports brand.  
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Introduction 

At the beginning of third millennium, the sports enter 

a new era. The sport is a part of today's society and gets 

more important every day. Today, it is one of the most 

important economic issues of communities (1). In this 

industry, more than 4,500 companies are active in the 

field of sports marketing in United States and about 7.3 

billion dollars are annually spent on research on market-

ing and attracting sponsors for sporting events (2). How-

ever, 60% of America marketing managers consider the 

communication as one of the most important factors in-

fluencing marketing strategies and believe that its use 

may affect the target market, attracting of customers, and 

promoting the position of company and product (3). The 

large sports products companies such as Adidas, Nike, 

and Reebook which are large manufacturers of sporting 

goods in the world and the Iranian sports products manu-

facturers such as Majid, Dayi, Shekari, Jouraban, and 

Tourbafan act as organized and coordinated and try accu-

rately at all design, production and distribution, promo-

tion, and customer relationship stages to be successful in 

business (4). The valid, differentiated, broad, and attrac-

tive national brand is the best thing which may be given 

to exporters by country officials; for example, the power 

and value which is given by phrase "Made in Japan" to 

electronic products and the attractiveness which is given 

by phrase "Made in Italy" to Italian products. Today, the 

brand-based exports are the most powerful way to create 

and maintain national reputation. However, it may be 

concluded that the people are the most important element 

in nation branding. The national brand is a concept which 

includes a large range of people activities such as exports, 

foreign investment, culture and cultural heritage, people, 

governance, and tourism. The national brand is a value 

which reflects the knowledge, understanding, and whole 

experience of stakeholders and other related factors of a 

country in external environment. The increased national 

brand awareness helps to increase the probability of easily 

remembering brand name in the field of similar products. 

The increased awareness of national brand means the 

increased recognition and recall of national brand in 

minds of target market customers. The product quality 

and the value of a product for a customer help the cus-

tomers to remind national brand; the customer may easily 

differentiate national brand and products from competi-

tors. In fact, the brand awareness indicates the infor-

mation nodes of a brand in memory of customers. The 

Logos or symbols, national brand name, and how to use 

marketing communications all effect on promotion of 

brand awareness. Today, the organization's brand is the 

main asset of most organizations. In past decades, the 

value of a company was measured in terms of its proper-

ty, tangible assets, factories, and equipment. Today, how-

ever, the economics and management researchers con-

clude that the value of a company is located outside of it; 

i.e. in the minds of potential buyers. The price of a prod-

uct measures its monetary value, but the brand introduces 

the product and reveals its distinctive aspects (5). When 

the consumers seek a brand to meet their needs in their 

daily lives, they look for a name which may satisfy them 

(6). The relationship between brand and customers is 

proposed as brand loyalty and is one of the important 

research topics in brand management (7). Today, we live 

in an era in which the demands of customers of mer-
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chants, companies, and (manufacturing, services, etc.) 

