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ABSTRACT

This study aims to design and validate a productivity evaluation model in sports media in Iraq. The
research is classified as a quantitative-descriptive study with a structural equation modeling (SEM)
approach. The statistical population included all Iraqi faculty members, experts, and sports
journalists. Based on the Morgan Table, the sample size was determined to be 384 participants,
who were selected through simple random sampling. The research instrument was a researcher-
made questionnaire developed based on the relevant literature and theoretical frameworks,
whose validity was confirmed through face validity. Reliability was also calculated using
Cronbach’s alpha, which yielded a coefficient of 0.89. The primary method of data analysis was
factor analysis modeling, performed using AMOS software. The findings indicated that the

productivity evaluation model in Iragi sports media demonstrated good model fit (P > 0.05).
Therefore, it can be concluded that sports media in Irag can benefit from the results of this study

shojaei.vahid@iau.ac.ir

to enhance their productivity.
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Introduction

In the rapidly evolving landscape of global media, especially within the context of sports media, the concept of productivity
has become an increasingly significant concern. As media organizations operate within dynamic, technology-driven, and
consumer-centric environments, ensuring operational efficiency and maximizing productivity is essential not only for survival
but also for sustained growth and impact. Productivity in media organizations, particularly in the realm of sports, is
multifaceted—it encompasses human resource efficiency, content generation, audience engagement, and technological
integration, among others. Given the diversity and scope of media activities, there is a compelling need to conceptualize and
validate a comprehensive model for evaluating productivity that can be adapted to specific national contexts, such as Iraq,
where the media ecosystem is simultaneously emerging and undergoing institutional reform.

Several studies have attempted to link organizational productivity with key determinants such as human resource
practices, leadership, organizational culture, and strategic orientation. For instance, the role of Human Resource

Management (HRM) practices in shaping employee engagement and productivity has been empirically supported in various
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sectors, including sports organizations, where targeted HR interventions can significantly influence staff outcomes and
organizational performance [1]. Similarly, leadership style, employee motivation, and competence have been found to be
strong predictors of organizational productivity and sustainability, especially in service-oriented contexts like media [2]. The
configuration of these variables within media organizations suggests that productivity cannot be understood through a one-
dimensional lens, but rather through a systemic and structural approach that accounts for internal dynamics and external
influences.

One of the pressing concerns in evaluating productivity in sports media, especially in developing contexts such as Iraq, is
the absence of a standardized and contextually relevant assessment model. Drawing on empirical findings from advanced
economies, studies have demonstrated that productivity is not only a function of input-output efficiency but also deeply
intertwined with organizational structure and strategic resource allocation [3]. In the media domain, these structural
dynamics are further influenced by digital transformation, audience behavior, market competitiveness, and technological
adoption [4]. A model for evaluating productivity must, therefore, capture both tangible and intangible dimensions, including
employee skills, management systems, technological platforms, and audience-centric performance indicators.

The influence of organizational culture on productivity is another critical dimension, particularly within media institutions
that rely on creativity, innovation, and agile response to market changes. Studies have highlighted how organizational culture
can either facilitate or hinder productivity by shaping employee behavior, internal communication, and leadership
responsiveness [5, 6]. Moreover, strategic thinking and organizational agility have emerged as mediating variables that link
leadership to employee productivity in the sports sector, underscoring the need to include these factors in any model aimed
at evaluating organizational effectiveness [7]. In this regard, research from Iraq’s sports and youth departments supports the
necessity of building models that are empirically grounded in contextual realities while leveraging global best practices.

Technological integration, particularly the use of digital platforms and information systems, has redefined productivity
metrics in modern organizations. In media, the digitalization of content delivery, the emergence of social media, and the rise
of data analytics are transforming how productivity is conceptualized and measured [8, 9]. This shift necessitates a model
that can evaluate productivity not just in terms of traditional output but also through metrics such as audience engagement,
content virality, and technological adaptability. These factors are particularly salient in sports media, where content
consumption is highly time-sensitive, interactive, and dependent on real-time data.

In addition to internal variables, external environmental factors—such as economic policy, government expenditure, and
regulatory frameworks—can influence the productivity of media organizations. In the context of Iraq, historical instability
and transitional governance have impacted the institutional maturity of media systems. Research has shown that government
expenditures can significantly influence total factor productivity in various sectors, including agriculture, implying similar
potential effects on media and communication sectors [10]. As such, any model intended to evaluate media productivity must
be flexible enough to account for macroeconomic and policy-driven influences.

