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Abstract

The purpose of this research was to study the effect of marketing
based on social networks on the intention of customers to buy prod-
ucts of sports brands with the mediating role of the brand’s mental
image and brand fascination. This research was applied in terms of
purpose and descriptive-correlational in terms of method. In the pres-
ent study, the statistical population of customers were reputable for-
eign sports brands (Adidas, Nike, Puma, etc), which 360 people were
selected as the research sample and were selected by the available
sampling method voluntarily.For this purpose,in order to evaluate
the marketing of social networks, the Seo Park(2018) questionnaire,
which includes 12 questions, was used. Hu et al. (2009) question-
naire, which consists of 4 questions was used to measure the pur-
chasing intention.To measure the mediating variable of the brand’s
mental image, the Ismail and Spinelli Questionnaire (2012), which
consists of 6 questions, and the measurement of the mediation vari-
able of the brand fascination with the Ismail and Spinelli (2012) ques-
tionnaire, consisting of 7 questions, were used. Confirmatory factor
analysis and study of the effects and mediating role of research at
5% error level were analyzed using 25th vesrion of SPSS and Smart
PLS 3.2.9 software. The results showed that social media-based mar-
keting has affected the intention to buy, the brand’s image and brand
fascination, as well as the brand’s image and brand’s fascination with
the purchase intention and the mediating role of the brand’s image
and brand’s fascination. In relation to social media-based marketing,
the intention to buy was approved.
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Figure 1- Conceptual Model of Research
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Figure 4- Structural Equation Model of Significant Research
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