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ABSTRACT 
  

Purpose: This study aimed to Design a paradigm model of sales ethics in sports 

businesses. 

Methodology: The qualitative research method followed a systematic grounded 

theory approach (Strauss & Corbin, 1997). The participants consisted of 5 

professors and experts in the sports market, 1 person in ethics, 3 sports business 

owners, and 3 customers of sports products. Semi-structured interviews were 

used as the research tool. Validation was carried out using a triangulation 

approach, which involved using multiple sources for data (different participant 

groups) and having two reviewers verify emerging findings. All data was 

analyzed and reviewed using Maxqda software version 2020. 

Findings: The research's final model was structured into 5 main axes: 1- Causal 

conditions (laws and policies, political, cultural-social, economic), 2- Context 

(customer behavior, advertisement and promotion, product value (price and 

quality), communication interaction seller with customer, seller's beliefs and 

values), 3- intervening factors (media, market type and organizational 

atmosphere), 4- strategies (management and structure, rules and regulations, 

supervision, training, dissemination and promotion) and 5- The consequences 

are (internal satisfaction of the seller, branding, financial consequences, 

consequences related to the seller). 

Originality: The research findings indicate that managers and policymakers 

should focus on creating preventive strategies and promoting financial 

transparency. It is also advised to utilize technology-based monitoring systems 

to enhance performance and financial transparency. Other research highlights 

the importance of education and dissemination strategies. Therefore, it is 

essential for governing institutions to use public media and virtual platforms to 

promote ethical sales practices. Additionally, workshops and training courses 

that focus on ethical issues should be incorporated into the process of obtaining 

sports business licenses. 
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1. Introduction    

The growing complexity of organizations and the rise in unethical, illegal, and 

irresponsible behavior in the workplace have shifted the focus of managers and experts 

toward ethical concerns within the organization. Particularly, organizations grapple with 
a multitude of diverse ethical issues and problems related to their expertise and field of 

activity. Conversely, adherence to ethical standards by organizations holds significant 

importance in today's economy, and the ethical conduct of organizations plays a crucial 

role in establishing and sustaining long-term relationships with their customers (Barari & 
Ranjbarian, 2012). 

Some studies have emphasized the significance of behavioral standards in marketing 

and sales. This encompasses principles like respect, integrity, honesty, customer focus, 
outcome orientation, willingness to take risks, and passion for the  service (Gholimotlagh, 

2019). Kotler and Armstrong (2017) suggested that salespeople might resort to unethical 

practices under pressure, including lying about product benefits, pushing unnecessary 

products, giving false information, and using deceptive tactics to increase sales, ultimately 
prioritizing short-term gains over long-term profits. One of the most important ethical 

issues in marketing is ethics in sales. 

There are various definitions of ethics in sales. According to Dadgar (2006) , ethics in 
sales can be seen as truthful conduct that ultimately builds long-term relationships with 

customers (Dadgar, 2006). DeTienne et al. (2022) argue that ethical selling involves 

creating equitable and sustainable value for all parties involved in the relationship. In a 
different definition, sales ethics is described as the human-centered process of interaction 

between individuals and organizations to create a legal economic exchange that generates 

value for the seller and the customer and is mutually beneficial (DeTienne et al., 2019). 

Several studies have explored sales ethics. For instance, Hasangholipour et al. (2012) 
found that ethical behavior among salespeople has a positive impact on customer 

commitment, loyalty, and trust. Sadeghi Boroujerdi and Mansouri (2020)  concluded that 

four criteria - ethical behavior, customer orientation, personal characteristics, and 
information knowledge - are crucial for the sports industry and sales strategies. 

Additionally, the honesty and trust of sellers lead to repeat purchases and foster 

customer loyalty. Bahreini et al. (2023) found that brands' adherence to ethical values 
impacts customers' decision-making. Jalilian et al. (2021) discovered in their study that 

adherence to ethics on social media impacts consumer behavior. Therefore, marketers 

should prioritize these concerns to attract more customers and enhance the company's 

profitability. Pirayesh (2010) concluded that adhering to ethical principles in business 
can result in honesty, impartiality, professional commitment, confidentiality, 

competence, and professional care. Yeganehzadeh et al. (2023) found that 

institutionalizing ethics and sales ethics is essential for the adoption of new insurance 
services, playing a crucial role in improving the delivery of these services. Khani et al. 

(2022) found that adhering to ethical principles in online sales can enhance customer 

trust and ultimately drive purchasing intent. 