From a human capital perspective, productivity is also driven by employee competencies, continuous professional
development, and the ability to transfer learning to practice. Within sports media organizations, where roles are often hybrid
and dynamic, ensuring that personnel have the necessary managerial, communicative, and technical competencies is crucial
[11, 12]. The strategic alighnment of human resource development with organizational goals has been emphasized in several

studies as a determinant of improved organizational outcomes [13, 14]. Furthermore, studies in higher education and public



institutions show that factors such as organizational norms, job motivation, and psychological capital significantly affect
employee productivity [15, 16].

The relevance of customer and audience relationship management in productivity models cannot be overstated in the
media industry. With increasing competition and the availability of alternative content sources, media organizations must
prioritize building sustained audience engagement. Research has shown that effective customer relationship management
strategies positively influence organizational performance in media institutions [17, 18]. In addition, robust social media
marketing and brand co-creation behaviors have emerged as powerful drivers of brand equity and consumer decision-making
in related sectors [19, 20]. These insights underscore the importance of integrating audience-focused dimensions into the
proposed productivity evaluation model for sports media.

Sports media organizations must also operate under strategic management frameworks that prioritize foresight,
innovation, and resource optimization. This includes not only operational strategies but also the ability to cultivate
partnerships, attract sponsorships, and create sustainable revenue models. Research confirms that strategic planning,
combined with effective leadership, significantly enhances human resource productivity and organizational resilience [21,
22]. In non-profit and mission-driven media institutions, this relationship is often augmented by the integration of open
innovation practices and adaptive HRM strategies [8].

Another often-overlooked aspect of productivity in sports media is workplace safety and environmental factors, especially
in field reporting and live broadcasting. Studies in construction and demolition contexts indicate that safety climate is
significantly correlated with human resource productivity [23]. While the operational risks in media are different, the
underlying principle—that conducive work environments enhance staff performance—remains applicable.

It is also important to recognize that productivity measurement should consider both individual and collective
performance indicators. The debate between efficiency-oriented and investment-based strategies in performance
management, as examined in European sports organizations, offers critical insights into how productivity can be managed at
various levels of the organization [22]. These findings reinforce the need for a multidimensional model that considers strategic
alignment, operational efficiency, and resource-based performance metrics.

In sum, the current study aims to fill a critical gap in the literature by developing and validating a productivity evaluation
model tailored to the unique operational and cultural context of Iraqi sports media. This model draws on a comprehensive
review of international and regional literature, integrating diverse theoretical perspectives on productivity —from HRM and
strategic leadership to technological adoption and audience engagement. By doing so, the study aspires not only to advance
scholarly understanding of productivity in media institutions but also to offer practical tools for organizational assessment

and improvement in transitional economies.

Methods and Materials

This study is classified as a quantitative-descriptive research with a structural equation modeling (SEM) approach. The
statistical population of the present study consisted of all Iragi faculty members, experts, and sports journalists. According to
the Morgan Table, the determined sample size for this population was 384 individuals. The sample was selected using a simple
random sampling method. The research instrument was a researcher-developed questionnaire based on relevant literature

and theoretical sources, the validity of which was established through face validity. Moreover, content validity was also



examined, and the results are presented in Table 1. Additionally, reliability was assessed using Cronbach’s alpha test, with
results reported in Table 2. The main method for data analysis in this study was factor analysis modeling, conducted using
AMOS software.

Table 1

Minimum Value and Number of Experts in Lawshe’s Content Validity Ratio (CVR)

Number of Experts CVR Value Number of Experts CVR Value
5 0.99 11 0.59
6 0.99 12 0.56
7 0.99 13 0.54
8 0.78 14 0.51
9 0.75 15 0.49
10 0.62 16 0.42

Given that the questionnaire was evaluated by 12 experts, and according to the above table, the minimum acceptable CVR
for 12 experts is 0.56, and since the overall content validity ratio of the questionnaire—calculated using Lawshe’s formula—
was 0.62, this percentage confirmed by experts indicates that the questionnaire possesses acceptable validity. Finally, with
the guidance of the supervising and consulting professors, the identified flaws were corrected, and the final version of the
questionnaire was prepared and finalized for reliability testing.

