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Abstract

Rapid advances in technology have prompted organizations to utilize digital tools while empowering employees
to effectively participate in innovative processes. Therefore, the aim of the current research was the effect of
information technology capabilities of sports and youth department employees on their innovation with the role of
empowerment mediator. The present research method is descriptive and correlational in nature. The statistical
population of the research was all the employees of Khorasan Razavi Sports and Youth Department, 180 people
were selected as a sample using random-cluster sampling method. The research tools included three standard
guestionnaires of information and communication technology capabilities of Mao (2020), organizational
innovation questionnaire of Anasankosa (2013) and employee empowerment questionnaire of Spritzer (1995).
Structural equations with variance-based approach were used to test research hypotheses. SPSS23 and Smart-PLS
3.2.8 software were used for data analysis. The research results showed that information technology has a direct
and significant effect on organizational innovation and employee empowerment, and the mediating role of
employee empowerment as a result of information technology capabilities on organizational innovation was also
confirmed. According to the results of the research, it can be stated that the use of information and communication
technology directly increases organizational innovation; but conditions such as empowering employees increase
its effect. In this regard, the disparting of training and development strategies improved the skills of using new
communication and information technologies can lead the development of organizational innovation.
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Extended Abstract

Introduction

The article examines the role of information
and communication technology (ICT) in
various organizations, particularly in sports
environments, and its impact on
management, employee empowerment, and
innovation. Today, ICT has brought
significant changes to organizational
processes and operations. Organizations
can leverage ICT to improve their
performance in dynamic and unstable
conditions. Utilizing these technologies
enhances data collection, information
categorization, and strategic decision-
making.

One of the key concepts discussed in the
article is IT competency, which includes
knowledge, IT operations, and IT
infrastructure. These dimensions help
organizations enhance their capacity to
manage data. Moreover, studies have
shown that ICT positively influences
employee  empowerment.  Employee
empowerment  increases  motivation,
efficiency, and innovation, making
organizations more competitive in dynamic
work environments.

Innovation is presented as a crucial factor in
improving organizational performance.
While some public service organizations
resist innovation due to traditional
structures,  research  indicates  that
innovation can drive positive changes in
these organizations as well. ICT enables
organizations to achieve competitive
advantages by fostering innovation.

Recent studies confirm that emerging
technologies impact innovation and data-
driven organizational cultures. Findings
suggest that sports organizations should
also embrace these technologies to create
dynamic and innovative environments.
Employee empowerment through ICT is
especially important in boosting innovation.
Given the challenges of digital literacy in
some Iranian organizations, a thorough
examination of ICT’s role in sports
departments is essential.

Research methods

This study is a quantitative, applied, and
descriptive-correlational research
conducted through a survey. The statistical
population consisted of 250 employees of
the Sports and Youth Offices in Khorasan
Razavi Province in 2023, and cluster
random sampling was used. Out of 215
distributed questionnaires, 180 wvalid
responses were selected for analysis.

The research tools included four sections:
demographic information, IT competency
questionnaire (Mao, 2020), employee
empowerment questionnaire (Spreitzer,
1995), and organizational innovation
questionnaire (AnaSanokoska, 2013). All
questionnaires were measured on a five-
point Likert scale, and their reliability was
confirmed using Cronbach’s alpha.

For data analysis, descriptive statistics and
structural equation modeling were applied
using Smart-PLS and SPSS software to
examine the impact of IT competencies on
organizational  innovation and  the
mediating role of employee empowerment.
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Results

n terms of age, individuals in the 31 to 35
age range were the most frequent, with 60
people (33.33%), while those aged 41 and
above were the least frequent, with 31
people (17.22%). In terms of work
experience, individuals with 6 to 10 years of
experience formed the largest group.
Regarding gender, the sample consisted of
122 men (67.77%) and 58 women
(32.22%). Most participants held a
bachelor's degree (93 individuals), and in
terms of marital status, 138 were married
and 42 were single .all three study variables

had a Cronbach's alpha and composite
reliability of above 0.7, indicating
acceptable reliability. Additionally, the
high convergent validity (above 0.5) for the
variables confirms the convergent validity
of the study variables .Factor loads are

determined by calculating the correlation of
indicators within a construct, with a
criterion of 04 for adequacy. The
significance of these values should exceed
1.96, and significance is set at the 0.05 level
(Habibi & Kolahi, 2023) .Given the criteria

for goodness of fit, with values of 0.01,
0.25, and 0.36 representing weak,
moderate, and strong fit respectively
(Mohsenin & Esfidani, 2014), the obtained
value of 0.373 confirms relatively strong
overall model fit.

Discussion and conclusion

in conclusion, it appears that utilizing
existing  capabilities and  emerging
technologies, along with awareness of
information technology opportunities, can
contribute to enhancing innovation within
organizations. Information technology

knowledge enables sports and youth
departments to effectively assimilate
external knowledge and create new
knowledge, ultimately leading to improved

innovation.  Therefore,  strengthening
information technology and its
infrastructure within organizations,

including enhancing employees' knowledge
in this field, updating databases, increasing
the use of information technology by
employees, the ratio of computers to
employees, investing in digital equipment,
the number of internet servers, and the use
of decision-making systems at management
levels, can all contribute to designing
services based on citizens' or target groups'
needs and facilitate innovation. On the other
hand, empowering employees by enhancing
their knowledge, confidence, and sense of
ownership can engage them more in their
work and create an environment conducive
to innovation.
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