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Abstract: This paper explores the ethical and legal aspects of guerrilla and ambush marketing 
in modern sports, with particular emphasis on their impact on brand integrity and the value 
of sports sponsorships. Based on relevant literature, a qualitative analysis and a case study of 
the BrewDog campaign during the 2022 FIFA World Cup were conducted as a paradigmatic 
example of “dissociative” ambush marketing. The research results confirm that such 
strategies, while increasing media visibility and the perceived authenticity of the brand, 
simultaneously undermine ethical principles and the exclusivity of official sponsors. The 
degree of ethical acceptability depends on the transparency of communication and 
compliance with intellectual property regulations. The paper highlights the need for an 
integrated approach that connects legal, communicational, and ethical mechanisms to 
protect market fairness and the sustainability of the sports system. The limitations relate to 
the insufficient number of empirical studies after 2023, indicating the need for future 
quantitative research on consumer perceptions and the long-term effects of ambush 
strategies on brand value and public trust. 
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Introduction 

One of the most dynamic sectors of the modern economy is the sports business, 
where marketing is crucial to audience engagement, brand development, and event 
revenue. Because they upend the traditional connections between official sponsors, 
organizers, and consumers, guerrilla and ambush marketing phenomena are drawing 
more and more attention from scholars and regulators. (Grady, 2023; Dašić, 2023a; 
Stanković, 2023). Guerrilla marketing encompasses unconventional, often low-bud-
get strategies that rely on creativity, surprise, and psychological impact on the audi-
ence (Hutter & Hoffmann, 2024). On the other hand, ambush marketing implies a 
deliberate yet covert association of a brand with a major sporting event without a 
formal sponsorship agreement, thereby jeopardizing the exclusivity of official part-
ners and undermining fair market competition (Faridniya et al., 2023). 

The development of digital media and social networks has further blurred the line 
between permissible and unethical promotional activities in sports. Companies use 
algorithmic precision and real-time responsiveness to capitalize on sports moments 
without formal collaboration with event organizers (Khalid, 2024). This strategy is 
often justified by the argument of market and communication freedom but raises 
serious ethical and legal questions - especially when the audience is misled into beli-
eving that a brand holds official sponsorship status. According to research in the 
field of sports communication management, the phenomena of guerrilla and am-
bush marketing may increase brand recognition in the short term but, in the long 
run, undermine consumer trust and damage the credibility of sports organizations 
(DoorAndish et al., 2024). 

In practice, ambush marketing is particularly problematic because it operates in a 
legal “gray zone.” While it may not necessarily violate intellectual property laws, it 
often breaches ethical standards and the principles of respect for the investments 
made by official sponsors (Grady, 2023). This becomes especially evident during ma-
jor sporting events such as the Olympic Games. Some authors suggest that ambush 
marketing conducted by athletes through social media represents a new, hybrid 
form of associative advertising that requires a distinct normative and ethical frame-
work (Geurin et al., 2025). The study indicates that athletes, either consciously or 
unconsciously, may become ambush actors through visual allusions, symbols, or 
hashtags that imply a connection with official events, thereby reducing the clarity of 
sponsorship relationships and increasing the risk of brand misidentification. The 
authors conclude that it is necessary to improve legal guidelines and monitoring me-
chanisms on social media in order to preserve fair market practices and protect the 
value of official sponsorships (Geurin et al., 2025). 
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The key challenge in the ethical analysis of these strategies lies in the tension be-
tween creative freedom and respect for market integrity (Dašić, Jeličić, 2016). 
Guerrilla and ambush marketing in sports raise the issue of responsibility - not only 
legal but also moral - since sport carries strong symbolic and social capital. Conse-
quently, academic and professional circles increasingly advocate for a multidiscipli-
nary approach that includes marketing, law, communication studies, and sports ma-
nagement in analyzing these phenomena (Faridniya et al., 2023; DoorAndish et al., 
2024). This study aims to critically analyze the legal and ethical implications of gue-
rrilla and ambush marketing in contemporary sports, based on recorded scientific 
research. It does this by analyzing current incidents that highlight the need for more 
responsible marketing techniques and clearer regulations. 

 

Literature Review 

Many authors (Baltes & Leibing, 2008; Hutter & Hoffmann, 2011; Alrabeeah & Arte-
misa, 2018) claim that ambush marketing is only one part of the larger strategic plat-
form of guerrilla marketing, which uses unorthodox and disruptive communication 
strategies to help a brand gain visibility with few resources. It frequently relies on 
surprise, inventiveness, and opportunistic association with significant events without 
having official sponsorship rights. 

Guerrilla marketing, as an unconventional promotional strategy, represents a dyna-
mic instrument of modern communications aimed at provoking surprise, emotional 
reactions, and direct consumer interaction - often with minimal costs and maximum 
media resonance (Alsheikh, 2024). Research confirms that guerrilla campaigns based 
on creativity, surprise, and emotional activation significantly enhance consumer 
awareness and purchase intentions, especially among younger audiences who res-
pond positively to humor, novelty, and immersive brand interactions (Khalid, 2024). 
Recent empirical work also shows that surprise-based guerrilla tactics - such as 
ambient and sensory interventions in retail and service environments - can signi-
ficantly strengthen brand attitudes and purchase intentions by disrupting routine 
decision-making and creating memorable experiences (Alsheikh, 2024). From a 
digital perspective, the integration of guerrilla techniques with social media applica-
tions further amplifies these effects: systematic analyses indicate that such inte-
gration increases consumer engagement, boosts brand awareness, and positively 
shapes self-reported buying behavior in online settings (Gündüzyeli, 2025). 

When discussing the legal aspects of guerrilla and ambush marketing, the work of 
Alexandrakis (2009) represents a key contribution to understanding how certain 
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countries, particularly the United Kingdom, regulate this phenomenon through spe-
cific legislation aimed at protecting major sporting events. The author analyzes na-
tional laws such as the Olympic Symbol etc. (Protection) Act 1995 and the London 
Olympic Games and Paralympic Games Act 2006, emphasizing their role in esta-
blishing “clean zones” and restricting unauthorized advertising during the London 
2012 Olympic Games. These frameworks demonstrate how legal systems attempt to 
preserve the economic value of official sponsorships and prevent misleading asso-
ciations that could undermine market integrity and stakeholder trust (Dašić, Milo-
jević, Pavićević 2020). 

The development of guerrilla and ambush marketing in the sports context aligns 
with broader changes in digital communication strategies. Ambush marketing has 
become particularly prominent with the expansion of social media, where brands 
can rapidly achieve visibility without official authorization. Geurin (2020) demon-
strated that athletes’ personal use of social media during the Olympic Games creates 
opportunities for implicit commercial associations that challenge traditional spon-
sorship structures. Similarly, Grady (2023) argues that the digital environment has 
enabled increasingly subtle forms of ambush behavior, making legal enforcement 
more complex and opening debate on the ethical responsibilities of brands, athletes, 
and event organizers. 

Ambush strategies often exploit ambiguities in the digital sphere, where temporary 
or low-visibility content can create the perception of official endorsement without 
crossing explicit legal boundaries. This significantly undermines the position of offi-
cial sponsors, as digital audiences frequently fail to distinguish between paid part-
nerships and opportunistic associative messaging (Grady, 2023; Zarco & Herzallah, 
2023). Empirical studies also confirm that misidentification of sponsors can nega-
tively affect brand attitudes and purchasing intentions for official sponsors, thereby 
reducing the anticipated return on investment (Lin et al., 2023). 

Although guerrilla marketing can enhance creativity and engagement, particularly 
for youth-oriented sports campaigns, ethical concerns arise when such strategies 
mimic ambush practices during large sporting events. Nufer (2013, 2016) has shown 
that ambush marketing can erode sponsorship value, distort consumer perceptions, 
and disrupt the competitive balance within the sponsorship market. These findings 
correspond with broader analyses indicating that audiences often struggle to diffe--
rentiate official from unofficial sponsors, which creates reputational and financial 
risks for rights holders (Sandler & Shani, 1989). 

In the digital era, the boundary between acceptable creative communication and de-
ceptive brand association is increasingly blurred (Günduzyeli, 2025). Companies rely 
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on social media, influencers, and interactive content to insinuate connections with 
major sports events while avoiding direct legal violations. Such strategies can be co-
mmercially effective but raise concerns regarding transparency and fair competition 
(Geurin, 2020; Grady, 2023). This highlights the need for stronger ethical frame-
works and ongoing adaptation of legal regulations to contemporary communication 
environments. 

Technological development also opens the possibility of automated monitoring tools 
to detect unauthorized brand associations in real time. While research in this field is 
emerging, recent digital marketing analyses suggest that algorithmic tracking of 
brand - event co-occurrence may become an essential instrument for rights protec-
tion (Zarco & Herzallah, 2023). 

Contemporary scientific literature identifies several forms of ambush marketing, 
with four types most commonly distinguished: direct, indirect, associative, and di-
ssociative models (Crow & Hoek, 2003; Meenaghan, 1994). Direct ambush marketing 
represents the most severe form, as a brand unlawfully uses protected symbols or 
event names, which can lead to serious legal consequences. Indirect ambush mark-
eting is based on creating thematic or visual associations with the event without 
explicit trademark infringement, yet it still undermines the value of sponsorship 
rights. Associative ambush marketing results in consumer confusion, as the brand 
produces content that implies sponsorship despite lacking it - something research 
has confirmed as a strong source of misidentification among viewers of sporting 
events (Mazodier & Rezaee, 2013). The most recent form is dissociative ambush 
marketing, in which a brand openly denies being a sponsor while using the media 
and symbolic space of the event for promotion, thereby minimizing legal risk while 
increasing ethical concerns (Crow & Hoek, 2003). 

It is possible to draw the conclusion that ongoing harmonization of legislative requi-
rements, moral principles, and communication techniques is required by summa-
rizing the results of earlier research. While ambush tactics need to be carefully 
regulated to maintain market integrity and public confidence, guerilla marketing has 
the potential to reinvent sports advertising. Recent real-world instances of multi-
national corporations using digital platforms during significant athletic events to 
build connections that straddle the line between creative advertising and ethical 
issues amply illustrate these patterns. 
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Research Metodology 

This research is based on a qualitative methodology that integrates content analysis, 
a comparative review of existing literature, thematic coding, and a case study 
approach. The aim of the methodological framework is to provide a comprehensive 
understanding of the ethical and legal implications of guerrilla and ambush mar-
keting. A multi-method qualitative design was applied, combining theoretical–
thematic analysis, examination of legal frameworks, comparative assessment of pre-
vious studies, and an in-depth case study of the BrewDog campaign. 

The analysis relies primarily on sources indexed in WoS and Scopus databases (2013-
2025), as well as legal documents, industry reports, digital campaign materials, and 
media coverage. The screening process was inspired by PRISMA principles and 
included the following phases: identification of studies, selection based on thematic 
relevance, full-text evaluation, and final inclusion of eligible sources. The review 
incorporated studies related to ambush marketing, guerrilla marketing, sports spon-
sorship, consumer perception, and legal regulation, while studies unrelated to the 
sports context or based on outdated, empirically unverified concepts were excluded. 

The hypotheses of the study are: 

H1: Guerrilla and ambush marketing in sports, although effective tools for increasing 
brand visibility, lead to the violation of ethical principles and the undermining of the 
exclusivity of official sponsors. 

H2: Guerrilla marketing, in both academic and practical contexts, is considered a 
moderately more acceptable form of unconventional advertising than ambush mar-
keting, as it focuses on creative interaction with the audience without directly infrin-
ging sponsorship rights or intellectual property regulations. 

This approach seeks to connect theoretical understanding of marketing strategies 
with concrete practical examples, with the aim of defining recommendations for 
sports organizations, sponsors, and regulatory bodies. 
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Implications of Guerrilla and Ambush Strategies for Brand Integrity 
and the Sports System 

The contemporary sports ecosystem is characterized by high investment stakes in 
sponsorships and intense competition for audience attention; within this context, 
guerrilla and ambush strategies become “shortcuts” to visibility that, however, carry 
significant ethical and systemic consequences. Empirical research shows that am-
bush campaigns in digital environments (e.g., short video formats of 6–15 seconds; 
visual vs. textual messages) influence attitudes and purchase intentions, with the mi-
sidentification of “who the real sponsor is” acting as the key psychological mecha-
nism that diminishes the effects of official investments (Lin, Chen, Chou, & Yeh, 
2023). 

