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ABSTRACT

In the current era advertisement as an element of promotional mix plays an important role in the sustenance of the
organization by identifying and introduction of products. Because advertisement is one of most common marketing
tools to develop in the market. In order to choose a good promotional mix in production sector of sport industry, the
comments of 30 marketing managers of sport products companies were collected by responding to research-built
guestionnaires of promotional mix and AIDA model. Validity [face and content validity] of the questionnaire was
verified by the related experts and their reliability was proved due to inconsistency ratio of the questionnaires that
was less than [0.1]. To analyze the data AHP method and [ Expert choice 11] software is used. According to the
results at fourth level, in advertisement tools, TV with weight [0.522] was the most important factor. At third level
among promotional mix tools, advertisement with the weight [0.396] and at second level in AIDA tools attention
with the weight of [0.437] were significant. The results based on AIDA model at fourth level, show that for
customers attention and interest and act to purchase, TV with the final weight of [0.510], [0.496] and [0.499]
respectively had the highest importance in comparison with other advertisement tools. Also, the results at third level
based on AIDA showed that from attention aspect, advertisement with the weight of [0.391], from interest to
purchase, sales promotion with the weight of [0.359] and from act to purchase, personal selling with the weight of
[0.440] are more significant. Considering the high completion between the companies and rapid growth of markets
and also rapid changes in consumers behaviors, choosing a good promotional mix and prioritization of its tools
help the promotion of marketing goals.

Keywords. promotional mix, Analytic Hierarchy process [AHRJIDA model

INTRODUCTION

Modern marketing is more than just producing goeoddpcts, suitable pricing and easy access to thgmir
addition to this producers require to communicaith their customers [2]. Producer of a good or senshould
combine carefully the communication tools in acdesachieve a regular combination of promotionahetnts, a
combination that is influence in achieving commatiiee and marketing goals [3]. Advertisement is ofithe most
common tools that companies used for direction efspasive communications toward buyers and target
communities use it 93]. Advertisement is every pensonal presentation of an idea, good or servicerb
advertiser and it is done by paying money [4]. Bass advertisements is a dynamic science that algetya new
form by social, economical and political changeksdbd gets special form considering thought, bglieéfadition,
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culture and religion [6]. Advertisement is not jlistited to TV and it also covers other media. RadNewspaper,
Magazine, Urban advertisement, Internet and etcraportant advertisement media [7]. Different medize to
unique effects on audience causes different reatidoday, considering the high completion betwées
companies and rapid growth of markets and alsarelpiinges in consumer’s behaviors, advertisemeakén into
attention as the main tool to inform consumers alioel products and services [8, 9]. Every yeatiobilToman is
spent for different advertisement in different fermnd thousands advertisement messages are wdattesn used.
Considering the sensitivity of advertisement ascciistly expenditures and their ranking they haeisl position
in each company. In this research, to evaluate ridgment tools in production sector of sport indysAIDA
model as the best scientific models was used. fMibidel uses four stage method including attentioterést, desire
and action to lead the customer to purchase.

1.Attention: The first duty of advertisement messagattracting the attention. If advertisement mgsssannot do
this well, the frequency of seeing or hearing tressage by audience is void [10].

2.Interest: Making interest in people is difficult @omparison with interest. Here advertisement lagguand tone
is compatible with the experiences and attitudesugfet customers [10].

3.Desire: One of the most difficult duties of adveetinent message is stimulating people for have iogube
required good. The advertiser should communicaté thie customer. For doing this well, he shouldvkrimow
target customers are thinking. Then, advertisemm#sage should convince customer that the goodistigaing to
be introduced, can meet the demands of the custdroestimulate the customers to the product, tiaeeedifferent
stimulators that are used depending on the tygpearfuct and customers [11].