Numerous international studies have been carried out in the area of sales ethics. Román 
and Ruiz (2005) found that adherence to ethics in sales significantly impacted customer 
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commitment, trust, and satisfaction with service providers. Chen and Mau (2009) 
determined that the ethical behavior of salespeople plays a crucial role in cultivating 

customer loyalty through trust. Ultimately, customer trust in the company has a greater 

impact on customer loyalty than trust in the seller. Ameer and Halinen (2019) found that 
unethical behavior is influenced by socialization and interaction with others. By focusing 

on dynamics, social relations, and practices, the action-based perspective provides new 

insights into unethical behavior and potential tools to address it. Merkle et al. (2020) also 
concluded that the sales ethics subculture moderates the connection between sales 

manager ethical role model behavior and pro-stakeholder unethical behavior, serving as 

an organizational control over sales manager unethical model behavior as perceived by 

salespeople. DeTienne et al. (2022) discovered that businesses should not compromise 
their profits for ethics (DeTienne et al., 2019). Companies with higher ethical standards 

enjoy increased customer loyalty, satisfaction, and referrals. Lee et al. (2018) revealed in 

their study that cultural traditionalism/secularism and individualism/collectivism impact 
sales ethics evaluations. Donoho et al. (2012) found that it is important for modern sales 

trainers to prioritize ethical idealism when teaching sales ethics. Ethical codes and 

position-based frameworks can be helpful in this effort. Madhani (2021) affirmed that 

sales and marketing ethics enhance the long-term sustainability of organizations and 
confer competitive advantages. 

As per the literature and research background, adhering to ethical principles in sales 

results in positive outcomes for salespeople. Hence, it is crucial to understand the factors 
and strategies of sales ethics. DeTienne et al. (2022) argue that successful sales ethics 

necessitates an approach that is both ethical and effective. In the sports industry, there has 

been limited research proposed in the field of marketing ethics (DeTienne et al., 2019).   
Bjelica et al. (2016) examined ethical concerns in sports advertising in their study. The 

research revealed that numerous sports advertisers encounter ethical dilemmas due to the 

absence of clear guidelines. Additionally, the findings indicated that in several European 

leagues, promoting and selling unsuitable products (e.g. some beverages) can pose moral 
issues for youth. It also Veisi and Izadi (2021) demonstrated a significant correlation 

between professional ethics and the marketing mix in the promotion of sports services 

among private club managers in Kurdistan province. They also discovered that managers 
of private clubs exhibit above-average levels of professional ethics and mixed marketing 

strategies for promoting sports services. Among the elements of professional ethics, 

honesty , and fairness were deemed most crucial by private club managers. Similarly, sales 
promotion was identified as a top priority among the mixed marketing components for 

promoting sports services, according to private club managers. 

One of the crucial areas impacting today's businesses is the sports industry. Within this 

industry, products are provided as both goods and services, making the study of sales 
ethics in this field highly significant. This is because the quality of services can vary 

without customers being able to make a comparative evaluation. Studies indicate that 

adhering to sales ethics in sports businesses will result in commitment, customer loyalty, 
and increased sales (Román & Ruiz, 2005). 

In the field of sports business, researchers have raised numerous ethical challenges and 

issues. For instance, some sports businesses resort to deceptive advertising to lure 
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customers, creating insecurity and risks for consumers. Moreover, some businesses use 
undisclosed substances to enhance athletes' performance, jeopardizing their health and 

integrity.  Also, neglecting ethical considerations for financial gain can result in a loss of 

public trust in the industry (Fassin, 2005).  
In the sports business field, the significance of sales ethics and professional conduct 

with customers is paramount. Regrettably, in Iran, many sports businesses overlook this 

aspect, lacking appropriate models for sales ethics in the industry, resulting in a research 
gap. Thus, it is crucial to emphasize that establishing an ethical sales model in sports 

businesses can benefit not only customers but also foster sustainable growth and 

advancement in the industry. Therefore, Iranian sports business managers and owners 

must recognize the importance of developing such a model and actively work towards its 
implementation. By offering operational strategies and solutions, we can work towards 

improving the sales ethics in the sports industry. Introducing a model for sales ethics in 

sports businesses can offer practical recommendations to trustees, organizations, and 
institutions involved in the sports and business field, emphasizing the significance of this 

important category. Furthermore, as there has been no prior research on ethics in sports 

marketing, the findings of this study can aid other researchers in creating new 

advancements and obtaining a more profound understanding. Thus, this research aims to 

design a paradigm model of sales ethics in sports businesses. 

2. Methodology 

The qualitative research method was based on the systematic grounded theory approach 
developed by (Strauss & Corbin, 1997). The participants consisted of 5 professors and 

experts in the sports market, one ethics expert, 3 sports business owners, and 3 customers 

of sports products. The sampling method was carried out in a targeted non-random 
manner, with emphasis on the theoretical approach advocated by (Strauss & Corbin, 

1997). Following the interview with the expert and the extraction of codes, a decision was 

made regarding the selection of additional participants. The research tool used was semi-
structured interviews. Participants were asked general questions including: 1- What 

factors influence sales ethics? 2- What are the different dimensions of sales ethics? 3- 

What strategies and solutions exist for the development of ethical issues in sales? And 4- 

What are the results of these strategies? The interviewing process continued until 
theoretical saturation was reached, involving a total of 12 participants (Table  1). The 

criteria for selecting participants were as follows: 

1- Professors: specialized in sports marketing with doctoral degrees 
2- Business owners: Minimum 3 years of sales experience and a master's degree 

3- Customers: Minimum three years of experience in receiving sports services and 

products with a master's degree 

The interview process began with the distribution of general objectives and questions 
to participants, followed by scheduling interview times. Confidentiality of information 

was stressed at the outset of each interview. On average, interviews lasted 19 minutes. 
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Table 1. Demographic information of study participants. 

