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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 research 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 analyzed as significant variables in predicting consumer’s behavior
and attitude in the current research, other positive dimensions (Gratitude, Awe,
Admiration) should be explored in the future studies.
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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 doping phenomenon and
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).



19 Sport Management Studies, Volume 13, No 66, 2021

» 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 athlete 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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Chi-Square=56.98, df=23, P-value=0.00000, RMSEA=0.056

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 effe(’: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 9ffect 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 0.23 382 -
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 model of athlete 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
athlete’s brand image on the consumer, consequently changing 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 behavior and attitude in the current study, other positive dimensions
(Gratitude, Awe, Admiration) should be explored in further studies.

y 1 Purchase |
Moral Reasoning 1 Intention :
' |

Athlete's Brand Moral v Attitude toward Attitude toward | Word of
Image Emotions Athlete Brand | Mouth

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

References



Manouchehri: Scandal Consequences of Approved Doping... 22

1.

2.

10.

11.

12.

13.

14.

15.

16.

Aaker, J.L. (1997). Dimensions of brand personality. Journal of Marketing Research,
34(3): 347-356.

Arai, A. (2010). Branding Individual Athletes: Developing a Model of Athlete Brand
Image. A MS Thesis, University Of Florida.

Bhattacharjee, A., Berman, J. Z., & Reed, A. (2013). Tip of the hat, wag of the finger:
How moral decoupling enables consumers to admire and admonish. Journal of
Consumer Research, 39(6), 1167-1184.

Bobalca, C., Gatej (Bradu), C., and Ciobanu, O. (2012). Developing a scale to
measure customer loyalty. Procedia Economics and Finance, 3, 623-628.

Durukan, T., and Bozaci, I. (2012). A survey on determinants of word of mouth in
social media. International Journal of Economics and Management Sciences, 1(7):
36-44.

Florez, C.L. (2013). The impact of the doping effect on cycling sponsorship: analysis
of brand lovers and cycling fans consumer reaction, Master Thesis in Business
Studies, Kassel, Germany.

Grappi, S., Romani, S., & Bagozzi, R. P. (2013) Consumer response to corporate
irresponsible behavior: Moral emotions and virtues. Journal of Business Research,
66(10), 1814-1821.

Hardwicke-Brown, E. (2014). Sport Celebrity Scandal: Consumer Attitude towards
the Sponsoring Brand. A Thesis for Degree of Master of Business Administration,
Haskayne School of Business Calgary, Alberta.

Katoch, A. (2009). The application of social identity theory and theory of planned
behavior on the role of sports brand sponsorship. Master's Thesis, National Cheng
Kung University, Institute of International Management.

Keller, K.L. (1993). Conceptualizing, measuring, and managing customer-based
brand equity. Journal of Marketing, 57(1), 1-22.

Koshy L., and Manohar S.J. (2017). Influence of Celebrity Endorsement on Brand
Image of Grooming Products. SSRN Electronic Journal, DOI:10.2139/ssrn.2969781,
1-12.

Lee, J.S. (2015). Athlete Endorser’s Transgression and Sport Consumer’s Moral
Reasoning Strategy: Moral Coupling and Boundary Conditions. A PhD dissertation
submitted in partial fulfillment of the requirements for the degree of Doctor of
Philosophy (Kinesiology), University of Michigan.

Manouchehri, J., Hamidi, M., Sajadi, S.N., & Honari, H. (2016). Designing a
Qualitative Model of Doping Phenomenon Effect on Sport Marketing in Iran.
PODIUM Sport, Leisure and Tourism Review, 5(2): 120-136.

Runsbech, A., & Sjolin, D. (2011). Negative effects of sponsorships A quantitative
study on negative effects of image transfer through sponsorship in the U.K|
Undergraduate thesis at C-level, 15 Hp. Halmstad University.

Simmers, C., D. Damron-Martinez, and D. Haytko (2009), "Examining the
Effectiveness of Athlete Celebrity Endorser Characteristics and Procuct Brand Type:
The Endorser Sexpertise Continuum,” Journal of Sport Administration &
Supervision, 1 (1), 52-64.

Trail, G.T., & James, J.D. (2001). The motivation scale for sport consumption:
Assessment of the scale’s psychometric properties. Journal of Sport Behavior, 24(1):



23 Sport Management Studies, Volume 13, No 66, 2021

108-27.

17. Zia-ur R., Hafiz F.A., Muhammad B.A., Sana A., Aleena S., Mugaddas K. (2018).
Effect of Celebrity Endorsement on Marketing Campaigns. International Journal for
Social Studies, 4(10): 1-15.



\W-0F jao . V\Fer 1d g old )5 .FF ojlas AVoy90 329 S paw Olallae

339 10 39 ST Ao K gd (9w y Sdwely

' 8242 5o il

¢ skl 3T olKzils «635 po )l 5 a1y (58 pole g (Fducan i BaSuily (L0359 o i Lokl )

(ke 80 59) Glnl 0l 5

VWAA/<F ¥ 2 oy dy )b WAV /Ye/+f el 0 b

ol Wy gy ekiied HliSams Hh)ye malice I oolitw! (I3l GbLI ) Gbes maly I S
Ol 995 Wiy g Jpazme 8,00 Sowgs b b o (e glaaly &y il o)lgen Jbo gLl Wiz 2
slasoly G,k 5l Cosl (S0 jui sabicalas wip 85050 HEULSS pao Susic g oyl a1y tuddus
L)l 50 IS ame Ko 99 (ailgwy sl Gilwdae (ol Bua b ol (Agl il judd ol )5
YYF Egomoy g wd aid)S 515 )0 (Aol b pmdio (g pmSojluil gl Jlgm BF Slaai i plowil (2559
Gl jaliiods jolS GLaolLiild (b9 pole 9 (Gt i (ol adallo 3 50 9 05 Gl 545
el b9 51 oolisusl b Laosls .aisls grusly dobidiuw sy sl lgm & g3 Sl e (sle Ll
S¥olen (3loue sl b Jalxi g 455 (5, b S¥oleo (53l dan Coltdyd 5 sunl hole
o 313 LS Waidly (iamon g1 B9 T SUa o (o gy Joe ewlio (312 BusBO G LAS ()L L
b Caledyd cabls )100559 4 0,55 9 (S Slwbus! (o dlaily 50 Shaai 51 ( SUSI- Mie 4y
39200 Sidionro § (smatids (ol ((Kib b gl abox I GEWBIGwly (5058 sl 4 axgi
S Slulus! (fdghy ol )0 bl aide Cadgume S plgica Wlgi oo b Igw 4 (Boguwly
3 i o) o] (i Slasl 30 LS 0uiiS U pan JLd) 9 5K (295 00 ek Seie (lgne s
5 e o 310,05 55 (T o Slayl 4y 995 olalllao ;5 Wiilgi oo 00y (o Sy 9 b anllias (ylor 3

SS Az gl (e

(0259 ¢ b Lo @Yolre S Ao (Ko 90 (2lgw) (2L 15k 3gwl Y 39

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



Yo bl o HlaFamo a9 (lguy lauole 16 s g0

Aodio

Sl ceags gl Glas il (28559 2LOBL Eedge (3555 Lo 5o mie Slegoge S S
1) Seredl slacssl Sbien 5l ol golamdl g (cwlas @dlin 5 Lle (L BT 5 (0 ol
s b1y 093 (Y game 1L 10 (6t pew @ 2l JLooas Jb Ll g ais,S S o
O3S pae Sxe dy blil ool jabay (OF Y NY S Slul) 0 o illas § gnen Sl
S 93131 (3355 50 QBaS B pae b b i cul GBS B rae b ol i slals &8,
VB %53 (s slealn 4 3o te5 b (50 SLaled (3555 slacadled psloplnl 4 oS
Gk 3l 5 b sie poles iS5 lauld wiile (23555 (elizl w5 delsoly (6 y5lee
SrSer |y 095 ABles 50 Slag) b 03k e @ bgrye DMl 1y 3T (3555 b e ol
Ny LS, 5 aS ol Sz soumie Jelse cplpegde (VAL (Ve A Tlienl) 0iS
b (Seed) (895 5 sleizl(SKuad Jelse (Jle Slp S5 (L1559 BRSO pan
Sdee Jolge (g 6 Tk «STyol 0D (63,8 5 Sly; Jelse (g @0 sloog S ¢ olox]
5 Ceard Jyame) byl &Seal 4 barpe Jelge 5 (g a3 o w5 (5 g 3 aBse)
gy 70 N) TSOE) it S 5w 55 (655 el 218 65w Jlalse (s S
Sl e g s Gialially oy 5 L) asled co o cadol Julse (VYO VoY (ol ol g sig
3ol 9 dp b e e slag b g b Saly el il o SThol Wl oo shie plaims 2l ) Gase
sl G (Bymo g ) 50 <S8 ) Azl 5 A8 Jisee | 0atiS a0y 5 515, 55 5 o 5
N T gl 5 gmdl)) W5 55

Gk Sl Jyame 4 093 Cgome pgal JUl D90 )0 paline oS Sadl Gol p slizel ($5b
TNV lagile o 55 VY A AAF ES15CSe) 00l sy e g Cerko 6,03l (g i s
00,5 slgtig (Vo) ASla 5 55 ,ke ygyeld cmpamms (T T VA oo Kan 5 VL5 o))
it JUZ gine 2 58 Jlises L GEAS S s 4 0iiS oo ol 6l S e aline

