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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
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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.
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.

Significance of athlete's  qualitative category “Athlete’s Image
attractive image. The purpose of this  Planning and  Formation”  was
part of the interview was to find out accentuated which was divided into
whether it is necessary to plan the two sub-categories: athlete image
athlete's image processes and tools to  planning and athlete image formation
create a favorable athlete image in the  tools.
media. In order to achieve this goal, a

Table 8. Athlete’s image planning process

Sub- Proving statement

category

Planning the | ,<...> in times of information ‘explosion”, athlete’s image planning can help
athlete‘s you reach your audience in a more targeted way and grow a larger fan
image audience in cyberspace®. (IN1).

»<...> non-team sports representatives usually have their own public relations
and marketing specialists teams.* (IN2).

»<...> sometimes you really need to remind athletes about it, and remind them
how much this means.* (IN3).

»<...> It is very good when spontaneous situations are used, the opportunities
that could be used for further image building.” (IN4).

»<..> some athletes really need help and an action plan, while others can
handle it themselves perfectly.” (IN5).

Athlete’s »<...> the most effective - active use of social networks, speaking on current
image topics, which can attract media attention.” (IN1).

formation »<...> all measures are effective and it is ideal when they go hand in hand.“
tools (IN2).

»<...> social networks and social campaigns.” (IN3).

»<...>social networks.” (IN4).

»<..> active social networking, socializing with fans and participating in
social events and different campaigns are the most beneficial.” (IN5).

Analyzing the importance of sought to determine whether it is
athlete’s image planning, it was necessary to plan athlete’s image
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formation processes, and whether
athletes do this spontaneously
themselves or they need professionals.
The researchees emphasized that in

times of information “explosion”,
athlete’s image planning can help you
reach your audience in a more

targeted way and grow a larger fan
audience  in  cyberspace, and
emphasized that some athletes really
need help and action plan, while
others can handle themselves
perfectly. Thus, we can say that the
athlete himself or herself can
contribute to the formation of his or
her image and the dissemination of
the information he or she desires, but
in case of spontaneous scenario the
unwanted information can “come
out”. It can also be noted that,
especially in personal sports, they
often have their own team of public
relations and marketing professionals,
which reduces the likelihood of
unwanted messages to be spread to
fans.

In order to look at the athlete's
image-building tools deeper, the
interviewed journalists were asked
which athlete’s image forming tools
are most effective. The respondents
stated that active social networking,

communication  with  fans  and
participation in social events and
various campaigns are the most

beneficial. Thus, we can say that all
measures are effective, and it is best
when they are used in combination. In
this case, the athlete can expect the
best result in terms of image.

The following section of the
interview sought to find out the
marketing value of an attractive
athlete image in the media. To achieve
this goal, a qualitative category was
identified "Significance of Attractive
Athlete Image in the Media", which is
divided into four sub-categories:
possibility to appear on television,
possibility to appear in print and

social networking, increased
advertising, and audience
engagement.

Table 9. Significance of attractive athlete image in the media

Sub-category

Proving statement

Possibilities to
appear on
television

opinions.” (IN1).

(IN3).

boring.” (IN4).

»<..> | agree. The public wants to see their favorite athletes, to hear their
»<...> an athlete with an attractive image will certainly get attention, but
not necessarily time on television.” (IN2).
»<...>an athlete with a positive image has far more power than a negative.*

»<..> | agree, the only downside is when having a lot of "goodies™ can be

»<..> | agree. A good image athlete will be attractive to television due to
the potential for good ratings.” (IN5).

Possibilities to

appear in print
and social
networking

»<...> | agree. An attractive image is related to the popularity of the athlete,
which may result in higher media attention for the athlete.” (IN1).
»<...> an attractive image alone does not guarantee anything.” (IN2).
»<...>totally yes, he is more interesting.” (IN3).

»<...>that attractive image is not that important anymore.* (IN4).
»<...> | agree. The better the athlete, the better the image.” (IN5).
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Sub-category Proving statement

Increasing »<..> | agree.” (IN1).

advertising »<..> image is important to advertisers, and athletes with an attractive

volumes image can ne beneficial to them.* (IN2).
»<...> absolutely yes.” (IN3).
»<...> another very important condition is to be local, not "brought in."
Additional portion of patriotism — fine.” (IN4).
»<..> it is not possible to get space for advertising in every medium.*
(IN5).

Attracting »<...> club representatives rely on strong personalities. *“ (IN1).

spectators »<...>not necessarily there will be masses of people.” (IN2).
#<..>yes.” (IN3).
»<...>This tendency is not very common in Lithuania.” (IN4).
»<..> it is interesting for people to see successful people.” (IN5).

When analyzing an athlete’s athlete. Thus, we can conclude that a

possibilities to appear on television,
the media representatives were asked
whether an athlete with an attractive
image creates a good team image and
gets more possibilities to appear in
television broadcasts. The
respondents assured that the public
wants to see their favorite athletes,
hear their views and that a good image
athlete will be attractive to television
because of the potential for good
ratings. Consequently, it can be said
that an athlete with a positive image
has significantly more power than a
negative one. An athlete with an
attractive image will certainly get
attention, but not necessarily time on
television

The sub-category of possibilities
to appear in print and social
networking aims to find out whether
an athlete with an attractive image,
who creates a good image for the
team, has more possibilities of being
portrayed in the press and/or in social
networks. The interviewees confirmed
that the attractive image is related to
the popularity of the athlete, so the
media may be more focused on the

well-respected athlete with a good
track record may receive additional
media  attention. Lesser-known
athletes can be seen as "assistants" to
a famous athlete, which can lead to an
automatically positive image of the
team. With regard to the sub-category
of increasing advertising volumes, the
media representatives had to answer
whether the athlete with an attractive
image and a good image of the team
could gain more space for advertising
in the media. The respondents agreed
that an attractive image athlete could
gain more advertising space in the
media. This means we can say that
Image is important to advertisers, and
that athletes with an attractive image
can be more beneficial to them, which
can lead to more advertising offers for
athletes.