Row Gender Age Education 
Work 

Experience 
Row Gender Age Education 

Work 

experience 

1 Man 23 Masters 5 7 Man 42 PhD 18 

2 Female 26 Masters 7 8 Female 23 Masters 5 

3 Female 48 PhD 23 9 Man 26 Masters 8 

4 Man 36 PhD 16 10 Man 48 PhD 17 

5 Female 28 Masters 8 11 Female 48 PhD 25 

6 Man 38 PhD 12 12 Female 23 Masters 4 

 

The research validation methods included: 1- Extensive researcher interaction with 

participants to confirm the  research validity (Nowell et al., 2017). 2- The detailed 

description of the research process was a standard so that other researchers could 
generalize the research process in similar conditions, so transferability was one of the 

other criteria that were considered. 3- To ensure the standard of reliability (reliability), the 

method of critical friends was used (Smith & McGannon, 2018). For this reason, 
researchers share their interpretations and codes with expert colleagues to receive their 

critiques. Critical friends are not meant to "agree" or come to a consensus, but rather to 

stimulate reevaluation by questioning each other's understanding (Cowan & Taylor, 

2016). In addition, two coders were used for data analysis. The retest reliability coefficient 
between two coders in three interviews (2, 7 , and 11) was 0.79. 4- Finally, to collect data, 

multiple data sources (including different participant groups) such as customers, business 

owners, and experts were used, which is a kind of alignment and validation of the research.  
According to Strauss and Corbin (1997)   '  recommendation, data coding began with 

the first interview. After analyzing each interview, researchers found new avenues to 

explore by asking additional questions beyond the main ones. The data analysis process 
involved open, axial, and selective coding. Open coding was the initial phase where 

concepts were identified with an open mindset. Researchers aimed to uncover 

underlying concepts by carefully examining the data, and  identifying both major and 

minor categories.  In the following stage, known as axial  coding, researchers revisited 
the initial open-coding categories and concentrated their analysis on them, 

interconnecting other categories accordingly. During the final coding phase, as the 

primary components of the suggested theory or process were unveiled, the researcher 
adopted a more targeted approach based on these emerging components in the coding 

process. Subsequently, the researchers' task was to classify and juxtapose the extracted 

concepts from the data. At this point, ideas and concepts were clustered and illustrated 
in a paradigm model that portrays their interconnections. All data was  scrutinized and 

validated using Maxqda software version 2020. 

3. Results 

During data analysis, 426 open codes were initially identified, which was reduced to 117 
concepts after removing duplicates. In the axial coding stage, 20 axial codes were 

determined by summarizing the primary codes derived from the conceptual labels 

identified in the open coding stage. Finally, in the selective coding stage, 5 selective codes 

were identified within a theoretical framework by integrating and refining the core codes. 
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Table 2 displays a sample of the propositions put forth by the research participants, 
showcasing the extracted concepts and categories. 

Table 2. An example of initial coding of interviews. 
Row Verbal evidence Primary codes 

1 

Our monitoring systems need to allow for quick, up-to-date, real-time 

monitoring online. For instance, since the inception of card readers 

and the linkage of accounts to each other and to the government 

network, tax matters should be monitored efficiently. This oversight 

can facilitate auditing and aid in tax-related matters, enabling 

individuals to personally observe ethical considerations. 

Monitoring systems 

Tax laws 

2 

Many individuals, upon witnessing the absence of justice in society 

and the prevalence of corruption on a large scale, may question why 

they should not partake in such actions as well. They ponder how 

others exploit them and consider reciprocating the behavior for their 

own benefit, believing it will lead to personal prosperity. 

Types of financial corruption 

3 

When selling a product, we often share our content on online 

platforms for advertising and promotion. Generating original content 

is crucial to ethical sales practices, as using someone else's content for 

personal gain is unethical. 

Stealing other people's advertising 

content by the seller 

4 
The seller should not purchase more products than necessary and 

stockpile them in their warehouse. 
Hoard 

5 

Today, in numerous sports domains, clubs are increasingly resorting 

to tactics aimed at luring athletes from rival clubs. This includes 

tactics such as speaking ill of other clubs' coaches or making false 

promises to entice athletes. 

Behavior of competitors in 

attracting business customers 

6 

If sports product and service vendors mistreat customers, there should 

be a customer complaint association to address this issue. Sellers 

should not have free rein to provide products as they please. The guild 

should set rules, and violators should face fines or shop closures. 

Establishment of fine rules for 

sports businesses 

7 

Promotion and awareness of ethical issues through various media is 

important. I believe that the discussion of sales ethics should be 

promoted and disseminated by those responsible for this issue and by 

legislators, and people's perspectives on this matter should shift. 

Awareness of moral values through 

the educational system 

8 

In fact, business owners should strive to earn a halal livelihood and 

receive a fair profit from the people, ensuring that neither the seller 

nor the buyer suffers a loss. 

