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ABSTRACT 
 
 The present study aims to clarify the role of different types of the media as an effective tool for economic 
evolution in the sports field, based on the eight selected solutions of the athletics development in the Iran. The 
views of 75 out of 104 people involved in the sports federations and selected based on Cohen's sample table, 
were collected.  A questionnaire of 56 questions constructed through Delphi’s method was used as the 
measuring instrument by the researchers.The questionnaire reliability and validity was approved using 
Cronbach's alpha test 0/87 and the simulative method respectively.In order to prioritize the role each of the 
seven types of media play in the eight strategies of the athletics development the Friedman’s test, and for 
determining the contribution of each type of media in the eight strategies of the athletics development Kruskal 
and Ellis test were used. Based on the research findings the print media have had the most important role in the 
women’s sports development, and the new visual media such as internet have played the most significant role in 
the development of marketing, sports science development, hosting international competitions, and attracting 
foreign investment. In addition,the visual media have played the most significant role in meritocracy and 
orientation towards specialization, attracting domestic investment, and privatization.  On the other hand, media 
can also play the most significant role in attracting foreign investment, hosting international competition sand 
sports marketing respectively. 
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Introduction 
 
 Developed countries have given priority in their 
policies and programs to human resource health and 
consequently sports activities in order to achieve 
their aims effectively so that they can gain higher 
status in international relations. In this regard, 
athletics and sports for championship can bring about 
motivation, self-esteem and passion, skills 
development, emotional control, socialization, 
identity, national pride, fertility and so on and is of 
high significance.  It should be noted that all human 
activities, including sports development including 
sports require development, wealth creation and 
added value for their consistency. In this regard, the 
sports industry has gained the 6th rank among the 
superior industries of the world because of the efforts 
of the people involved in sports and the considerable 
economic growth [7]. However, the sports industry's 
share of GDP is estimated to be 1/1 percent [13]. On 
one hand, the development of sports industry is 
bound to enough financial resources and investment 

to execute the strategic programs and provide sports 
services through usingskilled human resource, 
standard and advanced equipment and infrastructure 
in different fields of sports. Nowadays most of 
countries, as a result of the shortage in domestic 
resources and the increase of their own economic 
systems, have a strong desire to attract foreign 
investment. Studies have shown that foreign 
investment can be very high enhancing in terms of 
the production of goods and services in the 
investment attractor countries [12]. The major 
principle of economy and wealth production is 
obtaining the maximum results, satisfaction and 
acceptance of people with the minimal effort or cost. 
But in order to achieve such an important goal in the 
present state of the Iran, numerous sanctions, andthe 
contrast among the world a “evolution”-like 
endeavour is required. 
 Economic evolution or labor in sports can be 
defined as the establishment of the new way of 
thinking and behavior and the more attempt to 
maximize the satisfaction of society members from 
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this important social phenomenon.  Such evolution 
must bring about wealth production, the optimal 
allocation of services, and increase in the public 
welfare. Elahi and Mozaffari [4] states that domestic 
and foreign investment, scientific development, 
hosting international competition, privatization, 
marketing, development of women's sports and 
meritocracy are the most important strategic solution 
of developing championship sports. It seems that any 
attempt to facilitate these solutions will lead to the 
production of wealth, prosperity and fulfillment of 
services and welfare, and realization of economic 
evolution. But the important question is, in order to 
successfully apply and maintain these experiments 
what instruments and how should be used?One of the 
most important factors affecting the development of 
the sport in the 1990s has beenmedia [2]. Media, as 
the most effective form of mass communication are 
divided into six types: 
1.1. Print media such as newspapers and book. 
1.2. Audio media: such as radio. 
1.3. Visual media such as cinema, television andNew 
visual internet. 
1.4. Instrumental media such as leaflets, catalogs, 
brochures, billboards, posters, tract, slogans, stand 
board, logos, label, teaser, short and long films, 
plays, lectures, and different types of meetings.  
1.5. Institutional media such as media group or 
media institution like public relations, publishing 
companies, cinema institutes, radio, television, press 
offices etc. 
1.6. Cross-institutional media such as press, news 
center, office of international relations, cartels, 
broadcasters, press trusts, multinational film-maker 
companies and satellite networks [3]. 
 Ghiami Rad [6] reported a significant 
relationship between the mass media support and the 
development and promotion of sports fields. Sajjadi 
[15] also mentioned the use of sports imagery in 
corporate and consequently gaining high income as 
one of the appropriate solutions for domestic 
companies marketing strategies. 
 Since 1960's sport and economy have interacted 
with each other as a result of media development and 
the commercialization process of the sport took on a 
new form. The interaction has had mutual benefits 
for both the sport and the economy. On one hand, 
economy with the help of numerous addressees and 
fans in sports area could find a better market and 
promote its products. On the other hand, sports 
taking advantage of economical investment could 
also promote the capacity in infra-structure scope, 
develop quantitatively and qualitatively, 
revolutionize the athletes’ financial status and create 
a new atmosphere called professionalization [7]. 
Rudock [14] reports the multi-million dollar profits 
from the creation of a website for fans of the 
Australian Football League teams. This important 
issue seems natural because the use of the internet 
and the web has accelerated in human’s daily life and 