At the level of market integrity, part of the literature shows that transparency and 
timely reactions by rights holders can mitigate harm. Experimental studies document 
that “name & shame” strategies - publicly disclosing ambush activities - reduce fa-
vorability toward the ambusher while simultaneously increasing goodwill toward the 
official sponsor, but only when the information is highly accessible in consumers’ mi-
nds (i.e., sufficiently visible and clearly explained within the communication channel) 
(Wolfsteiner, Grohs, & Reisinger, 2021). 

On the other hand, research in the football context shows that both “clean” spon-
sorship and ambush interventions simultaneously shape audience reactions. Struc-
tural models based on fan samples demonstrate that ambush marketing can tem-
porarily “hijack” attention and partially dilute the exclusivity of official sponsors – di-
rectly affecting return on investment and long-term brand equity (Chanavat & Ma-
rtinent, 2021). 

Digital platforms further intensify these tensions: analyses of “newsjacking” as a 
social media form of ambush marketing reveal that inconsistent yet persistent 
appro-riation of hashtags and event narratives (Dašić, 2024a)  enables nonlinear 
“entries” into audience attention - even when direct engagement is limited, the cu-
mulative effect undermines the clarity of sponsorship rights and erodes the symbolic 
monopoly of official partners (Burton & McClean, 2020). 

The ethical dimension is twofold. On the micro level, part of the audience perceives 
ambush marketing as a “clever but acceptable” move by smaller players against 
larger ones, relativizing normative frameworks and fostering tolerance for manipu-
lative associations. On the macro level, the accumulation of such practices leads to a 
systemic problem - a decline in the clarity of sponsorship statuses and a “spillover” 
of benefits to non-investing actors, which reduces the incentive to invest in sports 
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through formalized partnerships (Dickson, Naylor, & Phelps, 2015; Wolfsteiner, 
Grohs, & Wagner, 2015). 

In parallel, recent research on sponsorships linked to socially responsible initiatives 
warns that the “ethical credibility” of official partners (Dašić, 2023b)  has become a 
highly sensitive resource: when ambush marketing blurs the message, the perceived 
fit between the sponsor and the sporting cause declines, as does the positive attit-
ude toward the sponsor - particularly in environments with high expectations of 
transparency (Asada, Kunkel, & Biscaia, 2023). 

Finally, broader sponsorship literature shows that the motivational structure of 
sponsors (altruistic vs. egoistic) modifies consumer reactions; in digital environ-
ments, ambush marketing can diminish the positive effects of partnerships percei-
ved as “altruistic” by introducing doubt about the source and legitimacy of commu-
nication (Li, Chen, & Zhang, 2022). 

In summary, the implications for brand integrity and the sports system are threefold: 

(1) ambush marketing increases the risk of misidentification, thereby reducing the 
effectiveness of official investments; 

(2) proactive and transparent counter-communication can correct perceptions but 
depends on the visibility and cognitive accessibility of the message (Jeličić, Vlajković, 
2024); 

(3) in the digital ecosystem, combined mechanisms - legal, communicational, and 
technological (e.g., hashtag tracking and tools for detecting associative 
infringements) - are required to preserve a fair distribution of value within the sports 
system. These arguments align with the findings from the abstract and methodology 
of this paper and will be further illustrated in a separate case study (2023) in the 
following section. 

 

Case Study: BrewDog’s “Anti-Sponsorship” and the Boundaries of Ambush Marketing 

Within contemporary research on marketing ethics and intellectual property law, 
the BrewDog case represents one of the most significant examples for examining the 
boundaries between creative and contentious advertising. Its campaign, “Proud 
Anti-Sponsor of the World F*Cup,” launched during the 2022 FIFA World Cup in Qa-
tar, generated extensive professional debate about where corporate activism ends 
and ambush marketing begins. For this reason, the case serves as a foundation for 
critically reconsidering the relationship between a brand’s ethical intentions and the 
commercial benefits derived without holding formal sponsorship rights. 
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The focus of the analysis extends beyond the campaign itself to its legal, commu-
nication, and market implications in a broader context - particularly in the post-2020 
environment, where digital ecosystems and social media enable new and more com-
plex forms of associative advertising. This perspective allows us to understand how 
BrewDog’s “anti-sponsorship” fits within existing regulatory and ethical frameworks, 
as well as how it influenced the development of strategies and policies for the pro-
tection of sponsorship rights in the sports industry. Moreover, the case - and its nor-
mative and market repercussions - shaped legal frameworks and communication 
practices related to the 2023 Women’s World Cup and the wider sports context 
(Ashurst, 2023; LawInSport, 2023; Grady, 2023). 

In November 2022, BrewDog launched a self-declared “anti-sponsorship” campaign 
targeting the Qatar World Cup. Out-of-home displays, social media content, and a 
dedicated landing page explicitly emphasized that the company was not an official 
sponsor, while slogans such as “Proud Anti-Sponsor of the World F*Cup” and “The 
Beautiful Shame” criticized the event and its organizer, accompanied by messages 
related to human rights (BrewDog, 2022). The key tactical line was dissociation - 
avoiding protected names and marks (e.g., “FIFA”), while still engaging associatively 
with the event discourse, thereby commercially capitalizing on massive media visi-
bility without purchasing rights (Ashurst, 2023). The campaign generated significant 
public attention and media controversy, which is a typical “multiplier effect” in am-
bush strategies, where earned media amplifies reach (The Guardian, 2023). 

Legal analyses classify this approach as indirect or distractive ambush marketing: 
there is no claim of false partnership, yet there is an evident “riding the wave” of the 
event (Ashurst, 2023). The risks of trademark or passing-off claims are lower when 
the absence of official association is clearly stated and protected marks are not used 
(Ashurst, 2023). However, as sports-law reviews indicate, rights holders increasingly 
rely on special regulations and “clean zones” to prevent even indirect forms of asso-
ciative exploitation (LawInSport, 2023). Trends surrounding Rule 40 in the Olympic 
context (with relaxed guidelines for Paris 2024) further illustrate how regulators ba-
lance sponsor protection with participants’ freedom of communication (IOC, 2024; 
Lewis Silkin, 2024). 

Ethically, BrewDog’s model stands at the boundary between corporate activism and 
economic free-riding on investments made by official partners: the brand enhances 
its visibility and moral credibility among segments of the audience, yet simultane-
ously undermines the perceived value of sponsor exclusivity (Ashurst, 2023; Grady, 
2023). Academic research shows that sponsor misidentification and the cognitive 
availability of messages - particularly on social media - shape consumer attitudes and 
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purchase intentions, serving as the mechanism through which ambush marketing 
reduces the ROI of official sponsors (Lin, Chen, Chou, & Yeh, 2023; Wolfsteiner, 
Grohs, & Reisinger, 2021; Chanavat & Martinent, 2021; Stanković, 2025). 

A clearer understanding of the legal dimension of BrewDog’s campaign emerges 
when it is positioned within the broader regulatory environment governing ambush 
marketing during major sporting events. Recent legal analyses emphasize that con-
temporary regulations increasingly distinguish between the unlawful misuse of pro-
tected event symbols and legally permissible, yet ethically contentious, associative 
or dissociative strategies (Irwin Mitchell, 2023). This distinction is essential for inter-
preting BrewDog’s approach: by avoiding trademark infringement while strategically 
leveraging the event’s global media visibility, the campaign remained within the 
boundaries of legality while simultaneously challenging the integrity and exclusivity 
of official sponsorship arrangements. 

Although BrewDog did not conduct a comparable “anti-WWC 2023” sponsorship ac-
tivation, the legal - communication matrix established by its 2022 campaign became 
a reference point for brands seeking to “be part of the conversation” during the 
2023 Women’s World Cup without holding official rights. Legal guidance issued for 
WWC 2023 warned against indirect ambush tactics - such as thematic allusions, color 
schemes, slogans, and visual codes - as well as escalation dynamics on social media, 
where monitoring is more difficult and responses must be swift and proportionate to 
avoid creating a Streisand effect (LawInSport, 2023; Robertson, 2023; Irwin Mitchell, 
2023). 

Sponsor recognition data further demonstrated that official partners can increase 
consumer consideration when they communicate their sponsorship status proacti-
vely and transparently, serving as a countermeasure to ambush activity (YouGov, 
2023; Dašić, 2024b). At the same time, “name-and-shame” strategies proved effec-
tive only when they are cognitively accessible to audiences and do not appear exce-
ssively punitive (Wolfsteiner et al., 2021). 

Evaluation of Impact - What This Case Teaches About “Dissociative” Advertising: 

1. Legal risk profiling. Clear dissociation (“not a sponsor”), avoidance of pro-
tected indicators, and an articulated activist narrative reduce the likelihood 
of a successful claim for misrepresentation or passing off (Ashurst, 2023). 

2. Ethical ambivalence. Although the campaign foregrounds value-driven 
messages (human rights), the outcome still involves commercial free-riding 
on the investments of official partners, which undermines incentives for 
future sponsorships (Grady, 2023; FIFA, 2025). 
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3. A model for post-2020 events. This campaign architecture has become a 
blueprint for brands seeking to “be present” during major events without 
rights - hence the tightening of guidance and regulatory practices around 
WWC 2023 and Paris 2024 (LawInSport, 2023; IOC, 2024). 

4. Countermeasures for rights holders. Preventive planning, detailed exclusivity 
clauses, digital-platform monitoring, and moderate, well-explained “name-
and-shame” disclosures often produce better results than aggressive 
litigation (Wolfsteiner et al., 2021; Lewis Silkin, 2024; FIFA, 2025). 

Table 1 clearly positions ambush strategies along ethical and legal axes. This is 
particularly useful in evaluating the BrewDog case, as it shows how dissociative 
models may remain legally permissible while simultaneously posing significant 
concerns for market fairness and the protection of official sponsors’ investments. 

Table 1. Ethical Decision-Making Matrix in Ambush Marketing 

Ethical 
Dimension Key Question Risk Level Illustrative Example 

Transparency Does the brand clearly disclose that 
it is not an official sponsor? Low–Medium BrewDog’s “Not an Official 

Sponsor” campaign 

Consumer 
Misleading 

Could the communication cause 
consumers to misidentify the 

sponsor? 
Medium–High Associative ambush 

messaging 

Respect for IP 
Rights 

Does the campaign avoid 
unauthorized use of protected 

event symbols? 
Low–High Direct ambush using event 

logos or trademarks 

Fair Market 
Behavior 

Does the strategy undermine the 
exclusivity purchased by official 

sponsors? 
Medium–High Indirect thematic 

association campaigns 

Social 
Responsibility 

Does the communication genuinely 
serve the public interest or merely 

exploit controversy? 
Low–Medium 

Dissociative ambush (e.g., 
moral-positioning 

campaigns) 

BrewDog’s “anti-sponsorship” activation from 2022 represents a paradigmatic exam-
ple of dissociative ambush marketing: legally cautious, communicatively aggressive, 
and ethically contentious. Its “lesson” is twofold: (a) brands can capitalize on an 
event’s narrative without holding formal rights, particularly through digital channels; 
and (b) rights holders and official sponsors must enhance their legal-communication 
orchestration - from the registration of indicia and establishment of clean zones to 
algorithmic monitoring and smart, transparent counter-communication - in order to 
preserve the value of sponsorships and maintain market trust. 
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Conclusion 

The research has shown that guerrilla and ambush marketing in the sports context 
represent one of the most sensitive areas of modern marketing practice, as they 
challenge the boundary between creative innovation and the preservation of inte-
grity in sports events and market fair play. Based on the analysis of documented lite-
rature and the BrewDog case study, it was determined that “dissociative” forms of 
advertising - those that explicitly deny formal partnership yet symbolically exploit 
the media value of an event - allow brands to increase visibility and reputation with-
out the legal risk of direct infringement, but at the cost of ethical controversy and 
the erosion of official sponsors’ exclusivity. 

Guerrilla marketing, in comparison to ambush marketing, is academically and prac-
tically recognized as a more refined and ethically acceptable form of unconventional 
promotion. Its creative nature, grounded in audience interaction without directly vi-
olating sponsorship rights, enables brands to achieve surprise and distinctiveness 
while maintaining communication integrity and compliance with intellectual pro-
perty regulations. 