organizations is higher than any other era. There is no 

(production, service, and etc.) business which may sur-

vive without satisfied customers, unless it will be a gov-

ernmental monopolized company (8). More importantly, 

the demands and expectations of consumers increase 

every day and this trend will be growing. So, the (produc-

tion, marketing, etc.) companies are required to achieve 

strategies which will be beyond the demands and expecta-

tions of consumers. Accordingly, the loyalty and trust to 

(i.e. products, services, etc.) company on the basis of 

mutually beneficial long-term relationship (between pro-

ducers and consumers) should be replaced by continuous 

satisfaction of customers. The brands which determine 

and discriminate their identity and goals and provide 

friendly and clear features may communicate usefully 

with their customers and win their heart, mind, and eve-

ryday life. In addition, the customer loyalty has competi-

tive advantages in brand market. In product markets, the 

customers which are loyal to brands may ensure a compa-

ny's survival or destruction. In today's world, the competi-

tive advantage is not achieved only by relying on func-

tional features of products and services; in present era, the 

brand is the most important differentiating factor of a 

business of competitors. The strategic and important role 

of brand equity in gaining competitive advantage and 

strategic management decisions is one of the reasons of 

this reputation (9). When the brand equity is accurately 

measured, is will be an appropriate criterion to evaluate 

long-term effects of marketing decisions (10). The loyalty 

to national brand is a deep commitment to re-purchase or 

re-patronize consistently a preferred product or service in 

future. The marketing aims to obtain customer satisfaction 

and the identification of needs, desires, tastes, attitudes, 

interests, abilities, and limitations of customers may real-

ize this goal (11). The strong correlation between custom-

er satisfaction and profitability is confirmed in many 

studies. So, the companies should have a clear under-

standing of customer needs and values to provide valuable 

goods and services to them, satisfy them, and finally 

make them loyal to themselves (12). The research show 

that meeting the needs and desires of potential customers 

may lead to their commitment and loyalty (13). Among 

the various tools for development of sports, the media is 

one of the most important tools. As a tool, the mass media 

transmits sports news to audiences, attracts large popula-

tion to sports, and impact directly or indirectly on achiev-

ing many sports development goals. In fact, the media is a 

part of communication process. The mass media includes 

a set of communication tools which generally have one-

way relationship. The mainstream media like TV and 

radio are among the most important mass media. Accord-

ing to John Locke, the print media are another category of 

media which have still retained their position as fourth 

pillar of democracy. Today, due to increasing use of In-

ternet, the internet media have achieved a special place. 

The media such as News sites allow audience to interact 

and this makes possible the identification of real needs of 

audience by these media owners. The media is the third 

player in advertisement world which is used by advertiser. 

The media includes communication channels which trans-

fer messages from advertiser to audience. The representa-

tive of a media tries to convince the companies that 

his/her media is the best way to transfer the advertisement 

message to audiences. For development of sports, the 

communication must be such that it will attract more 

people to sport and improve public awareness of positive 

functions of sport. The media should present the advertis-

ing message in such a way that it will comply with crea-

tive efforts and the message should be consistent with 

media (14). The television seems to be more effective 

than other media in creating a mood or positive feeling in 

audiences and the print media seems to be more suitable 

to provide accurate and detailed information (15). Ac-

cording past research, there is significant positive rela-

tionship between customer loyalty and strengthening of 

national brand (16) and a strong relationship between 

brand awareness and brand association and brand loyalty 

among customers; the increased loyalty positively impacts 

on company brand equity (17). Also, it is confirmed that 

there is a positive relationship between brand image and 

awareness and present and future purchase of customers 

(18). The planners, officials, and managers should believe 

that if the mass and communication media will be used 

properly, they may be an important factor in development 

of sports. According to public relation researchers, today, 

the social media is a strategic tool to develop brands in 

industries. It is a cost-effective medium which allows 

extensive communication and interaction with consumers. 

For this reason, in recent years, the companies have con-

sidered social media to attract customers. The interaction 

between sports national brand and media has provide 

many challenges for sports brands managers and experts 

and media managers and experts. Undoubtedly, all these 

groups aim to develop sport and sport's national brands. 

There is a significant relationship between brand name, 

price, promotion, quality of services and products, pro-

duction method, and store environment and loyalty to 

sports brand clothes brands (19). The researchers state 

that the brand equity is a communicative mediator be-

tween brand loyalty and brand reputation and manage-

ment. In both samples, there is a significant relationship 

between brand loyalty, patriotism, and success (20). Con-

sidering literature on media and brand loyalty in sports 

industry, it should be noted that the conducted research 

have not obtained same results. According to needs of 

industries and countries, a series of factors have been 

evaluated; this limitation is more pronounced in develop-

ing countries than western countries. The lack of research 

in this area is more prominent in Iran. Therefore, it is 

necessary to know that how media influence on customer 

loyalty to sports national brands and how they act to ob-

tain loyalty to national brand. Although many years have 

passed from sports brands flourishing in Western coun-

tries, including America, this issue has remained un-

known in developing countries, especially Iran; this is 

more evident in sport manufacturing industry (Iranian 

sports brand). Most studies of media and national brand 
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have been conducted in western and developed countries, 

while the national brand in developing countries suffers 

from lack of academic literature and science compared 

with developed countries (21). Considering few studies 

which have been conducted in developing countries and 

have focused on failure, implementation, and role of me-

dia in national sports brand loyalty, there is still a need to 

conduct study in this area (22). The study of impact of 

media on national sports brand loyalty is a method which 

may minimize failure of branding projects (23). There-

fore, the literature of media and its role in national sports 

brand loyalty need more scientific and practical coopera-

tion. In line with other developed countries in studying 

media impact on customer loyalty to sports national 

brand, this study aims to investigate the effect of media 

on sports national brand loyalty to provide guidelines and 

recommendations to help industry managers in manufac-

turing field of sports industry in Iran. Also, this study 

aims to answers these questions: how a specific strategic 

decision of media may impact on brand? How the media 

may proceed in line with strategic objectives of national 

brand? What tactical plans should be adopted to reach the 

desired place? It is hoped that the results of this study 

help to organize customer-oriented activities, perform 

branding in manufacturing section of Iran's sports indus-

try, and enable sports managers to use modern methods, 

obtain more profits, attract more people to invest and 

work in sports section, increase competition in this area, 

and encourage manufacturers to improve the quality of 

their products to gain market such that the import of 

products from other countries will not be needed and the 

sports in Iran, like many developing countries, will be a 

productive and profitable factor. 