Earning a halal livelihood 

9 
If the salesperson is dedicated to their role, our existing customers will 

attract new ones and develop loyalty towards us. 
Loyalty to customers 

10 

Providing a high-quality product to the customer will result in 

increased satisfaction with our work, leading to higher sales and 

increased revenue. 

Customer satisfaction 

sales increase 

income generation 

 

The research's final model was organized into 5 main axes: 1- Causal conditions (laws 

and policies, political, cultural-social, economic), 2- Context (customer behavior, 

advertisement , and promotion, product value (price and quality), communication 

interaction seller with customer, seller's beliefs and values), 3- intervening factors (media, 
market type , and organizational atmosphere), 4- strategies (management and structure, 

rules and regulations, supervision, training, dissemination and promotion) and 5- The 
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consequences are (internal satisfaction of the seller, branding, financial consequences, 
consequences related to the seller) (Table 3 and Figure 1). 

Table 3. Selective, axial , and open codes. 

Selective code Axial code Open code 

Causal 

conditions 
Rules and policies 

- Policies governing businesses 8(4) 

- Regulatory policies (1) 

- Tax laws (4) 

- Business rules (4,7,9) 

 political 
- Management changes in organizations (4) 

- Political developments in the country (4) 

 Sociocultural 

- Community custom (4) 

- Seller's family beliefs and values (4,7) 

- Injustice prevailing in society (4) 

- Attention to cultural and social responsibility (1) 

- Organizational Culture (1) 

- Social position of people (4) 

 Economic 

- Types of financial corruption (1) 

- People's living conditions (4,11) 

- Economic status of society (2,4,11) 

- Tax evasion of members of society (4) 

Background Customer behaviors 
- Ethics and buying culture of customers (4) 

- Lack of customer awareness of rules and procedures (4) 

 
Advertising and 

promotion 

- Accurate and honest information provided by the seller (1) 

- Plagiarizing advertising content from others by the seller (4) 

- Compliance with ethical principles in content production (4,11) 

- Ethical behavior in advertising content (1) 

- Fulfilment of advertising promises by the seller (1) 

- Promoting diversity and plurality in ethical advertising methods 

(2,3,4,5,7,10) 

 
Product value (price 

and quality) 

- Fair pricing (1,2,3,4,5,8,9,10,11) 

- Product delivery time (8) 

- Labelling (1,2,3,4,5,8,9,10,11) 

- Service standard (8) 

- Ethics in providing quality products (1,2,4,5,7,9,11,12) 

- Compliance with ethical values in the expected profit of the seller 

(7,11,12) 

- Ethics in business finance (1,2,3,4) 

- Fluctuations in the price of raw materials (4) 

- Hoard (10) 

- Short sale (10) 

 
Interaction between 

seller and customer 

- After sales support (1,3,4,6,7,8,9,12) 

- The seller's denial of the initial price (4) 

- Considering the economic conditions of the people (9,12) 

- No forced sales to the customer (9,12) 

- Attention to customer requests (9,12) 

- Commitment to the customer (product quality, delivery time, etc.) 

(2,4,9,10) 

- Protecting the privacy of customers when shopping (1,2,4,8,9) 

- No misuse of customer information (5,10,12) 

- Honesty in sales (1,2,3,4,5,6,7,8,9,10,12) 
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Selective code Axial code Open code 

- Protecting the rights of customers (1,6) 

- Criticism of the seller (2) 

- Justice in customers (2,10,12) 

- Encourage customer feedback (1) 

- Build and maintain customer trust (1,12) 

- No abuse of people (12) 

- Use of sales professionals (3) 

- Interaction and positive verbal communication with the buyer (3,12) 

- Ethical speech of the business owner (4,11) 

- Taking the time to understand the needs of customers (6) 

- Time to respond to customers (6) 

- Increasing interaction and ethical communication with customers 

(1,2,3,4,6,7,9) 

- Creating effective and respectful communication with customers 

(1,2,3,11,12) 

 
Beliefs and values of 

the seller 

- Avoid swearing in the name of God (10) 

- The seller passed (10) 

- Considering the happiness of this world and the hereafter (10) 

- Transparency in the provision of services by the seller (1,3,4,9,12) 

- Theft of parts by the service provider (4) 

- Customer theft (8,10) 

- Responsibility of the business owner (4,11) 

- Commitment to ethical principles (3,7) 

- Compliance with ethical principles in describing competing companies 

(1,4) 

- Belief and value system of the seller (6,11) 

- Confidentiality of the business owner (7) 

- Trustworthiness of the seller (7) 

Interfering 

factors 
Media 

- The advertising role of social networks in ethical business issues (4) 

- Promotional role of mass media in ethical issues (1) 

 Market atmosphere 

- Business interaction with distributorsx (4) 

- Business interaction with producers of raw materials (4) 

- Behavior of competitors in attracting business customers (10,11) 

- Competitive atmosphere among sports businesses (4) 

 
Organizational 

atmosphere 

- Organizational structure of the business company (4) 

- Organizational atmosphere of a business company (4) 

- Organizational Culture (4) 