Loakimidis [10] reports that ,in these days sport's 
online marketing has alternated to the best place for 
gathering the fons of sport teams and professional 
leagues.Among the various forms of sports, the 
media due to the economic aspects pays more 
attention to the athletics (championship sports) so 
that the major television networks in recent decades 
have produced and broadcast sports competitions 
from the most popular television programs, with 
major contracts with the International Olympic 
Committee. Based on the above mentioned materials 
and according to the status and position of the sports 
federations which are the main source of decision 
making about the sports filed of the athletics in the 
Iran, the role that different types of media, as the 
effective means of wealth production and 
evolutionmovement in sports area play on the 
strategic solutions of the championship sports from 
the perspective of those involved in sports 
federationsare surveyed. 
  
Research Method: 
 
 This research is of a descriptive – analytical type 
and its objective is practical (applied). First 12 sports 
federations of basketball, volleyball, cycling, judo, 
archery, karate, wrestling, swimming, table tennis, 
weightlifting, track & field, and football were 
selected out of all Olympic federations. 
 The research population of the research is the all 
staff involved with with Bachelor’s degree and above 
(145 people). Sample size was determined based on 
the sample table of Cohen, Morgan, Grjsay, and after 
frequent follow-up attempts the researchers could 
collect and analyze 75 questionnaires. Due to the 
lack of an accurate and reliable means by which the 
role of media in economic evolutionof the athletics 
could be measured, questionnaire construction and 
validation was processed as one of the ancillary 
necessities of the present study. Surveying the 
theoretical basis of the research and thesimilar- to 
some extent- questionnaires, and using the 
perspectives and attitudes of the experts and 
specialists, the final questionnaire was prepared 
based on the research objectives. In this 
questionnaire, the extent to which each research 
participant (those involved in sports federations) was 
familiar with and used different types of media 
including visual, print, audio, new visual, 
instrumental, institutional and cross-institutional was 
taken into account. Among the various factors 
affecting economic Jihad of the championship sport, 
eight factors of institutionalizing meritocracy in the 
federations, the development of women's sports 
share, academic development, privatization, sports 
marketing, hosting international competitions, 
attracting investment from domestic and foreign 
sources were determined. 
 Finally the questionnaire was constructed in 
order to survey the role of each of the media types in 
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the eight factors of economic evolution of 
championship sports. Then, in a preliminary study 
and using several number of the specialists and 
experts of media and sport through Delphi method 
(giving questionnaires to the experts and receiving 
their perspectives and attitudes in several stages) the 
final questionnaire was completed with 56 questions 
and based a five-valued Likert -scale. The validity of 
the questionnaire was calculated using the simulative 
method and the reliability achieved using Alpha 
Croanbach 0.78 %. According to the statistical of 
Kolmogorov Smirnov test the data did not have 
natural distribution.  

 So the Friedman test was tailored to prioritize 
the extent to which each of the seven types of the 
media play in the eight solution of the championship 
sports development. In addition, Kruskal and Ellis 
test was used to determine the share each of the 
media have in the eight solutions of sports 
development.  
 
Research findings: 
 
 Tables 1-9 show the Friedman and Kruskal and 
Ellis testresults on the role of media in improving the 
Iran's championship sports development as one of the 
examples of economic evolution in sports area. 

 
Table 1: Freidman test results, the role of the media in women’s sports. 