4.Action: action is the final duty of the advertisamhand it is not an easy duty. Considering theaetd®rs done in
communication field, it is obvious that one of thest important duties of sellers is action to paszh[10].
Different studies know increasing the informatidncastomers about the services and products inrtheket to
price, various products and their performance tieex modify perception indices of customers, dngag good
image of the company and stating its presence Emohiag rivals, modification and removing the negateffects,
reduction of anxiety of consumers and creating adgmental image[ 8, 7, 6, 9, 12, 13]. The resuftother
researches show that there is a positive relatipnbbtween advertisement tools and sales promotigh
awareness of consumers to the products and sertiees, the effect of advertisement tools in creatiemand for
more products is one of sales promotion tools [Dther studies show a positive relationship betw&EA model
dimensions and the company advertisement mediairapdioritization of advertisement media TV, newses
magazine, radio, Billboard and Internet have thghést positive effect on the company customers 915, 3].
Other researchers emphasized on the necessityngf mew communicative tools for introducing goodsl @ervice
and its result is the increasing trend of using relwertisement tools [12]. Considering the issaésed about the
importance of advertisement as one of the marketingsector and as in companies and institutiors gostly, it is
necessary to do advertisement properly and begiflesencing, brings interest and benefit even ingderm. The
shortage of financial resources in the companiésimereasing completion between them, increasetplsensitive
about the expenditures of advertisement and iteisessary to research about the effect of adverisenilso,
considering the importance of more efficiency ivextisement, ranking of advertisement media indtganization
is very important and this prevents to have wroxygeaditures in advertisement. So, in this researetattempted
to prioritize advertisement media to promote mankegoals in Sport industry production sector.

MATERIALSAND METHODS

In this research descriptive-field method is used for determination of hierarchical decision trefeoices,
interview with experts and reviewing books andteslgournals are used. To collect the commentgareser-built
questionnaire was used [promotional mix based oBDAAModel]. Research statistical population is iclithg
managers of sport products companies all over Tfhase companies information was collected thrafjbial site
of industry ministry, trade ministry and sport dstae in 2010. As AHP method is used for the datdysis, the
numbers of samples are not important, so for tsearch 30 marketing managers of sport productpaoies were
selected randomly and questionnaire were giverh&mnt Considering the topic and purpose of this aete
hierarchical decision tree method was identifiedh&sbest data analysis method. This method bdwyinsoviding
hierarchical decision tree. This tree shows the ganng faction ors and the analyzed competing @&miin
decision-making and a series of paired comparissesdone. These comparisons define the weightaf ekthe
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competing choices and finally matrices of pairednparisons are combined with each other to take bt
decision. As the data analysis is done based on idéel, at first , inconsistency ratio of pairedngarisons of
each respondents is controlled and after beingredsof acceptable inconsistency ratio 2[ less t@dlj, the
comments of respondents are combined and pairegarisons of each group is obtained. Consistentig ra
indicates the consistency ratio of the compariseitis each other. By determination of inconsisteratjo we can
trust in the determined prioritization acceptedeaperimentally. If inconsistency ratio is less tHarl], we can
accept comparisons consistency. Hierarchical decisiaking is a tree with various levels of the obj# decision.
The first level indicates the decision making gaall the final level indicates some choices thatgaiaeg to be
compared. The middle level indicates some critarion which choices are compared [22]. The main goal
considered as the right promotional mix for spodduacts companies and in the second level of tdbieal tree,
AIDA tools are used for attention, interest andildeand making them to purchase the products arteathird
level promotional mix tools including public relatis, advertisement, sales promotion and persohiagseit forth
level advertisement tools were evaluated [Fig 1].

The evaluation and selection of advertisement
mix for sport products companies
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Figure 1: hierar chical decision tree with the final weight of indices and choices
RESULTS

As it is seen in table 1, integrated matrices,|fimaight and inconsistency ratio of advertisemeaig, are shown.
Among advertisement tools shown as numerical iategr matrices and final weight, TV advertisemerthwhe
final weight of [0.522] is more significant tharhet advertisement tools.

Table [2] shows integrated matrices, final weight anconsistency ratio of advertisement tools basedA\IDA
model. As it is shown among advertisement toolsndithn, interest and action respectively with T\thathe final
weight of [0.510], [0.496] and [0.499] are signiit among other tools.
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Table 3 shows integrated matrices, final weightpirsistency ratio of promotional mix tools. Thediimgs show

that advertisement with the final weight of [0.3%6kignificant in comparison with other promotibrax tools.

Table 4 shows integrated matrices, final weight Brodnsistency ratio of promotional mix tools based AIDA
model. As it is shown among promotional mix toaisaitention, advertisement with the final weighj@f391] is
significant, while from interest aspect, sales ppton with the final weight of [0.359] are signifint and from

action aspect, personal selling with the final viagigf [0.440] is significant.

