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Abstract

Creating customer satisfaction and strengthening the desire to re-attend customers is one of the
important goals of sports complexes. Which can be achieved through new approaches to relational
marketing. Therefore, the purpose of this study is to investigate the effect of marketing related to
loyalty with the mediating role of customer relationship management in Wushu weapons. The
present study is a descriptive correlation in the form of structural equations and based on the
present tense, in terms of applied purpose, and in terms of collecting field information. The
statistical population of the study consists of all customers of men and women wushu weapons in
Tehran in unlimited numbers. The statistical sample size was determined to be 384 according to
the uncertain population, using the Cochran's formula. The measurement tools of this research
were three questionnaires: Customer Relationship Management Scanlan et al. (2009), Fontaine
and Heiman Relationship Marketing (2004) and Behnam (2010) Loyalty. The results of structural
equations showed that the mediating variable of customer relationship management has a
significant mediating role in the causal relationship of marketing related to loyalty. Therefore, it
can be said that the marketing managers of companies, considering the role of customer
relationship management, can achieve wushu weapons customer loyalty through relationship
marketing.

Key words: Relationship Marketing, Loyalty, Customer Relationship Management

* Corresponding Author: SomayehMirani@gmail.com
How to Cite: Mirani S. The effect of relationship marketing on loyalty with the mediating role of wushu weapons
customer relationship management, Journal of Innovation in Sports Management, 2022;1(3):223-234.

[9214Y Y243say |euiSlo

80-€0-C¢¢0T :PaAIa23Y

TT-90-220¢ :pa1daddy


https://jism.srbiau.ac.ir/

*,;;?adl)u

ARAVEN.YAR¢ 2@%‘)5 @JU

’,.JU

VEAND S

339 S0 5D (S ysly
BAEXA! ).gb &Y o,Lo.Jé ) 8,92

YYY-vye
https://jism.srbiau.ac.ir/

“9

Ol o b LUyl Co g (Tl i b (G109 9 i duly b H13L W
4999 Sy Zdw

° . /~. N - B3 S ae .
dlﬁ“c;‘J}’rL:?,°L<":”’b‘g5‘;JJ)‘-*ijiJ"‘\‘“Jlg5“'t‘”JKL§}’F’:*’bI @\J.:.aﬂ.:.w

ol

G 31l (B35 Slaas sazme pgr SIal 1SS 0L ke ddms s 4 Ll osE 5 Ob e 5 Sl sl
L 61 Aedlaly 5L S R el s e Skl olies BB tedlaly U5k on s sl Sos)
23 Sl SVslas od 4 (S g5 ) o5 ol Bash il o shss e O 0L e b DL Sy ke il
Cmgg,;:ﬁw\,y,;i@L.,Tw\?..up@@u,;,wm@ﬂc?ywq,gégﬂsg,u,z;juﬁduoujwu
Jsap ) olinal L ¢ pabelal analr 4 s 5 L (65la] @ g0 o i3 on JoSUES 5 9uomali slutas 4 015 g 01350 5 0L 5305 sla
CFA) 0L 5 OISl (5200 b Bl Ca ke aalidn a3 Ghng s b 6, oIl Ll pldd ams L5 VAP sluws 01 S8
ke mile yrite oS 313 0SS (5t Y sl gl o3lial (WWAQ) pligs (551365 5 (Y0 F) raa 5 o5 b diadlasly 515
Ol e & s Ol Ol Fn ol by 3ol 513y b daalaily L5k e dasly 3 (solsbias (68 (amiln 2B (5 e b Ll
5535 G 0L i (551365 4 dadlaly b 5I5L o b 51 e (6 e b B ke 2 (58 5 5 b eS8 Ll

Sy S

Ol e b DLl e ¢ 5lob 5 cdiaalasly 5150 i Gls” OB 319

SomayehMirani@gmail.com :J giumo odcum o *

23 6l aalikad 9259 sl Pl ol yitie b b)) 2y e (il (5 L 5loly  aie abaly ik 3l o e
YYP-YYE () OFe) 50l (3559 Copde


