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Abstract. As with any large organization, the core value of a professional sports club and
its affiliates should be to build and maintain a strong image, which can naturally be the best
tool for maintaining a positive reputation for the organization and its members, a well-formed
image can be a competitive advantage over other athletes, and that is why there is an
increasing focus not only on the image of the organization but also on the image formation of
athletes in the media. The research aim - to analyze the image elements and their
significance in shaping the image of the athlete in the media. The objectives of the research:
to carry out the analysis of the structural elements of athlete's image from the theoretical point
of view; to define the role of the media in shaping the image of the athlete; having established
the significance of the structural elements of an athlete's image, to define the impact of an
attractive athlete's image and the role of the media in the image-building process. Analysis of
recent research and publications. The problem of the work is what structural elements make
up the image and how it can be used to create an attractive image of the athlete in the media.
Cornelissen (2001), Mamedaityte (2003), Druteikiene (2003), Scott (2008), Dulworth (2008),
Goffman (2000), Arai et al. (2013), Neves et al. (2015), Arai et al. (2014), Charumbira (2014;
2018), Hasaan et al. (2016) and other authors discuss aspects of organizational and athletic
image development, structural elements, image creation management, the impact of a positive
image on competitive advantage, maintaining relationships with target groups, the marketing
significance of image-building, the role of the media in image-building, and other significant
image-forming topics. The following research methods are used for the purpose of the
research aim: analysis and synthesis of scientific literature; qualitative research - structured
interview, qualitative text analysis. The interview questionnaire is based on the theoretical
material of the research and the objectives set. While preparing the research instrument, the
first part of the question categories and subcategories are formulated using the model
proposed by Arai et al. (2013; 2014) MABI (Model of Athlete Brand Image), which
highlights three important aspects in shaping an athlete's image. The second and third
question groups are based on the research of Charumbira (2016, 2018), Hasaan et al. (2016),
which analyzes the role of the athlete in shaping the image of the athlete, including the media.
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Conclusions. Athlete's image consists of structural elements such as the athlete's
experience, which includes competitive style, athletic mastery and behaviour during
competitions, attractive appearance, expressed in physical and social attractiveness, style,
clothing, body beauty, and demonstrated lifestyle that is characterized by a distinctive life
story, relationship endeavors where the athlete is a role model and based on the lifestyle the
image and athlete's reputation are formed. While social responsibility and reputation retention
play an important role. An attractive image of an athlete may in part result in advertising
space, television coverage or increased sponsorship. The media plays a key role in shaping the
image of the athlete and is an important tool in the process.

Keywords: athletes, image structural elements, image formation, media.

INTRODUCTION

Relevance of the work. As with
any large organization, the core value
of a professional sports club and its
affiliates should be to build and
maintain a strong image, which can
naturally be the best tool for
maintaining a positive reputation for
the organization and its members.
Both the leaders of a sports
organization and all members of the
organization - athletes - need to
understand that having a well-formed
Image can be a competitive advantage
over other athletes, and that is why
there is an increasing focus not only
on the image of the organization but
also on the image formation of
athletes in the media. As with any
organization, it is important for any
athlete to understand and know their
prevalent image in society, so that
decisions could be made to improve
the image when necessary. The
problem of the work is what structural
elements make up the image and how
it can be used to create an attractive
image of the athlete in the media.
Analysis of publications and research
have revealed the root of this problem.
Cornelissen  (2001), Mamedaityte
(2003), Druteikiene (2003), Scott
(2008), Dulworth (2008), Goffman
(2000), Arai et al. (2013), Neves et al.
(2015), Arai et al. (2014), Charumbira

(2014; 2018), Hasaan et al. (2016) and
other authors discuss aspects of
organizational and athletic image
development, structural elements,
image creation management, the
impact of a positive image on
competitive advantage, maintaining
relationships with target groups, the
marketing significance of image-
building, the role of the media in
image-building, and other significant
image-forming topics. The object of
the research: formation of the image
of the athlete in the media. The aim of
the research: to analyze the image
elements and their significance in
shaping the image of the athlete in the
media. The objectives of the research:
to carry out the analysis of the
structural elements of athlete's image
from the theoretical point of view; to
define the role of the media in shaping
the image of the athlete; having
established the significance of the
structural elements of an athlete's
image, to define the impact of an
attractive athlete's image and the role
of the media in the image-building
process. The following research
methods are used for the purpose of

the research aim: analysis and
synthesis of scientific literature;
qualitative research -  structured

interview, qualitative text analysis.
The object of the research: the
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formation of the image of an athlete in
the media. The interview
questionnaire is based on the
theoretical material of the research
and the objectives set. Questions are
open-ended because they allow for
more detailed, work experience -
based information. The research
instrument is designed to investigate
the structural elements of an athlete's
image and their significance in image
formation, the significance of an
athlete's attractive image, and the role
of the media in shaping an athlete's
image. While preparing the research
instrument, the first part of the
question categories and subcategories
are formulated using the model
proposed by Arai et al. (2013; 2014)
MABI (Model of Athlete Brand
Image), which highlights three
important aspects in shaping an
athlete's image. The second and third
question groups are based on the
research of Charumbira (2016, 2018),
Hasaan et al. (2016), which analyzes
the role of the athlete in shaping the
image of the athlete, including the

components: the media (social media
means, media, video games and major
sports events), verbal communication
(oral, rumors and narratives),
Impression management, social agents
(parents, family members, friends, and
community) and team sports (athletic
interest, team interest, and team
geographical location). In turn, the
components of an athlete's image are
related to  external  attributes
(behavior, team, achievement, style of
play, and skills) and personality
describing attributes (physical
attractiveness, lifestyle,  personal
attractiveness, ethnicity and
entertainment) and fan loyalty to the
athlete.

The research aims to find out how
Lithuanian sports journalists define
the formation of an athlete's image in
the media. In order to deepen the
research and obtain the most
comprehensive answers, when
selecting the respondents,their overall
seniority in the media, experience in
publishing information on the sports
sector, age and education were also

media.

The  research  highlights
comprehensive structure that includes
the athlete's image-building

elucidated.

Table 1

provides

information on the informants who

participated

in

the

study.

Table 1. Informationon the informants (Source: compiled by the author)

Informants IN1 IN2 IN3 IN4 INS
Total seniority in the media 6 years 7 years Syears 5 years 6 years
Experience publishing | 6 years 7 years Syears 5 years 6 years
information on the sports sector
Age 27 years 26 years 28 years 51 years 29 years
Education Higher Higher Masters sports | Higher Higher

university university | marketing university | university
Research ethics. The methods of and behave naturally. The researcher

qualitative
respondents

with

research  provide
comprehensive
opportunities to express themselves

followed the principle of voluntary

participation

in the study, so all

individuals were informed that in the
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event of unacceptable questions they
might not answer the questions or
terminate the interview at any time.
Prior to the interview, the respondents
were given general information about
the aims and objectives of the
research, it was stressed that
anonymity was guaranteed, their
personal data would not be mentioned
in the work, generalized research
results would be presented in master's
thesis, where respondents' codes IN1,
IN2, IN3 IN4, IN5 will be used. The
respondents were also informed that

having transcribed thetext, the
interview soundtrackwould be
destroyed.