Analyzing the sub-category of
spectator attraction, it was sought to
find out whether an attractive image
athlete attracts more spectators to
sporting events. The respondents said
that it is interesting for people to see
successful people, but this tendency is
not common in Lithuania unless
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world-class athletes appear at sporting
events. So we can conclude that club
members rely on strong personalities
when creating advertising campaigns,
because people are easier attracted to
sport events by  well-known,
welcoming faces that are associated
with  victory, good emotions,
confidence and  success. The

following section of the interview
sought to find out the marketing value
of an attractive athlete image for
sponsorship. To achieve this goal, a
qualitative category was identified -
"Impact of an Attractive Athlete
Image on Sponsorship” and a sub-
category - opportunities for more
sponsorship.

Table 10. Attractive athlete image impact on sponsorship

»<..> people can associate the relevant product with the values of the athlete

»<...> everything is because he is more interesting and more listened to.” (IN3).

»<...>a great example of Zion Williams already attracts huge revenue.” (IN5).
»<..> an attractive image athlete can bring together a larger circle of followers

»<...>this can certainly be the case before elections, not necessarily in other cases.“

1.0Opportu-

nities  for | promoting that product.” (IN1).

more »<...>for sponsors it is important.” (IN2).

sponsor-

ship »<...> Vvisual matters are important to sponsors, so yes.* (IN4).
(business,

sports

leaders, where other celebrities automatically appear.* (IN1).
politicians,

media) (IN2).

»<...>most probably.“ (IN3).

»<...>not the image here "gambles” more, but victories. Leaders like to warm up
beside them.* (IN4).

»<...> then it is even beneficial for leaders to take advantage of the good image of
an athlete.” (IN5).

»<...>such an athlete generates more public attention.” (IN1).

»<...> the image should not lead to greater support. That would be unprofessional.*

(IN2).
»<..>taip.” (IN3).

(IN5).

»<...> personal relationships are also important.” (IN4).
»<..> | do not think the personal support of the media depends on the image.”

When analyzing the chances of
getting more sponsorship, the media
representatives had to answer whether
an athlete having an attractive image
attracts more supporters and gets
support from sports and political
leaders. The interviewees agreed that
people can relate the relevant product
to the values of the athlete promoting
the product, and that it is even
beneficial for leaders then to use from
a good athlete’s image. This means
that an athlete with an attractive

image can create a larger circle of
followers about himself, where other
celebrities automatically appear. Thus,
it can be concluded that such an
athlete  generates more  public
attention, and therefore the news
about him is more read in the media.
As a result, the media has an interest
in writing about such a person.

The next part of the interview
sought to find out the marketing value
of an attractive athlete image for
competitiveness. To achieve this goal,

© Akranglyte Gintare, Andriukaitiene Regina, Bilohur Vlada, 2020

96




ISSN 2708-0404 (Online), ISSN 2708-0390 (Print). Humanities Studies. 2020. Bumyck 3 (80)

a qualitative category
value of attractive athlete image for

"Marketing  competitiveness as an image shaping

factor.

competitiveness" and a sub-category -

Table 11. The importance of an attractive athlete image for competitiveness

Sub- Proving statement
category
Competitiv | ,,<...> greater societal focus can help an athlete to get out of the sport border and
eness as an | become associated with victories, high achievements and distinguish the individual
image from other athletes.” (IN1).
shaping »<..> in the sports market, the athlete's results, achievements, skills, and
factor experience are the main drivers of competitiveness.” (IN2).

»<...>most teams look at the image of an athlete, especially in the NBA.“ (IN3;
»<..>partly yes.“ (IN4).

»<...> everyone wants to partner not only with good athletes but also with athletes
having good image who do not damage the image of the team / organization.*
(IN5).

»<..> fans in Lithuania are particularly sensitive to team results. Still, a strong
personality can embody the team's values, traditions, favorite fan stories.” (IN1).
»<..> fans remain loyal to their club, its values, traditions and colors.*
(IN2);,,<..>I think yes.” (IN3); ,<..> | would not link directly. Traditions,
achievements “play” more.” (IN4).

,»<...> It is not the same in all sports, but in some sports it is like that.” (IN5)

When researching competitiveness
as an image-forming factor, the
respondents had to answer whether an
athlete having an attractive image
enhances their competitiveness in the
sports market and/ whether fans
remain more loyal to athletes having
strong / attractive image, and their
teams. The interviewees assured that
the athlete's results, achievements,
skills and experience increase the
competitiveness in the sports market.
The respondents emphasized that
everyone wants to cooperate not only
with good athletes, but also with
athletes having good image who do
not damage the image of the team /

organization. Regarding fans, the
participants emphasized that
supporters in Lithuania  are

particularly sensitive to team results.
Still, a strong personality can embody
the team's values, traditions, favorite
fan stories. Consequently, greater
societal focus can help an athlete to
step out of the sport border and
become associated with victories, high
achievements and distinguish the
individual from other athletes, but
having an attractive image is not
always a guarantee of fan support.

