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Abstract

Sports startups play an unparalleled role in the development of today's societies and
various aspects and characteristics of marketing can be related to the performance
of these businesses. In this regard, the present study was conducted with the aim of
modeling the relationship between storytelling marketing and marketing
intelligence with the performance of sports startups. This research is of an applied,
descriptive and correlational type that was conducted in the field. The statistical
population of this study was all employees, managers, experts and activists in the
field of sports startups. Considering the number of the statistical population, which
was 460 people and using the Krejci and Morgan table, 210 people were determined
as a statistical sample and selected using stratified random sampling. The data
collection tools were the storytelling marketing questionnaires of Sehat and Khairy
(2019), marketing intelligence of Venter and Renzberg (2014) and the performance
of sports startups of Hersey et al. (2001). Data analysis was also performed using
descriptive statistics and structural equation modeling tests in SPSS23 and
SmartPLS3.1.1 software at a significance level of 0.05. The results of the study
showed that the research model has a good fit and that storytelling marketing
(t=11.415) and marketing intelligence (t=8.792) have a direct and significant
relationship with the performance of sports startups. Therefore, using storytelling
marketing and marketing intelligence to improve the performance of sports startups
is very useful and effective and helps them on their way to success.
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EXTENDED ABSTRACT

INTRODUCTION

Sports startups play an unparalleled role in the development of today's societies and various aspects and characteristics
of marketing can be related to the performance of these businesses. Considering the not-so-good performance of sports
startups in the country and also considering that, unlike other countries, unfortunately, in Iran, the importance of
storytelling marketing and marketing intelligence in sports startups, has not been properly clarified and promoted and
sufficient research has not been conducted either in Iran or abroad in the field of storytelling marketing, marketing
intelligence and the performance of sports startups, the present study was conducted with the aim of modeling the
relationship between storytelling marketing and marketing intelligence with the performance of sports startups.

METHODOLOGY
The research method is descriptive and correlational, which was conducted in the field using a standard questionnaire.

It is also applied in terms of purpose, quantitative in terms of data type, library and field data collection method and
structural equation modeling in terms of data analysis. The statistical population of this study was all employees,
managers, experts and activists in the field of sports startups. Considering the humber of the statistical population,
which was 460 people and using the Krejci and Morgan table, 210 people were determined as a statistical sample and
selected using stratified random sampling. The instrument used to collect data on the research variables was a
questionnaire consisting of four sections. The first section of the questionnaire included four questions on age, gender,
education, and work history, which were used to collect demographic information and the other three sections included
three standard questionnaires, storytelling marketing questionnaires of Sehat and Khairy (2019), marketing
intelligence of Venter and Renzberg (2014) and the performance of sports startups of Hersey et al. (2001). Data
analysis was conducted in two parts: descriptive and inferential. In the descriptive part, demographic information and
description of research variables were examined, and in the inferential part, structural equation modeling test was
used. All analyses were performed in Spss23 and SmartPLS3.1.1 software at a significance level of 0.05.

RESULTS

At the beginning of the findings section, the demographic information of the participants in the study as well as the
startups studied in the present study is described. The results show that most of the participants (54.8%) were in the
age range of 30 to 40 years, 67.2% of the participants were male and the rest were female, 67.2% of them were married
and the rest were single, most of them had a master's degree (46.2%) or bachelor's degree (28.7%), the highest
percentage of job experience (39.5%) was 6 to 10 years, the highest percentage of management experience was 5 to 6
years and also 2 years or less (40.5), 32.4% of the participants were general experts, 31.4% were ordinary employees,
20.5% were specialized experts, and 15.7% were managers, and the life cycle of most of the startups studied was in
the maturity stage. The results section of this study examines the model and the relationship between the research
variables. In this study, structural equation modeling with partial least squares (PLS) approach was used to analyze
the model. This algorithm includes three main stages: 1) fitting measurement models, 2) fitting structural model, and
3) fitting overall model. The results of the study showed that the research model has a good fit in all three stages. The
results of the study also showed that storytelling marketing (t=11.415) and marketing intelligence (t=8.792) have a
direct and significant relationship with the performance of sports startups.

DISCUSSION AND CONCLUSION
According to the results, it can be concluded that storytelling marketing attracts customers with engaging and attractive

scenarios, which has a high impact on increasing the organization's sales and as a result, improves the performance of
sports startups. Marketing intelligence also provides sports startup managers with very useful information by
collecting information about customer needs, preferred attitudes and behaviors and possible changes in the business
environment to make effective decisions and strategies that ultimately improve the performance of their organization.
Therefore, using storytelling marketing and marketing intelligence to improve the performance of sports startups is
very useful and effective and helps them on the path to success. Therefore, based on the results of the research, it is
recommended that sports startup managers share information with their customers and listeners about how their brand
emerged, their aspirations, vision, and existential philosophy in order to improve their startups' performance. By
finding the concerns, problems or irritation points of customers and audiences, they can use storytelling marketing to
address their concerns and problems. By providing a strong story behind their startup's promotional activities, they
can help enrich the content of their products and services, arouse more emotions and form more effective connections
with their audiences. They should pay special attention to the level of impact, effectiveness and usefulness of the
intelligence and information available and needed in their startups, and they should make extensive and continuous
use of information and communication technology in important decision-making in their startups.
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Table 1. Descriptive findings of participants' demographic information
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Figure 2. Factor loading values of the indicators in the initial model
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Figure 3. Factor loading values of the indicators in the modified model
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Table 2. Model reliability measurement through Cronbach's alpha and composite reliability and AVE coefficients of

latent variables
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Table 3. R2 coefficients of endogenous variables
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