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Objective: The present study aimed to investigate the role of marketing based on social networks
on brand image and willingness to buy sports products.

Method: The research method was a cause-and-effect relationship study. The statistical population
of this study consisted of all customers of sports equipment stores in Qom in 2023, of which 120
people were selected as samples using a convenient and voluntary sampling method. To evaluate
social media marketing, the Seo and Park questionnaire (2018) was used, to measure brand image,
the Ismail and Spinelli brand image questionnaire (2012), and to measure purchase intention, the Hu
et al. questionnaire (2010) was used. Data analysis was performed using structural equation testing
to examine the effects and mediating role of the research at an error level of 0.05 using SPSS.27 and
PLS.3 software.

Results: The results showed that social media marketing has a positive and significant effect on the
willingness to purchase and brand image, and brand image has a positive and significant effect on
the willingness to purchase of sports store customers. The model of the impact of social media
marketing on customers' purchase intention for sports goods through brand image has sufficient fit,
and 29% of the total effect of social media marketing on customers' purchase intention was indirectly
explained through the mediating variable of brand image.

Conclusions: Accordingly, it is suggested that managers and marketers of sports brands should
encourage users to share their company's products, services, and brands on social networks by

learning complete skills in new marketing methods on social networks.
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Introduction

Given the significant volume of exports and investments from foreign countries and the large
number of domestic producers in Iran, millions of consumers are exposed to a variety of brands
and have many options for consuming products. In addition, marketers of different brands
compete to attract the attention of consumers and try to present desirable and attractive images
of their brands using various advertising tools. The question that arises here is what is the role
of social media marketing in brand image and willingness to buy sports products?

Research Question(s)

The question that arises here is what is the role of social media marketing in brand image and
willingness to buy sports products?Given the significant volume of exports and investments
from foreign countries and the large number of domestic producers in Iran, millions of
consumers are exposed to a variety of brands and have many options for consuming products.
In addition, marketers of different brands compete to attract the attention of consumers and try
to present desirable and attractive images of their brands using various advertising tools. The
question that arises here is what is the role of social media marketing in brand image and
willingness to buy sports products?

Research Question(s)

The question that arises here is what is the role of social media marketing in brand image and
willingness to buy sports products?

Method

The present research method was descriptive-correlational and its statistical population
consisted of all customers of sports equipment stores in Qom in 2023, of which 120 people
were selected through available and voluntary sampling. The data collection tools were three
social media marketing questionnaires by Seo and Park (2018), the purchase intention
questionnaire by Hu and Dempsey (2010), and the brand image questionnaire by Ismail and
Spinelli (2012). To collect research data, the questionnaires were provided to customers in
person by visiting sports equipment stores in Qom, in a random manner. After completion and
collection, only the questionnaires that were completely and correctly completed (120
questionnaires were collected and 30 questionnaires were excluded due to incomplete
completion by customers) were used for data analysis. In this study, descriptive statistics (mean
and standard deviation) and inferential statistics (Kolmogorov-Smirnov test, Pearson
correlation coefficient, and structural equation testing) were used on SPSS, PLS version 24, and
Excel version 7 statistical software to analyze the data.

Results

In the present study, 44 (36.7%) of the respondents were female and 76 (63.3%) were male. 47
(39.16%) of the participants were young and under 20 years old, 34 (28.33%) were between 21
and 30 years old, 25 (20.83%) were between 31 and 40 years old, and finally 14 (11.67%) of
the participants were over 40 years old. 62 (51.66%) had a diploma, 50 (41.67%) had an
associate's or bachelor's degree, and 8 (67.6%) had a master's degree or higher. Also, 94 (78.3%)
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of the respondents were single and 26 (21.7%) were married. The results showed that the effect
of social media marketing on brand image (T-Value=28.719 and B =0.792), the effect of social
media marketing on purchase intention (T-Value= 6.269 and 3 = 0.732), and the effect of brand
image on customer purchase intention (T-Value= 2.902 and B = 0.268) are positive and
significant. The mediating variable of brand image has a significant mediating role in the causal
relationship between social media marketing and customer purchase intention (T-Value=2.849
and B = 0.212). The model of the effect of social media marketing on customer purchase
intention of sports goods through brand image has sufficient fit and 29 percent of the total effect
of social media marketing on customer purchase intention was explained indirectly through the
mediating variable of brand image.

Discussion

The findings of the present study showed that social media marketing has a positive and
significant effect on brand image. These findings were consistent with the results of the research
of Mohammadi and Mahmoudian (2019) and Terlak et al. (2014), which showed that social
networks can have an effective role in brand image. By using advertising on social networks,
companies can create a good image of the brand in the minds of customers and can also improve
the consumer's perception of honesty and belief in advertising so that they can strengthen the
brand and increase its credibility with effective advertising. As the most valuable asset of any
organization, the brand plays a very important role in the success of the organization and
establishing effective communication with consumers because it creates extraordinary benefits.
Therefore, creating and maintaining the appropriate position of brand image in the minds of
consumers to influence their decision-making and purchasing intention is considered one of the
most important goals of any organization. When a consumer is interested in a brand and a good
image of that brand is created in the customer's mind, a good image of the brand guarantees
repurchase from that brand. Therefore, brand image will play an effective role as a mediating
variable in the relationship between social networks and customer purchase intention.

Conclusions

According to the findings of the present study, it can be concluded that social media marketing
can play an effective role in the brand image and purchase intention of sports store customers.
Also, brand image also plays an effective role in the purchase intention of sports store
customers. Also, brand image has a positive and significant effect on the purchase intention of
sports store customers. The model of the impact of social media marketing on the purchase
intention of sports goods customers through brand image has sufficient fit.

Funding

This research did not receive any specific grant from funding agencies in the public,
commercial, or not-for-profit sectors.

CRediT authorship contribution statement

All authors contributed equally to the conceptualization of the article and writing of the original
and subsequent drafts.



Information Technology and Sport, Volume 1, Issue 1, 2024 170

Conflict of interest
The authors declared no conflict of interest.
Ethical considerations

The authors avoided data fabrication, falsification, and plagiarism, and any form of

misconduct.