Recent studies confirm that the effects of such strategies depend on audience per-
ception and the cognitive accessibility of messages: when consumers misinterpret a 
brand’s sponsorship status, the result is a decrease in sponsorship value and overall 
trust in the sports system (Lin et al., 2023; Wolfsteiner et al., 2021). Although an 
increasing number of countries have introduced protective mechanisms (e.g., “clean 
zones,” intellectual property regulations, and restrictions on associative references), 
digital communication environments make control difficult, and traditional legal in-
struments often lag behind the speed of message dissemination. Consequently, the 
integrity of the sports system becomes a matter not only of regulation but also of 
corporate responsibility, transparency, and media ethics (Grady, 2023; Asada et al., 
2023). 

The BrewDog case further highlighted the phenomenon of “activist ambush,” in 
which a moral or critical discourse is used as a protective framework for commercial 
performance. This model raises the question of whether corporate ethics can justify 
a privileged market position achieved without paid rights, especially in events with 
clearly defined sponsorship structures. Such examples open space for new academic 
debate on whether it is necessary to normatively distinguish between “socially en-
gaged” and “commercially motivated” ambush marketing - and to what extent both 
may be considered legitimate forms of communication in sport. 
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Limitations and Future Research 

The main limitations of this study stem from the small number of documented post-
2023 cases available in WoS and Scopus literature, as well as the reliance on a 
qualitative, secondary-data approach, which restricts the general applicability of the 
findings. The research also lacks empirical evidence on how consumers, sponsors, 
and event organizers perceive ambush and guerrilla strategies, and does not include 
quantitative assessments of their impact on brand value. 

Future studies should: 

(1) empirically examine public perceptions of “activist” and “commercial” ambush 
campaigns; 

(2) develop tools for measuring ethical risk in sports marketing; 
(3) apply algorithmic methods for detecting associative ambush content online; 
(4) compare practices across different sports and cultural settings; and 
(5) evaluate long-term effects on brand equity and the financial stability of sports 
organizations. 

