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ABSTRACT
Objective: The present study aimed to propose a comprehensive model of identity marketing
in professional sports.

Methodology: A mixed-methods design (qualitative—quantitative) was employed. In the
qualitative phase, based on grounded theory (Glaser’s approach), data were collected through
semi-structured interviews with 17 university professors, experts, and sports marketing
managers selected via theoretical sampling, and analyzed through open and selective coding. In
the quantitative phase, the resulting model was validated and prioritized using the Analytic
Hierarchy Process (AHP) and a researcher-made pairwise comparison guestionnaire, with the
participation of 12 experts in sports marketing selected through purposive and criterion-based
sampling.

Results: The qualitative findings led to the identification of 84 final concepts organized into
several theoretical categories that explained the key dimensions of identity marketing from the
participants’ perspectives. These categories included audience-brand identity formation, brand—
audience interaction in the digital context, brand identity construction, and contextual enablers
of identity marketing. The quantitative analyses confirmed and prioritized these categories in
the final model, with audience-brand identity formation identified as the most significant factor
in identity marketing in professional sports.

Conclusion: The proposed model demonstrates that identity marketing in professional sports
goes beyond traditional approaches and requires a deep understanding of the psychological,
social, and symbolic connections between the brand and its audience. Focusing on strengthening
audience identity, increasing digital engagement, and constructing a strong and coherent brand
identity can lead to sustainable audience connections, greater loyalty, and active participation.
Keywords: Analytic Hierarchy Process; Digital Marketing; Sports Branding; Sports Fans;
Sports Management
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Extended Abstract

Introduction and State of Problem
n recent decades professional sport has become a high-impact economi

selves have gained prominence (Smith et al., 2024; Kim &

2023). Despite this shift, an actionable, culturally grounded

marketing for professional sport—especially in contexts such
This study addresses that gap by generating a theory-driven
empirically prioritizing its components to produce a mana
sport organizations.

Methodology

coding technigue to preduce Msual/theorgtical representationd\ ThevretiGal sampling continued
until saturation; analysis employ: ang triangulation (multiple

cateyqries and subdimensions informed a researcher-
welve, experts (selected on academic and applied
criteria: scholarly or managerial expertise ¥ harketing, executive experience, and
familiarity with~identity marketing) completed the paitwise comparisons. Content validity was
reviewed Py sport magagement faculty; Expert Zhtice software computed weights and ranks.
Consistenty/ ratioss\gwerexexamined for each respondent (mean CR = 0.049), confirming
criptive  statistics (means, SDs) summarized respondent
edure produced weighted priorities for four principal factors
prioritized, empirically grounded model for identity

In the quantitative phase, emerge
developed pairwise AHP gquestionnaire.

(3) sports brand identity construction, and (4) contextual foundations of
identity-based ‘narketing. These categories comprised twelve subdimensions, including
psychological-sgeial attachment, brand-based self-expression, shared emotional experiences,
active social media presence, personalization, symbolic elements, storytelling, cultural and
generational characteristics, as well as socioeconomic and technological enablers.
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The AHP analysis quantitatively validated these components and established their relative
priorities. Audience—brand identity formation obtained the highest overall weight (0.312),
followed by brand-audience digital interaction (0.273), sports brand identity con
(0.238), and contextual foundations (0.177). Consistency ratios across expert judg
within acceptable thresholds (overall CR = 0.049).

At the subcategory level, psychological-social attachment emerged as the most i

use of symbols and signs (0.136). Other relevant subdimensions i
generational characteristics (0.099), brand-based self-expression (0.093), &
brand experiences (0.081). Technological and media developments, whilg
weight (0.022), were understood as important enabling factors.

(S

engagement, form the core of identity-based marketing. Th . _8,
clear and actionable framework to guide managers in gthgniag augience loyaltyy qdvocas s?_;
and active participation. =
_ A\ g

Discussion and Conclusion 2
in professional.sport is”a multi- =

tention to intrapersonal =

izational (brand symbolism @

icaty dimensions. The g

formagiop—especially psycholQgicgk-social attachment— o

alues are the principal =1

his aligns with evidence that identity congruence g

f-mouth advocacy. Managers should therefore fi

treat identity cultivation not as an ancillar nication tactic but as a strategic objective 8
embedded in programming, merchandising, an igpCe design g
Digital engagement surfaced as the second majog pillar: active social media presence, two- ,"a'

4 onalization significantly ampfify identity processes by enabling co- %2)

nd tixgely emotional connection. Consequently, investment in interactive %

s, fan persgnalization systems, and community management is likely to yield =

eanwhile, symbolic practices—Ilogos, rituals, storytelling, %

Mlate abstract brand meanings into tangible cues that g

munity programs and emotionally resonant narratives; second,
ed digital engagement; third, reinforce symbolic coherence through

contexts. Theoreti y, the study contributes a contextually grounded, empirically weighted
framework that bridges inductive theory-building and decision-oriented prioritization—addressing
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a key gap in applied sport marketing literature. Limitations include cross-sectional desjgn and
context-bound sampling; future research should test the model longitudinally and across cultu

Originality/Value
Despite the growing body of research on identity marketing, there remains a notab

enhance sustalned loyalty and active audience engagement,
framework to support managerial decision-making.
Research Limitations/Implications

Despite presenting a comprehensive and practically oriented
limitations inherent in qualitative research. Specifically, 2
potential participants were unable or unwilling to parf
limitations were managed through erX|bIe intervie
of participants W|th compara
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