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ABSTRACT

Purpose: Color is commonly regarded as the primary symbol that elicits customers'
attraction, interest, or aversion. This research examines brand characteristics
concerning color: Brand Commitment and Brand Equity.

Methodology: The statistical population consisted of all customers of sports
shopping stores in Jahrom City. Due to the uncertainty of the number of the statistical
population, 384 questionnaires were distributed by convenience sampling, 300 of
which were analyzable. The Color questionnaires based on Haji Hassani et al. (2018),
the Brand Equity questionnaire (Aaker & Keller, 1990), and the Brand Commitment
questionnaire (Momen, 2014) were used for data collection. The face and content
validity of the questionnaires was confirmed by sports management professors who
were experts in sports marketing, and Cronbach's alpha coefficient confirmed the
reliability of the questionnaires. Cronbach's alphas of questionnaires achieved 0.89
for color, 0.92 for brand equity, and 0.87 for brand commitment. PLS software was
used for fitting and testing the hypotheses using structural patterns.

Findings: The results showed that color directly and significantly affects brand
equity and commitment (Path coefficient = 0.50, t-value = 7.96). The mediating role
of brand equity value on the role of color in brand commitment in sporting goods
buyers is also confirmed (Path coefficient = 0.84, t-value = 6.50). The model fit
analysis also showed that the proposed model has a goodness of fit (GOF = 0.57).
According to the research findings, manufacturers and sports executives must always
consider the importance of color, which is far more than its aesthetic aspect, in
choosing a practical and comprehensive brand strategy.

Originality: Color in sports is presented as a unique symbol that often affects the
biases of sports fans and excites them. According to this issue, the effect of color on
the brand of sports goods was investigated in this research, which has been given less
attention in the reviewed literature.
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1. Introduction

In contemporary society, advertising is considered the most effective way to convey the
message of commercials to its audience (Kim & Jun, 2016), and one of the most influential
and decisive issues in advertising is color (Singh & Srivastava, 2011). Color is the spirit
of advertising and the first symbol for attracting or repelling customers. Color is called a
silent seller, which should attract the customer at first sight and help in the purchase
process (Mohammadi Far, 2012). A customer expresses their opinion about a product in
less than 90 seconds, and about 90-62% of cases, color was the only decision-making
factor (Singh & Srivastava, 2011). Colors leave a unique frame in the human mind, and
therefore, the wise use of color can differentiate between competitors' products (Jin et al.,
2019). Often, color attention is limited to aesthetic issues, technical issues, and harmony,
and little attention is paid to its psychological and marketing effects (Mohammadi Far,
2012). Psychologists categorize colors into warm colors (yellow and red) and cold colors
(blue and green), which can be used in a variety of ways according to different situations
and contexts (Hamidavi, 2014).

Brand is one of the most essential areas in which color can have a great variety, which
plays a vital role in the growth or decline of their products and services (Jin et al., 2019).
As the most important visual component of communication, color is the basis of the
brand's visual identity (Ghasemi, 2015). Chang and Lin (2010), in an article entitled The
Effect of Color Characteristics on the company's brand, have confirmed that color
influences every aspect of branding and advertising (Chang & Lin, 2010). Color can
effectively implement the goals of a Lego, which are communication and marketing, and
significantly impact the audience's purchase decision and attitude (Huang et al., 2008).
The brand in marketing consists of elements that help it to be recognized in the target
society (Walsh et al., 2012).

Along with the choice of a brand name, the choice of color is also considered an
essential component in recognizing a brand's identity and communicating with the brand
image (Abril et al., 2009). Color is one of the elements of brand design that can improve
people's understanding of the brand and, as a result, of the relevant organization or
product and help differentiate the brand from competitors (Walsh et al., 2012). Color
conveys the brand's meaning and creates brand identity, advertising, packaging,
distribution, and design (Lieven et al., 2015). In examining the dimensions of color in
marketing and brand design, the importance of color for the audience (such as the bias
of fans on a particular color), the attractiveness of color (such as the use of colors
according to their philosophy), and color compatibility (such as using the right color
combination with Paying attention to the cultural and age conditions of the audience)
are three influential components that have been the focus of researchers (Haji Hasani et
al., 2018). Different color classes in the brand design can affect the perception and
preferences of the brand, especially among different genders (Lieven et al., 2015). For
example, Klink (2003) states that women are often more receptive to bright colors than
men in brands. Using color as an aesthetic stimulus can influence individuals'
psychology through embodied and referential meaning (Labrecque et al., 2013).
Embodied meaning pertains to the biological predisposition that leads individuals to
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physiologically respond to specific colors (e.g., red evokes a heightened sense of
arousal). On the other hand, referential meaning refers to the learned associations
between colors and corresponding concepts or definitions (Wang et al., 2022).

