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Abstract

Social networks, as one of the main mass communication media, play a
very important role in influencing the attitude and behavior of
consumers. In this research, the effect of marketing in social networks
on consumers' purchase intention has been investigated. Also, the role
of lifestyle and life period variables as moderating factors of this
relationship has been evaluated. Social media marketing refers to the
use of these platforms to communicate with customers, create brand and
product awareness, attract new customers, and ultimately increase sales.
Previous studies have shown that marketing in social networks can have
a positive effect on consumers' purchase intentions. On the other hand,
lifestyle refers to people's behavior patterns in their daily life, which can
influence their purchase attitude and behavior. Also, consumers' life
cycle (age) is considered as a moderating factor that can affect the
impact of social media marketing on consumers' purchase intention. A
survey method was used in this research. The statistical population was
made up of the followers of Dorsa leather brand page on Instagram
social network. Using Cochran's formula, the sample size was
calculated to be 384 people. The present research method is based on
the practical purpose; The present research method is descriptive-
analytical because it seeks to collect real and detailed information about
the desired phenomenon. The research method used in this research is
structural equations with a minimal approach and data were collected
through a Likert scale questionnaire and analyzed using SPSS and
Smart-PLS software. The results showed that marketing in social
networks has a positive and significant effect on consumers' purchase
intention. Also, this variable affects the lifestyle of consumers. Social
media marketing with a mediating role in lifestyle means that these
media have more influence on the consumer's decision-making process.
These media can shape the lifestyle in a way that strengthens the
consumer's purchase intention. Also, with a moderating role in the life
course, social media may have a positive effect on purchasing decisions
at different stages of people's lives. This connection can create a deeper
connection between the consumer and the products or services.
Therefore, by combining these two roles, social media marketing not
only affects the way people live; Rather, it plays a role as an effective
tool in encouraging and strengthening the consumer's purchase
intention. However, the variable of life period (age) has a moderating
role and with increasing age, the impact of social network marketing on
purchase intention and lifestyle decreases. The results of this research
help marketers and business owners to design their marketing strategies
in social networks according to the demographic characteristics of
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consumers, including age. They can also target their marketing content
according to the needs and tastes of consumers in any age group.
Keywords: lifestyle, life course, purchase intention, social media
marketing.

saSa

2 ot sl G (o2 b)) il (pilel ) (S ol slel slassis 1daa
s 3 )bl 8 ctagh o) ) S e i) NS B ) 5 ()T (5)lIS 8
) S Sl peite (8 rimen ol 48,5 )13 () 390 SIS B pan dy 3 b gy (oloiz]
ol &85 )15 (551 3,90 dlasly ol 028 o belge lsisar (550593

o olil oolewy g Sl OBk o) 2 1ORRY 3,89, 9 eliidy) (iR ok
1y s o St pl S liiy) olainl 4 )3 Loys oy 46y domies oSS L3 | (g lel dnoly
@S Bun oll gy 3l gl (39, 05 dselone 15 384 wigei w55 Jge8 3l eolizal
by Sl 53,50 0333y 1 Juao g a8l SNl gglgar JU> 41 1) 0392 (Ll = Linogi
Aol iy 3oyl il boaly g J8lus 5,505 b gyl b Yoleo g5 51 gl ) ) o3liulyjge Juloos
La5 ulos SMart-PLS § SPSS cla,ljéle 51 oolitl b g (6yglgen ) cibs b

L p (s oline g cute b elain] loaSs j3 bliL &S ol Lt pls 1 iRg i (gaidl
bl sl 35 30 55 S0 B pmn (S5 S i (] (et )l SIS e 5
e 538 b Wl ol o ol cl (e & (S5 S 3 (e 25 b ol sl
A S5 g0 a1y (SN S il oo badilsy ol 1) 005 B rune (6 S prenal )8 5
cleirl (sloailo) (555 0)93 53 Kbl (A8 L (izmed 98 oS Bpas 5 b gl ey
Ll ool il et o3l (S35 il oo 3 (6)led Slogeuss 1 tito 86 Conl (S
Ol e85 bgnlply sl clodd b eV game g 0uiS S pan e s Lol sbul el Sl
530 )l Olgieas Al 02,135 o 55l 31,31 (555 US54 e elazel (slaslny o)l (2 93
OB (o) S0 0993 pite o Jlcnlly A8 oo L) A5 oS Brmo 3 MaB gl 5 BT )
Rl (S35 S g 3 dad y (elatl GoaSid (bl U (o Gl L g 4l oS hass
395 il sl B s o SaS )l g lolo 5 plblik & Ghegl ool @i bl o
S b g dlex | GBS G pas (Blicumer (o Shg b culio ) (slal glaasis )
G 099 2 ) GBS Bae slaadle o bajls agil 1) 395 Lbylik lsme Al oo Gizpen
Aoled gyliS

ol sloaied 13 (il i RRg3e (6251)8 5 5 (35,1 9 31 LT i3y (5 9l
st ol yite G (Y g 5 5 51 a1 sl (ol yiie b b5l (sl lap ity oyl 5 oslizl 4
ol gasis > oLyl &8 Wlesly s iy Sledllas 5l o)Ll 58 I3l coled ) g
gl & (S5 S K> (550 ) A8l 4B NS Bpme 5 A e b Ll
Opan il JIS b il a5 8y 5 555 2 Wi o 3yl o)Ll oy0g (S5 5 28 ()l
2 Hlgion o Cusl b 485 5 53 oS st Jole S plyie 4 () QBN S pae (S 0y
bl )3 S NS B a3y 0 gy elain] (slaeSid 3l b



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

(S5 093 (S S ey > duab o elain] il bl 1 5lgulS

EPRY-T)
sbad 3 Gl g 00,8 o gt 4 ]y Glbbre jl (g)lbuw 4295 (rer ladil) (oo Sl (S5 plgier (Sleial ladilo ojg el
ool olawy dsgicds (gl (sloinl cladilu) o diljg) Gysod 395 pasd (S polas il Syl 4 5,b 5l & s
2 l.ow g Bload s Ml jgaiie 31yl 4 elainl cladilo, ;> Lo Jlo)l g 3lol b a5 siswn (oole 1,31 clan! claala,
Sppas ol slaojes 10 Hawsd b 5l Gy jawsd e g oo (SN b 138 (&l (o (S b old sladie;
el o g slaxn! 6050l a,ka5 95 oyl 5l BAS G, e )8, 5 5,55 p 256 (2019 (g g ¢)) WS e ol 365
8y 32 e g 0dlgls ygrio BN s elaial Jolge 5 qw ) polateds (slotial 650k )5 Cus | 4 BB (6o &5
5593 g 310yl 38 bl (15,55 4 yerie 31481 5l i g9 laisa ‘),;‘L“O,:,;)a olels g A8 e BASBy as
3 0,8 lads 4 BaSGynn (10,55 g Llas > pusd 9 38l wgy SleMbl (o3l cpadd jolaiods (6 ypwdd Jlois] (595
yno 93 ayb 3l 1y SleMbl el (Ko 3,8l Saomn g (Bld GleMbl Gos slue o wlwliplp (2020 (o g ¢ «SSly)
SleMb| e 9 Mlb-).» ‘) b9> )5)4., "‘\"S@ U"’)b)" LS)f)"’ Jrene) Lﬁ")Jo )‘ l) uLC)’Uolé\fd.)l)B‘ s )M.\.QJ‘_;\.A} 9 L;\Q-L.w
kol 58 i WS o odlaiw | lads @ledMbl ol g sly (Sl jums 31 a8 (60,8 Llas jo aiad o )8 Jaa e (Symo 4 bgyo
IS5 (elonl ailo) )3 o2 oo pased (S5 Sew (2020 o 5 Sk wad 8 ply aite Jlisl oo ) 095
2 g bl 10 00 5S jab 4 pMasl pl SpuS S 1) (SN5 S porto L aigSs Lo Lol (a5 o iy Dged pultins puf U paianne
S 0950 (sline dy add i o AL ko porte (pl A4S My oyl 4 0gd o 0dlain ] CeoD g Sl drw g8 D90 jd Cliiass
Sorel dpier )l 4 i cendd i Sl Gl Jus & Cwl (i — pliwl (bl gloj Sl — )55 g b b))l sl (S35 090 L
sllbow g (Ll Kinyd oo «SHS Kinyd sl oo ).ul.:pou 5,8 sla 5,55 5 b i3] i wl ol odusny el
Iy Slegias b amd o )8 lidcos |y Lo cilise @bl ol des paid 08 Sl g bk, yslicos 1o b g cuwl Sinbus
S cwl slanl ailo) ppah S &Sl ar gl plSlntsl W8 5o Wb el Cowd ok dao g5 4 pualed o 5145358 o wiS
5590 LB lgty duw y g ka5 4y 3)ly Se 6 IS T bl y3 1y adye o 5YL g 0k S yete olisS slb wgin g polal p Lies
b la Sy cul dasly (o ecnlplis 85,15 gy (alojgde b ad b awd b Y )3 0hgd w3 433l cud 5 )0 (9
S5 0395 5 a5 3,90 53 el 00 gy iy SRR > N5 Mad 2 poee 33l ST 0I5 ol el 1y 5 L
Syodn U A 5l Gl 1 3)lge Jold (32 sob 4 oS w0l g g Sl gy saloa il e (ool o s oly) o ]
(0 s> 32 (8 sh 5 oz (7 (5255 51 (6 (5355 Lol (5 (5355 s (e i (Bulgs (2 by J g (1 2
Shio porie Mol )5 ab b bLsyl 1 S055 S g 0y90 LT a5 conl cpl dllie cpl o Lol Jlgw - JlSy5 5l (10 ¢ Jlobe