08 gatl Sy peal JESl G,k 5l o aisles 10l (UL LL jseie (5105 Ao Sl (g 5eS0 50 b

. Slack

. Smith

Funk

. Runsbech & Sjolin

. McCracken

. Koshy & Manohar

. Zia-ur

. Simmers, Damron-Martinez & Haytko

0O NUTAWN R



VFeo yu5 g 010 5 FF o lods AT 090 ()9 o oo Slallao \td

o Calam 5 by Lol (PFY 033V ST winny Sl glodanas 055 S game &) opine
b Lo i oy 25 51 open o e ogr a8l e 3 ke 5,k 5
3 el G 5 GBALS B pas Bade g ol g wiied (1S5 095 W g Jpame 83k, Smgs
b ol gl € gom 85ls (Y VY (T 5,608) il s saisolas Wiy 5,L,0 saliol slavwly & b
T g 831y At ) a5 ol (] o olie] iz jo ol laas YAV Lo o cecdSl e K )3 40
odlisl o 5l (sopdie (slogptir jo a5 o0 o)Ll JSI s b B s 4y 5 Sl agir sl 315
00,5 My (5500, Bolial o3y ol a1 Y NY ol 0 AT T s2) adb o
Sl e 2 33 (sls 3 3l ol il et s bbne o 4 Syl 0 0 45 il
(AT F) Ssdee pll (3355 50 2Ll Rl el 4 as el ey, b slge 51 IS5
OF XY 6,8 5 Gazse FY VY (S92 5 5,10

2 olalss cnl ghie DI a SWl s ORaesh (D)5 dblrase Sl 18,4 059 4l
§ ol agd i (A3 Ve oA F S g 5 g ystil cypmdis) WIALELS 0diiS S e geasly
slcarsg 4 JiiSly 10 2o o OMSUk ol 4 0SB pans Fruly diw) ;0 Sgase Dlalas
Tt o 5 055 gty 5 & 505 50 45 sl o Jlie il il ot ke 5
S35 53 b o5 ah a5 5 olpe Gt 657 e S Epdse i ol 5 1
555 b1 5 S 81 )5 A e 351 10 Loy a5 ] 5l 2095 08,5 dinie (6 i aes
S0 (o, 558 Jlie slp) 0S5, e adad b (UL ¢ Jle (sl) dims aslol CalS &l calsie
ESlans olml & YT Jlo 5o Al el Y Sigd alyesy el popdle i Lisno
595 Jeodr (Su e (0550w (nl WD e (S azs slasls) 13 L L e g i (S e
S5 5y agny o1 55 oS b pme Vil slostlp siapllss 5 pymaty b (sl gy
VF XY Sl oSy

. Aaker

. Florez

Dope

. Hoberman

. Australian Sport Drug Agency (ASDA)
. Wilson, Stavros & Westberg

. Gatorade

. Lance Armstrong

. Buechel, Emrich & Pohlkamp



Yy bl o HlaFamo a9 (lguy lauole 16 s g0

Slazdl 83> )0 «Sigo pad sayay bojylee LoV plsieas Mol Aalicr )0 zyaie 0)l5e yrogdle
dalle b ggdge cpl &5 Sl 0ad Sl pae iS4 Singd 58 (B 2bLL
oualadl A8 T Jge 5 Sipeae) Col (a8 0 gl a5 J18, 5 (23559 E 0SS yan
S e T B 0 558 50 Sl )T (Y adions [l i 8,50 Sigs 4 bgrye 530 lge
SRl 8D S oeges S VooV Jlo jo il Sl g (S ok ke 0)l5e 5109
ol ol L il B0 55 50 S Sl |y T35S G 5l (Sl Jlgwas 1290 CoagSoms
Jbo yo bl lo (6525 gy Yo JLo BV A Jlo 5l (8 0 )95 0)bgd (o pli A
FoW Lo g JS9) 0,5 o, o] SLiles olass jo wyaids ialS Jdods 1) oals S3 0layg, Y VY
Olsie & tiogs ool i 2Ty Waasly 4 3o o sl aSh ¢ Sigssusls (gladSiuss lysas (VY
4 (oY u5l8) 03 ] o2y (0B p5Some ) Gy S )la 455250 0 o (ol Sy Lo
Bloys a5 w300 Ol (§)lgmad g 3l A U lplo 10,5 9l 1) 095 Coles Sgo
a5l ol ol 1l 0393 S0 (glacs SLadl 4y LaiSTy las 5l ool 5 olaiicgd Gl
b by coles S5 o 2y jo3,0 slagly Wslag, cnl gBasmsglejle
US 52) s yco 55 4 5300 il oad Jaoxte (glailis, glocS 15 5 Il olosl (3l o
K558 ohliSame B Slladl wsilly glajlas ol e s VF Y oSes
LSy ISole & gl JSole & 5095 5001« Sl 51D saien L0559 G )0 60l S
3 oremy e 5o T 45T, il 08,5 sl (g P ]y 8y oy, Y A2y g

CFRY ) e 0 el 5) Wlods 15,0 S e Slalss ¢ o s,
sty slogel mod Ol (Sopae Jare gg opl b o)lal Sk o5 sbiles
Gl 4y Cél GBS B pan aS ols lad siwgh 0gd go LU0 e Dlalss 4 00iS B pas
Slgiagh e (aldezsl {OVY YT Lo g Geial) wiss oo glite (ool alie

. World Anti-Doping Agency (WADA)
. Messing and Muller
. Tour de France

. Patrik Sinkewitz

. Tiger Woods

. Michael Phelps

. Michael Vick

. Kobe Bryant

. Ray Rice

10. Trosby

11. Lohneiss & Hill

O©CoOoO~NOOOIh~WN -



VFeo 35 g 010 )5 FF o lods AT 090 ()9 Co oo Olallao YA

sy ol sie Sl g alss 895 ik Bdes [l amo palie @lalss diw) 4o ciuy
VAU o 5 5 o Jlie gl) SIS 35 pa5 55 Lo Alablor A5 o S5, L oo g i dos
bl (5,5 gt Gipghy Slasl ps azgd ey FFY XY T35k 5 egeSile ool g £V
e il a5 4zl 10 (VAAA) caosd 5 s «Jlke (sl tiel 0352 2 g il ,IS555 oo
ol el (e Sl eadig IS ame Wy sl eaiS B pae slaoly)l 2 085 Al 4 by e
e, ool ol slassly s Jlosa 8 slo iaghy a5 conl gome ol 4 Cllas
Sl BauS B pne ey soln Jlgw 5 0,55, ol (Klodgs oo g, li8ams slaai s
ghzy Sl b el B2 (S oo ol O 8,100 5 9T o0 (B3l 1) RS ) Lgy e
055658 Vol glaanls 5, Llogal Wlg e 451z sl ingh dry diels
IS Gl 358 e lalSte 4 (g gz Slagl 4 4T A wal b (L5555 GBS S pan
et g~ il damags s 3,lge b Wl co HEALIS S s 3OS Vsl a5 5,000 Lo
51 B e S Cglid glaanld p liSams salie L SlSol € ey Syl
WIS (oo S (BUST Dslad slaanlp p ohry (S9y0 b Some Jelse nle o 00138 o
Jolse (n e a5 Senlalgs (nl 4 Gy, (Frly Jlisa ol Ghagh Slaal sl asu b
b Jelse Gl Shaly) 4z SulalaS (25555 (2Ll ) )l e Sig s (plow; pibces

Sl oS (o559 L5k o ST ame Sings (2low)
elKi 45 sl 0 Aice g5 90 2] iS5 pume SN Vol (loots] b 4 azgi L
a3 0 (59 (Sl (Sealeal i)y plojes Hobar pgmen nd SlacSlil (EAS S pae oS
SS9 dawgy (SN s 4y OISl 4y b o shice SIS0l g 5100555 4y bogs po Cite ST 0
oSl gz o Jebsin ol b el 1S jshited pEaiS G me (VDY ¥ Siiud)
331 45 ol Lts gy ool o Jlie (gl taigd s a1l IS Yol ilies (gla yone
—Nie 4z gh) (SN AT L slaoyaly o, S S 4 el (W ee Jos azg ol
@h2) 3 Slhee 4 bgyye slacglad I (BB slacglad o Slax b (148 gun) S
6 BB IS e claonli iyl bl ONVFY TAY Sy, g e ez bl
Gl S5 e (LR85 59 51y 993 Cules g il suiide Lo 45 0S o0 S (AT S s

1. Till & Shimp

2. Thwaites, Lowe, Monkhouse & Barnes
3. Festinger

4. Bandura

5. Bhattacharjee, Berman & Reed



Y4 bl o HlaFamo a9 (lguy lauole 16 s g0

OhE5 s bl plae oS me a5 05, 0 o] Jleizl o )lse (S5 0 aies lis (B
Jlash sz b a8 Cosl eadge lad ol g 0iiS oleal ) 0 Shas o IS lacgliad calsis
2 ite 51 Wlgi e 60 ,Skas 5 IS glacslas pleol cplogdle ol sas arlis € B
plesl b atein joboay (Ve o8 0g5m) 313K atly slaiyy » sgdgiay 5 e 1805
okl g Sedioe B Al GLIKA5 s peal oo ,Sles slad 5 (IS gl
929 e Jlnll 1S wales e Sl bad e wip Sla o)l p sg3digiay K255 S0 A
o] Lawgs ods s 108 ams sladiy 5 cilseie (LIS 5,5 2 o] som i g I Jlasl oyl 3
by sl outs aias liee 5 Lo Slool 13 g Cenl 00l oy S04 joyel 4 b
O bl as clalsn cal 4y 85, (Pl 8L s yol> gy Slaal I S a5
L)l c2559 ol Cagn g (B9 0auS B pae T Slulunl s (Sings K559 L poas
o 5 oy SAS G ae M Slulasl oy Al S cla Yozl LT Sl sg2
LUl s )3 slaoley 5 (23559 0SB s (3,55 et o LT Sl ,Shiows 5l (g9 (3,50

£o,lo 54>y
S vt sogtie BES L 60 pal) slapreas p o] 5T bl 4 0aiiS G pae Jl8, ol il
w55 1) e B8l wlioe <520 (Jpame 9 S8 20 W g WS Ao i Sl e 0gd o0
Gt STz 1355 Ll bl i il bl )| o jenl, Wlsice cpmmms oy S Lol
D9 pd 93yl gy ol Bas g9, ,ma (VY ,608) Cl 2LBL ) (n et
ostie Joe Ky B o lallas o clodidly ety o ibsls 5 Sl dxlllas b aSiy) ol
Sl & (cogtde Joe )3 S9zrge Sl ild ululy (SG 8)led JSB) 358 0unlS pgad &
olsn Cusm g (IS Sl 2 iy 158 il gy ool L sl 5 G, sloans )b
Bsiss 4 A5 p (SIS JYasl (68w b g BT Slulual g conl SIS ST 2355
L8, ool Caledyd g iy (3,5 5 0550 4 (5,0 (eizres el IS S (i go
Gloasliin yy oelas o Jsl (e loaidly I guree st b aSil pgs sl A8 51 0uiiS S pas
lsmey el o 4 8l (rs g sl w3y gy (Slo i guoyp 4 Siidgly (oS
G (nl 50 a8 (atiie g by, (Frly €Il BgSa (L2555 (b)IL o IS ame S
S Slalaa ((Sange 82555 S ngad) (g s loyaiio SISl (o) jslaiens
GBS 8559 4 A5« IS JYamul) gy dtasls 5 (2l slapsite (ST Cugn

1. Perron



VPoo yui 9 010,5 FF o lods IV 090 (i) yg S ko lallle Y.

