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Abstract

The aim of this study was to design a model for social media marketing in e-sport
businesses based on the grounded theory and the structural interpretive model. The research
method employed a mixed approach (qualitative-quantitative), with participants consisting
of experts in sports marketing, media, and e-sport businesses. The selection criteria for
participants in the qualitative section were theoretical saturation, and a purposive sampling
method along with snowball sampling strategy resulted in the selection of 18 individuals.
The identified individuals from the qualitative section were then used for structural-
interpretive analysis. Data collection tools included semi-structured interviews for the
qualitative section and a 14x14 matrix for the quantitative section. To ensure validity and
reliability, the coding process utilized strategies such as credibility, transferability,
conformability, process audit, and agreement within the subject. The qualitative data
analysis involved two stages: initial coding and focused coding, while the quantitative data
analysis employed the structural interpretive modeling and the MICMAC analysis. The
findings revealed 14 determinant factors related to social media marketing in e-sport
businesses. Based on the structural interpretive analysis, the relationships between these
factors were categorized into 7 levels, forming a hierarchical relationship model. This
model demonstrates that social media marketing in e-sport businesses leads to changes in
consumer behavior and the effectiveness of marketing activities. The findings reveal that
consumer behavior change and marketing effectiveness are central to successful social
media marketing, driven by the growth of the digital environment and increased social
media penetration. The study highlights the importance of adopting flexible strategies to
leverage social media for sustainable customer interactions and improved marketing
outcomes. The underlying cause of this transformation is the growth of the digital
environment, followed by the widespread penetration of social media networks. Based on
these results, it can be concluded that social media marketing in e-sport businesses is a
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complex multifaceted process, with interconnected components that create interactions and
reactions in social media marketing,

The rapid growth of digital technologies has transformed marketing strategies, particularly
in the e-sports industry. Social media platforms have become essential tools for businesses
to engage with consumers, promote brands, and drive sales. This study aims to identify and
analyze the key factors influencing social media marketing in e-sports businesses,
providing a comprehensive model to enhance marketing strategies in this dynamic sector.
The research employs a mixed-methods approach, combining qualitative and quantitative
techniques. In the qualitative phase, semi-structured interviews were conducted with 18
experts in sports marketing and e-sports businesses. The data were analyzed using coding
techniques to identify key factors. In the quantitative phase, ISM and MICMAC analysis
were used to assess the relationships between the identified factors and categorize them
into hierarchical levels.

The study underscores the importance of leveraging social media to drive consumer
behavior change and enhance marketing effectiveness. The growth of the digital
environment and increased social media penetration are identified as primary drivers of
successful social media marketing in e-sports. Businesses should adopt flexible strategies
to adapt to the evolving digital landscape and capitalize on the opportunities presented by
social media platforms.

This research provides valuable insights into the key determinants of social media
marketing in e-sports businesses. By understanding the interrelationships among the
identified factors, businesses can develop more effective marketing strategies to engage
with consumers, enhance brand loyalty, and drive sales. The study highlights the need for
continuous adaptation to the dynamic digital environment to achieve sustainable success in
social media marketing.

The study draws on a range of academic and industry sources to support its findings,
including works on digital marketing, social media strategies, and e-sports business models.
Key references include studies on the impact of social media on consumer behavior, the
role of digital technologies in marketing, and the application of ISM and MICMAC analysis
in business research.

This abstract provides a concise overview of the study's objectives, methodology, key
findings, and implications for e-sports businesses aiming to enhance their social media
marketing strategies.

