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ﺑﺮﺭﺳﯽ ﺍﺛﺮ ﻫﻨﺠﺎﺭﻫﺎﯼ ﺫﻫﻨﯽ ﻭ ﺳﻮﺩﻣﻨﺪﯼ ﺍﺩﺭﺍﮎﺷﺪﻩ ﺑﺮ ﺭﻓﺘﺎﺭ ﺧﺮﯾﺪ ﺁﻧﻼﯾﻦ ﺑﺎ ﻧﻘﺶ
ﻣﯿﺎﻧﺠﯽﮔﺮﯼ ﻗﺼﺪ ﺧﺮﯾﺪ
ﺍﺯ ﺁﻧﺠﺎ ﮐﻪ ﻣﺼﺮﻑﮐﻨﻨﺪﮔﺎﻥ ﻧﻘﻄﻪ ﻋﻄﻒ ﺗﻤﺎﻣﯽ ﻓﻌﺎﻟﯿﺖﻫﺎﯼ ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﻫﺴﺘﻨﺪ ،ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﻣﻮﻓﻖ ﺑﺎ ﺩﺭﮎ ﭼﺮﺍﯾﯽ
ﻭ ﭼﮕﻮﻧﮕﯽ ﺭﻓﺘﺎﺭ ﻣﺼﺮﻑﮐﻨﻨﺪﻩ ﺁﻏﺎﺯ ﻣﯽﺷﻮﺩ .ﺑﺮﺍﯼ ﺩﺭﮎ ﺭﻓﺘﺎﺭ ﻣﺼﺮﻑﮐﻨﻨﺪﻩ ،ﺷﻨﺎﺧﺖ ﻧﯿﺎﺕ ﺭﻓﺘﺎﺭﯼ ﺑﺴﯿﺎﺭ
ﺑﺎﺍﻫﻤﯿﺖ ﺑﻮﺩﻩ ﻭ ﺍﻏﻠﺐ ﺍﺯ ﺍﯾﻦ ﻣﻔﻬﻮﻡ ﺑﻪﻋﻨﻮﺍﻥ ﮐﻠﯿﺪ ﺩﺭﮎ ﺭﻓﺘﺎﺭ ﻣﺼﺮﻑﮐﻨﻨﺪﻩ ﯾﺎﺩ ﻣﯽﺷﻮﺩ .ﺗﺌﻮﺭﯼ ﻋﻤﻞ ﻣﺴﺘﺪﻝ،
ﺭﻓﺘﺎﺭ ﺑﺮﻧﺎﻣﻪﺭﯾﺰﯼﺷﺪﻩ ،ﻭ ﭘﺬﯾﺮﺵ ﻓﻨﺎﻭﺭﯼ ،ﺍﺯ ﭘﺮﮐﺎﺭﺑﺮ ﺩﺗﺮﯾﻦ ﺗﺌﻮﺭﯼﻫﺎ ﺩﺭ ﺷﻨﺎﺧﺖ ﻭﯾﮋﮔﯽﻫﺎﯼ ﺭﻓﺘﺎﺭ
ﻣﺼﺮﻑﮐﻨﻨﺪﻩ ﺩﺭ ﺣﻮﺯﻩ ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﻫﺴﺘﻨﺪ .ﻣﺪﻝﻫﺎﯼ ﻣﺬﮐﻮﺭ ﺍﯾﻦ ﻗﺎﺑﻠﯿﺖ ﺭﺍ ﺩﺍﺭﻧﺪ ﮐﻪ ﭼﺎﺭﭼﻮﺑﯽ ﻣﻨﻄﻘﯽ ﺑﺮﺍﯼ
ﻓﺮﻭﺷﻨﺪﮔﺎﻥ ﺍﻟﮑﺘﺮﻭﻧﯿﮑﯽ ﺟﻬﺖ ﺗﺄﺛﯿﺮﮔﺬﺍﺭﯼ ﺑﺮ ﺭﻓﺘﺎﺭ ﺧﺮﯾﺪ ﺁﻧﻼﯾﻦ ﻣﺼﺮﻑﮐﻨﻨﺪﮔﺎﻥ ﻓﺮﺍﻫﻢ ﺁﻭﺭﻧﺪ .ﺑﻨﺎﺑﺮﺍﯾﻦ ،ﻫﺪﻑ
ﺍﺻﻠﯽ ﺍﯾﻦ ﺗﺤﻘﯿﻖ ﭘﺲ ﺍﺯ ﺑﺮﺭﺳﯽ ﺍﺩﺑﯿﺎﺕ ﻣﺮﺗﺒﻂ ﺑﺎ ﻗﺼﺪ ﺧﺮﯾﺪ ﻭ ﺭﻓﺘﺎﺭ ﺧﺮﯾﺪ ﺁﻧﻼﯾﻦ ،ﺍﯾﻦ ﺑﻮﺩ ﮐﻪ ﻧﻘﺶ ﻣﯿﺎﻧﺠﯽ
ﻣﺘﻐﯿﺮ ﻗﺼﺪ ﺧﺮﯾﺪ ﺁﻧﻼﯾﻦ ﺭﺍ ﺩﺭ ﺭﺍﺑﻄﻪ ﺑﯿﻦ ﻫﻨﺠﺎﺭ ﺫﻫﻨﯽ ﻭ ﺳﻮﺩﻣﻨﺪﯼ ﺍﺩﺭﺍﮎﺷﺪﻩ ﺑﺎ ﺭﻓﺘﺎﺭ ﺧﺮﯾﺪ ﺁﻧﻼﯾﻦ ﻣﻮﺭﺩ
ﺁﺯﻣﻮﻥ ﻗﺮﺍﺭ ﺩﻫﺪ .ﺑﺮﺍﯼ ﺍﯾﻦ ﻣﻨﻈﻮﺭ 487 ،ﻧﻔﺮ ﺍﺯ ﺩﺍﻧﺸﺠﻮﯾﺎﻥ ﺩﺍﻧﺸﮕﺎﻩ ﺣﮑﯿﻢ ﺳﺒﺰﻭﺍﺭﯼ ﺩﺭ ﻧﻈﺮ ﮔﺮﻓﺘﻪ ﺷﺪﻩ ﻭ
ﭘﺮﺳﺸﻨﺎﻣﻪ ﺑﯿﻦ ﺁﻧﻬﺎ ﺗﻮﺯﯾﻊ ﮔﺮﺩﯾﺪ ،ﮐﻪ ﺍﺯ ﺍﯾﻦ ﺗﻌﺪﺍﺩ 400 ،ﭘﺮﺳﺸﻨﺎﻣﻪ ﻗﺎﺑﻞ ﺍﺳﺘﻔﺎﺩﻩ ﺑﺮﮔﺸﺖ ﺩﺍﺩﻩ ﺷﺪ .ﺩﺍﺩﻩﻫﺎﯼ
ﺟﻤﻊﺁﻭﺭﯼﺷﺪﻩ ﺑﺎ ﺍﺳﺘﻔﺎﺩﻩ ﺍﺯ ﺗﮑﻨﯿﮏ ﻣﺪﻟﺴﺎﺯﯼ ﻣﻌﺎﺩﻻﺕ ﺳﺎﺧﺘﺎﺭﯼ ﻣﻮﺭﺩ ﺗﺠﺰﯾﻪﻭﺗﺤﻠﯿﻞ ﻗﺮﺍﺭ ﮔﺮﻓﺖ .ﻧﺘﺎﯾﺞ
ﺗﺤﻘﯿﻖ ﻧﺸﺎﻥ ﺩﺍﺩ ﮐﻪ ﻣﺪﻝ ﺁﺯﻣﻮﻥﺷﺪﻩ ﺍﺯ ﺑﺮﺍﺯﺵ ﺧﻮﺑﯽ ﺑﻪ ﺩﺍﺩﻩﻫﺎ ﺑﺮﺧﻮﺭﺩﺍﺭ ﺍﺳﺖ ﻭ ﻫﺮ  7ﻓﺮﺿﯿﻪ ﺗﺤﻘﯿﻖ ﻣﻮﺭﺩ