In the first studies on color in marketing, Cutler and Hocker (1974) showed that sound,
size, shape, scent, and color can attract attention, convey messages, and create emotions
that increase the likelihood of buying. Singh (2006) believes that color affects customers'
feelings and can affect their patience and enjoyment of shopping. In a new research, Haji
Hasani et al. (2018) concluded that product preferences and color matching significantly
affect customers' intention to buy clothes. Also, (Hamidavi, 2014) showed that color is a
powerful marketing tool that substantially impacts customers' willingness to accept.

In business and advertising, brand is one of the essential areas in which color can have
a great variety, playing an important role in the growth or decline of their products and
services (Jin et al., 2019). As the most important visual component of communication,
color is the basis of the brand's visual identity (Ghasemi, 2015). Chang and Lin (2010), in
an article entitled The Effect of Color Characteristics on the Company's brand, have
confirmed that color influences every aspect of branding and advertising (Chang & Lin,
2010). Color can effectively implement the goals of a Lego, which are communication
and marketing, and significantly impact the audience's purchase decision and attitude
(Huang et al., 2008). The brand in marketing consists of elements that help it to be
recognized in the target society (Walsh et al., 2012).

Along with the choice of a brand name, the choice of color is also considered an
essential component of recognizing a brand's identity and communicating with the brand
image (Abril et al., 2009). Color is one of the elements of brand design that can improve
people's understanding of the brand and, as a result, the relevant organization or product
and help differentiate the brand from competitors (Walsh et al., 2012). Color conveys the
brand's meaning and creates brand identity, advertising, packaging, distribution, and
design (Lieven et al., 2015). In examining the dimensions of color in marketing and brand
design, the importance of color for the audience (such as the bias of fans on a particular
color), the attractiveness of color (such as the use of colors according to their philosophy),
and color compatibility (such as using the right color combination with Paying attention
to the cultural and age conditions of the audience) are three influential components that
have been the focus of researchers (Haji Hasani et al., 2018). Different color classes in the
brand design can affect the perception and preferences of the brand, especially among
different genders (Lieven etal., 2015). According to Klink (2003), women tend to be more
receptive to bright colors in brands than men.

Studies show that people remember only 10% of what they hear and 20% of what they
read, while they remember 80% of what they see. Also, marketing research indicates that
80% of visual information is conveyed to people by color. The use of color attracts more
attention and increases communication through visual and copying of components by the
brain (Lohse & Rosen, 2001). Like other communication methods, color conveys a
meaningful message to the audience by stimulating all the senses. Hoegg and Alba (2007)
found that using different colors also affects the perceived taste, and each color induces a
type of taste in the consumer and stimulates part of the taste. In their experiments,
participants perceived a considerable difference in the taste of two completely identical
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samples of orange juice with different colors. In addition to the fact that color plays a
significant role in creating communication and messaging, it has been used as an
emotional, cultural, ethnic, and national symbol in different societies. Research shows that
color can have different meanings according to age, gender, culture, and industry,
impacting feedback or attracting their opinion. As a result, people make decisions and
choices. For example, among young people, red symbolizes love; for older people, it is
associated with danger, violence, and revenge. Color can sell products. Also, as an
effective marketing tool, it significantly impacts customers' purchase decisions. In other
words, 85% of the reason for a customer's purchase decision is based only on its color
(Hemphill, 1996). When it is difficult to differentiate products based on their tangible
qualitative characteristics, or even when the offered goods and services are similar, buyers
react differently to the image (Keller, 1993).