As one of the most dynamic digital industries, eSports has been heavily influenced by
technological developments. With the emergence of technologies such as the Internet of
Things, blockchain, and cloud computing, the landscape of e-sports businesses has changed
dramatically. Considering the complexities and diversity of social network marketing
determinants in e-sports businesses, the need for a model that can accurately identify,
prioritize and analyze the interactions between these determinants is felt. This lack of
understanding of the role of various factors has led to the complexity of formulating
effective strategies for electronic sports businesses. Managers and business owners cannot
use social media marketing effectively, because simply identifying the influencing factors
without understanding their role and impact cannot lead to marketing success. In other
words, the lack of a model that clearly shows the relationship and interaction between
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determinants has caused confusion in the implementation of marketing strategies,
Considering the complexities and diversity of social network marketing determinants in e-
sports businesses, the need for a model that can identify these determinants, prioritize and
analyze the interactions between them accurately is felt. The interpretive structural model
is a suitable tool for analyzing such complex systems, because this model allows the
leveling of factors and the display of relationships between them in a hierarchical manner.
These features help researchers and managers to gain a better understanding of the role of
each determinant and their mutual effects. In this research, the interpretive structural model
has been used to identify not only the determinants of social network marketing, but also
to formulate more effective strategies for using these networks in electronic sports
businesses by leveling them and analyzing their interactions. In this way, the use of
interpretive structural model allows researchers to better understand the complexities of
this system and formulate strategies for more success in marketing based on it. This model
can also help business owners develop more effective and efficient strategies for exploiting
social networks. And finally have more success in their marketing. Therefore, the current
research tries to answer the question that what are the structural interpretive model of social
network marketing determinants in electronic sports businesses and how do they interact
with each other?

Keywords: Motivational marketing, Sports, Theory derived from data.
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1. Coding paradigm

2. Triangulation
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Table 2. Coding reliability

bl BBl poe slass B0 )90 sloas 125 sl alac o)l d)
U Disagreement Number .

Reliability Agreed codes Interview number | Number

codes of codes

0/80 2 4 10 4 1
0/80 3 6 15 9 2
0/75 4 6 16 12 3
0/78 9 16 41 Total /xe

Maxqda ,l;8ls 5 28,5 plosl Yo Ve ases Maxqda lj8le 5 SeS L )kl sloJdow ads canl S5 a0 o3y
opé 5 Sl pole 5 (sloxzl psle slaojom 1o Lo a5 sl Laosls (&S Jelodigan o8 Caz aidrin )8l
Sty GrS e pllys a5 Glides Dluie o aslal ([ King5 olgmdils lp Jl8le 5 cnl o)ls 0,18
S50t b adlioo LSl chitinn Igtme Lo (g ol 00lo b (slatan 0yl b o 1 (S 325
ATV (i) wila plomil 4y it Sgpes 9 283 a8 Glosl 1) (&S slagiaghy Olgien Jl8le 5 ol 5l
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Ol B 09,5 g Bizme antd wl 3l Gl b aslas ploxil b oS wagy S sle plejle bl edstas <ylojles
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s axls gouaio adgl maplin b LoaS g suds (6,l3805 losls 4l a5 b 00,8 lolids 5Las VE8 oL
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Table 3. Primary codes and secondary (focused) coding of causal factors

Ll oS
éilective S9e S 5aS GL) adgl 6,138 s
i Axial coding Primary coding
coding

Physical motivation/ .. o5l
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Emotional motivation/_ble +;.%

b 055l 5925
The /saxie Personal development motivation/ ss 5 axwss ¢35l
existence of The motive of dignity/cJ;w ¢ oL oSl
multiple motives Individual motivations/ ss,5 sl o5
Emotional attitude/_sble 3,5
attitude/ s 5 Behavioral attitude/ s s, 5,5
Cognitive attitude/ sl 5,5
different perceptions s sls cosls
causal / e Jolse Mental prejudice/ sas gl iw
factors perception/si,e! imaginations/c| gz

Personal perceptions/ cass wlis1,sl
Environmental perceptions/ o 15T,
Buy based on value/ ;| Lol 0 5
Social shopping/ ezl o >

o L;Lm}:.iﬂ S99

Existence of / s, feeling pleasure/c.d) ol
pleasurable belonging to a consumer / s ,ao oY 4 Gl o>
motives product

Interest in the brand/a » 4 4ddle 3924

gadao ¥ 5l (5559 50 (o053l byl 6ol 5 Yige (5 90 slronsay aS ols lid F Jeux o ol Cawds b
Ll o0 o;&g.o; L&.w.: 53 ol C’M . SHYY

570 oy (5 yoie) gl GanaS g adgl slaas ¥ Jgu

Table 4. Primary codes and secondary (focused) coding of central phenomena

el o8 97 S G adsl o8
Selective coding Axial coding Primary codes

Brand awareness/.s ,; 5l 251

. Brand associations/.s los
183 5 g o))l Sgate Ll

Improve brand equity Brand image/us, ,sas

perceived quality/eas s cuis

Supply power measurement/as s ;s i

Jyaze ailo j2 30 Wiy 2 gly iy Cuglyl mpe ale
Calculate the share of brand preference for each brand in
each product category