Acknowledgements

The authors would like to thank all participants of the present study



(YF+¥) ) osleds o) 0398 ( 40ir9 9 leIL/ (5 59L5

V339 § wisAb! 6)3“‘5

vy —pare S L,aSdl Ll

Journal Homepage: https:/its.qom.ac.ir

od ol

w339 Y gammo W 3> 4 bloi g g e p (S| SAS g (o (U 1 3b

T S Jodxo @‘dmg.cw

halimohammadi@qom.ac.ir :asbl], .l sl o8 cvd sl ¢ 5559 pole 69,5 ¢ oi55y9 Cuppto ulild ¢ Jofune o4iuns g5 .

mo.kheyri1998@gmail.com . 1, (o8 b ol5uiily ¢ (55 pale 09)5 ¢ Bjys Cupdo L)l wlis,lS.Y

NS> Jlo Ul
2 bl g 2y poal  slol GoaSid (e bl B (wyp Bin b pols il 18R ‘i £oi
b el (85,9 Y g g3y dlis

Ol S 1) (imgSy ol (ool assle gy Jslae g e Llyy oy £55 5] G ey iR (99
b9 42y WV e alass ddl oy 1 487 ol S VEY Lo o 08 0 (559 338 5 pily) (slmolSig b
Fslent @ass bl i)l @y wius Sl digel glsis 4 Allbgh 5 (i) (S diges
ol 9 Jomonsal Sy (03 pgat Aalidiwy 5l Ky pgal (xS0l gl (VIA) S g g dolidin
51 oolawl b ooy Juloss s salatul (YeV+) o) Ken 5 g2 doliduw y 5l b 3 liaB iosus (glys 5 (VYY)
Gl 3l 51 oolitl /o0 (glad o )3 34856 il LB 5 I syt oyl EYslas (305
.45 pbl PLS.3 , SPSS.27

Cuto 05y (0D gl g 5 4 hlad p slon] (e e bliL ob LS ol (badl
SIS Jso 3)ls gyl sine g e 31 (0559 (soolRiig )b by 3 & JleS 2 X0 gl g )l
DHln Sy (53 pgal Bob jl (o8)yy SV plide u 5 aab  slan] glaaSid e L)L
e i ygb &y i b3 dab p (slaial (el e bk S ST S a0 YR 5 0 K
D e By gl (8l pite B2)b ]

J ledlee 653l b g sl Lk 5 ol 3580 ety @S bl 36 5 oS
By g Slad VI (oIS STudl 4y aiej 13 1) l)l5 (slal loasd )3 L)Ly looged
S B9t elon] glaasid ) LS b Y gane

1o axsy U

AR ARVAY SIWL:IPEY TG
VLYY 16,5550 &, U
VEF/YNY 2 pdy U
VEF/YIVE L) g U

o jlaads’
bt
stﬁLo.I?l basls

Wiy pgal
e bl

SleMbl 5)5li5 . pbsyg SN gamo 5 4 blad g B poad p eloia] a5 e bl (38 (VF-F) oo
NAY-ASY (V) Y g 5

https://doi.org/10.22091/its.2025.12042.1007

S & ez e 3!

o oSl ezl : Wil

WA


https://its.qom.ac.ir/?lang=fa
https://its.qom.ac.ir/
https://journals.qom.ac.ir/
https://its.qom.ac.ir/article_3224.html?lang=fa
mailto:%20halimohammadi@qom.ac.ir
https://orcid.org/0000-0002-5872-1201
https://orcid.org/0000-0002-2036-3998

VPer ) oglod o) 098 ¢ 209 9 eSS (5965 Al

PP Y-PY

 Sa 5 Iyl ol 8L, 55 > (53918 g o 3 2 55UsS (bigas 55 o lad] 55 o
JUzs 6y9ld sl 03,5 bl Sl S lalil a3 1) (sl 03 Sl s (ppimon Sle Ml (5)9ld o0l (V- Y+
Al piorad 3310y HSg cunS 4 (ibre ygo 4 i)l edlitul b B A e ol e ey ded (sl 1y o yd oyl
sl eSS g s’ llo Gopel (6lid 53 (VoY g2 9 SHb) WS )50 Gl plpw p3)0 by (6350 b))
1) 5 sl selaial 5 SeigSU Sl YN« (S5l 5 () e slaiel s atiy 095 Cppte
bl gladilo; n Gglas p kel (VA CaliiSog 5 aliShg) 28 oo oolistul (las 4 ()lad Slals g e SV e
On 1y sldybgd bl slorl sladils) a5 conl (pl s joudy 9 ©)oms daaaliy) ¢y gl Aile Bylaite (laailis) pl
(VoY ohSon g gil) ool 48)laSs &g 4y byl ol s (sloailoy j Lol taind o il b yido ¢ 8y

il Pty IS8l o ol o) apinslh ks (RIS JUS 5 o elozal oSl & iy s Y5 S 5
2 Alen o slan] gladiluy 5 LaSid ol jlaw dbie & asg b a1 S0 Ly 5 ciwy 368 Bun B0S B puns o
o3l )3 6y 5l (g pgai Bl LSl €805 (IS Baa (VY ¢ ) Sen g (B9)) AT 092 4500 395 gladija
(ol Ol b wlgn U aisy dgup |y Ol 4y s gl yoly g s jl oS Bpae Sy Wlgn 5o g conl Gl e
S 4 )b yide ) Cute (6,8, Aolie Gl g 5,55 wlids JUod 4 ases p3 .y LioliBl ) olylael g cogi 1) 5y
Uoles a3l 4zl ] )3 age i g5 e elain] (sl &8 Lelye 5l S (VYA (o als g (Sle) dius, sy
5 039> S5 OB 3l il & A )l 5158 gk S (loal soaSid o |y el SV gaze w5 4
Slr GrS s 2l slanl Gladils) bug oad sbul Gl cpl § a3 o plodl baailo) (ol 3 1) 598 )55 cuus
(Y-VA) ply Lausgs &S i lai glts (Y- o8 ¢ ST gl) sl ol 1y il s |y ol il lbol] g 008 o pums 3y 5
L3 oo wilossd clain! cladiluy > MBS ) Slosd b Jaase Yieas! slysl 51 V8 a8 sl L5 s plo]

