W
Information technology and sport ﬂ ﬁ

Volume 1, number 1, 2025

pepit et

University of Qom

The role of marketing based on social networks on brand image
and willingness to buy sports products

Hossein Alimohammadit®®9, Javad Adabi Firouzjah?'® Mohammad Khieri®

1- Associate Professor of Sports Management, Department of Sports Sciences, University of Qom, Qom,
Iran

2- Assistant Professor of Sports Management, Department of Sports Sciences, University of Qom, Qom,
Iran

3- MSc in Sport Management, Department of Sport Sciences, University of Qom, Qom, Iran

Abstract

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

Research methods

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
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(67.6%) had a master's degree or higher.
Also, 94 (78.3%) 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 BB = 0.792), the effect of social
media marketing on purchase intention (T-
Value= 6.269 and B =10.732), and the effect
of brand image on customer purchase
intention (T-Value= 2.902 and 3 = 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 and conclusion

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.
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