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Objective: The aim of this study was to investigate the impact of digital advertising on the purchase
intention of sports products, with brand awareness as a mediating factor.

Method: The statistical population comprised all consumers of sports products in Zanjan city who
had been exposed to online advertisements for these products at least once during the six months
prior to data collection. The research method was correlational and falls under the category of applied
research. The G-power software was utilized to estimate the statistical sample. The study sample
consisted of 180 participants, selected through convenience sampling and surveyed using
questionnaires. Three standardized questionnaires were employed: the Digital Advertising
questionnaire by Logan et al. (2012), the Brand Awareness questionnaire by Yoo and Donthu (2001),
and the Purchase Intention questionnaire by Dodds et al. (1991). The validity of the questionnaires
was confirmed by experts, and their reliability was established using Cronbach's alpha coefficient.
Structural equation modeling was applied at an alpha level of 0.05.

Results: Results indicate that digital advertising has a direct and significant effect on the purchase
intention of sports products, with a path coefficient of 0.373. Furthermore, digital advertising
demonstrates a strong and significant impact on brand awareness, with a path coefficient of 0.688.
Brand awareness, as a mediating variable, exerts a positive and significant influence on the purchase
intention of sports products, with a path coefficient of 0.380. These findings suggest that brand
awareness plays an effective mediating role in the relationship between digital advertising and
purchase intention.

Conclusions: Based on the research outcomes, it can be concluded that digital advertising can
influence the purchase intention of sports products both directly and indirectly through enhanced

brand awareness.
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Introduction

This article examines the role of digital advertising in influencing consumers' purchase
intentions for sports products. Digital advertising, carried out through search engines, social
networks, email, websites, and mobile apps, helps increase brand awareness and attract new
customers. This research explores the importance of various factors, including ad quality, the
relevance of the message to consumer needs, and the credibility of the advertising source, in
influencing purchase intentions.

One key aspect of the study is the mediating role of brand awareness in the relationship between
digital advertising and purchase intention. Brand awareness can boost consumer trust and
reduce perceived purchasing risk. Additionally, studies show that digital advertising can
strengthen consumer motivation to buy by introducing new products, providing precise
information, and personalizing marketing messages.

Previous research has examined the role of social media and consumer interactions in enhancing
the impact of digital advertising on brand awareness and purchase intention. Studies also
indicate that using celebrities in advertising can create a positive brand perception. However,
research gaps, including the limited focus on the sports product industry and rapid technological
changes, require further exploration.

Method

This study is applied correlational research conducted in the field in Zanjan. The target
population included sports product consumers over the age of 18 who had been exposed to
online advertisements for sports products at least once in the past six months. Sampling was
conducted through an accessible method using online and offline approaches. Data collection
tools included three standardized questionnaires on digital advertising, brand awareness, and
purchase intention, assessed using a Likert scale. A preliminary study with 30 participants was
carried out to review question clarity and the data collection process. Content validity was
ensured through expert review, and construct validity was assessed via confirmatory factor
analysis. The reliability of the questionnaires was confirmed using Cronbach's alpha coefficient.
Data were analyzed using structural equation modeling and the partial least squares approach,
with PLS indicators applied to evaluate the research model.

Results

To comprehensively evaluate the validity of the research instruments, two key aspects—
validity and reliability—were examined. Convergent validity, which indicates the correlation
between constructs and their indicators, was assessed using the average variance extracted
(AVE). Additionally, to evaluate reliability and internal consistency, two indices were used:
composite reliability (CR) and Cronbach’s alpha coefficient. These indices complement each
other in measuring internal consistency and the trustworthiness of the constructs.

Cronbach’s alpha coefficients for all variables ranged between 0.722 and 0.867, indicating
satisfactory internal consistency of the measurement tools. Composite reliability, which



Information Technology and Sport, Volume 1, Issue 1, 2024 150

assesses internal correlations within the model, surpassed the threshold of 0.7 for all variables,
confirming an acceptable internal alignment of the constructs. The obtained values for brand

awareness (0.272) and purchase intention (0.287), as well as the positive values of shared
validity across latent variables, suggest that the measurement model exhibits an acceptable
quality. The coefficient of determination for brand awareness was 0.471 and for purchase

intention was 0.473, indicating a moderate to desirable impact of digital advertising on brand
awareness and purchase intentions among consumers.

The conceptual research model was validated, demonstrating relationships among latent
variables, using structural equation modeling through PLS version 3 software. The overall
measurement model fit was assessed in both standardized and significance states. The

significance of coefficients and parameters indicated that all obtained values were statistically
significant, as each significance test value fell outside the range of -1.96 to 1.96. This signifies
a reliable and well-fitting model.

Discussion

Based on the research findings, digital advertising has a significant positive impact on the
purchase intention of sports products. The path coefficient of 0.373 indicates that an increase
in digital advertising leads to a moderate increase in purchase intention. This finding highlights
the importance of digital advertising strategies in shaping consumer purchasing behavior in the
sports products market. In other words, the results show that today's consumers are influenced
by digital content. Factors such as the expansion of social media usage, increased online time,
and greater interaction with digital content can play a role in strengthening this relationship.

The research results also show that digital advertising has a substantial positive effect on brand
awareness. The path coefficient of 0.688 indicates that an increase in digital advertising leads
to a considerable increase in brand awareness. This finding emphasizes the importance of digital
advertising strategies in creating and strengthening brand awareness in consumers' minds. In
other words, the study suggests that the digital space has great potential for establishing
effective connections with audiences and enhancing brand recognition. Factors such as the
repetitive nature of digital advertising messages, the ability to provide rich multimedia content,
and direct consumer interaction can strengthen this relationship. Additionally, the precise
targeting capabilities of digital advertising allow brands to effectively reach the right audience.

Furthermore, brand awareness has a significant positive effect on purchase intention for sports
products. The path coefficient of 0.380 suggests that an increase in brand awareness leads to a
moderate increase in purchase intention. This finding underscores the importance of building
and strengthening brand awareness in shaping consumers' purchasing decisions in the sports
products market.
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Conclusions

Overall, this study emphasizes the importance of an integrated approach in digital marketing,
where digital advertising is not only used as a tool for short-term sales growth but also as a
means to build and strengthen brands in the long run. This dual approach, which focuses both
on increasing brand awareness and directly stimulating purchase intention, can create a positive
cycle where greater brand awareness enhances purchase intention, and positive purchase
experiences further increase brand recognition and loyalty. Marketers and brand managers in
the sports industry can leverage these findings to optimize their advertising strategies, balancing
brand awareness expansion with direct purchase stimulation to significantly improve the
effectiveness of their digital marketing campaigns.
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