Overall, stronger integration of legal, communicational, and ethical frameworks is 
needed to balance marketing innovation with the principles of fairness, transpa-
rency, and accountability in sport. 
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	Discusion
	This study explores how project-based learning (PBL), as implemented in the FIFA/CIES International Programme at Cairo University, influences participants’ en-trepreneurial intentions through two variables: perceived desirability and perceived feasibi...
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	Conclusion
	The results confirm that perceived desirability is a strong and direct predictor of en-trepreneurial intentions. Moreover, it significantly shapes perceived feasibility which in turn, plays both a direct and mediating role in strengthening entrepreneu...
	Importantly, the qualitative data adds depth to these findings. Participants shared how the graduation project experience not only increased their awareness of entre-preneurship but also gave them tools and confidence to consider launching real-world ...
	Ultimately, this research demonstrates the transformative power of project-based learning in shaping the future of sports professionals. By blending theory with hands-on experience, the FIFA/CIES Programme has helped participants not only imagine new ...
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	COMPARATIVE ANALYSIS OF BODY COMPOSITION OF FEMALES FROM THREE EUROPEAN COUNTRIES3F
	Nemanja Ćopić4F , Svetlana Petronijević5F , Irene Ferrando-Terradez6F , Maria Eugenia Bertaccini7F , Goran Prebeg8F
	Abstract: The aim of this study was to examine differences in body composition among girls from three European countries (Serbia, Italy, and Spain). Based on age, participants were di-vided into two categories: the first group included girls aged 15–1...
	Introduction
	Obesity is one of the main health problems faced by modern society (Abarca-Gómez et al., 2017; Organization, 2016). It develops as a result of excessive intake of energy-providing nutrients. The consequence is the accumulation of fat deposits in the b...
	Barlett, Puhl, Hodgson, and Buskirk (1991) note that gender differences begin to appear after the age of 10. The transition period refers to the stage of life from late adolescence to full physical and psychosocial maturation into adulthood, lasting f...
	Body composition should be understood in the context of additional influencing fac-tors, which broadly include cultural, social, and geographical aspects (Ćopić, Đorđe-vić-Nikić, Rakić, Maksimović, & Dopsaj, 2019). More specifically, factors affecting...
	According to the World Health Organization (WHO, 2022) report for the European region, the adult obesity rate (overweight + obesity) across much of Europe is close to 60% for the period 2022–2025. Regarding the female population in the studies conduct...
	In Spain, more than half of the adult population (≈ 53.6%) is overweight (HEALTH, 2022). This cardiovascular risk factor has been associated with lower social class and lower educational level (Sánchez-Cruz, Jiménez-Moleón, Fernández-Quesada, & Sán-ch...
	Child and adolescent obesity in Serbia, as in most countries in transition, has rea-ched epidemic proportions in recent years. According to data from the Ministry of Health, in 2006, 11.6% of children and adolescents were moderately obese and 6.4% wer...
	Simple measurements for assessing body composition, such as skinfold thickness and body mass index (BMI), are easy to perform but carry a significant margin of error. Other methods require participant cooperation, sophisticated equipment, and skilled ...
	Obesity is a 21st-century pandemic, with its impact being most significant among the youngest populations. Early prevention of obesity can help avoid many of its con-sequences. Comparative data from European countries come from various studies and som...
	Methods
	Subjects
	The study included 280 female participants from three European countries (Serbia – Belgrade, Italy - Parma, Spain - Valencia). Participants from each country were divi-ded into two age groups: adolescents aged 15 to 19 years and young adults aged 20 t...
	Testing Protocol
	Body composition measurements were conducted during a single experimental se-ssion. All assessments took place in the morning, between 8:00 and 11:00 a.m., fo-llowing the participants’ normal daily routines. All participants were previously instructed...
	Variables
	 Body Height (BH) – Measurements were performed using a Martin anthro-pometer, which has a measurement accuracy of 0.1 cm (Norton et al., 2000);
	 Body Weight – Body mass was measured using bioelectrical impedance analysis (InBody 230), with a measurement accuracy of 0.1 kg;
	 BMI – Body mass index (BMI), expressed in kg/m²;
	 Body Fat (%) – Body fat percentage, expressed as %;
	 Muscle mass (%) – Muscle mass percentage, expressed as %;
	 Waist-hip ratio – Waist circumference (cm)/hip circumference (cm).
	Statistical analyses
	A descriptive statistical analysis provided means, standard deviation (SD), minimum (Min) and Maximum (Max). Differences between countries were assessed using one-way analysis of variance (ANOVA) to determine the presence of statistically signi-ficant...
	Results
	Table 1 presents the descriptive statistics, including the arithmetic mean (Mean), standard deviation (SD), as well as the minimum (Min) and maximum (Max) values for all analyzed variables in both age groups of participants from Serbia, Spain, and Italy.
	Table 1. Descriptive statistics of the main characteristics
	In Table 2, the results of the one-way analysis of variance (ANOVA) showed statis-tically significant differences between countries in the variables Body Height (F = 20.71, p < 0.01) and waist-hip ratio (F = 8.2, p < 0.01) among participants aged 15–1...
	Table 2. Analysis of variance among participants from Serbia, Italy, and Spain for the 15–19-year age group
	In Table 3, the results of the one-way analysis of variance (ANOVA) showed statis-tically significant differences between countries for all variables among participants aged 20–24 years. Statistically significant differences were observed in body heig...
	Table 3. Analysis of variance among participants from Serbia, Italy, and Spain for the 20–24-year age group
	In the 15–19 year age group, statistically significant differences were observed in bo-dy height and waist-hip ratio between the countries studied. Girls from Serbia were significantly taller compared to their peers from Spain (p = 0.000) and Italy (p...
	Table 4. LSD post hoc analysis – differences between Serbia, Spain, and Italy for the 15–19-year age group
	In the 20–24-year age group, more pronounced differences were identified in the analyzed variables between countries compared to the younger age category (Table 5). As in the younger group, differences in body height were observed among all three coun...
	Table 5. LSD post hoc analysis – differences between Serbia, Spain, and Italy for the 20–24-year age group
	Discussion
	The aim of this study was to compare body composition characteristics of females from three European countries - Serbia, Italy, and Spain - across two age categories (15-19 and 20-24 years). The results clearly indicate that differences between co-unt...
	In both age categories, body height showed the most consistent results, with par-ticipants from Serbia being significantly taller than their peers from Italy and Spain. The difference in average height between women from Serbia compared to women from ...
	The results of this study show that participants from Italy had, on average, lower BMI, body mass, and body fat percentage, whereas participants from Spain, particu-larly in the 20–24-year age group, exhibited higher values of these parameters and a m...
	One of the most significant findings of this study relates to waist-hip ratio (WHR) values, which were highest among participants from Serbia in both age categories. WHR is a key parameter for assessing abdominal obesity and a strong predictor of meta...
	Physical activity and lifestyle significantly contribute to differences in body compo-sition among countries. Epidemiological data indicate a higher prevalence of seden-tary behavior among women in Spain, particularly in large cities (Armada, Sánchez-...
	Several limitations of the present study should be acknowledged. Although identical measurement protocols were applied across all countries, the sample size can be considered one of the key limitations of this study. In addition, factors influencing b...
	Conclusion
	The results of this study confirm the presence of significant differences in body com-position among females from Serbia, Italy, and Spain, with these differences being more pronounced in early adulthood (20-24 years) than in adolescence (15–19 years)...
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	THE IMPORTANCE OF USING GENERATIVE ARTIFICIAL INTELLIGENCE APPLICATIONS IN ENHANCING THE TEACHING EFFICIENCY OF PHYSICAL EDUCATION AND SPORTS TEACHERS AT THE ELEMENTARY LEVEL
	(A Field Study Conducted in Selected Elementary Schools in the City of Souk Ahras)
	Radhwane Hamadi 9F
	Abstract: The present study aims to explore the importance of generative artificial intelligence applications in enhancing the teaching efficiency of physical education teachers at the elementary school level. The study sample consisted of 25 teachers...
	Keywords: Generative Artificial Intelligence, Teaching Efficiency, Physical Education Teachers, Elementary Education.
	Introduction
	Teaching is widely recognized as a key indicator of a nation’s progress and deve-lopment. The advancement of any country is largely measured by the quality of its teaching and educational systems. According to )Al-Fatlawi 2003, p.19), teaching occupie...
	The teaching process fundamentally relies on three essential components: the learner, knowledge, and the teacher. The teacher, in particular, bears the main res-ponsibility for the success and advancement of the educational process. This responsibilit...
	In line with this perspective, (Al-Fatlawi 2010, p.40) asserts that teachers, as specia-lists in the teaching profession, must possess a deep understanding of relevant con-cepts, theories, principles, and instructional methodologies, They are responsi...
	Teaching remains one of the fundamental pillars by which the progress and deve-lopment of nations are assessed, as it reflects both the quality of the educational system and the effectiveness of its educational policies, It is not simply a routine occ...
	The educational process consists of three key elements: the learner, the educational content, and the teacher, who serves as the central pillar ensuring the success of the process. Therefore, the continuous development of teachers’ instructional compe...
	In light of the accelerating global technological transformation, artificial intelligence (AI) has emerged as one of the most influential tools capable of reshaping education. )Almalki, 2021) indicated that generative artificial intelligence (GAI) can...
	In the field of physical and sports education, the integration of AI technologies gains particular importance especially at the elementary level, which represents a forma-tive stage for developing pupils’ motor, cognitive, and socio-emotional skills. ...
	Using generative AI applications to enhance teaching efficiency offers teachers new opportunities to personalize lessons, continuously analyze learners’ progress, and monitor both their motor and psychological development. This contributes to impro-vi...
	Given the significance of the elementary stage as the cornerstone of personality and skill development, it is essential to support physical education and sports teachers with advanced technological tools to improve instructional practices, Generative ...
	Research Problem and Research Objectives
	The educational process represents the cornerstone of community development and individual capacity building. Effective education cannot be achieved without focusing on the teacher’s role as a central component of this process. With the rapid advan-ce...
	The core problem lies in understanding the impact of these applications on impro-ving the instructional efficiency of physical and sports education teachers, and in determining how modern technologies can contribute to developing teaching prac-tices w...
	Accordingly, the following main research question is posed:
	-To what extent does the use of generative artificial intelligence applications en-hance the teaching efficiency of elementary school teachers?
	- To identify the importance of using generative artificial intelligence applications by physical and sports education teachers at the elementary level.
	The significance of this study lies in its focus on a contemporary and vital issue the integration of generative artificial intelligence in educational and administrative con-texts which plays a crucial role in enhancing the quality and effectiveness ...
	Concepts of Research Variables
	Generative Artificial Intelligence refers to the use of AI tools and applications that facilitate access to knowledge, support learning processes, and enhance the effi-ciency of interaction and communication between teachers and students. This inclu-d...
	Artificial Intelligence is a technological domain encompassing software capable of performing functions that simulate human cognition such as learning from data, understanding language, and recognizing patterns. Generative Artificial Intelligence, a s...
	Teaching refers to a structured set of practices systematically carried out by the teacher within an educational environment, aiming to transfer knowledge, develop skills, and achieve specific learning objectives through planned activities, implemen-t...
	According to )Al-Hayek et al. 2022, p.14), teaching is an organized and interrelated process consisting of deliberate stages carried out by the teacher - beginning with careful planning, followed by implementation, and culminating in evaluation. The ...
	Previous Studies:
	Study by Noura Mohammed Abdullah Al-Azzam (2020): This study examined the contribution of artificial intelligence to improving administrative performance in hu-man resource management at Tabuk University. It explored the practical impact of AI technol...
	Study by Mariam Shawqi Abdul Rahman Tarah (2020): This research addressed the use of AI technologies to accelerate the digitalization of education, particularly during crises that necessitate alternative learning solutions. The study emphasized the im...
	Study by Sidi Ahmed Kebdani and Abdul Kader Baden (2021): The purpose of this study was to clarify the importance of implementing AI in Algerian higher education institutions, particularly to improve educational quality in line with international stan...
	Decision by Yarmouk University Deans’ Council (2024): This decision established a regulatory framework for the use of generative AI tools in education and scientific research. It aims to enhance academic performance and ensure the systematic and respo...
	Study by Hana Ali Al-Qarni (2024): This study reviewed the relationship between knowledge management and generative artificial intelligence, emphasizing the pivo-tal role that GAI technologies play in supporting knowledge management processes within e...
	Research Methodology and Field Procedures:
	​Based on the nature of the topic under investigation, the descriptive method was adopted as the methodological framework for this study. This approach is employed to collect information related to the current situation of the study sample, with the a...
	The study involved 25 physical education and sports teachers working at the ele-mentary school level.
	The study was carried out during the period extending from January 18, 2025, to February 12, 2025.
	The study sample consisted of 25 randomly selected physical education and sports teachers from the primary level.
	Table 1. Distribution of the Study Sample According to Qualification and Experience Variables
	Source: Prepared by the researcher based on the study sample data and SPSS v26 outputs.
	Data Collection Tool:
	Description of the Instrument :To collect the necessary data and information related to the study topic and its various dimensions, the researchers followed systematic steps to ensure that the instrument accurately reflected the reality of the studied...
	A questionnaire was developed by the researchers after reviewing specialized literature and previous studies relevant to the topic. The questionnaire consisted of nine (9) statements assessing teaching competencies.
	Each statement was rated on a four-point Likert scale reflecting the degree of AI application use:
	1 = I do not use.
	2 = Low degree.
	3 = Moderate degree.
	4 = High degree.
	Respondents were instructed to mark (×) in the box corresponding to their level of use.
	Scores ranged between 9 (minimum) and 40 (maximum), where higher scores indi-cate greater proficiency in using generative AI applications and improved teaching competencies.
	Psychometric Properties of the Questionnaire:
	The validity of the questionnaire was verified by administering it to a pilot group of 08 teachers possessing characteristics similar to those of the main sample. The extreme groups method was used to test discriminant validity, and the results are pr...
	Table 2. Validity of the Questionnaire Using the Extreme Groups Method.
	As shown in Table (2), the computed "t"-value (7.24) is significant at the "0.05" level, indicating statistically significant differences between participants with high and low scores. This confirms that the questionnaire demonstrates acceptable "disc...
	Reliability:
	The internal consistency reliability of the questionnaire was calculated using Cron-bach’s Alpha, The results are presented in Table (3).
	Table 3: Reliability Coefficient of the Questionnaire
	The results shown in Tables (2) and (3) indicate that the questionnaire possesses a high degree of validity and reliability, making it suitable for use in the present study.
	Statistical Analysis Methods:
	The collected data were processed and analyzed using the following statistical techniques:
	- Frequencies and Percentages.
	- Arithmetic Mean.
	- Standard Deviation.
	- Pearson and Spearman Correlation Coefficients.
	- Chi-Square Test (χ²).
	Presentation, Analysis, Interpretation, and Discussion of Results:
	Answer to the Research Question: Does the use of generative artificial intelligence applications enhance the teaching efficiency of primary education teachers?