Table 2

Cronbach’s Alpha Coefficients for the Conceptual Model Categories

No. Model Categories Number of Items Cronbach’s Alpha
1 Educational and Learning Factors 17 0.73
2 Audience-Oriented Factors 8 0.92
3 Budget and Financial Factors 4 0.97
4 Leadership and Management Factors 19 0.85
5 Tools and Professional Behavior 16 0.93
6 Forecasting and Foresight Factors 7 0.93
7 Marketing and Sponsorship Factors 7 0.90
8 Total 78 0.88

Findings and Results

Out of 215 participants in the study, 126 individuals (59%) were male, and 89 individuals (41%) were female. Regarding
age distribution, 41 participants (19%) were in the 20—-30 age range, 88 participants (41%) were aged 31-40, 51 participants
(24%) were aged 41-50, and 35 participants (16%) were over the age of 50. In terms of educational attainment, 75
participants (35%) held a bachelor's degree, 87 participants (40%) held a master’s degree, and 53 participants (25%) held a
doctoral degree.

Initially, based on the literature and theoretical sources, the variables related to media productivity were identified. Then,

these variables were analyzed using structural equation modeling (SEM) with AMOS software.



Figure 1

First-Order Confirmatory Factor Analysis Model in Standardized Form
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Item Latent Variable Unstandardized Loading S.E. C.R. p Standardized Loading
qé Educational and Learning 0.781 0.221 3.527 Hoxk 0.317
q5 Educational and Learning 1.185 0.296 4.003 Hoxk 0.399
q6 Educational and Learning 0.999 0.226 4.412 Hoxk 0.488
q7 Educational and Learning 1.432 0.330 4.335 FEk 0.466
q8 Educational and Learning 1.361 0.338 4.023 *Ek 0.398
q9 Educational and Learning 1.992 0.460 4.328 FEk 0.466
q3 Educational and Learning 1.725 0.397 4.342 FEk 0.468
qlo Educational and Learning 0.667 0.176 3.798 FEk 0.358
ql2 Educational and Learning 1.348 0.388 3.472 FEk 0.312
ql Educational and Learning 1.000 - - - 0.367
q2 Educational and Learning 0.925 0.191 4.853 FEk 0.434
qll Educational and Learning 0.847 0.201 4.218 Hoxk 0.439
ql3 Audience Orientation 1.000 - - - 0.572
qla Audience Orientation 0.833 0.122 6.853 *EE 0.594
ql5 Audience Orientation 1.161 0.154 7.546 *EE 0.714
qlé Audience Orientation 0.889 0.122 7.264 *EE 0.784
ql7 Audience Orientation 0.644 0.110 5.876 *EE 0.469
ql8 Audience Orientation 0.673 0.132 5.084 *EE 0.392
ql9 Budget and Financial 1.000 - - - 0.513
q20 Budget and Financial 0.741 0.147 5.040 *Ex 0.406
q21 Budget and Financial 1.777 0.398 4.469 *Ex 0.871
q26 Leadership and Management 0.917 0.104 8.824 *Ex 0.672
q27 Leadership and Management 0.776 0.113 6.877 *Ex 0.496
q28 Leadership and Management 0.656 0.094 6.951 *AE 0.502




q29 Leadership and Management 0.831 0.102 8.186 *Ek 0.611

q30 Leadership and Management 0.760 0.106 7.148 *Ek 0.518
q31 Leadership and Management 0.513 0.081 6.362 *Ek 0.453
q34 Leadership and Management 0.901 0.107 8.430 *Ek 0.635
q25 Leadership and Management 0.754 0.105 7.148 *Ek 0.518
q22 Leadership and Management 1.000 - - - 0.633
q23 Leadership and Management 0.593 0.087 6.790 *Ek 0.490
q24 Leadership and Management 0.688 0.093 7.429 *Ek 0.543
q35 Leadership and Management 0.738 0.115 6.449 *Ek 0.460
q33 Leadership and Management 0.786 0.104 7.538 *Ek 0.555
q32 Leadership and Management 0.680 0.119 5.707 *Ek 0.402
q38 Tools & Professional Behavior 1.941 0.359 5.409 *Ek 0.616
q39 Tools & Professional Behavior 2.628 0.451 5.827 *Ek 0.811
q40 Tools & Professional Behavior 2.631 0.445 5.911 *Ek 0.887
qal Tools & Professional Behavior 2.001 0.371 5.397 *Ek 0.612
q42 Tools & Professional Behavior 1.404 0.282 4.979 *Ek 0.496
q36 Tools & Professional Behavior 1.000 - - - 0.372
q37 Tools & Professional Behavior 1.545 0.285 5.414 *Ek 0.492
q43 Tools & Professional Behavior 1.426 0.268 5.327 *Ek 0.589
q44 Tools & Professional Behavior 1.861 0.323 5.761 *EE 0.774
q45 Tools & Professional Behavior 1.758 0.302 5.814 *EE 0.823
q46 Tools & Professional Behavior 1.439 0.273 5.274 *EE 0.573
q48 Foresight and Strategic Planning 1.018 0.085 11.905 *Ak 0.723
q49 Foresight and Strategic Planning 0.884 0.082 10.736 *Ak 0.664
q50 Foresight and Strategic Planning 0.896 0.087 10.304 *Ak 0.639
g51 Foresight and Strategic Planning 0.961 0.094 10.277 HAk 0.637
q52 Foresight and Strategic Planning 0.952 0.083 11.504 HAk 0.699
g53 Foresight and Strategic Planning 1.062 0.098 10.784 FAk 0.661
q47 Foresight and Strategic Planning 1.000 - - - 0.815
q54 Marketing & Sponsorship 1.000 - - - 0.541
g55 Marketing & Sponsorship 1.272 0.114 11.203 *Ak 0.637
q56 Marketing & Sponsorship 1.214 0.122 9.973 *Ak 0.590
q57 Marketing & Sponsorship 1.495 0.169 8.837 *Ak 0.747
q58 Marketing & Sponsorship 1.816 0.184 9.886 *Ak 0.968
q59 Marketing & Sponsorship 1.068 0.124 8.587 *Ak 0.743
q60 Marketing & Sponsorship 1.314 0.137 9.604 *Ak 0.878