 

Methodology 

This was descriptive correlation survey study. The 

population consisted of sports experts and managers in 

Isfahan in 2016 (N= 100). Due to limited number of 

population, all of these sport managers and experts which 

were familiar with sports brand were selected as sample. 

A researcher made questionnaire was used to evaluate the 

media's role in developing and promoting sports national 

brand. This questionnaire had two sections: first part 

included demographic characteristics and second part 

contained research questions. The second section consist-

ed of 55 questions about the role of mass media in pro-

moting national brand of sports and used 5-point Likert 

scale. The culture building, information, loyalty, and 

social participation factors were evaluated by 12 (1 to 12), 

15 (13 to 27), 13 (28 to 40), and 15 (41 to 55) questions, 

respectively. Using validity formula and factor analysis, 

the validity of questionnaires was determined by 10 brand 

and sport management experts to be 0.86. Then, to deter-

mine the reliability, the questionnaires were distributed 

among 30 experts and managers; the coefficient of relia-

bility was calculated by Cronbach's alpha and determined 

to be α= 0.84. Using SPSS (version 22), the descriptive 

(frequency, percentage, mean, and standard deviation) 

and inferential (Pearson correlation coefficient, analysis 

of variance, and Friedman test) statistics were used to 

analyze the data at error level of 0.05.  

 

Findings 

The descriptive findings show that of 100 participants, 

36 were women and 64 were men. The work experience 

of %42.8 of participants was 10 to 15 years and %47.4 

participants had a master’s degree. The mean and stand-

ard deviation of culture building for using sports national 

brands, information and introducing a variety of national 

brands, training brand loyalty, and social participation 

were (2.06) and (SD= + 0.83), (1.67) and (SD= + 0.76), 

(2.40) and (SD= + 0.71), and (2.34) and (SD= + 0.77), 

respectively. 

The results of correlation test showed that there is no 

significant and positive correlation between affective 

factors of media (culture building, information, loyalty 

training, and community participation) and mass media 

(table 1). 

According to table 2, there is no significant and posi-

tive correlation between effective factors of media and 

media types (table 2, 3). 

According to table 4, the multiple correlation coeffi-

cient for media factors affecting national brand loyalty 

and dependent variable is R= 0.656 and the coefficient of 

determination is 0.11. This means that %11 of variance in 

national brand loyalty is significantly explained by 3 

independent variables (table 4). 

Using Enter method, a significant model was obtained. 

The adjusted R squared and p <0.005 in this model 

explain 0.416 percent of model variance. These three 

independent variables explain only 11 percent of effect on 

brand loyalty. So, this fact should be noted that only 11 

percent of loyalty is significantly explained by these three 

variables and 89 percent of variance in loyalty is still 

unexplained (table 5). 

The Friedman test was used to compare mean scores 

of media factors affecting national brand loyalty and the 

results showed that among these factors, the training of 

loyalty to sport national brands is the highest priority 

(2.43/2) and the information and introduction of various 

sports national brand is the lowest priority (1.96) (Table 

6). 

Among media, the TV is the first priority (1.01) and 

the newspapers and magazines is the last priority (0.76) 

(table 7). 