STRUCTURAL ELEMENTS OF
ATHLETE'S IMAGE AND THEIR
SIGNIFICANCE

We can say that the success of an
athlete depends on public opinion
about him and his performance. If an
athlete manages to create a positive
image in the media, it is much easier
for him to achieve his goals. Forming
public opinion requires effort, some
activity known as relations with
society or public relations. Public
relations is a very broad field of
activity, which includes creating and
maintaining  favorable  operating
conditions for the organization. Many
authors believe that they have the
following  functions: information,
contact (communication), image
creation, sales promotion,
stabilization. Through public
relations, the athlete seeks to convey
information to the outside (to the
public). Constant exchange of
information, i.e., knowledge of facts
and opinions is essential for both the
athlete and those involved.

Public relations are wused to
establish and maintain contacts, and to
communicate with important areas of
society and groups. Close contacts
with the media - newspapers,
magazines, television, radio - are
particularly important. Very important
are good contacts with professionally
competent specialists, political and
economic institutions, recognized
authorities, young people.

Although public relations cannot
be directly identified with image
formation, there is a very close link
between them. A positive image
existing in society is a good
foundation for the success of an
athlete. The image represents the
athlete and provides information
about him to the public. It is important
for the athlete to be aware of the
importance of the image and to
understand that the image does not
occur by itself, it requires planned,
constant, purposeful activities which
are time-consuming, effort-consuming
and require material
expenditure."Spicy"”, negative stories
that undermine the image can deceive
stereotypes and serve as a continuing
slam. We can say that hiding
information is one of the worst things
possible for an athlete's reputation.
Doing so may increase distrust of the
athlete, and as the information
becomes clear, the athlete gets more
negative feedback and fans and
supporters can turn away from him, so
it is important not to withhold
information and not to provide false
information to the public. Reputation
IS a very important factor in shaping
the image of an athlete in society, and
we can identify it as a fundamental
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value for
formation.

Reputation can be positive or
negative, strongly rooted in the
consciousness of stakeholders or not,
but there is no athlete who has no
reputation among his takeholders.
Obviously, no athlete would deny a
positive reputation and the approval
and support of stakeholders. However,
can reputation really be and should be
managed? To answer the question of
whether an athlete's reputation
management is a luxury, a new
fashion model, or a necessity dictated
by today's conditions, it is necessary
to analyze the significance of an
athlete's reputation and its potential
benefits. Reputation can be defined as
one of the most challenging tools for
an athlete to implement, requiring
great effort and continuity. Reputation
is usually created in the society only
when the totality of the athlete's image
matches reality.

Consequently, there is a reciprocal
relationship between the image and
the reputation of the athlete.
Reputation has a strong impact on the
athlete’s image. The main factors
determining the athlete's reputation
can be distinguished as athlete's
communication with the public,
behavior, clothing, which expresses
the athlete's individuality,
distinguishability from other athletes.
A professional athlete is a unique
personality and has the abilit to
influence consumers, so building a
positive reputation requires the right
direction to be taken. Carlson et al
(2009) notes that an athlete's qualities
such as wvigor, sincerity, courage,
intelligence, honesty help attract more

the purposeful image

fans and build a positive reputation.
Carlson and Donavan (2013) also
emphasize that an athlete who wants
to create a positive reputation must be
open, imaginative and emotionally
stable. Therefore, consumers may be
more likely to identify with athletes
who are perceived as exceptional and
positive characters. Equally important
are values such as family, profession,
patriotism, spirituality and other
values that are valued by society, and
they most often enhance an athlete's
reputation. By convention, researchers
distinguish mind and education as
positive values. When an athlete
engages in negative activities such as
drug use, alcohol abuse, assault,
driving offenses, gambling, arrests
and other negative activities, it causes
consumer dissatisfaction. Similarly,
companies that sponsor them, after
receiving information, often seek to
terminate  sponsorship  contracts,
because that information results in
significant financial loss for the
athlete sponsoring company.
Scientists say that hiding information
further aggravates the situation and
destroys athlete-consumer
relationships. Sato (2015) observes
that an athlete's public apology and
acknowledgment of mistakes and
seeking to correct them can restore an
athlete's positive reputation. So, we
can say that it takes a lot of work and
effort for an athlete to build a good
and favorable reputation, but a good
consumer attitude should be the key to
a professional athlete that can bring
real benefits to his or her personal
career.

Identity - defines the totality of
human qualities by which we
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distinguish him from others. These are
the values, attitudes, ideas that an
athlete uses to represent himself. The
purpose of the identity is to describe
its meaning, purpose and image as a
brand. Because social recognition is
one of the higher social needs of an
individual, the use of events allows
potential users to identify themselves
with that athlete. Every athlete has
some idiosyncrasies. Their totality
forms the so-called athlete's identity
and their profile expresses their
exclusiveness and uniqueness. Profile
and identity are interrelated and
interdependent. An athlete's identity is
a chosen way of showing himself to
the environment, reflecting his
philosophy, values, attitudes and
emphasizing the features he wants to
be associated with. The general idea
behind creating an athlete's identity is
to describe himself or herself as
clearly, united and attractive as
possible. Therefore, a well-formed
athlete’s identity can be seen as the
basis for developing consumer
relationships. By describing his
identity and communicating it to
different user groups, the athlete

creates his or her own image. It is up
to the athlete to decide how he or she
wants to be presented, for a
professional athlete's career ends soon
enough. Thus, a distinctive and well-
established image during a sports
career can help shape your personal
brand, which can be a great reward for
a brief sporting activity. It can also
help enter a professional life after a
sports career.

Arai et al. (2013, 2014) developed
the MABI (Model of Athlete Brand
Image) model for athlete image
assessment and identified theoretical
and methodological approaches to fill

conceptual gaps in athlete image
research. The research  results
substantiated the main structural

elements of the image. The study
identifies image dimensions specific
for an athlete and person, which are
important and commonly used in
sports marketing and advertising.
Three main components of the MABI
model are distinguished: the athlete's
experience / game, attractive
appearance and demonstrated lifestyle

Structural elements of athlete’s image

_-

T

(see Figure 1).

Athlete’s
experience/game

Demonstr
ated lifestyle

Attractive

—>

Figure 1. Structural Elements of Athlete‘s Image (Source: Arai et al., 2013,

2014)

It could be said that the definitions
of an athlete's image are highly
ambiguous, as scientists view this
phenomenon from different angles,
highlighting one aspect or another.

Thus, an image is a set of false or true
images, judgments that people or
groups of people have made about a
particular object. It can also be said
that a positive image is a very
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powerful force and athletes who are
able to manage this force through all
the structural elements at the same
time gain a competitive advantage,
which can often be a great investment
in their future. The sports industry is
not only one of the most profitable
entertainment industries, attracting
large investments, but also a business
that is subject to constant risk due to
potential injuries, withdrawal of key
sponsors, staff changes or personal
financial failure of shareholders that
could impact the team budget. As a
result, in anticipation of potential
threats, sports organizations adopt
annual strategies that in case of bad
luck will allow to mitigate potential

damage in the event of one of the
scenarios listed. However, we can
argue that for any professional athlete,
as with any organization, the key
value should be to create and maintain
a strong image in the media, which
can naturally be the best means of
raising public awareness. The image
of an athlete in the media is associated
not only with good results and athletic
success, but also with the personal
qualities of the athlete as an
individual.  Different sources of
information present quite different
media concepts. Some view media
from a broader perspective, while
others present more specific media
concepts.