Media type Average of ranks 
print 357 
visual 333.5 

Cross-institutional 316.5 
New visual 280.5 
instrumental 279.5 

audio 276.5 
institutional 256.5 
Freidman 32.65 

Significance level 0.0001 
 
 According to Table 1, from the research 
participants’ view the print media can play the most 
significant role in the development of women’s 

sports. Then visual media, cross-institutional media, 
new visual media, instrumental media, audio media 
and institutional media come next respectively.  

 
Table 2: Freidman test results, the role of the media inscientific development. 

Types of media Average of ranks 
New visual 406.5 

Print 340.5 
Visual 329 
Audio 272.5 

Instrumental 270 
Cross-institutional 260.5 

Institutional 221 
Friedman 91.78 

Significance level 0.0001 
  
 According to Table 2, from the research 
participants’ view the new visual media can play the 
most significant role in the scientific development of 
sports. Then, print media, visual media, audio media, 

instrumental media, cross-institutional media, and 
institutional media are placed at the following ranks 
respectively. 

 
Table 3: Freidman test results, the role of the media in privatization. 

Types of media Average of ranks 
Visual 383.5 

New visual 333 
print 5.329 

Cross-institutional 306.5 
institutional 262.5 
instrumental 244.5 

visual 240.5 
Friedman 70.13 

Significance level 0.0001 
 
 Based on Table 3, from the research 
participants’ view the visual media can play the most 
significant role in privatization. Then, new visual 

media, print media, cross-institutional media, 
institutional media, instrumental media, and audio 
mediatake the following ranks respectively. 
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Table 4: Freidman test results, the role of the media in sports marketing. 
Types of media Average of ranks 

New visual 376 
visual 347.5 
print 328 

instrumental 301.5 
Cross-institutional 293 

audio 234 
institutional 220 
Friedman 78.47 

Significance level 0.0001 
 
 As shown in table 4, from the research 
participants’ view the new visual media can play the 
most significant role in sports marketing. Then, 

visual media, print media, instrumental media, cross-
institutional media, audio media, and institutional 
media are placed at the following ranks respectively. 

 
Table 5: Freidman test results, the role of the media in hosting international competitions. 

Types of media Average of ranks 
New visual 390 

visual 345 
print 330 

Cross-institutional 320.5 
instrumental 258 

audio 235.5 
institutional 221 
Friedman 101.19 

Significance level 0.0001 
 
 Based on Table 5, from the research 
participants’ view the new visual media can play the 
most significant role in hosting international 

competitions. Then visual media, print media, cross-
institutional media, instrumental media, audio media, 
and institutional media come next respectively. 

 
Table 6: Freidman test results, the role of the media in attracting domestic investments. 

Types of media Average of ranks 
visual 374 

Cross-institutional 322.5 
New visual 320.5 

print 306.5 
instrumental 271.5 
institutional 263.5 

visual 242 
Friedman 52.04 

Significance level 0.0001 
 
 As shown in Table 6, from the research 
participants’ view the visual media can play the most 
significant role in attracting domestic investments. 
Then cross-institutional media, new visual media, 

print media, instrumental media, institutional media, 
and audio media are placed at the following ranks 
respectively. 

 
Table 7: Freidman test results, the role of the media in attracting foreign investments. 

Types of media Average of the ranks 
New visual 444.5 

Cross-institutional 342.5 
visual 316.5 

instrumental 274.5 
print 263.5 

institutional 262 
audio 196.5 

Friedman 149.39 
Significance level 0.0001 

 
 According to Table 7, from the research 
participants’ view the new visual media can play the 
most significant role in attracting foreign 
investments. Then cross-institutional media, visual 

media, instrumental media, print media, institutional 
media, and audio media come at the next ranks 
respectively. 
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Table 8: Freidman test results, the role of the media in meritocracy. 
Types of media Average of ranks 

visual 394 
print 357 

New visual 308.5 
Cross-institutional 304 

audio 275 
instrumental 254 
institutional 212 
Friedman 80.47 

Significance level 0.0001 
 
 As shown in Table 8, from the research 
participants’ view the visual media can play the most 
significant role in meritocracy. Then print media, 

new visual media, cross-institutional media, audio 
media, instrumental media, and institutional media, 
are placed at the following ranks respectively. 

 
Table 9: Kruskal and Ellistest results, the role of the media in championship sports development strategies. 

