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Abstract

The objective of this study was to design a model for ethical marketing in sports manufacturing
industry. The methodology of the study was selected to be a kind of descriptive-correlative study. The
population of the study included all managers and experts working in sports manufacturing companies
throughout the country. The sampling was randomly done to build the model using Pls software (272
people). To evaluate the content validity, the executive and scientific experts (10 experts) were asked
to offer their opinions. Then, the reliability was calculated and confirmed using Cronbach alpha

coefficient (0.89). Similarly, the structural validity was analyzed using pls software.

The results of the factorial analysis of the structures of each main six variables indicated that all
the components significantly enjoy a determining role. In the analysis, it turned out that the effect
of assumptions on responsibilities and strategies is positive and significant. Challenges had positive
and significant impact on remarks, assumptions and responsibilities. The effect of remarks on
responsibilities and impact was positive and significant. Furthermore, responsibilities positively and
significantly affected the impacts. Based on the findings of the study, it can be said that the promotion of
ethical marketing in sports manufacturing industry is possible at various levels, dimensions and stages.
Hence, by correcting values and norms, we can better adopt strategies, remove challenges and identify

remarks in order to achieve desirable outcomes in three areas of customer, company and environment.
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Abstract

In the past, ethical evaluations were considered as an extra-organizational tool at the
disposal of pressure groups to control business activities and management principles, but

today, most responsible companies and organizations have realized the need for this issue.

Compared to other business activities, marketing deals more with the customer,
providing satisfaction and value creation for the customer is at the center of modern
marketing thought and action (Ghasemi, 1394; 47). Any organization, small or large,
for-profit or non-profit, domestic or global, will not have any success without having

a healthy marketing system (Kashkar et al., 2013; 79).

Therefore, marketing knowledge has witnessed significant efforts and research in the
field of ethics. The importance of this issue is due to that marketing in general, and
especially the buyer-seller relationship is an area in which many ethical problems

occur (Irwin, 1999; 31).

In cases where there are no legal rules or criteria to protect these rights, the ethical
duty of economic enterprises requires them to observe these rights in cases related to

their performance (Elmi, 1387; 69).

Summarizing research and reviewing various evidence indicate that the issue of ethical
marketing in the field of sports and sports production companies is considered in detail

so far, and no specialized framework or model has been provided for its analysis.

On the one hand, the high diversity of sports goods and on the other hand, the bustle of
virtual and environmental marketing through sports brands has caused the observance
of ethical principles in these economic conditions by sports companies to be a concern

for the sports consumers and government management system.

Despite the fact that sports marketing knowledge with scientific and practical changes
in its concepts and methods has tried to respond to the needs and wants of sports
customers in a more desirable and effective way, but today many sports audiences
and consumers still do not have a favorable view of modern marketing (Kashker et

al., 2013; 81). Therefore, strengthening the scientific foundations of ethics in sports
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marketing is one of the gaps and knowledge needs in this field.

Hence, the main questions that need to be answered in this regard are: What are the
principles and assumptions of ethical marketing in the sports industry? What are the
challenges and intervening issues in promoting and institutionalizing ethics in sports
marketing? What are the ethical responsibilities and norms that influence marketing
in the sports market? Which strategies and methods are appropriate to promote and
cultivate ethical marketing in the sports industry? What are the consequences of
following ethical principles in sports marketing? In general, what are the factors
involved in the analysis and scientific framework of ethical marketing in sports?
and what are the relationships between these factors? Therefore, the purpose of this
study was to identify and design a model for ethical marketing analysis in the sports

manufacturing industry.

The population of this descriptive-correlational study was all managers and experts
working in sports manufacturing companies throughout the country. The sampling

was randomly done to build the model using PLS software (272 people).

To evaluate the content validity, the executive and scientific experts (10 experts) were
asked to offer their opinions. Then, the reliability was calculated and confirmed using
Cronbach’s alpha coefficient (0.89). Similarly, the structural validity was analyzed

using PLS software.

In the current study, a conceptual model for ethical marketing was identified and

tested in sports manufacturing companies.

The results of the structural factorial analysis of each of the main six variables indicated
that all components had a significant explanatory role. The managerial and business
perspective of the company, the perspective of customer interaction and consumption,
the business perspective of the company, the perspective of consumption and customer
interaction, the perspective of society and market environment as well as the perspective of
customer interaction and consumption had the highest priority in the factors of assumptions,

challenges, considerations, responsibilities, strategy and outcomes, respectively.
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As it is clear, in most factors, the customer and then the company perspectives are
a priority; hence, in order to promote and institutionalize ethical marketing in the
market of sports products, it is better to separate the issues related to companies,
customers and environment from each other. Since in many cases there are some
mistaken expectations of mutual responsibility in the minds of companies, customers

and market observers.

Discussion and conclusion

The results of the structural factorial analysis of each of the main six variables
indicated that all components had a significant explanatory role. In the analysis, it was
found that the effect of assumptions on responsibilities and strategies was positive
and significant. Challenges had a positive and significant effect on considerations,

assumptions and responsibilities.

The effect of considerations on responsibilities and outcomes was positive and
significant. Responsibilities had a positive and significant effect on outcomes.
Based on the findings of the present study, it could be said that the promotion of
ethical marketing in the sports manufacturing industry was possible at various
levels, dimensions and stages. Hence, via correcting values and norms, it is better to
adopt strategies, remove challenges and identify considerations to achieve desirable

outcomes in three areas of customer, company and environment.
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Data-based Research)
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Figure 2 - The Final Research Model in Smart PLS Software.
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