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ABSTRACT

Anti-marketing can be regarded as an effective strategy to reduce the
consumption of products that may cause problems for individuals and
society. Therefore, the purpose of this study was to investigate the role of
public relations in anti-marketing of doping drugs, with mediating factors
such as personal networks, public commentary, and physical evidence within
Iran’s sports context. This study was applied in terms of purpose and utilized
a descriptive-correlational design for data analysis. The statistical population
included all athletes and coaches who, according to reports from the National
Anti-Doping Agency, had the highest energy use in recent years. Based on
the research objectives and using PASS statistical software, the sample size
was determined to be 250 participants at an error level of 0.05. The data
collection tool was a standardized questionnaire developed by Haghighat et
al. (2021). The results indicated that all components examined played a
positive and significant role in anti-marketing.
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Extended Abstract

Introduction

Exercise is universally recognized by researchers
as a phenomenon that maintains and enhances
health and is expanding due to social and
economic factors. Today, sports is a key strategy
for economic growth and one of the most
lucrative  industries  globally,  generating
significant income across various sectors such as
sports competitions, games, equipment, drugs
and supplements, ticket sales, and more
(Abdolmaleki, Mirzazadeh, & Ghahfarokhhi,
2018).

Currently, athletes often incorporate energy-
boosting substances into their training and
competitive routines.  Studies report that
supplement and steroid use among athletes
ranges from 40% to as high as 100%, with some
research indicating that over 85% of semi-
professional athletes consume steroid
supplements and medications. Not only
professional athletes but also recreational
athletes, non-athletes, and even students use
energy substances to enhance performance
(Gholizadeh,  Talebpour,  Kashtidar, &
Abdolmaleki, 2018). Data from the International
Olympic Committee's accredited laboratories
reveal that steroids are the most frequently
detected substances in doping-positive samples.
Despite numerous scientific studies confirming
the harmful effects of these drugs, many users
employ them without proper awareness of their
risks, without professional consultation, and
often without understanding their adverse
consequences.

The use of energy-enhancing drugs in sports
has been rising steadily, prompting health and
sports professionals to conduct in-depth research
into these issues and seek solutions to reduce
their prevalence in sports clubs (Jahanian,
Ramezanpour, & Rezaei, 2014). In today’s
world, marketers aim to promote products and
services, but some demand for certain
products—such as cigarettes, drugs, and
alcohol—poses risks to individual well-being
and societal health.

One approach to addressing this issue is anti-
marketing, a type of social marketing aimed at
discouraging the consumption of harmful
products or behaviors either permanently or
temporarily (Shiu, Hassan, & Walsh, 2009).
Examples include reducing demand for alcohol,

narcotics, cigarettes, illegal drugs, and other
prohibited goods and services, as well as goods
that pose health or safety risks or are illegally
imported or produced. Anti-marketing, or non-
selling, aims to eliminate or reduce such
demand, especially within healthcare and public
health sectors, where unnecessary or expensive
goods are involved. It also plays a role in
governments managing shortages of certain
goods and services (Armstrong, Soule, & Reich,
2015).

It is evident that anti-marketing can serve as
an effective tool to reduce consumption of
products that may cause problems for individuals
and society. This method has been successfully
applied in various contexts, such as controlling
illegal fertilizers, tobacco, and industrial waste.
Given the high prevalence of energy drug abuse,
it is crucial to explore solutions to mitigate this
problem. Considering the proven effectiveness
of anti-marketing in other sectors, it is hoped that
this approach could reduce the improper use of
energy drugs in sports.

To date, anti-marketing has not been
employed in the sports domain, nor has it been
extensively studied, domestically or
internationally, particularly concerning doping
and energy drugs in sports. Therefore, it is
essential to explore this method as a means to
curb the unregulated and rampant consumption
of energy substances within sports. Due to the
widespread use of energy drugs among athletes,
implementing measures to reduce their abuse is
vital.  The anti-marketing approach has
previously been effective in decreasing the use
of illegal substances like fertilizers, tobacco, and
industrial waste.

In light of this, the current research aims to
design an anti-marketing model to combat illicit
drug use in Iranian sports. The primary research
question is: What is the role of public relations
in anti-marketing of doping drugs, mediated
by private networks, public interpretation,
and objective evidence in Iranian sports?

Methods

This research is of an applied type and adopts a
descriptive-correlational methodology.
According to the National Anti-Doping Agency,
the study's statistical population included all
athletes and sports coaches who, in recent years,
had the highest usage of energy substances in
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disciplines such as wrestling, weightlifting,
powerlifting,  bodybuilding, cycling, and
athletics. The population consisted of individuals
with experience in national team memberships,
estimated at around 700 people, as determined
by the researcher through the Federation’s Office
of Common Affairs and other methods.