 

 

Discussion and conclusion 

The results of inferential analysis of data in table 1 

show that there is no significant and positive relationship 

between media effective factors (culture building, infor-

mation, education of loyalty, social participation) and 

mass media. It is also observed that the multiple correla-

tion coefficients for relationship between media factors 

affecting national brand loyalty and dependent variable is 

0.656 and the coefficient of determination is 0.11; this 

means that %11 of variance in national brand loyalty is 

significantly explained by four independent variables. The 
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three media together create only %11 of variance in na-

tional sports brand loyalty; this is a very low level. So, 

this fact should be noted that only 11 percent of loyalty is 

significantly explained by these four variables and 89 

percent of variance in loyalty is still unexplained. In other 

words, there are other variables which are important for 

brand loyalty, but are not considered in this study. The 

high priority of training loyalty to national brands which 

is given by media is due to this fact that in recent years, 

the media have tried to encourage people to buy Iranian 

goods and support economical resistance. However, ac-

cording to most scholars, no training will have positive 

impact without culture building. The mere focus on train-

ing of loyalty will not be a good method, unless with 

culture building and proper information. The information 

which was in third place is one of the basic principles of 

media impact on national brand loyalty. If people do not 

have enough information about the value of national 

brand, they will not be loyal to it. The provision of infor-

mation about sports national brand types is an essential 

role of media and the main need of customer for loyalty to 

brand. According to findings, it may be said that the cul-

ture building to use sports national brands is an infrastruc-

ture which is needed to encourage people to be loyal to a 

particular brand of goods and services. The findings 

showed that the mass media has played an insignificant 

role in culture building of brands, especially sports 

brands. The culture building for sports brand consumption 

may help to flourish national sports brands. This findings 

is consistent with findings of Mousavi et al. (2014), Ja-

vadein et al. (2007), Heidarzadeh et al. (2009), Soltan 

Husseini et al. (2010), Alizadeh (2010), and Sajadi et al 

(2013) (24,17, 25, 26, 27, 28). Also, the information of 

using national sports brands is an essential part to encour-

age people to be loyal to a particular brand of goods and 

services. According to findings, the mass media have paid 

less attention to brand, especially sports brands. Also, the 

findings showed that the training of being loyal to nation-

al sports brands is determined to be first priority by me-

dia. This is an effective factor, but the mere training of 

goods consumption and neglecting the culture building 

and informing is doomed to fail. If the culture and foun-

dation of brand loyalty is not strengthened and the infor-

mation of sport-specific goods and brands is not provided 

by media, the media may not have a significant impact on 

sports brand loyalty. This is consistent with findings of 

Mousavi et al. (2014), Moharramzadeh et al. (2013), Mira 

et al (2012), and Soltan Husseini et al (2011) (24,16, 29, 

26). 

According to findings, it was concluded that the social 

participation is determined to be second priority by me-

dia. This is one of the basic and infrastructure factors, but 

it may be seen that there is no positive and significant 

relationship between media and social participation of 

people to support brand, especially sports national brand. 

In his study, Home (2005) found that the mass media pay 

attention to social participation in sport to provide content 

in order to attract audiences (30). The increasing econom-

ic pressures on mass media, especially television and the 

economic benefits of sports participation against other 

television programs (such as display, documentation etc.) 

caused they consider sport as a low-cost, attractive, con-

sistent, and spectator-oriented thing. The social participa-

tion in sports was considered as an economic community 

in political economy of media and the sports developed 

from local to international areas (Home, 2005) (30). The 

findings of this study showed that the media’s social fac-

tor and social participation have a significant impact on 

economic development of a country and certainly may 

have a significant impact on development of sport. This is 

not consistent with findings of present study. 

According to findings, I may be said that there is no 

significant and positive correlation between customer 

loyalty and strengthening of loyalty to sports national 

brand by media; this indicates that if the customer aware-

ness and information of national brand products attributes 

will be more, the products will met the needs and de-

mands of customers, and the customers perceive that their 

desired brand provides healthy, high quality, and cost-

effective products, the customers will adopt the brand 

with knowledge and positive attitude. Therefore, the con-

sumer knowledge helps to reduce the complexity of in-

formation and brand's suspicions and this process will 

ultimately lead to brand loyalty. This is important because 

it leads to specific behaviors such as increased purchase 

volume, expressing advantages of company, and recom-

mending products to friends and relatives. In this way, 

they show that they are committed to company. There-

fore, the use of media may transform customers into 

brand loyal. Therefore, the media participation will be a 

key issue. Considering the implicit changes and this fact 

that people should be trained to have a sports national 

brand loyalty, they senior management and media cooper-

ation should be considered. These findings show that the 

duties of senior management to strengthen the brand in-

clude creating a suitable environment for doing business, 

using progressive social and economic policies, responsi-

bility and commitment towards brand, creating a safe and 

secure environment, and effective performance. Accord-

ing to findings, the media should try to shape, direct, and 

establish an appropriate perception of brand in mind of 

customer. In this regard, the factors which increase brand 

loyalty should be known and strengthen to achieve cus-

tomer loyalty and brand strengthening. Finally, it may be 

concluded that the upgrade of these components increases 

customer loyalty to brand and this loyalty may have many 

benefits including reduced cost of attracting new custom-

ers, reduced sensitivity of customers to changes and pric-

es, increased barriers for entry of new competitors, and 

increased revenue growth. One of the ways to create loy-

alty in customers is that the media should extend their 

focus beyond marketing strategies to customer satisfac-

tion to develop brand equity and trust among customers. 