The results in Table 3 indicate that all relationships in the proposed model are statistically significant and possess
appropriate factor loading values. Additionally, the second-order confirmatory factor analysis model also demonstrated a
good fit, as shown in the fit indices in the following table.

Table 4

Fit Indices of the Second-Order Confirmatory Factor Analysis Model

Index CMIN df CMIN/df p-value RMSEA
Statistic 2954.244 1669 1.770 0.000 0.054

The above fit indices indicate a very good model fit for the first-order confirmatory factor analysis model. Accordingly, the

structure of the present questionnaire is confirmed.

Discussion and Conclusion

The purpose of this study was to design and validate a comprehensive productivity evaluation model tailored specifically
for sports media organizations in Irag. The results derived from the confirmatory factor analysis (CFA) provided compelling
evidence for the structural soundness and empirical validity of the proposed model. The model exhibited strong factor

loadings across all latent variables, and the overall fit indices demonstrated acceptable to excellent levels of model fitness



(CMIN/df = 1.77; RMSEA = 0.054; p < 0.001). The key dimensions that emerged from the analysis—educational and learning
factors, audience-centered strategies, budget and financial considerations, leadership and management effectiveness,
professional behavior and technical tools, foresight and strategic vision, and marketing and sponsorship capabilities—
collectively captured the multifaceted nature of productivity in the contemporary sports media sector. This discussion
contextualizes these findings by comparing them to existing literature, thereby reinforcing the theoretical and practical
contributions of the present study.

The identification of educational and learning factors as significant contributors to media productivity aligns with prior
research underscoring the importance of professional development and capacity-building initiatives in sports organizations
[11, 12]. Knowledge acquisition, skill enhancement, and continuous learning were confirmed as critical drivers of workforce
efficiency and innovation. In particular, the ability to translate individual learning into organizational competence represents
a crucial productivity lever. This finding resonates with Jumawan et al. (2023), who emphasized the centrality of motivation
and competence in fostering sustainable productivity within service-oriented institutions such as sports media [2].
Furthermore, the model's strong educational component reflects the institutional necessity for structured training programs,
echoing the views of Halim et al. (2024) on the need for well-aligned HRM practices in sports centers [1].

Audience engagement also emerged as a key determinant of productivity. The model highlighted the relevance of
feedback mechanisms, responsiveness to viewer preferences, and communication strategies that foster loyalty and
interaction. This finding supports the research of Ahmadi et al. (2019), who found a direct link between customer relationship
management (CRM) strategies and increased productivity in sports media [18]. As media consumers become increasingly
empowered in the digital age, organizations must recalibrate their approaches to be more participatory and user-centered.
Similarly, the work of Lee (2019) found that effective CRM positively correlates with management performance in welfare
institutions, a pattern that appears to hold true for sports media as well [17]. The integration of audience-centered metrics
into the productivity framework thus reflects both empirical consistency and contemporary relevance.