The next part of the interview
sought to find out the significance of
the athlete's reputation for image
formation in the public. To achieve
this goal, a qualitative category
"Significance of Athlete Reputation”
and a sub-category - athlete reputation
as an image-forming factor were
distinguished.
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Table 12. Significance of athlete reputation (Source: compiled by the

authors)

Sub-category

Proving statement

Sportininko »<...> hiding information is probably one of the worst things possible in an
reputacija, kaip | athlete's reputation.” (IN1).

ivaizdi »<...>reputation is the most valuable currency of modern times.” (IN2).
formuojantis »<...> first and foremost, you should live in a way that does not have to hide
veiksnys information.” (IN3).

The reputation of
the athlete as an
shaping

image
factor

»<...> | would advise you not to wait for somebody to nose out something,
but to take the initiative, explain and sometimes apologize if necessary.”
(IN4).

»<..> It is better not to hide the information, because once it is revealed
there is again a reason to write about the athlete and his dishonesty.” (IN5).

Analyzing the significance of an
athlete's  reputation  for image
formation in the media, it was sought
to determine whether an athlete's
good reputation is an important factor
in forming a favorable image and
whether  the  concealment  of

information and subsequent
disclosure damage the athlete's
image. The respondents refer to

reputation as the most valuable
currency of modern times, and when it
comes to hiding information, all
respondents agree that it is better not
to hide information, because once it is
revealed there is a reason to write
about the athlete and his dishonesty.
Thus, a good reputation of an
athlete is an extremely important
factor in shaping an athlete's image.
"Spicy"”, negative  stories  that
undermine the image can deceive
stereotypes and serve as a continuing

slam. Consequently, we can identify
information concealment as one of the
worst possible things for an athlete's
reputation. Doing so may increase
distrust in the athlete, and as the
information becomes clear, the athlete
gets more negative feedback and fans
and supporters can turn away from
them.

The role of the media in shaping
the image of the athlete. This part of
the interview researched the process
of shaping the image of an athlete in
the media. To achieve this goal, a
qualitative category was identified
"The Process of Athlete’s Image
Formation in the Media", which is
divided into three sub-categories:
individuals and groups of individuals
conditioning the formation of athlete’s
image, the most effective media
means, criteria for selecting an athlete
as the information object.

Table 13. Participants and means of shaping the image of an athlete in the media

Sub-category

Proving statement

Individuals
and groups of
individuals
conditioning
the formation

»<...> media contributes significantly to athlete image formation by writing
about the athlete’s life, highlighting athlete’s achievements.” (IN1).

,»<...> the media here, of course, play the key role, as it is only through the
media that the athlete can be widely referred to.” (IN2).

»<...> the media has a lot of influence because how they present the athlete
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Sub-category

Proving statement

of  athlete’s
image

to the audience he will have that image.” (IN3).

»<...> the media is important, but family and the closest ones are becoming
increasingly important.” (IN4).

»<...> the media also have a big role to play and, in fact, have a lot of
influence in their own hands. One text - you are a hero. One more text - you
are the enemy.” (IN5).

The
effective
media means

most

»,<..> publications by major portals in portals, facebook accounts,
information spread in other social networks, participation in TV shows
having favorable image. Frequent appearance during sports broadcasts.
(IN1).

»<...>l think all media are important, yes, they are differently effective, but
it depends on the audience.” (IN2).

»<...>various video interviews showing the athlete's charisma.” (IN3).
»<...>social networks.” (IN4).

,»<...> major news portals, television* (IN5).

Criteria  for
selecting an
athlete as the
information
object

»<..> the better the performance of an athlete falling from the usual
statistics frames, the record improving or something like that, the greater the
likelihood of more publications being written about him.* (IN1).

»<..> the athlete should be distinguished - first and foremost athletic
achievement, only later the image.” (IN2).

»<...> | think eloquence, communication are important.” (IN3).

»<..> it is always interesting to interact with a person who can talk about
different topics or get to certain things from a different, more interesting and
sometimes unexpected side.* (IN4).

»<..>the athlete's achievements, demonstrable form, his communication
skills, and the athlete's interest. (IN5).

Analyzing the

individuals and  with whom the athlete interacts and is

groups of individuals conditioning the
image of an athlete aims to find out
which individuals / groups of
individuals, means determine the
formation of the image of the athlete.
The respondents emphasized that the
media has a major role to play in
creating an athlete's image, writing
about the athlete's life, highlighting
his or her achievements the media has
a big role, and, in fact, has a lot of
influence in their hands. One text —
you are a hero, another text -you are
an enemy. Thus, it can be said that the
public reads the news in the media, so
much of the information about the
athlete comes from publications in the
media. Consequently, other celebrities

seen together in the public sphere may
also create the image of the athlete.
Also, athlete’s sponsors, businessmen,
business groups can create a relevant
image.

The study of the most effective
media was used to find out what
media were used to provide
information about athletes. In this
regard, the researchees highlighted the
publication of major portals, facebook
accounts and other social networks, as
well as participation in TV shows
having favorable image. Also, as the
most  effective  medium,  they
highlighted  frequent  appearances
during sports broadcasts. So, it can be
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said that it all depends on what kind
of audience you want to reach.