Strategies 
Management and 

structure 

- Financial transparency strategies in businesses (1) 

- Research and development in the category of business ethics (1) 

- Financial crime prevention strategies (1) 

 
Regulations 

governing businesses 

- Enact rules and regulations to prevent fraud (1,10) 

- Enacting laws to fine various businesses (2,12) 

- Enact incentive laws for ethical businesses (2,11) 

- Establish favourable tax laws (4) 

 Supervision 

- Physical monitoring systems (4,8,11,12) 

- Financial control (tax department) (4) 

- Development of technology-based monitoring systems (4) 

- Strengthening the supervision of unions and guilds (1,2,4,7,11,12) 

- Increasing supervision and judicial inspections (premises administration) 

(1,2,4) 
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Selective code Axial code Open code 

- Supervision and inspection of organizations and government institutions 

(4) 

 Education 

- Proper training of the seller based on the rules and business issues (10) 

- Development of training courses and empowerment based on ethics in 

business (1,4,7,8,9,11,12) 

- Empowering business owners through unions and guilds (1) 

- Ethical education of customers through the media (1) 

 Spread and promote 

- Dissemination and promotion of professional ethics through mass and 

public media (1) 

- Development of professional ethics through unions and guilds (1) 

- Promoting social responsibility through the media (1) 

- Awareness of moral values through the educational system (1,4) 

Outcomes Seller satisfaction 

- Seller satisfaction (9) 

- Developing products with an ethical approach (1) 

- Protection of human rights (1) 

- Earning a halal livelihood (4,7,10,11) 

- Not having a guilty conscience (4) 

 Branding 

- Commitment to the brand (1,3,4,7,9,11,12) 

- Building positive relationships between vendors and customers (1,12) 

- Increasing reputation in the market (4) 

- Willingness to repurchase customers (4,6) 

- The preference of this organization over other competitors (6,11) 

- Recommending purchases to friends (6,12) 

- Increase customers (1,2,3,7,12) 

- Creating a competitive advantage (1,2,3) 

 
Financial 

consequences 

- Sales increase (2,3,4,7,9) 

- income generation (7,9,11) 

 
Customer related 

implications 

- Customer trust (1,3,4,6,7,8,9,10,11) 

- Meeting the needs of customers (1) 

- Loyalty to customers (1,2,3,4,6,7,9,11,12) 

- Establishing a relationship between the seller and the customer (3) 

- Customer satisfaction (3,4,6,7,8,9,11) 

- Shareholders' satisfaction (4) 

* The numbers in parentheses show the number of interviewees. 

The study's conceptual model, derived from selective and central coding and 

considering the foundational data theory format, is presented in Figure 1. 
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Figure 1.  Sales ethics paradigm model in sports businesses. 

4. Discussion and conclusion 

This study aimed to create a sales ethics paradigm model for sports businesses. Findings 

revealed that the contributing factors to the research phenomenon encompassed legal and 

policy aspects, political influences, socio-cultural elements, and economic factors. For 

example, participant 4 suggested that “monitoring systems should be clearly defined to 
impose fines on individuals engaging in unethical behavior”. In addition, Participant 2 

added, “In the present economic climate, product pricing , and quality must cater to all 
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societal segments.” Participant 7 also believed “that the seller's family beliefs significantly 
impact their sales.” Ameer and Halinen (2019) concluded that unethical conduct should be 

examined as a product of socialization and engagement with relevant parties. Prior research 

indicates that establishing and upholding an ethical culture can more efficiently resolve 
company crises (Varma, 2021). Alessandri and Aleo (2020) demonstrated that a values-

based culture, emphasizing shared organizational values, is notably more effective in 

promoting ethical behavior than a culture of conformity alone. Companies can foster a 
values-based culture and address identity conflicts by facilitating discussions among 

colleagues about conflicting personal and organizational values. Furthermore, Zhang et al. 

(2021) confirmed that a strong ethical culture impacts decision-making in various areas. 

Leaders play a role in adding value by promoting an ethical culture that fosters ethical 
behavior (DeTienne et al., 2022). Lee et al. (2018) demonstrated in their study that cultural 

traditionalism/secularism and individualism/collectivism have an impact on sales ethics 

evaluations. Ferrell et al. (2016) found that organizational ethical culture, sales manager's 
ethical behavior, and sales ethics subculture can all shape the salesperson's perception of 

shareholders' unethical conduct. Min et al. (1994) found that companies face institutional 

barriers to maintaining ethics, including the political environment, tariff barriers, 

cultural/communication barriers, business regulations/agreements, and changes in ethical 
and quality standards. Vardaman et al. (2014) found that employees frequently violate or 

disregard organizational expectations, rules, and guidelines regarding ethical behavior. 