Table 2. Media Concepts (Source: compiled by the author).

Source

The media concept

Habermas (2008)

The media is a message created by an individual or a group of people and transmitted to a
wide audience by means of information. It includes books, magazines, audio recordings,
newspapers, television, the Internet, movies.

AKin,
(2005)

Jennifer

The media is a variety of information (from hand gestures to international news)
transmitted to a large group of people. There are no rules specifying how large an
audience must be in order for information to become mass. There is also no requirement
for information to be disseminated, so even advertising on the car is classified as media

Urbonas (2007)

on radio and television”.

The media is an individual's area of activity that focuses on the collection, processing and
dissemination of relevant information through a variety of means. “It is an organized
dissemination of information in the system of public information organizers and mass
media; organizers of public information, the media; publications in the press, broadcasts

After analyzing and comparing
media concepts (see Table 2), it is
noticeable that all concepts of media
definition are different. Analysis of
literature has shown that a unified
definition of media is still poorly
formulated today. According to the
analysis of media definitions, author
Habermas (2008) describes the media
as a message created by an individual
or a group of people that will be
communicated to the public through
the media. Akin (2005) emphasizes
that there are no established norms for

the media to specify the size of the
audience in order for the information
to become mass. It also emphasizes
that there is no requirement for
information to be disseminated, so
even car advertising is classified as
media. Urbonas (2007) defines the
media as an area of a person's activity
that involves collecting, processing,
and disseminating relevant
information through a variety of
means. Arai et al (2013) rank athlete's
media appeal in the following
sections: athletic mastery, athletic
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achievement, and lifestyle.
Researchers emphasize that an
athlete's lifestyle includes interaction
with fans, athlete's ethical behavior,
and declared personal values, which
suggests that this is the biggest
contribution to shaping an athlete's
image in the media. In terms of the
media, it is important to emphasize
the media groups that Uttara (2008)
defines as follows: electronic press,

press (newsletters, various
newspapers and magazines,
brochures, photographs (as visual

communication); new media (mobile
phones, the Internet and computers).
In addition, Kingsley (2004) suggests
a more modern media distribution, as
the previous distribution does not
reveal the latest media trends:
broadcasting of programs; movies;
video games (games in mobile
phones, Arcade games in internet
cafes, Console games on selected
devices); sound recording and
copying (this group includes various
sounds and music); press (publishing
media); digital Media (satellite
connection, mobile phones, the
Internet). Mobile phones are the new
ubiquitous fashion that is often
referred to as the seventh media. The
mission of the media is to present
current issues to the public, to keep up
to date with all the Ilatest
developments, and to present different
views impartially. Media expands a
person's horizons, worldviews,
beliefs, knowledge, and behavior.
Actively shapes public opinion. It also
influences the formation of public
values, influences social moods.
Uzniene (2009) describes the media as
a mirror of events, which, regardless

of our wishes, distorts, corrects, filters
and selectively selects what we need
to know, see, hear. But with its
growing influence, the media can
easily become more than just a place
where cultural and social values are
formed and consolidated. Often,
popularity is not sought after in the
most beautiful ways, and the media
expresses not the public opinion, but
the opinion of the directors of the
television channel or publication. It is
very important for the public to have
access to information and new
knowledge, and the media is one of
the most important providers of
information. Pitrenaite (2009) states
that the media likes unexpected,
recent news, rather bad than good
news. Most people spend most of their
time with one or another source of
information: television, the Internet,
radio, newspapers, and  more.
According to Pitrenaite (2009), the
media, by analyzing and
disseminating information, shapes
public awareness of phenomena
relevant to the country, directly
influencing their values and attitudes.

Consumer communication habits
have changed rapidly, leading to the
emergence of social media alongside
traditional media in today's world.
Together, these tools complement
each other and create an effective
communication system. In today's
world, the importance of internet
connectivity is  extremely high.
According to Scott (2008), social life
is no longer conceivable without the
Internet, which is gradually displacing
part of the media as a means of
disseminating  information.  Social
connections are moving from the real
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world to a virtual space where life is
as active as in the real world. No
exception are professional athletes of
these days who often rely on social
networks such as facebook, twitter or
instagram, which facilitate
communication with their fans and are
a great platform to promote their
image.

The media emphasizes its mission
to communicate events accurately, to
explain current societal problems and
to present different views in an
unbiased manner. Studies conducted
by Balciene and Lebrikaite (2007)
showed that 51.3% of respondents
trust the media, 17.4 %. - do not trust.
Researchers Balciene and Lebrikaite
(2007) noticed that lately the media is
more inclined to form an attitude than
to inform about objective events. The
press and web pages (15 min., l.rytas,
delfi, etc.) benefit the professional
athlete by making him constantly
visible. A professional athlete is a
prominent person, so no special effort
is required to get into the media
spotlight. Well-known people are
constantly in the spotlight as the most
influential and top-tier of society. The
lifestyles of professional athletes, their
sporting achievements, or events and
news related to them, are of constant
interest to the public and are therefore
constantly communicated to the
media. If the media coverage of an
athlete's lifestyle or events is positive,
it often provokes positive reactions in
the public and creates a positive
image of the athlete. Conversely, if
articles relate to an athlete's bad

behavior or lifestyle, they create a
negative image of the athlete.
Therefore, in order to get good use of
the media while forming a positive
image, one needs good reputation,
good manners and lifestyles.

Social networks are an interactive
internet structure (web site) that
brings together a group of members
with common interests who both
create the content for a particular site
and interact with each other virtually.
Social networks have become an
integral part of our lives. Almost
everyone now has profiles on various
pages, regardless of age, gender,
education, income and social status.
Social communication has become
one of the most effective tools for
creating an image. According to
author ~ Dulworth ~ (2008), the
fundamental aspect that distinguishes
social networks from other websites is
the ability for individuals to share
their relationships with people they do
not know. Social networking members
join ~ communities and  those
communities operate not only locally
but also globally. This network
connects many individuals from
around the world, and they themselves
process and stream large amounts of
information from other participants on
the social network themselves.
Sociologist Goffman (2000) describes
the external features of a person as a
term of individual appearance, which
can be defined as distinctive signs that
help to convey various meanings
related to a person (table 3).

Table 3. Individual appearance acording to Goffman (Source: Goffman,

2000).

| Clothes

| Clothes can be a reflection of a person's social status: there are usually made |
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associations that a well-off person dresses in brand clothes, according to their status.

Race Race represents th_e origin of a person, and Southgrners and Orientals are not just
different in their residence but also in temperament, skin color.

Sex Sex re_fers to a person's biological origin, where sex distribution prevails and stereotypes
are being created.

Age Age represents not only the biological maturity of a person, but also the accumulated
experience.

Height Height can be_ categorized as appearance. Heigh_t as we_II as weight have appropriate
associations with a healthy and strong person or with obesity and dwarf.

Appearance All external features and clothing of the person represent an attractive person or not.