A part of people’s qualitative evaluation of the brand is based on color, so the judicious
use of color can arouse customers' desires. Also, brand color can be an effective tool to
help make the final purchase decision, identify the product's position on the shelf, provide
the possibility to identify the product, and provide information about the contents.
Ridgway and Myers (2014) also investigated the influence of personality traits on color
choice. They stated that green often shows male characteristics such as stoutness,
roughness, and stubbornness, while red shows leadership, hard work, success, and trust.
Yellow shows coolness, imagination, and uniqueness; pink shows tenderness, youth, and
fashion. The psychology of colors can be constructive in choosing the right color for a
brand according to different cultures (Ridgway & Myers, 2014). Maroto and De Bortoli
(2001) consider red, black, and blue colors to represent love, power, and peace in most
cultures and state that in choosing a brand or product, these colors represent unigueness,
expensiveness, and high quality (Maroto & De Bortoli, 2001).

Labrecque et al. (2013) state that the color and shape of the brand, especially matching
the package's color with the brand's characteristics, can affect consumers' purchase
intention. Keimasi and Khoshnevis (2017) also concluded that in addition to the high
image of the brand, observing the appropriate color creates a good feeling, which also
improves the brand's image. Recent research has shown that brand color can also affect
brand association (Jin et al., 2019) and brand loyalty (Jin et al., 2019; Liang et al., 2019).
Sun and Kim (2023) investigated sustainability and brand equity, with the mediating role
of brand color and brand gender. In this study, the green color was proposed to symbolize
stability and brand equity, although the brand's gender (female or male) can affect this
issue. Rodriguez (2023) states color psychology can influence many branding decisions
and ultimately motivate a customer to buy a particular brand. Brand identity, recognition,
and awareness originate from the relationship between color and brand. Colors are often
used in logos and branding to communicate customers' emotions. The effects of colors on
branding are essential because they shape how marketers brand products and how
consumers interact with them. Color modifications, as one of the brand elements, are
widespread among sports logos and brands (Williams et al., 2021).

Non-product-related brand traits like color can primarily affect fan arrogances and
behavior (Bauer et al., 2008). It has also happened in sports that some teams only
emphasize changing the logo's color, such as Phoenix Suns, which changed its logo's color
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(Williams et al., 2021). According to Hynes (2009), colors are often one of the most
critical factors in consumers' brand attitudes and today, well-known brands have logos
with unique colors. According to Williams et al. (2021), color modification in sports logos
significantly affects fans' brand loyalty, which indicates that the brand's color plays a vital
role in the relationship between fans and their loyalty in sports. Perhaps the reason for this
can be the strengthening of brand association and, as a result, the increase of brand
knowledge among consumers.

In some cases, the color change in brands is mistakenly considered a minor
modification, while based on studies, changing the logo's color should be regarded as a
revolutionary strategy that can positively or negatively affect brand equity and
consumer commitment. Brand colors should be considered a valuable resource for
sports brands, especially regarding brand management. Phoenix Suns and Utah Jazz
were among the sports brands that used this strategy to rebrand. Of course, this case in
Iran can be shown to famous sports teams, for example, the Esteghlal team is always
renowned in blue color, and the Persepolis team in red color among their fans, and the
change of color for these teams gives a big blow to the history and identity of these
clubs. Using color as an aesthetic stimulus can influence individuals' psychology
through embodied and referential meaning (Labrecque et al., 2013). Embodied meaning
pertains to the biological predisposition that leads individuals to physiologically
respond to specific colors (e.g., red evokes a heightened sense of arousal). On the other
hand, referential meaning refers to the learned associations between colors and
corresponding concepts or definitions (Wang et al., 2022).

So, the literature review showed that, since brands are one of companies' most
important intangible assets, color might help companies succeed in the market and
increase brand equity and commitment. Brand equity value has long been an essential and
influential issue in brand management and refers to customer response (Sarker et al.,
2021). Brand equity is the brand's popularity and reputation, leading to greater
profitability. Although a definition of brand equity is not universally accepted, the latest
research on its literature defines it by four main elements: perceived quality, brand
communication, brand awareness, and brand loyalty (Chi et al., 2020).