Notably, salespeople are particularly prone to breaking the law. Professional salespeople 
may miss out on broader interests when they narrow their focus to immediate profit and 

sales goals. This narrow view can harm their customers and their company by leading to 

unfair deals, misrepresentation of products or services, or making promises that internal 
departments cannot fulfil (Birkinshaw et al., 2014). It is generally accepted that laws and 

regulations influence sales ethics in sports business owners. For instance, clarity in laws 

regarding advertising, coverage types, and content is crucial to prevent inappropriate and 

unethical advertising by businesses. Economic factors like inflation rates and the living 
conditions of sports business sellers can also create unethical situations. Thus, improving 

the country's economic conditions is a key factor. Furthermore, political conditions (such as 

managerial developments and political changes) can lead to policy, approach, and 
governance changes, affecting ethical standards. 

The results also indicated that contextual (background) factors such as customer 

behavior, advertising, and promotion, product value (quality and price), the interaction 
between salesperson and customer, and the salesperson's beliefs and values play a crucial 

role in customer perception of the company (Oly Ndubisi & Kok Wah, 2005). For 

example, Participant 4 mentioned that “customers with shopping ethics can effectively 

engage with sellers in the community”. Moreover, Participant 11 suggested that “sports 
clubs should utilize suitable and transparent advertising.” Participant 12 expressed “that 

low product quality leads to customer dissatisfaction.” Participant 8 highlighted “that 

prompt after-sales support builds customer trust.” Participant 10 mentioned “that sellers 
who prioritize happiness in this life and the hereafter always keep God in mind.” 

Consequently, violating customer relationship principles in the long term leads to 

customer pessimism towards the company. McClaren (2000) identified individual 
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characteristics (e.g., age and gender) and organizational factors (e.g., work experience, 
income, competition, supervision based on rewards and punishments, and organizational 

climate and culture) as influential factors in sales ethics. Beeler et al. (2017) demonstrated 

that the ethical climate significantly impacts salespeople who engage in ethical behavior 
and cultivate relationships with their customers. Sellers of sports products must adhere to 

ethical principles when advertising their products. This includes addressing ethical issues 

in creating advertising content, delivering on advertising promises, and providing honest 
information about product quality. It is also crucial to consider ethical aspects related to 

product value, where the buyer assesses the price and quality of the product. Therefore, 

sports product sellers need to price their products in line with Sharia and legal standards, 

while also ensuring product quality. Additionally, the beliefs and intellectual values of the 
sellers play a significant role in their ethical behavior and adherence to ethical principles. 

The results indicated that the Interferer factors affecting the research phenomenon 

included media, organizational climate, and market climate. For example, Participant 1 
“the media's crucial role in promoting sales ethics.” Participant 10 “emphasized the 

importance of competitors refraining from interfering in each other's work.” Furthermore, 

Participant 1 “believed that organizational culture plays a significant role in fostering 

ethical values.” Sulistiawan et al. (2020) suggested that organizational climate and 
structure can significantly impact employees' moral motivation. According to Munoz and 

Mallin (2019),  while organizational climate can promote ethical behavior, it may also 

foster unethical conduct. For instance, the organizational strategy related to the 
salesperson's role, such as role conflict, role ambiguity, task effectiveness, and 

relationship orientation, could promote unethical behavior. From Bhatti (2018) this 

perspective, sales promotion , and social media were found to have a positive and 
significant impact on consumers' purchase intention. Thus, the ethical considerations 

raised in the media can influence customers' purchase intentions. According to this Sethi 

and Sama (1998), improving ethical business behavior may be more effective under 

different market-based competitive conditions. Also, Robertson and Anderson (1993) 
believes that sellers who consider the market to be competitive recommend less ethical 

behavior. The media can significantly influence sales ethics. Publishing content that goes 

against societal values can lead people to act inappropriately and immorally, potentially 
harming society. Market and economic factors also play a role in sales ethics. Market 

pressures can sometimes create opportunities for unethical behavior, like falsifying 

information, deceptive advertising, or exploiting child labor. Additionally, the 
organizational or cultural atmosphere within a company can impact sales ethics. If an 

organization promotes unethical values and behaviors, employees may be more likely to 

engage in inappropriate and unethical actions, potentially leading to fraudulent or 

deceptive conduct. 
The results indicated that the strategies linked to the research phenomenon 

encompassed management and structure, rules and regulations, supervision, education, 

and dissemination and promotion. For example, Participant 1 mentioned , “that investing 
in research and development can promote ethical practices.” Participant 12 highlighted 

“that having laws and regulations in place can significantly decrease unethical behavior.” 

Furthermore, Participant 2 suggested , “that enhanced supervision and inspection can curb 
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immorality.” Additionally, Participant 9 “pointed out that providing adequate training for 
salespeople enables them to handle customer interactions effectively.” Participant 4 also 

emphasized , “that raising awareness about ethical matters through the media can be 

instrumental in addressing ethical concerns.” Ethics training is one method used by 
organizations to safeguard themselves. Studies have demonstrated that offering ethical 

training within organizations can play a crucial role in fostering ethical cultures within the 

organization (Delaney & Sockell, 1992). Effective and groundbreaking ethical training is 
vital for sales organizations (Dugan et al., 2020). Gholimotlagh (2019) emphasizes the 

importance of providing accurate information to customers, following store instructions, 

clarifying products, meeting customer needs, maintaining honesty, and avoiding unethical 