Based on PASS statistical software (version
11.0.8), the sample size was estimated to range
from 230 to 265 participants. To account for a
10% potential dropout rate, 280 questionnaires
were distributed among members of the target
population.  Ultimately, after  discarding
incomplete questionnaires, 250 valid responses
were used for data analysis. The sampling
method employed was available sampling.

The data collection instrument was the
standardized  anti-marketing  doping  drug
questionnaire developed by Haghighat et al.
(2021). All items in the questionnaire were rated

on a 5-point Likert scale. The reliability of the
questionnaire was evaluated using Cronbach's
alpha, which vyielded a coefficient of 0.81,
indicating good internal consistency.

For data analysis, both descriptive and inferential
statistical methods were utilized. Descriptive
statistics involved measures of central tendency
and dispersion, such as means and standard
deviations. Inferential analysis was conducted
using structural equation modeling (SEM) and
AMOS Graphics software.

Results

Table 1 presents the model fit indicators. The
results demonstrate that the model adequately
fits the data. Based on key indicators such as the
chi-square statistic and other fit indices, the
model exhibits a good fit, as summarized in
Table 1.

Tablel-model indicators

RMSEA AGFI GFI NFI NNFI CFlI X?/df
Level 0.011 0.967 0.987 0.984 0.990 0.989 2.31
criterion Under 0.05 | Over0.90 | Over0.90 | Over0.90 | Over 0.90 | Over 0.90 | Under 3
Interpretation | Good fit Good fit Good fit Good fit Good fit Good fit Good fit

Table 2 shows the results of t-statistic and beta
coefficient for each of the research components.

Table 2- Loading Factors & T value

path

public relations — anti-marketing
personal networks - anti-marketing
physical evidence - anti-marketing
public commentary - anti-marketing

Indirect path

public relations — personal networks - anti-marketing  5.70
public relations - physical evidence - anti-marketing 5.53
public relations - public commentary- anti-marketing  4.10

According to Table 3, the study found that
public relations (P < 0.001, B = 0.52) has a direct
effect on the anti-marketing of sports doping
drugs. Additionally, dedicated networks (P <
0.001, B = 0.42), objective evidence (P < 0.001,
B = 0.41), and general interpretation (P < 0.001,
B = 0.39) are all significantly involved in anti-

T value = Loading Factor  Interpretation

9.75 0.52 Confirm
7.03 0.42 Confirm
6.73 0.41 Confirm
4.52 0.39 Confirm
Sobel test  Interpretation
Confirm
Confirm
Confirm

marketing of sports doping drugs.

Furthermore, the Sobel test results indicated
that public relations exert a significant influence
on anti-marketing through the mediating roles of
private networks, objective evidence, and public
interpretation.
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Conclusion

Sports drugs should only be used under specific
conditions and under the supervision of a
specialized team for professional athletes. Their
promotion on social media lacks scientific and
rational justification. Therefore, pages related to
manufacturers of these products should be strictly
restricted, and advertisements by these
manufacturers should be prohibited. Influential
athletes and social media personalities promoting
these products should also be addressed, with their
posts and advertisements removed by online
platforms, accompanied by educational reminders.

This requires negotiations with platform owners
at the international level and the implementation of
stringent  filtering  measures, along  with
comprehensive strategies to counter-marketing
through domestic and international consultations.
These findings align with previous research by
Majdzadeh et al. (2015), Safari et al. (2016),
Mokhlesi et al. (2018), White and Thomas (2016),
and Little et al. (2019), which highlighted the role
of proprietary networks in anti-marketing.
However, they are inconsistent with Ramirez et al.
(2018), who found that dedicated networks do not
play a significant role in anti-marketing. This
discrepancy may be due to differences in study
environments; the current study considers the
context of sports doping, while Ramirez et al.
focused specifically on the environment of drug
testing.

Additionally, restrictions should be imposed on
the distribution channels of these products, limiting
sales to monitored sectors, and restricting
manufacturing to authorized pharmacies with
limited distribution. The pricing of energy drugs
should be set at levels that deter consumption by
the general population, encouraging consumers to
prefer permitted and safe sports supplements.

Since a significant portion of these drugs are
imported, customs authorities must enforce

effective supervision. Imported energy drugs
should be first examined by the Ministry of Health
and only permitted for sale after verifying
compliance with regulations. They should then be
monitored at points of sale and distributed under
the Ministry's supervision, with annual reports on
the amount and type of consumption. These
restrictions can be effectively enforced through
oversight of production and distribution processes.

Supporting this approach, studies by Varzandeh
et al. (2017), Mokhlesi et al. (2019), Shirkhodai et
al. (2018), White and Thomas (2016), and Ramirez
et al. (2017) demonstrated the significant role of
supply chain processes in anti-marketing.
Conversely, Shaw et al. (2014), in their study on
tobacco use in New Zealand, concluded that
process measures may be ineffective in anti-
tobacco marketing—though their findings differ
from the present research due to differences in
population and focus.
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