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EXTENDED ABSTRACT

INTRODUCTION

Due to the widespread use of information technology and the internet, social media influencers have become an
additional endorser with a dynamic role in influencing individuals’ decision-making (Alshurideh, 2019). Recently,
social media influencers have emerged as credible endorsers compared to traditional marketing methods, appearing
as a cost-effective and impactful marketing approach. Moreover, social media influencers can also demonstrate
compelling results in terms of media coverage and consumer purchase persuasion (Alkurdi et al., 2021). Influencers
are individuals accessible through social media platforms and can easily connect with their audiences (Lee & Watkins,
2016). Today, reputable companies and brands utilize social media to enhance direct interactions with customers and
stakeholders to promote customer participation behavior (Hajli et al., 2017). Customer engagement can stimulate co-
creation of value by integrating diverse resources, whereby customers are considered co-creators of value (Vargo &
Lusch, 2008). As influencer marketing focuses on interaction and resource exchange between influencers and their
audiences in social media marketing, social media participants can effectively integrate resources through engagement
(Zadeh et al., 2019), leading to the creation of shared value. Shared value creation can enhance customer engagement
and purchase intention (Payne et al., 2008). An initial systematic review was conducted in multiple international
databases, including Google Scholar, Scopus, and Web of Science, as well as two primary domestic databases
(Noormags and SID), using pairwise combinations of the keywords "influencer marketing,” “influencers," and
"customer engagement behavior." The search results revealed approximately 48 studies registered on this topic, of
which 42 were in non-sports industries and only six were related to the sports industry. This search strategy uncovered
a significant research gap: while 42 studies examined these concepts in non-sports industries, only six specifically
investigated these variables within the context of the sports industry. This research scarcity is particularly noteworthy
given the unique characteristics of the sports industry, including high customer engagement, emotional brand
connections, and the proliferation of influencers in the sports sector on social media platforms. Therefore, due to the
limited research background, it can be concluded that a research gap exists regarding the variables under study,
especially in the sports industry. Drawing on the theoretical foundations of social influence theory (Deutsch & Gerard,
1955) and the service-dominant logic perspective (Vargo & Lusch, 2008), this study addresses the following research
questions: Does advertising by sports influencers affect customer engagement behavior and purchase intention among
sports customers? Furthermore, does customer engagement behavior mediate the relationship between advertising by
sports influencers and purchase intention in the context of sports products?

METHODOLOGY
The present study is applied in terms of data collection purpose, cross-sectional in terms of data collection time, and

descriptive-correlational (simultaneous regression analysis) in terms of data collection method. The statistical
population of this study consists of sports customers in Tabriz who have been active on Instagram and other social
media applications for two years and follow advertisements related to sports influencers on social media. The sample
size was determined to be 300 based on the statistical method and the number of items (25 items), assuming 15 samples
per item. The questionnaires were designed on Google Forms and distributed online. Links to the questionnaires were
shared in WhatsApp, Telegram, and Eitaa groups and channels. A total of 300 questionnaires were completed. After
excluding some questionnaires due to insufficient active social media presence or being outside the geographical
scope, a total of 272 questionnaires were included in the final analysis. Customers voluntarily completed the
Sheikhalizadeh sports influencer advertising questionnaire (2025), the Schivinski& Dabrowski customer participation
behavior questionnaire (2016), and the Park et al. purchase intention questionnaire (2008). Structural equation
modeling based on partial least squares (PLS-SEM) in Smart PLS software was used to analyze the data.

RESULTS

The results showed that the proposed model has a good fit (GOF=0.647). Path analysis results indicated that
advertising by sports influencers has a positive and significant effect on purchase intention and customer participation
behavior. Customer participation behavior has a positive and significant effect on the purchase intentionof sports

customers. Advertising by sports influencers has a positive and significant effect on the purchase intention of sports

customers through the mediating variable of customer participation behavior.

DISCUSSION ANDCONCLUSION
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Influencers play a key role in shaping customers’ purchase intentions through mechanisms such as perceived trust and
expertise. Informational influence, where followers perceive influencers as knowledgeable in their specialized field,
significantly increases the likelihood of purchasing products recommended by them (Evans et al., 2017; cited in Ismail
& Mohammad, 2024). Implementing influencer marketing strategies and collaborating with influencers can lead to a
larger target audience compared to traditional marketing strategies (Lou & Yuan, 2019). Influencer marketing can
serve as a bridge, fostering interactive and communicative channels with customers rather than simply broadcasting
messages. Through mechanisms of trust and perceived expertise, it cultivates customer-brand engagement, thereby
playing a pivotal role in shaping consumer purchasing behavior. From the perspective of sponsored advertising,
customers’ reasons for purchasing a product/service can be influenced by factors such as the fit between influencers
and products, and the connection between influencers and brands or followers, based on parasocial interaction and
social cognitive theory (Farkhi et al., 2023). According to parasocial interaction theory and social cognitive theory,
source characteristics (particularly in the form of source credibility from influencers and congruence between
influencers and followers) enable influencers to manipulate the consumption intentions of their target audience
(Sokolova &Kefi, 2020). Congruence between influencers and their audience is a fundamental dimension of source
characteristics (Ladhari et al., 2020). Congruence can influence an individual’s inclination to seek opinions and align
with others through social networks. Perceived congruence may encourage information seeking, foster interpersonal
relationships with influencers, and promote information sharing. Perceived congruence can enhance community
commitment and the perceived quality of information. Thus, congruence between followers and influencers can
strengthen the likelihood of interactive behavior, namely customer participation behavior (Ladhari et al., 2020).
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