The sub-category of criteria for
selecting an athlete as a subject of
information seeks to research what
criteria are important for journalists
when selecting an athlete to be
reported in the media. The
respondents stated that the better the
athlete's performance falling from the
usual statistics frames, the record
improving or something like that, the
greater the likelihood of more
publications being written about him.
The respondents also pointed out that
it is always interesting to interact with
a person who can talk about different
topics or get to certain things from a
different, more interesting and
sometimes unexpected side. So, to
sum up, first of all the athlete who

excelled in the match should be
relevant. This means that sporting
achievements come first and only then
-the image they have. The final part of
the interview sought to clarify the
ethnic factors shaping the image of
athletes in the media. To achieve this
goal, a qualitative category "Ethical
factors forming the athletes’ image in
the media" was distinguished and
divided into four sub-categories:
manipulation and intentional harm in
shaping the image of the athlete, the
significance of personal acquaintances
in shaping the image of an athlete in

the media, links between financial
benefit and athlete information
content  for  journalists, unfair

competition in shaping the image of
athletes / teams.

Table 14. Ethical problems of athlete image formation in the media

Sub-category

Proving statement

Manipulation
and intentional
harm in shaping
the image of the
athlete

»<...>this is mostly connected with disclosure of unverified information,
e.g. offenses of the players in public life - alcohol consumption in public
places, violation of sports discipline.” (IN1).

»<..> the information available should not be manipulated by the
media.” (IN2).

»<..> | think articles are a particularly good example of how a
journalist describes an athlete.” (IN3).

»<...> | have no fresh examples, but there have been such sins from the
Lithuanian media, especially when it comes to basketball.” (IN4).

»<...> harm is probably possible, but it is completely inadequate and out
of step with media principles.” (IN5).

»<..> journalistic ethics principles dictate the equal presentation of
information about each person. | do not rule out the possibility that there
are cases where media representatives are based on preconceived
notions.” (IN1).

»<...>the media representatives should not manipulate the information, it
is unethical.* (IN2).

»<..> yes, they have that opportunity. And that's one of the most
negative things about the media.” (IN3).

»<...> | do not do or will not do such things. You may be very mistaken
and burn® (IN4).

»<..> It is possible.
questions.” (IN5).

Compromising questions, well-formulated
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Sub-category

Proving statement

The significance

»<..>the media representative can more easily reach the athlete and

of personal | "pull” the information they want. In this case, the image of the athlete in
acquaintances in | the media can be positive.” (IN1).
shaping the | ,,<...>sad but it can, which is very bad for the media.” (IN2).
image of an| ,<..>if an athlete is a favorite of journalists, he or she freely and
athlete in the | amicably communicates with them. It is quite clear that he will be
media written about and described as a very positive hero.* (IN3).
»<...>a bit yes, but basically you try to be objective.” (IN4).
»<..> if the athlete is well-known and the media knows his good
qualities, they can be used.” (IN5).
»<..> yes, personal relationships can lead to choose an athlete to be
written about in articles.” (IN1).
»<...>sad but it can, which is very bad for the media.” (IN2).
»<...> yes, personal relationships can lead to choose an athlete to be
written about in articles.” (IN3).
»<...>can and condition most often.” (IN4).
»<...> can, that athlete is more accessible, they keep in touch with him.*
(IN5).
Links between | ,<..>the financial benefit should not be outweighed when writing
financial benefit | publications about athletes.” (IN1).
and athlete | ,,<...>by no means* (IN2); ,,<...>I'm sorry, but | have no information on
information this.” (IN3).
content for | ,,<...>certainly not.” (IN4); ,,<...>l don‘t think so.“ (IN5).
journalists
Unfair »<...> o, this has not happened in my practice.” (IN1).

competition in
shaping the
image of athletes
/ teams

<...>has not happened.” (IN2); ,,<...>no.” (IN3).

<...>no, such things have not happened, | hope they will not.” (IN4).
<...>no.” (IN5).

»<...>N0, this has not happened in my practice.” (IN1).

<..>has not happened.“ (IN2); ,<..>no.“ (IN3); ,.<..>no.“ (IN4);
»<...>N0.” (IN5).

By analyzing manipulation and
intentional harm in shaping the image
of the athlete, the goal was to
determine whether the media could
manipulate the information available.
The respondents confirmed that they
have this opportunity. And that's one
of the most negative things about the
media. The interviewees said that
media representatives should not
manipulate information, which is
unethical. Consequently, we can
conclude that rumored athletes' lives
may be added to the information
covered by the media. This is most

relevant to the disclosure of unverified
information. By researching the
significance of personal acquaintances
in shaping an athlete's image in the
media, it was sought to determine
whether personal acquaintances /
communication can lead to presenting
more favorable information about the
athlete in the media. In this regard, the
interviewees stated that if an athlete is
a beloved person by journalists, he or
she freely and friendly communicates
with them. It is quite clear that he will
be written about and described as a
very positive hero. The respondents
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also say that if the athlete is well-
known and the media know his or her
good qualities, they can be used.
Thus, to sum up, the athlete’s
familiarity results in the media being
able to reach the desired athlete more
easily, through the use of personal
communications it is easier to "pull
out" the information they want. This
means that the image of the athlete
will usually be positive.When it
comes to the links between financial
benefit and athlete information
content for journalists, the question
naturally arises whether the content of
media information in shaping an
athlete's image depends on the
financial gain. The respondents speak
unanimously on this point and say that
the information provided is not related
to the financial benefit they receive.
Thus, the financial benefit should not
be reflected in writing publications
about athletes.