The concept of brand equity is more than the confidence or liking that consumers have
for a brand. This confidence or interest slowly leads to a positive image, superior
perceived values, and increasing consumer commitment or loyalty (Rodriguez-Molina et
al., 2019). Brand equity refers to the additional value that a specific brand brings to a
company's products (Rojas-Lamorena et al., 2022). Put simply, it is the impact of brand
knowledge on consumer response to the brand's marketing efforts (Keller, 1993; Rojas-
Lamorena et al., 2022). Branding aids consumer decision-making by serving as a
distinguishing factor that influences choices based on past experiences and the perceived
credibility of the brand (Sasmita & Mohd Suki, 2015). Brands with high levels of brand
equity are likely to have higher profit margins, more effective communication strategies,
and more significant influence on consumer preferences and purchase intentions (Buil et
al., 2016).

Research has shown that there is a direct relationship between increasing brand equity
with company profitability (Liu, 2020), market and customer growth (Wang et al., 2008),
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trust (Ebrahim, 2019), purchase intention (Liu et al., 2020) and positive word-of-mouth
communication (Sun & Kim, 2023). Aaker (1992) also states that brand equity is a set of
assets and liabilities associated with a name and symbol that add or subtract to the value
created by a product or service for the company or its customers. He classifies brand
equity into five areas: brand awareness, brand association, perceived brand quality, brand
loyalty, and the desire to expand the brand (Aaker, 1992). Brand equity is a distinct and
positive effect that recognition of that brand has on the consumer's reaction to the product
or service, and it has many achievements for the company, including brand commitment
(Kimpakorn & Tocquer, 2010).

Commitment to a brand is a psychological dependence on all brand components,
including color, which causes a lasting desire and commitment to that brand (Alavi &
Khodadadeh, 2017). Commitment is a fundamental aspect of relational marketing, as it
pertains to the willingness of customers to maintain a long-term relationship with a
supplier. Specifically, commitment represents customers' emotional attachment to a brand
or product, resulting in continuous usage of the product or service (Bodaghi Khajeh
Noubar et al., 2020). Committed consumers engage in a relationship with a brand through
their purchasing, use, and experience of that brand. This commitment is an interactive
process between consumers and brands, treating them equally. According to Kim et al.
(2008), brand equity can be established through customer satisfaction, trust, and
commitment in the relationship, ultimately enhancing the reputation of hospitals. Zhang
et al. (2014) researched brand community and discovered that brand equity significantly
impacts commitment and value creation. Momen et al. (2015) expresses two types of
continuous and emotional commitment concerning the brand. Passionate commitment,
which is indicative of an emotional connection with the brand and is formed based on
shared identity and values with the brand (Pring, 2007), and continuous commitment, the
desire to have a constant relationship with the brand, which is rooted in transportation,
economic and psychological costs and lack It has alternative factors (Fullerton, 2003).
Even though Some studies in non-sports fields, such as the leather industry or the market,
show that brand equity and brand commitment have a relationship (Altaf et al., 2022; Kim
et al., 2023), or some new studies in sports point to brand equity (Asgari, 2023; Jaberi,
2023; Kiani & Nazari, 2022) but study that examines this relationship in the field of sports
was not found, and the need for more studies in this field is evident. Especially in the
current research, color is considered an influencing factor in these two variables in sports
goods brands.

Due to sports' turbulent and exciting environment, sports brands inherently follow the
feelings and perceptions of fans and can be affected by visual elements, especially color.
A simple example can be seen in determining the color of clothes, logos, flags, etc.,
sometimes creating a lot of commotion and discussions in this field. Through color, a
sports brand can create a compelling visual identity, establish strong relationships with a
target market, and position itself among competitors. Research that directly deals with the
issue of color in sports branding was not found. Still, in some close studies on the issue of
color in sports marketing, Armstrong (2008) research showed that color can be effective
in sports events according to various cultural factors and cause different consumption
behaviors. Also, Breuer and Rumpf (2015) state that although the competition in attracting
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viewers' attention to sponsorship signs in sports communication has become an increasing
issue in sponsorship-related marketing research, it still does not address how sponsorship
signs are created enough. Based on this study, it was found that both color and animation
significantly affect the attention of sports viewers. The role of color in marketing and
branding is highly significant (Breuer & Rumpf, 2015). Brand names, logos, packages,
and other visual elements utilize iconic colors to enhance a brand's connection,
recognition, and recollection. These colors symbolize the unique identity of each brand
(Sun & Kim, 2023). It seems that the contrast or fit of the color and sports environment
can decrease or increase the attraction of people to a sports brand, which requires more
research in this field. Despite the many investigations that exist in the area of color in the
brand, according to the literature review, it seems that this field has been less concerned
in sports studies. Therefore, the current research seeks to investigate the role of color in
brand commitment with the mediating role of brand equity in sports goods buyers in
Jahrom City. Figure 1 shows the conceptual model of the research.

