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Introduction: The aim of the present study was to investigate the effect of
relational marketing on the satisfaction of customers of sports complexes in Tehran
with the mediation of brand trust and customer appreciation.

Method: The purpose of this research was applied and descriptive-survey. The
statistical population of the research included all customers using sports complexes
in Tehran. The statistical sample (471 people) was selected as available. The
research tools included questionnaires related to marketing investment and
customer appreciation, brand trust and customer satisfaction. PLS and SPSS
software were used for data analysis.

Results : The results showed that brand trust has a significant effect on customer
satisfaction; Also, investing in relational marketing had a significant effect on
brand trust, customer satisfaction and appreciation. But customer appreciation had
no significant effect on customer satisfaction. The variable effect of investment in
relational marketing on customer satisfaction was significant through the mediation
of brand trust, but it was not significant through the mediation of customer
appreciation.

Conclusion: Based on the results of the research, it can be said that trust in the
brand plays an essential role in creating consumer-brand loyalty and this mentality
can lead to the satisfaction and loyalty of the users of the sports complex through
trust in the brand, so paying attention to the following factors It can be used as a
model for understanding customer behavior to increase customer satisfaction and
loyalty.
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Introduction

Considering the role of marketing in advancing the sales
goals of sports complexes and the costs required in this
sector, having a suitable and efficient method can help
sports complexes achieve their goals and achieve
success. Considering this issue, the relational marketing
method has major advantages such as low cost, high
effectiveness, high publishing speed, etc., and it can
help the sports complex in matters related to the sale of
sports services and obtaining more quota from the
market. On the other hand, in the last decade, the
existing literature has developed and proposed this
theory in relation to marketing that investing in
relationship marketing increases customer trust,
commitment, and relationship satisfaction, and in turn,
these relationship mediators increase the results affect
the seller's performance (Paltamir et al., 2006). Also,
one of the important topics in the field of marketing that
can be discussed is relationships with current and
potential customers; Focusing specifically on customer
retention and relationship management, customer
relationship management (CRM) is the newest
integrated approach to relationship management
available. Therefore, the purpose of this research is to
answer the question that what is the effect of investing
in relational marketing on the satisfaction of the
customers of sports complexes in Tehran through the
mediating variables of brand trust and customer
appreciation?

Methods

The current research is descriptive in terms of purpose,
application, and in terms of data collection. This
research is of library and field type in terms of location.
The statistical population studied in this research
included all customers using sports complexes in the 5
geographical regions of Tehran (East, West, North,
South and Center). In this research, due to the nature of
the statistical population (undefined and limited) and the
Corona epidemic, the available method was used to
distribute the research questionnaires. In this way, first
the questionnaire was prepared electronically and then
the link of the questionnaire was sent to the sports
groups that used the sports complexes in Tehran. Since
the size of the statistical population was uncertain and
unlimited, according to Morgan's sampling table, for a
population with this size (uncertain and unlimited), the
number of samples should be at least 384 people, which
is due to the fact that the questionnaire link is in
different groups. It was given that 471 people had
answered the questions of the questionnaire; Therefore,
all 471 questionnaires were analyzed. The tools for
collecting information in this research are the standard
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questionnaires of relational marketing investment
(Paltamir et al., 2009), brand trust (Delgado-Balster,
2004), customer satisfaction (Yoshida et al., 2013), and
customer appreciation (Paltamir et al., 2009).
colleagues, with 13 questions that include two main
parts. The first part of the questionnaire: includes
questions related to demographic and psychological
variables, including gender, age, level of education, and
marital status. The second part of the questionnaire
included the main aspects of the research; which is used
in the form of a Likert scale and a scoring scale of 1 to
5. The content validity of the questionnaire was
confirmed by 8 sports management professors. The
reliability of the questionnaires was confirmed using
Cronbach's alpha coefficient. In order to carry out this
research, after completing the validity and reliability of
the questionnaire, the link of the electronic
questionnaire was sent to the sports groups that used the
sports complexes in Tehran. Descriptive statistics
methods (mean, standard deviation, etc.) were used to
evaluate demographic characteristics. Also, Smirnov's
Kolmograph test was used to determine the distribution
of the research data. Finally, SPSS and PLS version 3
software were used to test research hypotheses, confirm
factor analysis and structural equation modeling. All
hypotheses have been tested at the level of P>0.5.

Results

Based on the results of the path analysis, it was found
that the brand trust variable directly has a positive and
significant effect on customer satisfaction; Then the
results showed that investing in relational marketing
directly has a positive and significant effect on brand
trust, satisfaction and appreciation of customers. Finally,
customer appreciation did not directly have a positive
and significant effect on customer satisfaction. The
results showed that in the mediating hypothesis of the
research, i.e. the effect of the investment variable in
relational marketing on customer satisfaction with the
mediation of trust in the brand, it showed that 10% of
the overall effect of the investment variable in relational
marketing on customer satisfaction It is explained
indirectly through the mediating variable of trust in the
brand. Also, the variable effect of investment in
relational marketing on customer satisfaction with the
mediation of customer appreciation is not significant.

Conclusion

In general, according to the results of the research, it can
be said that sports complexes need marketing and long-
term communication with consumers to influence
customer satisfaction. This marketing is called relational
marketing and sports complexes in order to increase
customer satisfaction; They should use affiliate
marketing as a long-term strategy. Also, the managers
of sports complexes can use customer communication
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techniques and consumer behavior science in order to
satisfy customers. The use of new methods of marketing
research to identify the new needs of sports customers
and the development of the variety of services in line
with these needs, as well as the use of new sales
methods, promotions, special discounts, giving prizes
and lotteries should be considered in order to In this
way, the appreciation of customers can be increased.
Using employees and trainers with knowledge when
providing sports services in such a way that these people
can establish a good relationship with customers and in
line with the strategy of the organization, instill a sense
of trust in the customer's purchase. Finally, it can be
said that trust in the brand will play an essential role in
creating consumer loyalty towards the brand, and this
mindset can lead to satisfaction and loyalty through trust
and be effective on the consumer's behavior and
decision-making, so attention the mentioned factors can
be used as a model to understand the behavior of
customers in order to increase satisfaction and make
customers of sports complexes loyal.
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