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sample size was determined to be 384 individuals, assuming an unlimited
population. Standardized questionnaires were used to collect data, including Web
Visual Advertising (Martinez et al., 2020), Brand Identity (Alakas et al., 2022),
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through Structural Equation Modeling (SEM) indicated that web visual
advertising had a significant positive effect on brand equity, perceived value, and
brand identity. Moreover, perceived value and brand identity were found to
significantly and positively influence brand equity. Accordingly, managers of
online sports stores are advised to leverage visual elements in their advertising—
such as appealing graphic design, effective color schemes, and creative product
displays—to enhance customer perception and foster brand identity, thereby
significantly improving their brand equity in the target market.
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Introduction

In recent years, with the growing penetration of the Internet, electronic businesses have experienced
significant expansion, attracting increasing scholarly and managerial attention (Martinez et al., 2020). E-
business, which stems from practices such as email and e-commerce, has developed in line with the
principles of conducting business over the Internet (Daluska et al., 2019). At its core, e-business refers to
conducting commercial activities through telecommunications and digital tools. In practice, it provides firms
with a mechanism to access markets where consumers purchase goods and services (Pancic et al., 2023).
Similar to traditional and physical commerce, the concept of brand equity plays a critical role in the domain
of e-business. Brand equity reflects the extent to which a brand name influences consumers’ perceptions and
decisions (Seyedin et al., 2019). Building a strong and valuable brand has become a strategic priority for
many organizations. Firms with a powerful brand can create stronger leverage in the marketplace, command
premium prices, and increase their profit margins, thereby reducing their vulnerability to competitors
(Faridnia et al., 2024). Given the immediate and profound influence of visual communication on customer
perceptions, online visual advertising emerges as a key driver in strengthening brand equity (Razavi et al.,
2025; Nasr Esfahani & Shams, 2023). Strong visual communication enhances brand recognition and customer
loyalty, ultimately contributing to brand equity development (Pancic et al., 2023). In the context of sports
retail, creating brand equity requires the adoption of innovative advertising approaches. Traditional methods
of advertising, while historically effective, have lost traction due to consumer skepticism and disengagement,
compelling marketers to embrace new strategies for engaging with target audiences (Azimzadeh & Razavi,
2018; Salari & Ghahreman Tabrizi, 2023). One contemporary approach is the use of visual advertising in
online retail platforms. Visual advertising refers to the strategic design and presentation of advertisements to
capture consumers’ attention. Essentially, the visual appearance of advertisements displayed to customers
constitutes visual advertising, which many scholars have emphasized as a crucial factor in influencing
consumer behavior (Gong & Qiumins, 2020). Moreover, to reinforce the relationship between online visual
advertising and brand equity in sports shops, it is essential to consider the mediating roles of perceived value
and brand identity. Perceived value reflects consumers’ evaluation of a product and the benefits they
associate with it (Jaya & Arif, 2024). Meanwhile, brand identity comprises the logo, colors, typography,
values, and personality of a brand—essentially representing the organization’s character, the promise it
conveys to customers, and the emotions it evokes during consumer—brand interactions (Razavi et al., 2025).
Accordingly, this study proposes a conceptual model to investigate the impact of online visual advertising on
brand equity in sports retail, with particular attention to the mediating roles of perceived value and brand
identity.