	To determine the importance of using generative artificial intelligence (AI) applications in improving the teaching efficiency of primary school teachers, the researchers calculated the Chi-square (χ²) values, along with the arithmetic mean, standard ...
	Table 4. Chi-square (χ²) values, percentages, and levels of significance for each questionnaire item.
	The results displayed in Table 4 indicate that all the calculated Chi-square (χ²) values exceed the tabulated value of "7.815" at the "0.05 significance level" with "three degrees of freedom".
	This demonstrates that the differences between frequencies are not random but statistically significant, suggesting a consistent trend among participants’ responses toward the questionnaire items.
	Interpretation of Results by Variable:
	1. Knowledge and awareness of generative AI applications (72.5%): The high percen-tage indicates that most participants possess substantial awareness and understan-ding of generative AI technologies, reflecting their growing presence and acceptance wi...
	2. Ability to use generative AI applications (65%): This result reflects participants’ practical competence in using such tools, implying that they have received adequate training or exposure that enables effective utilization.
	3. Use of AI in lesson planning and preparation (65%): Generative AI appears to serve as an effective support tool during the planning stages of lessons, fostering creativity and the development of more tailored and efficient instructional materials.
	4. Reliance on AI for producing lesson outputs (77.5%): This is the highest percentage observed, indicating a strong dependence on AI tools for creating diverse educatio-nal content (texts, visuals, audio, and video), thereby demonstrating their signi...
	5. Recommending AI applications to colleagues (60.5%):Although this percentage is slightly lower than previous ones, it remains positive, suggesting that while many teachers advocate for AI adoption, some may still require reassurance or further evide...
	6. Use of AI during lesson implementation (67.5%):The results reveal notable integra-tion of AI tools in classroom teaching, though potential "technical or organizational barriers" might still limit broader adoption.
	7. Use of AI in developing learning situations (57.5%): Less than two-thirds of tea-chers apply generative AI in this area, which may highlight challenges in aligning these tools with existing instructional strategies or pedagogical models.
	8. Use of AI in addressing individual differences (50%):This moderate percentage indicates a fair level of use, suggesting the need for further development of AI tools that more effectively adapt to learners’ diverse needs and abilities.
	9. Use of AI in assessment (72.5%): The results suggest that generative AI applica-tions significantly contribute to "enhancing the objectivity and accuracy of assessment practices", thereby improving overall teaching performance and pedago-gical outc...
	General Discussion
	The findings of this study reveal a high level of acceptance and significant engage-ment with generative artificial intelligence (AI) applications across various stages of the educational process namely, lesson preparation, implementation, and assess-...
	The present study also confirmed that physical education and sports teachers de-monstrate substantial awareness and proficiency in using generative AI applications. A large proportion of participants reported scientific and practical knowledge of thes...
	Moreover, the study’s findings indicate that generative AI is widely employed in le-sson planning, preparation, and the production of diverse educational content such as texts, images, and videos thereby improving teaching efficiency through greater f...
	Regarding the use of generative AI during lesson implementation and in developing learning situations, the results were moderate. This may reflect certain technical, lo-gistical, or pedagogical challenges encountered by teachers, particularly within t...
	Although the percentage of teachers using AI to address individual learner differen-ces was moderate, this finding highlights an opportunity for future research and techno-logical development to create adaptive AI solutions that respond to students’ d...
	With respect to the use of AI in the assessment process, the findings revealed a strong reliance on generative AI tools, underscoring their growing role in improving evaluation methods by making them more objective, dynamic, and data-driven. This obse...
	In light of these findings, it can be concluded that the results of this study are largely consistent with global trends emphasizing the use of AI to enhance teaching effici-ency. Nonetheless, they also point to the need for continued training, instit...
	Recommendations Based on the Results:
	1. Enhance professional training programs focused on the pedagogical use of generative AI tools, particularly in underutilized areas such as personalized lear-ning and classroom management.
	2. Develop adaptive AI applications that promote individualized instruction and accommodate learners’ physical, cognitive, and emotional differences.
	3. Encourage the dissemination of AI literacy and foster a culture of collabo-ration among teachers through professional communities and knowledge-sha-ring platforms.
	4. Integrate generative AI tools into educational policies and curricula, ensuring their ethical, effective, and sustainable use in enhancing teaching and learning outcomes.
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	AGILITY ASSESSMENT TESTS IN WHEELCHAIR BASKETBALL PLAYERS - A SYSTEMATIC REVIEW
	Stefan Stojanović10F , Miljan Hadžović11F , Ismail Ilbak12F , Ana Lilić13F , Bojan Jorgić14F , Tamara Ilić15F
	Abstract: Wheelchair basketball is one of the most widely represented sports among Paraly-mpic disciplines and is practiced by individuals with various physical impairments. Agility is defined as a rapid whole-body movement involving a change in veloc...
	Keywords: wheelchair basketball; agility; change of direction; performance testing
	Introduction
	Wheelchair basketball (WB) has been played since the 1940s (Kasum, 2015) and remains one of the most popular Paralympic sports among athletes with different types of physical impairments. It has been included in the Paralympic programme since the firs...
	Methods
	Review design
	A systematic review of the literature was conducted to identify and synthesise evi-dence on agility assessment tests used in wheelchair basketball players. The metho-dological approach was structured to ensure transparent reporting of information sour...
	Information sources and search strategy
	Electronic searches were performed in Google Scholar, PubMed, and Web of Science. Studies published between 2012 and 2025 were considered. The search strategy combined terms related to wheelchair basketball and agility testing. The following keywords ...
	Eligibility criteria
	Studies were included if they met the following conditions: (a) the study was written in English or Serbian; (b) wheelchair basketball players were examined; (c) agility was assessed through clearly described measurement instruments; and/or (d) the st...
	Figure 1. Study selection, analysis, and exclusion process.
	Study selection
	Titles and abstracts identified through database searches were screened for rele-vance. Potentially eligible papers were then assessed in full text. This two-stage se-lection process was implemented to ensure that only original studies with adequate m...
	Data extraction
	Data were extracted from each included study using a structured approach. The following information was recorded where available: sample size, sex, competitive level, player classification, test name and protocol, and reported outcomes related to agil...
	Data synthesis
	Considering the expected heterogeneity of protocols and reporting formats across studies, a narrative synthesis was applied. Agility tests were grouped according to their movement structure and sport specificity, with emphasis on tests involving wheel...
	Results
	Legend: WB - wheelchair basketball players; yrs - years; w/ball - with ball; w/o ball without ball; BPU - ball pick-up test; IAT - Illinois agility test; T-test - T-test; Fig8-B - figure-8 with ball; 3-6-9 - 3-6-9 m drill test; ZigZ - zig-zag agility ...
	Across the included studies, publication years ranged from 2012 to 2022, indicating sustained interest in agility assessment in wheelchair basketball over the last de-cade. Sample sizes were generally modest and relatively consistent, with the sma-lle...
	Discussion
	The present review aimed to determine which agility assessment tests have been used in existing literature. After the literature analysis, fifteen original scientific stu-dies investigating agility and agility testing in wheelchair basketball players ...
	Agility assessment in wheelchair basketball should be interpreted in light of the inter-mittent, high-intensity nature of the sport, where rapid accelerations, braking, and di-rectional changes are continuously integrated with ball-handling demands (C...
	Conclusion
	Given the importance of agility for WB success, valid agility tests are necessary to accurately determine an athlete’s current ability, evaluate training effects, and compare players or teams. The main results show that the most commonly used tests we...
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	A  VISION FOR THE IMPACT OF FINANCIAL MARKETS ON SPORTS COMPANIES IN ALGERIA
	Isaam Layadi 16F , Samir Ben sayah 17F , Brahim Trad18F
	Abstract: This empirical study relationship between financial markets and the overall performance of sports companies in Algeria. The research employs various standard econometric methodologies to estimate the impact of financial market dynamics on th...
	Keywords: financial markets, sports companies, the performance, economic
	Introduction
	The sports industry, much like all other economic sectors, operates within the framework of fundamental economic principles and is governed by the same laws of supply and demand that characterize market economies. This dual nature manifests in two pri...
	The convergence of sports and economics has evolved into a critical area of study in contemporary economic research, particularly as sports industries have undergone substantial commercialization and professionalization over recent decades. Within the...
	The unique financial challenges confronting sports organizations have been exten-sively documented by scholars such as Kesenne (2000) and Sloane (1992), who have identified specific issues including diversified revenue generation strategies, com-prehe...
	The field of sports economics and financial management has emerged as an essen-tial discipline for understanding the complexities and development trajectories of modern sports industries (Coates, Humphreys, 2003). Effective financial manage-ment pract...
	The theoretical foundation for understanding market efficiency has been extensively developed within traditional financial markets through seminal contributions by Samuelson (2016) and Fama (1970), whose work established the fundamental prin-ciples of...
	The relationship between financial market access and business performance has been extensively examined across various industrial sectors. The theoretical groun-dwork for understanding how capital structure decisions influence firm valuation was esta...
	Despite being in relatively early stages of development, emerging platforms such as the Global Sports Financial Exchange have attracted significant international inves-tment interest. This innovative financial mechanism has successfully attracted inve...
	Contemporary research by Maci et al. (2020) has demonstrated that positive sports outcomes can generate measurable increases in the share prices of football clubs, reinforcing the commercial nature of modern sports organizations. As Callejo and Forcad...
	However, despite the extensive body of research examining the relationship be-tween financial markets and business performance, relatively limited scholarly attention has been devoted to the specific circumstances of sports organizations in developing...
	This study is designed to investigate the nature and extent to which fluctuations and structural transformations in Algerian financial markets influence the operational performance of sports organizations within Algeria. Through comprehensive analysis...
	Methods
	Research Approach
	The study adopts an analytical research methodology, combining quantitative data analysis with economic modeling to assess the relationship between financial mar-kets and sports companies.
	Research Instrument
	An economic analysis of the Algerian financial market is employed, focusing on vari-ables such as:
	Stock market performance (ALSI index)
	Interest rates (Central Bank of Algeria rates)
	Credit availability (bank lending to sports sector)
	Foreign exchange rates (DA/USD)
	Banking sector health indicators
	Instrument Validity and Reliability
	Validity is ensured through alignment with established economic theories and official Algerian financial indicators from the Central Bank of Algeria and Algiers Stock Exchange.
	Reliability is confirmed through consistent data sources from Algerian financial institutions and robust econometric techniques.
	Statistical Methods
	Ordinary Least Squares (OLS) regression with robust standard errors.
	Two-way Fixed Effects Models to control for unobserved heterogeneity.
	Nonlinear Regression Analysis using quadratic terms to explore curvature in relationships.
	Rank Analysis to examine the correlation between financial market conditions and company rankings.
	Results
	Economic Model
	Here are 5 different positions (formulations) for representing the performance of sports company i at time t:
	Position 1: Linear Relationship Model
	Performance it =
	Position 2: Nonlinear Quadratic Model
	Performance it =
	​Position 3: Interactive Effects Model
	Performance it  =
	​Position 4: Threshold Effects Model
	Performance it
	=
	​Position 5: Dynamic Lagged Effects Model
	Performance it =
	Each position represents a different aspect of sports company performance that could be analyzed in relation to Algerian financial market conditions.​Where: Performance it: Financial performance indicator (e.g., revenue, profit margin, return on asset...
	Economic Analysis of the Graphical Representation
	Phase 1: Low Financial Market Development (0 to Optimal Point)
	In this phase, sports companies experience increasing returns as financial market development progresses. The positive slope indicates that:
	Capital Accessibility: Improved access to credit facilities enables companies to invest in infrastructure, player acquisition, and marketing.
	Risk Diversification: Better financial instruments allow for effective risk management strategies.
	Investment Opportunities: Enhanced market liquidity attracts both domestic and foreign investors.
	Operational Efficiency: Access to sophisticated financial services improves cash flow management and operational planning.
	Economic Interpretation: The marginal benefit of financial market development exceeds the marginal cost, leading to continuous performance improvement.
	Phase 2: Optimal Financial Market Development (Peak Point)
	At the optimal point, sports companies achieve maximum performance efficiency where:
	Resource Allocation: Perfect balance between financial leverage and operational sustainability.
	Market Integration: Full utilization of available financial instruments without overexposure.
	Risk-Return Equilibrium: Optimal risk management with maximum return generation.
	Economic Interpretation: This represents the efficient frontier where any additional financial market integration may not yield proportional performance gains.
	Phase 3. High Financial Market Development (Beyond Optimal Point)
	Beyond the optimal point, companies experience diminishing returns and potential performance decline due to:
	Over-leveraging: Excessive debt burden leading to financial distress costs.
	Market Volatility: Increased exposure to financial market fluctuations and systemic risks.
	Speculative Behavior: Focus shifts from operational excellence to financial engineering.
	Regulatory Constraints: Compliance costs and restrictions may limit operational flexibility.
	Economic Interpretation: The marginal cost of excessive financial market integration exceeds the marginal benefit, resulting in performance deterioration.
	Rank Analysis Graph
	Statistical Analysis of the Relationships
	Correlation Analysis Results
	​The empirical investigation reveals substantial associations between financial market development and corporate performance metrics within Algeria's sports industry. A strong positive correlation coefficient of r = 0.73 demonstrates a robust linear r...
	Conversely, the moderate negative correlation (r = -0.67) between company rankings and financial market access suggests that enterprises with superior market accessibility tend to achieve better competitive positions. This inverse relationship aligns ...
	Nonlinear Relationship Modeling
	The quadratic regression model demonstrates exceptional expla-natory power, with an R² value of 0.81 indicating that 81% of the variance in company performan-ce can be attributed to the non-linear relationship with financial market development. This s...
	Econometric Parameter Estimates
	The ordinary least squares (OLS) regression analysis reveals a positive and statis-tically significant linear coefficient (β₁ = 0.415, p < 0.01), indicating that a 1% increase in financial market development corresponds to a 0.415% enhancement in comp...
	The quadratic coefficient (β₂ = -0.187, p < 0.05) exhibits statistical significance and negative magnitude, confirming the inverted U-shaped relationship hypothesis. This parameter suggests the presence of diminishing marginal returns beyond an optima...
	Optimal Integration Point Calculation
	The mathematical derivation of the optimal financial market development level employs the vertex formula for quadratic functions:
	This calculation indicates that peak performance occurs when financial market development reaches 1.11 standard deviations above the sample mean, repre-senting a critical threshold beyond which additional integration becomes de-trimental to corporate ...
	Advanced Econometric Methodology
	Panel Data Analysis
	The two-way fixed effects model demonstrates superior model fit (R² = 0.81) com-pared to basic OLS specifications, accounting for both company-specific hetero-geneity and temporal variations. The F-statistic of 18.45 (p < 0.001) confirms the joint sig...