Sl
5 oald) B3 o 1) Jguamo g 4 o bl g grgane oyl o |y SleMbl b i o] b oS cl (3lgy (T b )3 b
63505 T) ol €520 Byl 51 (ol 1y 5 plodl (el (B B pme )18 e (oM 8 sad Sod pla 5 (VoY ()8
olyidie syl ) Jols doly 4 g B )8, S b (ke 9 BB, S plgieds (oMl 05 008 (2424 )50



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

3] la b 3 (Y-2F oKan 5 5B) 3l o)lil Vg syl 5 SleMb] (com gt ulurs cuisS 1bls o ylas ;|
9 FShe Olyed g oS e ogly GEMSAE plyieas |y 05 Igme Sl ey b Wy b ela] ladle,
38 55 213l 51 Togas S b (YAY 1S 5 o) Wlodis S lids S G pume o i 3 lyljl slbbig, oy y5ab puody g o
adye oloj ) Sy e Olgisd 0935 slaial cladils) laclus ) ouiS L Ghlia b Gl Sy wile slata] sl )
AW oMoty (Vo7 (lSer 5 5055 93)) ()] S (oo 02lissl 293 W pgal Cosl b Ly Saome (b @dge hide Jpae
dbul Cae 53 a8 Bpan by ol ying alwlid 5 Jpamme b G131 jolaiods Slals ) jgpte 31 (5,8 S 4y gl oS 1
olgdy @l g 390 e Slads Glagy (ot & Slils 0 jpds Sl 4 i (Y10 bl 5 (gl 1) cosl 5 035
Saloxin b yitie lai )> €Sy ) (g pgeas (65 JSb & oS Bl 4l (63,54 parxie (sladianad 1L gl o olyen 41y €S 1

Al sled 4 0uiSan b sl oY by Sio oo it jl ol § culis oloxel

I eS8 b g by SleMbl slul LUl p g cunl Jlygs gl 53,8 a8 315 0,Lil Slacs)lge b yos il (olje 4 (awss
Gl L83 aass 503 o 4 (YOF (hKan 5 315) 3,1 AT bl b Sgm g Lalgy dgu b 008 punn b bls,l g9, o
(e Ul CooMo (Sl b g 1L 5108 ol jl b clids 3 08 slalesl jl coles (gl bls)l oais)1,3 5 55 oS
) g 4y sl CebB b (Soo5 b)) ply wie paass (VA (S 5 05) 25800 485 Jlas )3 lasye 3)3 )8l g Lalus
SS9 Sl grio ) (gl ol jlaiel (VP (03 9 4 yor () 305 S5 @ite el Jae B2k 1 plgin 1y play (ot 51
Sl .l gto Jlisl Cobld g jaass Jold aie jlitel o VoV G g 1)eS 9u) A8 o uSaie |y grie bawgs oad &3] e Mo
g bbb o CleMbl &l 4y ol slazel 50 4 g Wby o b e dyyod  O)lae il g 1y ply mie Lol &S Jlje 4 dlexel
Jaame Ny a Cute (10,55 3bul p aonis ;3 5 SleMbl 1 ouiiS B puae STydl 5 puize mlie 0)l> o)Ll plo sdiaddll)l lawgs 23l
oS 33 (6 St i o STydl jaas 4 s ol STydl clis ol lacalo oBa 1LY Yo Kon g 0uS) D945 o0 oxio
gl ) alpur p3b Wlge ply gie plyie colie slael Clbl S )3 (YT (Sibgl 5 SUL5) 3yl 015 b pme 5,5
S Sy her w5500 Gl Shy 6l wulla oMo 5 )l (gamrix L gie cplia b b il Glbbre
d9dse e (9 Pl el (gt Jai 1T 3 ]y (S5 S g (B985 3,8 S loen 9 a2l 5 (S5 S (Sl
(YY), Sen g & )

o503 ol 4 s 4 o oalitl (g yitie yity dngicads (el YU Coplin b OV guams 3 Sl plEin 5 Yane e 0
a9l g drgicdr S S o 5L Clin L bl &8 (oblo Jpame S5 sl (Sl ply o 5)b 2929 (EUS &L o 5
Cuto Slolus] 4 o Cuslagl (39 3uliss whe S Shg Koo 3 (Vo VF cegis po) 2515 Sl 23l il 4y G (5
355 1L b ye (6l 515 Cansgd |y (6ypaie 0,8 e 45 ololo i8S o 0,Ll eyl qute Sy dy S AS B pune S (ol it b
3,8 Sy sl (SeSs 0y o ) claply isu il alies b b oBaS Jlis ksl cole el aalg Cavgd a1,
4 1) Coapen | (o (UST (al (YIA olSan 5 puisle ) 2.0 (St (5 Slbls)l b agalse Gy jl ol colis 4 5,500 L
Sy Jel 2 Lt olio & EAS B0 39, 00, lal sy o &y JodiS a5 ply oditin b 29:b g0 el g 1S oo Wl ol
sl 25,0y (gl Lelon] ol 3 B JLs b daly (YO copmnys o o) 2l 423l slasl g S pponas ) yiaS
Gyao g Jyaso 5| o3l Y g 0,3 (&S mranad 45 ol 3l 5 1) B calis jl aS o Lolus] (el 5as o Ll
(YA Ghan 5 puis)lo) 48 dalgs ot (pased

b OY guasmo 4y 5 & RiSA X550 )18 SV guae (gl Sl (5500 0 & sloi] gladibe) ()5 S g e ggame
WIS (oo 048 (Byme Jgaze | 095 1505 0)yd ST Bpan ple b 5550 B ) syl ploj (b 4 S Sl 98

146



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

93 Sl

N> wad

S e Calox g 55 2wl )3 35y by Cenl g iy elotn] Cmlo Sl T (l33l b 55 (sloaiylj s 4y laiee
3 b (2424 (eng g geed) 35S o |y 5kB, ] ep e Lo a Lol S0 o i 1) 518 ol S badia L Akt 0055 puas
953 Olgiien |y 203 By )l Sl ol & el (i ol den )8, i (2bl3l 52 gl alS Al @il 1) LY cpl ol
oiabojl 3590 (g5 plgdl (SlaVI (5 059 )> 1,5 A (sla wliie 35 e B Jleinl Sl g9 25900 L 3,8 845 1) aad
O Olgine oyl plo Ay (asels 5,6 b 3 wab oS SluS I, sl ol 3 Slgie 1,8 aad bl oS ol sl s 318
5 o5 1imd e a5 o 51Ty eslS st 5 lS 4 gy lan 5 eolial b wb 5,5 1y 5 1 o Sl 5 Jlais] 5
oMl 5550 2ylik g 00l <)1) el lstie el g il Ol w8 51 8 YIS 50 0 ol (2 4 o lo) L
Jeinl as bgypo (sl i35 4 585 Baiad Fuwl Cuwl (S Jol 3)l0 > 93 a8l b 3 g 00 o iy 1,5 oy Sglas 1 ploal
sy90 €599 J s (2424 uipligiv) 525 2y A5 L 5 09 o o1 1 8 b il (S g2 2201 0035 G, 25
3,8 S 1y o el iy (sla a5 2ol 9 dguo b lgine Jol 390 50 Lol sl (6)lgibs )8 pgd