Facial Facial features, smile, eyes, gaze facilitate communication, facial expressions help to

expression understand a speaker's mood.

Speaking They are also helpful when communicating, calm, cheerful or rough

models speaking reveals a person's moods and manner.

Body gestures Communi.cation provides additiopa] information to 'the addressee, facilitates
conversation; body gestures can be divided to external stimuli or manners.

Hasaan et al. (2016) investigated  disseminating information  about

and analyzed athlete’s 1image
formation, including the role of the
media in shaping an athlete's image.
The authors presented a
comprehensive structure that
incorporates athlete’s image-building
tools in terms of sources providing
information about athletes: the media
(social media, media, video games
and major sports events); verbal
messages (oral, rumors and stories);
impression management, social agents
(parents, family members, friends and
community); team sports (athletic
interest, team interest and team
geographical location). In turn, the
athlete's image components are related
to the athlete's external attributes
(behavior, team, achievement, playing
style and skills) and personality
attributes  (physical attractiveness,
lifestyle, personal attractiveness,
ethnicity and entertainment) and fan
loyalty to the athlete. As stated by
Hasaan et al. (2016), the media is an
important tool in the process of
creating an athlete's good image and

athletes. Scientists have refined the
Athlete  Image Model (MABI)
developed in previous studies and
pointed out the need to analyze the
opinions of fans that contribute to
athlete’s image development.
Researchers believe that the structural
elements of the image must be
strategically managed by athletes and

trainers themselves. Structural elements
of athlete's image and their significance in
image formation.

RESULTS AND DISCUSSION

Interview data were analyzed
using the method of qualitative text
analysis. For this reason, the text has
been read several times and, once the
meaning of the text has been
understood, the text has been split into
separate  sections reflecting the
essential aspects of the research. The
analysis is based on the statements of
the respondents. Table 4 lists the
distinguished categories and
subcategories.

Table 4. Interview categories and sub-categories

Interview categories |

Sub-categories

1. Structural elements of athlete's image and their significance in image formation
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Sporting experience Significance of sporting experience.
Competitive style (attractive personality, competence, emation
cause / excitement, team game / game characteristics)
Athletic excellence and professional reliability.
Competitive behavior during competition
Physical and social attractiveness.
Symbol (athlete as personality, social attraction, style, clothing,
design).
Body fitness / body beauty (attractiveness and social
attractiveness).
Life story and lifestyle.
Athlete as an example to follow.
Relationship efforts (credibility, social attractiveness, sociability,
social interaction, membership of the organization / loyalty.
2. Significance of athlete's attractive image
Planning an athlete's image Planning an athlete's image.
Athlete image formation tools.
Access to television.
Access to the press and social networks.
Increasing advertising volumes.
Attracting viewers.
Opportunities for more sponsorship (business, sports leaders,
politicians, media)
The reputation of the athlete as an image shaping factor
Competitiveness as an image shaping factor

Attractive appearance: attractive
athlete’s outward appearance

Publicity to lifestyle and personal
qualities

Significance of the attractive image of
an athlete in the media

Attractive effect of athlete image on
sponsorship
Significance of an athlete‘s reputation
Significance of attractive athlete image
to competitiveness

3. The role of the media in shaping the image of the athlete
The process of shaping the image of an | Individuals and groups of individuals influencing the formation of
athlete in the media the image of an athlete. The most effective media means.

Criteria for choosing an athlete as an object of information.
Manipulation and intentional harm in shaping an athlete's image.
The significance of personal acquaintances in shaping the image of

an athlete in the media.

The links between the financial benefit to the journalist and the
content of the information about the athlete.

Unfair competition in shaping the image of athletes / teams.

Ethical factors shaping the image of
athletes in the media

Structural elements of athlete's goal, a qualitative category was

image and their significance in
image formation. The first part of the
interview was meant to find out
whether the athlete's experience, in
particular his athletic achievements,
could be identified as a decisive factor

distinguished - "Athletic experience
(competence, success, team success)”,
which was divided into four sub-
categories: significance of athletic
experience, athlete's competitive style,
athletic excellence and professional

in creating a favorable image of the
athlete in the media. To achieve this

credibility, competition during
matches (Table 5).

Table 5. Sporting experience in image formation

Sub-category Proving statement

The significance ,<..> the athlete's experience, especially his or her athletic achievement, is a
of the athletic determining factor in creating a favorable image* (IN1).
experience ,<..> it is not for nothing that it is said that the man is best spoken of in his
works* (IN2).

,,<...> the athlete's experience completely shapes his image* (IN3).

,»<...>. experience is more useful for shaping that image more precisely* (IN4).

,,<...> | do not think experience is fundamental to an athlete's image* (IN5).

Athlete’s ,»<...> the athlete's charismatic style, unusual playing technigues can contribute to

Formation of character and image of sportsman as a competitive advantage in mass media
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Sub-category Proving statement
competitive style his favorable image formation* (IN1).

,,<...> charisma in the field also has an impact on image formation* (IN2).

,,<...> the exclusivity makes it more interesting and memorable* (IN3).

,,<..> let's call it charisma‘“ (IN4).

,,<...> charisma can bring so much* (IN5).

Athletic ,»<...> an athlete who expresses his favor and respect for opponents, who speaks
excellence and loudly for fair play, of course, can gain more attention in public space* (IN1).
professional »<...>sport is like this - though competitive but peaceful* (IN2).
reliability »<...> respect for the opponent is part of the game* (IN3).

,»<...>respect for others, colleagues, referees, rivals - just a plus* (IN4).

»<..> if there is a contradiction and one wants to stir up intrigue, it is not
necessary to show respect to the opponent* (IN5).

Competitive »<...> exciting, persistent matches to the last seconds help make success stories
behavior during about athletes much easier “ (IN1).
competition ,»<...> in such matches it is important to show yourself from the very best” (IN2).

»<..> it is easier to see the character and qualities of a player in a stressful
situation* (IN3).

»<...> a spectacle with intrigue is always of interest* (IN4).

»<..>. if the match is important and challenging and the athlete succeeds, it
contributes significantly to his / her image as he / she looks like a real leader who can
handle the pressure (INS).

Analyzing the significance of represents. This means that athletic

athletic experience was meant to
clarify journalists' attitudes towards
these important elements of the
athlete’'s image and the role of the
media in the process. On the first
question, “Do you think that an
athlete's positive image is shaped by
the athlete's experience? If the athletic
experience was not emphasized by the
media, would it create an attractive
image of the athlete in front of fans
and other sports market
participants?”  the respondents
emphasized that the experience of an
athlete unequivocally shapes the
image of an athlete and that it is not
for nothing that people are best told
by their work. Thus, we can argue that
without emphasizing the athlete's
experience in the media, it is more
difficult to create a positive image of
the athlete. In this case, we can argue
that unless the athlete's achievements
are known, it is difficult to discern his
level and authority in the sport he

image-building without media is
inseparable, it is a key part of athlete’s
image formation, because with the
help of the media there are
emphasized the latest news, the
ongoing career changes and other
news related to experience.