In the sub-category unfair
competition in shaping the image of
athletes / teams is sought to research
whether the interviewees had any
practice that athletes and / or coaches
requested negative information about
competitors from other teams and that
athletes and / or coaches requested
negative information from competitors
within the same team. In none of the
five subjects, the named situations
have occurred in practice. During the

research, interviewees made
additional  recommendations  for
athletes' Image formation:
“Professional sports are

understandably business as well, as
professional athletes can generate
revenue by using their name, for
example, through advertising. A

positive image of the athlete is
important for this, and it is important
that people with an understanding of
communication and marketing areas
would care about it. This is most
relevant  for  individual  sports
representatives, perhaps to a lesser
extent for team sports. The most
important thing for athletes is to find
professionals and discuss with them
the ways and means of presenting
information about the athlete and
developing their positive image.
Specially, this will put the strategy
together and start working. Roughly -
this is all that needs to be done for an
athlete who wants his or her positive
image to generate revenue”. (IN2 ).
IN1 states that an athlete does not
need to manage social networks
himself / herself unless he / she has
the ability. Especially in basketball,
this is often done by their agents or
the closest ones. One of the main
directions needed for a good image is
communication with the fans, thanks
for support. (IN3) gives
recommendation "always stay true to
yourself and do not put on a" mask "in
front of the media, as it feels very
much to the viewers and makes
communication untrue. Of course, |
would advise you to connect with the
fans and remind them that they are
important. With a good sense of
humor and a smile on the face it's hard
to get a negative image. "
Summarizing  the informants'
recommendations, one can say that
the main purpose of creating an
attractive image is to generate income.
The image of an athlete is
recommended to be shaped with the
help of professionals who understand
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communication and marketing, but
personal communication skills, while
remaining open to their fans, can help
create an attractive athlete image.
Analyzing the role of the media in the
context of athletes 'image formation
confirmed the findings highlighted in
the researchers' research on the
weighty role of the media. In a
general sense, most people readily
accept media presented news. It is
difficult for the public to get answers
to questions of interest because it is
virtually impossible for ordinary
people to obtain and verify the
information received without the
media. Therefore, the public is forced
to trust the media. Trust is based on
irreplaceability. Media messages are
addressed to the majority, not to a
specific individual, so communication
through the media means is an
instrument  for  building  and
maintaining mass consciousness. This
is also reflected in the process of
providing information about sports
events and athletes. The research
participants substantiate this with the
statement that "the media here, of
course, plays a pivotal role because
only the media can mention the
athlete extensively", “the media has a
lot of influence because how they
present the athlete to the audience,he
will have that image”, "the media is
important, but family and the closest
ones are becoming more and more
important”, “the media also has a big
role to play and, frankly speaking, has
a lot of influence in their hands. One
text - you are a hero. Another text -
you are the enemy ". These statements
illustrate what a powerful instrument

for forming an athlete's image is in
media actions, and this tendency
remains, even with the role of family
and the closest ones in shaping the
athlete's image. The study confirms
the scientific work of other authors. It
iIs worth mentioning that there is not
much work and research on the role of
the media in the topics of athletes'
image formation, and this work can
contribute to the development and
application of this theme in athlete
management and decision making on
image formation. As stated by Hasaan
et al. (2016), the media is an
important tool in the process of
creating an athlete’'s good image and
disseminating  information  about
athletes. The researchers refined the
Athlete Image Model (MABI)
developed in previous studies and
pointed out that fans' views that
contribute  to  athlete's  image
development also need to be analyzed.
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 move from the real world
to a virtual space that is no less active
than in the real world. It is no
exception that the professional
athletes of these days often use social
networks such as facebook, twitter or
instagram which facilitate
communication with their fans and are
a great platform to promote their
image.

Analyzing the significance of an
attractive athlete image, the media
representatives believe that a well-
respected athlete with a good track
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record may receive additional media
attention. An athlete having attractive
Image is sure to attract attention, but
not necessarily time on television;
club representatives rely on strong
personalities to create advertising
campaigns, as well-known,
welcoming faces associated with
victory, good emotion, confidence and
success are more likely to attract
people to sports events. Such athlete
generates more public attention, and
the media is interested in writing
about such an individual, greater
public awareness can help an athlete
to get out of the sport borders and
become associated with victories, high
achievements and distinguish the
individual from other athletes, but an
athlete having an attractive image is
not always the guarantee for retention
of fans, the good reputation of the
athlete is an extremely important
factor in shaping the athlete's image.
Comparing the research, it is possible
to say that a good team image,
competitive players can attract more
media  attention and  business
sponsors. Sports marketing issues
were analyzed by James et all (2001),
Charumbira (2015), Kaynak et all.
(2008), Charumbira and Charumbira
(2015), and others, who argue that
organizations use sport as a medium
to create a distinctive image in the
eyes of consumers, and in turn can
differentiate  their brands from
competitors.  Professional  sports
emerged as a rewarding business with
many  opportunities  for  sports
marketing to flourish. In recent years,
many organizations and companies
such as Siemens, Coca-Cola, Toyota
and BenQ have invested heavily in

