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Abstract

The purpose of this study was to investigate the effect of social media and the price image
presented in them on the intention of customers to buy sportswear during the Corona
pandemic. The research method was descriptive-correlational and in terms of purpose, it
was an applied study.In addition, the statistical population included the users of sportwear.
Eighty-five randomly selected individuals answered the standard four-question Price
Image Questionnaire by Lambert et al., The 11-question Kim and Koo Social Media
Questionnaire, and the four-item Alalwan Purchase Questionnaire. For translation
validity, the forward-backward method was used. Formal and content validity was
confirmed by fifteen professors in sports management. Further, the reliability of the
questionnaire was estimated to be favorable. The results were analyzed using structural
equation modeling using LISREL and SPSS softwares. The results showed that social
media as well as price image have an effect on the intention of customers to buy sportswear
during the Corona pandemic. Therefore, it is suggested that sportswear sellers increase the
sales of their products by expanding their social media and also providing a reasonable
and fair price image.
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Extended Abstract
Background and Purpose:
Today, customers are widely using social media to search for information about

companies, products and thus the purchase decision. According to the annual
report of the Ministry of Science, about 34% of the electronic purchases of the
Iranian people have been made through social networks. However, using the two
elements of price image and social media can play an important role in creating a
sustainable competitive advantage for stores, especially sports product stores, as
neglecting them can have different financial and non-financial consequences, both
overt and covert. In the meantime, one of the largest and most profitable
commercial markets is the market of sports products and services. As the activity
in this field has increased, and investing and advertising in it has boosted the
demand for goods and services. Indeed, this set of activities constitutes the sports
industry. An important part of this industry is the market for sports products,
especially sportswear, which now includes clothing used by people for sports
activities. Given that no research has been done on the effect of price image and
social media on the intention of customers to buy sports products, the researchers
decided to conduct a research in this area and answer the question of whether
social media and price image presented have an impact on customers' intentions
to buy, especially during the corona pandemic?

Materials and Methods:
The statistical population of this study consisted of all sportswear customers.

Since the number of sportswear customers was unknown and scattered, the size
of the research community was considered unlimited. To make the research results
more comprehensive, 857 people were selected as the sample. The questionnaires
were designed online on the site of the design processing cafe and its link was
provided for the users of sportswear through virtual networks and they answered
the questions. The instruments used in the present study included three standard
questionnaires, namely 1) a four-item price image questionnaire by Lombart et al
(2016), 2), an 11-item social media questionnaire by Kim and Ko (2012), and 3)
a four-item questionnaire intended to buy Alalwan (2018). Due to the fact that
these tools had never been localized in the country, the leading-backward
translation validity method was used for translation validity. The questionnaires
were given to two people who were fluent in English to translate them separately.
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Then, by comparing the translations of two people, a Persian questionnaire was
prepared. In the next step, the translation was done in reverse. Finally, by
comparing the two versions prepared in Persian and English, the desired
corrections were applied in the Persian translation. The validity of the content of
the questionnaires was reviewed and confirmed by 15 professors. The reliability
of the questionnaire was also reported to be satisfactory through Cronbach's alpha.
For data analysis, structural equation method was used with LISREL software
version 8.8 and SPSS software version 22.

Findings:

The results showed that most of the respondents were women and the age group
of 21 to 25 years had the most answers to the questions and most of the people
had a monthly income of less than three million and most of the subjects had a
postgraduate degree. In all of these questions, the factor loads were higher than
0.3, which indicated that the questions were appropriate. The output results of
LISREL software showed that the price image variable has an effect on the
intention to buy with an effect size of 0.30 and social media with an effect size of
0.43 on the customers’ intention of buying sportswear during the coronary heart
disease pandemic. On the other hand, considering that each of the paths of the
model effect is not in the range of -1.96 and 1.96, so it can be said that these effects
were significant. Finally, model fit indices such as Normed Chi-square, Root
Mean Square Residual (RMR), Goodness of Fit Index (GFI), Normed Fit Index
(NFI), Non-Normed Fit Index (NNFI), Incremental Fit Index (IFI), Comparative
Fit Index (CFI) and Root Mean Square Error of Approximation (RMSEA) of
optimal. This means that the model of the present study has a good fit and the
factor structure considered for it was acceptable. In other words, the research data
supports the theoretical model of the research.