https://jism.srbiau.ac.ir/

VFe) 5y [ oslands | Sl Jls | o309 oy 50 69795 | YYO
400

23 IS5 Gl o pe OB (2 ol W wlaOT B 15 DA (A, Ole Sapel bl el sl Sy 5l (S
S sl 65 4 s bas il (5le esly 5 comlie 13 Os 5 (B Cu e i 4 gl b dal 5L
Lo ged 45 Sl cal 2 LU e A AD VFAF ls (2887 5 5 Wb osl () s S LIS 5 L1
(2oL Glas paly fnn s S 3 oS (5 ez L, E1s (6,88 a1 ST Cou |y oS o ume s,
S8 esle (5 55 IS5 S Sidbge 3550 3 Ol s ojol MU T (o Jled & 2 o5 e I 1S W8
G 5 S o 53 S e 5 S5 w0l 53 S pa IS ST 5 e 518 g e 5 853 s s 0 1
AOFY A oS ol

o135 o LT 51l 43,8 513 a5 3550 5l L5k Sl 3 s ol 3L 5 Comnl s & 1ads (515 o e
Sl adls gl Qb))QWUMJdQ&M =337 Qﬁv\ﬁéﬁiw}ﬁ o) 3 Ol 4 aS Cnl (gl A
AS oo e |y Zaads ()1l 5 plsa S (Y0 Ts) ke o Sen ) S e 01,8 Lds (g ylaly ol s
oslu 1SS Olsie w1y gylsby b o€ s 51 S p il odd Cin s Calibes 3oL 4 (g5lby cpl (Y2 Y)Y & e SIT)
3ils e bbby pl p CIYS sl gl a4 g asy 518 Jg: sl a\f.\;_.ﬁ 5 S o SSThysl Wy = Al s
L;,\f.uuu@\p\élﬁwﬁ;Qu\v\swwd,\;u};%‘s@,,@;uﬁij,g.(v~~v‘°y)u}6g?gxxg>
5o 208 Ol pde pl ol s e 0o B opl S 55 5558 Caiee Ol opl 53 (Y14 eS8 5 5 ) Sl
5 Sl sl e &) sl o pde 0SUS GlagFl el JLk s 0L rie 6565 3p Sl Sl
(Y0 Y&yl

5 0bymin) 5,5 oplal Miaddaly Sk 4 05 oo alam OT 5148 ol SIS 30 O 2ie (5)laly p pilises Jalge
(P e 2S5 a3 BSOS 5 il VTA0 O 503l e AP (O 5 56wl YA (55l
3oty S e bdeabaly SLLGLY Y M Sl Y e A O 5 Ol Y0 OS5 Yy, YAV
3" k) 348 g0 L a8 (5 pte (651305 dile (S 4y altes 51 L1 Ol e @ DL 5 5 OB sy b o b
Sy LIl 015 (or (g ke b Doy iy sl e Amalarly (2l 5150 3,50 55 5l eslizal LL(Y+14 01,5

L Kim

2, loyalty

3, Wu

4, Alguacil

5. Bandyopadhyay & Martell
6, Pinheiro & Cavique

7. MacMillan, Money, Money & Downing
8, marketing relationship

%, Rust

10, Heffernan

11, Alrubaiee

12 Gilboa



Lol Il Olejle a5 o 1 (6 0 Ob e 5 s 5 g 9 Cu 58 (o lalid cmea 15 3550 5 oge (6 20 s )
Sl odd b Sledst 5w g aen 5l Cmio p Ll ol slaiou 51 (K @ dtealaly boIL e
s 5545 Sl S5 5 Lol 5 lad i b ey 5 0T 5 5 LSJ"f("“""’ Sl Ol 5 Gl ss 53 ¢ K5 6
SN i 4 glies LBl sasy Sl 5 SOl G b Ol e B ol ok o Caliien O s 55
OT SIS o b,k Slesanas 3601 53 53l Ladii o5 4 1) OB WS (5 ume Hlb, 108 3T Julse Oly o
(YONF Qg5 5 CS g i) 5 S eslizl

LUl S e oS iyl il L35 il gn O 2t (s lslhs 5 bl y SbL15L w;bb)\)ﬁdséfm.kw)@}]mm
sl &S ol 4,8 4 el OL i fe O 3ol Lol & 1 b A0l 3 (6 zie b bLi LIy e .U (CRM) " (6 zin b
O 57z 553) 350 00 w5 ki s Sl 6;5("*@ A od el O T culo,; Ll 5 (6 e sla aal g
G 5l aT5 s 0L e b alaly 5165 5 sl JS 513 Ol 4 st b Bl Cu e copl prosdhe (Yoo
Olse a g min b LUy pde (Yoo P Ty 55 ub) Conlods (o s OUT jzis Colsy Ol 5 0L 2ie 0 2w 35,
suwﬁuWﬁﬁ@@wwﬂowﬁ@:dbdwﬁ@hdﬂéﬁﬁfJ*‘f&fwj‘é
13555 o) e Camed] 316 2 b L5l e oS s 1LY 0P (0,100 506555 50) bl dal g 0L j2iee (sl ylh
NG

