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Avrticle Info ABSTRACT
Article type: Introduction: The purpose of this study was the factors affecting the delight of
Research Article women's sports club customers. Customer delight can only be achieved by exceeding

normal expectations in the performance of a product or in the delivery of services,
in other words, having normal performance cannot cause customer delight, and when

Article history: these expectations are met at higher levels than the individual's desire, it causes The

Egﬁgixgg'm revised form: customers will be happy and the emotional bond with them_ wi_II be longer.
Accepted: Methodology: The current research method was qualitative and the research
Published online: approach was done inductively and with the systematic view of Strauss and Corbin.
The research participants include coaches and professional athletes who regularly
use women's sports clubs for at least 5 years and have enough experience in this
Keywords: field. The criterion for determining the number of samples was the theoretical
Customer Delight saturation of the findings. The sampling method was purposeful and finally, 19
\S/\E)c?nr::n'cshéborts people were interviewed. In total, 73 open codes, 17 central codes, and 7 selective
Grounded E]eo codes were identified, and the total number of frequencies for all classes was 88. To
ry . .
analyze the data, the coding method was used in three stages of open, central and
selective coding of Nizamand Strauss and Corbin's perspective, which has an
inductive approach and an interpretive paradigm. In order to categorize the research
data, Nvivo version 10 software was used.

Findings: The findings of the research showed that according to the coding steps,

causal conditions (facilities and equipment), background conditions (image of the
club), intervening conditions (gender discrimination), strategies (optimal budget)
and consequences. (community health), were selected as the main factors according
to references and sources.
Conclusion: Today's consumers do not judge only based on the quality of the
product's performance and benefits Rational criteria include emotional and
emotional criteria Go back and by providing a pleasant experience before and after
the purchase and by satisfying the wishes and expectations of the customer, you can
guarantee your success.

The aim of the current research was to analyze the grounded theory factors affecting the

s article:

|@ @ @ ). Publisher: University of Tehran, Faculty of Sport Sciences and Health.



mailto:sardar.mohammadi@uok.ac.ir
mailto:faridganji93@gmail.com
https://orcid.org/0000-0001-7078-956X
https://orcid.org/0000-0002-7108-9095
file:///C:/Users/Dr.Askarian/Downloads/0000-0002-9565-217

Extended Abstract

Introduction: In recent years, sports has become an important
industry and one of the most profitable industries of the 21st
century. This industry has been significantly affected by changes
in people’s lifestyles, so that the interest in health among people
has increased and caused people to place more value on leisure
time and activities related to sports. In addition to improving the
sports industry, this style change has also led to the growth of
related industries. Therefore, it is clear that in this situation, the
number of sports clubs also increases, which need proper
marketing activities for their survival, and with the widespread
emergence of sports clubs, the competition in this field has
intensified compared to the past, so that that the effort to attract
and retain customers and make them delight has become an
important marketing issue. The aim of the current research was to
analyze the grounded theory factors affecting the customer delight of
women's sports clubs. Customer delight can only be achieved by
exceeding normal expectations in the performance of a product or in the
delivery of services, in other words, having normal performance cannot
cause customer delight, and when these expectations are met at a higher
level than a person's expectation, it causes delight in customers and a
longer emotional bond with them.

Methods : The current research method was qualitative and the
research approach was conducted in an inductive way with the
perspective of systematic Strauss and Corbin. The statistical population
of the research includes coaches and professional athletes who regularly
use women's sports clubs for at least 5 years and had sufficient
experience in this field (the criteria for selecting these people is
sufficient experience in the field of reference It was sports clubs and
this lived experience is the default for doing quality work). The
statistical sample was selected according to the researcher's theoretical
saturation, and finally interviews were conducted with 19 people, and
in order to ensure whether we have reached saturation, 3 more
interviews were collected after the 16th interview. was examined and
confirmed, and for reliability, Scott's intra-subject agreement
percentage method was used, which showed high reliability in coding

Results: The research method in the present study was qualitative, and
by using the grounded theory of the Strauss and Corbin Foundation, the
opinions of the interviewees were analyzed about the factors affecting
the customer delight of women's sports clubs. The statistical population
of the current research is professional coaches and athletes who
regularly use women's sports clubs for at least 5 years and had sufficient
experience in this field (the criterion for selecting these people is
sufficient experience in the field of referring to It was sports clubs and
this lived experience is the default for doing quality work). Sampling in
this research was a targeted method, sampling continued until the
categories reached theoretical saturation. In the grounded theory, data
collection continues until the researcher makes sure that the
continuation of collection does not add anything new to his knowledge;
Therefore, the researcher has to continue collecting data until reaching
the saturation point, and theoretical saturation was achieved after
interviewing 19 people. The tool of this research was semi-structured
interviews. The questions of the interviews were open-ended and based
on the dimensions of data-based theory, causal factors, effective and
interfering factors, strategies and consequences of women's sports club
clients were investigated to clarify the issue from the interviewees. The
time taken for each interview was an average of 35 minutes. All the
interviews were conducted by the researcher and then implemented.
Then, data analysis was done in Nvivo software, which has been
introduced as a tool to support group work in the field of qualitative

research (Nidbalski and Selzak, 2023). Data analysis was done in
NVivo qualitative data analysis software version 10. Micro analysis
method was used to analyze the data, so that the data were analyzed
throug the process of open, central and selective coding and based on
the grounded theory plan of the Strauss and Corbin Foundation.
Conclusion: Companies are constantly evaluating marketing methods
that can be used to build customer loyalty. Whether it is useful to use
various educational interventions or marketing campaigns with the aim
of creating positive feelings in the customer in the hope of creating
loyalty behaviors such as word-of-mouth recommendations. A potential
tactic that has been considered in practice. Considering the competitive
conditions and changing customer demands, we need to develop new
strategies to gain a competitive advantage over our competitors. Today,
consumers do not judge only based on the quality, performance, and
benefits of the product, they want products and marketing activities,
which according to their lifestyle, will stimulate their hearts, feelings,
and minds, that is, when It includes rational criteria and emotional
criteria as well.

Keywords: Customer Delight, Sports Club, Women's Sports,
Grounded theory
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