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Abstract

The outbreak of COVID-19 crisis faced all sectors of sport industry; especially owners of
sports brands with a major marketing challenge. Therefore, the purpose of this study was
developing a mixed marketing ethical model for online sports stores in the Corona based
on consumer-brand approach. After identifying the online sales links of sports products
stores, 400 customers were selected purposely sampling as the statistical sample of the
research based on the minimum statistical sample required in the Path analysis. After
optimal reliability by Cronbach alpha (a > 0.7), goodness of fit of the research model was
performed using PLS-3 software. The results of factor analysis of the data showed that
product ethical promotion (no additional cost for ordering) and ethical pricing (actual and
fair pricing) had the greatest impact on the brand-consumer relationship. In addition, the
perceptual quality of the product had a direct effect on the pattern of customer buying
behavior. Therefore, to fill the gaps caused by the intangible nature of online shopping,
online sales agents are recommended to insert the correct and real information of products,
as well as forecasting the service units in social media networks to provide advice and
other services such as compensation and retrieval in case of non-compliance of the sent
product with the advertised product.
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Extended Abstract
Background and Purpose:
The outbreak of COVID-19 crisis faced all sectors of sport industry; especially

owners of sports brands with a major marketing challenge (Ratten, 2020). In this
time, in addition to the economic downturn caused by the Corona virus crisis, the
decline in consumer purchasing power has severely limited the type of shopping
behaviors as well as marketing strategies of organizations (Rizvandi et al, 2020).
In this regard, one of the marketing strategies that has been identified and
introduced by sustainable business experts is the consumer-brand approach. The
most important reason for paying attention to this category is rooted in the fact
that during the outbreak of COVID-19, changes in consumer tastes and behaviors
forced marketing managers to retain their customers by adopting policies related
to ethical acquisition. Besides, work and social responsibilities establish a strong
relationship between the brand and their customers (Lee, 2019). On the other
hand, in the present century, entering a new cycle of life and coexistence
cautiously and threateningly with COVID-19 has caused the use of social
networks as a business tool to develop significantly (VafaiNia, 2020). During this
period, disregard for ethical priorities and the principle of honesty by sellers has
a negative impact on customer loyalty and non-repetition of repurchasing
behavior, and the notoriety of the product brand has caused (Amuzadeh etal,
2020). Therefore, today, sports industry marketers need to make changes in
marketing strategies that strengthen their competitive advantage and prevent
recession (Ratten, 2020). Hence, the purpose of this research was developing a
mixed marketing ethical model for online sports stores in the Corona crisis based
on Brand-Consumer approach.

Materials and Methods:
This research was a correlational research. After identifying the virtual address of

sports stores, the electronic questionnaire link between 400 customers was
provided to statistical samples by identifying customers on the store's virtual page
and sending the questionnaire link on the users' personal page, as well as
embedding the questionnaire on the store's virtual page. The research instruments
were a researcher-made ethical marketing questionnaire including ethical product,
ethical location, ethical pricing and ethical promotion, Customer Relationship
Questionnaire - Brand, Product Quality Questionnaire and Loyalty Questionnaire.
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After confirming the face and content validity, its reliability was confirmed by
Cronbach's alpha method (o > 0.71). After optimal reliability by Cronbach alpha
(a > 0.7), goodness of fit of the research model was performed using PLS-3
software.

Findings:

Based on demographic characteristics of statistic samples, most of the online
shopping behavior was related to men group (68%). The 30- to 39-year-old age
group also had more online shopping behaviors. In the variable of education level,
students and people with a bachelor's degree had the most visits to online stores
in the past year (67%). In the next phase, PLS software was used to investigate
the relationships between constructs after obtaining the optimal fit index of the
research model based on Fornel and Larker triple indices (1998) (index reliability,
convergent and divergent validity).

GOF=J communality X R?= [0/6137 x 0/543 = 0/425

The results of path analysis showed that the variables of ethical product, ethical
pricing, ethical place and ethical promotion had a direct and significant effect on
the structures of consumer-brand relationship and product quality at a significant
level (p > 0.05). Additionally, the two structures of consumer-brand relationship
and product quality had a significant effect on the final structure of the research
(brand loyalty). Another finding of the present study was the significant effect of
product quality on the consumer-customer relationship (figure 1).
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Figure 2. Path Analysis of the Research Model Based on the Relationship between
Variables in Standard Case

Conclusion:

In the present study, the effect of ethical marketing on the consumer-brand and
product quality was investigated based on the economic consequences of the
corona outbreak. The results of path analysis showed that the ethical promotion
has the greatest impact on the consumer-brand structure, which was consistent
with the results of research by He and Harris (2020), Ratan (2020), Lee and Jin
(2019), Vafaei Nia (2020), Koozechian et al. (2020), and Charkhtab Moghadam
(2020). It seems that the most important tasks of the R&D unit during the Corona
period are to provide basic information to the marketing and sales unit regarding
the identification of product promotion channels (Vafaienia,2020). The results of
research in the field of ethical marketing of the Corona era confirm that the ethical
pricing of products and services should be based on the price-benefit equation.
This is the same fact that was observed in the case of home-related sports products
such as dumbbells, ropes, treadmills, bicycles, etc. (Wang,2020). Therefore,
entering the correct information about the product features, not using false
advertisements and predicting the warranty unit and compensation and retrieval
of the product in case of defects and non-compliance with the mentioned
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specifications is a logical strategy to differentiate successful brands in the cycle
(Lee, 2019). According to this research results, it is suggested that due to the lack
of clear rules and regulations regarding online business, the feature of tangible
goods as one of the most important motivating factors of shopping behavior in
online shopping should be developed through trust building by sports shop
owners. This is done by adhering to ethical marketing commitments such as fair
pricing, not selling fake goods, using real advertising, and not using misleading
information in cyberspace.

Keywords: COVID-19, Customer-Brand Relationship, Ethical Marketing,
Social Networks.
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Table 2- Investigating the Measurement Fit of the Research Model
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Figure 2- Path Analysis of the Research Model Based on the Relationship between
Structures in the Standard Case
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