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Abstract

Objective: This study aimed to investigate the effect of perceived quality and brand attachment on brand
commitment in Sistan and Baluchistan province professional athletes.

Methodology: This study was a descriptive-correlative type that was administered as a field study. The
population of this study included all professional athletes (participants in national championship and national
teams selection competitions) of Sistan and Baluchistan (270); among them, 159 persons were selected by
cluster sampling method. Data collection tools were standard questionnaires, including brand attachment(Zhou
etal.,2012), perceived quality(Kajouri, 2010) and brand commitment(Momen, 2014). Convergent and divergent
validity indices were used to measure the validity, and the reliability of the research instrument was evaluated
using Cronbach's alpha and composite reliability methods. The analysis method used is a structural equation
modelling technique.

Results: Findings indicated that perceived quality and brand attachment directly and significantly impact
professional athletes' brand commitment. (boxing, kabaddi, martial arts, wrestling, futsal, football, volleyball,
and athletics)

Conclusion: The findings of this study show that organizations, companies, and Producers of goods and services
involved in meeting the different needs of athletes create and select symbols, designs, and everything related to
their associations and perceptions, increasing their brand attachment. Also, they should perform plans suitable
to the individual and collective tastes of the athletes to evaluate the psychological stimulation, motivation, and
innovations in the products to improve athletes' perceptions of the brand and, consequently, increase their brand
commitment.
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Extended Abstract

Summary

The current research investigated the effect of perceived quality and brand attachment on brand commitment in
Sistan and Baluchistan province professional athletes. This research method was applied, and descriptive
correlation was used for different purposes. The results indicated the significant and direct effects of perceived
quality and brand attachment on brand commitment in professional athletes. The findings of this study suggested
that the organizations, companies, and Producers of goods and services involved in meeting the different needs
of athletes create and select symbols, designs, and everything related to the associations and perceptions of
athletes to increase their brand attachment.

Introduction

One of the most important sources of power in sports for achieving sports-economic goals is the position and
capacity of sports marketing. Given the dynamic, ambiguous, and variable environment organizations face,
organizations must pay more attention to customer behavioural tendencies and effective customer
communication (1). In today's quality-driven, customer-centric world, the customer is the focal point of
operations, and customer orientation forms the foundation of all business and economic activities (2). Attention
to the concept of branding and brand development is one of the factors affecting the success of various
production and service organizations, including sports organizations, in the discussion of customer orientation,
which can lead to an effective relationship with customers through reputation and attractiveness. One of the
most critical relationships between consumers and brands is commitment. Brand commitment reflects the
consumer's positive attitude toward the brand (3).

On the other hand, brand attachment is a significant factor in purchasing products across various industries,
especially in the sports industry, contributing to the survival of sports brands (4). Also, perceived brand quality
is one of the influential factors in brand evaluation based on consumer attitudes, reflecting the degree and extent
of'a consumer's perception of brand quality based on their subjective evaluation (5). A review of existing studies
shows that, although numerous studies have highlighted the importance of brand commitment and loyalty, there
was less research specifically examining the relationship between these components in the context of sports
products from various domestic and foreign brands used by athletes in sports clubs. Therefore, there is a need
for a comprehensive and practical study to investigate the effect of perceived brand quality and brand attachment
on brand commitment among athletes.

Methodology and Approach

This research method was applied, and descriptive correlation was used for different purposes. The statistical
population included all professional athletes (participants in national championships and national teams'
selection competitions) of Sistan and Baluchistan province, 270 people. The statistical sampling method was
the Random cluster; 159 persons were selected, and the same number of questionnaires were distributed among
the statistical sample. To collect data, questionnaires on brand attachment (Zhou et al., 2012), perceived quality
(Kajouri, 2010) and brand commitment (Momen, 2014) were used. The amount of face and content validity was
confirmed using the opinions of sports management specialists. Moreover, the overall reliability of the
questionnaires was checked using Cronbach's alpha coefficient, and values of 0.89, 0.91, and 0.82 were
calculated for brand attachment, perceived quality, and brand commitment, respectively. Convergent and
divergent validity indices were used to measure the validity. SPSS version 23 software was used to perform
descriptive statistics, and in the inferential statistics section of structural equation modelling, Smart PLS
software version 3 was used.

Result and Conclusion

Demographic findings showed that 54.1% were men and 45.9% were women. 33.1% had more than 10 years,
and 69.9% had less than 10 years of sports experience. The highest frequency of 56.7% related to bachelor's
education was reported. To evaluate the research hypotheses, if the value of T is greater than the absolute value
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of 1.96, there is a positive effect, and the hypothesis is significant. The variable of perceived quality had a
positive and significant relationship with brand commitment (t=5.03). Also, brand attachment has a positive and
significant relationship with brand commitment (t=4.11). Based on the findings of this study, it can be
acknowledged that perceived quality and brand attachment are two influential factors affecting brand
commitment to sports products, which can influence consumers' commitment to these products, leading to long-
term use of a particular brand by athletes. Today, branding has become a significant issue in various business
fields, which can contribute significantly to economic growth and optimal management by creating a new range
of production and provision of products and services in various industries (6). The sports industry can also
benefit significantly from this advantage. Given the meaningful relationship between perceived quality and
brand commitment among athletes in the Sistan and Baluchestan provinces, perceived quality is a key factor
influencing consumer loyalty, satisfaction, trust, and commitment to a brand. This component plays a significant
role in branding, encouraging repeat purchases and fostering a sense of commitment and loyalty toward the
brand. In other words, perceived quality can sustain consumers' long-term intention to purchase from a specific
brand, cultivating brand commitment. This commitment is both emotional and sentimental, leading to continued
brand usage. Also, in explaining the significant relationship between brand attachment and brand commitment,
brand attachment is one of the factors affecting consumers' trust and satisfaction with a specific brand. This
attachment results in repeat purchases and frequent usage, creating a sense of identification with the brand.
Consumers who feel a sense of unity with the brand perceive it as part of their identity, fostering a sense of
security and confidence when interacting with it. They rely more on the brand to meet their expectations.
Consumers who trust a particular brand are less likely to switch to competitors, even if superior products are
offered, demonstrating their commitment to their chosen brand. In general, organizations and companies
producing sports goods and services should build trust and satisfaction among athletes to influence their desire
and willingness to use a particular brand for the long term and create brand loyalty in them, which can lead to
commitment to the brand.
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Table 1. Descriptive results related to research samples
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Table 2. Cronbach's alpha values, composite reliability and convergent validity of research variables
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Table 3. Divergent validity of the measurement model based on Fornell and Larcker criteria
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Figure 1. Path coefficients and structural model fit using coefficient of determination values
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Figure 2. Standardized coefficients of the research model (fitting the structural model using significant
coefficients)
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Table 4. Hypotheses and results
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