Oles & Wle By poad Cwl Uy paad 045 o0 )8 18U Cov (gjbre (glad 13 )8 g S slid 0 &S (6,555 350

0ALS £l Wy yrgual Dgd oo iy 0 AIS B uan (13 5 (658 AL G L g L p K350 0 0SB puan 08150 ¢ ST
bl b yide (18D 3 (g pamal Cunl p3Y (Dlodd 5 WY guaze (gl g (ob)l5L jelaie 4 (YA ¢ gl g 08 ) Cunl (g yiitio
(YW ¢ e g wulS) 1S plasio J5b )3 39390 Y guame (S5 511 Lo 590 25 Ailgs g 03,5 15,0 1) Lagl 48" 540
c\gwL@]U;mbﬁw)gslswdum‘ggjm&iqMdWJh&l9ow4§wlm(Y~Y\) ol
pais cel Dile o g 0l 38l )0 (698 wlual S dbul 4 e Wip il s paal SO il Jle )b BNy
Sblie & e cnl jlGlojlo o 2y o psiaid))) Glgie @ Ly 298 By Gty Ghe > Bp So oAb 38 4
9oLl cplply o)l BaiSGuas b 550 bloyl (6585 5 Glojlw Cudban ;3 ago Hhuw il S o bl (glodldl 548
Slaal o yioge gl 3 bles g (55 s 32 (5)3 b (sl JEMIS B e (303 13 Wiy 905 cslio Cunabga Lads
30 by Y BusSade obylib clacdld le ol (WA o)) Ken 5 llis )] e Clas 0 lojle ya
oS D |y oo (i Y guazie By Gl (pl 50 4T WS o gy it LS (IS5 5 cuaS Blod 4 ST Y e
2 bzl godilo) LBl 51 wpp 0 (V) phlSen 5 pluslis (VF) ()lSan o Pll) ale las 4 lojle



vy S § S (o | S b flod 9 Wiy o p Lloi] SBACS y o b IGb i

g i) Jole floie a4 (BUS Gpae )8y » 30 5 (gibre (gbad byl ¢ bjyg SV game BAiS' G s s,
as by Hlis (WWAR) ) Ken g jecolie dg by 4 bled e Jolse ol 3l 15,55 oleie! ¢ Jgamme cudsS o
O)Sen g olgsopl adllas gl ol azilS 35y SVgame bl p )b e Wl (Sommd elainl aSii
u)‘ﬁ b Lbjye syl g S 2 Sles p (6550 Lii slain! a0 obylb slagill a5 sl ALEs(VFLY)
(Vo)) s gl ol At IS 35 1y 5 0o ) it ysbo 4 L g & W2l L5 35 (Y4OY) g0
d g5 b Sig Sl il 1 sl )lf)..,b 3,8l oy 5 wad (o) pixe yob 4y Jauate G 5)L )y 1,0 clylas as ol L
Oloj dzely 51,81 38T 65 00l &S £odg0 (pl (1i8)S a5 0 bl Mde jlows calize clain] slaaSiss 00 yiuS solatwl &
il e &S caS et Lls dlawlie WSS 0 Byo ol o sladiluy cpl jl CleMbl cus g 05 cuiS glp 1) ool
ol 48,55 Oy (gl odliiwl (g e & A S5 g (5,0 Blaal dyuin cas  dadile; cpl osdll slluwsly
sl (bl S 5 cenS sl il 3 oo 8 (Sloir] SlaaSid & S g5 oo 05 0)L3] 3 )lge 4 a3 L

Cusld

I Ligekee ol > (31 (BASag gl g (2518 (sbysiS (IS 4lopw g Slpolo dagi LB o> 4 a2 g7 L
s ogMe )l HLd] > @Y gae Bpae cax |y 0k ladn S g wlas)S )8 sy glgl (o e )3 BASB e
s 095UsS Sl sl ookl b g 03,5 Col) (S B pan dagi il (gl scilizee sladip slr SLLL ]
2 e @lil 8 & Cul ol 3980 gilae Ll )3 & Jlgw 35503 395 %5l Clle g Collas (sl pgeai )l 5
Wy (ohjpg OV gae 5 4 Jlod g By pgad )3 eloi] gladsid
wwled gy

A (5535 S35 g p3lg) sloelSidg b e S 1) ol ()l dnols 539 (Stusod = oy b imgh by
Soolaen il iads bl aldbgly g o yiwd)d (6 puSdiged gy 4y, WYWr b ol 5l aS Wy JSis VFY Jlo )0 o8
dolidiunyy g (Yo V+) Lomsod g 92 1 3 duad doliiuw yy (Y VA) S g g sloin] (glaaSis obl5L dolidiun yy duw leMb
D92 (VO] gl 5 Jomousal 8550 (25 o508

Gl Sl WV Jolis doliiun yy (cpl b o3l (Y IA) Sl g 9w doliun y 5| (eloin] sl a8 (bl (bl ol
buwg doliduwy cnl (b g (2l 23 (o )8 (2bj)l y90 |y (eloinl sl a8l b)liL (85)1 0 @S b S 2 oS
Birg Cape paasis S plul  aslidusy glsme 5 )50 (2lsy A5 20U g op (V0 0) )Kan 5 Tasali]
Cusd 4y (IA-) o] Jlade § 8,5 )18 50l 3050 5 (o EligsS Gl Gy ) sl y ol (bl 8,5 )15 a0l 00
ol

i Sy 3 S sl s ¥ ol oy (32] o 000l (Y+)+) Logod g 58 dolidhanyy ) 3y 5 b i (51,
rrt (V0 0) ohlSen g 18] Lasgs ol ol (bl 9 (2lg) 423 o )18 (b)) 3y90 |y 23 aad ()1 0 )8
ol (bl 8,5 )13 20l 5)50 ()59 Cuprte (manasiie Gl e ol Aol p 2lsie 9 ()90 2y b A0
ol s 4y (+IAY) ol o 5 285 )15 406 3050 9 gy lin)S Gl By 5l 5

dolidiwyy (pl o odlaiiwl (YY) (ligol 5 Jumows] 5y (a2d pyguad Qoliduo 5l My yrguad jyusiio (6,05 o3l (gly
ol ol (2l g (2l 23 (0 518 (L)l y90 |y S0 (503 pugeal (85510 @S b S 3 oS sl Sl £ Jol
Copde ppamadiie Ol olul p delitoy e 5 (90 (2lg) b 2l g oy (VFor) hlSen 5 Lo lawgs