Conclusion:

As a general conclusion, in the current situation in the world where coronary heart
disease affects many lives and businesses, industries and companies are forced to
change the ways of selling their products because customers can be less present
in the physical environment of stores. One of these ways is to use social media
and present products on them. In the meantime, one of the things that can affect
the intention of customers to buy through social media is the price or price image
of the products that are offered on them. This has attracted the attention of
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marketers to predict and understand consumer behavior in order to influence their
behavior. In order to be successful in marketing, which is to increase sales and
make a profit, marketers need to know the various factors that affect customers'
purchases. These factors, which affect customers' attitudes and mental norms
about products, services and brands, are important and vital for companies,
especially sportswear companies. Besides, the development of new technologies
such as social networks is very helpful to change the attitude of customers. As
customers and consumers use these technologies and social networks, they spend
a lot of time discussing, exchanging views and sharing content about the products
and prices offered on them. Due to this paradigm shift in the type of business and
the sale of products in companies and the intention of customers to buy, the time
and place restrictions for buying sportswear have been removed; this can be an
important advantage for companies as well as customers during the corona
pandemic. Therefore, it is suggested that manufacturing companies, especially
stores and companies producing sportswear, by improving their media and social
networks, as well as providing a fair price image, firstly improve the situation of
their customer services, and secondly increase the sales of their products.

Keywords: Corona, Price Image, Shopping Intention, Social Media.

References

1. Alalwan, A. A. (2018). Investigating the impact of social media advertising features
on customer purchase intention. International Journal of Information Management,
42, 65-77.

2. Azami, M., Azadi, V., & Ayene, M. (2018). Examining the impact of social media
marketing activities provides consumer understanding. Iranian Sociological
Association of Education, 7(7), 181-197.

3. Norouzi Seyed Hossini, R. (2020). Understanding lived experience of Iranian
professional athletes from COVID-19 pandemic (A phenomenological approach).
Sport Management Studies, 12(61), 217-240. (in Persian).

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License


https://www.sciencedirect.com/science/article/pii/S0268401218303943
https://www.sciencedirect.com/science/article/pii/S0268401218303943
https://www.sciencedirect.com/science/article/pii/S0268401218303943
http://iase-jrn.ir/article-1-465-fa.html
http://iase-jrn.ir/article-1-465-fa.html
http://iase-jrn.ir/article-1-465-fa.html
https://smrj.ssrc.ac.ir/article_2086.html
https://smrj.ssrc.ac.ir/article_2086.html
https://smrj.ssrc.ac.ir/article_2086.html

YEV-YEV oo VFee 68 9 43T £ o,loud IY 090 039 Sy o lalae

W Wb 9 BT 30 ol 4 Gowd y1 9l g Sloi! Gadil y il
U5 (ol (o 599 30 (39 Shagy O yuino