A /5)9za odudy
central ' wwgi 9 Syl p (e 0 Shee (D)l e
henomenon [ Sdos 23] Performance evaluation system based on sustainability
P performance and development
evaluation b 50 S Caglyl gy piew Al

Calculation of share without brand priority in the market

he b g Zade o> 2y 5o (6l awgie ol 7 5 dslxe
Calculate the average growth rate for each brand,
whether positive or negative

Net Promoter Score in Sports/ js;,s ,o (alls eawms <) Ll

Alignment with needs and /! sl g lajls b ogw o
expectations
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Strengthening the position of the brand in sports

Ol o dids gl ol ol
Create a basis for customer classification

e &l LS ol 6l (g5l atee;
Laying the groundwork for creating an authentic brand

VY g adge 05 (3559 50 85650 bk sl 2 3e slatee) Jalse o5 ols (La O Jgazr 50 oel sy s

sl 00 o.\io; LSCis ool C’M = QS
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Table 5. Primary codes and secondary (focused) coding of contextual factors

(el oS
o Sage O GL) 4l &5
Selective - . ;
. Axial coding Primary code
coding
Establishing mutual trust/a guwes slezel sl
“_5)'_” )t’l‘”_ Existence of an efficient /aslls s 1ol llis 54>
Efflc_le_nt fal administrative system
admtmlsttratlve Create the desired Structure/cslias ,lsLo sl
structure — - - - -
Establishing effective relationships/usl 5 wlwls )13,
Lack of discrimination/ s lais
moralism/ 1,5 s> collectivism/ 533 oz
Fairness/ s loe cJlas
Cultural and customary factors/ s, 5 i3 Jolse
Superstitions related t0 /loasp 55 b Las 0 9 3,5 sl ol
some brands
Matching the name and /,Ls s 50 (35,9 3 35 oyLis g pb Galas
|l g Sam s ol :
S 2 J_”L logo of the brand and the desired sport
Cultural and social . - . - -
factors Syge o0yg SYgame 5 (5550 b (K2 sl Conlis 4 4z g
Il ey Jolge Attention to cultural sensitivities with sports and sports /,L
contextual products
factors

ALENtion t0 /w4 cas dde sla ol 4 4o
religious sensitivities towards the brand

I Sbejle codlas sl
Creating
organizational health

The need for faswg sy do pre 9929 9 o5 Lt 4 5L

participation and the presence of national determination for
development

AeNtion t0 /acsail oy 5 (59,5 Jole dw oS 5 s d>gs
the combination of three factors: labor, capital, and thought

Preventing the formation of /i sle sxlg JuSis 5l (s S ol
separate units

Consistency in policy making /1,1 5 ,li%iulw o ploxudl
and implementation

Understanding / oiso coo ) Ked 3 Jole slo Sy colis

the characteristics of interdepartmental interaction and
cooperation

Matching people's knowledge /ol 5l 4,2 4 isls  Slgoeesn
and experience
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A LSS U508 g Sy Co e i S5l (619595 5
Having a risk management system and integrated /_Jsls
internal control
Full cooperation with / s¢l ¢l ,3L b JLS 3 ples (5,5
legal investigators
Proper control /s e b (bls )| slad 5 colio & )llss g J 58

1o Slae a8 g yllas - o !
and supervision of the communication space with the
Performance
- customer
monitoring and Evaluation of AtiVes' |- Fanls "
control valuation of representatives' /,Soule o ,Shee b,
performance

Evaluating the /L3, ,lo b awylie jo c¥game cundy o)
status of products compared to other competitors
Having /o Slee o)l cgz jetue 5 Jitas pllss 5l 51055 5
an independent and continuous system to monitor
performance

Vo gadlae 51 5559 50 (0555l obll 66X e Falslae Jolge aS ol lis & Jgaz ;0 el Cawss b
el oo 00305 LSS 00l T s &S