Fy & o & 5. a . 1 RN .. A . A .
gjiw) W) ‘5'>‘)Ja Oy Ay )‘ o;.\.al).} JM (6“”))5 m.\....Sd]m LS)LJ) 6L®;.\.AL..' 9l
(S5 8,les
> JYasl
Moral Reasoning
S Slabus!
Moral Emotions
359 4 S Wy 4 S 6L sl
Attitude toward Attitude toward Behavioral
Athlete Brand Consequences
309 Jolgh o gh

ORI (ogtcie Joko - SO
Figure 1- Conceptual Model of the Research

Sy gigual
Brand Image

Sport Fan Identity

PRI 9

5| ol Ghaghy g5 el 035 (5 L5l ¥olae (gilu s by, 41 g (oS £ 5l polr gy
ol 0991 05 g (Sldmwgi ¢ gomd o i oold g Az (Ban i

iz e ol (Sl une lal ol (25 990 (A5 ez Ghegh lalie A
P90 i )3 g (oByg 4, 9 e Ao (Sloyd dble (o355 Ale (Jab undg
b Jl &ty po (230 10 Ol Aol y slo Sl 4 (25550l 89200 8,150 pattie Sl
€999 (S9 &».».:5.) L';"?'“’) 9 (u;ioLu kS“m) AS)L} 'al.: aQ G'AM S)l.g)b A;OL”" 69—\)[—5») J.AL»
Slylnl ol g 0as )78 (Sl (o5,l b L po (lodaliiins 5 o Jlges & p)lez (i
5l Wl le a5 0g0 b3

1y (K90 ,5055,59 SIS pgad Golidio ol (V) o D) (K90 ,8055 59 20 pgai (ulidie-
L oS cod (66 S slalgw) o)liF a5 Jolis olidio opl S oo (65503l 001iS'C e 035
s A0 b 38lse S5 b Sy Ao b calbs SLlS 5 @S 5 lcain seS Al el
w00l [Q.AJG—»J 255

(s e (G555 510098 Coge Gulia (Ve o) Thaz g b ) () )s ,l0lse Coge el
Vol lse) 0,35 ez ol ol Cpal ST o g peS o3l 1y 155 55 4y 00iiS'ch pae sibole

1. Arai
2. Trail & James



Al bl o HlaFamo a9 (lguy lauole 16 s g0

B8lge SlS b Sy o b allee Sl 5l S 85 lede 55 el whie b as el O
] o0l udaiy Cam a0 L

Yol slas paly b (Y VY (o)) 5 (2, LiGL) B JYaral slas sl Golie-
By b agzlse jo 0aniS S pae (SIS (5T ezt Gl (U 5 Sledlbl 155 9o (SN
oolio b a8 Cal (YY BVF sl Jl5e) 0,135 Ve ol olidie ol oS o (6 S50l 1) K00
o sty Cain 55 b 38190 SLalS b Sy 0 b e SLalS 51 &S 8 leds oSl
B e 495 (V8 BVE slo Jl5a) S ola wliess ;5> shls olidia ol .canl
(el (YY B VY sla ) (31 Jlasl 5 (V) B VY slo Jlge0)

3 3 Ol Wy )y el (TN Hgiligan 9 @15 dSILL) Wiy @ (6l (lide
Vo dolds Golidie ol S oo 5503l | 00605 ams Jgame iy 4 00iiS G pan (5,0l
Ao ,o b b SlS 5l o S ol 55 ialy oeldie baS ol (FY B YF sl Jl5) o135
ible 5)olg Lulidiess 3 dn 51,18 Lol ()l ol o0 pulass Cdn G 10 b (38150 SalS b S
BYY ladlze) 6,18, 5 loliy 5 (Ve b YA slalgn) bis s loly (YA b Y (slalge)
Sl (VY

soopé DBl Gibde (VY T2l 5 (5,59 plasasglas oLk oubie
e ol obide ol oS oo (6T 03ll ] 0uli g laS ammn Jaams 61,0 ] Ko b ouiS G pae
Ao ,0 b b SlS 5l o S o1 55 Ealy oelde b aS ol (FA B YF sl Jl5) o135
ol o0 ouais s d o b (33150 S b S

e I Sl Lalii y (VY T 65650 5 Slos, e,5) S Slusbuo! dalic -
srSelailly elasal g (B Sl g e 0,8 4 1S1y 5 (b))l o Sible slaguly
s ledn 55l wbie b aS Codd (FY B YA slaJl1ge) lges & ol dnlici ol oS oo
SIS aliin s cnl ol o0 plats Cain &0 Lol (L b Sy a0 b oS L 5l oS
B FY sl i) e wlasl &ilge oF) B Y sla ) juiios Lole| dilge Jols ailge a
el (FY B FO (sl l5) Sl 35l olas] &ile 4 (FF

S b)) bty Gl (VNE Tl Sagoile) (Siges 3550 4 3,50 Aelits
O BFA slalze) Jgm dn Jolds dolicen yy ol S o 6 So3Ml | IS5 55 51 008 G e

1. Bobalca, Gatej & Ciobanu

2. Durukan & Bozaci

3. Grappi, Romani & Bagozzinn
4. Hardwicke-Brown



VFer 1 g 010,55 o )l IV 0,90 (o) )9 Cut o ilalae Yy

cosllas U Sy d o b e 5 oy emsllasl 5l o, o35l o sShaly Lelike b a5 ol

J..:)J)‘ oou.aSs_@fa.oleSL;sL:))‘ ‘LALMM)J L)"‘ (V¥ ‘u|).s &»5o)l.m) JJJJAJw)iS :Lnla.w.w).s—
OY 5OV o J15w) Jlow s Jolis dolicw  pl i8S oo 6 S o3Il | 0uls 6,18 4o Jaarme
wogllas UG a0 b oo g oy eogllaol 3l o ST L5 lcis 5057wl wlide L oS el
] o0l udad Can Ao o b i g o>

G yan a5 1) 65z e dnliins ol (Vo VO N ) (o558 B0ES' 8 puae 0y 5 duad doliins -
GOY Gl Jlgw) Jlow aw Jols delican p plaiS co (65 ojlul S (g5l 5wl wiS' oo SO
b SSax 0 b oum g e e o8 Lo 5l o SO Lo lcan 0657wl wbiae b aS ! (0F
el 00l pplais i A o b el g om0 L

bl Jloes 5ol shole Judow 5165080 100 b gt (6 S oslail la Jow 5l plas o oy jo
O3S Sl 5o Jaw ele gl b €5 b aiiis canlio 6 5 0jlal sloJae cpl LT aS sl (]
O R R P POV (P VI VRS ST PV PR (I [ARNOR: o JARRA RC
(& 53 o3lal o Joe XV RYY sl yall g gylobne ol pumen GL‘" Jole b pxin
W OMT AS) é)Lo.w J5A> o u,u.%j).: ‘_QLD)‘)J

o9 W it g1y EL1S SWT ol ps - Jgur
Table 1- Cronbach Alpha Coefficients of the Research Variables

Wi (FLg,S W) bl Ly PRI LS B P
» gy ) . 2 grlaisl ol ]
o iaey O SRR -
rol> Surgly o3 Jue
AFY g V) )l Brandlmage B S
Sport Fan .
AV A (Y1) o 5 o dontity (1D) <5508 Blpe S5
- M Slules|
< IAYA - JAYA YY) oK 5 o5 Moral L
Emotions T
javs AYE (0T s s S (ME) " sl
: : : o 9 & .
Contempt, i

Anger, Disgust

“IAPY <IASY T Ko 5 )5 Sl 5l - B Sl

1. Lee



vy e Ll3L 53 HIAS Ao SS90 (lgwy by (6 o2 o
SR F S it 51y ELIS ST ol ps -) Jguar Lol
Table 1- Cronbach Alpha Coefficients of the Research Variables
Moral
- IAFY -Jay. (YY) ol Ken g > Labl Decoupling S Sl
(MD)
Moral
SIN-F -/ay- YY) o Ken 5 >,lublL  Rationalization 35k SMlee a>g
(MR)
AIVER AY. (V) e 5 o Ll M”""é,\%‘;p“”g D Ll
Attitude b S e
-1ag- JARY YVVE) ol Sogo e toward Athlete ' S
(ATT.A) 250
Attitude
NEWN N (Y-NVF) ol Sgln toward Athlete  ©pa 3,5 s
(ATT.B)
.JaY- NEYIN (Y-10) J Behavioral & y5 duad
<[A0Y “AY- (Y iz 5 oSsy0 Cons(egg()ences osagles 5L
<a-¥ -/ANY YY) o)) Ken o SILL Purchase sible s lslsg
- IAQY <Ay YY) o)) o SILL Intention, TSR
Word of
Mouth,
Affective, B .
LR /Y (YY) o, Kan 5 SILL Cognitive and 6k, sl
Behavioral
Loyalty