sports and sporting events or athletes.
The popularity of the team and the
athlete, their attractiveness, strong
image, also determine the attraction of
supporters. From the point of view of
fans' actions, fans dedicate their time
and effort to support teams and can
thus enhance the image of the team
and their athletes. Defining the role of
the media in shaping the image of the
athlete suggests that each individual
should have a worldview about many
things, but it is often observed that he
or she possesses a formulated image
of the world presented by the media
because he does not have the time to
create it. Also, most people have no
understanding of many things at all,
so they readily accept media presented
knowledge. It is difficult for the
public to get answers to the questions
they are interested in because it is
virtually impossible for ordinary
people to access and verify the
information they receive without the
media and the public is forced to trust
the media. Trust is based on
irreplaceability. Media messages are
addressed to the majority, not the
individual reader individually, and
communication through the media
means is an instrument for the
formation and maintenance of mass
consciousness. So, in summary, we
can say that the media provides the
public with the most information not
only about athletes’ individual
mastery, skills or achievements, but
also provides "spicy" news from the
athlete's personal life, which will not
necessarily help shape a positive
image. It can also be emphasized that
in today's society the athlete himself
has all the possibilities to control his
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image  creation  through  social
networks. According to the media
representatives, sporting experience
and the demonstrated 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,
but the athlete's charismatic style is
extremely important, unusual playing
technique, successful performance,
interesting and persistent matches,
respect for opponents, fans, fair play.
According to the informants, an
attractive appearance is not the
cornerstone that shapes the image of
an athlete, although self-supporting
and strong athletes may attract more
media attention. Dramatic episodes of
life attract attention, while social
responsibility and reputation retention
play an important role. Physical
attractiveness can only influence
athlete 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 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, participation in
television shows or increased

sponsorship. The media
representatives believe that a well-
respected and high-performing athlete
can gain additional media attention,
an attractive athlete will certainly gain
attention but not necessarily time on
television, club representatives rely on
strong  personalities to  create
advertising campaigns, as well-
known, welcoming faces associated
with  victory, good  emotion,
confidence and success are more
likely to attract people to sports events
and such athlete generates more
public attention, and the media is
interested in writing about such an
individual, greater public awareness
can help an athlete to get out of the
sport borders and become associated
with victories, high achievements and
distinguish the individual from other
athletes, but good reputation of the
athlete is an extremely important
factor in shaping the athlete's image.
Media plays a key role in shaping the

image of the athlete and is an
important tool in this process.
Highlighting an athlete's

achievements, they have the ability to
manipulate information in a sense.
Interviewees recognize that they can
present information by giving it both
positive and negative shades and can
use the information both to create a
positive image and to Dbelittle the
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,
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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
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 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.

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 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. 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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®OPMHNPOBAHUE OBPA3A U UMUIKA CITOPTCMEHA
KAK KOHKYPEHTHOTI'O IPEUMYHIECTBA B CPEJCTBAX
MACCOBOU NTH®OPMAILINN