ﺗﺄﯾﯿﺪ ﻗﺮﺍﺭ ﮔﺮﻓﺖ .ﯾﺎﻓﺘﻪﻫﺎﯼ ﺍﯾﻦ ﺗﺤﻘﯿﻖ ﻧﺸﺎﻥﺩﻫﻨﺪﻩ ﮐﺎﺭﺍﯾﯽ ﻣﺪﻝ ﺍﺭﺍﺋﻪﺷﺪﻩ ﺑﺮﺍﯼ ﺍﻓﺰﺍﯾﺶ ﺭﻓﺘﺎﺭ ﺧﺮﯾﺪ ﺁﻧﻼﯾﻦ ﺩﺭ
ﺟﺎﻣﻌﻪ ﺁﻣﺎﺭﯼ ﺗﺤﻘﯿﻖ ﺍﺳﺖ .ﺩﺭﻧﻬﺎﯾﺖ ،ﭘﯿﺸﻨﻬﺎﺩﺍﺗﯽ ﮐﺎﺭﺑﺮﺩﯼ ﻭ ﭘﮋﻭﻫﺸﯽ ﻧﯿﺰ ﺑﺮﺍﯼ ﺟﺎﻣﻌﻪ ﺁﻣﺎﺭﯼ ﺍﺭﺍﺋﻪ ﺷﺪ ﮐﻪ
ﻣﯽﺗﻮﺍﻧﻨﺪ ﺑﺎ ﺩﺭﻧﻈﺮ ﮔﺮﻓﺘﻦ ﻣﺤﺪﻭﺩﯾﺖﻫﺎﯼ ﺗﺤﻘﯿﻖ ﻣﻮﺭﺩ ﺍﺳﺘﻔﺎﺩﻩ ﻗﺮﺍﺭ ﮔﯿﺮﻧﺪ.
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M.A. Thesis:

Investigating the effect of subjective norms and
perceived usefulness on online purchasing behavior by
mediation of purchase intention
ﺻﻔﺤﻪ:
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Since consumers are the inflection point of all the marketing activities, successful
marketing begins with understanding the 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. Theories of
reasoned action, planned behavior, and technology acceptance are the most widely used
theories in recognizing the characteristics of consumer's behavior in the marketing field.
These models are capable of providing a logical framework for electronic vendors in order
to affect the consumers' online purchasing 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. In general, results
of this study indicated the efficiency of proposed model for increasing the under-study
students' purchasing behavior. Finally, some practical and research implications were
provided for the statistical population, which can be utilized considering the research
limitations.
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