S Ay (ol 5 aaie gzl Ao ladsbiion y 95 ) 4ol Gigly ()bl Anslr
piY OBzl & g laigTa baaslitns ) (slyiome Widg: ;925 loolfals (2555 pole
bl el o eloml slaasly sl 5 Azils o Kinpgs 8yl s oSl 5 zils 34
g D T () en 5 (2 LABL) Aty Glagiagh 55 0%, (il Spes (SIES )0
S5yl gl Jlow OF slows .ol 009 g (5 kel drsl> Ol glaie ji (VA Y-V
2 sl eanses lie ez (VAVS) Y o) slitul @y a8 0l 4 )5 L5 j0 tagy le it
sgbiieds (o yed )3 dpe g () S TV goammeys g (6 05l dolas (Lo 1) s

531 Frly ladalidin py & slo 5 2 (293 Slopite o (e uly; 55l

1. Rummel



VFer 1 g 010,53 £F o )l IV 0,90 (o) )9 Cut o ilallae Y¥

omile GRs5 GBs, 5 ($0)9 bl yo SIS ame Singd plse) sladsly (lie e sl
Sole Jodo ¢ mogh (6 mSoslal sl il ol s gl ol eolain] San b il jlgsS
O3Sy ) 3 By AT pan )b, slaasly siie lp 8y I 4 ganb
0955 25 O3e S 5 oSN S JYoul slopeiie Khass Sl (o) 2 6l ad ooliiul o psitonizy
bl Ao (gl L3s,S ST ygmsl 5l 428 S s o «f+ 0 W (g folins grbans .2, 1S &
Calagy b 03l VY ilis ol ool ool 513l 5 51 Wnosls Jalows (sl s ooliiasl b 34
Joe g3l @ AN il g "5 13810 5 51 6550 e 5 )bl S¥slae (3le Jae 5l eolil L

A 4Bl b olulis sl e e

Pl ™)

b gnen bl

@it Lo 5l )bl Wigad j8 (KioSz oy p 4 lel Jelow g 52 5l Gise ool o
ol Geoi Glodlie 4 aS (6,8 YYY S jlal asloy o855 Al 5 G s 092
T a3 lilares sloyaie Slold as e 5 lghs g wyiws 5o bl Sledlbl 5 wsls
ool 30 8l Jgaz

O3 Lo glaadl - Jgux
Table 2- Demographic Findings of the Research

EPLESS LT i s,

Aes vy o5 S
/0¥ AT Sy (Gender)

AT oy JLoYY G A

AT A JlsYat vy

ARG oY Juyaty. (AG8) o '

AW Yf JL¥s 5l ey

AV 3 JL¥ 5l s

ATZL) 5 JuALY 29 Al .

YTV oY J ¥ (Baipkgrrto)un ’

ARYA! v JLe V0 5 iy

1. SPSS

2. LISREL



Yo bl o HlaFamo a9 (lguy lauole 16 s g0

G295 S piio (yleo (Suod (o) 2

Oy byt (ol G ol LIS gy (Shren (3051 50 (gyloliae s 5 @l
Jlasl e 2 088 5 IS (Mie azgi (589 Jlolga Cugn g & 5 wuad (o bl sliulay
Syllxe 93 4 90 bl ( DS DMie 4z g5 5 IS Jlail (25559 ,lolga Cugn 5 (I
5 Jyame wp a (5,55 5 ITYR (L5550 lolse Caga g W ploaa ol LLS)I 300 352
ol il paiie o b abogs 1o (6lopuiie Luly, yiion b dumlie 1o &5 ol +JATY 0y 5 s
SN0 D)l ay eenl = JEYY 500 1S53 50 4 (5,50 9 (Simgo 5I805,5 Sy pgal Gl LS
FoS 0555 G555 Bl (W (hie Yl pgad) flinn (Sagd 55550 Wi pgal j0dz 0
Slabeal g (Kispgs 855 S pgal Gl bl og salss (84555 4 (ae )l (5,5)
Ny peal W0 oo lid aS Cawl /NN g /AVE /AR Ll i ey (el g i il
@ (Lo ail (D clolual Gy (orwlis 808 oy Sl o0 (Simgs K055
O 3l sloas i b g )bl slaosls s (s loline Slgdran buias yLis (g (Ko Julos
el 00 yund g iy 5

LS L Adlas (g5lu s bauwgi (gl Shol sodnsd 8 (905

(Sied S5 Wp pead) Siegh JEee oo SIS gw)n jslitear gl ol )
G (W JYatal) ragh dly 9 (b o it 2 (OS] Cuga 5 (T Slules
g At Sl odal p Joe (b3 y9 00iiS B pas (5 L, sladaly g Wy a0 (3,55 508555
(S dnxrl e SO 8 Ll G ) 0l (b

5 0, lbl ress Sl g0 jo gyl Joe 8l50 (gl sleseite e il (95l sl
Biosgr G5 Sl yitn 3B (3ljme duo 8)lad 5 58 5,las (slo S 09 a Goms (5 folins ol
Bosgs 095 slayaiio p (U] Zagn 5 (IS Slabanl ((Singo K055 p pgad) |
OLE (5559 BaS B pae (518, lasaly 5 Wi (5,50 80555 4 (355 ( SO Yo

...\.Z.QOSA



VFeo 35 g 010 )5 FF o lods AT 090 ()9 Co oo Olallao

ME

1.00— BI

0.52

ATT.A

r=-0.78

-0.24 WD f=-0.75
0.00
0.14
.31
I
;39 —0.33—]
WR
=082
0.24
0.2
-0.33
o5
”3\ HC o f=0.94

Y5

ATT.B

r=-0.73

BC

r=0.54

Chi-Square=56.98, df=23, P-value=0.00000, RMSEA=0.056

S lailivw] cposd Gl 50 g b o oy Jailgy Jowo Y TS
Figure 2- Model of the Research Variables Relations in Standard Estimate

ME

24.71

10.55— BI

'3‘<‘ 3.
0 10.55
0.40 MC

9.0

ATT.A

r=10.54

Condition
e I
-3.94
/
(=000
2.28
4.9
6.48 w St
3.65 [<410.54
3.8
10,55

/ ATT.B  [=10.52
i

13.72

BC =052

Chi-Square=56.98, df=23, P-value=0.00000, RMSEA=0.056

(6 215Lo a5 o 55 ba3 (sl e ot Ll Jbo - S

Figure 2- Model of the Research Variables Relations in Significancy Coefficients
Condition

Be5 oo plis aodls jsbay |, Giegh slepaie o g, o) L Al 4w 8)les Jgax



Yy

bl o HlaFamo a9 (lguy lauole 16 s g0

R3S ki i (sl Lulyy oyt Y Jgor
Table 3- Checking the Causal Relations between the Reseach Variables

ol
oy b wwls lobo 56 .
PR a4 [CP) Prd &C Jag|5)
Lylg, (T-VALUE) o)
(8 icus!
W Slalanl  (Kiggs 183559 35 i 3l
&b VYIvY Ve Effect of Doped Athlete’ Brand Image on Moral
Emotions
sl B2 s Zasm p (Fisd 58550 8 g il
-YIvA -y Effect of Doped Athlete’ Brand Image on Sport
Fan Identity
oS o e O ol O olulus! 5
Effect of Moral Emotions on Moral Decoupling
5 DI Dl a5 (B clales 5k
-¥iay -+Im Effect of Moral Emotions on Moral
Rationalization
KWL - o S Jlasl B sloles! 36
Effect of Moral Emotions on Moral Coupling
236 SIEA —+/¥\ S gl (25555 ,blse Case ;36
Effect of Sport Fan Identity on Moral Decoupling
956 S e 455 5 D)5 lolse Coge S0
ViA- -Iv¥ Effect of Sport Fan Identity on Moral
Rationalization
) .Jf- [y S Ll o85)5 Jlolge Cuge )-‘-'L
Effect of Sport Fan Identity on Moral Coupling
&St o35 4 (0,55 (BB oz 550
VIYA Ny Effect of Moral Decoupling on Attitude toward
Athlete
556 s 4 25 (S DMie 4z g 150
orey - IYY Effect of Moral Rationalization on Attitude
toward Athlete
R 39 4 (4,55 (S Jlasl 136
-YIAY Al Effect of Moral Coupling on Attitude toward
Athlete
236 Sy 555,885,504 (3,55 550
/=) -/6Y Effect of Attitude toward Athlete on Attitude
toward Brand
AW VYIVY < IPA G,y sloasly iy 4y (5,55 50




VFeo i 9 010,53 P o)lod MY 0590 ()9 Cu e Olallae YA

Effect of Attitude toward Brand on Behavioral
Consequences

als plis SV olrs .l 00l oy s (Sl ie sl R? (e (Sgamw )5, SV olee anlsl (o
Ny (558 IS5 a4 3,50 ( B Slulast (2355 olsn cuge layiie 0 R (i
RYAS ARV SPEYA'A SIPEY R o W PRV URSUC I FUIPR VISRV RPN Uy P ) P | PR VU PR S Y-
Wiz o labisl e polie SYoles ol )0 Sgww )5, polie cul cuaS .ol <[V g+ [¥F Y
el ol e 45 el gaty iloss il yyolie oz 8ylads USS 10 CygmmsyTy prolie Lol
il K0Sy bl L ol

SR Ay gy

2L Geen gl Khass Jl g b le Joe ey 85led 5 5l 8)led slo S8 @ az g5 L
btidmlons 5)le] i 5)lads Jgaz ;5 am3 oo bt (g oline culpd 5 8 il (yaasss cl>
5 B Sloles! ols A, o B Die dr g 505 hasd it 5l sy sl Uo
99 Oleo (5 loline Oglis § 390 goi by 58 adplal duslio 4 4255 L IS5 550 4 (3,5
M g (SouS faws JoRs Ol 4 e)ls sgzg by pesie 516 2 )0 (205lel j5 098
2l o Jol mls 05l oo 2l 8559 4 3,5 5 (S Slulas! (s (S
Gl ool 0sd 405 oz byl Jsiz 5o o Lol s 5 ondammslne ,Shass slo juiie
(s 3l JS8) sl Lol (goles (5 loline 51 (Sl 3 oo o o (e Ll (905

AN el
- N
\ . \ —

Chi-Square=51.67, df=21, P-value=0.00000, RMSEAR=0.053
8 lailiw! (pods Sl 43 gy s o ;KU ani ST Joe —F S8
Figure 4- Moderator Effect Model of the Research Variables in Standard Estimate
Condition



AR bl o HlaFamo a9 (lguy lauole 16 s g0

Chi-Square=51.67, df=21, P-value=0.00000, RMSEA=0.053

§213b0 a6 Sl 50 gy Sl it ;R aws T Joro —0 JSCis
Figure 5- Moderator Effect Model of the Research Variables in Significancy
Coefficients Condition

G5 U puiio Sy and J1 qw s —F Joux
Table 4- Checking Moderator Effect of the Reseach Variables

b donn Lo polio
ARus - - Lyt
S @byl Uo 5,

5 O Slola! bl o S Glaz Shass il
Shas I S3p9 4 AN

o Sy S Moderator Effect of Moral Decoupling on
Relationship between Moral Emotions and
Attitude toward Athlete
lalas! s dlaly jo B Dlie a5 Shaws 3l
JUUIReL 355 4 8,55 9 (S
oo VIAY Fiot Moderator Effect of Moral Rationalization on
Relationship between Moral Emotions and
Attitude toward Athlete
5 B Slalas! o dal) o BB Jlasl Shoss il
Shass 5 b5 4 1,55
oo S AR Moderator Effect of Moral Coupling on

Relationship between Moral Emotions and
Attitude toward Athlete




VFeo 35 g 010 )5 FF oylods AY 090 ()9 o oo Sladlao f.

