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Abstract

The purpose of the current research was to provide a model of factors
influencing the brand identity of karate sports in Iran. This research was in the
category of applied research, and its implementation method was exploratory-
survey. Also, qualitative statistical method was used in this research. The
statistical population of this research included; senior sports managers,
university professors with marketing, brand and sports management expertise,
as well as scientific and practical expertise of these individuals in the field of
karate, coaches, veterans, referees, club managers and karate athletes (at least
5 years in the scientific field and with a national medal in karate) at the
national level. The sampling method in the section was purposeful. Sampling
was carried out until theoretical saturation and a total of 16 interviews were
conducted. The interviews were entered in the form of a file in the input of the
MAXQDA qualitative analysis software version 11; Finally, the data analysis
method was carried out using grounded theory (Rockward Glaser) and a
model of factors affecting the brand identity of karate in Iran was drawn. The
results showed; In the coding stage, 60 codes were identified, in the axial
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coding stage, 10 codes were identified, and in the theoretical coding stage, 3
codes were identified. One of the factors affecting the brand identity of karate
in Iran was cultural factors; this group of factors included concepts such as
essence, symbol, norm, and human resources. The results showed that one of
the factors affecting the brand identity of karate in Iran was interaction factors;
this group of factors included concepts such as; technical, imagery, and media
factors. The results showed that one of the factors affecting the brand identity
of karate in Iran was reputation factors; this group of factors included concepts
such as; internal branding, performance, and national and international
communications. The results of the present study showed that the brand
identity of karate in Iran is influenced by three main categories of cultural,
interactional, and reputational factors. Cultural factors, emphasizing moral
and historical values, present karate as part of the national identity of Iranians.
Interactional factors, focusing on technical, imaging, and media aspects, add
to the dynamism and attractiveness of this sport. Also, reputational factors,
through domestic branding, sports performance, and international
communications, establish Iranian karate as a reputable and influential sport
at the global level.

Extended Abstract

Introduction

Branding is a useful marketing tool in market communication, so the
redefinition and management of sports club brands has attracted increasing
research attention (17). These tendencies are especially evident in the field of
professional sports (7). From a marketing perspective, generalizations about
the creation and management of a sports club brand are not advisable (13).
Sport is a specific social phenomenon. For example; focusing on the sports
club brand raises dilemmas regarding its characteristics that are useful and
desirable in relation to the public. (5; 17).

In practice in sports clubs, there is a frequent conflict of opinions about
whether the brand is based on its image or its identity. Recent research
findings show the consequences of disagreements in the image and identity of
a sports club on the perception of its brand (17). In a scientific approach to
this issue, it is necessary to analyze the image of the sports subject with
possible reflections on its defined vision and mission. If there are conflicts in
this regard, the possible existing image of a sports organization is not a
recommended platform for brand management activities (9). The identity of a
sports club reflects its past, present and future. The image of a sports club
reflects the current perception of its reality. Significant consequences for the
image of a sports club can be the result of past and present sporting results and
all matters related to its members, fans and official representatives. The image
may change (2). The current image of a sports club may be due to specific
circumstances and events of public interest and the characteristics of a
particular sport. These are only some of the reasons why the actual image of
a brand in sports can differ from its vision and mission. All these reasons
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indicate that in brand management activities in sports it is necessary to
evaluate the question of whether it should be based on its existing image or
not (4).

Methods

This research was in the category of applied research, and its implementation
method was exploratory-survey. Also, qualitative statistical method was used
in this research. In this research, data collection was done through interviews
and theoretical foundations, and the final qualitative model was presented.
The statistical population of this research included; senior sports managers,
university professors with marketing, brand and sports management expertise
as well as scientific and practical expertise of these individuals in the field of
karate, coaches, veterans, referees, club managers and karate athletes (at least
5 years in the scientific field and with a national medal in karate) at the
national level. The sampling method in the section was purposive. Sampling
was done until theoretical saturation and a total of 16 interviews were
conducted.

After each interview, texts were extracted from the tape and before
proceeding to the next interview, the data were coded. Three stages of open,
axial and selective coding will be performed on the data. For this purpose, the
data was first read line by line and after implementing the interview text in the
form of a file in the WORD word processor version 2019, it was entered into
the input of the MAXQDA qualitative analysis software version 11; finally,
the data analysis method was carried out using grounded theory (Rockyrd
Glaser) and a model of factors affecting the brand identity of karate in Iran
was drawn.

Results

The results showed that one of the factors affecting the brand identity of karate
in Iran is It was cultural; This group of factors included concepts such as
nature, symbolism, normative, human resources. The results showed that one
of the factors influencing the brand identity of karate in Iran was interactive
factors; This category of factors includes concepts such as; The technical
factors were imaging and media. The results showed that one of the factors
affecting the identity of the brand of karate in Iran was the prestige factors;
This category of factors includes concepts such as; Internal branding was
functional and national and international communication. Based on the
presented model of the factors affecting the brand identity of karate in Iran, it
was found that cultural, interactive and prestige factors play a central role in
shaping and strengthening the brand identity. These factors can influence not
only the attractiveness and acceptance of karate among domestic athletes and
fans, but also help to improve its status at the international level.

Conclusion
The results showed that one of the factors affecting the brand identity of karate
in Iran is It was cultural; This group of factors included concepts such as
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nature, symbolism, normative, human resources. The results showed that one
of the factors influencing the brand identity of karate in Iran was interactive
factors; This category of factors includes concepts such as; The technical
factors were imaging and media. The results showed that one of the factors
affecting the identity of the brand of karate in Iran was the prestige factors;
This category of factors includes concepts such as; Internal branding was
functional and national and international communication. Based on the
presented model of the factors affecting the brand identity of karate in Iran, it
was found that cultural, interactive and prestige factors play a central role in
shaping and strengthening the brand identity. These factors can influence not
only the attractiveness and acceptance of karate among domestic athletes and
fans, but also help to improve its status at the international level.
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