Ui s (1 i cpl s 9585 1y oty B ois] L 93 48 5,5 o0 513l ol ST Jumogil e plysly (saYIS 3,50 )3 Ygans
8y 5 S5 o (SauiS] (2025 (51fn 5 men) Mism Gl WS Cped X5 4 ] 035 ol ] (S
STy 3 231 Al Jlesnl sl 5 SYobo 0)93 (nl )45 p 095 il 53 (o 9 ()5 (hoxiw G (Slej 2)9> > 4 Wl e
@ S35 Sloj 89> 3 (b sl Cund 5,5 (Jle sl 29800 gl M (205 1) 395 Jla haulyd e b e UMbl 4
dy90 30 &S (6,505 3uiS ,d Wl e (odle Jai & yloj L5 Sl an B andl il i (LS ol 5 S Jlo SO b auslie 4> cblsl
I Gy il & Ny s cpl 4 liie 2980 grhae i sbatasy wAd pbsl B wad o) I K8y moie
22l Ll 93,5 oo 038 o g g0 o Bliie o7 ()18 9 b o (Sarad (Blg et (Ral3El ol gl wad 815 S wmagely
] g 03l5yh) A o lae Azl 1, ool 1ad a5 1, azs] Ylaisl SVl Ly S 1 o5 imdgnly sy ek
(1388

TN S

S5 S 9 (2424 ())San 5 gus) S o SlaolB gl b pme 9 (5558 Sl gy el 9)1B) (o)) 08 (S5 S
280l (Gl iy A8 o w2l 1) ol Sy s ((S0j slacuo b g 1S e culin |y ol @Mles & e )8, iz S,
(S5 S 258 o0 o)l ALBIS (93b5 3B 055 51y ol pole e 4 315 (eduake plal (S5 S 3590 53 D]
ol o) 553 5 b (55 S s 5 o S (S5 pnges sl han & S5 (559 5 Lo ulS im
clacodgamme g lae b el )US 51 Juols ol M (ian 4y ol 9 (S5 (63,8 9 UG oy fanl ol 9 )15 b p3 alyd ¢ ko>
Halgts 395 5 1S o Calin 15l (sl 1y Sladl Sl g oylid, fad 45 ol gyl AL G e g 58y S5 S )
Tl anwgs b g 98T JS oTags (clagSII L lnde gaceod 1S o Gl yol (i |y (S5 S 23,5 o0 S5 (63,8 Lie 9 Lo
Py 3l o3 pliliy (29)5 03,5 (S et b paseie Sl |y (Sa5 S b S )3 CodiS B pae (pased jUB) )3 (63,8 Sl 3
U555 5 il o) 355 o S 095 53 (555 (slngy g (ol 5 ok s ) iy 3518 ol 5 o
Spae saby) g 0gsl oS Bpas slad B > & Lo (29)5 )8y o) (S5 Sew K3 sl 3 LLIL gg09e
Syl s pgudy 45l o dmsls b 09,5 (S0 S yidie (slmygl g oyl 5l odelyy (oS |y LS55 S S S sl il yolSin]

147



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

O g e Wl (liidess (S855 S Aib) ] Bl o K y8 0, b daxie d)lge 3 4" sMawl 4 0 ol S yine
b (5855 S Lg o0 0300l (S5 S illasipe gilitel g (e (a0)iB b &5 la)lE ) AL gS oo (SN S 2590 5
o 5 25 05m Jol 1y e (slogSl o (5155 S ol 3,8 L L (led SigSz oSL o 23 350 ] J 2,8 S ]
S5l €lgi o ablis eloinl bdys 0 b il oMo Dot do g @pilre O] i D9d 0 conS anb ol 5l a8 5,48
( SV Canlow s (S8) s B Caslow ( SUj Canlws? D3l 0 55 € SU) Sw? & S5 Cawlw jl con 3 5AS
daoly CulS Ajieds b 01,81 pb ) Lo 4345 20> Waw Mo SO b pd (sla iSeusS 5 Slejlio b &S Canl twlw ol (S0; S
25,5 513 il (635 paenal gg590 (93T 391 008 ot o b Cann Blaangay 455l (ol 3 & @S (S5 s > Wb (Sl

€l

St gbaly ) b5

Slae gazma |y gl 48 Sl aoliio oo 4 Lelain] ol goge 4 (2012) 65 g oS cyuizmad 5 (2016) (9,5 52 g Cogigd
ol oot g lgiome 1S oo ol 1y inlyg 5 3wl (S0 b laot) ages (6 SCSTzl oSl o8 a5l oo DT (sl i3 )
L5 blosd s Ml b5 el Il G 4 (eloinl saailoy i) Cugee b olpon 550 g Jolss (3250 1 Lailg,
ladils) @b 11y 5yl slacus b g ailed S sl Jlows slap ity 3 1) bbbyl Slxio i e b asl (o388
(2019 (1 5 o) Wlodlsy dnwg slazsl

9 2965 3L) Conl basye bl psle g (wlidansls b (295 hB o U coudjge parde 45 A8 o0 Ol z9d9h g9d90 Sl
sladilo) slapyishy 5l S0, b syl bk lasnld b olygy plgiear elaia] ladilo, oLk (2016 «Siays
loals3 yob 4y coudyen 5l (2010 ¢ls )39 0 s yoi HBEAES By )5 4 barye slagSl p cuto 13l jslatody clois]
Wlg oo lain! sladilo, 15wl 03)S Iy (g i Cundl calidre slacS b lawgs oid  ailojlw ob )L slacdls o ;)
by A sl sladizn Lelezs] (ol bl Atl s s BB ol 55,5 5| e 03,5 bt 2l
S8y Joles (2016 ) )Kan g (Sutsgn) Bb Cand (ol Hlaus Cun 09,5 o & dmd 0 0jla] 3,8 4 e 9 by o JBlis
b ol slasl o sladigg 9 48 2l |y (ol amsly S 4 bssjo Sy slacsidginl o amo oo 1y ISl el ()8 4 (e
g o5 ol i)l g 5 slah))l Slisres plysa plgie |y )55 do Sul8 08 (o0 0S5 ]y SV 558 dnels (]l S g
SUnSSly 5 01Sid i, oS g S5 il slap it A i ]l 3 s S50 JLis dudl
g o 03liiwl dasio

@38 5l by gcns bl gladls 3wl oad s o)de 2Lyl lagsphinl jl pare pige 4 slonl glaals; L)L
cdb&o.b: 9 &:9.‘0- ) £l c.))f oslawl SRV )'1 u_a.»lf] u,wl)S‘ 999>90 ul.’).a.um L J.al:u PRVRLS ul}).u.u.o 4 u’l“"“'“") LS‘)% u_clm.>| Lglm:\}l...u)
o b 3l o dll Jelie 4y 058 Bun Lbbre b Jolei (gly 1) alisee slooly (slan! claails, (clap iy (2021
LS‘>‘)"0 uol> uuobu d‘); FLY L;J.ms,ua ul»l» L5|)>| d]); u.cl.«&l Lgbbdulw) )] J«u]yuﬁ lm)lfng ‘U"l 2 D9M.C (2020 c),w:y)
bzl sl 5 5l e riomen bnylS geanS (2020 (o )Sead 5 5w 2218 03litel IS bl |y 365 cyape Caslbyn g o1
oo b baslgy dloul g s b e dy pliwd Jlos @ &S ol onds s Jelio lp pib ols s & sl gk,
SS9 o ok p Caro lp 1y olbcws,d g b yills SNS clas! cloaSis slacols (2021 () Kan o ), 5) ditwn b
59 do G1a s 31 syl o3l e |y loyiiie b uS'g) Lo sty Jols 0950 SNS (slapyisly <] 2 0 S o ol
2012 ¢ 8 5 1) Wlools geukss |, SNS Ciliseo (gl yisly i ensS 4155 oo Wb 15 e 48 blse o &