T oo § 3990 U5 T Aok 5 (oME Slowaw ¢T3l 1 5 o | @IS (> osmo

Sl Sl oKLl (T pole BASLS (5550 pole 5 (FaTu 05, (SB5ps St ol )
ol

(gmne 00 ) lal el sy pole 5 (e 5 olKdigly (o9 ok 09,5 Jlslil .Y

Ol 3l BT e (35901 Ao (2559 psle 5 (St 09,8 Jhsbiwl T

O lsal el rz dnged olSils ¢ o835 Cu e wblulis i ¥

Voo [V YA by oo )b ARV /4R sl o g )b

oS>

Sligy ol yite a3 wab o] ) onsal ) (fed pgat g eloizl loailu, 13l ) Soa b polo g
Jb 4 &5 09 (905 «Ban a5l (SKiwonmhrogi (gl Ghgy b plnl by ST el 0li9 )0 (o559
ool 5ol g0y 45 a5 ADY ivg: Lidal (gylel Anelr 550 Slivgy 5l G aisSeolial b plol Slage
el (T8 K 5 Spad) eyt Mmooz 0,bins] dolidins s (gl Jlges 4y civgs oy ol
iols sl (VA sl D) oy, amd Mgyl Galidiosy 5 (VoY o6 5 005 elaiz] glaaib, msossly
S e a5lol 51510 anl & dalitn st 5 5550 (g, b eolitul g g iy bl 4ez 5 25, 1
S eslal b (g il c¥olee Shsy 4 @l Jdowi ol 05515 gllae dslidin sy oLl e fizmas oy (53555
2 G pgal Grizmen g eleizl ladile; a5 sl L @ls ad el b el ol g o) sl )Rl 5
Slogy Fardg b o5 g0 ey 500l 110 8l Uy, ol 0y (Sb5)9 Sl Glyidie 0y 5 b
SYgame (B9 Glie ilbaie g coslio (Fiod pgal Bl izen § 355 (loiz] sladile, 578 L (25559

s Golial ) ses

LS aad o tad g eloizl slaail, 3glS ol 31y

1. Email: abdollahi.1975@yahoo.com

2. Email: zareian.h@gmail.com

3. Email: s.gholami_2020@yahoo.com
4. Email: royaa70.boveiri@gmail.com

—@ =l Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



VFeo SO )5T £ O)Lm:: dY 099 f@i)})j S Ol Yoy

Aodo
s pateie Sle (g poye Sl e e Ologs D 53 0L Gl 6l YoV el o
S5 aen b (g pglis)S 5l shoa g9 o9 S5 S92 90 slagleys g araSTy g wind slparew
Sl Sle losle 3 Voo e 50 5198 g g OLSL,E Sl jeee Lok olulid Ll o
YoV Jlo 5 6olam cmg2365,5 45 0,8 DI V45 oo 0 o1 51 (306 (5 5lom 512
5 i glod s o ol (gl ol wle () oY+ O Slex iy oleslo) o)l oLl
ol Gl ol i Gapl 5 90515 5 (ko (el (S5 il (ks SMSAs (25
GRS R S B OFF YV o) 5 Slg ) Sl a8 5 il ] oz 0121 (oDl (65l
Olss Galpli rol ol i dnala o (dlatepd g P o)) 4 gile (ul (B0
5 Sdgm Egdge o AgSx o wmd oo (LiS mang al @ g AL Eged 45 05 ledl
S (559)99) 995 b (owlow g (golamdl (eleal (e9b50 4 Wi oo Sojglgens]
Clkdl g SIS slml (wansls)S pSaen 5 gt Bloe (n e I S (VIA LYY
b )95 don ;3 (g et Sl 02 Sl S ol (al Sl s sl Gle sl 5 (loiz]
(SIST AL 5 SIS 6Bl (Folaw) sl 03,5 slml LS ol g slojeiS jo S
S Sl sl dspin o7 il g s oles o SISl (F LYY
QLB 0)90 Y gazme dy5 wiile 95 85059, (sla)lS” oloplnl (sl poye 05 enaline g oo
ogoe Jg e Jolug sl oslannl ay jgal cl (p3loplonil sl p3 50 15 oiins 55009, sl SIS L
Sobow JUST 5 £ 8 a9 (ol Wl oo ol () &5 i 135U £0ld slag) e o j92> b
ol g0 lp 1) S¥gaze 33 3 SIS nl g e &5 2ol 5 (S e oo I,
Lol a5 ol elaiz] glaasle 5l oolal wls

ot o] G a5 aiin T (glotile, 5 lo ale piams dotali, eloia!] (slasile,
oSt Ly daT 3l oolitl soelas iml3dl b g ol las STl 5 lags San wdlales