The creation of a database by brand owner which identi-

fies the various needs of different customers may play an 

effective role in strengthening sports brand loyalty. This 

is consistent with findings of Mira et al. (2012) and Kash-

kar et al. (2012) (29, 31). 



  

Science and Education, Special Issue, 3, 2017                   357    

 

References 

1. Esmaieli N. Evaluation and selection of appro-

priate promotion mix Premier League football for profes-

sionals using AHP. Unpublished M.A. dissertation, Teh-

ran University. 2009. 

2. Brad RH, Ruseski j. The Size and Scope of the 

Sports Industry in the United States, international associa-

tion of sports economics.  IASE/NAASE Working Paper 

Series. 2008; 8-11. 

3- Lorenzo A, Baalen P,  Pilotti L. Marketing 

knowledge management in strategic adoption of a CRM  

solutions: global supports and applications in Europe. 

Working Paper n.3 2005. 

4- Gheiami Rad, A, Moharramzadeh M. Survey 

marketing strategies for the promotion and development 

of sports in Iran. Journal of movement. 2008; 39, 175-

192.  

5- Kapferer Zh. Strategic management brand. 

Translated by  Sina Qorbanloo. First Edition, Tehran, 

mobaleghan. 2006.  

6- Veioutsou C. Brand as Relationship Facilitators 

in Consumer Markets. Journal of Marketing Theory. 

2009; 9(1), 127-130. 

7- Huber F, Vogel J, Meyer, F. When Brands Get 

Branded, Journal of Business Research. 2009; 9(1), 127-

130.     

8- Gheiami Rad A, Moharramzadeh M. Survey 

marketing strategies for the promotion and development 

of sports in Iran. Journal of movement. 2008; 39, 175-

192.  

9- Aaker D. Measuring Brand Equity Across prod-

ucts and Markets, California Management Review. 1996; 

38(3), 102-120. 

10- Keller KL. Strategic brand management: build-

ing, measuring, and managing brand equity third edition, 

Pearson Higher Ed USA. 2007. 

11- Haji Zamanali A. A framework for implementa-

tion of customer relationship management in organiza-

tions, Unpublished M.A. dissertation, Tarbiat Modares 

University. 2004.  

12- Bamdad Sofi J, Karimi S, Mirab Astaneh P. 

CRM Performance Evaluation Iran Khodro based on 

BSC. Journal of Management Studies improvement and 

progress.2009; 61,167-191.  

13- Androf, W, Nis ZH. Economics of Sport, transla-

tion Allahverdi jazayeri, Second Edition, physical educa-

tion, science and sports. 2005.   

14- Welz W, Berent J,  Moriarty S. Commercials, 

principles and practices, translated by Sina Qorbanloo. 

2009, Second Edition, Tehran, mobaleghan.  

15- Mohhammadoian M. Advertising management 

from the perspective of marketing, Fourth Edition, Teh-

ran.2006. 

16- Moharamzadeh M, Akbari R. The relationship 

between Customer loyalty and strengthen professional 

football and volleyball leagues National brand in Iran. 

Applied research in sport management, 2006; 4, 71-78.  

17- Javadeen SR, Shams R. Determinants equity 

footwear brand sport among the younger age groups, 

Humanities and social sciences Letters Manage-

ment.2007; 7 (25|), 73-96.  

18-  Afshari M. Studying the effect of how brand 

marketers to increase sales due to consumer brand per-

sonality and character, Business Management, Science 

Research and Technology University, 2009. 

19-                                                                                                                                            

Foong Yee, W, Sidek Y. Influence of brand on consumer 

sportswear. International journal of Economics and 

Management, 2008; 221-236. 

20- Filo K, Funk DC. Exploring the role of brand 

trust in the relationship between brand associations and 

brand loyalty in sport and fitness. International Journal 

Sport Management and Marketing, 2008; 3: 39-54. 