148



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

b oo Curol iy j9ydjey Cunl HEXS B pas b S0 pas byl )3 s 1 bres (6,135 ,50 Leloms] soaslis obliL
) Gl 00 03 pou (55350 byl (bl s5liml g Jaase & basye cleMbl jl g0iad ;08 xiw o sloin! slaasis oL ylL
Dgud oo Ly yai px8lio & )5Syl jelaiea u,Mj Oblege (ym (sowwypuf WKe yo u.cl.o.o-l s u.»b)l)b (2011 ‘Ql)K.o.m 9

TW) 0,99

Jezie IS5 ylat 0,90 Dbl b pl8 laicay cadol JSECSS 51 0035 39390 G &S 1t ditwge JIgh i wlidicunj 3 (S5 090
&S Gl gy« Gl K3 1 09)3 )8 (S (63939 yow dadudio &S Jloybo o (5365 490 Aile ¢ Jolye jl (glas goome D oo
Sty el 4alS35 ool s 515 3939 ol 3,50 53 i SHE a3y o3 s (e pas oo b 555 00
Slins 4 48 255 o 00litel € 5155 Joo ;3 tiile 5ke 31 231 48 smd e 5 oo gl caline sl S g oo o3liol S5,
ojlnlay bl 55 cgdly 45 Lol cusls salgs 885 s (clino " pos Job'' aile (glosles porie 45 3,8 1Sé g5 o ] €pos Jgbo ¥
)13 3529 (0505 6500 sl 2

U5 51 e 595 5 483> Wz 5l oo ses Jgbo . o)l o)Ll S ye plSin )3 5,8 S 0 4l p & yos S5k pgade l815,90 5
4 bgrye el g sua 5 S yo lime dnwlne ISal &S sl 331 yae s 615 05l ¢ polish Canmacs 3 15l paite Jlw tize b 05
et 555 Ly iz 8ol Ul ol e (55 Ly 5 (s BB o 510> o b ey 55 ool
($5) 4 S 0l 35 (eS8 (o b ) ()5 (e ol 0,8 Laks pes Jsb 53 (Bl pobo 4 &5 958 e Bl (e &5,
555 3505 e 3 o 55 3 gl 85 il Cate i (5t e A Sas] {3 15 L) Cpmar o 53 (2003
Cunl (090 & (659581 3,05y (SUj 4 el — Gl o edlaiwl il awsly 1y (Swij el asley o b ass

5 " es Jib eMacl 5 )ly S pnie dBMle drugs > loaisS aw ) (Sujglsm slacudgime 4 plulidcun 5 Glolidcgmar
odlitu 4Bl JolSG 5655 (S5 (s ylojcide 4y 0,Lil (gl " yae Job' ponde dyge ol 13 39 oo o3liiwls g0 oyl s 0)lsl glp
2003 (5,8 S95 0 S 35 Lasiyo atlie 1 (631085 holidianmos 1] 6395 otz Hlgi oo & Caloeisl 9o

P A
@ ol 4y onp ) oSy oty i sleia] claaSid > L slacdld id 56 (2023) sudly g o)
DS ok il oty ))Se lagdsd (I (Jgane Clads B pas LS )3 LSS grmen (Jlge oS izl cuwd
ol GHlIS,35 (o Shy b Glsie b sllie )3 (2022) Sy 5 03ljz S sl o 18,80 Lelot] slaaSis )5
2 ey Sy Sl o (a8 JLs saalllaed go) 1 5 g5 4 ()55 (20le G Boybj) o] 45 Ay sloal
e G oo 31 el 8 aad 39 ald B g dlatel (BT (gl S yloline 5T 48 S does cpl 4 (pl, Sl
b by (eloinl cladil, Sl bl g oo Glsie b slalie 13 (2023) Wy 5 Sy il 039 &l 4 5)S
26 (e 50 03 828y palitns sl 4 oloiz] il ) SRS G pne (SH) S g 1,55 65 PPbe b rder sy
(2023) onl g ol 3)ls Jlaliae 5 Caste 56 23 2uab jy (S5 S 9 G555 Bosbo ) poitinn e sl 4 o 5 3,115 laline
oS P Slppley Gbxy b3 aady elanl balo ) Gblib o daly » 2))S Jeos Sl Glabaw Iy 15t Glsie b lallio 5
bl oy ey sl ly e b G S g S g A yr 4 oS oo STl sladilie oS 3l L nazily
alawly WA 03 5iwS 395 9 Dy )84 pastio &S ddlhe g3 ¢ b pll sl WSy Sliales cladp b B aab g cloin] sladSs
A I8 o 18l JEAS By lly SLbgy 28 aab o Jlelge plyie b slalli 3 (2022) cpp g o) i dla
S5 ol A o it s ]y Sl Sligy 5 wad 5 ametnys (T o dlarly (09,8 s (sloog S 0aiiS s

149



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

rogdle sl o pls lazme <S4 53 i g oK (sl (61905 E990 S Ik SLdgy 3590 3 (BN B pan )5 wad LS
Lz oblil el | dn o5 (pizren 5 Cunjlazie b )l SL g ¥ g 5 5)lub @mgy p b b e o
5 )8y Sl Gyl 8 oy laie b Alie () 53 (2023) i U 5 gl gy s A5 pe5 s
b 5 )l SYlae (gl Jto g (ylol (sl oo 51 oolit | b YIS o> (o5 yiia) oIS g, 5l s o dallland yge) S by
Sla U 5 Uyl ) G 45 ol 3538 by oy Wk 5 y90]] 5 o IS L3l SMArt PLS 3.0 5 SPSS 26 (la sl
G Gopoil L)L iy (2yl3l (M pogos lally) elosnl (sladil ) dgize g2 gcamn laygige Judil Jlioud L)L
Cute 3B Y 203 b tin (e )3 0aiSBpme 3 )8, » duome (65 I puiey olyan (ils G ybjl I3k 5 (Sig Sl
Sl (g blias o

Sl dislyys b5 aad  slol glo alo) 180 )3 (SHj S g (S35 0)95 (I (2 4 (b5 Sloedghy S| S g 2

GG (50 ggho Jure
ol 0a 031y L D S5 )0 3aio0 egpe Jdo

anlsd p JAd 1 I_'..a,; M -,!,--”,-.u.- .-n-”’ e b ‘l el \
:’_ — S —— — 1

Lai
o M~ Hd
g B\ — M3/ —
’ .
II‘.— WIILA'-L Ns I - Aead
: e i — —
S | wtaielys H2
. : —c
S 1
P Sa)ugpe
S | ==
—__ . S —
Lk g 1 l';\-‘ll‘b _.r'»} | Slewp I

GBS oghde Jaa 1 IS
23,5 (o grlae j Sodnd B 3855 (egrie Jio bl
b 2 o)l (g )bline g Cute b oS Byn e )3 a B g9y (SH5 S (ke i b elei] slaeil y L )l3L ]
by bylil 3 )l (ylsline 5 Cate ;5L 0aiS By ian 3 AiaB g9y (S5 0p90 5 e i b eloin] slaails
slol) byl N5 5yl (ylolias 5 o ;3B 05 aad (S5 S A 3l (5 0line g st 5T (S5 Kooy eloz]
Dl (g blixe ¢ Cuo )»b KUSCSNWEL BV I