Sl 5 s T 5 5 (o slaplesle 5 solazdl slaolKs o aSl sz ge ssloim]

1. World Health Organization

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



Yor ey 00y ol pgual g eloinl laailuy 73U byl

ool 45 oliass gl WolSig b g iy Lyj (O FAY YT oS 5 00) oS o ooliciul
300l el 5 e oo, 5l S ez asiws oS cloixl sloaile, i ) Sowask
L les b cloax! Gladila, 5l w9 (s 2byl0 50 (N XY T e ) cal Sb 1L
NP n Slels GlagreeS b sloanse Sro b Qi a5 Wog azlse ook (sosee Ol
S8 G e 45 oo el pul (nl aD 0 9)tg) eSS L @Blge fd )0 g 930S (oo
5 oyl cediel) W R0 wop wo b olagl oLyl Gl gW a4 g axsl amslas slexel
s o ¢ elainl il 5 <oyl die; o o3 @bdyin b L OAF VA gy
Cwd Copdgo 4y g 2SO 2l 150 diey jo 095 Blawl 4y Sloiws (6l aisiuslyy w5l s
o il el glaaile, a5 s ol 5 o] Jds (YYFe Fo10 TS5 lem o olglisS) oy
Toed 5 92 05 «SIP) wiols @l ol it b b3l sl (253l 5 2L S5yl | oo
Gk SIS (39,2 5 bk ewsnglissS (souly 5 B 5 41235 )0 aSsligSay «(YYY (V1Y
Banlive ululy oaidg b ol (b aF )5 oo Sjgo (e 5 0iigyd (e 0T a AT Sl
Side YIS 5 WY pasme wituilys o (Sl Gl i slajls S0 b eSua 5l Gl S LS,
YY) 5an 5 00555) sl 08,5 s Copnsg g, gonds pbl 4o Lol it olgii lagyT a1,
Joame So w2 5 QL 05 UsS slawip g9 Gl g S game (938059, S Ly (PA
Suo 8 o3 lp Sl 4 (peges (owytws Rl Jlanll sl sk 25034 9 Jleds )18
5005 b 6 galo 4y 5o 90 45 el 03,51 ol p 1, elainl (glaailes, 5l olizul
0 bt gl loanlih jebay EALS G pme Coul oad el oIl oyl il bl e
by ol elezzl sladiln; & wins o 18 o1 lul 2 1) 095 5 5 mruas a5 Sl
355 bl sloel 5 S 1 Byl 51 (V-0 Y1 (0 lelonsl 5 0135 iy s g0 3]) S