Table 1: Integrated matricesfinal weight and inconsistency ratio of advertisement toolsat forth level

advertisement final inconsistency
tools (1] 2l 3] 4] (5] (6] weight weight
TV [1] 1 4.65559| 5.6235 6.117 6.84723 6.93833 0.522

Advertisement | Newspaper [2] 0.2147 1 1.133 14774 3.89646 3392 0.144

tools radio [3] 0.1778 | 0.8821 1 0.1 0.88211  4.21116 0.131 0.03

environment [40 0.1634] 0.6769 1 1 2.82577 3.7606 .11% '
magazine [5] 0.4604| 0.25664 0.26421 0.35388 1 D239 0.046
internet [6] 0.1441 0.2947, 0.2374  0.2659 0.7987 1 .04D

Table 2: Integrated matrices of advertisement tools based on AIDA model at fourth level

advertisement tools [1] [2] [3] [4] [5] [6] final gight | inconsistency weigh|
TV [1] 1 5.0115 | 5.9297] 5.8938 5.8938 6.0313 0.510
Newspaper [2] 0.1995 1 24406 247712 2.89646 3.3923 0.119
Attention | radio [3] 0.1834| 0.4097 1 1.3083 1.8821 2.21116 1.1 0.04
environment [4] 0.1686 0.4036 0.7643 1 1.7542 5102 0.100 '
magazing5] 0.169¢ | 0.345. | 0.531: | 0.533: 1 1.452; 0.08%
internet [6] 0.1658| 0.2974 0.4526  0.7556 0.88B6 1 .07D
advertisement tools [1] [2] [3] [4] [5] [6] final @ight
TV [1] 1 5.1021 | 5.1195 6.03135 5.929¢7 5.8524 0.496
Newspaper [2] 0.1959 1 1.1558 1.4031 1.02[75 2.3239 0.108
radio [3] 0.1953| 0.8652 1 1.4724 1.4301 2.4901 D.10 0.06
Interest | environmen([4] 0.165¢ | 0.711¢ | 0.472¢ 1 2.202¢ 1.035¢ 0.10¢
magazing[5] 0.168¢ | 0.973. | 0.699: | 0.544( 1 1.0199: 0.102
internet [6] 0.1708] 0.04303 0.1415 0.9654 0.9804 1 0.079
advertisement toolg [1] [2] [3] [4] [5] [6] final @ight
TV [1] 1 5.0105 | 5.4524) 6.03135 5.893B 5.9297 0.499
Action Newspaper [2] 0.1995 1 2.4406 2.4831 2.50p1 3.4239 0.126
radio[3] 0.183< | 0.409: 1 1.072¢ | 2.430. | 2.490¢ 0.114 0.05
environmen{4] 0.165¢ | 0.402¢ | 0.932« 1 2.202¢ | 2.335¢ 0.101
magazine [5] 0.1696 0.3996 0.4115 0.4543 1 1.0192 .0840
internet [6] 0.1686| 0.2920 0.4015 0.4241 0.98114 1 .07®
Table 3: Integrated matricesfinal weight and inconsistency ratio of advertisement toolsat third level
Promotional mix tools [1] [2] [3] [4] final weight inconsistency weigh
Advertisements [1] 1 2.105p 2.0034 2.6753 0.396
public relations [2] 0.4749 1 0.8339 1.4461 0.163 0.08
Sales promotio[3] 1.1997 | 0.312¢ 1 1.549¢ 0.297 '
personal sellin(4] 0.3737 | 0.691f | 0.645: 1 0.14¢

Table 5 shows integrated matrices, final weight arednsistency ratio of AIDA tools. Results shovattlattention

with final weight of [0.437] is more significantah other AIDA tools.
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Table4: Integrated matricesfinal weight and inconsistency ratio of advertisement toolsat third level

Promotional mix tools| [1] [2] [3] [4] Final weight inconsistency weigh
Advertisements [1] 1 1.7056 3.0034 1.67p3 0.391
Attention | public relations [2] 0.5863 1 3.2008 1.4461 0.293 0.08