VP o oslod o) 0398 (oisg 9 eSS (55565 \V¥

& (+IVA) ol i g 8,5 )18 0l 590 5 gy EligyS ST yybo 5l delitiunyy il (oLl .85 )15 Wol 3jse ()0

Sl Cwd

A 58339 Ol g pilsd sloelKigd 4 axlpe b ()i g0 & ladslidis g ¢ shmgly slaodh (5yla )5 (4l
omo 5 JolS ysb 4 oS olbaolitinyy R gyglann 5 JraSS 3l oy 5 030 5118 e Sl > (Balai 0ged 4y b
sl dad Blo e g o] Jol oS5 pie s 4y ol ¥ g (6] o doliin ) V) 209 00 eSS
5 0Sle) i Ll | oals o g 455 jolate 4y el cul )3 S )15 eslitl 5,90 Wedls Lo g 4520
oo (53 le S¥olas (905l 5 gy (Stused o s bgiyan] =By SsalsS (90jl) (blitial g (Jlro Sl vl
3,5 o3l ¥ ases Excel oY 9 YY aseus PLS SPSS (o)l cla)l53ls 5

b sl

S Hlie 1 (0o ) YA/NE) 425 TV L0000 D30 (1o yd SY/Y) a5 VE o ()5 ybsSowuly jl (o 0 YEIV) 4a5 FF pols jimgh )
Coles 30 g JUo ¥ BYY (2o o Vo/AY),8 YO (Jlo Yo BYY o (1o )d YANY) L ¥F (Jlo Ve 5 9 ol aly8l ¢ Bais
S8 0 g ood Syde b (1o)d BVEF) a5 FY il e Jlo ¥ YL BasS S lie 1 (aoyn VVEY) a5 VY
YAIY) 55 AF piorod izl YL L ad)l ol )5 Syie (o 0 £I5Y) 45 A g wlis )5 g S0, Sy (1o yn FV/FY)
2039y Jalie (1oyd YAIY) a5 Y5 g5 0 boSocaly I (Ao

JHo e ulps Coonl jolate ool (dly bl lp pReR I Jde g 0dd oy p )L Jae (isu cnl 5
5 Gl (Stson o p 3l 5lsS Jlne S Gy sl 0B oy 5 o)lel 5 Gyl g gy ool b i
e bauogs ) Augly yuito Sl pdd Ao )3 o p ol A s T L oo ) e 93 (o Al 45T sl (g lime (3 ytates
P GgewsSy bt oSl (dne pl 0 28l jho e o pd STl o g jho (n m cupd S (0 Ol Sl
s oy b Gl eiin )3 6y g 51 500 e 4y A0 Cops Jin 5 41y e o Sl s ol s
Ldlys g )5y s a5 Cusline (pl & 23L SO L plp e G pd ST Cwl o (e cups e 3505 03> il
ool 5 ealitwl b s Jde s L cablE coles 50 amd s Jitue puiie lpsd 4 > 4 1) dtuoly puite <l
Cross- g 00 1)) (Q2 jolio) jlade 93y ygtsl (ig03l o sl B J1E byl 3y90 juS gisl (52l
4 Cross-Validated Redundancy ,lui. .Cross-Validated Communality 4 Validated Redundancy
Sy g cuto Q2 5y o Liowww Jdeo byl 4 Cross-Validated Communality lsde 4 ¢ ldle Jio obj)l
Ul onmd lis iy oS Wil o /YD 9 VD /oY Ll Q2 jolae )by e g i YL Bl L
Sy e 0dimd (L3 e Q2 jdlie el 5 (19 jeiite S s e 3 15 g ojbe S 998 5 Lawgie wiin
5V J92 )3 iy 4 Gels Jao 5 oglol joolio g yre calpd Q2 ol 5 s alpd Bl oo (o e Cipnd
ol 0 03l LS Y o) S



\vo S § S (o | S b flod 9 Wiy o p Lloi] SBACS y o b IGb i

OB e ol cul o Y Jgsa

o

) W o;lw
Cv.Com CV.Red om®
A e 2Ll
/¥A I I
Ly pgas
< IYOA LIvsY I5YD
Ay Aad
Y < IYEE - 100A

o 3l dily Syt (6 oy U (0 00" Gl ( Jo (980 (sl puiie (sl e calpd lie N Jga s 3k

9 4w p e (2blil sk Sl B pgad jlae)d FY 45 358 (o blisul 598 Joda polie | cdids )3l i
o B9 (0 w4 g (G 2b)lil g B gl slaojle dlusg 4 (bytie )3 dal ojle Sl I s> 00
o 03590y o i sl p5Y dlie S8l g 0395 e Q2 polie I O gk 45 wmd o L) Jada 50 Q2 ol

Dol T ¥ Jlgu £ Jlgus 0 Jlgas 5 Jlgus

NN e

0705 0.748 0782 0601 303 0.602

welaizl aSen 0.792 A Heed 0.268
h‘-a- V Jlgaw
oslizwl cubls | 0.789 \‘ 07aa
"‘-—033;‘_‘\“ /0.326_"’ T Jlgw
el Culas 4—0.863 — 0.520 —» — 0785y,
0.797 — ¥ g
P 0.850
Jolzi 0.799 T
3 wiize tlyylile A5 Lad F Jlow
iz ¢l g welaizl vl aSuw

LTSS TR NER 3
o Cas g a9 s e dlaly 0gng 008 by puae o pd a2 0 inles |y 3ud Jde pune il ps Y S
5 00l (e Sy yodl (gl s pd &S Cunl djlilinl Cdbs 13 oS ) o s led Clids (D .l pxie 90 o dlal)
90 p et e dlaly da0 ey i wgd yao b ply ST S cwl +Y U =) o (eie 09 0 ot lin aB s
IYEA 2355 028 = gl dlail) ypome 0 g (basgio darly) /O 5y 5 wad — eloia] slo aSd (e 2b)l3L

] (prs dlal))