Brand
Equity

Brand
Commitme

Figure 1. The research conceptual framework.

2. Methodology

This research is practical in terms of purpose and descriptive correlation in terms of
method. The study's statistical population was all the buyers of physical sports products
in Jahrom city; their number was unlimited. So, according to Morgan's table, the number
of samples was 384; finally, 300 questionnaires could be analyzed. Convenience sampling
was used to collect data. The data collection tool included three questionnaires. First, the
guestionnaire on color based on (Haji Hasani et al., 2018) included 12 questions and three
dimensions (importance of color, attractiveness of color, and appropriateness of color).
Second, Momen et al. (2015)'s brand commitment questionnaire has eight questions,
including two dimensions (Emotional commitment and continuous commitment). Third,
the Brand Equity Questionnaire of Aaker and Keller (1990) had 32 questions and five
dimensions (brand loyalty, perceived brand quality, brand association, brand awareness,
and willingness to expand the brand). The reliability of the questionnaires was determined
and confirmed using Cronbach's alpha Test and Composite Reliability. Cronbach's alphas
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of questionnaires achieved 0.89 for color, 0.92 for brand equity, and 0.87 for brand
commitment. Confirmed values were reported in the findings section (Table 2). The face
and content validity of the questionnaires were confirmed by seven sports management
professors who were experts in sports marketing. Nike, Adidas, Reebok, New Balance,
Puma, and Under Armour were among the most influential brands investigated in this
research. Also, after collecting the information from the completed questionnaires and
considering the non-normality of the data, using SPSS software and PLS modeling
software, the data were subjected to statistical analysis.

3. Results

The statistical sample of this research included 174 women (58%) and 126 men (42%).
The most frequent age category of the respondents was between 21 and 30 years old (163
people), and the most frequent occupation status of the respondents was student, with 90
people (30%). Most of them were studying at the undergraduate level. After students,
athletes, and sports coaches, 74 people (24%) accounted for the highest percentage of
sports equipment users. The first step examines factor loadings, reliability (Cronbach's
alpha and Composite reliability), and validity (Convergent and Divergent). In the second
section, the model fit (measurement, structural, and overall model) and then the results of
research hypotheses are given. Table 1 shows the factor loadings. They are related to the

reflexive variables listed in the corresponding column of that variable. If this value is
above 0.4, we do not need to remove it from the model.

Table 1. Coefficients of factor loadings of research variables.

Variables Sub variables Question No.  Loading factors
1 0.735
Importance of color 0815
3 0.814
4 0.691
5 0.728
. 6 0.824
oo Attractiveness of color 7 0795
8 0.758
9 0.763
10 0.733
Appropriateness of 11 0.799
color 12 0.785
13 0.614
14 0.763
15 0.755
16 0.816
17 0.823
Brand Equity brand loyalty 18 0.845
19 0.858
20 0.840

21 0.754




37 ISports Business Journal Autumn 2023, Vol. 3, Issue 4, p. 29-48

Variables Sub variables Question No.  Loading factors
22 0.840
23 0.812
24 0.866
. i 25 0.837
perceived brand quality % 0868
27 0.847
28 0.809
29 0.800
30 0.834
31 0.832
brand awareness 32 0.873
33 0.848
34 0.844
35 0.812
36 0.824
. 37 0.740
brand association B 0872
39 0.893
40 0.833
41 0.780
42 0.798
willingness to expand 43 0.842
the brand 44 0.837
45 0.777
46 0.750
47 0.808
Emotional 48 0.828
Commitment 49 0.859
Brand commitment 50 0.833
Continuous oL 089
Commitment 52 0.926
53 0.890

In this factorial model, all the questions are higher than the 0.4 criteria and show the
questions' appropriateness. Cronbach's alpha and composite reliability were used to confirm
the reliability of the measurement tool. The overall reliability of the questionnaire is 0.931,
which was obtained after experts' opinions (content validity), convergent validity, and
divergent validity. The more details are given in Table 2.