Analyzing the sub-category of
athlete's competitive style was aimed
at finding out what influence the
competitive athlete's style has on
image formation, such as, for
example, how the style of the
competition player is different from
other players, the athlete is interesting
to watch and the athlete's style is
charismatic. In this regard, the
respondents emphasized that charisma
on the field also influences the image
formation and exclusivity on the field
makes the athlete more interesting and
memorable. Thus, we can say that the
athlete's charismatic style, unusual
playing technique contribute to the
formation of the favourable image of
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the athlete. Standing out from athletes
in other sports, the athlete attracts
more media attention with more
publications. Consequently, this also
results in a greater amount of
information being created about him.

The sub-category of athletic
excellence and professional reliability
emphasizes athletes' ethical behavior
towards their opponents and the
importance of fair play. When asked
whether it is important for an athlete
to show respect to their opponents
and other players, to show fair play,
and what significance this has on
image formation, the interviewees
stated that sport, while being
competitive, is peaceful. Respondents
also emphasized in their answers that
an athlete who is openly expressing
his favor and respect for opponents,
who speaks loudly for fair play, of
course, can gain more attention in the
public sphere. So we can say that
respect is part of the game, but not
always does the respect shown by an
athlete automatically lead to a positive
image of the athlete, this can be called
as accepted and unwritten rules of the
sport, the observance of which is self-
evident.

Competition during matches is
expressed by the ability of an athlete
to compete actively in the fight
against opponents and creating
dramatic exciting situations. The
research seeks to find out the
journalists’  opinion  about  the
importance of this kind of play in
shaping the athlete's image. Also
important is the extent to which it
attracts media attention. When asked

whether it is important that a match
played by an athlete is interesting,
that the athlete is in great opposition
with his / her main rival and that the
match is dramatic and why and how
important it is in image formation, the
interviewees confirmed that if the
match is important and complicated
and the athlete succeeds, it strongly
contributes to his or her image as he
or she looks like a true leader who can
handle the pressure. It is also easier
for media representatives to see the
character and qualities of a player in a
stressful situation.

As a result, persistent matches
generate greater attention from the
audience, so every action taken by an
athlete is further emphasized and a
successful athlete creates a more
positive image in the media. We can
also say that exciting and persistent
matches, with the final result being
decided only in the last few seconds,
make it much easier for the media to
create success stories about the
athlete.

The second part of the interview
sought to find out whether an
attractive appearance of an athlete
could be identified as a decisive factor
in creating a favorable image of an
athlete in the media. To achieve this
goal, a qualitative category was
identified, called "Attractive athlete’s
appearance”, which is divided into
four sub-categories: importance of

appearance, physical and social
attractiveness, symbols and body
fitness / body beauty.

Table 6. Athlete's appearance in image formation

Sub- Proving statement

EHPAMY " Af chhracter and imaae of enarteman a
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Importance
of appearance

»<...>I do not think that this is the most important aspect.* (IN1).

,<..> the sports world should be more focused on other components than
appearance.” (IN2).

,,.<...> | do not think that the appearance of an athlete matters in his / her image if he /
she is a charismatic personality.* (IN3).

,,<..> it's probably more fun for everyone to look at a beautiful, athletic, workout
body.« (IN4).

,»<...>I do not think that this is the most important thing.* (IN5).

Physical
and social
attractiveness

»<...> physical attractiveness can only influence the formation of an athlete's image
on certain, usually spicy, topics. (IN1).

,»<...> these things matter more to those for whom sport is merely an episodic leisure
rather than a way of life. (IN2).

»<...>I think it's always more fun to talk to and look at a prettier athlete.* (IN3).

»<...> N0 doubt — yes.” (IN4).

,,<...> various clothing / footwear organizations offer to promote their brand in this
case.” (INS).

Symbols
(personality,
social
attractiveness,
style, clothing,

,,<...> there are quite a few examples of NBA basketball where dominant athletes set
the outfits and fashion trends by the clothing they are wearing.« (IN1).

,,<...> for the media, these things should not matter in principle. Of course, unless we
talk about the “yellow press.* (IN2).

,»<..> | think the audience is always entertained by the athletes' style, off the field.

design) (IN3).
,»<...> everything becomes important - even the English football coach's vest can
become popular.© (IN4).
,,<...> useful for image building, especially on social networks.* (IN5).
Body fitness ,»<..> looking after themselves and strong athletes can attract attention about
/beauty themselves.* (IN1).
of the body ,»<...> all athletes are athletic.” (IN2).

,»<...>a well-shaped athletic body is the business card of athletes.* (IN3).

,,<...> it is more enjoyable when you talk to attractive-looking interlocutors.« (IN4).

,<..> it can lead to the good results that everyone hopes for. | take that into
consideration as well.© (IN5).

Analyzing the importance of an
attractive athlete's appearance in the
athlete's  image-building  process,
media representatives were asked how
important an attractive athlete's
appearance is to the athlete's image
formation. The respondents assured
that it is probably more fun to look at
a beautiful, athletic, workout body,
but that is not the most important
aspect. Consequently, it can be argued
that an attractive athlete's appearance
can form an athlete's image but that is
not necessarily associated with his or
her image as a great athlete. The
physical and social attractiveness sub-
category aims to find out if a
beautiful, sexy athlete can create a
better image. All interviewees
confirmed that they had more fun

talking to and looking at a more
handsome athlete, and emphasized
that various clothing / footwear
organizations in this case offer the
athletes to promote their brand, which
not only provides the athlete with an
additional source of income but also
fame. Consequently, physical
attractiveness can only affect the
athlete's image formation on certain,
mostly "spicy" topics. However, an
athlete who does not show good
results or good play, even with an
attractive physical appearance, will
not gain media prominence due to his
or her appearance. It can also be
argued that the external beauty of an
athlete is more important to those for
whom sport is merely an episodic
pastime rather than a lifestyle.
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Concerning the sub-category of
symbols (personality, social
attractiveness, style, clothing, design),
media representatives had to answer
whether an athlete's personal style
appeal, style, or modern outfit
meeting the up-to-date fashion could
create a  better image. The
interviewees assured that the audience
is always interested in the style of the
athletes, off-field, but for the media
such things should not matter. So, an
influential athlete who shows good
results can shape fashion and style
trends before gaining influence as a
great athlete.

Analyzing the importance of body
fitness / body beauty in the athlete's
image-making process, it was sought
to find out whether journalists
consider the interlocutor's body
beauty in providing information about
athletes. The respondents said that all

athletes are athletic and it is more
enjoyable talking to attractive-looking
interlocutors, but this is not the
cornerstone that shapes an athlete's
image. This means that looking after
themselves and strong athletes can
attract more media attention about
themselves, especially those engaged
in professional sports beyond a certain
age limit towards the end of their
careers.

The third part of the interview
sought to find out whether the
promotion of lifestyle and personal
qualities could be identified as
decisive factors in creating a favorable
image of the athlete in the media. To
achieve this, a qualitative category
was identified - "Publicity of Lifestyle
and Personal Features”, which is
divided into three sub-categories:
lifestyle and life story, athlete as a
model to follow, relationship efforts.

Table 7. Athlete's lifestyle and personal qualities in image formation

and life story

Sub- Proving statement
category
Lifestyle ,<..> dramatic episodes create spicy news that can generate heightened public

attention®. (IN1).

