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ﺑﺮﺭﺳﯽ ﻗﺼﺪ ﺧﺮﯾﺪ ﻣﺸﺘﺮﯼ ﺍﺯ ﻃﺮﯾﻖ ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﺩﺭ ﺭﺳﺎﻧﻪ ﻫﺎﯼ ﺍﺟﺘﻤﺎﻋﯽ،ﺑﺎ ﻣﯿﺎﻧﺠﻪ ﮔﺮﯼ
ﻭﺗﻌﺪﯾﻞ ﮔﺮﯼ ﺗﺼﻮﯾﺮ ﺫﻫﻨﯽ ﺑﺮﻧﺪ
ﭼﮑﯿﺪﻩ
ﺑﺎﺗﻮﺟﻪ ﺑﻪ ﺣﺠﻢ ﺯﯾﺎﺩ ﮐﺎﺭﺑﺮﺍﻥ ﺍﯾﺮﺍﻧﯽ ﺩﺭ ﻧﺮﻡﺍﻓﺰﺍﺭ ﺗﻠﮕﺮﺍﻡ ﻭ ﭘﯿﺸﺮﻓﺖ ﺭﻭﺯﺍﻓﺰﻭﻥ ﮐﺴﺐﻭﮐﺎﺭﻫﺎﯼ ﻣﺒﺘﻨﯽ ﺑﺮ ﺍﯾﻦ
ﻧﺮﻡﺍﻓﺰﺍﺭ ﺩﺭ ﺍﯾﺮﺍﻥ ،ﻧﻘﺶ ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﺩﺭ ﺷﺒﮑﻪ ﺍﺟﺘﻤﺎﻋﯽ ﺗﻠﮕﺮﺍﻡ ﺍﻫﻤﯿﺖ ﻭﯾﮋﻩﺍﯼ ﭘﯿﺪﺍ ﮐﺮﺩﻩ ﺍﺳﺖ .ﺑﺮ ﺍﯾﻦ ﺍﺳﺎﺱ،
ﻫﺪﻑ ﺍﺻﻠﯽ ﻣﻄﺎﻟﻌﻪ ﺣﺎﺿﺮ ،ﺑﺮﺭﺳﯽ ﻫﻤﺰﻣﺎﻥ ﻣﯿﺎﻧﺠﯽﮔﺮﯼ ﻭ ﺗﻌﺪﯾﻞﮔﺮﯼ ﺗﺼﻮﯾﺮ ﺫﻫﻨﯽ ﺑﺮﻧﺪ ﺩﺭ ﺭﺍﺑﻄﻪ ﺑﯿﻦ
ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﺭﺳﺎﻧﻪ ﺍﺟﺘﻤﺎﻋﯽ ﻭ ﻗﺼﺪ ﺧﺮﯾﺪ ﻣﺸﺘﺮﯾﺎﻥ ﭘﻮﺷﺎﮎ ﺯﻧﺎﻧﻪ ﺩﺭ ﺗﻠﮕﺮﺍﻡ ﺑﻮﺩ .ﻟﺬﺍ ،ﺟﺎﻣﻌﻪ ﺁﻣﺎﺭﯼ ﺍﯾﻦ ﺗﺤﻘﯿﻖ،
ﻫﻤﻪ ﮐﺎﺭﺑﺮﺍﻥ ﺗﻠﮕﺮﺍﻡ ﺑﻮﺩﻧﺪ ﮐﻪ ﺗﻌﺪﺍﺩ ﺁﻧﻬﺎ ﻧﺎﻣﺸﺨﺺ ﻣﯽﺑﺎﺷﺪ ﻭ ﺑﺮﺍﺳﺎﺱ ﺟﺪﻭﻝ ﻣﻮﺭﮔﺎﻥ ﺣﺪﺍﻗﻞ ﺣﺠﻢ ﻧﻤﻮﻧﻪ
384ﺗﺎﯾﯽ ﺑﻪﺩﺳﺖ ﻣﯽﺩﻫﺪ .ﺗﻌﺪﺍﺩ  584ﭘﺮﺳﺸﻨﺎﻣﻪ ﺩﺭ ﭼﻨﺪﯾﻦ ﻧﻮﺑﺖ ﺗﻮﺯﯾﻊ ﺷﺪ ﻭ ﺗﻌﺪﺍﺩ  450ﭘﺮﺳﺸﻨﺎﻣﻪ
ﺑﺮﮔﺸﺖ ﺩﺍﺩﻩ ﺷﺪ .ﺩﺍﺩﻩﻫﺎ ﺑﻪﺻﻮﺭﺕ ﺣﻀﻮﺭﯼ ﻭ ﻏﯿﺮﺣﻀﻮﺭﯼ ﺍﺯ ﺍﻓﺮﺍﺩ ﻧﻤﻮﻧﻪ ﺟﻤﻊﺁﻭﺭﯼ ﺷﺪﻩ ﺍﺳﺖ .ﺍﺑﺰﺍﺭ ﺗﺤﻘﯿﻖ
ﻧﯿﺰ ﯾﮏ ﭘﺮﺳﺸﻨﺎﻣﻪ  26ﺳﺆﺍﻟﯽ ﺑﺎ ﻃﯿﻒ ﻟﯿﮑﺮﺕ 5ﮔﺰﯾﻨﻪﺍﯼ ﺑﻮﺩ .ﭘﺲ ﺍﺯ ﺑﺮﺭﺳﯽ ﻭ ﺗﺄﯾﯿﺪ ﺭﻭﺍﯾﯽ ﺻﻮﺭﯼ -ﻣﺤﺘﻮﺍﯾﯽ