The financial and budgetary dimensions of the model reaffirm the literature asserting the pivotal role of resource
allocation in organizational productivity. In line with the findings of Caliendo et al. (2020), which emphasized that firm
productivity is deeply influenced by organizational structure and financial decision-making, this study found that budgeting
transparency and fiscal efficiency directly impact output in media environments [3]. Moreover, this aligns with Rohde and
Breuer’s (2018) discussion on whether media and sports organizations achieve competitive advantage through strategic
investments or operational efficiency [22]. The findings suggest that both approaches can be harmonized through intelligent
budgeting mechanisms, allowing for adaptability and sustained output in resource-constrained environments such as Iraq.

Leadership and managerial effectiveness constituted another foundational dimension of the model. This is consistent with
Sedghi Boukani et al. (2018), who illustrated the positive relationship between effective leadership, strategic planning, and
human resource productivity in educational institutions [21]. In the media context, leadership not only ensures operational
coordination but also motivates employees, fosters innovation, and maintains ethical standards. Moharramzadeh and Nouri
(2020) found similar mediating roles for strategic thinking and organizational agility in enhancing employee productivity
within sports departments, reaffirming the importance of leadership traits within the model [7].

The category labeled "professional tools and behavior" also gained statistical and theoretical validation as a productivity

factor. It encapsulates technical competence, adherence to ethical journalism, and the use of advanced equipment —all



essential in media production. Dong’s (2022) empirical study on green transformation and infrastructure in sports industries
also supports the centrality of technology and operational tools in performance enhancement [9]. Furthermore, research by
Lakhwani et al. (2020) has shown that technology adoption is not only a matter of efficiency but also a significant catalyst for
innovation and competitiveness in organizational contexts [4]. These findings collectively endorse the view that professional
behavior and tool readiness are critical variables that contribute to productivity outcomes in sports media.

Strategic foresight and future planning, another construct in the model, reflect the necessity for long-term vision and
adaptability. Musa et al. (2024) and Yap and Suwarno (2024) both emphasized the role of digital foresight and branding
strategies in maintaining organizational relevance in competitive markets [19, 20]. In the context of Iraqgi sports media, where
market and policy instability remain significant, strategic foresight enables proactive rather than reactive decision-making.
This theme parallels the conclusions drawn by Mohammadi (2020), who highlighted that organizational culture geared
toward adaptability has a strong correlation with improved productivity [5].

The final major category—marketing and sponsorship—underscored the importance of external relationship-building in
driving media performance. In an increasingly commercialized and content-saturated environment, marketing strategies that
leverage brand equity, digital presence, and sponsorship deals serve as major productivity enablers. Anggraheni and Haryanto
(2023) demonstrated the mediating role of brand experience in the relationship between social media marketing and brand
equity, findings which closely mirror the significance of this construct in the present model [14]. Moreover, the role of social
media in shaping consumer decisions, as explored by Alfiyanti and Karamang (2025), further validates the inclusion of
marketing and sponsorship as essential to productivity measurement [24].

Despite the robust methodology and comprehensive model construction, this study is not without limitations. First, the
study's geographical focus on Iraq, while intentional and context-specific, limits the generalizability of the findings to other
national or regional media ecosystems. Second, the cross-sectional nature of data collection restricts the ability to infer
causality between the observed constructs. Third, although a wide array of dimensions was measured, qualitative variables
such as organizational culture and leadership style were quantified through self-reported questionnaires, which may be
subject to social desirability or recall bias. Finally, the model did not account for real-time media performance indicators such
as audience ratings, digital engagement analytics, or content quality, which could further enrich the evaluation of
productivity.

Future research could benefit from expanding the scope of this model to include cross-cultural comparisons, particularly
in regions with similar developmental challenges and media structures. Longitudinal studies are also recommended to
observe how changes in leadership, technology, or political environment influence productivity over time. Further
investigations could integrate objective performance metrics—such as engagement rates, advertising revenue, and audience
retention—alongside perceptual measures to create a more holistic productivity index. Additionally, applying the model to
different types of media (e.g., radio, online, print) and comparing productivity patterns could yield nuanced insights. Finally,
incorporating qualitative research through interviews or ethnographic methods may offer deeper understanding of
contextual dynamics that influence the operational realities of sports media organizations.

Practitioners in Iraqi sports media should prioritize investing in continuous education and training programs to build
capacity across all organizational levels. Emphasizing data-driven decision-making through CRM systems and audience

analytics will enhance audience alignment and responsiveness. Leaders should foster a culture of adaptability and strategic



foresight, allowing media organizations to remain resilient amid technological shifts and political changes. Establishing clear
budgeting protocols and seeking strategic sponsorship alliances can provide much-needed financial stability. Lastly, aligning
internal processes with external branding and marketing strategies will amplify visibility and performance in an increasingly

competitive digital landscape.
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