»<...> an athlete, like every human being, has a variety of episodes that can, in one way
or another, shape his or her image.* (IN2).

,,<...> it creates a more negative image when too many scandalous facts are shared and
publicized.* (IN3).

,,<...> the most prominent examples are the regular "rape" scandals that cast a shadow
over all athletes whatever way you look.“ (IN4).

,,<..> athletes' lives are constantly watched by the media and are noticed and written
about.” (IN5).

Athlete ,»<...> it can become a role model for other athletes. In Lithuania, such is Rimantas
as an example | Kaukénas and his foundation.* (IN1).
to follow ,,<...> it certainly creates a leadership role even though he may not even be on the field.«
(IN2).
,<...> if an athlete is socially responsible, it obviously adds good image points to him.«
(IN3).

,»<...> Rimantas Kaukénas is now very often associated and positioned as the
ambassador of his support fund.« (IN4).

,»<...> a way of improving the image that the media will in all cases support and talk
about. A great example is Rimantas Kaukeénas and his support fund.* (IN5).
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Relations
hip efforts

»<...> an open and sociable athlete can create an attitude of "good" and "right" athlete
about themselves.« (IN1).

,,<...> that is the cornerstone of image-building - interacting with those who constantly
watch and support you, no matter what happens.« (IN2).

,,<...>even smiling is very important and has a great influence.* (IN3).
»<...> with the help of social networking this happens more intensively.* (IN4).
,,<...> a connection between the athlete and his or her fan is essential.« (IN5).

Analyzing the importance of
lifestyle and life history in the process
of athlete image development, it was
sought to determine what importance
in athlete’s image formation have
dramatic episodes existing in personal
life and / or exclusive (positive and /
or negative) private lifestyles. The
respondents stated that an athlete, like
every human being, has various
episodes that can shape his or her
image in one way or another.
Dramatic episodes create spicy news
that can generate heightened public
attention. So, to summarize, dramatic
episodes of life, stories are popular
with readers as lightweight content
news, so the media often uses this in
the hope of increasing readers' interest
and readability index.

The sub-category of athlete as role
model has been explored to determine
what importance in athlete's image
formation has the fact that the athlete
is socially responsible, a good role
model, a good leader in the
community. In this regard, the
respondents identified that a socially
responsible athlete can set an example
for other athletes. As an example,
respondents gave Rimantas Kaukénas
and his foundation. This means that
being a socially responsible athlete
naturally creates a favorable image of
a community leader and this does not
go unnoticed by the media.

When it comes to athletes' efforts
to have good relationship with fans,
the question naturally arises what
importance in  athlete’s  image
formation has the fact that an athlete
appreciates his fans and spectators
and communicates with them. The
respondents speak unanimously on
this issue and identify the relationship
between the athlete and his or her fans
as necessary. So it can be said that
communicating with those who
constantly watch you and keep you
up, no matter what, is required. This
means that an open and sociable
athlete can create an image of himself
as a ""good" and "fair" athlete.

CONCLUSIONS

1. The term of image is not
defined in the scientific literature and
there is no unambiguous explanation
of the concept. Some authors
emphasize this term by exploring a
person's individual traits, style,
clothing and behaviour, while others
emphasize the importance of an
organization's image. An image is
defined as a special image created by
the psyche, a set of false or true
Images, judgments that have been
made about an individual, their group,
or society as a whole about a
particular object. Professional image
IS not just a set of professional
qualities of an individual. There are
distinguished such behavioral aspects
as individual posture, speaking
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manners and correctness, style of
clothing, general culture of a person,
which determine the first impression

of an individual and create visual
information that includes
physiological characteristics of an
individual.

2. An athlete's image consists of
structural elements such as the
athlete's experience, which includes
competitive style, athletic mastery and
behaviour  during  competitions,
attractive appearance, expressed in

physical and social attractiveness,
style, clothing, body beauty, and
demonstrated  lifestyle  that s

characterized by a distinctive life
story, relationship endeavors where
the athlete is a role model and based
on the lifestyle the image and athlete's
reputation are formed.

3. An athlete's image consists of
structural elements such as the
athlete's experience, which includes
competitive style, athletic mastery and
behaviour  during  competitions,
attractive appearance, expressed in

physical and social attractiveness,
style, clothing, body beauty, and
demonstrated  lifestyle  that s

characterized by a distinctive life
story, relationship endeavors where
the athlete is a role model and based
on the lifestyle the image and athlete's
reputation are formed. According to
the media representatives, sporting
experience and the demonstration of
an athlete's lifestyle within each of the

sub-categories are significant
structural elements in shaping the
athlete's image. The structural
elements of an athlete's image such as
an athletic experience, attractive
athlete’s appearance, publicity of
lifestyle and personal qualities form
the necessary whole for shaping an
athlete's image, however, the athlete's
charismatic style, unusual playing
technique, successful performance,
exciting and persistent matches,
respect for opponents, fans and
statement for fair play are all crucial.
Dramatic episodes of life attract
attention, while social responsibility
and reputation retention play an
important role. Physical attractiveness
can only influence athlete’s image
formation on certain, mostly "spicy"
topics, but an athlete who does not
show good results or good play, even

with an attractive physical
appearance, will not gain media
prominence due to his or her
appearance.  According to the

informants, the external beauty of an
athlete is more important to those for
whom sport is merely an episodic
leisure rather than a lifestyle. An
attractive image of an athlete may in
part result in advertising space,
television coverage or increased
sponsorship. The media plays a key
role in shaping the image of the
athlete and is an important tool in the
process.
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O®OPMUPOBAHUE OBPA3A U UMHUIKA CHHOPTCMEHA
KAK KOHKYPEHTHOI'O IPEUMYHIECTBA B CPEJCTBAX
MACCOBOU HHOOPMAIINU

