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ABSTRACT

1. INTRODUCTION

Today, with the change in technology, generations are evolving, and
the best way to embrace this change is to learn, understand, and
engage with it to gain marketing opportunities. Meanwhile, the role
that Generation Z plays in the market is very important and should
be explored. Scientific-technological environments and cultural-
economic conditions surrounding generations are changing
dramatically, altering the socialization of new generations; This
means the youth of the new generation do not behave like the
youth of the old generations and have their own behavioral patterns
(Haji Babaei et al., 2024). In fact, Generation Z is a challenge;
Because they seem to behave differently from previous generations,
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and this behavior may lead to a change in consumer behavior. They
are concerned with personal gratification and instant gratification,
which may challenge any traditional loyalty program (Korombel and
tawinska, 2021; Priporas et al., 2020). The facts of their buying
behavior are different from previous generations. This generation,
having the characteristic of being bored, has a lot of withdrawals
and reduced purchases (Goh and Okumus, 2020). Despite the
importance of predicting the intention to purchase sports products
and services in Generation Z, research in this area is still in its
infancy. This study aims to to predict the intention to purchase
sports products and services based on the relationship between
perceived quality, Word-of-mouth marketing, and brand identity in
Generation Z.

2.MATERIALS AND METHODS

This research is applied in terms of the purpose of the research and
descriptive-survey in terms of the data collection method. The
statistical population of the research is all the users of Tehran
internet stores in the age range of 1376 to 1389 (Generation Z
between 1997 and 2010). Based on the purpose, 120 people were
selected by convenience sampling using the Gpower software
method. The tools of this research include four questionnaires, first
of all, Word-of-mouth marketing is measured with the questionnaire
of Lam and Myzersky (2005). Second, the perceived Brand Quality
questionnaire was designed and validated by Kojuri (2010) for the
insurance industry.

Third, The Brand Identity Questionnaire was designed and validated
by Kollam (2011), and Finally, to explain the Purchase Intention, the
combined questionnaire of Won-Moo et al. (2012), Nelson et al.
(2012) and Shukla (2010) was used.

In order to explain the relationship between the variables, Pearson's
moment correlation coefficient was used (according to the
normality of the data distribution) and multivariate regression
analysis test and structural equation test were used for the research
hypotheses in Spss v27 and SmartPlIs software.



3.RESULTS AND DISCUSSION

The result of the research shows that, perceived quality with the
intention to purchase sports products and services, Word-of-mouth
marketing with the intention to purchase sports products and
services and brand identity with the intention to purchase products
and Sports services has a positive and significant relationship, also
the findings shows that the relationship model of perceived quality,
Word-of-mouth marketing, and brand identity with the intention to
purchase sports products and services has a favorable fit, so the
quality Perceived, Word-of-mouth marketing, and brand identity
have a direct effect on increasing the intention to purchase sports
products and services in Generation Z.

According to the findings, the factor loading value for each index is
more than 0.5 and also the calculated values of t for each of the
factor loadings are more than 1.96 (components with t less than
1.96 of the model was removed). Therefore, according to the
findings, brand identity with a factor load of 0.451 has the greatest
impact on the intention to purchase sports products and services,
then perceived quality with a factor load of 0.207 and finally word-
of-mouth marketing with a factor load of 0.102.

4.CONCLUSION

According to research results, in Generation Z, the higher the
perceived quality of a product, the greater the intention to purchase
sports products and services. Due to their experiences with the
Internet and technology, Generation Z has high expectations for
product and service quality. They seek products that perform well
and offer good value. Marketers can enhance perceived quality by
offering superior products and excellent customer service. These
findings align with studies by Mirzaei et al. (2018), Karimani and
Mousavi (2018), Bansbardi et al. (2024), Nazari and Ghazelbash
(2016), Pahlavani and Saeednia (2016), Walia et al. (2020), Chen et
al. (2024), and Lee (2021).



Perceived quality has a positive and significant relationship with the
purchase intention of Generation Z, especially in sports products
and services. Generation Z, as a group that values accurate
information and real feedback, is highly influenced by perceived
quality. These findings are consistent with Dhewi and Oktaviani
(2023).

Word-of-mouth marketing also has a significant positive relationship
with the intention to purchase sports products and services in
Generation Z, predicting a 0.361% increase in purchase intention.
Finally, brand identity has a positive and significant relationship with
the intention to purchase sports products and services in Generation
Z, predicting a 0.254 increase. Generation Z pays close attention to
product and service quality, and positive quality evaluations
reinforce brand identity in their minds. For example, Vranesevic
(2022) found that Generation Z feels more loyal to high-quality
brands, which leads to a strong and positive brand identity.

Overall, The communication model linking perceived quality, word-
of-mouth marketing, and brand identity strongly influences
Generation Z’'s purchase intention. Enhancing product quality—
especially unique features—and promoting it through influencers
and word-of-mouth marketing, while strengthening brand identity,
can effectively boost Generation Z’s intention to buy sports products
and services.

Keywords: Brand identity, Generation Z, Perceived quality, Purchase
intention, Word-of-mouth marketing.
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