() Oea 5 56 el (e (1 ol 45,8 &y po sl gl B5ss o) 45 bl Liags Ooda b bl s
Ol 45 Hos b zual 0L i LS)‘JU}}M@‘)Gb)‘)Lwé}ﬁLMW4.194‘)4{4...9\; Cowd dm pl @
oKl 0L zie s lsls b tiealaly b,5L e sls 0L (VF5) 0,1800a 5 cadl ¢ S i 5 5,05 5
,.x@:a.lab@l,)\jbLguwyouj\;\;oway;)@uW..s)\_s.sﬁ.jL;Jl.’umuu;;ls.um@bd.:j),
DL (WWAY) 153555 5 6352 503 Siasin oo s OL e 65135 5l (6015 (sinn Slb oS iy oy Coroeno
3 225 2ol e Golslas cabaly imman 305 (glslan Jledd 4 S350 5 o2 2L slal 4T Wsls
W5 e 50 68 amibe Lol b o a5l DL Ll (Cdls s gy s a s 2551 Gr b 5 Culs,
2Lo) 5o B (ormen Sl S OL i Suld) a4 g2 S5,1 LS 5 lslias LLS,1 sl S o0 dy Ol
5 ot dlaly i) Led o s b oSEL O e ()bl L Sl kS 5 diadlaly UL (1FAY) e
b Sls 3 b Sl e b3l 45 Al s a4 (VF44) 010 5 g om0 Liagi 43 .50 lskas

4’5“)}5#6‘.««@-‘.;/3&-‘-&;&}&6&0&‘40‘{.%&}1)6)@)6)‘3‘3})3u\;‘j&ﬁu\.&i{bb‘d}‘))\jd&a

1. Abdullah, Putit & Teo

2, Customer Relationship Management
3, Dorsch et al

4, Payne & Frow

5. Yonggui et al



VFeY 5y [ oylad | Sl Jlo | o039 <o pita 35 sn9Te8 | YV

Gl (s ate S5l 5 Slads (Gle padd a5 Al s Ko a5 (1144) OLKes 5 0Lty o) .5 4d
S8 5 Sl (5l i (o Al 55 (mibie 285 alarly CodS slal riopen 2Bl lslian 5 ot (5 51 (5 ke
3 33 UL 2 K slael S Wsls Ol (VP +) plgy 5 Sloko zsls &S50 g8 5555 sl o8l s (5 2
5 JewsSIT njls gylsbinn 5T o8 Olau 3T Dbl jo 65, et Sk OE LS o ame L, ()5, (sla ke
5 Salen  Glazel 5 lael) dieddaly U150 4d go &7 bl Coms don cpl 4,505 Lt 53 (YY) 0K

s S s ao 5 610y Olsn s ize a5 3,108 (a3 i 4 S e sla 2 ST bl 5 L L
ol 3 0L s cJle (11 o o 3L bl Gl o L LSSl 55 (85558 5 53 55 6,500 sla sk
Sy 5l Lae 5 e 30 ekl SLHIGL g KL s & sl Cows amD cpl a3 s 53 (WWAA)
@by gl daly SULI5L 4T CaL s 4 opl 4 (V10) OKen 5 051} e Cpuimman .Sl azils OL zés
oy 3558 5 g s slezel gl abal) ol e 56 iman 3l (g )laliae 5 e ST g Olali <SS 0L ke
sy andllan ol s Kos 51 sulslis s sl aaly Lo oty 53 dges slazel (6 8 mile B Al 238 18
Slodst S 5 0T (sla il go 5 dinalaly obSI5L 45T Al Cowd dmes ol 4 (VWA9) Oes 5 ardie K5 g o
O e 65150y 5 Laddaly bl o Alaily romes (Sl SIS 36 Olonis Ol Ol pliea O 20 551365 535
Caaind a5 il 3 (V¥44) OLs 5 lule s 58 s copl pogdle il o lsline abaly Ol Oliwl Sl ples
Golsliae 5 oo 30 O 2ie (6,l3bs ok SST51 35,0 Cpimman 5503 (Golsline 5 Cute 5T OU 2in (g lal s
3 s b 5 sb 4 Aol L1l oS LB s dons ol & (IYR4) O S0n 5 ool o) S5 kT )3 23,05
G 4 Gk 53 (0 0) (28 cmimen )l 5T (6t e dob 3501 5 (6 ke b dlaly kS il ke b
5 dealaly SLoL eSS L AT Sl s (6 uldy (e i 3 (b sl Sslee s diealaly Lol (s g
G Gl Olgie b hmss 53 (Y010) Vb omioman 3 5 o i 1) (6 i Culdy Ol5 o b5, sle & )lgs
2 llss sannlo, Sl el b e 8 Aml Cas mls ol 4 ddal, b (S amibe S 6 20 651365 )3
oalie YU oS5 L 01l sl St alasly 651065 5 Culdy ¢ Jolin 5ol (oo SRalS cabaly 513N 5b 5o 1ol
oS (e Sulo o sla daly 45 Al s s ) 4 (Y1) el axl 5 5ol Kos G 53 s
3 6B Cwl Vb iy el oS Slej s i 5)l0bs » g i L bLII o e CadST 5 b 516 i S50 cObeas
o ke CakS™ 3 b 1 6 ke 551565 (5 ke Sl peltine b 1y Sl Cand (sl (ol Ly 3 g0l ST S
o 4 Ry 53 (T YD) T 5 &85 (pmen ol 25 YU Ly s S Gl (s 20 b DL
L i Sl (65518 5 (58 03,5 mlio )3 6ol 5 Shas 5 (olozr| Gl Gl S 5 4 525 Slgdisy o Al