ek elarml glaaSin Loluly 1) 553 slacglucsy a5 slaisSay silosls i ) ol it b

1. Kim & Ko

2. Berton

3. Gunawan & Huarng
4. Zhang, Guo, Hu & Liu
5. Nguyen

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



VFeo SO )5T £ O)Lm:: dY 099 f@i)})j S Ol Yor

|y Y gamme ay,5 duad 5 0l anils 355 b it b capiiins bL3,1 5 el aiilyzy 5 ailes,S
L leolXing 8 o)l poe a5 09 oo el 3lasl cpl (VFAZ YT (oS g 0u8) s iol38l o] o
4 6ol cnl g 90l ol e oy 4o 1) 093 Sasaily & ygody wiilny Sl nl 5l sates
Jo B0 XY i yehwtidS 5 uake) WS S8 plyiie 23 50 o358 o] Lol
15 b eal Gled b onsasl)] claciard domy wiosl a5 zokae Ll o a5 glalias
sl slozz! slaails,
295 b bl )0 ol Ssd azgle (g o0 polo e Gy (Ve Fe das 5l S >
5 $InSS 050 |y ol LSamgh (sdke Vo dad Lyl 5 £ sloans o a1z s (Lol
s 5 6,) 3,5 1k Crod s oSS £g5 amd l 51,35 L Lol el o oo s sl By
Szl 055 6slogm (il gl 45 Wy 4 al 4 S 0 T laigTay (P Y VA
eyl pl dos 4y Jlr(nll 0iS Co pae |y Cuard 5 Coll slaaty 5o uiie sloasy 30 ¢ b9 3 oo
2 0j9 el a5 cnl (Jl o plaad a8 S oauol slog Hebdr Cend § wid ax g o3l SO
5 Ohrte il QLl kel yais ez 5l (S oy Codd 4T G onidiyy (oS
b 6Tt enlis Glacslos a5 g sbay toasl 15,55 1 (glodey Copanl § EULS el
9 S b tOTY VY 650 508 9 (o) 08 (g )) 0gdion i (b i Zold,
gl (e die (pl 53 0)l0 EAS B ra 13, )3 0aS sl 5 (65970 (B (6,15 Cuec
2 sl Lisg 800 3 (6l (sotes Sl E5090 (SIS Cuad wilos,S ol (VVA) ' Sl oY
3 st a8 and ol b bLs ) o 555 0 sla sl 5 Slolizel olusly ol log >
Slolual (gad pgai (VoA TV o LSen g &) GiS o 0,5 09d o0 zokae € a8
slajgl )2 porde ol Cwlatued (IS mhe 8l (BasSdras J0d slayl
Sleslgiing o Samlin Jlo 15 ol o a o L5 olfin e jobty 5 FAS G o
K3 5 b asslie 55 (6t Caod Wy S Lo T L0 5l 5wt Sglite Wi 99 e Loy

ol 0 OVFR VY e (Koo 00l g 0Ll as g5lae (bl ol oalysaues) o)l

1. Lombart, Louis & Labbé-Pinlon

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



Yoo ey 00y ol pgual g eloinl laailuy 73U byl

L oliyiie )55 5 Wlgh oo 5 95800 s (2L1L 5o (oot (RB, IRl & Ceod ppal S
2ad (YYO Y ¥e Dz g 90 eipm) dos Giabdl s aad sl | bl uls 9 0,138 56
5 0gdse iy ym oal o o8y 8 S 5l Sleas b Jpame S w5 4 gyt hled 4 0y ,5
Sydige a)S Sy Wil hled (8ly vy oLl e 4z aSGl 6l Gt e )
45 0ilo3,S s (Vo VA) 5l yzay 5 coshis csbilol Lo, ol 1o (FYD Y18 ¥ J 5 of iBg)
O35y sl eyl @l yiie 0,3 aad 38 3T Jalse 51 Dbk ol e a8T 5 S
AY XA o5 5 5blol) oS o KoS canslio ¥ iglas nl,
Cordg o plig 5o S (Ul w B Glyie b ptaghy 0 (VoY) olKen 5 055
S Sy Oyt wad p ol 8l Uy )S ()l oS WS )T WUig S gy (5T den
oS Sl oo (glo g BLS 5 b atile oylaiied Wiz S azes byl ool anils i
5 Slr o anwgi |; 093 (B, 5 bl slacalled b aricy deu |y 095 slaculucs
s aiols aloil € L3¢ Slge (DT 0y 5 (gl Lol § By, lgie b cimgh (VoY +) T 850,00
Solom (il Sden b S pSIl Ojlg e (o cdddisg 8 Y game glgl aS ol lis
ol axdl ol (0o B ol mitee ol g sy DIV T b ,8 olee il il il
b Olgies bl e slepiunn Caway (BaS Uy iy azgcdy b aes e
sloaile, 5> g b cimgh 50 (V-¥+) Calal 5 Jaowos ol ols (ialdl 1) &Y game
oS s slezl slaails) slaJUIS 51 Dledbl (S (2Bl )0 € 25559 21k 2 (slozz]
Loogs gl 5o (VoVe) (Ll 5 e o)ls 052y jloline § ot dlaily 008 a0 L3,
€y g b (b B L GBS Gras 55 5 (e sladie )0 Cwd pngad lee
1) mlawen gloin sl b duglio 5 1, (5,2a5 (glaciess o lin a5 olSin wis,S Lo )l5S