AnHoramusi. Kak w B 1m0o00W KpymHOM OpraHu3aniyd, OCHOBHOW II€HHOCTBIO
npoeCCHOHATBHOTO CIIOPTUBHOTO KiIy0a W ero (uiIMajioB JOJDKHO OBITh MOJAEpIKKa
dbopMupoOBaHUE CHIIBHOTO UMHJIXKA, YTO, €CTECTBEHHO, MOXKET OBIThH JIYUIIUM UHCTPYMEHTOM
JUIA  TIOAJICPKAHUS TIOJIOKUTENILHOW penyTallMd OpraHu3allud U €€ WIEHOB. XOpOIlIo
c(OpPMUPOBAHHBI UMUK MOXKET OBITh KOHKYPEHTHBIM MPEUMYIIECTBOM IMeEpesl APYyrUMU
CIIOPTCMEHAMM, W TIO3TOMY Bce OoJblllee BHHUMAHHE YAETSETCS HE TOJBKO HMUIKY
OpraHu3ali, HO U (QOPMHUPOBAHUIO HMMHJKA CIOPTCMEHOB B CpPEICTBAX MAacCOBOM
uHpopmanuu. Lleasb ucciienoBaHus - MPOAHATM3UPOBATH HIEMEHTHI UMHDKA M UX 3HAUCHHE
B ¢opMHupoBaHUM oOOpa3a CIOPTCMEHAa B CpeAcTBaX MaccoBo wuHpopmaruu. 3agauum
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HCCIEeNOBAHMS: AHAIM3UPOBATh CTPYKTYpPHBIE JIIEMEHTHI HUMHUJKAa CIOPTCMEHAa C
TEOPETUYECKOW TOYKM 3PEHHs]; ONPEAeNUTh pOJib CPEACTB MaccoBod HHGOpMaluu B
(GbopMHpPOBaHUN HMMHUKA CIOPTCMEHA; YCTAHOBUB 3HAYMMOCTH CTPYKTYPHBIX 3JE€MEHTOB,
OTIpeACNUTh POJb CPEICTB MaccoBod HMH(oOpMamnuu B mpouecce (HOpMHUPOBAHHUS HUMUIKA
CIIOPTCMEHA. AHAJIN3 MOCJIeTHUX HccaefoBaHmii U mydaukanmii. [IpoGiiema uccnenoBanus
3aKJII0YAETCs B OMNPEENICHUH, KaKue CTPYKTYPHBIE 3JIEMEHTHI COCTABISIOT UMUK M KaK MX
MOKHO HCIIOJIb30BaTh JJIsi CO3JIaHUsl MPHUBJICKATEIILHOTO 00pa3a CIOPTCMEHAa B CPEACTBAX
maccoBoit uapopmanuu. 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 npyrue aBTOpBI OOCYXIAIOT
ACIICKTBI Pa3BUTHA OPraHU3aAl[UOHHOTO W CIOPTUBHOI'O0O MMHUIXKA, CTPYKTYPHBIC 3JICMCHTEI,
yIOpaBieHUE CO3AaHMEM HMHIXKA, BIUSHUE TO3UTHBHOIO HMMHJKAa Ha KOHKYPEHTHOE
[IPEUMYILECTBO, MOAACpPKAHUE OTHOLIEHUN C LEJIEBBIMU TpyNIaMU, MapKETUHIOBYIO
3HAYUMOCTb MOCTPOEHUSI UMUIKA, POJIb CPEICTB MAaccOBOM MHGbOpMaluu B (OPMUPOBAHUU
HUMUJKA U JPYTrU€ BaXHBIC TCMBI. I[JBI JOCTHXKCHUSA Heﬂeﬁ HCCIICAOBAaHUA HCIIOJIB3YIOTCA
CIIEIyIOIMEe MeTOAbI: aHamu3 M 0000IIeHHe HayyHOW JHUTepaTyphl; KadyeCTBEHHOE
HUCCICAOBAHUC - CTPYKTYHHOC HHTCPBBIO, KA4YeCTBEHHBIM aHaAJIU3 TeKcTa. AHKeTa JJISL
MHTEPBbIO OCHOBaHAa Ha TEOPETMYECKOM MaTepuaine uccienoBaHus. l[Ipu moaroroske
MHCTPYMEHTA MCCIIC0BAHU MepBast IPyIa BOIPOCOB cHOPMYIHMPOBAHA HA OCHOBE MOJEIH
Apait u ap. (2013; 2014) (MABI - Mozaenp UMHKA CIIOPTCMEHA), B KOTOPOU BBIICIICHBI TPH
Ba)XXHBIX acrekTa (GOpMUpPOBaHUS UMHUKA. BTOpas u TpeThbsl rpymIbl BOIPOCOB OCHOBAHBI Ha
uccrnenoBanusx Charumbira (2016, 2018), Hasaan et al. (2016), B KOTOpBIX aHATU3UPYETCS
poJib cropTcMeHa B (OpMUPOBAaHMM HUMHJKAa CHOPTCMEHA, BKIOYas W POJb CPEICTB
MaccoBoi wHpopmanuu. BeiBoabl. O0pa3 crmopTCMEHa COCTOMT W3 TaKUX CTPYKTYPHBIX
OJICMCHTOB, KaK OIIBIT CIIOPTCMCHA (COpeBHOBaTCHBHBIﬁ CTWJIb, CIIOPTUBHOC MACTCPCTBO U
MOBEJICHHE BO BpEMs COPEBHOBAaHMII), TMPHUBICKATECIbHBI BHEIIHWWA BHJ, BBIPAKCHHBIN
¢u3nveckoil M COIMAIbHOM NPUBJIEKATEIBHOCTBIO, CTHJIb ONEXKIBI, KpacoTa Tena u
MIPOJICMOHCTPUPOBAHHBIA 00pa3 KW3HHU, KOTOPBIA XapaKTEPU3YeTCs] CBOCOOpa3HON MCTOpUEH
KM3HH, OTHOLICHUSMH, B KOTOPBIX CHOPTCMEH SABISETCA 0OpaszloM s nojapaxkanus. Ha
OCHOBEe oOpa3a >ku3HH (QOpMHUPYIOTCA 00pa3 W pemnyTanus crnoprcmeHa. [lpu sTom
COLMaJIbHAsL OTBETCTBEHHOCTh M COXpPAaHEHUE pEIyTallud UrpaloT BaXHYI0 pOJIb.
[IpuBnekarenpHbIl 00pa3 criopTCMEHa BIMSET Ha BO3MOXKHOCTH MOJIYYUTh OOJIbIIE BPEMEHU
AJI1 pCKIaMbl, TCICBU3MOHHOMY OCBCHICHUIO HJIM YBCIMYCHUIO CHOHCOpCKOﬁ MOAACPIKKH.
CpenctBa MaccoBoi HH(MOpPMALMM HUIPAIOT KIIOYEBYIO pPOJib B (OPMUPOBAHUU HMUIKA
CIIOPTCMCHA U ABJIAIOTCA Ba)KHBIM HHCTPYMCHTOM B 3TOM ITPOLICCCC.

KiloueBble cioBa: CIOPTCMEH, CTPYKTYpHBIE D3JIEMEHThl HMHUIKA, (OopMHpOBaHUE
HUMHUIKA, MCIIHS.
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®OPMYBAHHSI OBPA3Y TA IMIJKY CIIOPTCMEHA SIK
KOHKYPEHTHOI IEPEBAT'M Y 3ACOBAX MACOBOI
THOOPMAILII