The significance of the present study lies in the fact that one of the contemporary marketing strategies for
online sports retailers is the use of online visual advertising, which can serve as a key factor in ensuring their
long-term success. At the same time, building a valuable brand is of vital importance for sports
organizations. When customers believe in the quality of services and the values conveyed by a brand, they
are willing to pay a premium for its offerings—demonstrating the crucial role of brand equity in emerging
sports organizations (Faridnia et al., 2024). Despite the recognized importance of online visual advertising
and brand equity, prior research has primarily examined the impact of advertising on brand equity across
various industries (Dehdashti et al., 2014; Pancic et al., 2023). However, although prior studies have
examined the relationship between online visual advertising and brand equity in non-sports contexts—for
example, Buil et al. (2013) and Dehdashti et al. (2014)—there is a lack of research investigating the specific
role of online visual advertising in shaping brand equity within the sports industry, particularly in online
sports shops that operate as service-oriented organizations. Furthermore, previous research has shown that
advertising influences brand equity through various mediating variables, such as advertising quality and
brand experience (Koay et al., 2021). Nevertheless, there is still a lack of studies addressing the mediating
mechanisms that may enhance the relationship between online visual advertising and brand equity
specifically in the context of online sports retail. Given the central role of online visual advertising in
enhancing brand equity along with the importance of brand identity and perceived value in reinforcing this
relationship, this research proposes a comprehensive conceptual model to address the gap.

A review of prior studies highlights the multifaceted relationship between advertising, brand identity,
perceived value, and brand equity across different contexts. For instance, Dehdashti et al. (2014) conducted a
study entitled “The Role of Advertising and Word-of-Mouth in Enhancing Brand Equity in the Tourism
Destination of Isfahan.” Their findings revealed that word-of-mouth had a significant effect on customer
experience, which in turn influenced brand equity, while brand image was also shown to have a meaningful
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impact on destination brand equity. Similarly, Khodadad Hosseini et al. (2015) examined brand equity from
the perspective of consumer attitudes toward advertising through sports (specifically football). Their results
indicated that consumer attitudes toward advertising exerted a significant positive influence on brand equity.
In another study, Seyedin et al. (2019) investigated the mediating role of brand equity in the relationship
between perceived value and customer lifetime value. The results demonstrated that perceived value
significantly influenced both customer lifetime value and brand equity. Furthermore, Ghorbani et al. (2021),
in a study on the role of brand identity in shaping brand equity among Iranian Persian Gulf Pro League
football clubs, found that brand identity had a significant and positive effect on brand equity. In the domain
of online retail, Martinez et al. (2020) explored the impact of visual web advertising design on online
purchase intention. The study confirmed the positive and significant role of website visual advertising design
in enhancing consumers’ willingness to purchase online. More recently, Naderian et al. (2023) revealed that
social identity strengthens the relationship between corporate social responsibility and brand equity in the
context of sports teams, highlighting the importance of social and relational dimensions in the branding
process.

In addition to domestic research, several international studies have investigated the relationship between
advertising, brand identity, perceived value, and brand equity. For instance, Buil et al. (2013) argued that
customer identity construction through branding facilitates the processes of identification and integration
among consumers within a brand community. In another contribution, Alakas et al. (2022) investigated the
moderating effects of marketing communications and brand identity on the relationship between corporate
social responsibility (CSR) and brand equity. The study concluded that CSR identity exerted a significant
influence on brand equity, while both marketing communications and brand identity further strengthened this
relationship. More recently, Jaya and Arif (2024) explored consumer behavior through a multifaceted
examination of the marketing mix, brand equity, purchase intention, and perceived customer value. Their
findings suggested that perceived value enhanced the relationship between brand equity and customer
purchase intention. Despite these valuable contributions, it should be noted that while some prior studies
have addressed brand equity within the context of sports (Mahmoudabadi et al., 2019a; Zarei Mahmoudabadi
et al., 2019b; Razavi et al., 2025), research remains limited in providing a comprehensive examination of
how online visual advertising influences brand equity specifically in the setting of online sports shops in
Iran. Considering the rapid growth of online sports retail and the intense competition in this sector,
understanding the role of online visual advertising in enhancing brand equity—particularly through the
mediating mechanisms of brand identity and perceived value—remains a critical gap in the literature.
Accordingly, the central research question guiding this study is: To what extent, and through what
mechanisms, does online visual advertising strengthen brand equity in online sports shops?