S 4 g Sy

Oy SaBl 9 Sladl e g Sl gk leadl n S5 b iR cal o
35 9 rol GRegR g ey Sldllas glaaidl duglio b izren 05d o0 &l (S Al
gdise @l cany] sl iyl sl aleoliiin (Shagh slecysgaze

o5 NS Ao & jleaS B pas sla ol p I A K055 AlSS 4 bgy ye i Sl
L5 Sy, (o Culem g oS B pae L8, L bLS,I o e SISl pggde ol Gake ]
S badol] culBy sllie alS 5 cu B vl pou 4 alie 3,k 4y aS cal Slo b pladl
Ly Ksly ] ST, 0] Wlgf o shie el prosdle €05 o o Cgla ko 5l 8 18
oSy |y azsl g oS e | 0atiS b pan w5 518, 55 g T 89 b))l 9 0 b L e slag )l g
Sy e b gy soleiing Jan & 455 b 55 5 il T e 5 4 0
ogos GHB 5 prdins b e B slo il o 5 b hl o T ame Sinss 2lsw,
(s 8l JS0) izt Shows 3l Jxe 4

O e anei

Moral Rationalization

Purchase
Intention

L=
B

Y i Sy N
Ly gl S lubes! 2 Sl B3 e 4 S )8 ek & o3 bt
Attitude ,1<55,5 Attitude &y Word of s
Brand Image Moral Emotions Change toward Change toward Mouth
Athlete Brand 3

Ky 4 5,0l

Brand Loyalty

e mm =
N s

39 U5k 59 IS Ao e (wlgwy by (2l Joo —F B
Figure 6- Final Model of the Consequences of Endorser’s Doping Scandal in Sport
Marketing

gi’a.:.;gé lewy 9 S Olulus| IS amo &y gl -

S sas b mly pladl bk Glbls )l syl 5l cisy jo jeeiee o8 51 oolainl 63 el

aS Cowl U] 9 Sl 00l ).A‘ U"‘ J.J& olodds )S)M o..\...:] ‘5‘).' os_dl.v (_g\)).&‘) :\.u; u‘j_&d.:



\A bl o HlaFamo a9 (lguy lauole 16 s g0

Gsls 5 5l 5 aiS se (5,5 sl Wiy Cungizme 4 dots 3l plojpe (6,138 Ao 5y Cunlin
) e hble sl fondl oSe ki (o yme,s (IS slaslaslinl B,k 5l .04l o ol o 4
(2S ME Y anbe) aS o ol HEALS G pas 183 10 055 41 355 5 pudans jsbod
as” wlools oylas G Lol lg, OF Y10 FSTS g J AANF YV T 65650 5 o,
cla)ls, oles dlasd o 1) s B Clules] giins o Glojer Hebay Baus S as
DY YooY Fomle g 0,5 AVE T e ) Owle) 0iS oo 4,25 I8 amo paline SUS,.2
Pl OIS SMase b sgs 4 055 witwd able Slulual 4y s o a5 j5e (aseie slbo)5)
.(A‘ DA YA ‘vu.oﬁ‘)fs )igj; “jjﬂ} ‘)Jﬁ‘JS‘ S 5&‘)’ chA OVY Y- 5Uubl-® 9 (5“; aYd
5 Sl Lo sloeidly 5 s sleiy 2l ing Jan 53 el b e drysn Sl &

b JUES 55 (59 bags oals)l i ams Jpame 4 Wlg oo Ao pga
2 Sy i,y Wp pgal Wb a5 Wl las g sle SVelee gjle de slaazil
ol W Slalas] 5 555 len Cugn 3T ats lobine Judo Yo s lobine BN
baudy 4 Slolua! jo Ll S oo ol lolgn 4y 1) 0g5 apas B aimozuly oga jo a5 cul
ool Sl g il wglane of,81 jo Wilgs oo oSS g0 (pl &S W co lid STy S go pods
sladl, Jds g 85 g Gees Sldllas folopll b aizye 0gis ololld st 40 o o
axgi b egg,,ma cudls o i 55 50 i g clis Saleal ) o Koo s olgn auls by
Gloaidl 09l o dluils 350 10 K90 (ilgd 5l et g Al 45T 12 ol dalllas slaaidl 4
o] 5l ormg slesds .05yl 1) (Koo lge Jams EanS B pan a5 ols plis 5 K0 Slalllas
Slale 5 ()le uals i@ ma¥ cplil) Wogy (Kipsd OIS 59 by (2ST5 b 38lse 5 wiaaddle

. Haidt

. Grappi, Romani & Bagozzi

. Lee & Kwak

. Greene & Haidt

. Greene, Sommerville, Nystrom, Darley & Cohen

. Moll, de Oliveira-Souza, Bramati & Grafman

. Moll, Zahn, de Oliveira-Souza, Krueger & Grafman
. Stamm, Lamprecht, Kamber, Marti & Mahler

O~NOOThSWN -



VFer 1 g 010,53 £F ol IV 0,90 (o) )9 Cut o ilalae FY

é&V ‘Y‘ \Y ‘Yj).:.li_;‘ 5;:..&“‘ ‘OWLQ ‘\A& ‘Y’\’a\;i.;.l)gj 9 ML@ 555,:.’9.‘.0 ‘T\“& sT’ ’A
OM‘S)‘KW J}M&Jfﬁy@a)&w))5u\a))).s9@ é)b)awwl(\“\\“ “ﬂéb‘ysq)
iles ST a8 8l Lt y55UsS lalllas (gladiily aized cal yilo sloazily b gilkas 5
2 e il g paas JUl 4 it ol saiules pie giie Slas 3l Jol> a5 it
BlEyy 5 ogile YFO YooV 55 5) ab dalss Jlo o> oloeS 4 diiS b e bS5
GL).AJB.M.iﬁM‘)‘Y ARER] ‘VM:%99535\~Y YA ff).f.‘:.wssuu5)9t;~|‘k‘)5“l,§5§?~ ARRYA
ARRRY ‘qg)ﬁb 9 )jﬁihmgd ‘):5.0..”...4 L)”J}J S P20 (Y VY gA}S)L; 9 wj.e‘sJLA 59.' c}u‘y YV
5 sl e i1 e 15559 sealie 31 oolit] oS witily o o) Stdgly o3 il pogde () ¥
$ X0 0wl lE g sisnlz) 815 sl iSame Jpame diy b ysade 35 i o9t 3k
0,8 ol oyl g ca 1S 50 Kimgd (g, 50 )l ams g yme Canaseds S5 a5 Jloj ols L
onis NS ams Jpaze slp s noal 5 a4z Olod 9 Wbioe 18l (5l amo ;5 53 By pre
slasg,y Jbo sl 5l a3 dolie oKty paal JWl uzen 09l o Heal 00S B pas 33
c\bdw‘wsuw)y s).».i; AR A RRIA s\f&Lwﬁ)’f}Qf\fa JNaqy s\rﬁ';)wa;)b)nﬁ
&:JL:.]Q‘ J9° .(Y‘\Y‘ G\A‘}Aﬁj UL’ AEARERY 6\VQ}5) SAY (YN c\;)jjjssgé?j‘)lﬁ AEARER!

oS @ ol el g Late plasaslas b lL « hie SIS Slolus! aS 05 o] 51 Sl> ragh

. Solberg, Hanstad & Thoéring

. Moston, Skinner & Engelberg

. Reeth & Lagae

. Carstairs

. Matos & Veiga

. Wilson, Stavros & Westberg

. Zhou & Whitla

. Thwaites, Lowe, Monkhouse & Barnes
. de los Salmones, Dominguez & Herrero
10. Charbonneau & Garland

11. Kim & Na

12. Chernev, Hamilton & Gal

13. Gwinner

14. Hughes & Shank

15. Gwinner, Larson & Swanson

16. Mazanov & Connor

17. Roozen

18. Tan & Burman

O©oo~NO O WNE



fY bl o HlaFamo a9 (lguy lauole 16 s g0

NEASARAR: ‘Y‘J.AJ.QJ)'S[Q.ASsJ‘ﬁs NeFYeor ‘\UWL) JJSA s.i))DU OJHSJ]«M e ‘)
Ll b 0y camds ioed (OVAVE YT F65680 5 Slog, c 0,5 Vo) T Sgunds
YoV Foalo Ve e Vel & anil>) 08y o0 O ygo 0T amo palie oo Slals