oy 0,5 5 S 5w oo a8l)] ) yiie sloas s gals gl !, ol Sal) yimen 5 ams

1. Yin, Du & Chen

2. Shaouf, LU & Li

3. Strategies

4. Chang & Meyerhoefer

5. Sahin, Demirsel & Adam

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



VFeo SO )5T £ O)Lm:: dY 099 f@i)})j S Ol Yor

(V) Gl 5 ooligures b oo SRl oo o 5o sazms jpa (uild 5 ailoo (208
Sl o €(g e 3 b elotizl Bl g (Sosd gl 3l gy P Olaie b gl 5o
s 5 lytie old, 5 (5,55 s Sl el (b gl sbml b alss oo (Lig 300
il 45 ols les b g b 51 Ko (Ko oiman sl IS 31 T 0y 5 ad o
Olsie b chagy (V- 1A) (saa 5 Lidero (ol 5,5 550 (e 0y 5 008y olae
Coito (6 i laceasd prlaw ol olid gl .aisls plowl €l yiie d 5 0uad e g 50
ORI RRE 5 (R SRS ;0 ogdleds 3)ls Waolfdg 3 5 (lytie %y wad  eeiitens 5
2 (TN s 5 58500 lhyiie %3 0ad oo 5 oltions (5l e S
295 45 208 SIS «olpl )0 (298 (Seed pgal (cestie oS BLD (lyie b oyl
logyT BLes 2 g sl Sl 3 Lo Loolg 5 slsd o S 55T Jalge 02 o 31 (2 (hocd
Slocled 5B oy Sloie b oty 50 (VVA) llSen 5 aliel 235 o b 05 &,
slaails; 2blk slacelad a5 wuisl )5 CoaiS B pae oy 3 wuad p (eloizl slaails) o)1k
028 B pan 5,3 Bk il 5 o)l ol g e b padiine S jpoh B s eloa
sl Sotodlad G5 gy & (% 53 (VYD (3D b yeal bgo Gl 3 )
s Lol ) Cdlyd (g9 LSl W B wal g w4 (5,50 50 (sleizl g i slaails o
Jolins 5 Coa 3B 3 0ad 4 25y 0,55 2 iz 5 Ny il pgal p iy p leiz] g
OAY Y VA e 4 GA.E.C‘ 3 Jss a) a5 ls
0375 jboay o yiie aF S (g o0 0Bl slaiagh @l 5 e S5 s 4y 4z L
B> el 405 50 9 SYgaze oS SleMbl g9 ol (sl gladils,
a8 el 03,5 155 (YV8) 5155 wsio 5ly el dano ool ol ol o oS oo oolicia]
loaSis jo oadzys s g ol sbcos Gk o Jiiows w5 5l ao,s FO 4 Suoj