AHoTtaunisi. Sk 1 B Oynb-sIK0i BEJIMKOi OpraHizallii, OCHOBHOIO IIHHICTIO MPodeCciiHOTO
CIOPTUBHOTO KiIyOy Ta ioro ¢iniif moBuHHA OyTH MiATpUMKa (OPMYBaHHS CHIIBHOTO IMIJDKY,
10, TIPUPOJHO, MOXKE OYTH KpalluM IHCTPYMEHTOM JIJIsl MIATPUMKH MO3WTHUBHOI pemyTtarii
opranizauii Ta ii unenis. JloOpe copmMoBaHMil iMiK MOKe OYTH KOHKYPEHTHOIO I1€PEBArol0
nepea HIIMMH CIIOPTCMEHAaMHU, 1 TOMY BCe OlIbIlIa yBara MPUIIISETHCS HE TITBKH IMIIDKY
opranizauii, a i (opMyBaHHIO IMIJKY CIIOPTCMEHIB y 3aco0ax MacoBoi iH(opmanii. Merta
JTOCJIIZKeHHsI - TpoaHali3yBaTH €JIEMEHTH IMIDKY Ta iX 3HadeHHs y (opmyBaHHI 00pazy
croprcMeHa y 3aco0ax MacoBoi iHpopMarlii. 3aBAaHHSA AOCJHIAKEHHS: MpOoaHai3yBaTu
CTPYKTYpPHI €JIEMEHTH IMIDKY CIIOPTCMEHA 3 TEOPETUYHOI TOYKH 30pYy; BHU3HAYUTH POJb
3ac00iB MacoBoi iHpopmanii y ¢popMyBaHHI MKy CHOPTCMEHA, BCTAHOBHUBIIHU 3HAYYIICTh
CTPYKTYPHUX €JIEMEHTIB, BU3HAUYUTH pOJIb 3aco0iB MacoBoi iHdopmarllii B mporieci
dbopMyBaHHS IMIJDKY CIIOPTCMEHA. AHAJIi3 OCTAHHIX Joc/igxeHb i myOaikaniii. [Ipobnema
iccceIoBaHisA TONIATAE Y BH3HAYEHHI, SIKI CTPYKTYPHI €JIEMEHTH CKJIAIaloTh IMIIDK 1 AK iX
MOYKHa BUKOPUCTOBYBATH Ul CTBOPEHHS NPUBAOIMBOro 00pa3zy CIOpPTCMEHa 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 inmri aBTopu 06roBOPIOIOTH
aCIIeKTH PO3BUTKY OpraHi3allifHOro Ta CIOPTUBHOTO IMIDKY, CTPYKTYpHI €JIEeMEHTH,
VIOpPaBIIHHS CTBOPEHHSM IMIJ)KY, BIUIMB TMO3UTHUBHOTO IMIDKYy Ha KOHKYPEHTHY IepeBary,
MiTPUMaHHS BiTHOCHH 3 I[UIbOBUMHU TPyIHaMH, MAPKETUHTOBY 3HAYUMICTh TTOOYIOBH IMIJIKY,
posib 3aco0iB MacoBoi iH(Mopmarili y dopmyBaHHI IMIJKYy Ta i1HIIN BakiauBl Temu. s
JOCATHEHHSI IiJIel  JOCHIJUKCHHS BUKOPUCTOBYIOTBCS HACTYNHI METOAM: aHawmi3 1
y3arajbHEHHs HayKOBOI JITEPaTypH; SKICHE AOCTIKEHHS - CTPYKTYHHOE 1HTEPB't0, SAKICHUN
aHaJi3 TeKCTy. AHKeTa JUIs iHTEepB'I0 3aCHOBaHA HAa TEOPETHMYHOMY MaTepiaii JOCIiIKEHHS.
[Ipu miAroToOBI IHCTPYMEHTY JOCIIKEHHS TIEpIlia Tpyrna NuTalb chopMyIb0BaHA Ha OCHOBI
moneni Apaii Ta iH. (2013; 2014) (MABI - Mmogenb iMiJ)Ky CIOPTCMEHA), B SKii BUILICHO TPU
BOKJIMBUX aclekTd (opmyBaHHa iMimKy. [pyra i1 Tperss Tpynu NHUTaHb 3aCHOBaHI Ha
nocmimkeHHsx Charumbira (2016, 2018), Hasaan et al. (2016), B skux aHami3yeThCsl POIb
croptcMeHa y (GopMyBaHHI MKy CIOPTCMEHA, BKJIIOYAIOYM 1 POJb 3aco0iB MacoBOi
iHpopmanii. BucHoBku. O6pa3 cnopTcMeHa CKIAaJA€eTbCsl 3 TAKMX CTPYKTYPHHX €JIEMEHTIB,
SK JIOCB1JI CIIOPTCMEHa (3MaraJlbHUil CTHJIb, CIIOPTUBHA MANCTEPHICTH 1 MOBEMIHKA T Yac
3Maranb), MNpUBAOJIMBHIA 30BHIIIHIA BHUIVISLN, BHpPaKEHUH (PI3MUHOIO 1 COLIAIBHOIO
MPUBA0IMBICTIO, CTWJIb OJIATY, Kpaca Tila 1 TPOJEMOHCTPOBAHHM CITOCIO KHUTTS, SKUN
XapaKTEPU3YETHCS CBOEPIAHOIO ICTOPIEIO XKUTTS, BIIHOCHHAMH, B KHX CHOPTCMEH € 3pa3koM
JU1s HaciiayBaHHa. Ha ocHOBI ciocoOy *uTTs GopMyrOThCs 00pa3 1 pemyTailisi CopTCMEHa.
[Ipu upomy comianbHa BiAMOBIAATBHICTD 1 30€peKeHHS peryTallii BilirpaloTh BaXXIUBY POIIb.
[IpuBaGnuBuii oOpa3 CHOPTCMEHA BIIMBA€ HA MOMJIMBICTH OTPUMATH OUIbIIE Yacy IS
peKIIamMH, TENEBI3IMHOTO BHUCBITJIICHHS a00 301bIIEHHS CIOHCOPCHKOI MIATPUMKH. 3acodu
MacoBoi iH¢oOpMaIIil BIAIrparoTh KIIOYOBY pojib y (OpPMYyBaHHI IMIIPKy CIOpPTCMEHa 1 €
BaYXJIMBUM 1HCTPYMEHTOM B IIbOMY IIPOIIECI.

Kuro4uoBi cjioBa: cnopTcMeH, CTPYKTYpHI €JIEMEHTH IMiKYy, (OpMyBaHHS IMIJIKY,
menia.
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