Jyame 5,555 ,5 (pgas 10 0aiiS S pas Cygn ol (Lt 1ol (heghy slaosls Jolo (yizeen
alllas wiz glaasdly (Jloplgica 1alSh 0aiiS B pas i 65183, sladely I sorsar Wiy o
9 7529 )13 S92y (Sulex Bras sla)lid; 58y 5 Cuga D)u8 (o 658 bLI)I a5 sl i
S Sl YN DSy S gl e Mgy s s AN oL
6l 5,55 sl a4y e S Slalsl Calgs)o (VY Magy o VY D) o sl o gibs
olpls ol Jlobiee L5t IS JYaxul las pal) 5 g 35 o0 oo )\fw Ny & ke
5 Jyame 4 )840 By hie poal JUIl (ghie (W Slulual a5 285 a5 o
Bt 59 S ed Alss 4 OIS )| Jolo ¢ Si90 g S go b Cdllins gomme 0 5 (hte (sla 4,5
IRVLIWE SUVRA AL E 0

Gl (Salal -0

ity L5, 5 W S5 s &y il o8 45 035 o Slgity S Kinleals &,k
Jle sl <020V MY Knd) Wil bles (ablite Sledlbl bt sadobx! Suboal zals
o8l Jelge coonl 5l shgy i g ua STiololoul ez 9o slocsbils oss sbwly jo ol 8
Se Sl jpal 85,5 6T Ams A 50 Nigd o0 A Sl (08 (ol alS sl
el 00l Sigg0 uilsd (2 S5 ye (59 ABe 950 805555 45 9590l o0 (059 80K s
SIS, 5l e bl g STholiaiS oo agyo0 |y (golaie slacslis 00iS B pas g 5)ls 09>y
5 Sl yiom ol g plrl & Sin3s (olsh 31 st o e IS holizel 5 5o

. Thomson

. Kwak, Kim & Zimmerman
. Belesioti

. Grappi, Romani & Bagozzi
. Johnson

Doss

. Fisher & Wakefield

. Gwinner & Swanson

. Katoch

10. Parker & Fink

11. Stokburger-Sauer, Ratneshwar & Sen
12. Um

13. Festinger



VFeo 35 g 010 )5 FF oylods AT 090 () o oo Olallao ff

NEV 10D oo 5 5 sie sl DA WV IY 5 5 (6 arsie) Comd g oo
Dl o 0015 b pns o Sinlanl L2l glid, jo (F+ 0 ¥+ 10 cobilabe 5 (6 oz st ecs b
5 (Wloysod (ol (o8 a1 )85 55 Jasgh Sigg 4 SIS (Jlie (61) Sippps 4 3,55 o0
Calox 51 s g o)l 15559 o1 & (ladle (oo oo e Jlio sl ) 1) )05 55 4 (2,55 5 )3 o0
b 1) K90 4 095 (ol (5,50 Sl (o 0015 B e 9,00l 100 s (0085 pals3 65
(& 1S (a3 3k I b dilioe geme JIK3559) |y adsl (50 L ged dpazr e Ll g wiS
5Ly o STl Ly sl3l b 51 S il b ks (39 (5,0 S ilio a4y S
Elagzrga a5 Wlol llss Yoars ol 3l aSlouljl iz o 1l oled 055 woame cagar sl
el L BN sl il b oLy a8 8518 olalid) o, 4y el wigds il S
3 b s EALS b pae o5 alSim it QA ) Zcroly 122) U500 e oo Lt Lles
855 4 Sae SlT,0l s g oo wllan 355 wgeme AT Ao IS5 55 (U] oL,
Olpl s pomie oyl (IWS sl laslin] Hasocaw] 4 Wilgs oo a5 wS oo Ladx> 1) ales
@ by GFUD Sl A 4 eges oldl 5 pglal Sl a5 e pledl Gl Kaags
Jshiied (V88 T oo T QDY Sid) sgdse ymie IS clasluibinl o, b Lais
ol i e Jleb 1y ot g, Vol clagely o3l il e ol b sl LS
0,5 Sl ooy ! Nl (slost§ onl g5 sl |y e 35 ST Yot

(W plaz g (I - Mie amgi il
Sglate (59754 Cawl (S ju3 098 jo SEls (Saleal )l Jol> D sla Yol colysye
Simrso b5 9,315 5,5 s, | £dn ol 2l gty A2l oo oliie (slagt 5 L
S5, 5 Coles Comay o> IS sl JYaswl b (8lge jo Conl (Sae caisS oo callee
S92 b Mg Slaslhadly andls alS 58 (g9 Slels cod Jpaze %3 5 g (S
WS o b | ks Sialeal ples b _adlie gla iS5 5 Lol 51 sla Yozl
s §l L ST i ¢ ages sl SLALS 5,1, 45 ol Lis ey Slalllas (slaazily
WS 5 o LEUL) W5 i s |, 95 B e Sl 3320 5 Sl g g IS idlie
i 30 (60 by pamein BlsS iy 915 g Cans] Jghiio ST JLai] fprizran (VIS LYY
Sy jLd, aS ol las yols sleaidl oren ojls (BaiS B pas hawg s b))
S Pl slaclesl 4 byyie Grmy Np Sooa B8 g (egee pglad

1. Baumeister
2. Aronson



fo bl o HlaFamo a9 (lguy lauole 16 s g0

gl Shasd Jl pcee ol Jlagh &L alple (V10 (ST6S 5 () conl (BnS S pan
5,ly0 siie Sl HEALS S o aSiy)  sire ey Slalllao gloazdly b o S5 e
5 ooile SV Yoo LRI 5 ) wiS oo o 95 el 31 a4 ) 1805 )
5 LBl FY Yol e L en 5 STsS ST Yo e8 To a5 SO AV Y- SIS,
OVY YVE 5o g seimgd 710 «STsS 5 (J DY Y)Y cagy VAV YoAF o) Kan
Byls glgPran

SAS S pao (5,18 ol —7

o Ol 318 58 (6 i (5 )Blg wolie psgie 3 0aiiS' B pan U8 e syl 5l (SG
eible ags ot ST ol il asile slbedy] b 51T, ooy dolie LelS5 yew (V- £)% pla
b Sl 31 oSl slo 2,55 51 S B me (sloldg (ol ilos,S (y9a5T %5 8329 31 5
ey Olgise 1y O bl 0,105 0525 (o,55 (5 10lg (sl oy o5 swlidio 055 g0 Jol> iy
Fkes Juily g ) 08 Gyl ain S5 wym 4 5,55 lageliie b i 4 (0,55 slapelide
Sy oSy Ll a5 axnsls oledl (Ve oY) s Juil, g ks ol presdle (VA Yo oY
(plosz gl 105h oo (6 S0l g lolig 4 hled g )T e b (00,55 (5 lolg a5 Wles S
Pl Nn e e 05 5 w4 )bl 408 hled slaeliie a5 aidl o L]
Wlgh oo L0 So w2 Jee a4 (8,55 45 3l lad bl (raghy (slaatdl .aitus Tioe pogde 90
Slgi oo gible wgad (LS waled Gl (VAT (Voo V(s ol 5 o) w8 i |) 05 )18,
Sl sloaidly osd A5 (B WS B a0 JL3; 5 (5ol wolie et ;5 658 She Jole G
55 5l g i (2,55 5 IS8 50 4 S5 ol s 5 ol g (s il SYslas
S,lge axgi b Culgsjo .l lolias lasaylas bk g Wiy 4y (510l cay )5 duad 1y wiy 4
4 i)y Sleas 5 LYE (BaisBrae bled 53 5 (a0 ()5 0B, Caio ;o cddoiie
4k 5o oszee it lawiy cote pglal 4 lial RS 5 alsyallsx 5 ST 55
Sl laS 45 29500 pbsy i £330 il el (5 I amo Sloc s wus b
WS o solitial 055 Sk )0 iy NiSame ealis 5l a5 Cilise Y game oaiiSayy

1. Bednall & Collings

2. Matos & Veiga

3. Funk & Pritchard

4, Lohneiss & Hill

5. Johnson, Herrmann & Huber
6. Bennett & Rundle-Thiele



VFer i g 010,53 £ o)l AV 0,90 ()9 Cu pow Slaillao \t4

iR Al ol il 55 L pe 858l slaaly 5 byl (Jleial sla)lid ) sgms 8o il oo
ladidly b oaiiS S rae )18 sladsly » Jgame dip 4 (5,5 pil Ghbe 5l pgiee ol
P OISl jpa 50 alS 4 (5559 )0 Sigs il Sl (et 4l (e ity Slallas
Xeoe Moligy 5 ol Sy Lllalal eFV LYo v GRS g Jlaty) 0500 2 (o5 ool
S, SlgBen (O Y18 (s puzgin ) FNO T 5,65 5 SunS VY

339 Lol 2 Sags 2lew) Fl S le Joo (o

bl (Singd K550 Gy poai il ols olis g 5le aolee gjlo e sloazil
i g (B Sl 131 (555 ,l0lsm Cogn r (Sinsd K855 80 g 8L (B
(S Jlail y B lubes] 5l S Dl 4y p B clules] 3l
(S Mie azg p (28559 Jbler Cuse J"’L’ (S gl (D)) slolee cuse )”L‘
B (Siggd 5555 4 (2,55 2 I Qlaz b (IS Jlasl 2 (59 lolse o b
My 4 2,55 p ST Sl 3l ((Siss JK8550 4 (3,5 5 (DI M 4z
Gl g Wy 4 )bl Wy aad) ), slassly p wip 4 S5 b g (Singe
G Jlail 5 M Slabanl py 855 ,lolsn Casn 3B lia ) ol Jloline (laoaylas
ol 1 olpl (5359 50 LLlL 2 Smed sausy T Joe (Al slaaidly cuns ol
Slonalcussa slaailse 5 o it (s S5z 50 Latly, 4 azgi b (b 5l 05 (slie L (3512
@il 5o T ame Sygs (lom; slavaly olening Joo (hagh laaidly Julov 5 425
@iy Joe 53 95250 Sla peiiio a4y 4z g5 L (nal by ol )l 5 iy (A0 85Le IS0) (08359
gerd)) Gl Calos it ST Joe VAT I T gt o) J1855 59 o0l Sy yu9a
HB8, ks 58 Joe g (VoY 55l8) 00iiS' B ma ,U8, 5 Singo )“L’ Joe VoV ondeds
gl LAY LS S i slaaidly (Ve -3 @ 8l) (1355 50 (Jle Culem 50 olig i a0l
ol i gl 236 e (V18) K 5 (50250 5 (V1Y) 550l (V1)) (0l
Al b oanS S pan o)1) 5 ible Glo iSOl Gl 5 (AT S pas 0055
Olyedy (Somsd HIS0))0 4 B0 S 5 (e (DU Slolia] &Sl pgie pol> taghy
slaadl Gizmes Wl (Slpes widle Samo 555 Sings g, slavsly
&)3Bg abox 5l (6513, sl Wil oo ()18, Sla RS jts 45 slo (LaS 0l 513 (sla g