1. Niadzayo & Khajehzadeh
2. Garg et al



38 ee 3 0g 53 (plezml Gls Gl )3 S5l g 4 b e Dle s e AL (ke ol 6 8 il 2B

313 6slale 5 e daly 6 2k b Jols 6,8 il 2B Gy b Sl 65
78 5 sBis Ob i 5050y daddaly UL ST L alal 5o pls ags ar S Aas e Ol B 4ty s e
S Ll sk 53 pol Jha s i enl el gy 0L e b LU (mile 2B pliSomn bl ol 43,8 Sy 0 355
& 5555 oo S ssb A ey S Bias Ol e o5 m s b e s G ey 1y ek s
2HIF o o g ml ) el (Sl el Sl S 15V Bl gl ply i S8 o5 sk
Sl 5 bl Catlid 557 a3 b aS | AL Hla) i 5 Coel Sl (o At 5555 O 20 5 oS (G555 OLLIL
S5 s5as Sl oS WIS Gla S8 8 b ae 53 ST A LU L eds sl Ol 4 o Kl 5 O 2
b oS5 ol gl Ol ) >}.i:6no:)5'\'ﬁ}ijj(njl}5 oS Wy sl oS La L;QJJM)&)&U\ (LS
S dal g 3 IS b Sl oS 5 sle OSTL gl ol e S cal bl Sl sy (St 4 (olas
3do s Gases 9 Sl lea.natfuﬂy oy ol Sty o B A Gy e ol Eagh ol B8 5l 4 ax g LI
535 6l 2o 0L 2t b Bl (omibe 25 b ()13l dmalaly (oUy5L LT o Sl pl bl 0 0T & (o Sty

C,ls J:JU

b (90
Blod 4y 5 (53,8 Souta i 51 S Jl ey alal sz 5 okl SVslan 058 4 Soan 65551 o 5 0l R
S5 4 Ol g5 e Olapo 5 OU5 si9s sl #3 Ob s dan 1) hagy (SoleT analr il oo s DD (5557 ma
YAF sldi 0SS Jgasp 5 eslizal L ¢ pslasl (6l dnalm (2515 & dor 5 L @505 o (ol (81 a3 (oo K 3 5omals
Sla anliiony 31U 0315 (55T pazr g ol 035 o i3 3 (B3l b (§ S wged Jhay 5 S F g 35504
g Y Gyls (Y00 F) ot 5 i g disabasly b0 cdl g VF (ghyls OFAA) OLen 5 OISl (6 2t b L3 o ke
@135 3 sy ot S A sl (i g O S slay B0 oo b oS Il d 5515 (IAS) pligy (5,105 5 4l e 0 5
23048 (655T3,8 (laosls Judoui 54 o 5 shie 4y s oslial S 5 FLsS GWT 51 bl s sl p s | RKan 51515
Ao 5 sl b 55 aslsad s sl (b el S jad (vl 1 o 5 SLT 51 gl 2w 535 8 plnil 2 53
bty ola b (51 Bl ST cpss w53 s 3 oslitl Jlas ol il 5 (5o i (sla st s amloms ¢ G151 5
3ots B eslizal ks le S¥slae Sbdie 31 Sia s e seie Jibe G531 (1 5 ek oslizul (CFA) ol Jale o |

