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Introduction

Today, the interest in marketing and media communication in
the field of children's consumption has increased. The idea of
marketing to children is not a new idea; rather, it is considered
a way for children to enter the field of marketing. Children are
considered an important group in terms of consumption and
because they have the power to persuade the family in the
purchase behavior of their parents; they have been highly
noticed by marketers. Children are considered a priority in the
family and in many cases they have wider knowledge than their
parents. Today, children are considered as consumers-buyers.
Marketers often use children's cognitive development and
social knowledge and communication strategies that are related
to this knowledge. At the same time, the children's clothing
industry, and especially sportswear, has created a dynamic and
rapidly growing and changing market, and in this regard,
diverse brands of children's sportswear and the ever-increasing
consumption market have given rise to the presence of
marketers, traders and commercial centers in this industry. Has
opened, and has convinced designers, manufacturers and
famous sports brands such as Nike and Adidas to participate in
this market.

Methods

According to the onion of the research, the paradigm of the
research is interpretive and the research is applied, which was
done with an inductive approach. The research method is a
mixed qualitative-quantitative type, which was used in the
qualitative part of content analysis to identify the components
and in the quantitative part of structural-interpretive modeling,
to draw the interaction between emotional marketing
components. Below, the statistical sample, the data collection
tool and the analysis method of two qualitative and quantitative
parts are discussed separately: In the qualitative part, using
content analysis, an attempt was made to identify emotional
marketing components affecting consumer behavior in the
children's sportswear industry. According to the purpose of the
research, inductive content analysis was used. This means that
the concepts related to emotional marketing were extracted in
an emergent way and without considering the default or even
existing themes in the previous literature. After examining the
titles of the articles according to the research topic, questions
and objectives, 12 articles; in the phase of reviewing the
abstracts of 28 articles; And by checking the research content,
42 articles were excluded. Finally, 82 articles were removed
and 98 articles remained for data analysis. In the next step,
according to the importance of the unit of analysis, the semantic
units of each article were selected in the form of the unit of
analysis to start coding and summarizing. The semantic unit of
the present study consisted of a word, sentence or paragraph
that evokes the concept of emotional marketing. In the
quantitative stage, after identifying the components of
emotional marketing in the field of children's sportswear, the
structural-interpretive  modeling technique was used to
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investigate the interaction between the research variables. In
this section, the statistical sample included 10 experts in the
field of marketing management, who were selected in a
purposeful way, and the majority opinion was chosen as the
final opinion.

Results

The analysis of the collected documents related to the
research topic led to the extraction of 111 primary codes,
12 subcategories and 3 main categories. The main
categories of the research include the evaluation of
options (recognition of consumer values of the audience,
involvement with fashion, awareness of children's
sportswear brands, subjective norms of consumers);
Marketing strategies in the children's sportswear industry
(product or appearance, services or stores of children's
sportswear, communication with consumers of children's
sportswear, advertising of children's sportswear,
distribution of children's sportswear, price); and the
consequences of emotional marketing (positive and
negative consequences). In general, the children's
sportswear industry can be improved by evoking hedonic
values when shopping, paying attention to the consumer's
mental norms, emotional design of children's clothing
with a focus on color and clothing packaging, emotional
advertising, especially through television and social
media, it positively influenced the consumer's decision to
buy.

Conclusion

Finally, it can be stated that emotions are always present in
human nature and when a person is in arousing situations or
situations, he reacts; Emotional marketing is efficient;
Therefore, commercial brands can use emotional marketing to
influence the best impressions from target customers. In the
case of the children's sportswear industry, it can also be done
by evoking hedonistic values when shopping, paying attention
to the consumer's mental norms, emotional design of children's
clothing with a focus on color and clothing packaging, and
emotional stores; Emotional advertising, especially through
television and social media; had a positive effect on the
consumer's decision to buy; Therefore, the following
suggestions are presented in line with the results of this
research: The managers of the stores, with the emotional design
of the stores and the creation of entertainment and exciting
centers, prevent the creation of negative emotions and by
strengthening the positive emotions and pleasure-seeking
values in the customers, they can strengthen and make them
want to buy. Designers of children's sportswear should pay
attention to the choice of color suitable for the child's age and
location, sewing method and fashion; because children's clothes
require more sensitivity and precision in choosing the design,
model and material of fabric due to special conditions from the
beginning of growth to maturity. In the packaging of children's
sportswear; the packaging should be designed according to the
age of the child; Use visual appeal and popular children's
characters, happy colors and embed games or exciting
entertainment in the packaging. In verbal and non-verbal
communication  with  customers through appropriate
interactions and arousing positive emotions of customers, to
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persuade and desire to buy on the part of the consumer. Use
hype marketing and word-of-mouth advertising as a technique
to stimulate customer emotions. Pay attention to the features
related to the emotional design of the sales website in television
advertisements of celebrities, popular children's cartoon
characters, nostalgic music, and in advertisements through
social media.
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