Conceptual Model

The brand equity of online sports shops is influenced by a variety of factors, meaning that certain
dimensions must be present for strong brand equity to emerge. Among these factors, the current study
identifies online visual advertising as a key antecedent variable in the proposed model. However, visual
advertising design alone may not be sufficient to enhance brand equity in online sports shops. Rather, its
effectiveness depends on the extent to which such advertising fosters brand identity and perceived value
among consumers—two critical mechanisms through which visual advertising exerts its influence on brand
equity. Accordingly, drawing on a comprehensive review of the literature, an examination of prior models,
and the synthesis of theoretical perspectives, the conceptual model for this study was developed (see Figure
1). This model positions online visual advertising as the independent variable, brand equity as the dependent
variable, and brand identity and perceived value as mediating constructs that explain the relationship
between visual web advertising and brand equity in online sports shops.
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Fig 1. Conceptual model of current study

Research Methods

To outline the methodology of the present study, the researchers employed the Saunders Onion Model
(2009), which consists of eight layers. This research is based on the following layers: the research paradigm
of positivism, the primary type of research being applied, the research approach being deductive-
hypothetical, the research strategy being quantitative, the research field being field-based, the research
method being causal and cross-sectional, the research objectives being descriptive, and finally, the data
collection methods, which included a review of library sources and the use of questionnaires. The study
population comprised all customers of Iranian online sports stores, and the sample size was determined using
Krejcie and Morgan’s table due to the uncertainty of the exact population size. As a result, a sample of 384
participants was selected. The main instruments for data collection in this study were the following
questionnaires: These items evaluate respondents’ perceptions of the quality and professionalism of visual
elements in online advertisements, including colors, images, lighting, shapes, and overall visual appeal (W1-
W4). Brand Identity was assessed using a five-item questionnaire adapted from Alakkas et al. (2022). The
items (BI1-BI5) focus on changes in consumers’ perceptions of the brand over time, including preference
shifts, perceived product quality changes, pricing perceptions, and consistency between the brand’s current
offerings and its previously perceived personality. Perceived Value was measured using the five-item scale
developed by Dang-Van (2023). These items (PV1-PV5) capture consumers’ evaluations of product quality
relative to price, product diversity, ease of purchase, and overall enjoyment of the shopping experience at the
online sports store. Brand Equity was measured using the twelve-item questionnaire developed by Razavi et
al. (2025). The items (B1-B12) assess multiple dimensions of brand equity, including brand preference,
purchase intention, perceived quality, value for money, brand associations, brand personality congruence,
trustworthiness, brand awareness, and ease of recognition and purchase. The validity of these questionnaires
was confirmed by 10 professors of sports management, and the reliability was calculated using Cronbach’s
alpha coefficient, with values of 0.81, 0.79, 0.84, and 0.87, all of which were deemed acceptable. Because
the original questionnaires were designed in English, a careful translation and cross-cultural adaptation
procedure was undertaken before administering the survey. This process was conducted in accordance with
established methodological guidelines and involved several stages, including forward translation, backward
translation, expert review, and cultural adaptation. In the first stage, the questionnaires were independently
translated into Persian by two bilingual specialists. Subsequently, the Persian versions were translated back
into English by two different bilingual translators who were unfamiliar with the original instruments. All
translated versions were then reviewed by an expert panel to assess semantic accuracy, conceptual
consistency, and cultural appropriateness. Based on the panel’s feedback, minor refinements were made to
ensure that the items were clear, culturally relevant, and easily understandable for customers of Iranian
online sports stores. This approach helped ensure linguistic and cultural equivalence between the original and
adapted versions (VVahdani et al., 2023). To define the target population for the study, the researcher first
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compiled a comprehensive list of Iranian online sports stores that had official websites, using search engines
with keywords such as “sports store,” “online sports store,” “virtual sports store,” and “internet sports store,”
focusing on those with the highest rankings. Subsequently, five online sports stores, whose managers were
willing to cooperate in the research, were randomly selected. A link to the online questionnaire, created using
the PorsLine system, was sent via SMS to the mobile numbers of customers from these selected stores.
Finally, for data analysis, structural equation modeling (SEM) was used, employing SPSS 26 and AMOS 24
software.

