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The aim of the present study is to identify the influential and effective
indicators of sports startup branding with an emphasis on artificial
intelligence using the fuzzy de-metal technique. This study was an
applied research in terms of its research objective, and it is a
descriptive research in terms of its nature and a mixed research in
terms of variables, which was conducted in two stages. First, the
factors affecting the branding of sports startups with an emphasis on
artificial intelligence were identified through interviews and the
grounded theory of the Glaser approach, and in the second stage, the
influential and effective factors were identified and these factors were
prioritized. The statistical population consisted of sports science
professors, marketing and branding experts, sports entrepreneurs,
sports company owners, and artificial intelligence experts. The
findings showed that there were a total of 52 open codes in the form of
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9 concepts in the branding of sports startups through artificial
intelligence. 5 components of technical and technological resources,
scientific resources, acceleration and facilitation, information
resources, and human resources were identified as influential
indicators and 4 components of specific functions, differentiation,
intelligent routing, and awareness were identified as influential
indicators according to the fuzzy de-metal findings. In a general
conclusion, it should be stated that sports startups need branding to
succeed due to their existential nature, which requires rapid and
exponential growth, and artificial intelligence will help with branding
due to its many capabilities and functions, such as content,
management, and analytical functions.

identifying the key factors in establishing startups can provide
valuable insights to founders before launching their ventures and
assist them on the path to success. Therefore, it can be argued that this
process represents a significant step toward raising essential
awareness among sports entrepreneurs and sports graduates. Emerging
technologies have a significant impact on economic activities and the
development of sports businesses, fostering cultural growth, ensuring
workplace security, and building strong relationships with customers.
The connection of these emerging technologies with a wide range of
stakeholders suggests a shared interest in learning about and
advancing these technologies. The perceived importance of such
technologies and scientific efforts to conceptualize and measure them
may lead to questions regarding how and to what extent emerging
technologies influence scientific progress and societal benefits.
Furthermore, advances in web-based technologies have enabled a
deeper understanding of fan responses to sports brands. The digital
environment offers opportunities for the development and
management of sports brands and serves as a platform for interaction
among multiple brands within the sports brand ecosystem. It also
allows managers to collect behavioral data, enhancing brand
management practices and strengthening relationships between fans
and the involved brands.

This research was conducted in two phases. In the first phase, factors
influencing the branding of sports startups, with an emphasis on
artificial intelligence (AI), were identified using interviews and the
grounded theory approach (Glaserian). In the second phase, influential
and influenced factors were identified and prioritized. The statistical



population included sports science professors, marketing and branding
experts, sports entrepreneurs, owners of sports companies, and AI
specialists, selected through purposive sampling. A total of 14
interviews were conducted until theoretical saturation was achieved.
Semi-structured interview questions were used; all interviews were
recorded, immediately transcribed, and coded. To ensure coding
validity, a second coder was employed, and inter-coder agreement was
confirmed for inclusion in the study. In the fuzzy DEMATEL phase,
prioritization of factors utilized the Content Validity Index (CVI) to

judgment, non-random purposive sampling was applied in this multi-
criteria decision-making method. Initially, to explore the factors
influencing sports startup branding with a focus on AI, field methods
including literature review, interviews, and the Glaserian grounded
theory were used to develop the final research model. Subsequently,
the fuzzy DEMATEL method was applied to determine the degree of
influence and dependency among the main concepts. Analyses were
performed using Microsoft Excel.

after extracting the conceptual model, the prioritization of factors was
determined based on their direct and indirect influence and
dependence using the fuzzy DEMATEL technique. The findings
revealed 52 open codes organized into 9 concepts related to branding
sports startups through AI. Five components were identified as
influencing factors, while four components were categorized as
influenced factors. The influencing factors, in order of priority, were:
technological and technical resources, scientific resources,
acceleration and facilitation, informational resources, and human
resources. Among these, technological and technical resources had the
greatest impact on the others, serving as the critical infrastructure for
AI implementation in branding. The influenced factors, in order of
priority, included specific functions, differentiation, intelligent
pathway creation, and awareness building. Although dependent on the
influencing factors, these elements play a vital role in achieving
successful branding outcomes.

The research findings indicate that leveraging AI in branding is an

competitive environment. Technical and scientific resources should be
prioritized in planning, as effective utilization of this technology is
impossible without a robust technological infrastructure and
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such as rapid data
processing, personalized services, and optimized marketing
communications can contribute to brand differentiation, increased
customer trust, and sustainable loyalty. Accordingly, the results of this
study can assist sports managers and entrepreneurs in formulating
effective branding strategies and support policymakers in designing
supportive programs for startups. Ultimately, the proposed model
provides a pra
branding of sports startups and can serve as a framework for other
innovative industries as well.

Keywords: Sports startup, Branding, Artificial intelligence, data-driven theory,
Fuzzy DEMATEL Technique
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