competition as crucial educational components for business owners. Training associates 
to sell effectively and ethically not only improves sales quotas but also enhances 

associate s '  well-being (DeTienne et al., 2022). Monitoring systems are also an important 

strategy. Beeler et al. (2017) found that the use of behavioral control systems can reduce 
the negative effects of unethical behavior while holding salespeople accountable for their 

actions. Boyer and d'Astous (2023) argue that the implementation of sales tax remittance 

at the firm level affects other stakeholders such as employees and suppliers. Using 

technology tools to enhance monitoring can increase productivity. Dowell et al. (2013) 
found that the adoption of new technologies can emphasize the importance of ethics in 

sales. Ruiz et al. (2015) found that ethics programs such as codes of ethics and principles 

of education are positively related to high ethics. Leaders can foster a culture of sales 
ethics by promoting ethical behavior, addressing weaknesses, training colleagues, 

aligning incentives, offering strategic compensation, and upholding the company's ethical 

standards (DeTienne et al., 2022). Departmental leaders can establish guidelines detailing 
the daily application of the company's ethical principles to their business practices 

(Rousselet et al., 2020). To promote sales ethics in an organization, you can utilize training 

and awareness, ethical valuation, encouragement and reinforcement, evaluation and 

feedback, and case studies. By conducting ethical courses and training, advocating for 
ethical values, incentivizing ethical behaviors, assessing ethical performance, and 

showcasing successful case studies, you can foster sales ethics in the organization and 

support its enhancement. The management and structure of an organization can contribute 
to the enhancement of sales ethics by embedding ethical values into the organizational 

culture. These values can be integrated into policies, organizational methodologies, and 

structure. Moreover, establishing frameworks and procedures that uphold sales ethics and 
promote ethical conduct can also be beneficial. This involves endorsing and reinforcing 

ethical behaviors by managers, assessing ethical performance, and offering constructive 

feedback to enhance ethical behaviors and performance. Furthermore, establishing an 

organizational culture that upholds ethical principles and emphasizes accountability can 
further facilitate the enhancement of sales ethics. Additionally, with increased supervision 

and the implementation of technology-based monitoring, we can observe the integration 

of ethical components in sales. Lastly, laws and regulations can advance the improvement 
of sales ethics by establishing a legal and ethical framework for salespeople's conduct. 

These regulations may encompass aspects such as transparent information disclosure, 

safeguarding customer privacy, avoiding deceptive advertising, and safeguarding 
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customer rights. Adhering to appropriate rules and regulations can help regulate sellers' 
behavior, prevent misconduct, and enhance customer trust in the organization. 

Furthermore, these laws can guide managers and employees of the organization to engage 

in sales with ethical and legal practices. 
The study revealed that the Outcomes of the research phenomenon encompassed the 

internal satisfaction of the seller, branding, financial implications, and consequences 

related to the customer. For example, Participant 11 mentioned, “that those pursuing a 
halal livelihood do not compromise on moral values.” Participant 3 also noted , “that 

adhering to ethical standards can attract more customers.” Furthermore, Participant 9 

stated, “that following ethical guidelines can lead to increased income.” Participant 7 also 

highlighted “that adherence to ethics can foster customer loyalty.”  Dadgar (2006) 
emphasized that adhering to ethical principles in sales can engender trust and satisfaction 

among customers, while also upholding the company's profitability and efficiency. Barari 

and Ranjbarian (2012) demonstrated in their study that the observance of ethical principles 
by the organization's sales staff can significantly influence the customer's perception of 

the company's ethical conduct and the quality of the customer's relationship with the 

company. According to Sadeghi Boroujerdi and Mansouri (2020), the honesty and 

trustworthiness of the sellers not only encourage repeat purchases by consumers but also 
foster a sense of loyalty in the customer. In a study by   Román and Ruiz (2005), it was 

found that ethical compliance in sales significantly affects customer commitment, trust, 

and satisfaction with service providers. Similarly, Chen and Mau (2009) determined that 
salespeople's ethical selling behavior plays an important role in enhancing customer 

loyalty through trust. In addition, the customer's trust in the company has a significant 

effect on the customer's loyalty compared to the seller's trust. Madhani (2021) found that 
ethical sales and marketing practices contribute to the long-term sustainability of 

organizations and provide them with a competitive edge. Kethan and S (2022) also 

highlighted the importance of ethical sales behavior in boosting sales volume and 

enhancing customer satisfaction, loyalty, and commitment. Companies with higher ethical 
standards experience increased customer loyalty, satisfaction, and referrals (DeTienne et 

al., 2022). The seller's internal satisfaction is crucial as a moral outcome, as it can boost 

self-confidence and motivation, thus enhancing performance. Sales ethics also impact 
branding, as transparent communication fosters a positive brand image and boosts sales 

and revenue. Financial implications are significant for business growth, while customer-

related consequences stress the value of maintaining positive customer relationships to 
increase loyalty and customer value. 