Results

Table 1- Demographic characteristics of sport consumers

Characteristics Frequency Percentage Total Frequency
Age Under 20 years old 73 19% 384
21 to 30 years old 173 45%
31 to 40 years old 111 29%
Above 41 years old 27 7%
Education Level High school or 96 25% 384
lower
Associate's degree 85 22%
Bachelor's degree 138 36%
Master's degree or 65 17%
higher
Gender Male 223 58% 384
Female 161 42%
How Did You Friends 27 7% 384
Become Aware of Social media (e.g., 84 22%
the Online Sports Eitaa)
Store Website? Internet search 215 56%
engines
App advertisements 42 11%

(e.g., Snap Shop,

store app, etc.)

SMS and email 15 4%
advertisements

Based on the results presented in Table 1, the majority of the sample group were male, aged between 21
and 30 years, and held a bachelor's degree. Furthermore, most participants reported becoming aware of the
online sports stores through internet search engines.
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Figure 2. The research model in the case of significant coefficients t

Figure 2 displays the conceptual model of the study in terms of the significance of the coefficients (t-
value). This model tests all measurement equations (factor loadings) and path coefficients using the t-
statistic.

Model Fit Assessment

In structural equation modeling using PLS version 3, the evaluation of the measurement model’s fit is
conducted using key indicators such as Composite Reliability (CR), Cronbach’s Alpha, Average Variance
Extracted (AVE), and the Coefficient of Determination (R2). According to accepted standards, values above
0.70 for Composite Reliability and Cronbach’s Alpha indicate acceptable reliability, while an AVE above
0.50 suggests good convergent validity of the constructs.

Table 2 presents the model fit indicators, confirming the adequacy and validity of the measurement
instruments used in the research model.

Table 2- Model Fit Evaluation Indicators

Variable Convergent Validity
Average Variance Extracted Composite Cronbach’s R-squared
(AVE) Reliability Alpha (R?
Web Visual Advertising 0.55 0.88 0.73 -
Perceived Value 0.54 0.87 0.79 0.23
Brand ldentity 0.58 0.86 0.82 0.19
Brand Equity 0.51 0.83 0.85 0.56

The findings of the present study regarding the assessment of convergent validity indicate that the average
variance extracted (AVE) and composite reliability values for all four latent constructs—web visual
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advertising, perceived value, brand identity, and brand equity—were at satisfactory levels. Additionally, the
R-squared coefficient, which is calculated only for endogenous constructs in the model, was reported for
perceived value, brand identity, and brand equity. Overall, the results of the measurement model evaluation
confirmed the adequacy, reliability, and convergent validity of the constructs, indicating a good model fit.

To assess the overall model fit, the Goodness of Fit (GoF) index was employed. The GoF criterion is
calculated using the following formula:

GoF = JCommunality x R?

In this equation, AVE represents the average of the shared variances of each construct, while R2R"2R2
denotes the mean value of the R-square of the endogenous constructs in the model. Wetzels et al. (2009)
proposed three threshold values—0.01, 0.25, and 0.36—to indicate weak, moderate, and strong levels of the
GoF index, respectively (Wetzels et al., 2009). The value of the GoF index for the model is calculated as
follows. The obtained GoF value of 0.447 indicates a strong overall fit of the model.

GoF = JCommunality x R? = /0.545 x 0.606 = 0.447

Following the confirmation of convergent validity, the researcher proceeded to evaluate discriminant
validity. The results of discriminant validity among the study constructs are presented in Table 3.

