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Abstract 

Introduction: Many researchers and company executives have come to the conclusion that the most valuable 

asset of a company to improve the marketing process is the brand. Neuromarketing is the offspring of both 

marketing and neuroscience. This amazing and emerging knowledge provides consumers and industry 

marketers with a mind map of consumers and leads to the subconscious discovery of the minds of sports 

consumers who are strongly influenced by it when shopping. Given the many issues and problems that plague 

various industries, the implementation of new marketing strategies, which also requires marketing intelligence, 

seems absolutely necessary. Since the issue of marketing intelligence is now a recognized need and a new 

topic, in this study we tried to examine the role of marketing intelligence index on the choice of sports brands 

by consumers. 

Methods: Required data was gathered through a field study and conducting a survey among 120 athletes of 

East Azerbaijan Province, Iran. Marketing intelligence index in this study was a Likert spectrum index 

consisting of 14 items which evaluated the quality and marketing intelligence of the seller from the perspective 

of buyers. 

Results: Based on the results of the study and considering the positive correlation coefficient of over 70% 

between the two variables of sports brand selection and marketing intelligence index, it can be said that there 

was a positive and significant relationship between these two factors. 

Conclusion: The study’s results indicate the high importance of marketing intelligence in selecting and 

purchasing sports products and brands, so marketing companies can increase this factor to achieve further 

expansion and success in the market. 
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