AnHotanusi. Kak w B 000i KpYMHOH OpraHu3allid, OCHOBHOH IICHHOCTBIO
npo(eCCHOHATBHOTO CIIOPTUBHOTO KIy0a M ero (WIMAIOB JOJDKHO OBITh TOJJIEPIKKa
(dbopMHpOBaHKE CHIBHOTO MMHUIDKA, YTO, €CTECTBEHHO, MOXET OBITh JIYYIIMM HWHCTPYMEHTOM
UL TIOAJCPKAHUS TIOJIOKUTEIFHONW pEIyTallid OpraHM3alid ¥ €€ WICHOB. XOpOIIo
C(OPMHUPOBAHHBIA MMHDK MOXKET ObITh KOHKYPEHTHBIM IMPEHMYILECTBOM IEpell IPYTUMHU
CIIOPTCMEHAMH, W IIO3TOMY BCE€ OOblliee BHUMAaHUE YIEIAETCS HE TOJIBKO HMHDKY
opraHuzanyu, HO H (OPMUPOBAHMIO HMMHPKa CIHOPTCMEHOB B CpPEICTBaX MacCOBOU
nHpopmanuu. Lless ucciieqoBaHus - MPOAHATN3UPOBATH MIEMEHTHI UMHJIKA M MX 3HAYCHHE
B (opMupoBaHuH oOpa3a CIIOPTCMEHa B CpPEICTBaX MaccOBOW WHpopManuu. 3agadum
HCCIeIOBAHMA: AHAIM3HPOBATH CTPYKTYpHBIE JJIEMEHTHl HMHUDKAa CIHOPTCMEHa C
TEOPETUYECKONW TOUKM 3pEHUs; OINpPEeNeNUTh pojib CPEACTB MaccoBOM HH(popMaluu B
(GbopMHpPOBAaHUN HMMHUKA CHOPTCMEHA; YCTAaHOBHB 3HAYMMOCTH CTPYKTYPHBIX JJIEMEHTOB,
OIpENIeNIUTh POJIb CPEACTB MAacCOBOM HMH(pOpManuu B mporecce (HOpMUPOBAHMUS HMUIKA
CIOPTCMEHA. AHAJIN3 MOCJeIHUX UccaeoBaHui 1 mydaukanuid. [Ipodaema ucccenoBanus
3aKJII0YAETCsl B OIPEJICIEHUH, KaKue CTPYKTYPHBIE 3JIEMEHTBI COCTABIISIIOT UMMUK U KaK UX
MOJKHO HCIIOJIb30BaTh ISl CO3/IaHUSI MPHUBIEKATEIHFHOTO oOpa3a CHOpPTCMEHa B CpElCTBaxX
maccoBoit napopmarmu. Cornelissen (2001), Mamedaityte (2003), Druteikiene (2003), Scott
(2008), Dulworth (2008), Goffman (2000), Arai et al. (2013), Neves et al. (2015), Arai et al.
(2014), Charumbira (2014; 2018), Hasaan et al. (2016) u apyrue aBTOpPBI OOCYXIAIOT
aCTIeKThl Pa3BUTHS OPTraHU3AIMOHHOTO W CIOPTHBHOTO WMUJIKA, CTPYKTYPHBIE DJIEMEHTHI,
yIpaBJIeHUE CO3JJaHUEM HUMHJKa, BIUSHME I[O3UTUBHOTO MMH/DKa Ha KOHKYPEHTHOE
MIPEUMYIIECTBO, TOJICP)KaHUEe OTHOIIEHHH C MEJNEeBBIMH TPYIIaMH, MapKETHHTOBYIO
3HaYMMOCTb ITOCTPOEHUS UMMJIKA, POJb CPEACTB MAaccOBOM MHpopMaruu B HopMUPOBAHHH
UMHUDKa U Jpyrue BaKHbIE TeMBI. JIsl JOCTIKEHHS IIeNed HMCCIeOBaHUS HCIOIB3YIOTCS
CIIEAYIOIIME MeTOAbI: aHanmu3 M O0OOIIEeHHEe HAy4YHOW JIUTepaTypbl; KadeCTBEHHOE
WCCIIE/IOBAaHNE - CTPYKTYHHOE HWHTEPBHIO, KAYECTBEHHBIH aHANMMW3 TeKCTa. AHKeTa JUIs
MHTEPBBIO OCHOBaHA Ha TEOPETHUECKOM Marepuaie wuccienoBanus. [Ipy moaroToske
WHCTPYMEHTA UCCIIEOBAHUS TIEpBasi TPyIIa BOMPOCOB c(HhOPMYITHMPOBAHHA HA OCHOBE MOJIEIH
Apaii u ap. (2013; 2014) (MABI - Mmosienbs UMUIKa CIIOPTCMEHA), B KOTOPOH BBIAETICHHBI TPH
Ba)XHBIX acriekTa (JOpMUPOBAHHS UMHUIKA. BTOpas U TpeThs TPyIITBI BOIPOCOB OCHOBAHBI HA
uccnenoBanusx Charumbira (2016, 2018), Hasaan et al. (2016), B KOTOpbIX aHATU3UPYETCS
poib cropTcMeHa B (OPMUPOBAHMHM HMMHDKA CIIOPTCMEHA, BKJIIOYas M POJIb CPEICTB
MaccoBOW HH(pOpMAaLIUH.
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BoiBoabl. O0pa3 cropTCMEHa COCTOMT M3 TaKMX CTPYKTYPHBIX 3JI€MEHTOB, KaK OIBIT
CriopTcMeHa (COpPEBHOBATENBHBIH CTHIIb, CIOPTHBHOE MAacCTEpPCTBO M IOBEICHUE BO BPEMs
COPEBHOBaHMI1), IPUBJICKATCIbHBIM BHEIIHUI BUJI, BRIPAKCHHBIA (PU3NYECKOW M COLMAILHON
IPUBJIEKATEIbHOCTBIO, CTUJIb OJAEXKJAbI, KpacoTa Tejla M IPOJEeMOHCTPUPOBAHHBIN 00pa3
JKU3HU, KOTOPBIM XapaKTepU3yeTcs CBOEoOpa3HOW HCTOpUed KHU3HU, OTHOIICHUSMHU, B
KOTOPBIX CHOPTCMEH sBieTCsl oOpa3uoM Ui nojpaxanus. Ha ocHoBe oOpaza Xu3HU
dopmupyrorcs o0pa3 u penyranus crioprcMeHa. [Ipu 3ToM coumanbHas OTBETCTBEHHOCTb U
COXpaHEHHE pemyTallid UIpaloT BaxHY poib. [IpuBiexaTenpHblii 00pa3 crnopTcMeHa
BIMSET Ha BO3MOXKHOCTH IIOJyYUTh OOJIbIIE BPEMEHHM JJS PEKJIAMbl, TEJICBHU3MOHHOMY
OCBELICHUIO WM YBEJIMYEHUIO CIIOHCOPCKON mozepkku. Cpeacrsa MaccoBOi MH(popMauu
UTPAIOT KJIIOYEBYIO POJb B (OPMHPOBAHWU HMHKA CHOPTCMEHA W SBIISIOTCS Ba)KHBIM
MHCTPYMEHTOM B 3TOM IIPOLECCE.

KiroueBble cJioBa: CIOPTCMEH, CTPYKTYPHBIE 3JEMEHTHl HMHIDKA, (HOpMUpPOBaHHE
UMUJKA, MEINA.

AKPAHIJIITE, I'IHTAPE - wmarictp kadeapu MEHEIKMEHTY CHOPTY 1 TypHU3MY,
JluroBchkuii yriBepcuret ciopty (Kaynac, Jlutsa)

E-mail: akranglyte.g@gmail.com, ORCID iD: https://orcid.org/ 0000-0002-0312-4784

AHJIPIOKAWUTEHE, PETUHA - 10KTOp, TeKTOp Kadeapsl MEHEUKMEHTA CIIOpTa H
TypHU3Ma, JIutoBCcKHit YHIBEPCUTET cropta (Kaynac, JlutBa), ) ,
regina.andriukaitiene@Isu.lt, ORCID iD: https://orcid.org/0000-0002-0691-733

BLJIOI'YP, B. €. — noktop dinocodpcrkux Hayk, mpodecop, 3aBiayBad kadenpu Teopii i
METOAMKH (HI3MYHOTO BHXOBAHHS Ta CIIOPTUBHUX JUCHUIUIIH, MeENiTOMONBChKUHN IepKaBHUN
nefaroriyHuil  yHiBepcuterT imeHi bormana XwmenpHunpkoro (Memitonons, 3amopi3bka
obiacte, YKpaina)