9 by y
bbd 5l g (dilog g5 5l Lools (g513)5 Uy Blod 10,8 55 5l aomts Blod Jl e iiogs £ 5] B Llod 5l 1ol g,
by 8 5 N sma ) oSy il 45 Atk & 6338 oles Ly eyl (ool dnole s | St sod g5 5 s puiie e Al
S5 0193 9 (SN) Suw (Pobe (sl yusie I JSbiie & dsl i y s gaadl (BWS B pas ol ol led S o3l L
a5l Wled S ooliiw] Lo 3 pya S 4 Y guase | a8 Cuwl a8 S ploul SluS po (65 Uges Niaddd (£ 1S diges g 4 ol
&S el 384 Ll diges dlawi o3 5 olas g ao)d 95 luebsl w3 dges e ¢ ibg} (6yle] dmaly dgdgaxal 4
waagl wlodS a3 Gy cpl SV game S LSy JBlo & cl LS o 158 384 iy (850 Jgia bl 1 rizmen
B oy Oliis ) Cul adpdy plxl Cgusns (e Jilod) )l GYolao g (Ston 93 jl dmodly Jelosigd jo5 0920

150



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

8585 s Slp 58 (Shed gy g Cal l38lp 55 5l oolatol L &8 53,5 o SPSS g PLS ()52 5)50 slbossy b kil o s
Oloj oolosl 5 ol e (gl imgy £55 31 Lo it o bl i 5 Gingy ool iomen g)0en SIS 4 ()lel dmele sla S
ol o Sy 0uiS 4 ol (ylol ansle 1 (539a0m0 Slass digas Al rbaie S slajtingy £95 5 dmodls s pslaen
Al o] G yme a5 ggmuiay anals 31,81 51 ooluss sl (glp a8 Slaludl ae gasme | sl Syle (¢S Aiges g, ol 5l el dnols
w7 O sl Oy )lel dnele (3g0930mal a2 il 4 55y salss ol Jlain] (55 eiged (g5 Aiged B9 S pdyse ]
! 3841 ply diges dliws w0 35 (glas § 00395 luebs] pdaws )3 &S A dalgs skl 5 Jge s 5l diges
n={(za/2)2 s2} +d 2

{1/96x 0/5 x0/5} + {(0/05x0/05} =384 x n =1/96
diged dlaay N
Pk ol iy a5 (gm0 3)90 suite uilyly :2S
Solel Jgia 53 Glisebl o b jblie Jlo i sas Sy :Z
(ol dmals 53 pito ] (gl 0 035 e liae b dmels )3 yuiie b Chdio  aBly cns Joli 1 d
2 9 8led S gyl 5 g ookl L pd pya (5] G gaze jlaS HaudS ol 31,8 &S cawl  SYIsw Jolis oS del i 3l eolazul
3 Ul st po lie 13l yp @Vl 5l V13w Sl 3 s | oads plosl SPSS l58le 5 5l ookt 1L Wassly Julow cules
2554 5yl g e dome 8y K el 53 G55 BB slacdled ;3B g Lo 3 pyr <80 50 (syttie b bls)l ot
oy oyljl sl 15T oy 5 lsidie 18 dad y elatl Wy )L Slils la Sy b 5 elezal lasile,
S (20lo G b gy 0 3ty olatl Gaailo ) Slas S S 18U (o s g lyh o LS da By elan]
MRl el ol i py @dai 5l (g 43085 () 3 Cnl 0392 Bime pasid 395 9 B b 9l § (S5 0)95 ) i 9 (S5
S5 Mo | Jlael 1 u 295 Jlosl 5 sslgan sl S ok ol 516 6,5 8 Lo 5o a5l | Lasl 5 odls (5,055
OBl o g loial gl 1503 5 plSluts) Clus lajggls g Loy p (BWS G pae flie y3 4ol iy Cals )3 0
Glojlo Juos e (saoli Ll 5l oolitul b ond oalitwl (ganli el 5l aob jiup slojlo slis] cyoni caa ool 13,5 @je3
ot g 5 e 5 b B9y ol 1 G L WS o Sl ) Jlainjge slaasll dslihe LT &S a5 el e g s
ol ope5 Sl oy g5 SEST 0 p05 0o gy (el 59 d9—ise syt logimsly ) (280! (8L (sl Lol Gsly 5 ) sSoly
P85l (pastie 0yei (uxe 4155 )3 & (93]l 39) 0 Al & Cunl (pl g 1358 Coudjge (hy) )3 D9 e AB)S (Staser
g A (ymo (Shag So b G Sy o sliol) 3 00d 2k I3 ey den 2wl Jos B8] 5 S oy S
b ol i ahos 5 (6503l I3l 59y (Sinlon oo (gl oo, ol ol jiuw p slazel cubls jioxiw (gl #lig,S (W
e g sleiel bl pie srimdyUis ca s ol i e . 39y o0 IS0 S o (650l |y ilike sladua s s &S _olnyg0;]
bl 3L 0/7 B 0/5 s 51 g bl 18k 077 5 ity T o 5 550, ol oIS slael bl ot s 5
aod (¢l #lig,S Wl osalcuwdas Hlade smd o s Jodo ol el pll oLl S8 4ol iy 25L 0/5 51 1268 519 baw gie
el bl o (gyglann (sloodls Julow g 45 pslatods sl Jla)5 0 pl3ll oLl 1 sl 5y cdbloigo 079 Yl (545 (sl e
sloodls 335 o g ylae (blitil Ll (s 2948 0 )y EMeand (o i Jold s (Blb Cumer lapite Lino g
5350 55 006 s gusly 185384 (e jlccuin Lo 1 a8 conl 185 384 Wigas )b 1 g Al stas 513 5l eolil L jlais s
¢ it a5l gy 350 4 112 5 Jalio ;05 272 tonimd g b 405 384 1 5l ¢ ol o ¢ puiie ki 5l diogs o Ha5 158
om0 08 384 (> EMand it Ll a5 239 4 (gy5an ,a5 145 waimd Gl 15 384 1y s B ey
JUs Vg puite ylai 5l g 55 185 29 il I35 485 116 il J 155 146 olod 185 5T ls 5l a8 18536 (50 s |
64 il ya5 129 avnisil 16520 Ghals 16537 (¢5,9lis )8 18 cuio 1546 loss 155 70 55 384 0 o oo Fuwly
celod j pin s 195 cels 452 0 8132 celo? jl w8 a5 57 clan! cloass jl ooliw ] e ,a 5l 9 K0

151



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

S wlodg SU S 585 09 g 15 17 9 Sgaipuad 1853 5 pl Sk ) 185364 elal eSSl oolitis | cms 9 a3 Sl
e g o o3laiwl SMArt-PLS 4 SPSS (¢,ll (o ,l58lp 5 5l 55 oy Juloo cgn 305 oo 41,3 Julow g 4 jo0i (clins
8) Lelaisl slowilioy il (1 ailge 4 5 Jlger 21 ol 45 sl 01335 olitsl 3,15lkus] Aol 5| dlogsye (slmodls (5515,
S ) G TS Jale 5 bl obus Ty 5 (4255 4) (555 059 (4 (055 3) (S5 S (3 9 (55 4) 3 02 (2 (a5

285 sinlgg )5 o) p0y90 (@il o | oilliee 2 o5 (6,55 3 (odblge 4 il

g sl

SYolee 350 (2 (6,5 0jlul ¥oleo 5w (1 298 o (o jp Coonn B a5yl &Yleo (la Jso 55l (slp PLS g, )
oy dSan lg) (oadls bl 2sd o odlits byge s (gSofluil ¥olas ol (o )y sl IS Jbe s (B 5B L
apslono (gl oS 5 bl 9 €S Wl i ele (sl alyd 19,5 oo @ly iomis 3590 slime dus bawgi 35 (a3 LS bl STy
Slasl 5l (2) JS5 5 12l SMAT-PLS JJ3la s )3 ity ¥lp laosls oles gl (JS Jio (i lels (sloly ol
Aawd o iwles 1y lele

shole 5l 5wl 255

ole syl (5 culps 1 Jgs>
oy | wups | S
© o | Jlgw

w55

Coolo celyd gl o I Loy Lois! glaails
b 0/599 B2 - 5 gl (28 slp oy i (sloxl ¢ )
Re P

ot 5 Loyd p SV guams elaral ol 53 (35) g5 L
el )38, (s ynte 5 5 0D
oelotzl oy )3 Wbl 5 g L) pay 5 Sl phlo e
2K STl o o8y