The research findings revealed a range of causal, contextual, and intervening factors 

that impact sales ethics in the sports industry. Additionally, strategies related to this 

phenomenon encompassed management and structure, rules and regulations, supervision, 
education, and dissemination. As a result, the research suggests that managers and 

policymakers should focus on developing preventive strategies and promoting financial 

transparency. Furthermore, it is recommended to implement a technology-based 
monitoring system to enhance performance and financial transparency. Other research 

emphasizes education and dissemination strategies. Governing institutions need to take 

measures to spread and promote sales ethics using public media and virtual space. 
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Workshops and training courses focusing on ethical issues should be planned and 
implemented when obtaining sports business licenses. 
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 ی ورزش یاخلاق فروش در کسب و کارها مدل پارادایمی

 

   3ی، محسن وحدان* 2ینیحس، محمد سلطان   1یقنبر یعل

 . رانیدانشگاه اصفهان، اصفهان، ا  ،ی دانشکده علوم ورزش   ،ی و رفتار حرکت  ی ورزش  ت یر یگروه مد ،ی ورزش  تی ریارشد مد  یکارشناس  ی دانشجو   1
  . رانیدانشگاه اصفهان، اصفهان، ا  ،ی دانشکده علوم ورزش   ،ی و رفتار حرکت   یورزش   تی ریگروه مد ار ی دانش  2
 . رانی دانشگاه اصفهان، اصفهان، ا  ،ی دانشکده علوم ورزش   ،ی و رفتار حرکت   یورزش   تی ریگروه مد ،ی ورزش  تی ری گروه مد  اری استاد  3
 

 کلیدواژه  
 اخلاق فروش 

 ی کسب و کار ورزش
 یک م یمدل پارادا

     چکیده 

 هدف از این پژوهش ارائه مدل پارادایمی اخلاق فروش در کسب و کارهای ورزشی بود.   هدف: 

( بود. 1997،  )اشتراوس و کوربین   ک ی ستمات ی س   ی گرندد تئور   کردی با رو  ی ف ی ک   ق ی روش تحق   : روش 

اسات مشارکت  )   ن ی و متخصص   د ی کنندگان شامل  بازار ورزشی  )   5حوزه  اخلاق  نفر(، صاحبان    1نفر(، 
)   ی وکارها کسب  مشتر 3ورزشی  ورزش   ان ی نفر(،  تحق 3)   ی محصولات  ابزار  بودند.  مصاحبه    ق ی نفر( 

انجام شد. برای دستیابی به این   ی همسوساز   کرد ی با استفاده از رو   ی اعتبارسنج   بود.    افته ی ساختار مه ی ن 
مختلف به  عنوان    ی ها )وجود گروه ها منظور چند نوع همسوسازی شامل استفاده چند منبع برای داده 

ها با داده   کلیه نوظهور انجام شد.    ی ها افته ی   د یی )دو نفر( برای تأ   کننده ی کننده(، و چند بررس مشارکت 
 تحلیل و بررسی شد.  2020افزار مکس کیودا  نسخه  استفاده از نرم 

ها،  است ی و س  ن ی )قوان  ی علّ ط ی شرا -1شد:  ی سازمانده  ی محور اصل   5در  ق ی تحق  یی مدل نها  : ها افته ی 

  ارزش محصول  ج،ی و ترو   غ ی تبل   ، ی مشتر   ی )رفتارها   نه ی زم   - 2(،  ی اقتصاد   ، ی اجتماع - ی فرهنگ   ، ی اس ی س 

گر  عوامل مداخله   - 3فروشنده(،    ی باورها و ارزش ها   ، ی (، تعامل ارتباط فروشنده با مشتر ت ی ف ی و ک   مت ی )ق 
و مقررات، نظارت، آموزش،    ن ی و ساختار، قوان   ت ی ر ی راهبردها )مد   - 4(،   ی )رسانه ها، جور بازار و جو سازمان 

مرتبط با  ی امدها ی ،پ ی مال  ی امدها ی پ  ، ی فروشنده، برندساز  ی درون  ت ی )رضا  امدها ی پ  - 5( و ج ی اشاعه و ترو 
 باشد.ی فروشنده( م 

های  دهد تا استراتژی گذاران پیشنهاد می نتایج این تحقیق به مدیران و سیاست   و ابتکار مقاله:   اصالت 

مندی از از یک سیستم نظارتی مبتنی بر پیشگیرانه و شفافیت مالی را توسعه دهند. همچنین بهره 
شود. نتایج دیگر تحقیق بر کند، توصیه می فناوری که شفافیت عملکرد و شفافیت مالی را بهینه می 

راهبردهای مبتنی بر آموزش و اشاعه و ترویج تاکید دارد. در این خصوص لازم است نهادهای حاکمیتی  

با بهره مندی از ظرفیت رسانه های عمومی و فضای مجازی تدابیر لازم برای اشاعه و ترویج اخلاق  
ها  کسب و کارهای ورزشی کارگاه شود در زمان اخذ مجوزهای  فروش را اتخاذ نمایند. نهایتا پیشنهاد می 

 بینی و اجرا شود. های آموزشی با محوریت مسائل اخلاقی نیز پیش و دوره 

 نوع مقاله 
 پژوهشی اصیل 
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