Table 2. Cronbach's alpha, composite reliability, and convergent validity.
Composite  Alpha

Composite Alpha

variables reliability  level Sub-variable reliability ~ level ~ °VE
Importance of color 0.927 0.898 0.684

Color 0.903 0.893 Attractiveness of color 0.896 0.848 0.634
Appropriateness of color 0.874 0.817 0.731

Brand equity 0,899 0.927 Brand loyalty 0.875 0.810 0.653

Perceived brand quality 0.815 0.702 0.638
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. Composite  Alpha . Composite Alpha
Variables reliability  level Sub-variable reliability  level "+
Brand association 0.925 0.869 0.634
Brand awareness 0.866 0.821 0.731
Willingness to expand the brand 0.909 0.834 0.753
. Emotional commitment 0.909 0.896 0.667
Brand commitment 0886 0879 Continuous commitment 0.875 0.859 0.696

According to the values of Cronbach'’s alpha, the composite reliability reported in Table
2, as can be seen; all variables have Cronbach'’s alpha value and composite reliability above

0.7, indicating the model has good reliability.

Table 3. Discriminant validity based on Fornell-Larcker Criterion Matrix.

£Es £ £ 3 % s 38 s E,_2 22
S o o o Q c o -2 25 3 =1
Fornell-Larcker S 2E & 2 > = €5 &5 sSE = E 88 88 § 25
teri s S & 3z 8% £% 2§ 8% EE % 58 = B
criterion S &f 3 S £33 g° BS £& EE @@ o% 5§ £8§
o = © © = © w o S o} 2 S_ © = X
c g o 5 E £ 8 ©38 S § m s
oM (L, < <
Color 0.725
Brand commitment 0.228 0.838
Brand awareness 0554 0.229 0.826
Brand loyalty 0493 0127 0613 0796
Perceived brand quality 0405 0.106 0.671 0.581 0.788
Importance of color 0558 0.125 0.657 0.484 0.491 0.808
Attractiveness of color 0278 0794 0322 0.197 0.232 0.240 0.834
Emotional commitment 0512 0284 0755 0.614 0.651 0.466 0.379 0.816
Continuous 0420 0126 0632 0785 0643 0509 0252 0.642 0.855
commitment
Brand association 0370 0399 0531 0469 0421 0405 0483 0544 0484 0.805
Appropc|rc|)z|act)erness of 0507 0156 0720 0734 0658 0569 0227 0701 0745 0479 0883
Brand equity 0392 0101 0584 0503 0688 0529 0111 0454 0566 0291 0616 0.869
willingnesstoexpand o) o1g0 0721 0623 0629 0561 0262 0634 0705 0513 0838 0584 0.868

the brand

Based on the results obtained in Table 3, the relationship of a structure with its indicators
is given in comparison to the relationship of that structure with other structures. Divergent
validity is acceptable if the AVE root value (values placed on the primary diameter) for each
construct is greater than the shared variance between that construct and other constructs in

the model, all of which are met.

Based on Table 4, the criterion value of R2, which is used to connect the measurement
part and the structural part of the structural equation model, it is given that it indicates

confirmation that an exogenous variable has an introjected variable.
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Table 4. Coefficients of Determination (R?).

Variables Coefficient of Determination Variables Coefficient of Determination
Brand awareness 0.746 Importance of color 0.545
Wllllngnesgr;?]gxpand the 0.698 Attractiveness of color 0.812
Emotional commitment 0.885 Appropriateness of color 0.713
Continuous commitment 0.530 Brand loyalty 0.582
Brand commitment 0.283 Perceived brand quality 0.700
Brand equity 0.257 Brand association 0.672

The redundancy index calculates the quality of the structural model. The purpose of this
index is to check the ability of the structural model to forecast by Blindfolding. The most
famous and well-known measure of this ability is the Stone-Geisler Q2 index, and based on
this criterion, the model should predict the indicators of the reflective endogenous variables.
Regarding the predictive power index, three values of 0.02, 0.15, and 0.35 are introduced as
the weak, medium, and strong criterion values (Henseler et al., 2015). Q2 values above
zero indicate that the observed values are well reconstructed and the model has predictive
ability. Therefore, based on Table 5, the section related to the predictive power factor of the
structures has been estimated at a powerful level.

Table 5. Index (predictive power of the conceptual model) Q2.