Wb | 0749 | B3

ol gbailw, byl | oasls

Wb | 02255 | B4

152



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

obj  sloan! ladils, &b 5l Loy sl bl
b 0/700 B5 2 e )tﬁ)‘b). LN 29) ) Ca ps
il g
ly Ly o bl o yiwd 3 2IKSg,8 45 Luydes Ly S
b 0/570 B6 DR Oseh 00 * O")““’~) «® 5)9) Ppy> By )5
oS 0 ol (g3lre o83 5l
sy 3540 3y &8y oyl eloin] 4l )3 39590 leMb
b 0/741 B7 N wwuf >| 45 50 39290
s
b koo oSS58 ol sloza] el lighs o ; -
b 0/741 B8 e o958 (] (eloia] ladile) Glils o (o0 )56 (1
Ll oo Ol
b | 0/770 | chl A o Sy o ol Loy oy i
Wb 0/743 Gh2 Cwol @?M&dlﬁ L»)JP)% Q\@M 3l KVJES 3‘
%X
Lazs] sl ;5 &S 3V guamo 35 (sl p )b aad ¢
Wb | 0807 | gpy | PR rTe 2 e e o |
S pladl L9 o b Ly v
=
LY 3,5 51 U (oS mamad > elaia] sladibo, (6,5 S
b 0/771 Gh4 I 2l U8 S erenad 3 (8 > 3 ) xS e
S o S o 4y 5yl (glpolKisg b ) Sloss
A e Syo o 0 S b elaza] slaails, 5l odlil
-*\*Jb 0/650 Sl ° At el nlaliCop )'Tu‘c > ¢ ) )l
o (> 5T oS S o5 Llie ¢ Loyl
2l 0/775 52 J L?)J”ﬁff AUB B pan 5 C5 50 Sl g L)l :
S 0MiSGBpas B 55 5 LB g Ly bawg
S g by g9 ol Baus Lél i Cand =N
Al 0/717 s3 &y 9 on &y < » o pae (28R Cuxdge “?'3
el 35,55 Jgeana -
Y guase Gl 56 Loy S UGS G pane Solyd o i =
b 0/861 s4 : RPN O s ol g Jad g
Db eSS,
138 155 )l el ¢SS G Ly dad yd 5
b 0/779 s5 s ”"5'-‘“”‘“"’ o a0 3 > P09y
Al oo buyd py Y game Shb g
Wb 0825 D1 sl 3550 g 3 g e £ )3 28 (S5 0593
'\"-’L 0/851 D2 '\“"l"u‘ )Jl:% LJ‘.MS)); 093 ‘):a.u)y )l @le 0)99 u?wy ?':
=
. \’5}
2| 0991 D3 el 3856 elazs] (cloaila, jl odlizal ggi 53 o3l oy )
b 0/760 D4 ol 38,506 Lys o Y guase b5 g Gikey €45 50 D)8l

plod ¢ idgh Jde ) Caw | Gidgh slddns 18 Mol aoeis ) g aojle o dly Coro I Li 5 0gd ik w 36/0 ;1 slael o)
5 anl )b Jao (Bl rizren Aid 4l ©ls 8

153



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

Slod ST o0 3 U5
Cunl 5 25 5 S oo oS Loy oS (ol ol e g 383 (o) S5l (s a2 5 03,58 pgrin S0l & bl
bolib okl cwsllae oo cas e L |y darels ) C)i gy dende 9 S IS o |y slen] ooy SbL sl 51 Sy

ol s o3l (gl diges ST S 9050

0903 3590 (348 Cungllan 2 Jgao

09031 3590 (5335 Cupglhas
95 ylinebo! abold s .
s o) & AT S | s
Gollo s | (5 oo ©d;! Toyge3!
A Fomb
-0/4933 | -0/2252 | -0/55924 | 0/000 | 383 | -16/667 | 2/0008 | _sb,l5L
W]
-0/5883 | -0/7532 | -0/67578 | 0/000 | 383 | -17/158 | 2/3242 ‘
N5
S
-0/9727 | -1/1231 | -1/04797 | 0/000 | 383 | -27/390 | 1/9521
Fj
o
“1/1338 | -1/21484 | -0/21484 | 0000 | 383 | -29471| 1/7852 | 2
&
oA 390 B pad LS Curdy 2L, 3 g
T
; wSile | iges
Postie | Told | syt | OO0 ;: o s L
Wiged
(Hlne)
0 51099 0/067 | 0333 | 0342 | wpb sad< S Sow
01177 0/828 0/058 | 0/059 | 0/454 | a3,5 sal< Saijoue
0 12/617 0/039 | 0495 | 0/499 | w5 aad<— b,l5L
0 11/169 0/441 0/422 | 0458 | SajSaw<— ab,lb
< UL X S
0/025 1/972 0/029 | -0/056 | -0/056 RI9R o 50092
& aab

154



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

e €3 38 o (55y3) iy i oy (i) S eizn S 85 b (6,8 1 i inn (3l canl RO s R2.
& Jae ol slics pite slp R (558 g baw gio i 2lia R 0 jlade | o yizg il J) L3 38 by jlane

ol 00 03,91 Jodo LB 4> lndus b zulis oS deld] )3 34 0 3y 1 Abgrye dndy g 03685 HId xe

SRg s b 4l 4 Jouo

o
Cordg | to,ll et b o8

b 16/668 0/80 dad 69y (SN) Sew (ke uw b slonl glaails, 2b)lik
3l (g )blize 5 Cute y3b 0AUS Byuns &y 5

dab g9y (S5 0y 5 s S b eleial glaaily L)L
3yl g holine g Cute 15l 0AS B puan 3y >

2l 11/169 0/458 3yl (6 yhbine g cute il (F5 S eloznl sl L

b 51099 0/342 3yl (6ylaline g Cue il b5 by S5 Sns

b 1/972 -0/056 33 (o blias g oyl )3 by eleinl claailey b5k

Ll 12/617 0/499

S5 AR g (G Z02>
oS ol (535509 5 i g (S5 S (26bo B b 45 208 eletnl loilu) b3k b oy G5 ol Ban
ot b eleza] slailio; bl (@) i ol Lol (gloans p (11085 )15 (y50l 5,00 5 00 g ykao 125 (sloas b Ll l )3
099 5 ot i L eloid (sladily byljL ()b (ylolias g oo 5B 0AUS B e by 3 0aB (59) (S5 S (2l
S 2 oozl (sladiloy I3l (A ol 28 slaas B (22,05 (ylolias 5 o 35 oAU pme )5 Lab (59, (S
b 3y olain) iy o [ 3> (s bbon 5 ot ol 35 1By L5 S (00 5 (sl 5 e b 55
2ab (59 (S5 S (20la i b olatz] (sladil) b3k 45 3,1 oo ol GuioS Jgl mdyp 2l (sloline g Caste b 5
0/80 5ylsiksl oy 4 bgrye 16/668 ()ls ino jlaio wyp 5l ool Cowds zolis 315 (6)bline g Cuto 13l 045 yan 1y >
o W6 20)0 95 il b uios Jol dnsyd doni j3 ) 413 blie (0,8 ik asl ) (o) e e 48 amd o ol
S 03l 4y (S35 S (ko 185 b ol (sloilin; bl STASTAS o i Gty @y )0 oel sy s S 20
b ool Cawd 4 ol il salgs (LEals) iulzsl asly 0/80 ojlul 4y 0uiS' S pae b 3 suad s ,d 1l (LEals) iul3sl asly

il (o Lslyon (2023) wigips 5 Famg Siagl,

5 Cuto 3G S e o3 b (59 (S5 0)93 )5 s (i L eloiz] sy byljl o8 50 oo Gl e pgd 4
e ylade a5 umd o L5 0499 5 )lukil cops 4 bagspe 12/617 (o)ls gxo ylade awyp 5l odel Cnds ol )l (g)loline
sdal Candy yuams oy D95 (o0 33U 1o y> 95 lisebl b 34850 pgd dnd b aoeyis j3 )b JLE blie (58 Ll anl )3 ()b
3 3l (GE0I8) Gl ol S o1&y S5 0309 5 s i b o) ooy il 51 55 o s e Bl 5
9 o 5eis ol M0 odel Cawd @ ols sl salgd (LalS) il asly 0/499 il 4 0aiS G pas b B uad s
Al o (2022)

oot 3 0dal Gy s 3 (g )oline g e b (S5 Sy ool sloiliny byljl & 300 (oo ol 355 po 4B
3,0 )13 blie (o8 (opd 4l gyl dme Hlade a5 amd o s 07458 5kl o ys 4 bgsye 117169 (o)ls cme jlaide

