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Extended Abstract

Introduction

The general purpose of the present research was to design the
relational model of brand experience, brand passion, and brand
ethicality with brand commitment in sports wearers. Sportwear is a
significant sector of the total clothing market, so studying consumer
behavior in this sector will be extremely beneficial for manufacturers
and researchers. Interactions with brands significantly impact
consumer behavior. Generally, these experiences are a result of the
customer's interactions with the product, organization, or part of it,
which trigger the customer's reaction. Customers who have an
interactive relationship with a particular brand are sensitive to the
performance of the products or services they receive, and trust can
only be gained when the brand displays the necessary behaviors that
are friendly. Generally speaking, consumers are very interested in
ethical brands and are willing to spend money on ethical products. As
soon as a customer develops a commitment to a brand, they can
become dependent on its performance. It seems that examining the
consequences of perceiving brand ethicsin the field of
sports marketing in order to create brand commitment can be
considered as one of the necessities of conducting this
research. Ultimately, brand enthusiasm is a two-sided structure that
can act as a mediator between the effects of brand experiences and the
perception of brand ethics, and moderate or intensify the effects on
brand commitment based upon these factors. Therefore, it seems that
conducting this research can reveal the role of psychological
structures in marketing.

Methods

The present research is a descriptive correlational study based on
structural equation modeling and is also considered as applied
research in terms of purpose. The statistical population of this research
was 212 athlete student from Shiraz Islamic Azad University
sportswear customers. Due to the uncertainty of the exact number of
customers, the sample was 384 randomly selected based on Morgan's
table for unlimited statistical population. In this research, self-
structure questionnaire of brand experience and brand commitment as
well as standard brand passion brand ethicality questionnaire was
used. Data analysis and model testing were performed using
descriptive statistical indices and structural equation modeling. Also,
in this research, Smart PLS software was used for data analysis.
Results

The results showed that brand experience and brand ethicality have a
positive significant effect on brand commitment. However,
harmonious passion and obbsessive passion for brand has not
significant effect on brand commitment. Finally, the fit index was
0.418, indicating a strong overall fit.

Conclusion

Therefore, it is suggested that sports stores use modern sensitive
marketing methods to improve the experiences derived from the brand
at brand touchpoints, and convey ethical principles and ethics as their
most important mission for all sales representatives, and develop their
brand’s ethical regulations and charter. In addition, to increase brand
commitment, managers of sports brands should create and strengthen
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brand commitment in customers through customer relationship
management and modeling successful stores in this area, and include
periodic needs assessments of customers in their operational plans
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