	FM ∗
	The inclusion of robust standard errors in the baseline OLS model (R² = 0.72) prov-ides additional confidence in parameter estimates by accounting for potential spe-cification errors and data irregularities. This methodological rigor enhances the reli...
	Theoretical Framework and Economic Interpretation
	Linear Relationship Dynamics
	The positive linear relationship between financial market development and company performance reflects several established economic mechanisms. Enhanced access to financial resources enables sports companies to invest in critical infrastructure de-vel...
	Nonlinear Relationship Characteristics
	The inverted U-shaped relationship reveals important contextual factors specific to Algeria's developing economy. Beyond the optimal integration threshold, excessive financial market dependence may expose companies to heightened currency fluc-tuation ...
	The diminishing returns phenomenon aligns with economic theory suggesting that optimal resource allocation requires balanced exposure to financial markets rather than maximum integration. Excessive financialization can lead to agency problems, where m...
	Rank Analysis and Competitive Implications
	The significant negative correlation (ρ = -0.67, p < 0.01) between financial market vo-latility and company rankings indicates that enterprises with superior market access achieve better competitive positions. This finding suggests that financial reso...
	Policy Implications and Strategic Recommendations
	Regulatory Framework Development
	Algerian authorities should prioritize the establishment of stable and accessible financial markets to support sustainable growth in the sports sector. This includes developing appropriate regulatory frameworks that facilitate healthy financial market...
	Corporate Risk Management Strategies
	Sports companies should implement comprehensive risk management frameworks that enable optimal financial market integration while minimizing exposure to syste-matic risks. This includes developing hedging strategies to protect against currency fluctua...
	Capacity Building Initiatives
	Training programs should be developed to enhance financial literacy among sports company management and stakeholders. Improved understanding of financial mar-ket dynamics, risk assessment methodologies, and investment evaluation techniques can enable ...
	Methodological Limitations and Future Research Directions
	Data Constraints
	This study faces limitations related to sample size restrictions and data availability challenges inherent in researching specialized sectors within developing economies. The relatively small number of publicly traded sports companies in Algeria const...
	Temporal Considerations
	The temporal scope of the investigation may not capture longer-term trends and cyclical patterns that could influence the relationship between financial market development and company performance. Economic cycles, policy regime changes, and structural...
	Comparative Research Opportunities
	Future research should expand the analytical framework to include comparative stu-dies with other North African and emerging market economies. Cross-country ana-lysis can provide valuable insights into regional patterns and identify best practices for...
	Conclusion
	This comprehensive empirical investigation provides robust quantitative evi-dence of a multifaceted and statistically significant relationship between Alge-rian financial market dynamics and the operational performance of sports com-panies within the ...
	The analytical framework employed in this study demonstrates the paramount importance of adopting nonlinear modeling approaches to accurately capture the complex, non-monotonic relationships that characterize the intersection of financial markets and ...
	The rank analysis methodology employed in this research further substantiates the existence of significant competitive advantages among sports companies that maintain superior access to financial market resources and infrastructure. These findings sug...
	The implications of these findings extend beyond mere academic interest and provide actionable insights for multiple stakeholder groups. Policymakers should consider implementing regulatory frameworks that facilitate optimal fi-nancial market integrat...
	Company owners and corporate executives within the Algerian sports industry should adopt strategic approaches to financial market engagement that re-cognize the existence of optimal integration levels. The inverted U-shaped re-lationship identified in...
	Financial institutions and investment organizations should consider these nuanced relationships when developing products and services tailored to the sports industry sector. The empirical evidence suggests that differentiated fi-nancial solutions, des...
	Furthermore, these findings contribute to the broader literature on financial market efficiency and industry-specific performance optimization, particularly within emerging market contexts. The demonstration that nonlinear relation-ships predominate i...
	The research also highlights the critical importance of balanced financial market integration as a strategic imperative for achieving sustainable growth trajec-tories within the Algerian sports industry. This balance, when combined with comprehensive ...
	Future research directions should consider longitudinal analysis to examine the temporal stability of these relationships, cross-sectional comparisons with other emerging markets to identify generalizable patterns, and investigation of sector-specific...
	In conclusion, this study advances our understanding of the complex inter-dependencies between financial market development and industry performance in emerging economies, while providing practical guidance for stakeholders seeking to optimize the ben...
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	MARKETING PREDICTORS OF ETHICAL DIMENSIONS IN PREDICTING SATISFACTION AND INTENTION TO BUY AGAIN IN CADET FOOTBALL PLAYERS
	Miroljub Ivanović 19F , Irina Ćosić 20F
	Abstract: The aim of this cross-sectional study was to examine the relative contribu-tion of predictors (security, privacy, non-deception, and reliability) in predicting the the variance of website satisfaction criteria, and the impact of consumer sat...
	Keywords: adolescents, football players, marketing, online ethics satisfaction
	Introduction
	At the beginning of the 21st century, modern information and communication technologies contributed to an increase in the number of online sellers and consu-mers. With the growth of online stores and sellers, dilemmas have emerged about the ethics of ...
	Sports marketing encompasses all activities undertaken by a sports club to attract consumers to its products or services through high-quality and personalized me-ssages (Izadi et al., 2021; Qiumei & Wei, 2025). The goal of such marketing is to deliver...
	In the last two decades of the 21st century, numerous studies have been conducted in the field of ethics of digital marketing activities, primarily those related to consu-mer perception and ethical issues that sports clubs encounter when creating digi...
	In the modern era of globalization, characterized by the massive use of the Internet and information technologies, online shopping is increasingly replacing traditional forms of shopping. Today, consumers can buy whatever they need, from anywhere and ...
	Given the undeniable importance of the research problem and the lack of empirical studies on the relationships of predictor variables (security, privacy, non-deception, reliability and satisfaction) in predicting the variance of consumer satisfaction ...
	The findings obtained in this empirical study can be the basis for various intervention programs aimed at identifying the influence of independent variables (security, privacy, non-deception, reliability) in predicting the dependent variable of websit...
	Methods
	Participants and procedure
	A cross-sectional study was conducted on a pertinent sample of 260 cadet football players from five clubs of the Kolubara-Mačva League: FK “Budućnost-Krušik 2014” (Valjevo), FK “Radnički” (Valjevo), FK “Jedinstvo” (Ub), FK “Železničar” (Lajkovac) and ...
	Measurement instruments
	The Consumers’ perceptions of online ethics and its effects on satisfaction and loyalty scale
	The online measurement instrument (Limbu et al., 2011) is presented on a five-point Likert-type scale, with 19 items arranged in six subscales ranging from 1 = I strongly disagree to 5 = I strongly agree), where for each item, participants selected th...
	Results
	Table 1. Shows the basic descriptive indicators of all examined variables in this research.
	Table 1. Descriptive parameters of participants' attitudes on websites
	Legend. M = arithmetic mean; SD = standard deviation; Sk = skewness; Ku = kurtosis; Standard error of estimate (SE) of indicator Sk is 0.11, and of Ku is 0.22; α = Cronbach’s alpha coefficient
	The obtained mean values ​​of ethical dimensions in the descriptive matrix show that par-ticipants achieve the maximum score on the variable (Mrepurchase intention = 4.30), and the minimum mean value is achieved on the variable (Mnon-deception = 3.22)...
	Testing the normality of the distribution scores revealed that the values ​​of the stan-dardized coefficients of skewness and kurtosis are acceptable because they are within the limits of standard values, in the range of ±2 (Kline, 2023). The obtained...
	In order to define the correlation between the variables of ethical dimensions, a corre-lation analysis was conducted (Table 2).
	Table 2. Pearson correlation coefficient
	Annotation. The correlation is significant at the 0.01 level.
	By inspecting the cells of the correlation matrix, it is observed that the values ​​of statis-tically significant linear correlation coefficients of the measured variables range between low and moderate intensity, ranging from 0.38 to 0.80. The obtain...
	In order to determine predictor/independent variables of ethical dimensions: security, privacy, non-deception and reliability to participants' satisfaction with websites, a mul-tiple regression analysis was conducted (Table 3).
	Table 3. For predicting consumer satisfaction in the web environment
	Legend. β = standard partial beta regression coefficient (ponder); SE = standard error of estimate β; R = coefficient of multiple correlation; R2 = coefficient of multiple determination; *p ≤ 0.05, **p ≤ 0.01.
	Inspection of the cells of the regression matrix shows that the four analyzed ethical di-mensions (security, privacy, satisfaction, and reliability) explained or predicted a total of 62% of the variance of the criterion of consumer satisfaction in the...
	In Table 4, a multiple regression analysis was conducted to determine the contribution of the satisfaction construct to repurchase intention.
	Table 4.  Multiple linear regression model in predicting repurchase intentions
	Legend. β = standard partial beta regression coefficient (ponder); SE = standard error of estimate β; R = coefficient of multiple correlation; R2 = coefficient of multiple determination; *p ≤ 0.05, **p ≤ 0.01.
	The obtained coefficient of determination suggests that 59% of the variance of repur-chase intention is due to the influence of the independent variable of satisfaction with the web environment. This shows that more than ½ of the variability in repurc...
	The regression findings obtained in this paper confirmed both tested alternative hypo-theses: H1 – Positive and significant interdependence of reliability and consumer satis-faction in the web environment. H2 – Mutual influence of consumer satisfactio...
	Discussion and conclusion
	The increased for online shopping, along with ethical issues, has raised consumer concerns in the digital environment, especially in recent years (Panwar et al., 2025). This can limit the growth of online sales and deter consumers from purchasing pro-...
	From a theoretical perspective, the conducted research contributes to a more com-plete identification.  This is relevant to the quality of their relationships and business success, repurchase intention, and overall consumer satisfaction with online sh...
	Finally, based on the correlations found in the work, a significant number of parti-cipants use the Internet every day for shopping, and when selecting websites for shopping, personal data, as well as trust in online sellers, are particularly relevant...
	The findings obtained with cadet-age study confirmed two of the five alternative hypotheses tested. More precisely, the ethical dimension of reliability is positively and statistically significantly correlated with consumer satisfaction in the web env...
	Despite the fact that the empirical study provided valid insights, it had metho-dological limitations related to the short time period of the survey, the characte-ristics of the sample, and the approach to the research variables. Therefore, future res...
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	CONSUMER BEHAVIOR AND FACTORS INFUENCING THE CHOICE OF SPORTS EQUIPMENT IN SERBIA
	Marko Pavlović 21F , Dragana Đurić 22F , Marijana Milunović 23F , Darko Anačkov 24F , Aleksandar Brčić 25F
	Abstract: Sports equipment plays an important role in the daily life of modern society. This paper analyzes the factors that influence the purchase and choice of sports equipment among consumers in Serbia. Through the conducted research, the demograph...
	Keywords: sports equipment, consumers, choice, materials, brands, marketing
	Introduction
	In the contemporary era, consumer expectations are continuously rising. Beyond seeking products with excellent functionality, visual appeal has become equally important. Fashion trends are in constant flux and evolution, spanning various segments from...
	Literature Review
	Globalization has created new challenges and opportunities for international mar-keters, resulting in a significant increase in the availability of foreign product options (Diamantopoulos et al., 2025). The global transition to a knowledge-driven econ...
	Research Methodology
	The subject of this research is the analysis of consumer behavior when selecting and purchasing sports equipment in Serbia, as well as the identification of factors that in-fluence purchasing decisions.
	Hypotheses
	1. When purchasing sports equipment, consumers in Serbia prioritize product quality, while price and brand are secondary factors.
	2. The older population in Serbia purchases sports equipment less frequently than younger generations, indicating the need for specialized marketing strategies.
	3. Consumers who gather information through the internet and recommendations from friends make better decisions regarding sports equipment selection.
	4. The majority of consumers in Serbia are not sufficiently educated about the ma-terials used in sports equipment, which affects their perception of product quality.
	5. Consumers willing to pay a higher price for sports equipment are more likely to prefer products with longer warranties and additional maintenance services.
	Primary Goal
	The primary goal of this paper is to identify the key factors influencing consumer decisions when purchasing sports equipment, with particular focus on attitudes toward quality, price, brand, and materials.
	Secondary Goals
	1. To analyze the demographic characteristics of sports equipment consumers in Serbia.
	2. To examine consumer attitudes toward brands and prices of sports equipment.
	3. To determine how informed consumers are about material types and their role in the quality of sports equipment.
	4. To propose strategies that could increase the interest of the older population in purchasing sports equipment.
	RESEARCH RESULTS
	Table 1. Sample structure in relation to respondents' gender
	The analysis of the gender structure reveals that the sample is balanced, with a slight predominance of male respondents (52%), while females make up 48% of the total number of participants. This distribution enables a comparative analysis of attitude...
	Table 2. Sample structure in relation to respondents' gender
	According to the data presented in the table, the majority of respondents are em-ployed (70%), while students account for a quarter of the sample (25%), and unemployed individuals are the least represented (5%). This structure indicates that the sampl...
	According to the obtained data, the majority of respondents live in urban areas (67%), while one-third reside in rural areas (33%). This sample structure indicates a higher representation of urban residents, which is a common characteristic of many co...
	Table 3. Monthly Income of Respondents
	According to the obtained results, the largest proportion of respondents (48%) report a monthly income above 120,000 RSD, while 26% fall within the middle-income range (60,001–120,000 RSD). A lower income (up to 60,000 RSD) was reported by 11% of resp...
	Table 4. Types of Sports Equipment Used by Respondents
	At the same time, the inclusion of individuals with lower incomes and those who preferred not to answer provides a broader picture of socio-economic differences and their influence on behavior and attitudes. Caution is advised when interpreting the da...
	The results show that running is the most common activity, with 45% of respondents using running equipment. This indicates its accessibility, low cost, and flexibility (the possibility of exercising without the need for specialized infrastructure). Fo...
	The results show that the largest proportion of respondents (39%) use sports equipment only on special occasions, indicating a low level of regular physical activity among a significant part of the sample. One-third of respondents (33%) use equipment ...
	Table 5 presents respondents’ answers to the question of whether and how often they visit sports equipment stores. This variable provides insight into consumer habits and interest in purchasing sports equipment, which can be valuable for market analys...
	These findings indicate a relatively low level of consumer engagement when it comes to purchasing sports equipment. Although most respondents occasionally use sports equipment (see previous analysis), the results suggest that their needs are often met...
	Table 5. Frequency of Visiting Sports Equipment Stores
	The obtained data show that the most acceptable price ranges for sports equipment are up to 5,000 and up to 20,000 RSD. For 45% of respondents, spending up to 5,000 RSD is acceptable, while 44% are willing to pay up to 20,000 RSD. A significantly smal...