Table 3- Discriminant Validity Among the Constructs of the Study

Research Constructs 1 2 3 4
1. Brand Equity 0.62
2. Brand Identity 0.64 0.76
3. Perceived Value 0.59 0.53 0.73
4. Web Visual Advertising 0.57 0.44 0.48 0.74

According to Hair et al. (2011), discriminant validity is confirmed when the square root of the Average
Variance Extracted (AVE) for each construct (shown on the diagonal) is greater than its correlations with
other constructs. Based on the data in Table 3, discriminant validity is generally supported for the study
constructs, although the correlation between Brand Equity and Brand Identity slightly exceeds the square
root of AVE for Brand Equity, indicating a minor concern that should be noted.

Table 4- Factor load coefficients and significant coefficients of research model

Main Abbreviatio Items Factor t- Significan
Variable n Loading value ce Level
Web w1 The visual elements of the advertisements 0.67 17.66 <0.01

Visual (e.g., colors, images, lighting, size, shape,
Advertising etc.) were of high quality.
W2 The advertisements contain visually engaging 0.77 31.66 <0.01
communications.
W3 Overall, the visual design elements used make 0.78 29.05 <0.01
the advertisement appear professional.
W4 Internet advertisements related to the website 0.75 26.60 <0.01
appear professional.
Brand BlI1 Your preference for this brand’s sports 0.79 34.40 <0.01
Identity products has changed.

BI2 You have become tired of this brand and its 0.82 46.41 <0.01
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Main Abbreviatio Items Factor t- Significan
Variable n Loading value ce Level
sports products.
BI3 The quality of this brand’s sports products has 0.79 33.68 <0.01
declined compared to the past.
Bl4 The prices of this brand’s products have 0.76 28.30 <0.01
increased.
BI5 The sports products offered do not reflect the 0.62 13.01 <0.01
previously perceived personality of this brand.
Perceived PV1 The quality of products from this sports store 0.69 21.28 <0.01
Value is appropriate relative to their price.
PV2 This sports store provides customers with 0.73 29.95 <0.01
products of good quality.
PV3 I like this sports store because of its diverse 0.75 28.45 <0.01
products.
PV4 I can easily purchase products from this sports 0.75 29.60 <0.01
store.
PV5 Shopping at this sports store is enjoyable for 0.76 30.90 <0.01
me.
Brand B1 | prefer the products of this sports store over 0.68 20.64 <0.01
Equity other brands.
B2 Even if other options are available, | would 0.68 21.79 <0.01
still choose this brand.
B3 I am likely to purchase from this sports store 0.66 19.43 <0.01
in the future.
B4 The quality of products from this sports store 0.54 11.84 <0.01
is high and meets my expectations.
B5 The products of this brand are durable and 0.67 23.39 <0.01
perform well.
B6 The products from this sports store are worth 0.58 13.13 <0.01
their price.
B7 This brand represents sports and an active 0.60 14.44 <0.01
lifestyle to me.
B8 The features of this brand’s products align 0.61 14.80 <0.01
with my personality.
B9 I consider this brand to be reliable and 0.56 12.71 <0.01
trustworthy.
B10 I am well aware of the products and services 0.68 16.33 <0.01
of this sports store.
B11 I can easily recognize this brand among other 0.62 15.81 <0.01
brands.
B12 I have sufficient information about this 0.58 13.39 <0.01
brand’s products, and purchasing from it is
easy.

Based on the results presented in Table 4, it can be concluded that for all latent variables, all indicators
demonstrated significant weights, and at a 99% confidence level, they all exhibited significant factor
loadings. Following the confirmation of the model's fit indices, the researchers present the final research
model with standardized coefficients and factor loadings in Figure 3.
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Figure 3. The research model with standardized coefficients and factor loadings

The results from Figure 3 indicate a positive effect of the predictor variables on the criterion variable, as
well as appropriate factor loadings for each of the research items.

Subsequently, the results related to standardized coefficients, t-values, and significance levels for each of
the direct research hypotheses are presented in Table 5.