21- Amiri Y. The survey of quality of services, cus-

tomer relationship management and CRM programs in 

banking system optimization techniques using TOPSIS 

(case study: Tejarat Bank Shiraz). Journal of Industrial 

Management Faculty of Humanities, Islamic Azad Uni-

versity of Sanandaj, 2009; 4(10), 43-56.  

22- Ghasemi H. The role of mass media in the devel-

opment of sports, Unpublished Ph.D.  Dissertation, Islam-

ic Azad University, Science and Research Branch of Teh-

ran. 2007. 

23- Almotairi MA. Evaluation of the Implementation 

of CRM in Developing Countries, Unpublished Ph.D 

dissertation, University of Brunel Business School Brunel 

University.2008. 

24- Mosavi H. The communications revolution, Teh-

ran, Rahro.2014.  

25- Heidarzadeh K, Ghafari F,  Asadollahi A. Study-

ing the effect of brand and brand relationships on pur-

chase behavior of customers, International Brand Confer-

ence. 2009; 143.  

26- Soltanhosseini M, Nasr Esfahani D, Javani V, 

Salimi M. Determine the relative contribution of brand 

association, brand loyalty among fans of Major League 

Soccer Iran. Tehran University. Journal of Sport 

Management. 2010; 9, 87-107.  

27- Alizadeh Gholrizi A. Factors affecting the loyal 

fans of the brand's most popular professional league foot-

ball. Unpublished M.A. dissertation, Tehran University. 

2010. 

28- Sajadi N, Khabiri M,  Alizadeh Gholrizi A. Fac-

tors affecting the loyal fans of the brand popular profes-

sional league football clubs, sport management stud-

ies.2013; 18, 81-100.  

29- Mira SA, Karimi Harisy S. The effect of media 

and non-media advertising on brand equity. Journal of 

Business Administration. 2012; 4(4|), 107-126.  

30- Home, J. Sport and the Mass Media in Japan. 

Sociology of Sport Journal. 2005; 22: 415- 432.                                                                                                                                                                                                                                                                                                                                                                                          

31- Kashgar S, Ghasemi H, Tojari F. Sports Market-

ing Management. Second Edition, Tehran, Science and 

move.2012.  



  

Science and Education, Special Issue, 3, 2017                   358    

 

Table 1: Correlation between effective factors of media and mass media 
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Television  1       

Radio 0.07 1      

Newspapers and 

magazines 

0.08 0.09 1     

Culture building  0.06 0.04 0.04 1    

Information  0.03 0.01 0.09 0.02 1   

Training of 

loyalty 

0.02 0.04 0.01 0.04 0.07 1  

social 

participation 

0.02 0.03 0.06 0.02 0.08 0.06 1 

 

 

Table 2: Correlation between impact of media and media types 

Components of 

media influence 

Type of 

correlation 

coefficient 

r Sig 

Culture building  Pearson 0.36 0.43 

Information Pearson 0.49 0.2 

Training of loyalty Pearson 0.46 0.67 

Social participation Pearson 0.45 0.56 

 

 

Table 3: ANOVA 

Model  Sum of squares  df  Mean of squares  F  Sig 

Correlation  

Remaining  

Total  

54.28 

71.64 

12.77 

2 

192 

197 

10.82 

0.37 

29.01 0.001 

 

Table 4: Adjusted R squared value 

Model  Correlation 

coefficient  

Coefficient of 

determination  

R-square  

1 0.65 0.11 0.41 

 

Table 5: standardized and non-standardized regression coefficients of variables 

 Beta  SE B β Sig 

Culture building  0.06 0.05 0.05 0.36 

Information 0.008 0.32 0.01 0.8 

Training of loyalty -0.11 0.29 -0.05 0.09 

Social participation 0.08 0.34 -0.09 0.06 

 

Table 6: Results of Friedman test 

Media influential factors on loyalty Mea

n of 

ranking 

Priori

ty  

Test significance  

Culture of use (consumption) sports national brands 2.11 3 Tot

al 

number  

100 

Information and introduction of various sports national 

brand  

1.96 4 
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Training of loyalty to sports national brands 2.43 1 X2 73.88 

Social participation 2.33 2   

 

Table 7: Results of Friedman test 

Mass media Mean 

of 

ranking  

Prio

rity  

Test significance  

Television  1.01 1 Total 

number  

100 

Radio 0.96 2 

Newspapers and 

magazines 

0.76 3 X2 73.88 

 

 

 

 

 

_____________________ 