VP o oslod o) 0398 (oisg 9 eSS (55565 \v#

| Jlgw T Jlgw t Jlguw F Jlguw 0 Jlgu FJlow

N\ e e

14305 14676 3070 389 aug g,

welaizl Sub a7 A 2902

L 1 Jlgw
w3ligual Culyls *1?.541 19,840
35481 o0y b
wilelb| cylas 438835 — 6.269 ' H\mgm__*
ikl oo7es |l
Jolsd 20.881 ~
Hollte iyl Ay L FJlgu
B3 sl g welezl sle €1

a3 ol Jio o 8yl pyalie Y S
D35 (o0 58 Al dyge /40 (sllad mdaw (3 45 5yg0 dus B g 039y I dxe yume oyl &S

i3 el ST sl AL oy Y Jgia

il g as e
NFI Chi- d G d_ULS SRMR Jue
Square
el Cusddy dlio
- INVY WA AY -IYYE - IVEY -1-¥a
<A YL — /A0 p; /A0 p; RV N SHYe
23 )18 (agllas s> > Jue 5l & €S Glgien (e B3l slpadls elul 2 5 ggeome )
SSunod g b Jgaa Y Jgaa
. . m .
Nyt pigps : b yeia
RPPeS
-Ivay - IVYY B
aSed 2 e 2L
YAV £Ivsa T-Value J.o.uwo o
- A2 ﬁ RESY) ﬁ,»a.?
- YAy T-Value

Wil £V/AS (5,15 gixe SHo



Wy S § S (o | S b flod 9 Wiy o p Lloi] SBACS y o b IGb i

‘(B = +/Yay 9 T—Value= V/‘/V\ﬂ) ..\5).3 )Jy.a., » L-;CLQ.:}‘ 6Lm d&...w » u_uwo u.»l.,)l)b )Jl Y J9J.> dl.b:o)‘) u.ul.wl »
ol Y5 dme g cute (B = +/YEA 3 T-Value= Y/3-Y) )L yuie

L puiio padiinns pas O,51.F Joaa

P- T pen ) ol P NS5 ke
Value Value

ofeed Y/IAYR <IVNY 10 35 \ab Ny pouad 4 e b5k

L wab b elaizl (sl oS 2 e bk e salaly )3 ()l tne (65 aole i K pge e ki
Sy (B =+/7yY g T-Value= Y/A¥Q) L jiis

)b“)&9ﬁowd)‘m4§bwwaMIVAF PLAJQSIO)LA]JUDULA)MW)‘L)J‘UMMLSBJ
Al s Jlade cul @ly > )3 (2be iite 16 (39 5 98 5l LS Bl ySedp o 4 e cpl a5 WS (o

D9 (o0 Ao i Joo 3 il VAF jlade om0 1) JS 31 2 altions yue
a*b

VAF = —
(a*b)+c

ole g Jhume yuite (o yruno oy Hlade =0
iy 9 Zbe ey ypne o pd ylaie =D

__ 0792%0268  _ .00 “uly g s jpie (12 ypomo Gy ke =C
(0.792*%0.268)+0.520

Sk 3l byt 0y sad p elanl b &Sl e 2L)LL S 15l ao s YA LyyE oS casliae s o)
D9 (o (e By poal (b il alilue yuf

S5 A g e

D9 O gaze b5 & Jlod g U poal p (elotal slaaSid p (e Gb)b 8 () Baa Lyl gl

G mo g Cuie il My el g slan] aSil p die SbyL &S 0 Ll ol iagh sladsl L el
slein] goass Loy lis a5 (Vo VF) L) Ken 9 SY 5 9 (WAA) hogesre 9 (sdoome Lidoh ol b sl opl.o)l
s Nl GBAS G pas STl lgie & By 2D paal g gued Wil ALl Uy peal b ) (gyge LB WlgY e
2o 4 s o1l )3 4ol ) S o Ly yol o] GlaShog 4 a2 95 b i o & AL B e Visams sl 0 Uiy o5
byidie ;00 b )b 5l odel o a4y SleMb] I g b 395 (5L pabitane 4,55 5| ol (Ko By prguai g oo By D
OleMbl Jols b (o)l 8 ST il 4 9 cloin] (slaasSis 5l oolitul s b &S Cuol s> cpl 5 (Vo VY ¢ ) dgu dons
poas Dol )0 dlus ped g 0dd wllas 353,81 K00 o )0 «lodd 9 YISl oslatwl by o0 510l y8l dadilusy cpl 5 oyl 4
392y 4 (ool Nyl LS (oo b ekl igte il )3 Wl e (S83 pgal g ol ()b 5l (s ge B W
Bl ol oyl pd il 03,9l Cawd 4 w3l 4ty glanl Ky ohg Jgame ol 5l asul 0aiS L yuae a5 Slej andl ]



VPer ) oglod o) 098 ¢ 209 9 eSS (5965 \VA

Gzl 5l (S olais & (Jusd g (spamal Sluls ¢ bk zolaw olod ;3 a5 (550 4 il 034 )IK)QL“ Olals lalad
@ Wl o Uy S Cuodd 5 VI SO Colre dblio 0)l)d pasud duogs .5y slaiel yidey ot dnoyi Guyb | als &
slaailny o cluls ol ) alla Lol Oyee 4 b alad o 4 olad Slld 5 o 4 o Cuue Ojaw
Sl G pgal (68 S (6 piid Lg)]f),ub ‘Ol)iia Gow 5l Glawogi o s 4 ey Clils 8,k il el
lahad Al odd duogs g iy BALS B pae 1503 (som jl Joame oyl imen g ol ly o] 5l g A8 e o)l )3 |,