Table 5- Path coefficient values and t-statistics

Research Hypotheses Standardized t- Significance  Hypothesis
Coefficient  Statistic Level Outcome
B
Web Visual Advertising — Brand 0.29 6.98 <0.01 Supported
Equity
Web Visual Advertising — Perceived 0.48 11.21 <0.01 Supported
Value
Web Visual Advertising — Brand 0.44 10.48 <0.01 Supported
Identity
Perceived Value — Brand Equity 0.25 6.06 <0.01 Supported
Brand Identity — Brand Equity 0.39 10.90 <0.01 Supported

One type of relationship among latent components in structural equation modeling is the direct effect. The
direct effect, which is one of the key constructs in structural equation modeling, represents a directional
relationship between two variables. Since the research hypotheses were based on the effects of relationships
among the latent components of the model, the findings presented in Table 5 indicate that all five research
hypotheses, representing direct relationships between variables, were supported at a significance level of
0.01.

Subsequently, the Sobel test was employed to assess the mediating variables. Accordingly, the Sobel test
is calculated using the following formula:
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o (a xb)
N JI(b* x Sa?) + (a® x Sb)]

The Sobel test examines whether the indirect effect of the independent variable (X) on the dependent
variable () through the mediator (M) is statistically significant. In the present research model, each of the
following dimensions is defined as:

X = Web Visual Advertising; M = Perceived Value / Brand Identity; Y = Brand Equity
For each mediating path, four values are required:

Path X — M:  Path coefficient: a; Standard error: Sa

Path M — Y: Path coefficient: b; Standard error: Sb

Table 6- The value of indirect effect coefficients

Relationship with Significance Hypothesis
Mediator a Sa b Sb Sobel 2 Level Outcome

Web Visual
Advertising —
Perceived Value
— Brand Equity

0.48 0.04 0.25 0.04 5.43 <0.01 Supported

Web Visual
Advertising —
Brand Identity —
Brand Equity

0.44 0.05 0.39 0.03 7.29 <0.01 Supported

To further examine the mediating effects of perceived value and brand identity, the Sobel test was
conducted in Table 6. The results indicated that the indirect effect of web visual advertising on brand equity
through perceived value was statistically significant (Z = 5.43, p < 0.01). Similarly, the mediating role of
brand identity was confirmed, as the Sobel test results were significant (Z = 7.29, p < 0.01). Therefore, both
perceived value and brand identity were found to significantly mediate the relationship between web visual
advertising and brand equity.

