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Abstract
Objective: The purpose of this study was to investigate the effect of social
media capabilities on the intention of customers to buy sports services with
respect to the mediating role of trust.
Methodology: The research method was descriptive-correlational which was
done using structural equation method. The statistical population of the study
was all users of sports services of Palladium Club in Isfahan, which was
randomly selected. The sampling method was simple that the sample size in
this study was 313. The research tool was a researcher-made questionnaire
based on a standard questionnaire whose validity and reliability were
confirmed. Data analysis was performed at two levels of descriptive statistics
(mean, standard deviation and percentage) and inferential statistics (path
measurement and analysis model) using then software spss and LISREL.
Results: The results showed that social media capabilities can positively
affect customers' intention to buy and increase their willingness to buy. The
results also showed that trust can play a decisive role in using social media
to buy.
Conclusion: According to the research results, it is suggested that sports
club managers have a positive view on the use of various social media to
provide services and create the necessary awareness and motivation to buy
customers.
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Extended Abstract

Introduction and State of Problem

In recent years, the pervasive influence of digital technologies has elevated
social media platforms to indispensable tools for business interactions and
marketing strategies. Platforms like Instagram, Facebook, and Twitter have
revolutionized customer experiences by offering a diverse range of capabilities,
including content creation, sharing, direct customer communication, and real-
time feedback mechanisms. These digital platforms have unlocked new avenues
for sports businesses to forge deeper connections with their customers and
shape their purchasing decisions (Kim et al.,, 2012). Given the current
technological landscape, the strategic deployment of modern advertising
methods can effectively enhance brand awareness and stimulate purchasing
intent among sports consumers. This study aims to investigate the impact of
social media capabilities on the purchase intentions of sports service consumers,
with a focus on the mediating role of trust.

Methodology

This study is classified as applied research as it aims to examine the influence of
social media capabilities on customers' purchase intention, with a focus on the
mediating role of user trust. The study uses a descriptive research design to
describe the relationships between variables, employing structural equation
modeling to analyze these relationships. The research population comprises
approximately 6,800 users and members of the Palladium Health Club in
Isfahan. A simple random sample of 364 individuals was selected using the
Krejcie and Morgan table. Data was collected through an electronic
guestionnaire adapted from the scales developed by Chen (2012, 2014), Johnson
and Kay (1998), McKnight and Chervany (2002), Liu and Huang (2003), and
Wu and Chen (2005).

Results

The sample predominantly comprised unmarried males aged 26-29 with
bachelor's degrees. Confirmatory factor analysis demonstrated satisfactory
model fit. Structural equation modeling revealed significant direct and indirect
effects of social media capabilities on purchase intention, mediated by trust.
These findings support the hypothesized relationships and contribute to the
understanding of social media’s influence on consumer behavior. Future
research could explore the moderating effects of individual differences or
investigate the role of specific social media features.

Discussion and Conclusion
The findings reveal that social media capabilities exert both direct and indirect
influences on consumers' purchase intentions, with trust serving as a mediating
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factor. Structural equation modeling demonstrates significant relationships
between social media capabilities and purchase intention. These results align
with previous studies by Yoshida (2018), Jun-Su Lim (2015), Nisar (2019),
Tazike et al. (2020), and Bakri et al. (2020). The purchase decision process
often involves evaluating various brands and forming a purchase intention.
However, factors such as peer influence and unforeseen circumstances can
intervene between intention and actual purchase. ldentifying variables that
impact purchase intention is crucial. The proliferation of technology,
particularly the internet, has led to the widespread adoption of social media
platforms. Our research confirms that social media capabilities significantly
influence consumers' purchase intentions, corroborating the findings of Moradi
and Etemadali (2017), Feyzi and Ghafari (2017), Rahimyan et al. (2018), Jun-
Su Lim (2015), and Nisar (2019).

Successful businesses leverage social media marketing to enhance brand
recognition, customer acquisition, and sales. Social media marketing involves
creating and sharing content on social platforms. Trust is a critical concern for
consumers using social media, particularly Instagram. Our study highlights the
mediating role of trust in the relationship between social media capabilities and
purchase intention. Trust is a two-way street, involving both the trustor and the
trustee. Developing trust hinges on the trustee's ability to fulfill the trustor's
expectations.
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