‘) G»Ylf ul)_')lf)l Qo0 \id Sgd> Cnl oé; u.u)l)f (Y‘\Y)YuJ)jsuMw‘ GCLQ.A}‘

1. Pricewaterhouse Coopers
2. Curalate

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



Yov ey 00y ol pgual g eloinl laailuy 73U byl

el laaSils 15 slass 15 (ley5aS jo ilons 1) )] eloiz] slaaSlis 1o a5 w5 )3 oo
SEV e Jlo o sl ol colwag jlel bl pcasl Gialidl a9, o1 51 6 ,lw solaiul
BURYERN < s i 3l o0 FO ol Sl 5l o e 5l do s YA 0g0 10 ,0iS Comex S
Ol bl 33,5 solatial a8 Sl 5 ae s Ko 5 (A Dgod) Fngi g S
30,8 oslazwl pl X 51 lalpl 5l as ;o BF 050> VYA Lo o ol ) Jliows wlids cacs
Olnl poye (g Sl slay ;5 5o )o TF sgam oo & )lg AVl (8155 ulul (iron
Sl g LOTA N Y. ([Ken g ooljisams) col oads plxil  claiz! slaasis ol 5
wlo) 5 Foed gl paie 99 5l GRSy &5 Sl (2, (sloizl laaSid jl oolitul pe
DY gazs laollly b pgatar 5 olliy b sl Jlul (o) Coje slml jo Wi oo eloz]
Syt e gt 5 e e e lagl 31 ik 5 455 Gl Gl 55 55
3105 5 (S5 5l (S e l g0l il ol jen 4 Lol B (sl ety 5 I
I3 dm e a3 Sall A SIaiS sl 555 Slass 5 SNpama b s s sl
ol sl o0 Sloas 5 VIS Lol Lialidl czge o] o dekd 5 6 )liS aylapus 5 el azily
SYgame ik waro (nl 5l gt (iFu s 0 JSAS ) (1559 Caio Lo Jled acgene
L] 51 0 45 05 o o uld Jolis yol oy a5 el (550 Slivgy (ogasas 5 (5559
2o 3G din) )3 byl xS oS Ak 4 4z g5 b S e oolitl 13559 slacllab (sl
oo oSonsl 0023 plonil (o859 SV gaze (b tie &3 wad p eleiz] gladls, 5 b
sl Ul 3552 bl Sy 0ol sl Gl 03l cBtn by ke al 5 gy 0 45,5
Us,S oaily (399 59 Logasas (b yde &5 auad ol o cadadl)| fad pgai 5 oloiz]

JUES R N1

1. Statcounter

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



VFeo S° 9 )5T £ O)Lm:: dY 099 f@i)})j S e Ol YOA

SR )
Pl (Sl ©)g0a a5 39 (LSl SVoleo p (e (Shror-(Ghnogi Ol Aegh b,
b yiioe Slaws aS el asals LSas 1) Giegh opl bl drsl o,9 Sligy )b yiie dod .o
b ok sl ol s 3l )0 sgaoel gl dael> x> 092 00Ty 5 polaels (23555 Sigy
Bk AL (i Comslr Ghagh @l s s ol ddlllas Ringh aSl 4 4z
a0l 90,5 @je5 s )S oo odliiul (23555 Y gasme a5 LS oaled ()3 |, slitiw
oF Bigai e o Skngis b b 45T} pizad 1 aslicd ool S0l (5 S aigad )
5 S s VAP O s g Sidgo mge) 05h Cawyol il aeliasdy del wlg
Sly B d daliiw . ADY ggemme,d (380 ol &)l g 8o 2ol38l gl (Ve ¥ T o y0
Iy delidny Syl 45 050 Oyp0 cnl @ Wosls (5105 g, ol (555108 Julo g az
loog )5 50 (gilme sloaSids oyb 51, ol S 50,5 (b ol py8 ol 5o (3T &0y
5w a5 0,5 Canlgs ;0 150,50 oolisiu] (o059 SV game 5l eoids a5 SLuS 5l e 0lo I3
Bl yy gy 0 bl (gladoliinyy ol Jold ol ddlllas o azby ey 5l aims gusly
o ezl sloeile, Jpuesl Aaliny (T 17) o) a5 S pead (a5 ooz
ol 556 oSl 4 a5 b (VA Tolsle T3 0 g Auliny 5 (F4VY) 55
st arie ez 5 2lyy Ghe) 3l 4z sy lp g enis (ile e leysS o Lol
b ol ools wingy Jabus (ouedSSl Ly a0 a5 105 g0 a4 brdslison )y a5 & g0 cpl 45 ol oolasl
o el Sy 5 g0 lbdaz 5 duglio b g A5 doz i |, o] allaz & g0
G55 ol yy ol Jlgw 45 351 3550 ! 5 limabol oS Bud b po ol 45 A Ay
Db Cews S ie (S0 a4 ol Gla e 5l asilgs ce iy o 1) ol ol 81 289 g 05105 solad]
bsgi (o )8 4 oudaen 5 delitin p a5 )90 (pl 41085 D jg (gSan ez i Al e o