Discussion

With the widespread use of the internet across the globe, the number of internet users has significantly
increased, creating a favorable environment for e-commerce. Sports stores can leverage this opportunity to
conduct business activities through the internet. One of the crucial aspects for sports stores is the creation of
a strong and valuable brand to attract more customers. In this regard, various factors such as web visual
advertising, brand identity, and perceived value can influence the brand equity of online sports stores. The
findings of this research indicate that web visual advertising has a positive and significant impact on brand
equity, perceived value, and brand identity of online sports stores. This result aligns with the findings of
previous studies by Buil et al. (2013), Dehdashti et al. (2014), and Martinez et al. (2020). It appears that if
online sports store owners design their website to be attractive and professional, they will witness an increase
in their brand equity. On the other hand, web advertising that showcases visually appealing elements (such as
colors, images, sizes, lighting, and shapes) can play a significant role in shaping customer judgments of
online sports stores. Customers tend to base their judgments on peripheral features like images, background
colors, and animations, which in turn enhances their perceived value of the store. Additionally, a logo, color
scheme, and the arrangement of sports products on an online sports store's website allow customers to
remember the brand and distinguish it from others. This emphasizes the role and impact of web visual
advertising in enhancing the brand identity of online sports stores.
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The other findings of the research revealed that the perceived value by customers has a positive and
significant effect on the brand equity of online sports stores. This result is consistent with the findings of
Seydin et al. (2019). In their study titled The Mediating Role of Brand Equity in the Relationship between
Perceived Value and Customer Lifetime Value, Seydin et al. (2019) demonstrated that perceived value has a
positive and significant role in influencing brand equity. According to Zeithaml’s (1988) Perceived
Value Theory, visually appealing web advertising can significantly influence customers’
evaluations. When customers perceive that the benefits of using an online sports store—such as
convenience, product variety, and service quality—exceed the costs, they form a positive perception
that enhances brand equity. In other words, when perceived value is high, it creates a favorable
image in the customer’s mind, which in turn strengthens the brand equity of the online sports store.
Therefore, perceived value, based on the competencies and benefits customers receive from purchasing
products and services, can significantly impact the brand equity of online sports stores. In other words,
customers perceive the difference between the total benefits gained and the costs incurred, and if this
perceived value is positively evaluated by customers, it leads to the formation of a positive image in the
customer's mind, which in turn enhances the brand equity of online sports stores. Another finding of the
study showed that brand identity has a positive and significant effect on the brand equity of online sports
stores. This result is consistent with the findings of Ghorbani et al. (2021) and Alakkas et al. (2022).
According to Aaker’s (1996) Brand Identity Models, brand identity refers to the unique set of brand
elements—such as logo, color schemes, typography, and brand personality—that communicate a
brand’s values and promise to customers. These elements help consumers recognize, differentiate,
and emotionally connect with the brand, forming a mental image that guides their perceptions and
behaviors. In other words, a strong and distinctive brand identity serves as the foundation for
building and sustaining brand equity by making the brand memorable and meaningful to customers.
Therefore, it appears that brand identity helps customers recognize a distinct brand, and the brand becomes
ingrained in their minds, leading to an increase in brand equity for online sports stores. The strong and
positive effects of brand identity on brand equity emphasize the importance of sports stores’ focus on their
brand identity. Online sports stores, as service providers to people, seek to enhance their brand equity.
However, they often overlook that the primary foundation of brand equity in sports stores originates from the
strength of their brand identity. Hence, if an online sports store has a strong brand identity, its brand equity
will consequently increase. Finally, the results of this study showed that the effect of web visual advertising
on the brand equity of online sports stores, with the mediating roles of brand identity and perceived value,
was both positive and significant. This result aligns with the findings of Ghorbani et al. (2021), Martinez et
al. (2020), Alakkas et al. (2022), and Jaya & Arief (2024). It appears that web visual advertising, such as the
use of appealing website templates, appropriate colors, and images in the design of online sports stores'
websites, can have a significant impact on brand identity and perceived value by customers. Additionally,
perceived value, due to the convenience and appropriate benefits customers receive from online sports stores,
and brand identity, due to the distinctiveness customers associate with the products and services offered
compared to other stores, significantly influence the brand equity of online sports stores. Therefore, it can be
concluded that brand identity and perceived value can strengthen the relationship between web visual
advertising and brand equity in online sports stores.

Conclusion

Considering the cultural context of Iran, it is recommended that web advertisements include visually
appealing elements that are culturally relevant, such as vibrant colors favored by Iranian consumers,
appropriately sized images, and adequate lighting. This approach can enhance the effectiveness of web
advertising and strengthen the brand equity of online stores. Additionally, owners of online sports stores
should be familiar with modern advertising design techniques to effectively increase their brand value.
Incorporating elements that build customer trust, such as official certifications, endorsements, or customer
testimonials, can further enhance the perceived brand value among Iranian consumers.
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Research limitations and future research directions

This study is limited to online sports stores in Iran, and therefore the generalizability of the findings to other
industries or countries may be restricted. Moreover, only certain dimensions of web visual advertising and
brand equity were examined, while other influential factors—such as customer engagement, social influence,
or user experience—were not considered. Cultural differences and online consumer behavior in other
countries were also not explored, which may affect the applicability of the results in an international context.

Given the importance of the cultural context and the characteristics of Iranian consumers, paying attention to
culturally tailored visual advertising and incorporating trust-building elements can have a significant impact
on the brand equity of online sports stores. Future research could examine the effects of web advertising in
other industries, explore additional mediating factors, and investigate cross-cultural differences in online
consumer behavior to enhance the broader applicability of the findings.
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