	29% of respondents stated that a well-designed feature motivates them to use sports equipment more frequently and that they are willing to pay more for it. This highlights a significant segment of consumers who value the aesthetic and functional aspec...
	The survey also examined respondents' attitudes toward protective warranties and maintenance services offered by sports equipment manufacturers. A total of 102 individuals were surveyed, and the results reveal significant differences in how these addi...
	 The largest percentage of respondents, 42% (43 individuals), stated that they appreciate having “extra peace of mind” when purchasing sports equipment, kno-wing it is covered by a warranty. This response indicates a high level of trust in the securi...
	 Another group, 21% of respondents (21 individuals), emphasized the importance of maintenance services, believing they can extend the lifespan of the equipment and ensure it remains in good condition. This percentage reflects awareness of the role pr...
	 However, a significant portion of respondents, 37% (38 individuals), reported that they do not pay attention to warranties or services offered by manufacturers. This may suggest a lack of awareness or a perception that such services are not worth th...
	The analysis shows that most users value protective warranties and maintenance services - either for the sense of security they offer or for their practical benefits - while a notable segment remains indifferent to these features. Sports equipment man...
	The results regarding respondents’ attitudes toward the importance of design in choosing sports equipment are nearly evenly split, indicating varying consumer perceptions and priorities.
	 36% of respondents (37 individuals) stated that design somewhat influences their choice of sports equipment. This suggests that for a significant portion of users, design is not a decisive factor, but it still plays a role that can contribute to the...
	 27% of respondents (28 individuals) believe that design directly influences their choice, indicating that for more than a quarter of consumers, aesthetics and the visual appeal of sports equipment are important criteria when making purchasing decisi...
	 Conversely, an equally large percentage - 36% (37 individuals) - reported that design does not influence their choice at all. This group likely prioritizes functio-nality, technical specifications, durability, or price over aesthetics.
	These findings show that while design plays a notable role for a significant segment of consumers, there is an equally substantial group for whom design is not a de-ciding factor. This highlights the need for manufacturers to strike a balance between ...
	The analysis shows that the most important factors in choosing sports equipment are product quality and personal experience with that quality. This is confirmed by the fact that 51% of respondents identified their own experience with quality as the de...
	The most important factor influencing the choice of sports equipment is product quality, cited by as many as 48% of respondents. This finding confirms previous results, where experience with product quality dominated as the key selection criterion. Us...
	The second most common source of information is the Internet (45.5%), with an emphasis on social media and video platforms such as YouTube and Instagram. This finding shows that modern consumers increasingly rely on digital sources to learn about prod...
	However, the fact that one-quarter of respondents place importance on modern and fashionable appearance indicates the existence of a niche segment for whom product aesthetics matter - this may be relevant for brands targeting younger populations, urba...
	Discusion of Results
	The results of the conducted research clearly indicate that product quality and personal experience are the dominant factors when choosing sports equipment. These findings support the initial hypothesis that consumers in Serbia prioritize functionalit...
	It is noteworthy that fashion design and aesthetic aspects of sports equipment are not crucial for the majority of respondents, suggesting a pragmatic approach to purchasing. However, the existence of a consumer segment that values aesthetics points t...
	Although the internet and social media are becoming increasingly important sources of information, the study reveals that interpersonal influences, such as recommen-dations from friends, still play a decisive role in shaping opinions about brands and ...
	One of the more significant findings concerns the insufficient consumer awareness about materials, their characteristics, and their contribution to product quality. This opens the door for educational and promotional campaigns aimed at strengthening b...
	Additionally, the research reveals a noticeable generational gap, with older popu-lations being significantly less active when it comes to purchasing sports equipment. This indicates the need to redefine marketing strategies by including older users t...
	Recommendations for Future Research
	1. A qualitative analysis of consumer motivations (e.g., focus groups, interviews) to gain deeper insight into the reasons behind brand preferences and attitudes toward quality and design.
	2. A comparative analysis of urban and rural environments in order to identify regi-onal differences in consumer behavior.
	3. An investigation into the impact of promotional campaigns (online vs. offline) on brand perception and purchasing behavior.
	4. Development of age-based market segmentation, with particular focus on older consumers and their specific needs.
	5. An evaluation of the effectiveness of educational campaigns in increasing aware-ness about materials and the durability of sports equipment.
	Methodological Limitations
	The main methodological limitation concerns the size and composition of the sample, which, although diverse, is not representative of the overall population of Serbia. The sample predominantly consists of individuals from urban areas, with secondary e...
	Secondly, the study relied solely on quantitative methods through questionnaires, without incorporating qualitative insights (e.g., in-depth interviews) that could provide a more comprehensive understanding of respondents' attitudes and motivations.
	Thirdly, the perception of product quality and design is a subjective category, which may lead to varying interpretations and evaluations depending on individual preferences, past experiences, and environmental influences.
	Conclusion
	The study of consumer behavior in the Serbian sports equipment market reveals se-veral clear patterns. First, product quality represents the key criterion in purchasing decisions, while factors such as price and brand hold secondary importance. This a...
	Insufficient consumer education about materials and technologies used in sports equipment production also plays an important role in shaping their perception of product quality. Consumers unfamiliar with the technical characteristics of products often...
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	PRESS CONFERENCE AS A TECHNIQUE FOR BUILDING OF MEDIA RELATIONS IN SPORTS AND AN INCREASE OF CONTENT ABOUT MEGA-SPORT EVENTS
	Milovan Vuković 26F , Goran Babić 27F , Aleksandra Vuković28F
	Abstract: Historically, journalists relied on news conferences for timely information, but recently they have become less important to media. They have adapted to the challenges of declining revenue and misinformation by using diversified strategies t...
	Keywords: press conferences, content analysis, Serbian football association, coach, printed media
	Introduction
	The most common definitions of public relations relate to its managerial function. According to Coombs and Holladay, public relations is “the management of mutually influential relationships within a web of stakeholder and organizational relation-ship...
	There is a crucial difference between public relations and media relations. Public relations provide “a three-step process” which includes the following consequtive steps: (1) organizations listen to and support the public’s expectations for reasona-b...
	Sports have long used the function of public relations to promote the big game and highlight key players. Tournaments and mega-sport events, brand sponsors and their media partners rely on athletes ‘playing ball’ and “participating in their media comm...
	Sport can be considered as a huge global industry, with large numbers of fans and spectators who act as consumers, having various demands. The sports market is experiencing significant growth; for instance, this market is projected to generate a  tota...
	Sports and news media have a long, historical connection so intertwined that some scholars have combined the terms into one, “mediasport”, which implies that media and sport share a “symbiotic relationship”, each needing the other to survive (Klein-ma...
	This paper contains several sections. First, the theoretical framework of the research is presented, which describes and explains the constitutive elements of the press conference, as a special type of speech event. Then, the details of the applied me...
	Theoretical framework
	Sports public relations usually use four distinctive techniques: (1) press release, (2) photographs, audio and video materials with text or report (news), (3) interviews, and (4) press conferences (Gašović, 2011). There is no precise definition of wha...
	Press conferences (sometimes called news conferences) are example of institutional interaction. This type of speech situation characterizes an external goal which pre-determines, for instance, participants’ roles, topic selection, turn-taking, and pow...
	The press conferences held during major football and basketball tournaments and league competitions (for instance, in Europe Championships League in football or Euroleague in basketball) have the function of allowing journalists direct access to coach...
	The typical structure of sports press conferences includes several recognizable speech events: (1) an opening with words of welcome; (2) procedural announ-cements and other house-keeping moments; (3) questions, answers, and comments; and, (4) a closin...
	The sports press conferences have narrow range of topics, and, therefore, the limited degree of their lexical variety (Table 1). On the other hand, it allows sports journalists to be easier prepared both mentally and terminologically. According to man...
	Table 1. Typical topics on sports press conferences
	____________________________________________________________________________
	Pre-match press conferences
	 questions about the next match,
	 historical precedents between the two teams,
	 likely line-up and other tactical arrangements,
	 the expectations of the head coach and his opinion on the opponents;
	 enquiries are sometimes made on players’,
	 fitness and concentration.
	Post-match press conferences
	 assessment of the match that has just been played,
	 assessment of refereeing (sometimes),
	 assessment of individual players’ performances (sometimes),
	 questions dealing with the forthcoming match ahead,
	 gratitude to the fans.
	____________________________________________________________________________
	A comprehensive discussion of speech events identified in the FOOTIE corpus can be found elsewhere, together with an overview of the football-related translation market and of the interpreters’ conditions of work during EURO2008 (Sandrelli 2012). This...
	There are three specific participants in this communicative event: (1) interviewers, to ask questions, (2) interviewees, to answer them, and, (3) moderators whose du-ties are opening and closing press conferences, explaining procedures and managing tu...
	Methodological approach
	The methodology used in this study included content analysis. This research method is applicable to the cases when is necessary to determine, describe, and classify the characteristics of a message (Neuendorf, 2002; Manić, 2017). Content analysis, des...
	Due to the research objectives of this study, media content after sports news con-ferences that have been recently organized, published in printed media was ana-lyzed. This included newspaper articles of an informative (news reports, inteviews) and an...
	Almost all Serbian daily newspapers were analyzed: Politika, Danas, Sportski žurnal, Večernje novosti, Blic, Kurir, Informer, Nova, and Alo. The first two daily newspapers have the characteristics of high-quality, influential and reputable press with ...
	Results and discusion
	The former midfielder football player Dragan Stojković, nicknamed Piksi, took over as Serbia coach in 2021. As a player he made 84 appearances for the former Yugo-slavia between 1983 and 2001, and was one of the first top-tier European players to vent...
	Stojković landed the Serbia job in 2021 and had taken charge of 55 games. He had led the team to the 2022 World Cup in Qatar and the Euros in 2024. Overall, he has spent four years, six months and eight days as a coach of the Serbain national foo-tbal...
	The Serbia-Albania match was part of Group K of the World Cup qualifiers to be in the United States, Mexico and Canada (2026). The defeat to the Albanians would have been extra painful due to the rivalry between the two nations. Their dislike is roote...
	Serbia, however, lost 1:0 to Albania - probably the biggest defeat in recent history of national football team.
	Press conference held five days before the match
	Serbia’s football coach, Dragan Stojković, spoke firstly at a news conference on Octo-ber 6, five days ahead of the match against Albania. He expressed great expecta-tions, focusing on aims for more than just qualifying for the World Cup: “We have to ...
	Stojković said that Serbia’s national team learned a lot from the crushing defeat (on September 9, 2025) to England in Belgrade (5:0): “A bad day, a bad match can ha-ppen. We were not at the right level, we were not able to cope with England. That def...
	He admited that the match against Albania will be crucial for second place in the group. Albania and Serbia faced each other on June 7. The match in Tirana ended in a 0:0 draw. Stojković openly claimed: “Everything depends on us. The match against Alb...
	Stojković has said that Serbia will not make any changes to the game system (“no time for experimentation”), and, highly praised the stadium “Dubočica” in Leskovac, having a capacity of 8.136 seats: “It’s not the first time we’ve played in Leskovac. W...
	It is somewhat awkward that on this type of conference that the national coach had the next comment: “I will respond to all the comments given by various analysts and experts. Maybe someone is rooting for Albania this time, I don’t believe it, but may...
	This conference, despite the fact that it was held five days earlier, probably due to the importance of the match itself, had a good response in the print media. This is confirmed by the contents that were published the next day in the analyzed dailie...
	Table 2.  Coverage of the press conference (on October 6) about decisive match to Albania in the Serbian daily newspapers
	The most important messages of coach Dragan Stojković Piksi are presented in the analyzed texts in the titles listed in Table 3. The word "barrage" appears most often in the titles (five times), followed by the words Albania (three times: Politika, Bl...
	Table 3. Headlines of the texts about the press conference held by Serbia’s coach Dragan Stojković Piksi
	Press conference held one day before the match
	Serbia’s coach Dragan Stojković spoke at a press conference on October 10, a day before the crucial game in Leskovac: “We have a tough match ahead of us. A sporting rival, a very good team. The expectations are that we win. This is one of the most imp...
	Stojković spoke in superlatives about the atmosphere in Tirana in the first match (on June 7, 2025). He was attacked by the Serbian media for his statements. He once again said that the atmosphere in “Air Albania” was like the most passionate Argen-ti...
	He said that Serbia will play an offensive game from the start, and, that Sylvinho (co-ach of Albania’s national team) will not to surprise him: “I think it can’t. They have what they have. Whether they will play 4-5-1 or 4-3-3, it doesn’t matter. The...
	On this press conference, Aleksandar Mitrović also spoke. Mitrović helped the Serbian national team to win the 2013 European Under-19 Championship, being voted the best player of the tournament. That same year, he played his first game for the senior ...
	The media conference, held just one day before the decisive match against Albania, also had a great impact in the print media. This is confirmed by the data obtained from the analysis of published texts in daily newspapers on October 11 (Table 4). Unl...
	Table 5 lists the titles of the so-called announcements, the deciding match for par-ticipation in the world championship in football. The word "barrage" appears most often in the headlines (five times), followed immediately by the words Albania (three...
	Table 4.  Coverage of the press conference (on October 11) about decisive match to Albania in the Serbian daily newspapers
	Table 5. Headlines of the texts about the press conference held by Serbia’s coach Dragan Stojković Piksi and Aleksandar Mitrović (AM)
	Press conference held an hour after the match
	Stojković revealed that he had already spoken to the president and general secretary when he entered his post-match press conference. “I spoke with the president and general secretary and I offered my resignation”, Stojković told on a post-match news ...
	In regard to the responsibility of the players and himself, and the mistakes made during the match against Albania, Stojković said: “The responsibility is everyone’s. We didn’t score, they did. The first half was decent, we created chances. We didn’t ...
	When asked about fielding a large number of debutants for Serbia’s decisive match, Stojković replied: “Someone has to make their debut. It’s not an excuse; these guys have quality and a future. That’s my responsibility, no problem. Don’t criticize the...
	The Serbian football federation said in a statement on October 12, 2025, that -Stojković’s resignation was accepted after the loss in Leskovac. Serbia’s Under-21 coach Zoran Mirković took interim charge for Group K match to Andorra (October 14, 2025) ...
	Even those who thought moving the match to Leskovac was a good idea were thoroughly disillusioned during the 90 painful minutes of a game that was supposed to be the most important of the year. The national team was “taken away” from the majority of i...
