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Abstract

In today's highly competitive markets, corporate executives seeking for some new ways to keep the public
informed about their products and enhance their brands. One of these methods is social medias that creat a great
transformation in the field of business and internet marketing. The aim of this research is to investigate the
influence of social networks on brand loyalty and consumers purchase intention. The present research is an
applied research in terms of purpose and descriptive-survey in terms of data collection. Statistical population of
the research consists of the social networks members from different social medias such as Instagram, Twitter,
Facebook, etc in Mashhad during 1394. Moreover, the sampling method was done based on 5-10 times of total
number of the research items; therefore, the total number of sample was determined as 240. Data collection was
carried out using questionnaire. The questionnaire was distributed among 300 members of different social
networks, and 264 questionnaires were completely filled and returned. Furthermore, data analysis was done
using structural equation modeling via LISREL software. Results of the research indicated that social networks
dimensions (Electronic word of mouth marketing, online advertising, online communities) are effective in
promoting brand loyalty and purchase intention.

Keywords: Social Networks; Brand Loyalty; Consumer Purchase Intention.
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