Sl ST WS o i Ll @ly 3 ool Canndy pps iy 98 o WSl 2oyd 95 el b 3aiot pow 4 b don

155



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

28l salgs (L1mlS) Ll snly 0/458 o315l &y 5555 S cdonsts 1 1y (20l Lilj3l dnly Sy 0] & Leloza] sl
D15 3529 gl duglie ISal W g 48,55 5118 (y 0 3j90 (8 sledingls 3 4ns b

ine e o s 3l 0dal Caw o gl )15 (yloline g o 3T 5 A B (S5 S & 20 o o e p)lay 45 B
A ) 0y )8 lie (5,8 Bpk 4l )3 o)y dxe e a5 dmd e Li 3 0/342 5l | cops 4 basye S/099 ()l
4 (S85 S S8 NS o Gy Gl @Bly 5 0ol Gty s i 35 (g0 156 10 )3 95 liselol L 345 p gy e
Ol (325 ooy 4p 8 L nls (talS) (il asly 07342 ojluil b 5 s e )5 b (LalS) il3l aoly S ol
17972 (o)ls ino o oy 5l odel Gy ol ) (g loline g cute pibi by 3 wad p closn] cladilo, Sbyl5L S 3l o
o dus y3 s 3l 1B Plie (5,8 Sk sl (g)ly dxe ylade a8 amdy o Lis —0/056 5k | Coys 4 bgiye
& oloinl slaailuy (bl 5145 A8 o i Gy Bly 3 el Cas s prans s D9 (o0 33T 2033 95 el b 3o
ool Cwod @ guls il aales (Lil58l) als usly 0/056 ojlul 4 w3 a b o (o b (Eels) il asly G o)l
& (2023) yeiadW 5 sk gy 5 (2023) cundl 5 cols (2022) B s 5 03l S8 Sliiodd gl b ol yon
b

L dab g (SN) S Shas b (oole 18 L elenl laaile) 2b)lil &S )0 Jlai 4 il @) Ol b 4 g L
Ul S W) 6 3he LB 0dS G yan (6 pS mrenal 5 Jou 50 Wlgi e Slbls,l ol )l (gybblies g Cute 13l 0aS' e
SpSmemad Sy b S U ks ol & Cal ool Glae @ (S5 S 3 (2obe (i L (sle] slaaile,
b copmizmad g 600 B pae Wy > dad Cogti cely a5 wad S 950 4 1) (S5 S ailgi o aiboy pl 25y 00iiS' G pas
wls S8l (S5 cilisee e 33 (o)lioys losanss ke b ol Sea Lolain] (slabili, (S5 0y90 y ,Sbis i
(8 9> ol S5 b el Bl Clesd b SV giaze 5 0SB pae e Sises bl dbrl el Wlgi oo bLII ol sl
OAS B ey 5 B gl g 32945 0 50 (53l lgiedr 48l 9,138 oo il 281 (555 S5 & ks elaiz] (slacilus) b5t
S o o) Lt

dab ol gz 33,5 (o0 Sl S (oo o3liil Clli sl (slor] sl il &S LS 0 4 ol iao 4 argi L
350 3 58> Baiod bl iplbbre b g 4o g adllae (1 iled (g Blial ul b o390 sl g 355 (e 25
Pl g lgme b S oS GLblik & sl o oMbl ol Lol (S35 S Jiodgar o g sloa] laaibs) oLkl
oS gyt (slilyiiz (sl sbml iiglail iy (e ) oslitul (2008 o plible Sl 5 bjls aegil | b1k
o) 24U B e 1y 5 b g (S5 S 3 5y (ST Wl e P8 ) 0l Dl (gl bl g dagiyg cpglas ol
ez Jold ol oS Brae (S35 0593 washl aaxgily (bl slaclled g o peS 0l s (S5 0593 s b (Sialen (3.8
(5855 S Az} )3 yeine IS 3L b (6)\Sam 2 pino (I8 3 5 oalial (59 o0 (S5 cilisea oy sl o9 (slodleiiag g
LS Joe Sloss Y guarme (gl (500515 (slortles lgieds Al e 3131 ol o Lbbre )3y )3 )5b g lyime g5 (sl
b amd oo 1y oSl ol bbb (S35 S b aye silme olyr g og)S 50 Jleb <855 sk pe (sibre pelyr 3 collsd (S
ObbIL 4 (63,18 Waoloudy ol sl adly jode GLb(s S ol Walj8 53 9 2851185 bl )l GLblre b ot yobo 2 (L3l
g aim Lialsdl elern] (el byl )3 1y 365 (68 b sl et ¢ Sliiasign (slaylSaly 5l oolial b b S o a8
A8 | odiS B pan b (5 5ss8 bLS)

G 3l g silme (sl 0 5 s (08 Jelge (S0 80 adlllas & ST slotimgy )3 23,5 (oo Slpiiy liiee & (izeen
5090 Nlgie (lbbre (S35 0)93 (58,5 s 3 b a3 b b)lib el Sed p3U gy wiomen iy sler] (o aib,
il 1 Slaiss oy aes Al

156



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;ub (19 by) 3 o,lowic 55,99

P asd SYlgw 4 (il slad Lbbre (o5l bl pie Gomen (aliidgioxe b Gliiee (gl cnl l2l Jolye
Al dmals Kim g e 4y Kl o ] 5l iS04 Kdg dxlge 393 (S5 Sw g (S5 090 Logad

&b

Sy 58, » ez bk )-‘-’L yr 37D D pa & Lo, gl 0,25 wd) (g9 2
A2-21 (D12 o pe ob,l5b Sladss (Y5 mus (5! olBig 8 b e andllaes ) 30)0 0SS yas
doi: 10.22108/nmrj.2022.132236.2635

sl o byl slac b i d401T diay sodly § dese o ol 05Xl g ol <2y 3
pole 50 gt s sls 5 6l s S, e Gles sk S Glay Gndl n slea
https://civilica.com/doc/1563359: s o]

aad p cleil slaale, o8, 5t Gla She o5t (1400) 1), Sbuls & o) 00ly >80 4
prr Slig Slmio (Faus Jlis aallans j50) Gy 5 &ld & 35 (2lee GRS GBayb3l (DT >
doi: 10.22108/nmrj.2022.129037.2464 .176-157 ()11 ,cp 5 ob, L Sladss (ol Slewss! ;o

aad p slaml slaailes, 51 obs,l g Jdss (1401) e ,0igns, & dume ,SI> o>, Sy S

1 8(29), (o slodiln, Olellbo 5 0iS S pan jw) S 9 0,55 Lg)f@ul...o L:e sloip o >

335-303. doi: 10.22054/nms.2022.48430.876

6. Agusiady, R., Saepudin, D., & Aripin, Z. (2024, January). The influence of social media communication on
consumer perceptions of brands and purchase intentions in the pandemic and post-pandemic era: an analytical
study. In Journal of Jabar Economic Society Networking Forum (Vol. 1, No. 2, pp. 16-30).

7. Albert, N. Ambroise, L. & Valette-Florence, P. (2017). Consumer, brand, celebrity: Which congruency produces
effective celebrity Journal endorsements of Business Research, 81(2), 96-106.

8. Bazrkar, A., Hajimohammadi, M., Aramoon, E., & Aramoon, V. (2021). Effect of the social media marketing
strategy on customer participation intention in light of the mediating role of customer perceived value. Market-
Trziste, 33(1), 41-58.

