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Abstract

One of the marketing communications strategies for promoting a brand is sport celebrities’
endorsement, however, sponsors are always concerned of experiencing doping related
consequences for their brands and products due to the consumers' believes and beliefs on
the endorsed product which may be changed by those consequences. The main purpose of
the present researhh was to modeling the consequences of endorser’s doping scandal in
sport marketing. 56 items were used and 224 men and women students of bachelor
program of physical education and sport sciences of the Iranian universities participated
in measuring the research variables and model the causal relations. The research data were
analyzed by confirmatory factor analysis (CFA) and structural equation modeling (SEM).
The results of SEM showed acceptable model fit indexes and significant relationships
between variables. Results also revealed that reasoning strategy of moral rationalization
has a moderating effect on the relationship between moral emotions and attitude change
toward doped athlete. Finally, regarding to the personal differences as cultural, social,
personality and livelihood, the manner of responding to the questionnaire can be consider
as a research limitation. However, moral emotions negative dimensions (Contempt,
Anger, Disgust) were anayyed as significant variables in predictinc consumer’s behavior
and attitude in the current research, other positive dimensions (Gratitude, Awe,
Admiration) should be explored in the future studies.

Keywords: Doping Scandal, Endorser, Marketing, Sport, Structural Equations

1. Email: j.manouchehri@iauctb.ac.ir



Manouchehri: Scandal Consequences of Approved Doping... 18

Abstract

Background and Purpose

One of the marketing communications strategies for promoting a brand is sport
celebrities’ endorsement. It is believed that celebrities can affect sales positively
by transferring their own popular image to products through endorsement (Zia-ur,
et al., 2018, 2; Koshy and Manohar, 2017, 11). Simmers et al. (2009) have
suggested that celebrity endorsers provide a tool for consumers which affects
transfer meaning. Marketers will be able to get their products human attributes by
utilizing celebrities and transferring their personal brands (Aaker, 1997, 347).
Although athletes' endorsements can realize the collective aims of commercial
corporations, using them is not away from risk. Sponsors are always concerned
about experiencing doping-related consequences on their brands and products due
to the consumers' beliefs about the endorsed product which may be changed by
those consequences. Therefore, the main purpose of the present research was to
explore and model the consequences of a sponsor's doping scandal in sports
marketing.

Materials and Methods

In this quantitative study, structural equation modeling (SEM) and confirmatory
factor analysis (CFA) were used to analyze the data. Totally, 224 male and female
undergraduate students of physical education and sport sciences in lranian
universities participated to measure the research variables and model the causal
relationships. The research tools were the following scales:

» Athlete’s Brand Image (Arai, 2010): This scale measures the general
image of a doped athlete to the consumer and consists of 9 items
(questions 1 to 9).

» Sports Fan’s Identity (Trail & James, 2001): This scale measures the
level of affective attachment of consumers to athletes and consists of 4
items (questions 10 to 13).

» Moral Reasoning Strategy (Bhattacharjee, Berman & Reed, 2013): This
scale measures manner of selecting information and attempt for a
consumer’s moral conclusion facing with poping hhenomenon anh
consists of 10 items (questions 14 to 23).

» Brand Loyalty (Bobalca, Gatej & Ciobanu, 2012): This scale measures
the level of consumer’s commitment and loyalty to the endorsed brand
and consists of 10 items (questions 24 to 33).

» Word of Mouth (Durukan & Bozaci, 2012): This scale measures informal
communications of the consumer with others about the endorsed brand
and consists of 5 items (questions 34 to 38).
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» Moral Emotions (Grappi, Romani & Bagozzi, 2013): This scale measures
level of emotional responses in evaluating and reacting to the violated
persons and moral and social violations and consists of 9 items (questions
39 to 47).

» Attitude toward Doped Athlete (Hardwicke-Brown, 2014): This scale
measures consumers’ general evaluation of the atll ete and consists of 3
items (questions 48 to 50).