ST e g Cute Pl byl w3 wab p slanl GladSid e L)L &S b Gl Sl lagl slaaidly
OhSer g olgda ! (VYAY) Lw (VYAF) e 9 L,S15 (WVAQ) o) Ken 5 Slale idgh pols b bawdly -l o)l
Dy gued Oy b i b3 Mad ) (s550 iE cloin] laaSis Lol L 4 (YN) oK g o5 (VFY)
ligls g e Y gasme )] (S Sl Ol gyt dlazel Clx iy (35 Cupte gl S 5 S ol 0l
pyas cloin] asus > Olals 5l eslatwl b 1S b (Vo)A alaSG g 5 ALaSS o) A8 oo ooliiwl clain! (sladsis |
Sy dauo 1y Glals 4y Consd gl 5ol g Clis 5l odiiS B pae Syd Milgie 35 9 03,5 bl b yiie Y] > Wy 5l oes
Wlals s 4 4o )3 (WAY (e b g (Sho) amd iol3sl |y ol)liel 5 cogi |y 5, ¢ isu Sl Olads b wlgn b
st Bl b e W5 lad p ilg o dle (pl g oy daled ST a4 b ide ) Cute ()8 dolie gl g 5,5
By slenl Jolo baailw, 1o ol 8l ¢ disd 350 oges sdsie (6,5 IS5 )0 sloin] el 8L 1 abb aush
ok i ol 4 slaia] laaSid S )b o Sloj il e oyl g leMbl ol L ()liS STyl &y g uiS e
. 29 aless ad ey b e 35 bled g dad 8y YU 1A (YANY

ST e g Cute Sl jye GloolRig ) lyide b3 4 bled p Sy gl o5 0 LS pob gl (slaaddly

Sy 503 poal b 5l h))g SV pbyiie b5 wad  elair] Gla—aSid e L)L IS BT Jse )l
e mebia el S5 Glyide b5 aab g slanl aSid e bk U5 S Ao YA g 0y (S 3l
5 Ol (VF)) 6Ky (albLb (1¥20) 0315, 5 ol ySus Gimgsy b b o 4l ol 9550 sl 0 sl (bee
39 gunod Dyl (6,I5kine g it 3l )l yiitio Slazel 5 b yiidie L )5 Mad p Ny pgas B3l Ui &S (YY) ) S
ol (S, s olSols 3y0 55 M) g5 ,m | 5 lio duS5ug 3)50 5 00iiS e STyl 0siiS el Ly g
),;L" Cot OMd 4 Jaaze S by G (gyidio Jlasl 5 odiie (VI Pl g o) Cunl (gyido (2D 3 o (o)l
B )3 (g8 ol Sy ol 4 e iyl Csd gl S b ke 4 ) )18 Gy 4 s gl oD 00
Oyl plgis 4 8 (VT Coonl) 398 by ladin le 3 B o A 38 4 pasie cael Algie g oA
LUl By g glojle cuiign )3 (sotn sl (A5 S (0 bl (slodlll398 (sblje & cu cnl 1 Slojlo 2 (2Dl
2 SN sy GBS Gpas (03 )3 Ky pgal caslie Cusdge Lais g sl cplply ) QSIS Byae b 5
pgeas iy 1WA o)) e g bolis o) bl o Clus 4 lojl o SBlual oy yiege I Ll b3 bled g (65 paonas
Sossl proll el 6y jl Cuto pgad ()b 5l daled (590 (BB ()ys SV L3 daB p Syl 09h g Gl
Sl O ped Bl g 0ad @il (eloinl laaSid ) &5 (Vgazme (ogasdl Je Y gae 4 Cuns (B S pan
celazlony 4y elaa] ol jloslinul 23,5 oo oxio 25 (aljdl s 5 pel () 93,5 o )l g2 g (EALS B jume



VA S § S (o | S b flod 9 Wiy o p Lloi] SBACS y o b IGb i

(S ko oS At 2o sl g M (sl (298 sl lsie 4 elaza] (sladil) 5 sl ord s (S5
oo b (Shy sz 0 (sloal claailo) WS (o e 5 B3 Ll 5l (295 3 1) b (sleial g danblil o pgloxs
4S5 )l bawgs oddags lgie (10335 yobo 4 Wil cpl puin & Conl nl LS9 Cptoten | S IS e
Sy oSl S o e |y S b nwgs 05 i) Jguao (3L do b oS Mitan B8 olizal oyl Ll 5 48 1l
Sloy olgie & slanl glaals) j1 &5 oS o &b )l ole ) ki 4 1) (eloial Slaailo; (g yuie
Bpuas (2D ) Ly S a5 )l (g dn Cuenl Sloj Cllae pl il 03,5 Caro Hluwy WS o okl oL yl5L wlbls)l
S Sloj b amls asutie by 5 aab plSin o Sl ooy g 25500 e Glgme By 4 59 9 2 B eaiS
20 15 Ly 5l b s 9 doul g ytde 83 13 Ky o] 5l (e gl g LBL LB ABMe (G5 4y 0ALS B puno
5 ol (sloaSid e dlarly )3 1) (50 LB (2l e S lgis 4 By poal plply S o e ) 25 )

CCusly dalgs b e W B b

Pl shee G Mg e (sloal Glaasid p die QL)L CE)S o plgi ooyl gk sl 4 25 L
L bl 1y ise OB G5 S pgal Groren AL 4l (1559 selRlg b (b yide b yE Mab g Wy pgal
ST e g o Sl (g (Sl b (b yide 3 4 JleS g Xy gl (izmen )15 (9 (slrolidg b b i
By (2D pgai Gob il (Gh)ye YL lyide )5 0ad p (elaial (TS p e bk IS S )
eS8 bbb 5 olrde 29800 Slaiday b yidie )5 a5 (eloinl (adSid Sge B 4 i b o)l (B 510
(Sl plas 4 plas Clls obel Jo (elol gasid 5 2Lk (g leeged Jol5 sl lee 650k L
cosiad S Gponls elatnl (glodSicd s 59 LIS 1 Y guaes 151 eilod VIS din 5 (IS STl 4y 4], S
Sl 1y 3 s g lie (s Ly g 0318 186 g colyidie 8 4 bl 3 Ky o whe I 4 425 L
sbael 3agds g b ytie dlotel Qi slp (alalgime Wi sliwl) )3 (5509 b lasipe I g S lalo 295 (o St
SIS I Jde &Sl s angi b colg 0 g S (oM clodd 5 Y guaso 390 50 Slylas lpl 5 culld o clois] ail,
Wals (B (bl 2552 (205 pgad Gy Sl (oB)yg SV pbyide w5 2ab p elaizl (laaSid p e L)I3L
Gk 5l spidie (93 33 K 5l 0o pgaal dbml jolate & (B9 pile) 9y b lasye ) 5 cuS llo 255 e Sl
AGS W elein] glaaSil ) Cullad 5 a0 Olals