C'_ij )|J§ J._.la.'i E) ‘\.ij.’r.'; S50 ru"“d‘gs.’. Q)LM‘)YJU‘.JU‘.&.JU‘ L;u)l_,el (’j oalazu! L: ol LS))TC.? C)LG)LE‘

1. Confirmatory factor analysis
2. SPSS
3. Smart PLS



VoY s [ oslas | Sl Jlo | o309 o yate 30 609795 | YY4

b 4db

s €Sl il a0 Loy FA/D 53 0 im g% 4 ed )31 1 Ao y3 W /D ST das e 0L g5 o s sls 4l
Ao )3 VY alis ) 0B S S 5 oy YAV ¢ 13,8 0B uuS ST 4 s 3 YF/0 o> OB S S 5 s ¥
o il 5 e OB IS S5 &g 53 Linls LS5 1y (6 85 0B S oS Ao )3 FIY s gl I8 OB S S
sl odaT oy ¥/ FAY/PA (I3l s ¥/ FABNVY (g e b DLl ke F/+2FV/F 0 iaalasly o5k okte 4tals L
s 4 3 g8 oo attie SV I L i S e a5 53 /00 1y s o3l 1 s ulls S (VAAN) ) S 5§, 8
Mot 5 b s S ST o b 5 (RS — 05> o 2) (oS 5 bl onopas ol U8 JB s 03 1 o s

.gLM‘aJ..';:aJ)jT\ Jjb)bgc@‘dﬁ&ﬁJJA@\J_Q}@‘;@A&UJM)JMbdd‘}j‘}:u AR

B OT bk 91 ol 3l Z P il )19 ) Jour

i S P i S o F bl T e il N9 B ko
cWays s W B o3l 3f

. N /Ay . GV /a¥ /OYF Laalasly b ,l50

) . .

o + /49 o, s /YFA & e by bl

- NG I /4 V% Sl

&1 S @,J‘.\;p,-.;ﬁﬁi“;uga,u,a@b,lmya;u,ajl@;wwsuw;\?fufm;@omv Jgd>
g:,...w‘-\ﬁl::)jﬁd-u

BOT o (Sod § B 03l 3 z Sriwn il ylg .Y Jous

ST S S b bLI Sadlaly (265156 & puiio
FIVYE ealasly 2L
CIAPD /00D & e b b

S /0% C/YaF <k,

Wl 0k 03, 5T o 55 48 el HTMTZ Cod ol gony 5 Jite 131 1 S5 ols 00 4 (6 s sla Lo Ls 51 S

C"‘““\‘.:’.'.U"Jj'“d“\'“‘;‘)@b);ﬁ.‘jl“'(‘:”“""“\";’Jﬁ./,\a&ﬁ./*.ﬂ)cuw)\ﬂ)wucl“)"wd‘

e N daas 4 (D))l ET Lanas Cawd 2 T v
Solely Sy b B3 wodkly 20515k by yuiio
Lnddaly 2LI5L
/YD & ta b Lol
5A </FFA I3

1. Fornell & Larcker
2. Hetrotrait -Monotrait Ratio



Q‘Jﬁ&ub—).}ddﬁjﬂjS&LKQ“’}'&‘@‘OMAJJJTFJ)&JJgcdvhg};)\féuu&uwu\fjﬁwJJ

Gi S o3l 1l Hlae! @l ey g @ £ Jous

NFI Chi-Square d G d ULS SRMR Jm ilp s el
< IVED YMA/ESY 7Y% ¥/ 0¥ /T AY oo Sty y5lia
/A YL -— A0 5 A0 5 N S

TAIYRE) (6 labs 5 iaadaly (b3 i1 48 15 0L gl das oo O 1) 2oy o 4 p B ¥ 5) U5 50 ot
(ﬁ =+/FAY 9 T—Value=\\/~7"\’) L;‘):-;*‘ L LUJ‘ \:A“J.iu\.ﬁ » Mﬂdﬂa‘) LS’Lf-JUL JS‘ el )‘Jt&ﬂ 9 A:M:A (ﬁ =+/FAY 9 Value=