Salslae Jelse (S aie) 43556 500 s asl sloaS & Jga

Table 6. Primary codes and secondary (centralized) coding of intervening factors

L) oS
= G370 & G 4l &5
Selective - . X
: Axial coding Primary code
coding
Changing characteristics of / .sl> jae jo 5,5lé slo Fhs pois
technology in today's era
Change in required skills and /;Ls 5,40 sla aass g o &)les yo i
S ygld by g s expertise
Change / ks e sls
and development - - -
of related Change in service delivery/closs 41l ogos o s
technologies Inadequate efficiency of /ss>se sbo s 5lid caslio IS pas
existing technologies
The cost Of /aaz ceolio slo (5,9l 5 (6505 000 (09 o0 airje
Salslas Jelse using appropriate new technologies
intervening Non-compliance with the / 35,5 0 5l sl 43,5 cilsd cole, poe
factors rules of professionalism in sports

Lack of /35,9 calize slo isw 5o e oljosl s poe
independent income generation in different parts of sports
Instability of / 25,5 cilizee sl iso j0 Copoe ol pac

Jelye management in different parts of sports
inhibiting /exs,ls5k ™ ack of commercialism /_s;, cilie o it o o9 6o pae
factors in different parts of sports
Corruption in different parts of / 3,5 calisee sla Lo jo olud
sports

Immoral players and coaches/ Lo s 5 ,LSo3L S o

Poor management in SPOrts/ ;s ;o chxd Cu o
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Promotion of favorable response/csllas s sl sl

Prevent customers from turning /b e Sls 59, 5l 6 5ol
away
Increased perceived value/oas S1jlsl o3,1 (il

=5 &b
responsiveness/

Motivating to return/saswe as>l e sl 0551 ol

Customer knowledge/ s yiw _iils
Customer experience/ s yuie 4,2
Differences and changes in / bLs | sleoSIl o ks 5 cglis
communication patterns
Differences and changes in /s .5 peeai slagSl ;o s ¢ gl
decision making patterns

[0k e sl (S
Customer
characteristics

A5 D 5 adlge O 51 b5h9 50 e idal 2bylb 55 p S5 sleo paly aS sl lis Y Jgaz 50 sdel Cawds gl
S 00 o%b;MoM CJ‘""“'“‘"
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Table 7. Primary codes and secondary (focused) coding of strategies

Selective

Sag7ee O

GL) adgl o5’
Axial ’ ’

coding coding

Primary code

l&ds s sy
Promotion and
advertising

/ o 2l
strategies

Promote creativity/c.i g5

Adequate advertising/ .l oliuls

Knowing the principles of advertising/als Jsol ; el

Adaptation of distribution / ses Lul,s b a;e sl JUS Gadas
channels to current conditions

Endorsement by famous people/,seie ol 31 & )b 5l 5l ano

Using different promotional / sls iz sla i, 5l eoliul
methods

Strengthening the distribution network/ g ;s as o

Notification measures/ ;L. , eMb! &loladl

Persuasion and excitement of CUStOMErS/ L yuie meatd 9 cué

Donating products during /s ie ;8 oYgame gl
celebrations

Product information brochure/yis oledbl g4,

Mass marketing/os.! b,!5L

Public relations specialist/ aasxis cogec Lailg,

SR e sla el

Comprehensive planning / 5,9 ;s s3lesip slp gl 65, by
for branding in sports

Merit in responsibilities/ls colsiwe jo 5, Ylo 4ol

Appropriate /... Changing the government's VIeW / ;5 4 cuwgS> olSws s

management
solutions

of sports

Attention to public feedback/ sy slo 5,55 5b @ 4z

Delegating SOMe /ps 10 4 b cudgins 5| (S (6,155
responsibilities to people
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Holding competitions of various sports leagues at the same /Lss
time as the prestigious leagues of the world
Olosle by Sl 5,155 2 Jol e soled 1,2
Implementation of all stages of holding competitions by the /%.J
league organization
Privatization of sports/_;,s 3l coga>
Following the example of the /Lss ;e slo S 51 38,5 oS!
prestigious leagues of the world
The use of SPorts Managers /3,5 4o ;0 (5,9 ol 5l osli!
in the sports body
Attractive lotteries/cli> sla iS5 ac 3
Improving the quality of / wlias 5 Jgpame cuiS op YU
products and services
The possibility of exchanging products/=ysase s ge Sl