oSl 4y Toae sceslas oDl adgl (sladal i 5y (slyioms 5 a8 cacdSSl L) s alens a5 S

1. Moher, Dulberg & Wells
2. Jones, Carley & Harrison
3. Alalwan

—@ =Tl Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public License



Yo ey 00y ol pgual g eloinl laailuy 73U byl

Sz g s Slodol Sl 5 o ylh Bobings B 30 damlie b olgs,s b dez
@bl So e Ll 51 10 LS )8 aeliten w590 (29 (owip Sl o Jloel (o)
@l s ()55 gl LS ST Gy 5l 5 sl 2Ll 285,18 (G555 2L 5
T mhshiaonl 3 AR B3 5 slol5dle s b g lisle E¥olas s, 5l e Woesls Julos

A% oolazwl YY &

el
ol 0ol d1) gty sladiged (69,8 sla She SO b leds Jeux o

o og05T 59,8 s Shs - Jgur
Table 1- Individual Characteristics of the Subjects

oy ‘5’|s|)5 Lho,;
Percent Frequency Groups
62.4 535 =
Woman B
37.6 322 > Sl
Man
24 291 Under 20 Years
39.4 338 21t0 25
13.7 117 26 to 30 o
7.9 68 31to 35 Age
2.8 24 36 to 40
2.2 19 41 Years and up
55.1 472 Under 3 million
21.7 186 3 to 5 million ) .
13.3 114 5 to 7.5 million el olee
6.8 58 7.5 to 10 million Income
3.2 27 10 million and up
145 124 oo 25 9 phao
Diploma and sub-diploma e
356 305 p_lﬁoéjs Education
Associate Degree
1. LISREL
2. SPSS
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Table 2 -The Amount of Factor Loads Obtained for the Structure of the Questions
Factor Loads Factor loads Questions Factor Loads Factor Loads Questions

(Significant (Standard (Significant (Standard
Coefficients) Coefficients) Coefficients) Coefficients)
19.17 0.70 Q2 18.24 0.71 Q1
15.92 0.56 Q4 17.34 0.62 Q3
19.16 0.88 Q6 - 0.78 Q5
18.18 0.82 Q8 18.03 0.80 Q7
16.66 0.57 Q10 12.32 0.46 Q9
13.6 0.45 Q12 17.21 0.57 Q11
15.32 0.55 Q14 12.43 0.45 Q13
13.77 0.44 Q16 12.78 0.45 Q15
11.80 0.44 Q18 14.94 0.51 Q17
8.95 0.37 Q19
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Figure 1- The Effect of Social Media to Buy Precious Image in Standard Mode
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Figure 2- The Effect of Social Media to Buy Precious Image in Significant Mode
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Table 3- Model Fit Indicators
Chi-

RMR NNFI NFI CFlI IFI GFI RMSEA
Square/df

4.96 0.068 0.92 0.92 0.94 0.94 0.92 0.68
ol el osllas ol osllas osllas ollas olbas
Optimal  Optimal Optimal Optimal Optimal Optimal Optimal Optimal
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. Normed Chi-Square

. Root Mean Square Residual (RMR)

. Goodness of Fit Index (GFI)

. Normed Fit Index (NFI)

. Non-Normed Fit Index (NNFI)

. Incremental Fit Index (IFI)

. Comparative Fit Index (CFI)

. Root Mean Square Error of Approximation (RMSEA)
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