i

LAl 5o g sdiboln

WA 015 ol ilob dwd po 1)l ol )5 canlipylly

M b T w3 5lidy 9 eulb S0l (gied g 9 (S0 L ylid 1 ()
Wy ad (655 (il

2l Sy b 38ge oblb cosiwe ob,lL el oled calac alais FaiS S s a5 Ll )
Hhonn (6,8, Sls CELl S B pan L8, S0 gl p 0gd oo 5T 00S B pas ,l8, K>
kol Bas pl pls 0gd oo ol 0uiiS B e (L8 S0 0lS lgieds sgpe ol 5l Cdél 5 00gs Coenlly
e (milee (15 a8 09l T a3 )18, g 3 wad b e e ool (s 3l e G
O5o5) 3590 T 0y 3 LB, b oo STol (gaiesgm g (S0 Hlun o alal, o |y MWl 0 5 ouad
doliiow g ool aid,S lai 10 (6 )lgjw muSe olRiils bgmmiils 51 a5 487 ¢ jglaie pl (gl .o I,3
srools Lo osls cui p oolaw! bB aslidow p 400 olows ol 5l a5 00,8 w0595 Lol
o . cd 5 18 fdsigds 155 0,50 (5,5 Lo SYsle (g5ldoe ST 51 solawl b oalis,glaes
g el a3 wad oo S|l Goiesgw 5 223 ,a Sl opl pelal 5. S 5 asl
Joe 50 09 Jlolie (g kel blodas 55 (oDl oy 5 auad (6,5 6lee b 0T 0y 5 L8, 1 sasST ol
RGO I OU-P=5 S U [P PON PSR H ISR G S W 4| I SOV 'L S I KA LB ool

S lg e S o8l T 0y 3 0a S0l saredgum ¢ o loua o lgunds

VYYYAYYQ0Y - ¥ taobiy bl (g0 ylos
VWAS[FIY - g s g,

b Copde = G5k o poe and gail
bl pole 10uSCiil

placs! jgr dese 15 :loddly Sliw!

Gh e o0 )S Loy sl ygliee Sl

M.A. Thesis:

Investigating the effect of subjective norms and
perceived usefulness on online purchasing behavior by
mediation of purchase intention
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Since consumers are the inflection point of all the marketing activities, successful
marketing begins with understanding why and how they behave in a specific manner. For
understanding the consumers' behavior, behavioral intention is of the most important
factors, which is considered as the key to understanding consumer behavior. Accordingly,
after reviewing the literature relating to online purchase intention and purchase behavior,
the purpose of this study was to examine the mediating role of purchase intention in the
relationship between subjective norms and perceived usefulness and purchase behavior. In
doing so, 487 students of Hakim Sabzevari University were investigated by distributing the
questionnaires and 400 well-qualified ones were returned. Gathered data was analyzed
using the structural equation modeling technique. Research results indicated that the tested
model is goodly fitted to data, and all the seven hypotheses were statistically confirmed.
According to these results, the effect of subjective norms and perceived usefulness on
online purchase intention, and the effect of online purchase intention on online purchasing
behavior was significant. In addition, indirect effects of subjective norms and perceived
usefulness on on online purchasing behavior by mediation of online purchase intention
were statistically significant. In the tested model, independent variables had no direct effect
on online purchasing behavior. In general, results of this study indicated the efficiency of
proposed model for increasing the under-study students' purchasing behavior.