	It has been known for a long time that journalists were mostly unsatisfied with the way how Stojković approached the media. Večernje novosti (on October 14), for instance, stated that Stojković, unfortunately, during the last year betrayed the basic p...
	He followed the conference with the next statements: “I accept the consequences. It’s not a tragedy when a national team captain leaves. I will always remain a fan of the Serbian national team, and they can always count on my support,” and, then, bega...
	Many players find participation in press conferences exhausting and stressful (Kri-stiansen, 2011). It can be frustrating, sometimes, for journalists when sportspeople aren’t forthcoming with answers. This can be attributed to the fact that journalist...
	The prevailing wisdom is that speaking to media is just ‘part of the job’ for athletes, independently of their feelings, expectations and alike. Given how influential publicity is in increasing viewer interest, there’s a strong expectation that player...
	The three considered press conferences cleary reveal that various actors involved in sports and media have a symbiotic relationship. Very important matches may create content that people want to read about or learn more about – the newspapers, for ins...
	Conclusion
	One can conclude, on the basis of three considered and compared press confrences, that is not easy to achieve the objectives of such speech events. First of all, media, tournaments and associations need sportsmen (mostly, coaches and players) to make ...
	The crucial role of sports journalists is to help the general public understanding of sports and various actors (managers, coaches and players). On the basis of the right questions and their own experience, journalists may provide insights, break down...
	The above analysed cases confirm the common expectation that press conference, despite rise of new communicative practices (for instance, social media), remaines worthwhile. Rich professional sports history tells us when a team should organize a news ...
	The obtained and presented results reveal that sports press conferences influence news coverage by helping organizations control the narrative, increase visibility, and manage crises, but they also carry risks for journalists and sources. The effects ...
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	FROM THINKING TO FEELING - HEURISTICS IN SPORTS MEDIA MARKETING29F
	Ivana Baltezarević 30F , Radoslav Baltezarević 31F , Marijana Zimonjić 32F
	Abstract: In this paper, we take a closer look at heuristics, especially the affective and fast decision-making shortcuts that play a role in how consumers select sports media. Our aim is to unravel how different emotional and cognitive shortcuts in t...
	Keywords: heuristics, consumer engagement, affective decision-making, media strategy, sports marketing
	Introduction
	Instead of applying a methodical approach to each decision, people use heuristics to make it easier to retrieve and store information in their memories (Dale, 2015). Heuristics work best when individuals have to make decisions quickly, when pro-babili...
	When our present mood or emotional state affects our decision-making, it's known as the affect heuristic. We act on our instincts and react in accordance with our emotions rather than assessing the issue impartially. The affective heuristic may theref...
	Marketers have long understood that appealing to emotions rather than just inte-llect is necessary if they wish to establish a connection with their target audience (Baltezarević, Milić, 2021). Professional and amateur athletes are now so popular that...
	Heuristic and emotional mechanisms are an important factor that can influence con-sumer behavior in sports marketing. In the sports environment, consumers are very often exposed to information that is charged with emotions that make them make quick de...
	Affective and Fast and Frugal Heuristics in Sports Media and Advertising
	When time, information, and processing capabilities are limited, heuristics are co-mmonly used (Guercini, Milanesi, 2020). Heuristics, to put it simply, are rules of thumb or mental shortcuts (Kahneman, 2013). Because of recent advancements over the p...
	When people form judgements about things or situations that are characterised by valenced affect, this is known as the affect heuristic. An effective way to save time and effort in many situations for both humans and animals is to consult the emotive ...
	According to a recent study by Kusev et al. (2020), the choice options that respon-dents had influenced their risk preferences. The authors contend that preferences are essentially unstable for each individual and that risk preferences are created "on...
	Emotions impact our decision-making, which in turn impacts our lives. It has been demonstrated that when we are feeling good, we are more inclined to think that an activity has additional benefits and fewer hazards (Skagerlund et al., 2020). On the ot...
	Sport advertising in both traditional and modern media has significantly increased as a result of the growing collaborations between the media and the sports business (Kim, Cheong, 2011). Sports products (such as sneakers, swimming goggles, or badmint...
	The literature on marketing and advertising has extensively examined the emo-tional/rational framework. Advertising stimuli that clearly and rationally present accurate, precise, and reasonably trustworthy information (price, quantity) about the brand...
	Sports events in a large number of cases cause great excitement and emotional charge among consumers. This is the main reason why they just remember those experiences while watching sports commercials. It can be said that consumer attitudes, as well a...
	Emotional advertising messages, in contrast to rational ones, had a significantly greater influence on the attitude towards the intention to purchase the adverti-sement itself, according to Siana et al. (2021), who conducted a study on a sample of 160...
	As for specific examples from practice, one of the most famous campaigns of the Gatorade company is “Be Like Mike”, in which the famous American basketball player Michael Jordan symbolizes the sports ideal, but also success and desirability. Through t...
	Another example in this area that is definitely worth mentioning comes from Under Armour, their “Rule Yourself” campaign successfully created an emotional story focused on perseverance and self-discipline. This campaign, with the help of mini-malistic...
	People give the outcomes they conceive of initially the highest value or likelihood, according to Yocco (2016).  Juventus post features images that serve as a reminder of “the best skills in the UEFA Champions League.” This portrays top-notch football...
	Finally, one must not forget the significant example of Nike's “The Winner Remains” campaign. She connected well-known football figures and legendary details from matches, thus creating a strong sense of excitement and rivalry. For consumers, athletes...
	After a theoretical review and consideration of examples from practice, it becomes clear that sports advertising effectively combines quick (instinctive reactions) with emotional connections. In this way, it enables the messages to be understood qu-ic...
	Consumer Engagement in Sports Media through Uses and Gratifications, Psychological Continuum and Heuristic Influence
	According to the Uses and Gratifications (U&G) theory, sports media not only pro-vide consumers with information and experiences but also offer enjoyment, a sense of identity, and a chance for social interaction. Based to a recent study that analyzed ...
	The general parameters within which a relationship between an athlete, sport, or individual is mediated are specified by the Psychological Continuum Model (PCM). The object-related link (such as a team or sport) is seen as replaceable inside the PCM f...
	To encourage gradual advancement up the PCM, managerial levers created through relationship marketing could be put into practice. The four levels that are typically linked to relationship marketing offer suggestions for promoting progression along the...
	Media exposure plays a key role in helping consumers move up this continuum. However, as less popular sports (such as parkour or longboarding) often do not rece-ive enough media attention, they largely opt for online video content to attract supporter...
	As we have already discussed in this paper, heuristic influences are present when consumers (viewers) choose which content to interact with based on simple and quick indications. Emotive stories, material that is visually enriched with images and vide...
	Sports consumers can better understand the reasons why they interact with sports content if an integrated approach is used that includes the Psychological Continuum Model (PCM), Uses and Gratifications Theory (U&G) and of course heuristic pro-cessing....
	Discussion
	This study looked into how heuristics, particularly affective and fast-and-frugal decision-making shortcuts, influence how consumers engage with sports media content. By blending the heuristic perspective with the psychological continuum model (PCM) a...
	Sports are packed with emotion, and that’s why the affect heuristic is so prominent in sports media. Sports marketing takes advantage of our deep emotional connec-tions and memories, which is quite different from other advertising forms where people m...
	When we dive into the PCM, it really sheds light on how consumers navigate thro-ugh different levels of involvement, starting from mere awareness and eventually landing at loyalty. In those early stages, heuristic cues are essential for sparking inter...
	Customers definitely have their own ways of reacting to these strategies. According to recent studies, the role of social, informational, and emotional factors can vary widely among different types of fans. This really emphasizes the need for tailored...
	While the proposed model offers a solid starting point for understanding customer engagement, it's important to acknowledge its limitations. To kick things off, the analysis remains largely theoretical. To truly confirm the suggested causal relation-s...
	The model we’re suggesting should be empirically tested in a range of sports situations in upcoming studies, focusing on how the effectiveness of heuristics varies with the sport, platform, audience demographics, or the level of fan involvement. It’s ...
	Conclusion
	This paper suggests that the interaction between heuristic cues, psychological dri-vers, and emotional reactions plays a significant role in how consumers engage with sports media. We’ve introduced a comprehensive framework that illustrates how consum...
	The findings suggest that emotionally charged components, including impactful vi-suals, renowned sports figures, and touching stories, work best when they resonate with the consumer's feelings and their main aspirations. During the awareness and attra...
	This study serves as a strong foundation for future empirical research and real-world applications, even though it’s rooted in theory. To build lasting brand loyalty and enhance the media experience, it's crucial to focus on what consumers want and us...
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	ETHICAL AND LEGAL ASPECTS OF GUERRILLA AND AMBUSH MARKETING IN SPORTS - CASE STUDY BREWDOG-A
	Mane Narančić33F , Biljana Vitković34F
	Abstract: This paper explores the ethical and legal aspects of guerrilla and ambush marketing in modern sports, with particular emphasis on their impact on brand integrity and the value of sports sponsorships. Based on relevant literature, a qualitati...
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	Introduction
	One of the most dynamic sectors of the modern economy is the sports business, where marketing is crucial to audience engagement, brand development, and event revenue. Because they upend the traditional connections between official sponsors, organizers...
	The development of digital media and social networks has further blurred the line between permissible and unethical promotional activities in sports. Companies use algorithmic precision and real-time responsiveness to capitalize on sports moments with...
	In practice, ambush marketing is particularly problematic because it operates in a legal “gray zone.” While it may not necessarily violate intellectual property laws, it often breaches ethical standards and the principles of respect for the investment...
	The key challenge in the ethical analysis of these strategies lies in the tension be-tween creative freedom and respect for market integrity (Dašić, Jeličić, 2016). Guerrilla and ambush marketing in sports raise the issue of responsibility - not only ...
	Literature Review
	Many authors (Baltes & Leibing, 2008; Hutter & Hoffmann, 2011; Alrabeeah & Arte-misa, 2018) claim that ambush marketing is only one part of the larger strategic plat-form of guerrilla marketing, which uses unorthodox and disruptive communication strat...
	Guerrilla marketing, as an unconventional promotional strategy, represents a dyna-mic instrument of modern communications aimed at provoking surprise, emotional reactions, and direct consumer interaction - often with minimal costs and maximum media re...
	When discussing the legal aspects of guerrilla and ambush marketing, the work of Alexandrakis (2009) represents a key contribution to understanding how certain countries, particularly the United Kingdom, regulate this phenomenon through spe-cific legi...
	The development of guerrilla and ambush marketing in the sports context aligns with broader changes in digital communication strategies. Ambush marketing has become particularly prominent with the expansion of social media, where brands can rapidly ac...
	Ambush strategies often exploit ambiguities in the digital sphere, where temporary or low-visibility content can create the perception of official endorsement without crossing explicit legal boundaries. This significantly undermines the position of of...
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	Conclusion
	The research has shown that guerrilla and ambush marketing in the sports context represent one of the most sensitive areas of modern marketing practice, as they challenge the boundary between creative innovation and the preservation of inte-grity in s...
	Guerrilla marketing, in comparison to ambush marketing, is academically and prac-tically recognized as a more refined and ethically acceptable form of unconventional promotion. Its creative nature, grounded in audience interaction without directly vi-...
	Recent studies confirm that the effects of such strategies depend on audience per-ception and the cognitive accessibility of messages: when consumers misinterpret a brand’s sponsorship status, the result is a decrease in sponsorship value and overall ...
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	Limitations and Future Research
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	The economic and social role of sport in contemporary societies has been gaining increasing prominence - not only in terms of public health and social cohesion, but also as a significant economic sector (Stanković, 2025). However, due to the diversity...
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	Key SSA findings for 2019 indicate the substantial economic role of sport within the European Union. According to Eurostat, sport-related activities generated €627.5 billion in gross value added, representing 3.4% of the EU’s GDP, while supporting 9.2...
	Value-added multipliers based on IOT/MR-IOT modelling show that each €1 of final demand in the sport sector generates approximately €1.70 in value added across the broader economy. This finding has important policy implications, highlighting sport’s p...
	The employment structure further illuminates the nature of the sport economy: the largest share of employment is concentrated in sport services, educational services, and recreation/tourism-related activities. This distribution demonstrates that the s...
	Finally, the monograph contextualizes its findings through comparison with the pre-vious pan-European SSA published in 2012. The observable growth in the economic weight of sport, combined with continuous methodological refinement of the SSA approach,...
	Interpretation of Results in the Context of Public Policy
	The practical value of the findings is multifaceted and is reflected in their direct app-licability to policy planning and decision-making (Kostadinović, Ilievska Kostadinović, 2025). On the one hand, the SSA framework provides a reliable and evidence...
	Although the economic outcomes are significant, the authors emphasize that the sport sector also encompasses dimensions that are more difficult to quantify yet hold equally important socio-political relevance. Among these are social benefits such as i...
	While the choice of 2019 as the reference year is justified - given that it represents the last “normal” year before the COVID-19 pandemic - this temporal boundary also entails certain limitations. The monograph does not capture the deeper structural ...
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	In the spheres of sport management and media, findings related to revenue structures and the influence of digital OTT platforms can be effectively integrated with market data for strategic planning in areas such as regional broadcasting rights, the or...
	Economic Aspects of Sport
	The economic significance of sport in the European Union is most clearly reflected in the findings presented in the EU Sport Satellite Account - 2025 edition, which provi-des the most comprehensive assessment to date of the macroeconomic effects of sp...
	The structure of the sport economy, as outlined in the monograph, highlights that the majority of economic value does not emerge from the narrow “core” of sport activities, but from the broader environment of connected industries. While charac-teristi...
	Sport also represents a clear example of a labour-intensive sector, in which value creation relies heavily on a large number of service-based activities (Dašić et al., 2024a; Dašić et al., 2024b). Employment in sport spans a wide range of segments - f...
	A valuable insight of the monograph concerns the long-term dynamics of develop-ment: comparative data show that between 2012 and 2019, direct sport-related GDP increased from €279.7 to €368.8 billion, while total effects measured through SSA exceeded ...
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