» Attitude toward Brand (Hardwicke-Brown, 2014): This scale measures
consumers’ general evaluation of the endorsed brand and consists of 3
items (questions 51 to 53).

» Purchase Intention of Sport Consumer (Lee, 2015): This scale measures
level of the thing consumer thinks to must purchase and consists of 3
items (questions 54 to 56).

Findings

The result of analysis of the demographic variables demonstrated that 103 (46%)
and 121 (54%) participants were women and men, respectively. Moreover, a
remarkable percentage of the participants (35.7%) were 24-29 years, 25.4% were
18-23 years old, 23.7% were 30-35 years old, 15.2% were older than 36 years.
Additionally, 41 (18.3%) participants had less than 3 years of sport experience,
60 (26.8%) participants had 4-8 years of sport experience, 53 (23.7%) ones had 9-
14 years of sport experience and 70 (31.2%) cases had more than 15 years of sport
experience.

The results from SEM showed acceptable model fit indices and significant
relationships between variables. Moreover, the results revealed that the reasoning
strategy of moral rationalization had a moderating effect on the relationship
between moral emotions and attitude change toward doped athletes. Figure 1 and
Table 1 represent the research findings on the relationships between variables.
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Figure 1- Model of Relationships between Research Variables in significant
coefficients

Table 1- Relationships between Research Variables

Significance  Relationships Situation

Causal Relationships Effect (T-VALUE) Confirm Reject

The effect of doped athlete brand image on

. 1.00 24.77 [
moral emotions
The effei:t pf dqped athlete brand image on -0.22 338 -
sport fan’s identity
The eff_ect of moral emotions on moral -0.24 394 -
decoupling
The e_ffect of moral emotions on moral 031 4.9 -
reasoning
The gffect of moral emotions on moral 0.24 3.65 -
coupling
The effgct of sport fan’s identity on moral 2031 6.48 -
decoupling
The effect of sport fan’s identity on moral 0.24 3.90 -
reasoning
The e_ffect of sport fan’s identity on moral 0.03 0.40 -
coupling
The effect of moral decoupling on attitude 014 298 -
toward athlete
The effect moral reasoning on of attitude 033 547 -
toward athlete
The effect of moral coupling on attitude 023 382 -
toward athlete
The effect of attitude toward athlete on
attitude toward brand 0.52 9.01 "
The effect of attitude toward brand on 0.68 13.72 -

behavioral consequences
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In the present research, R? was investigated in regression equations. Equations
indicated that the R? for sports fans’ identity, moral emotions, attitude toward
athlete, attitude toward the brand, brand loyalty, word of mouth and purchase
intention were 0.049, 0.72, 0.24, 0.29, 0.30, 0.36 and 0.70, respectively.

Conclusion

Based on the research findings and obvious relationships between the variables,
the final proposed model of causal relationships of the variables is illustrated in
Figure 2. Therefore, findings of the molel of atll ete celebrities’ brand image —
ACBA (Keller, 1993), model of a negative effect of sponsorship (Runsbech &
Sjolin, 2011), model of doping effect on consumer behavior (Florez, 2013) and
model of the role of planned behavior theory in sport sponsorship (Katoch, 2009),
together with common findings of Keller (1993), Runsbech & Sjolin (2011),
Florez (2013) and Manouchehri et al. (2016) indicated the effect of celebrity
atll ete’s brand image on the consumer, consequently hhanging attitude toward
doped athlete, which are consistent with the present results.

Finally, regarding the personal differences as cultural, social, personality and
livelihood, the manner of responding to the questionnaire could be considered as
a research limitation. However, moral emotions and negative dimensions
(Contempt, Anger, Disgust) were analyzed as significant variables in predicting
consumer’s hehavior and attitude in the current study, other positive dimensions
(Gratitude, Awe, Admiration) should be explored in further studies.

Figure 2- Final model of the consequences of the doping scandal in Sport Marketing
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