Gy 3 S piie 1.0 J9a

G T Lo
<JEAY 5
: SolsBy  Laddaly LIk
q/Y¥Y T
/A 5
Sk b bl s pe p dedlaly SLLI5L
Y/ 2V T
(AY4" Y
- ESEUFICESES SO
AWARN T

s /B VLT S (1485) 0,8 5 & 5 /0 1 (AVE) a3l |z wten ills <SS VAV SV 5
28 5 (RS = 0> o ) (S 5 (bh Crmen ol U8 B a5 i prtas il ol () 6,8 e
s 35 Pdsder ol Usd BB e gl 5 Joe o Kon ol amt 5o nAil e Jpd LB Leejle #L5 S WT

o gn DL 5 0T ey Koo 5 lao sl 3l 7 s
S eslebele aalaly e 5lojlu s 5l g A pells pder TP P P IR By Y PRE S S SPN T

sl Aol 3550 Je g1 515 1958 s b ollae .ol b 35 90 oo (51 S5 olg, ekl 2t

BT o (Fhumod § B0l 3 Z i il 319 .0 9o

b DUy b DI ol Solee Slodle 0908 elge s yuiio
CIPAS Sl 0y Jalse
CVAE /OAY b Sl
CIVA L IOF 5% ol s
< /5AY LY L/Yay C/FYE ol 5l




VFeY 5y [ o5lads | Sl Jlo | o039 o yate 30 609795 | YY)

5> B =¥FA s T-Value=a/+1) g lstias 5§ ale L5 (5 2t b bLo I o pde sl ikt cdas o Ol & J g

.J)‘b L;J‘Jlé} B MA-EJ.“) kﬁli)‘-}b ‘_;l.c 4.]@“)

s pitio uiinn pé O J1T 90

T-Value SD iwn pé F1005m0 Al pio ST o BIEUS g
4/ R VYA ey b LS Ladlaly oI5k

L1

A

L2

Customer / P |

Commitment 0482  Relationship (167 0724 |3

L
Competence |, 0.889 L4
0847
Relation 4—0.835— 0.482 L5
0.884
Satisfaction |  0.807 L6
Relating Marketing

Trust L7
L8

]

L9

o9k (2l JA 90 pew olpo ) IS

L1

A
L2

Customer / A
Commitment 11067 | Relationship 3,091 AR

Competence | 52818 L4
474627

Relation 4—58.594 9.243 L5

61.997
Satisfaction | 34.020 L6
v Relating Marketing
Trust L7
Le
a
L9

9% 28 Jae ot ol .Y



Y | Sl

S5 o § Som

Ol iy e 1 G155 G S b sl G gl 3l B ()laly Ly aealaly oL o7 sl Ol s
Lo 55 B OF9) L 5 il ((1¥A0) 01K 5 0305 e (OVFAF) 0L s 5 A6 el C(VFAA) (5,1
Lol s 4 Lty ames l oS (YN ) s 1 a(Y oo A) 01,10 5 0 jan (e +0) 0L Ken 5 Coyy «(VFAY) by
Goiod B omen 38 Ll dinddaly GbI5L 4 Ol or abex OT 5168 ol IS5 0L e (61065 ik
3 okzeh) dadaly Slo5L Al ge 45T Bl Cows ame pl 4 (VYY) 0L 5 o ST G gl 51 pms b 5l
sl 5 SeMBI (55T e g S5 Sl oalarly LU AEL (oo Ol eas < sls 1 (651365 Oljon 2 2 (Sleze]
Oljl 0553 e e (Sl 5 Ol el SN LK G s dls S a5 bylS 5 S 3 0 e
Shegls 53 35h o e OI3Ls 5 sdms )l 4 Ll 5 e lo, Rl s 0L e sl 00N on e Sl
Lim 5 oo 4 ol A ) gy 5 (oLl 1) 555 0L e Sl Al g oo ckieabaly (L OLL rla s 08 G b
Laabasly 2bo5LOYAR O 5 0L L5 0,25) dules Juol Oliabl (s e (551365 5 5 ged 4 filad il 331 5 (5 2o
Slr i sl s sbie 4 5 glae s s 4 AL 5 b 4 OLOLL S Sl ol s sl b AW KLy
Gy 1Bl e byl 5 S s 0L e 651y 5 Olejle 3 Shas 5150 5 (6,25 Olsie b asle sl 0L 2t
U5 5 Dolge (R AL adls ol a5 0L te b OLLEL s, 5 (o2 4 e liee ckiaabnly (LI5Sl
L oS ey 53 5 oy Jol & U1 bzl 5 5 el eead SIS 1 OT (6 2t &8 oy (g 4 il 15k
33,8 aslizal o 5 ale SLIL 51 ea)ls ot BLILIOL 2t