1. Ahluwalia, Burnkrant & Unnava
2. Cisyk & Courty
3. Sport Celebrity Brand Image (SCBI)



fv bl o HlaFamo a9 (lguy lauole 16 s g0

ORe leanil wim e il anils oles 4 lasayles bl g Jeame 5,5 wip 4
Sl Y 0,3 k3, 50 i Ll e 5,55 a5 09 T 51 (Sl (V) )) (e g guena],
e yol gy 8l (b 5l 88 Slywan ol alls (slaatil L asil ol o
G S 5 s BT pae BT Sllo] o el BB M 4 Shs
Slotrer (Yo 18) L Ker g 6 zgi0 9 (Y0 10) J Oladlas &3l L o Sin g0 [JiSams |I55 5
L S Jlasl § S Slas Shass Sl e (V010) J Liegh K0 sleaidly o)l
BaS S pan 09)bgy ;0 a5 L85 A lgi ool pli 0105 Slgten pol> hagl slaaidl
@995 o0 SO e (I Slalaxl (Jpame NS amo 80555 Siss @i, b (22559
JEI 55 Jgame 9 ar jI805 55 4y (5,55 5sS 99d o0 mie (Kiggs 80555 40 (555 S
(e Slodely Wl oo Coled o 45 09d oo (ke i Jpame Mp 4 0aiiS S0 (155 5 Wb
— Dl arg BB JYaral asl amsls plsases bl s dys dad wiy 4 g loly o
05,9 4 85N 5 o0),9 80S B pae SIS Slules| g dlaly o Shows jid 55 S
IS amo  Singo Jaj,0 4 caiiS B ras bie b 15,55 Wiy oo a5 0)ls  Siugo liSass
S Gede |,

5 wand (floizl (Ko b Gy alex I GBaieszuly 698 Glawslis walydys
Slolualabl pol> jiogh Cudgasms wilgh go delisuw py SYl5w 4y 205uuly bg56 j0 Sdose
2 kS Gl Ghaghy 5 eaiiS S pae JUE) 5 1,5 psKia )0 phe St Ol (S
(538 b T Coo slal ogdce olgidnny 5 0b anllas (o3l § wii puins) ] ciio ol
Sgys S sS4y pol> Aalllae il ool ol Kby Hlice | G g S
B o cdilne AoeS 5o LI g il Laslg ) Slalss ple 098 e Slpiien 09 Sguze JlATaxs
Eroge Olpieds (igh oo ymin (te Slinls g S amo Wy o 55 4 o5 (g JB il g 00
il o Simgh b e Ol sl

References

1. Aaker,J. L. (1997). Dimensions of brand personality. Journal of Marketing Research,
34(3), 347-356.

2. Ahluwalia, R., Burnkrant, R. E., & Unnava, H. R. (2000). Consumer response to
negative publicity: The moderating role of commitment. Journal of Marketing
Research, 37(2), 203-214.

1. Gratitude, Awe, Admiration



VFer 1 g 010,53 £F o )l IV 0,90 (o) )9 Cut o ilallae FA

3.

4.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Arai, A. (2010). Branding individual athletes: Developing a model of athlete brand
image (Unpublished master’s thesis). University of Florida, Gainesville, USA.
Aronson, E. (1969). The theory of cognitive dissonance: A current perspective. In L.
Berkowitz (Ed.). Advances in experimental social psychology (Vol. 4). New York:
Academic Press.

ASADA. (2012). Australian sports anti-doping authority 2011:12 annual report.
Canberra: ASADA.

Bandura, A. (1991). Social cognitive theory of moral thought and action. In W. M.
Kurtines, & J. L. Gewirtz (Eds.), Handbook of moral behavior and development:
Theory, research, and gpplications (Vol. 1) (pp. 42-48). Hillsdale, NJ: Erlbaum.
Baumeister, R. F. (1998). The self. In D. T. Gilbert, S. T. Fiske, & G. Lindzey (Eds.),
Handbook of social psychology. (pp. 36-37). New York: McGraw-Hill.

Bednall, D. H., & Collings, A. (2000). Effect of public disgrace on celebrity endorser
value. Australasian Marketing Journal, 8(2), 47-57.

Belesioti, O. (2011). Can negative publicity of celebrities’ endorsement damage the
reputation of a brand? (Unpublished master’s thesis). University of Amsterdam,
Amsterdam, Netherlands,

Bennett, R., & Rundle-Thiele, S. (2002). A comparison of attitudinal loyalty
measurement approaches. Journal of Brand Management, 9(3), 193-209.
Bhattacharjee, A., Berman, J. Z., & Reed, A. (2013). Tip of the hat, wag of the finger:
How moral decoupling enables consumers to admire and admonish. Journal of
Consumer Research, 39(6), 1167-1184.

Bobalca, C., Gatej (Bradu), C., & Ciobanu, O. (2012). Developing a scale to measure
customer loyalty. Procedia Economics and Finance, 3, 623-628.

Buechel, B., Emrich, E., & Pohlkamp, S. (2013). Nobody's innocent: The role of
customers in the doping dilemma. Available at:
https://journals.sagepub.com/do0i/10.1177/1527002514551475#:~:text=Focusing%2
00n%20the%20example%200f,sufficient%20to%200vercome%20this%20dilemma.
(Accessed Oct 07, 2014).

Carstairs, C. (2003). The wide world of doping: drug scandals, natural bodies and the
business of sports entertainment. Addiction Research and Theory, 11(4), 263-281.
Charbonneau, J., & Garland, R. (2005). Talent, looks or brains? New Zealand
advertising practitioners' views on celebrity and athlete endorsers. Marketing
Bulletin, 16(3), 1-10.

Chernev, A., Hamilton, R., & Gal, D. (2011). Competing for consumer identity:
Limits to self-expression and the perils of lifestyle branding. Journal of Marketing,
75(3), 66-82.

Cisyk, J., & Courty, P. (2015). Do fans care about compliance to doping regulations
in sports? The impact of PED suspension in Baseball. Journal of Sports Economics,
1, 1-26.

de los Salmones, M., Dominguez, R., & Herrero, A. (2013). Communication using
celebrities in the non-profit sector: Determinants of its effectiveness. International
Journal of Advertising, 32(1), 101-119.

Doss, S. (2011). The transference of brand attitude: the effect on the celebrity
endorser. Journal of Management and Marketing Research.



¥4

20.

21.

22.

23.

24.

25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

bl o HlaFamo a9 (lguy lauole 16 s g0

Durukan, T., & Bozaci, 1. (2012). A survey on determinants of word of mouth in
social media. International Journal of Economics and Management Sciences, 1(7),
36-44.

Festinger, L. (1957). A theory of cognitive dissonance. Stanford, CA: Stanford
University Press.

Fisher, R. J., & Wakefield, K. (1998). Factors leading to group identification: A field
study of winners and losers. Psychology & Marketing, 15(1), 23-40.

Florez, C. L. (2013). The impact of the doping effect on cycling sponsorship: Analysis
of brand lovers and cycling fans consumer reaction (Unpublished master’s thesis).
European Master in Business Studies, Kassel, Germany.

Funk, D. C. (2011). Consumer behaviour in sport and Events-Marketing Action.
United Kingdom: Taylor & Francis.

Funk, D. C., & Pritchard, M. P. (2006). Sport publicity: Commitment's moderation of
message effects. Journal of Business Research, 59(5), 613-621.

Grappi, S., Romani, S., & Bagozzi, R. P. (2013) Consumer response to corporate
irresponsible behavior: Moral emotions and virtues. Journal of Business Research,
66(10), 1814-1821.

Greene, J., & Haidt, J. (2002). How (and where) does moral judgment work? Trends
in Cognitive Sciences, 6(12), 517-523.

Greene, J. D., Sommerville, R. B., Nystrom, L. E., Darley, J. M., & Cohen, J. D.
(2001). An fMRI investigation of emotional engagement in moral judgment. Science,
293(5537), 2105-2108.

Gwinner, K., & Swanson, S. R. (2003). A model of fan identification: Antecedents
and sponsorship outcomes. The Journal of Service Marketing, 17(3), 275-294.
Gwinner, K. (1997). A model of image creation and image transfer in event
sponsorship. International Marketing Review, 14(3), 145-158.

Gwinner, K. P., Larson, B. V., & Swanson, S. R. (2009). Image transfer in corporate
event sponsorship: Assessing the impact of team identification and event-sponsor fit.
International Journal of Management and Marketing Research, 2(1), 1-15.

Haidt, J. (2001). The emotional dog and its rational tail: A social intuitionist approach
to moral judgment. Psychological Review, 108(4), 814-834.

Hardwicke-Brown, E. (2014). Sport celebrity scandal: Consumer attitude towards the
sponsoring brand (Unpublished master’s thesis). Haskayne School of Business
Calgary, Alberta.

Hejabi, A., Manouchehri, J., & Tojari, F. (2015). Determining validity and reliability
of doping behavior measurement instrument in young athletes' society. Journal of
Applied Environmental and Biological Sciences, 5(3), 246-253.

Hoberman, J. M. (1992). Mortal engines: The science of performance and the
dehumanization of sport. New York: Free Press.

Hughes, S., & Shank, M. (2005). Defining scandal in sports: Media and corporate
sponsor perspectives. Sport Marketing Quarterly, 14(4), 207-216.

Johnson, A. R. (2005). When a celebrity is tied to immoral behavior: Consumer
reactions to Michael Jackson and Kobe Bryant. Advances in Consumer Research, 32,
100-101.

Johnson, M. D., Herrmann, A., & Huber, F. (2006). The evolution of loyalty
intentions. Journal of Marketing, 70(2), 122-132.