E-mail: bilovlada@mail.ru, ORCID iD: https://orcid.org/0000-0001-6755-7231

®OPMYBAHHS OBPA3Y TA IMIJI)KY CHOPTCMEHA SIK
KOHKYPEHTHOI IIEPEBATH Y 3ACOBAX MACOBOI1
TH®OPMAIIII

AHoTanif. fIx 1 B Oynp-gKoi BEJIUKOI OpraHizallii, OCHOBHOIO I[IHHICTIO Ipo¢eciiiHOro
CHOPTHUBHOTO KiIyOy Ta ioro ¢iniit noBuHHA OyTH MiATpUMKa GOPMYBaHHS CUIBHOTO IMIIXKY,
10, IPUPOTHO, MOKE OYyTH KpalluM 1HCTPYMEHTOM JUIsl MiATPUMKHU TMO3UTHUBHOI penyTaiii
opranizauii Ta ii unenis. JJoOpe copmoBaHMil iMiK MOKe OYTH KOHKYPEHTHOIO IE€PEBArok0
nepes 1HIIMMU CHOPTCMEHAaMH, 1 TOMY BC€ OLIbIla yBara HMpUAUISETHCS HE TUIBKU IMIIKY
oprauizauii, a i ¢popMyBaHHIO IMIJUKY CHOPTCMEHIB Yy 3aco6ax MacoBoi iHpopmarii. Mera
AOCJiZKeHHsl - TPOoaHalli3yBaTH €JIeMEHTH IMIJKY Ta iX 3HayeHHs y (opmyBaHHI 00pazy
croprcMeHa y 3aco0ax MacoBoi iHpopMmariii. 3aBAaHHS AOCJHIIKEHHS: MpoaHai3yBaTH
CTPYKTYpHI €JIEeMEHTH IMIJXKY CIOPTCMEHa 3 TEOPETUYHOI TOYKM 30pY; BH3HAUYUTU POJb
3ac00iB MacoBoi iHpopmanii y ¢popMyBaHHI MKy CHOPTCMEHA, BCTAHOBUBIIHM 3HAYYLIICTh
CTPYKTYpHUX €JI€MEHTIB, BHM3HAUUTU pOJIb 3aco0iB MacoBoi iHopMmalii B mporneci
dbopMyBaHHS IMIIKY CIIOPTCMEHA. AHAJIi3 OCTAHHIX Joc/igxeHb i mybaikaniii. [Ipobnema
iccceloBaHis MOJSTae y BU3HAUEHHI, K1 CTPYKTYpPHI €JIEMEHTH CKJIAJAIoTh IMIIK 1 SIK iX
MOYKHa BUKOPHCTOBYBATH JUIl CTBOPEHHS NpUBAOIMBOro 00pa3y cropTcMeHa B 3aco0ax
macoBoi indopmariii. Cornelissen (2001), Mamedaityte (2003), Druteikiene (2003), Scott
(2008), Dulworth (2008), Goffman (2000), Arai et al. (2013), Neves et al. (2015), Arai et al.
(2014 poky), Charumbira (2014; 2018), Hasaan et al. (2016) Ta inmii aBTopr 00rOBOPIOIOTH
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aclieKTH PO3BUTKY OpraHi3allifHOro Ta CIIOPTUBHOTO IMIJDKY, CTPYKTYpHI €JIEMEHTH,
YOpPaBIIHHS CTBOPEHHSM IMIJKY, BIUIUB TO3UTHUBHOTO IMIDKYy Ha KOHKYPEHTHY TepeBary,
MiATPUMAHHS BiTHOCHUH 3 IIUILOBUMH I'PYIIaMH, MApPKETUHTOBY 3HAYMMICTh TOOYJOBH IMIJDKY,
posib 3aco0iB MacoBoi iH(popmarii y ¢opmyBaHHI IMIJKy Ta 1HIN BaxiauBl Temu. s
JOCSTHEHHS LiJie JOCHIPKEHHS BHKOPHCTOBYIOTHCSI HACTYIHI METOJM: aHami3 1
y3arajbHEHHs HAayKOBOI JITEPaTypH; SAKICHE JOCTIHKCHHS - CTPYKTYHHOE 1HTEPB'I0, SAKICHUM
aHaji3 TEKCTy. AHKETa JuIi IHTEpB'I0 3aCHOBaHA Ha TEOPETUYHOMY MaTepialli JOCIiKSHHSI.
[Ipu miaAroToBIll IHCTPYMEHTY IOCIIKEHHSI TIEepIlia Tpyna MuTalb chopMyIb0BaHA Ha OCHOBI
mozeni Apait Ta in. (2013; 2014) (MABI - moaenp iMiKy CIOPTCMEHA), B SIKii BUIUIEHO TPU
BOKJIMBHUX acleKTH (opMyBaHHS iMITKy. [pyra i1 Tpers Tpynu IHMTaHb 3aCHOBaHI Ha
nocmimpkennsax Charumbira (2016, 2018), Hasaan et al. (2016), B skux aHaNi3yeThCs POJIb
cropTcMeHa y (¢GOpMyBaHHI IMIIDKY CHOPTCMEHa, BKJIFOYAIOYM 1 POJIb 3ac00iB MacoBOi
iHpopmarii.

BucnoBku. O6pa3 crioprcMeHa CKIQAa€ThCs 3 TAKUX CTPYKTYPHUX €JIEMEHTIB, SIK TOCB1J
CIIOPTCMEHA (3MaraJlbHUi CTWJIb, CIIOPTUBHA MANCTEpPHICTh 1 MOBEIIHKA ITiJ] 4aCc 3MaraHhb),
MPUBAOIMBUN 30BHIIIHIA BHIJISAA, BHPaXEHUH (I3UYHOIO 1 COIiaIbHOK NPUBAOIUBICTIO,
CTHJIb OJIfTY, Kpaca Tilia 1 MPOAEMOHCTPOBAHUH CHOCIO JKUTTS, SKHHA XapaKTePHU3YEThCS
CBOEPIAHOIO 1ICTOPI€IO KUTTS, BITHOCHUHAMH, B SIKMX CIIOPTCMEH € 3pa3KOM JJIsl HACJliTyBaHHS.
Ha ocHoBi cnocoOy xutts (opmyrorbess o0pa3 1 pemyTamis crnopTcMmeHa. [Ipu mpomy
collialbHA BIANOBIAANBHICT, 1 30€pekeHHs pemyTalii BiIIrparoTh BaXJIWBY POJb.
[TpuBabimBuii 00pa3 cHOpTCMEHa BIUIMBAE HA MOXIIMBICTH OTPUMATH OUIbIIE Yacy JUis
peKJamMH, TEJEBi31IHHOTO BHCBITIEHHS ab0 30UIBLICHHS CIIOHCOPCHKOI MIATPUMKH. 3aco0u
MacoBoi iH¢opmamii BiAirparoTh KIOYOBY poib y (GOpPMYBaHHI iMI/KY CIIOPTCMEHA 1 €
BaYKJIMBUM 1HCTPYMEHTOM B IIbOMY IIPOILIECI.

KiouoBi cioBa: cropTcMeH, CTPYKTYpHI €I€MEHTH IMiIKy, (OpMyBaHHS IMIIKY,
Mezia.
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