G il 5l (pdm b sl Gaid s )l ST mie b BLil Sy pte p diealaly Lok oS sl Ol s
S L Stk Lilo, 015 e (bLi sl Dslee 5 Amadaly SLOUL OGS L ey et ol 4 S OF00) 2S5
s Go b ) s i 5 g g el ) (oL I5L S Bl s w4 (WWAR) O 5 8l ey 555
Sy lanil b bl Sy pike bl (oo Ol giemn 31> ST (62t e Uob (255 (s pta L ddaly CodS mile
SUls S dmn s 5 G 5 ol Dlidod doly 03 ga5 Jlab (5 e laaial i el 6l Dok Sy s
a4 M gl llae glaaas o Y sbae s (s rie 5 Lk Lals S5OSO Osai alae (25w 31 5 1K
4 slizel &8 s 7 Jla] DSl oS 2he o 5 Bl axils (5 2 6 e DL Sy e Ll oo O e
Llg oo G he slagaialls 05,57 2 O te bl s, b Lis gl AW ST O ie b bl Coenl
AL il o diealaly L1k

0313 a5 5 153l Gaios gl U bl G gl 5sls S 136 (s ke b DLy e o 31 O s
Al o Ol sean 0,5 S (6 ka5 51565 (6 ke b LLITCy e CkST Gy b 51 45T LBl s d pl 4 (Y41 F)

A3 PLll sl Bl ke LS el 6 mie OV 4 Sl o Kl (s 2he i S DL Sy e



VFeY 5y [T oplad | Sl Jlo | o039 <oyt 53 5p9Tg8 | YYY

SLLL L s Ol patie sla Ol 55 0L e (Ol 5 Aol 5 Wse 4 Db Gl g g 5 sla
S sph Cably A5 ol g Ll Sy pile s g Slals il O e T LelS Dbl 4 x5 L5 ST e )5

St $1365 5 50 LU 6,8 IS Jelge o Fage 5SS s il azils Ollee (sadS 51 0L JolS A8
Sl o

I3l b deadnly Lo e alaly 3 (sobsline (68 (il 2B 2k L BLILI mile e 45 515 0L mls
@bos 3 o BN 0L 5 o SIT alor 1 G155 Goimd gl 1 odms b ol Goiod gl 53
e gl ) i b 350 1 (551005 iealarly oI5 45 Sy sl ST (V00D oy 1 OITAY) s
33,503 1 (5 e DI,y drealaly (glyl5L o5 Al Cows 4 4 (1149) 01K 5 pt s (VP ) oK
13 1 EosBs e b Bl & Wiy et ol 4 8 (YV8) o0l sl 5 513l Goios gl ) odms b
Co e (il AL g5l p dtealaly oLOL S sl OL LSl g s 4Kl 4 a5 b bl oo Ol e
S0k (5ol sl b e slgtiy sBas e O U8 @ 10 syls S pags sl 23 0L 2t b b
OS50 5859 7O b 5 58T S 555 4 5 JolS DMLl 15 o 5 ST oslinad LL3,1 Sy e 5 Lndlaly (2L ,15L
Sty cpman ins plasl 3 sl s b 4 ol i Sl 5] e 5 0L e Sl bl 2 5 dins 1)
dr Loyl a5 0l a3 g Sl il Sladst Sl ecmlin 3 5 Cal 510108555 4 o83 3551 4 3 4 s
Ob jhe 13l gl (Flaidd 5 Slaa Dbt SISl 5 (0 9 358 58 i Olej S5 (piomen 5 (2515 0L o
AS s laal

Reference

Abdullah, M. F., Putit, L., & Teo, C. B. C. (2014). Impact of relationship marketing tactics (RMT's) &
relationship quality on customer loyalty: A study within the Malaysian mobile telecommunication industry.
Procedia-Social and Behavioral Sciences, 130, 371-378.

Alguacil, M., Ndfez-Pomar, J., Calabuig, F., Escamilla-Fajardo, P., & Staskeviciute-Butiene, I. (2021).
Creation of a brand model through SEM to predict users’ loyalty and recommendations regarding a public
sports service. Heliyon, 7 (6), 1-8,

Alrubaiee, L., & Al-Nazer, N. (2010). Investigate the impact of relationship marketing orientation on customer
loyalty: The customer's perspective. International Journal of Marketing Studies, 2(1), 155-174.