VFer 1 g 010,53 £F o )l IV 0,90 (o) )9 Cu o ilaliae O

39.

40.

41.

42.

43,

44,

45,

46.

47.

48,

49.

50.

51.

52.

53.

Katoch, A. (2009). The application of social identity theory and theory of planned
behavior on the role of sports brand sponsorship (Unpublished master’s thesis).
National Cheng Kung University, Institute of International Management, Tainan City,
Taiwan.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based
brand equity. Journal of Marketing, 57(1), 1-22.

Kim, Y., & Na, J. (2007). Effects of celebrity athlete endorsement on attitude towards
the product: the role of credibility, attractiveness and the concept of congruence.
International Journal of Sports Marketing and Sponsorship, 8(4), 310-320.

Koshy L., & Manohar S. J. (2017). Influence of celebrity endorsement on brand image
of grooming products. Available at:
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2969781

Kwak, D. H., Kim, Y. K., & Zimmerman, M. H. (2010). User-versus mainstream-
media-generated content: Media source, message valence, and team identification and
sport consumers' response. International Journal of Sport Communication, 3(4), 402-
421.

Lee, J. S. (2015). Athlete endorser’s transgression and sport consumer’s moral
reasoning strategy: Moral coupling and boundary conditions (Unpublished doctoral
disseratation). University of Michigan, Michigan, USA.

Lee, J. S., & Kwak, D. H. (2015). Consumers’ responses to public figures’
transgression: Moral reasoning strategies and implications for endorsed brands.
Journal of Business Ethics. 137, 101-113.

Lohneiss, A., & Hill, B. (2014). The impact of processing athlete transgressions on
brand image and purchase intent. European Sport Management Quarterly, 14(2), 171-
193.

Manouchehri, J. (2016). Modeling the effect of doping phenomenon on sport
marketing in Iran (Unpublished doctoral dissertation). University of Tehran, Tehran,
Iran. (in Persian)

Manouchehri, J., Hamidi, M., Sajadi, S. N., & Honari, H. (2016). Designing a
qualitative model of doping phenomenon effect on sport marketing in Iran. PODIUM
Sport, Leisure and Tourism Review, 5(2), 120-136.

Manouchehri, J., Hamidi, M., Sajadi, S. N., & Honari, H. (2016). Designing a
qualitative model of doping phenomenon effect on sport marketing in Iran. Sport
Management, (In Press - in Persian)

Manouchehri, J., & Tojari, F. (2013). Development and validation of instruments to
measure doping attitudes and doping beliefs. European Journal of Experimental
Biology, 3(2), 183-186.

Manouchehri. J., & Tojari, F. (2014). Foundamental of doping psychology in sport.
Tehran: Hatmi Publication in cooperation with the Sport and Youth Ministry of Iran.
(in Persian)

Manouchehri, J., Tojari, F., & Ganjouei, F.A. (2013). Variance analysis: Doping
attitude, doping behavior and sport orientation in elite martial artists. European
Journal of Experimental Biology, 3(1), 62-67.

Matos, C. A., & Veiga, R. T. (2005). How to deal with negative publicity: The
importance of consumer involvement. Brazilian Administration Review, 2 (1), 57-72.



M

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

bl o HlaFamo a9 (lguy lauole 16 s g0

Mazanov, J., & Connor, J. (2010). The role of scandal and corruption in sports
marketing and sponsorship. International Journal of Sports Marketing & Sponsorship,
11(3), 1-1.

McCracken, G. (1986). Culture and consumption: A theoretical account of the
structure and movement of the cultural meaning of consumer goods. Journal of
Consumer Research, 13 (1), 71-84.

Messing, M., & Muller, N. (1996). Veranstaltungsbesuch und sportpolitische
Polarisation deutscher Olympia-Touristen in Barcelona 1992. Auf der Suche nach der
Olympischen Idee. Kassel.

Moll, J., de Oliveira-Souza, R., Bramati, I. E., & Grafman, J. (2002). Functional
networks in emotional moral and nonmoral social judgments. Neuroimage, 16(3),
696-703.

Moll, J., Zahn, R., de Oliveira-Souza, R., Krueger, F., & Grafman, J. (2005). The
neural basis of human moral cognition. Nature Reviews Neuroscience, 6(10), 799-
809.

Moston, S., Skinner, J., & Engelberg, T. (2012). Perceived incidence of drug use in
Australian sport: a survey of public opinion. Sport in Society, 15(1), 64-77.

Parker, H.M., & Fink, J.S. (2010). Negative sponsor behavior, team response and how
this impacts fan attitudes. International Journal of Sports Marketing & Sponsorship,
11 (3), 200-211.

Perron, L. (2009). Should NFL give vick a second chance? Availabe at:
http://blogs.reuters.com/sport/2009/06/06/should-nfl-give-vick-a-second-
chance/?cp=all#comments (May 25, 2009).

Reeth, D. V., & Lagae, W. (2013). Public opinion on doping in cycling: differences
among population groups. Auvailable at:
https://core.ac.uk/download/pdf/34590426.pdf).

Roosta, A., Venous, D., & Ebrahimi, A. (2013). Marketing management (17%" ed.).
Tehran: SAMT Publication. (in Persian)

Roozen, 1. (2012). Negative publicity on the endorsement process does it influence
for-profit and not-for-profit print advertisements? Economics & Management, 1, 1-
16.

Rummel, R. J. (1970). Applied factor analysis. Evanston: Northwestern University
Press.

Runsbech, A., & Sjolin, D. (2011). Negative effects of sponsorships: A quantitative
study on negative effects of image transfer through sponsorship in the U.K
(Unpublished master’s thesis). Halmstad University, Halmstad, Sweden.

Simmers, C.S., D. Damron-Martinez, D., & Haytko, D.L. (2009). Examining the
effectiveness of athlete celebrity endorser characteristics and procuct brand type: the
endorser sexpertise continuum. Journal of Sport Administration & Supervision, 1(1),
52-64.

Slack, T. (2012). Sport commercialization (M. H. Razavi, & S. Nobakhti, Trans).
Shomal: Paydar Publication. (in Persian)

Smith, A. (2008). Introduction to sport marketing Amsterdam, Oxford: Elsevier
Butterworth-Heinemann, Business & Economics.


http://blogs.reuters.com/sport/2009/06/06/should-nfl-give-vick-a-second-chance/?cp=all#comments
http://blogs.reuters.com/sport/2009/06/06/should-nfl-give-vick-a-second-chance/?cp=all#comments
https://www.google.com/search?tbo=p&tbm=bks&q=subject:%22Business+%26+Economics%22&source=gbs_ge_summary_r&cad=0

VFeo 1 g 010,53 £F o )l IV 0,90 (o) )9 Cut o ilalae oy

70.

71.

72.

73.

74.

75.

76.

7.

78.

79.

80.

81.

82.

83.

Solberg, H. A., Hanstad, D. V., & Thoring, T. A. (2010). Doping in elite sport, do the
fans care? Public opinion on the consequences of doping scandals. International
Journal of Sports Marketing & Sponsorship, 11(3), 185-199.

Stamm, H., Lamprecht, M., Kamber, M., Marti, B., & Mahler, N. (2008). The public
perception of doping in sport in Switzerland, 1995-2004. Journal of Sports Sciences,
26(3), 235-242.

Stokburger-Sauer, N., Ratneshwar, S., & Sen, S. (2012). Drivers of consumer—brand
identification. International Journal of Research in Marketing, 29(4), 406-418.

Tan, L., & Burman, J. (2013). Effects of doping behaviour on brand image in
australian sport. Department of Marketing & Management, Macquarie University,
Sydney Australia. Available at:
https://www.researchonline.mg.edu.au/vital/access/manager/Repository/mq:29502
(Accessed Dec 04, 2013).

Till, B. D., & Shimp, T. A. (1998). Endorsers in advertising: The case of negative
celebrity information. Journal of Advertising, 27(1), 67-82.

Thomson, M. (2006). Human brands: Investigating antecedents to consumers’ strong
attachments to celebrities. Journal of Marketing, 70(3), 104-119.

Thwaites, D., Lowe, B., Monkhouse, L. L., & Barnes, B. R. (2012). The impact of
negative publicity on celebrity ad endorsements. Psychology & Marketing, 29(9),
663-673.

Tojari, F., Manouchehri, J., & Soltanabadi, S. (2015). Examining conceptual model
of the relationships between sports motivation, doping attitudes and doping behavior
in professional athletes. Journal of Applied Environmental and Biological Sciences,
5(7), 305-310.

Trail, G. T., & James, J. D. (2001). The motivation scale for sport consumption:
Assessment of the scale’s psychometric properties. Journal of Sport Behavior, 24(1),
108-127.

Trosby, E. (2010). Public relations, football and the management of player
transgressions in Australia. Public Communication Review, 1(2), 49-66.

Um, N. (2013). Celebrity scandal fallout: How attribution style can protect the
sponsor. Psychology & Marketing, 30(6), 529-541.

Wilson, B., Stavros, C., & Westberg, K. (2008). Player transgressions and the
management of the sport sponsor relationship. Public Relations Review, 34(2), 99-
107.

Zhou, L., & Whitla, P. (2011). How negative celebrity publicity influences consumer
attitudes: The mediating role of moral reputation. Journal of Business Research,
66(8), 1013-1020.

Zia-ur R., Hafiz F. A., Muhammad B. A., Sana A., Aleena S., & Mugaddas K. (2018).
Effect of celebrity endorsement on marketing campaigns. International Journal for
Social Studies, 4(10), 1-15.



oy bl o HlaFamo a9 (lguy lauole 16 s g0

Al 4 olewl
\

‘sgl.i)‘)’l.g 30 IS ams Kigge ‘5{\9,“) slawsly (VFe ) puls (s zse

10.22089/smrj.2019.6875.2438 : Jlioms duliss
_

4 N
Manouchehri, J. (2021). The Consequences of Endorser’s Doping Scandal
in Sport Marketing. Sport Management Studies,

13(66), 17-54. (In Persian). DOI: 10.22089/smrj.2019.6875.2438
- J