Sales promotion [3] 0.3029 0.3124 1 1.5499 0.150 '
personal sellin4] 0.596¢ | 0.691f | 0.645: 1 0.16¢€
Promotional mix tools [1] [2] [3] [4] final weight
sales promotion [1] 1 25036 3.0034 1.67b3 0.359

interest | advertisements [2] 0.5868 1 3.2008 1.4461 0.262 0.02
public relations [3] 0.3029 0.3124 1 1.5499 0.165
personal selling [4] 0.6959 0.6915 0.64b52 1 0.214
Promotional mix tool [1] [2] [3] [4] final weigh'
personal sellinf1] 1 3.9617 | 1.563¢ | 2.140: 0.44(

action sales promotion [2] 0.5097 1 1.3334 0.7383 0.204 0.04
advertisements [3] 0.6394 0.7499 1 1.2311 0.190
public relations [4] 0.4674 1.549p 0.8122 1 0.166

Table5: Integrated matricesfinal weight and inconsistency ratio of advertisement tools at second level

AIDA tools [1] [2] [3] final weight | inconsistency ratio
attention [1] 1 1.4177| 1.8543 0.437

interest [2] | 0.7053 1 2.098 0.361 0.02
action ion [3] | 0.5392 | 0.4766 1 0.201

DISCUSSION AND CONCLUSION

At the second level of hierarchal tree as the isliare compared as paired, the results showethtAHiDA factors,
attention has the highest weight in comparison witerest and action that is compatible with theuhes of most of
the researchers [8, 13, 7, 3, 2]. For a long tithe,main interest of managers is concentrated ptaubut in the
recent decades, informing and giving right inforimatand attraction ing the attention of customemnore difficult
than producing the product itself. Also by incregsiproduction, gradually the gap between productoial
consumption will increase. Thus, we should convale snessage to near and far markets and introchaie t
products and advantages. Different studies knoweasing the information of customers about theisesvand
products in the market to price, various productd their performance direct and modify perceptiodiges of
customers, creating a good image of the companystatthg its presence and alarming rivals, modifica.and
removing the negative effects, reduction of anxatgonsumers and creating a good mental image.

In the third level, advertisement was significancomparison with public relations, personal salé tace-to —face
selling, respectively and the other researchers alerify this result [18, 20, 17, 13, 8, 7, 7.5, 3, 2]. The
importance of most of the advertisements in conspariwith other promotional tools is due to the effe role of
advertisement to inform the market about the good @ew services, explanation of the commodity awise

performance, correcting wrong perceptions, convigche customer to make a purchase, changing tterners
attitudes about the characteristics of commodityservice, reminding the consumer about his needhéo
commodity or service in near future and remindimg purchase place to the customer .

Considering the researches, we can say that asiewrtint in the current era is of great importanpedally after
the extensive growth of technology and advent af meedia and applying them have special position iahas
increased the people information about new goods services. So it is recommended to the sport mtsdu
company’s authorities to apply new advertisemendlstoand new media and attributing more credit for
advertisement help the promotion of marketing goals

At fourth level, among advertisement choices, aisement by TV was significant in comparisons witther
advertisement tools [including newspaper, envirommmagazine, internet and radio].

Also based on AIDA model TV advertisement is thestreignificant item from attention, interest anti@t aspects
that is compatible with the results of researcf@r8, 5, 6, 77, 8, 13, 17, 20, 18].

Although TV advertisement is very costly, its greaportance in comparisons with other promotionat oan be
due to its extensive coverage, message observeageehcy, and its influence method, voice, imags motion
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combination n and the possible use of color to medqecial attraction ion for senses, high acce#s #édtracting
new customers, increasing market share and alatdix of commercial sign at the audience mind. @mrgg the
prioritization of advertisement media based on AlBwdel, and as TV advertisements and NewspapeRad
have the highest positive effect on customers sarianging advertisement programs at first withhhéfpare we
should concentrate on these media and then corad@onment, magazine and Internet. It is wortmgntion that
during planning for promotion of company produdke planning managers shouldn’t have the mistakéefack
of planning about media that are in the lower jityoBecause it is possible that the lower priowfysome of the
media is due to the lack of investment and goodrptey in this regard.

As TV advertisements have the highest effect ors tiiganization and considering that the price a$ th
advertisement is higher than other choices, thusheald have comprehensive and exact analysisctease the
effect of this media. The practical actions in thégard are using AIDA model and other similar msda all
advertisement tools.
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