Variables Predictive power of the conceptual model
Brand commitment 0.438
Brand equity 0.514
Color

The last step in structural equation modeling analysis is to examine the overall research
model. The goodness of fit index (GOF) was used to check the comprehensive research
model. This index is used to measure the overall performance of the model. The limits of
this index are between zero and one, and three values of 0.01, 0.25, and 0.36 represent weak,
medium, and strong values for GOF, respectively. The GOF index for the research model is
equal to 0.57, which indicates the general desirability of the research models.

Table 6. Significance of path coefficients at the 95% confidence level.

Confirm/reject A significantamount  Path coefficient Relationships
Confirm 7.962 0.506 Color and brand equity
Confirm 6.506 0.845 Color and brand commitment
Confirm 7.506 0.554 Brand commitment & Brand equity

Based on the significant results of the path coefficients that investigate the direct
relationship of each variable, the effect of all relationships has been modeled.
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Figure 2. T-value statistic for testing research hypotheses.

Finally, the Sobel test was used to investigate the influence of the mediator variable.
In the Sobel test, a value that is obtained exceeds 1.96; the significance of the mediator of
a variable can be confirmed at the 95% confidence level.

Table 7. Mediating hypotheses of the research
Mediating hypotheses A significant value of Sobel Result
Colorsp brand equity mp brand commitment 5.73 Confirmed

4. Discussion and conclusion

Many businesses strive to reinforce their corporate and brand identity with a unique
symbolic meaning to help consumers identify their products among a variety of products
in today's crowded marketplace and to create images associated with that brand in their
minds (Jin et al., 2019). One of the most critical factors that can influence this issue is
color. Because this issue has not been addressed in the literature related to sports brands,
this research aimed to model the effect of color on brand commitment with the mediating
role of brand equity in the buyers of sports goods in Jahrom City.

According to the findings, the dimensions of color significantly contribute to
explaining the brand equity among the buyers of sporting goods in Jahrom City. In line
with these findings, Garber and Hyatt (2003) considered color as a carrier of brand value
due to the creation of a visual association. Color is a product's most prominent and
meaningful visual feature that can be seen at first glance. It makes it a convincing, visible
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sign to create values such as giving identity, meaning, or novelty to an object or idea.
Lieven et al. (2015) also considers the elements of a brand design, such as size and color,
along with the brand's shape, name, and font, to be the most critical factors for creating a
deep understanding of brand quality, which ultimately, according to (Aaker, 1992), causes
the brand equity of the brand. Ridgway and Myers (2014) state that the color matching of
products can make consumers feel good and, according to the age or gender of these
consumers, increase their willingness to expand this brand, which ultimately causes brand
equity in different strata.

Sondoh Jr et al. (2007) also believe that brand image components, such as color and
design, can strengthen brand loyalty among consumers, ultimately creating brand equity
in the audience's minds. This loyalty can be seen in the brand of many sports teams whose
fans are unwilling to buy competing brands because of their commitment and love for this
brand. Of course, this value and loyalty to color are sometimes related to the critical role
that color plays in a personal space, evoking a memory or a good feeling in people
(Mortazavi Far et al., 2017). As one of the most important visual components of
communication, color is the basis of the brand's visual identity (Ghasemi, 2015). Sporting
goods manufacturers should keep in mind that color reflects everything that a logo,
packaging, product, environment, and marketing communications are trying to achieve,
and therefore, in all these cases, the appropriateness and attractiveness of color should be
used. Color can significantly impact the purchase decision and the audience's attitude
toward a product because a part of people's qualitative evaluation of the product is based
on color. Therefore, its judicious use can lead to arousing the desires of customers.

On the other hand, the study showed that the dimensions of color affect the
commitment to the brand among the buyers of sporting goods in Jahrom City. Among the
related research, we can mention (Walsh et al., 2012; Walsh, 2005) and (Das et al., 2019),
who considered the role of color in brand commitment to be necessary. Also, Gencay and
Kurakucuk (2005) found that the color combination is the most attractive in Turkish
professional football clubs, which causes customers to be attracted to and loyal to these
clubs (Gencay & Kurakucuk, 2005). In explaining the results, it should be said that the
brand is not only for recognizing a product but also helps to differentiate it from
competitors in the market, increasing the importance of customer commitment to the
brand. According to scholars, commitment to a brand creates a kind of psychological
dependence concerning brand elements, which makes a person permanently attached to
that brand (Alavi & Khodadadeh, 2017).