Amirtash, A., Maleki, S., Afsharian, M.J. (2015). Designing a relational marketing communication model and
customer loyalty of public pools in Tehran. Journal of Organizational Behavior Management Studies in
Sport, 2 (4), 111-118. [Persian]

Azimi, H; Alipour, V; Fathi, S. (2017). Investigating the Impact of Relationship Marketing on Customer
Loyalty with the Mediating Role of Service Quality in Zanjan Province Telecommunication, 3rd
International Conference on Management, Accounting and Knowledge-Based Economics with Emphasis on
Resistance Economy, Tehran. [Persian]

Bandyopadhyay, S., & Martell, M. (2007). Does attitudinal loyalty influence behavioral loyalty? A theoretical
and empirical study. Journal of Retailing and Consumer Services, 14 (1), 35-44.



Dorsch, M. J., Mary, L. C., Raymond, A., & Ranson, R. (2001). Customer Equity Management and Strategic
Choices for Sales Managers. Journal of Personal Selling & Sales Management, 21 (2), 157 -166.

Fornell, C., Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and
measurement error. Journal of marketing research, 18(1), 39-50.

Gholizadeh, B; Talibpour, M; Wrestler, M. (2015). Relationship Marketing as a Predictor for the Purchasing
Behavior of Sports Customers: A Study of Mashhad Women's Health Clubs. New Approaches in Sports
Management, 3 (10), 73-84. [Persian]

Gilboa, S., Seger-Guttmann, T., & Mimran, Ofir. (2019). The unique role of relationship marketing in small
businesses’ customer experience. Journal of Retailing and Consumer Services, 51, 152-164.

Hassanzadeh, M; Poursalimi, M; Khorakian, A. (2016). Investigating the effect of relationship marketing on
customer loyalty with the mediating role of customer trust: Saman Bank Mashhad customers,
Comprehensive Management and Accounting Conference, Tehran. [Persian]

Hatami, Kh; Mohebinejad, M; Azizi, Sh., Hosseini, P. (2017). Relationship between relational marketing and
customer loyalty of private sports clubs Case study: Kermanshah private sports clubs, the first international
conference and the third national conference on management research and humanities, Tehran. [Persian]

Heffernan, T., Grant <O., Tony, T., & Marcelle,D. (2008). Relationship marketing: The impact of emotional
intelligence and trust on bank performance. International Journal of Bank Marketing, 26 (3), 183 — 199.

Izadi, B., Roozfarakh, A. (2018). The relationship between experimental marketing and customer satisfaction
and loyalty in sports complexes. New approaches in sports management. 6(23), 33-48. [Persian]

Kim, Y. K. (2008). Relationship framework in sport management: How relationship quality affects sport
consumption behaviors. University of Florida.

MacMillan, K., Money, K., Money, A., & Downing, S. (2005). Relationship marketing in the not-for-profit
sector: an extension and application of the commitment—trust theory. Journal of business research, 58(6),
806-818.

Payne, A., & Frow, P. (2004). The role of multichannel integration in customer relationship management.
Industrial marketing management, 33(6), 527-38.

Pinheiro P., & Cavique L. (2019). An Actionable Knowledge Discovery System in Regular Sports Services.
World Conference on Information Systems and Technologies WorldCIST', 461-471.

Ranjbarian, B; Barari, M. (2009). The Impact of Relationship Marketing Foundations on Customer Loyalty: A
Comparison of Public and Private Banking. Business Management (Management Knowledge), 1(2), 83-
100. [Persian]

Rust, R. T., & Verhoef, P. C. (2005). Optimizing the marketing interventions mix in intermediate-term.
Marketing science, 24(3), 477-489.

Soleimani, S; Behnam, M. (2021). The effect of brand credibility on brand behavioral variables with the
mediating role of viral marketing in consumers of sports products. Sports Management, 13(2), 678-701.
[Persian]

Taghipour, M., Rezaei Sufi, M. (2018). The effect of relationship marketing and service quality on customer
loyalty of private clubs in Rasht, the second national conference on sports science and health achievements
in Ahvaz. [Persian]

Wu, L. (2011). Satisfaction, inertia, and customer loyalty in the varying levels of the zone of tolerance and
alternative attractiveness. Journal of Services Marketing, 25 (5), 310-322.

Yonggui,W., Hing, P.Lo.. <Renyong,C., & yongheng, Y. (2004). An integrated framework for customer value
and customer-relationship-management performance. Managing Service Quality, 14 (2), 169-182.

Zohrehvand, A.A; Soleimani, M., A, S. (2020). The relationship between sensory marketing and customer
loyalty of private sports clubs, the mediating role of perceived value and location dependence. Marketing
Management, 15 (47), 69-86. [Persian]



	9. E
	9. F