S SN

osRgi G Jao! 31 59 m
WalT ol das j1 o BaiS s i b alaly 15 L3N] ool o imgly (glaboal] gtod S Caley b g 63,18 Cilanl b adllas o]
- ol By ol 390l wile e leMbl 5 cblis 5« Lled g 3 Limgds 5l (6 Syl > cildbgls

OEM. “9.; CJ)L&.o

C s LSy €8 L oay sl Jnlie 4S5 Limal ol Bt

b

LM iy (g g 518 cages (i > (o el lio ) o S S ing 0l Jobo 5

&Ll 2y



VPer ) oglod o) 098 ¢ 209 9 eSS (5965 VA

-l 410 39y gl Loy lis oyl s Sl by

S5l

33,5 o 138 g S5 ezl o) Kan Limgd ol elpl 5 45 HEASES 15 48 )



W S § S (o | S b flod 9 Wiy o p Lloi] SBACS y o b IGb i

References

Albert, N., & Merunka, D. (2013). The role of brand love in consumer-brand relationships. Journal of
consumer marketing, 30(3), 258-266. https://doi.org/10.1108/07363761311328928

Azadfada, SH., Droudian, A., Zamani Dadaneh, SH. (2021). The effect of marketing based on social
networks on the intention of customers to buy products of sports brands with the mediating role
of the brand's mental image and brand fascination, Communication Management in Sports Media,
8 (4), 31-46.( Persian)https://doi.org/10.30473/jsm.2020.52745.1409

Askariyan, F., Akbarzadeh, B.(2014). The Study of Relationship between Sport Brand Perceived Value
and Customer’s Repurchase Intention, Biannual Journal of Sport Development and Management,
5(1), 217-231. (Persian) https://jsmd.guilan.ac.ir/article1940040645¢80f1a7cd
11fofcdOfedd9a54e.pdf

Abbasian, M., Marashian, S. H., Heydarinejad, S., Khatibi, A. (2022). The effect of social media
marketing on the behavior of consumers of sports products using data foundation theory. Applied
Research in Sport Management, 11(3), 85-96. (Persian)
https://doi.org/10.30473/arsm.2023.57408.3453

Chang, H. H., & Chen, S. W. (2008). The impact of online store environment cues on purchase intention:
Trust and perceived risk as a mediator. Online information review, 32(6), 818-841.
https://doi.org/10.1108/14684520810923953

Cooley, D., & Parks-Yancy, R. (2019). The effect of social media on perceived information credibility
and  decision making. Journal of Internet  Commerce, 18(3), 249-269.
https://doi.org/10.1080/15332861.2019.1595362

Derakhshanian, S., Shamsi Holaso, S., Mousavi, S. (2020). Investigating the effect of brand value on
brand attitude and purchase intention with the moderating effect of brand performance of luxury
hotels in Tehran. New Research in Management and Accounting, Vol. 39, 59-82. (Persian)
https://www.noormags.ir/view/en/articlepage/1685630

Gleim, M. R., Smith, J. S., Andrews, D., & Cronin Jr, J. J. (2013). Against the green: A multi-method
examination of the barriers to green consumption. Journal of retailing, 89(1), 44-61.
https://doi.org/10.1016/j.jretai.2012.10.001

Ho, J. Y., & Dempsey, M. (2010). Viral marketing: Motivations to forward online content. Journal of
Business research, 63(9-10), 1000-1006. https://doi.org/10.1016/j.jbusres.2008.08.010

Hedayatpour, P. , Manouchehri, J., & Soheili, B. (2020). The Impact of Facebook Marketing on Sport
Products A Customer Satisfaction View. Journal of Interdisciplinary Studies in Communication
and Media, 3(9), 177-157. (Persian) https://doi.org/10.22034/jiscm.2020.240038.1124

Izadkhah, S., Ashraf Ganjooei, F., Haji Anzhaei, Z. (2022). Designing a Strategic Business Model for
Marketing Sports Products on Social Networks. JRSM, 12 (24), 104-120. (Persian)
http://jrsm.khu.ac.ir/article-1-3139-fa.html

Inanlo, S., Shabani Bahar, G R., Soleymani, M., afkar, A. (2022). The effect of personality, attitude,
trust and brand equity on the purchase intention of sporting goods brands. 9 (35), 117-131.
(Persian) http://ntsmj.issma.ir/article-1-1786-fa.html

Kim, R. B., & Chao, Y. (2019). Effects of brand experience, brand image and brand trust on brand
building process: The case of Chinese millennial generation consumers. Journal of International
Studies, 12(3), 9-21. https://www.ceeol.com/search/article-detail7id=982363

Maleki, M., Haji hasani, N. (2013). Investment in Brand Reinforcement and Credibility in Advertising,
Business Management Journal, 5(4), 79-98. (Persian) https://doi.org/10.22059/jibm.2013.50345

Mohamadi, S., Mahmoodian, A. (2019). Impact of Using Social Media of Instagram in Athletes Brand
Image. Sport Management and Development, 8(1), 32-46. (Persian)
https://doi.org/10.22124/jsmd.1970.3437

Nuseir, M. T. (2019). The impact of electronic word of mouth (e-WOM) on the online purchase intention
of consumers in the Islamic countries—a case of (UAE). Journal of Islamic Marketing, 10(3), 759-
767. https://doi.org/10.1108/JIMA-03-2018-0059

Okazaki, S. (2009). The tactical use of mobile marketing: How adolescents' social networking can best
shape brand extensions. Journal of  Advertising  Research, 49(1), 12-26.
https://doi.org/10.2501/S0021849909090102