Among the brand elements, color can be very decisive, considering that it is directly
involved with people's mental and emotional states (Haji Hasani et al., 2018). Color is
closely related to consumer behavior and can influence communication when direct and
specific verbal expression is complicated (Labrecque et al., 2013). Color is a visual
language that can produce the most information quickly for the sense of sight, the most
potent human mind (Bottomley & Doyle, 2006). Even color plays a vital role in re-
designing brands, and it is possible that buyers do not have attachment and commitment
to that brand as they did in the past (Walsh, 2005). Part of the pleasure of a sports brand
is related to its attractiveness and matching color, which makes buyers always look for
a particular brand because of this pleasure. Often, the color of products is one of the
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things that buyers discuss with others and defend in most cases, creating more
commitment in them. At the same time, it should be noted that many consumers are
unwilling to change the color of the products they buy so quickly due to cultural,
religious, and environmental issues, and with a pleasant experience in one color, they
try to repeat it or colors that match it.

In another research finding, the results of the Sobel test showed that color can
indirectly affect buyers' commitment to sports goods brands through brand equity. In
confirmation of this finding, Jin et al. (2019) believe that color in marketing creates a
competitive advantage, and by creating competitive values compared to competitors,
consumers' dependence on goods or services increases. Color, as one of the most essential
components of design, makes a good feeling in customers and increases the quality of the
product in their eyes (Panigyrakis & Kyrousi, 2015). Considering the critical role of color
in the brand, the results obtained from this research show the relationship between color
and commitment to the brand based on the appropriateness of the perception of the color
used in a particular brand. In other words, when the color matches the sports product, it
leads to commitment to the brand. From further parallel research, we can refer to Hun Jin
et al. (2019)'s study, which concluded that the subcategories that make up the structure of
color fit are strongly related to the components of the brand name.

All components, including brand naming and attitude, positively affect automatic
brand recognition. Therefore, manufacturers can increase the value of the brand, attract
the commitment of customers, and improve their sales against competitors by observing
the appropriateness of the color of their product with the type of product, sales conditions,
or the suitability of colors together, such as cold and warm or dark and light. Factors such
as culture, religion, friend's recommendation, and individual interest are often influential
in observing the appropriateness of product color, which manufacturers should pay
attention to because any brand that follows these factors better has more customer
acceptance and finds an exceptional value among them. The value each brand has for
customers can improve that brand's position in customers' eyes. By arousing interest, color
can increase the desire to buy the product and improve the business by increasing the
effectiveness of advertising to remove brand ambiguity and even generate new revenue.

In general, the results showed that the dimensions of color include proportion,
attractiveness, and importance of color directly or indirectly. Influencing brand equity,
including loyalty, association, awareness, perceived quality, and willingness to extend the
brand, affects the continuous and emotional commitment of the brand. In other words,
color has an essential place in the brand's value and loyalty to the brand among the buyers
of sports goods in Jahrom city. According to the obtained results, it can be suggested that
every Jahrom seller of the brand in sports should provide a variety of sports goods,
especially in color. The sports stores of Jahorm city should pay more attention to the
customers' tastes in choosing different colors, and by creating contexts for the sports
good’s consumers of this city, they can generate a commitment to brands in various colors
among their customers, which in the long run will lead to They sell more. Almost all the
brand influence and product sales process is completed as soon as a customer moves
towards the product with his favorite color spectrum. Sports producers of Jahrom should
never forget the importance of color, which is far more than its aesthetic aspect, in
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choosing a practical and comprehensive strategy for the brand. Customers get the first
understanding and recognition of the brand with the help of color, which is one of their
essential criteria in choosing a brand or sports product. In the end, considering that every
brand can have a correct image of its impact on the audience through appropriate colors,
it is necessary to do more detailed research on different color spectrums and variables in
the future. Because this research was not focused on a specific brand, it is possible to
research popular sports brands and compare them. Also, since this research was limited
to the city of Jahrom, it is possible to study this theme on a broader scale. Considering
that this research was limited to a quantitative method, it is possible to use qualitative
methodologies to identify more components and develop related concepts.
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