Average of the ranks championship sports development strategies 
4583.9 Attracting foreign investment 
4554.1 Hosting international competitions 
4471.1 Sports marketing 
4334.9 Privatization 
4177.9 Attracting domestic investment 
4075.6 Scientific development 
3865.3 Development share of women’s sports 
3436.9 Institutionalizing democracy  and specialization 
527.29 Kruskal and Ellis 
0.0001 Significance level 

 
 Table 9 shows that media can have the most 
important role in attracting foreign investment. Then 
the most important role is allocated to hosting 
international competitions, sports marketing, 
privatization, domestic investment, scientific 
development, the development of women's sports, 
meritocratic. 
 
Discussion: 
 
 Recentyears have been the advent of the efficient 
and powerful media in all social, political, economic 
and cultural phenomena. In this regard, media has 
been called as the powerful means ofhuman societies 
and the fourth principle of the governments are. The 
findings of the present research also suggest the 
effective role of media, particularly the new visual 
media, (Internet, Web, etc.) and visual (TV, etc.) in 
the development of athletics (championship sports). 
These findings are consistent and in line with Elahi 
(2009), Ko & Valacich (2011), Loakimidis (2010) 
finding about the positive impact of media 
advertising on investment attraction, development of 
financial resources of the sports organizations, sports 
marketing development etc. Broadcasting right in 
most of these studies in order to attract financial 
resources effectively in various sectors is an 
interesting point to be mentioned here. This rightis of 
the most important resources of the private sector 
whichis in addition to the resources considered by 
public and governmental organizations for the 
development and implementation of sports program. 
About IOC as the most import international sport 
organization debts it's to days place of incomes 
arising from TV portion's right after the second half 

of twentieth century, since arising curve and 
income's development of Olympic after 1960 has 
commenced its development and gained altitude in 
the related years of 2012. But in Iran TV portion of 
the games is not merely considered as a right but 
counts as a kindness from TV organization to the 
game's owner[5]. 
 However, the negative roles of the media in 
privatization such as providing false information, 
spreading rumors, and wrong analysis by the experts 
or unaware people about the privatization concern 
every member of the society [16]. Creating new way 
of thinking and behavior and trying more to produce 
wealth and obtain maximum results, satisfaction and 
compliance achieved with minimum effort or cost in 
sports is the real meaning of economic Jihad in 
supplying such an important social phenomenon. 
Therefore, finding the tools and techniques that 
facilitate access to it is the most basic responsibility 
of those involved with (people who hold a position 
in) the sports of the country.   
 The findings of the present study suggest that the 
new visual media such as the Internet, the Web, etc. 
Could play the most important role in the scientific 
development of sports, sports marketing, hosting 
international competitions, and attracting foreign 
investments which are consistent withKo & Valacich 
(2011), Loakimidis (2010), Rudock (2010) finding 
about the impact of Internet on marketing and 
attracting investment. Internet can have a big impact 
on sports marketing interactions, but our share of this 
effect is very trivial in the country. Therefore, the 
society needs a particular attention and consideration 
of preparing infrastructure in order to 
implementation of this media in sports marketing 
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equation and obviously wealth productionin sports 
area needssuch infrastructure urgently. The role of 
visual media such as television in privatization, 
attracting domestic investments, and meritocracy 
which might be because of the abundance of such 
media in the country and the identity of the 
strategies, reminds the need for greater coordination 
and cooperation between the visual media and sports. 
 Another important point is that print media have 
the most important role in the development of 
women's sports share which is consistent with the 
findings of Kashgar (2007) and Mahdavian (2009) 
about the role of mass media in the development of 
women's sport. 
 The available evidencepresent the role of media, 
especially visual media,in supporting women’s 
sports. In other words,the society needs dialogue in 
terms of demonstrability of the women’s sports. But 
the some of the currentphenomena such as cultural 
constraints reflects the fact that scholars must address 
this problem with more effort in the writing space 
(print media). 
 
Summary and Concluding Remarks: 
 
 the research findings imply that by identifying 
the correct and proper use of the media, the most 
successful results will be gained in attracting foreign 
investment and hosting international competition. 
 It is necessary to note that thelack of these two 
factors is of the major obstacles and difficulties 
regarding the championship sports development, and 
their boom is the major way of wealth production in 
sports of the country [4,17]. Hence, as the other 
findings of the study showed that the familiarity 
extent and implementation of different types of 
media, new media in particular, is not very optimal in 
our sports federations (media are not useddesirably 
by them).Additional effortis recommended to resolve 
this problem as one of the most important ways of 
economic evolution in sports field. 
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