[oleas (551 il

Service failure compensation/cleas cuss o) e
Variety of products/cy gase g9
Provide fast service to CUStOMErs/ L yiie 4 g yw Sloss )|
The specificity of sports products/ 3,5 <¥game o9 (ol
After-sales service for /L e sl (29,8 5 o Sless
customers
Providing new ideas to /sl Lai> gz 0 (6 i 4 daz ol )|
customers to retain them
Customer interaction/ s yuie Jols
Continuous communication with the customer /. yuiw b yoiuws bL3 )|

Service strategy

Keeping current CUStOMers/ s slos yuie Laa>
Suitable software for /b i 4 Jle,cwas cga calio 158 o 5
serving customers
Suitable hardware for /b e 4 (Slo jowss caz calio 158 i
[yt b L) serving customers

Communication
with the customer  Availability of /b jrie b b Slaciig 6l calio Jiw s 3924
suitable personnel for technical support with customers
Maintaining a comprehensive / L yiis 51 oael> Sledlbl Sl 5 (5l
database of customers

b Lol o e o Saddge slp (2b)lb 9 U298 Laastie 092
The presence of sales and marketing specialists to succeed /s i
in customer relationship management

EXiStence /g sie b baly, Gaosi 5 conS (6lp cd)o0l (slodali p 3929
of educational programs to acquire and deepen customer relations
The simplicity of the 10go in sports/ 5,y ;o 559 o9 cols

Using national / bzl slosSs) jo Lo sla oylas 5l eolisal

PSP Nn el emblems in selected logos
Suitability /3,4 The expressiveness and / ol slogSs) (yog coslio g oS
of brand and logo appropriateness of the selected logos
in sports Jous sl iy 5 lawslyo ,o bl slasSs) iulaiDisplay of selected

logos in ceremonies and live broadcasts
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Table 8. Primary codes and secondary (focused) coding of outcomes

. i Gl adgl o5
Selective Axial ;
. . Primary code
coding coding
Soe il @il (28,5 L o
Consider the long-term benefits
A long-term view of sales /g3 co poe 4 S aib ol
management

5 o] Having long-term horizons/cae ol sla @l 51 s ls 95 »
foresight

Looking at future generations/sas’ sls Jus 4 ol

Long-term thinking towards / s;Luas » ;o s, kel & Camd Sosaids S
sustainability in branding

Detailed product description/ Jsaxe .8 mosg

Sty S Product price explanation/ Jsases cugs gy

Stabilization of Explanation of perceived value/sas 5 ;)| ooy
roduct e oy < R
Sositioning DECIdIng on /Jya:;u QS‘“L“""l 9 Sy LSL‘bgsSf’ﬁ Sy90 4 6)"50"""4‘
the visual and emotional features of the product
Consolidation of the /25,5 yoxe slodiy w5 oKl cois
ol position among the prestigious sports brands
. Fan class (social and /(! a;Ls bl aib) (5 lsls ails
Outcomes L abal; kel 3929 ( (Sl oy 5 otz h:b) 5,115 44
s capital class)
chlesb Attention t0 the /s lslsa sl oL 4 & o slo 09,5 & ja3 & 4z g
Establishing a power of reference groups and fan bases
relationship Abundance, /,,lslsa s sl 5 oLlar (598 (gl 8
with fans geographical extent and loyalty of fans
Unique advantages of fans/ ) ,laé b s ,a paxie sla coje
Loyal customers/ lsls b st
e Customers' willingness to buy/u > 4 ok e Jyles
Create a .
commitment to IMmproving the /L s 50 w5 4 s (5 yino wlie S50
the customer customer's opinion about the desired brand

Delighting customers/ b e (sgm 51 i) canS

4 oliws bl jo lnae Gl ;o dlwsg> (658 paal pas
Absence of arbitrary decision-making among managers in /cass
e Co o .
i o order to achieve the goal

correct :
How to deploy advertisements/clols |l il ogos
management ploy L5 il g2

Lack of superficiality to the /. siw 4 6,55 (o pae
customer
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Planning and planning /éss 4 5 zumo 53,4605 5 sk
correctly and on time
Effective use of resources/mls 5l 5o ool

Implementation of & /,lul el o uo) o e pianw 512!
sustainable supply chain management system
Codified and /s ae iz 5 (29,8 slp i 5 030 G52y 40l
coherent planning for sales and customer attraction
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