9. Carey, J. R. (2003). Life span: a conceptual overview. Population and Development Review, 29, 1-18.

10. Chang, H. H., Lue, Y. Y., & Lin, S. C. (2020). An elaboration likelihood model consumer respond action to
facebook second-hand marketplace: Impulsiveness as a moderator, Information and management, 57(2), 1-23.

11. Chaudhary, U. & Asthana, A. (2015). Impact of celebrity endorsements on consumer brand loyalty: Does it really
matter? International Journal of Scientific and Research Publications, 5(12), 220-225. 11.

12. Chen, S. C., & Lin, C. P. (2019). Understanding the effect of social media marketing activities: The mediation of
social identification, perceived value, and satisfaction. Technological forecasting and social change, 140, 22-32.

13. Cheung, M. L., Pires, G. D., Rosenberger IlI, P. J., Leung, W. K., & Ting, H. (2021). Investigating the role of
social media marketing on value co-creation and engagement: An empirical study in China and Hong Kong.
Australasian Marketing Journal, 29(2), 118-131.

14. Chiou, J. S. & Hsu, A. C. F. (2013). How negative online information affects consumers' brand evaluation: The
moderating effects of brand attachment and source credibility. Online Information Review, 37(6), 910-926.

15. Dann, S. (2010). Redefining social marketing with contemporary commercial marketing definitions. Journal of
Business research, 63(2), 147-153.

16. Dutot, V., & Bergeron, F. (2016). From strategic orientation to social media orientation: Improving SMEs’
performance on social media. Journal of small business and enterprise development, 23(4), 1165-1190.

17. Eren-Erdogmusa, I., Laka, H. S. & Cicek, M. (2016). Attractive or credible celebrities: Who endorses green

products better?. Procedia - Social and Behavioral Sciences, 235, 587-594.

157



Quarterly Journal of Advertising and sales management w9y 9 Olald Co o ole doliliad

Vol 5,

18

19.

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

3L

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 554 (19 sls) 3 o losi 505

. Halim, E. & Karsen, M. (2020). The impact of trust to online purchase intention of business investors.
International Conference on Information Management and Technology, Bandung: Indonesia.

Hossain, A., Hasan, M. M., & Arifin, Z. (2025). Consumer preferences for continued purchase intention of farmed
major and exotic carp in Bangladesh. Aquaculture International, 33(1), 1-24.

Khamis, S., Ang, L. and Welling, R. (2016). Self-branding, micro-celebrity and the rise of social media
influencers. Celebrity Studies, 8(2), 191-208.

Khan, A., Khan, Z., & Nabi, M. K. (2024). “I think exactly the same”—trust in SMIs and online purchase
intention: a moderation mediation analysis using PLS-SEM. Journal of Advances in Management Research, 21(2),
311-330.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An empirical study
of luxury fashion brand. Journal of Business research, 65(10), 1480-1486.

Kim, E., Sung, Y. & Kang, H. (2014). Brand followers' retweeting behavior on twitter; How brand relationships
influence brand electronic word-of-mouth. Computers in Human Behavior, 37, 18-25.

Kim S., Choeb, J. Y. & Petrickc, J. F. (2018). The effect of celebrity on brand awareness, perceived quality,
brand image, brand loyalty and destination attachment to a literary festival. Journal of Destination Marketing &
Management, 38(6), 746-768.

Kolo, C. & Haumer, F. (2018). Social media celebrities as influencers in brand communication: An empirical
study on influencer content, its advertising relevance and audience expectations. Journal of Digital & Social Media
Marketing, 6(3), 273-282.

Lee, Z. C., Yurchisin, J. (2011). The impact of website attractiveness, consumer website identification & website
trustworthiness on purchase intention. International Journal of Electronic Customer Relationship Management, 5
(3/4), 272-287.

Lim, X. J., Radzol, A. R., M. (2017). The impact of social media influencers on purchase intention and the
mediation effect of customer attitude. Asian Journal of Business Research, 7(2), 19-36.

Limbu, Y. B., & Huhmann, B. A. (2024). What influences consumers’ online medication purchase intentions and
behavior? A scoping review. Frontiers in Pharmacology, 15, 1356059.

Lin, P. H., & Chen, W. H. (2022). Factors that influence consumers’ sustainable apparel purchase intention: The
moderating effect of generational cohorts. Sustainability, 14(14), 8950.

Lou, Ch. & Yuan, Sh., (2019), Influencer marketing: How message value and credibility affect consumer trust of
branded content on social media. Journal of Interactive Advertising, 19(1), 58-73.

Makgosa, R. (2010). The influence of vicarious role models on purchase intentions of Botswana teenagers. Young
Consumers, 11(4), 307-319.

Martensen, A., Brockenhuus-Schack Sofia & Lauritsen, Z. A. (2018). How citizen influencers persuade their
followers. Journal of Fashion Marketing and Management, 22(3), 335-353.

Nejad, M. G., Sherrell, D. L. & Babakus, E. (2014). Influential and influence mechanisms in new product
diffusion: an integrative review. Journal of Marketing Theory and Practice, 22(2), 185-207.

Nuseir, M. T. (2020). Is advertising on social media effective? an empirical study on the growth of advertisements
on the big four (Facebook, Twitter, Instagram, WhatsApp). International Journal of Procurement Management,
13(1), 134-142.

Nwitambu, Z. B., Kalu, E. S. (2017). Celebrity endorsement and customer loyalty in the telecommunications
industry in Port Harcourt. International Journal of Managerial Studies and Research, 5(9), 57-71.

Paliszkiewicz, J., & Koohang, A. (2016). Social media and trust: A multinational study of university students.
Informing Science.

Rizomyliotis, 1. (2024). Consumer Trust and Online Purchase Intention for Sustainable Products. American
Behavioral Scientist, 00027642241236174.

Schivinski, B., Christodoulides, G., & Dabrowski, D. (2016). Measuring consumers' engagement with brand-
related social-media content: Development and validation of a scale that identifies levels of social-media
engagement with brands. Journal of advertising research, 56(1), 64-80.

Seo, E. J.,, Park, J. W., & Choi, Y. J. (2020). The effect of social media usage characteristics on e-WOM, trust,
and brand equity: Focusing on users of airline social media. Sustainability, 12(4), 1691.

Shayeb, M. E., & El-Deeb, S. (2023). The mediating effect of luxury perception on the relationship between social
media marketing and purchase intention of luxury jewellery brands. International Journal of Internet Marketing
and Advertising, 18(1), 28-57.

Sokolova, K. & Perez, Ch. (2021). You follow fitness influencers on YouTube. But do you actually exercise?
How parasocial relationships, and watching fitness influencers, relate to intentions to exercise. Journal of Retailing
and Consumer Services, 58, 1-11.

158



Quarterly Journal of Advertising and sales management 9938 9 Ol Cy e (cols dolidaad
Vol 5, No 3, SEP-NOV, 2024, (144-160) (144-160) 1403 ;2L (19 9ly) 3 o loic Sey93

42. Sridevi, J. (2014). Effectiveness of celebrity advertisement on select FMCG-an empirical study. Procedia
Economics and Finance, 11, 276-288.

43. Subitha, N., Govindaraj, M. S., & Thiyagarajan, C. (2024). Influence of Social Media Influencers on Buying
Behavior of College Students in Ernakulam District. Journal of Lifestyle and SDGs Review, 4(4), €03539-e03539.

44, Summerlin, R., Powell, W., & Fukuda, E. (2025). The association of interactivity, perception of product quality
and cost with purchase intention: A moderated mediation model. Management Science Letters, 15(3), 123-134.

45, Taghipoorreyneh, M. & de Run, E. C. (2016). Online advertising: An investigation of factors affecting positive
attitude among the Malays in Malaysia. Asian Journal of Business Research, 6(2), 70-80.

46. Zhang, Z. & Au-Yeung, P. (2012). Effects of celebrity endorsement on consumer purchasing intention of apparel
products. Asia-Pacific Journal of Business Administration, 7(1), 72-88.

159



Quarterly Journal of Advertising and sales management
Vol 5, No 3, SEP-NOV, 2024, (144-160)

160

Rgsh 9 Ol Cu pro oole dolilal