Park, M., & Yoo, J. (2020). Effects of perceived interactivity of augmented reality on consumer
responses: A mental imagery perspective. Journal of Retailing and Consumer Services, 52,
101912. https://doi.org/10.1016/j.jretconser.2019.101912


https://doi.org/10.1108/07363761311328928
https://doi.org/10.30473/jsm.2020.52745.1409
https://jsmd.guilan.ac.ir/article1940040645e80f1a7cd%2011f6fcd0fedd9a54e.pdf
https://jsmd.guilan.ac.ir/article1940040645e80f1a7cd%2011f6fcd0fedd9a54e.pdf
https://doi.org/10.30473/arsm.2023.57408.3453
https://doi.org/10.1108/14684520810923953
https://doi.org/10.1080/15332861.2019.1595362
https://www.noormags.ir/view/en/articlepage/1685630
https://doi.org/10.1016/j.jretai.2012.10.001
https://doi.org/10.1016/j.jbusres.2008.08.010
https://doi.org/10.22034/jiscm.2020.240038.1124
http://jrsm.khu.ac.ir/article-1-3139-fa.html
http://ntsmj.issma.ir/article-1-1786-fa.html
https://www.ceeol.com/search/article-detail?id=982363
https://doi.org/10.22059/jibm.2013.50345
https://doi.org/10.22124/jsmd.1970.3437
https://doi.org/10.1108/JIMA-03-2018-0059
https://doi.org/10.2501/S0021849909090102
https://doi.org/10.1016/j.jretconser.2019.101912

VPer ) oglod o) 098 ¢ 209 9 eSS (5965 VAY

Park, M. S., Shin, J. K., & Ju, Y. (2014). The effect of online social network characteristics on consumer
purchasing intention of social deals. Global Economic Review, 43(1), 25-41.
https://doi.org/10.1080/1226508X.2014.884047

Prabowo, H., Bramulya, R., & Yuniarty, Y. (2020). Student purchase intention in higher education
sector: The role of social network marketing and student engagement. Management Science
Letters, 10(1), 103-110. http://dx.doi.org/10.5267/.msl.2019.8.012

Rageh Ismail, A., & Spinelli, G. (2012). Effects of brand love, personality and image on word of mouth:
The case of fashion brands among young consumers. Journal of Fashion Marketing and
Management: An International Journal, 16(4), 386-398.
https://doi.org/10.1108/13612021211265791

Seo, E. J., & Park, J. W. (2018). A study on the effects of social media marketing activities on brand
equity and customer response in the airline industry. Journal of Air Transport Management, 66,
36-41. https://doi.org/10.1016/j.jairtraman.2017.09.014

Sahin, A., Zehir, C., & Kitapgi, H. (2011). The effects of brand experiences, trust and satisfaction on
building brand loyalty; an empirical research on global brands. Procedia-Social and Behavioral
Sciences, 24, 1288-1301. https://doi.org/10.1016/j.sbspro.2011.09.143

Smith, A. (2021). Green Marketing: Patagonia vs. Nike. (Doctoral dissertation, The University of
Arizona). https://repository.arizona.edu/handle/10150/658580

Soltani, M., Arianfar, M., Naserzadeh, S. M., Fathi, M. R. (2016). Identifying and ranking factors
affecting the intention to purchase sports equipment through social media; Application of fuzzy
logarithmic preference programming technique. Contemporary Research in Sports Management,
6 (12), 87-98. (Persian) https://doi.org/10.22084/smms.2017.11875.1946

Sina, A. (2018). The role of social media marketing on purchase intention and loyalty of sports
entertainment centers customers based on the use and satisfaction approach. Master's thesis.
Qom University. (Persian)

Tabatabaei Yeganeh, Z. (2022). Investigating the effects of brand experience, brand image and brand
trust on brand attachment and purchase intention (Case study: iPhone consumers in Iran).
Interdisciplinary  Studies in  Marketing  Management, 1(1), 135-153. (Persian)
https://journals.iau.ir/article_694617.html?lang=en

Tien, D. H., Rivas, A. A. A., & Liao, Y. K. (2019). Examining the influence of customer-to-customer
electronic word-of-mouth on purchase intention in social networking sites. Asia Pacific
Management Review, 24(3), 238-249. https://doi.org/10.1016/j.apmrv.2018.06.003

Torlak, O., Ozkara, B. Y., Tiltay, M. A., Cengiz, H., & Dulger, M. F. (2014). The effect of electronic
word of mouth on brand image and purchase intention: An application concerning cell phone
brands for youth consumers in Turkey. Journal of Marketing Development and Competitiveness,

8(2), 61-68.
https://citeseerx.ist.psu.edu/document?repid=rep | &type=pdf&doi=78da44ba8162143831d66b7
16£2290b0dea0aa2b

Wakefield, L. T., & Wakefield, R. L. (2018). Anxiety and ephemeral social media use in negative
eWOM creation. Journal of Interactive Marketing, 41(1), 44-59,
https://doi.org/10.1016/j.intmar.2017.09.005

Wham, E. (2018). What is Social Commerce: Details and Data. Retrieved from https://project-
disco.org/innovation/091718-social-commerce-details-data/.

Zakerian, A.R., Farahani, M.J., Takali, H. (2017). A Study on the Effect of Internet Advertising Factors
on Purchase decision of Iranian Sport Consumers, Applied Research of Sport Management, 6(2),
11-19. (Persian) https://dorl.net/dor/20.1001.1.23455551.1396.6.2.1.5


https://doi.org/10.1080/1226508X.2014.884047
http://dx.doi.org/10.5267/j.msl.2019.8.012
https://doi.org/10.1108/13612021211265791
https://doi.org/10.1016/j.jairtraman.2017.09.014
https://doi.org/10.1016/j.sbspro.2011.09.143
https://repository.arizona.edu/handle/10150/658580
https://doi.org/10.22084/smms.2017.11875.1946
https://journals.iau.ir/article_694617.html?lang=en
https://doi.org/10.1016/j.apmrv.2018.06.003
https://citeseerx.ist.psu.edu/document?repid=rep1&type=pdf&doi=78da44ba8162143831d66b716f2290b0dea0aa2b
https://citeseerx.ist.psu.edu/document?repid=rep1&type=pdf&doi=78da44ba8162143831d66b716f2290b0dea0aa2b
https://doi.org/10.1016/j.intmar.2017.09.005
https://project-disco.org/innovation/091718-social-commerce-details-data/
https://project-disco.org/innovation/091718-social-commerce-details-data/
https://dorl.net/dor/20.1001.1.23455551.1396.6.2.1.5

	Funding
	CRediT authorship contribution statement
	Conflict of interest
	The authors declared no conflict of interest.
	Ethical considerations
	The authors avoided data fabrication, falsification, and plagiarism, and any form of misconduct.
	Acknowledgements