ﻭ ﺳﺎﺯﻩﺍﯼ ﻭ ﻧﯿﺰ ﭘﺎﯾﺎﯾﯽ ﭘﺮﺳﺸﻨﺎﻣﻪ ،ﺩﺍﺩﻩﻫﺎﯼ ﺟﻤﻊﺁﻭﺭﯼ ﺷﺪﻩ ﺑﺎ ﺍﺳﺘﻔﺎﺩﻩ ﺍﺯ ﺗﮑﻨﯿﮏ ﻣﺪﻝﺳﺎﺯﯼ ﻣﻌﺎﺩﻻﺕ
ﺳﺎﺧﺘﺎﺭﯼ ﺑﻪﻭﺳﯿﻠﻪ ﻧﺮﻡﺍﻓﺰﺍﺭ ﺁﻣﻮﺱ ﻣﻮﺭﺩ ﺗﺠﺰﯾﻪﻭﺗﺤﻠﯿﻞ ﻗﺮﺍﺭ ﮔﺮﻓﺖ ،ﮐﻪ ﺑﺮﺍﺳﺎﺱ ﺁﻥ ﻣﯿﺎﻧﺠﯽﮔﺮﯼ ﺗﺼﻮﯾﺮ ﺫﻫﻨﯽ
ﺑﺮﻧﺪ ﺩﺭ ﺭﺍﺑﻄﻪ ﺑﯿﻦ ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﺭﺳﺎﻧﻪ ﺍﺟﺘﻤﺎﻋﯽ ﻭ ﻗﺼﺪ ﺧﺮﯾﺪ ﻣﻮﺭﺩ ﺗﺄﯾﯿﺪ ﻭﺍﻗﻊ ﺷﺪ .ﺍﺯ ﺩﯾﮕﺮ ﻧﺘﺎﯾﺞ ﺗﺤﻘﯿﻖ ﺍﯾﻦ ﺑﻮﺩ
ﮐﻪ ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﺭﺳﺎﻧﻪ ﺍﺟﺘﻤﺎﻋﯽ ﺑﻪﻃﻮﺭ ﻣﺴﺘﻘﯿﻢ ﺑﺮ ﻗﺼﺪ ﺧﺮﯾﺪ ﺍﺛﺮ ﻧﺪﺍﺷﺖ .ﺑﺮ ﺍﯾﻦ ﺍﺳﺎﺱ ،ﻧﻘﺶ ﻣﺘﻐﯿﺮ ﺗﺼﻮﯾﺮ
ﺫﻫﻨﯽ ﺑﺮﻧﺪ ﺩﺭ ﺭﺍﺑﻄﻪ ﺑﯿﻦ ﻣﺘﻐﯿﺮﻫﺎﯼ ﻣﺴﺘﻘﻞ ﻭ ﻭﺍﺑﺴﺘﻪ ،ﻣﯿﺎﻧﺠﯽﮔﺮﯼ ﮐﺎﻣﻞ ﺑﻮﺩ .ﻫﻤﭽﻨﯿﻦ ،ﺑﺎﺗﻮﺟﻪ ﺑﻪ ﻋﺪﻡ ﺗﺄﯾﯿﺪ
ﺭﺍﺑﻄﻪ ﺑﯿﻦ ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﺭﺳﺎﻧﻪ ﺍﺟﺘﻤﺎﻋﯽ ﻭ ﻗﺼﺪ ﺧﺮﯾﺪ ،ﺍﺛﺮ ﺗﻌﺪﯾﻞﮔﺮﯼ ﺗﺼﻮﯾﺮ ﺫﻫﻨﯽ ﺑﺮﻧﺪ ﻧﯿﺰ ﻗﺎﺑﻠﯿﺖ ﺁﺯﻣﻮﻥ
ﻧﺪﺍﺷﺖ .ﺩﺭ ﮐﻞ ،ﺍﺯ ﺑﯿﻦ  5ﻓﺮﺿﯿﻪ ﺗﺤﻘﯿﻖ ،ﺳﻪ ﻓﺮﺿﯿﻪ ﻣﻮﺭﺩ ﺗﺄﯾﯿﺪ ﻗﺮﺍﺭ ﮔﺮﻓﺖ ،ﯾﮏ ﻓﻀﯿﻪ ﻣﻮﺭﺩ ﺗﺄﯾﯿﺪ ﻧﺒﻮﺩ ﻭ
ﯾﮏ ﻓﺮﺿﯿﻪ ﻧﯿﺰ ﺁﺯﻣﻮﻥ ﻧﺸﺪ.
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social media marketing by mediation and moderation of
brand image(The study of women's clothing retailers in
Telegram)
Abstract
Given the large number of Iranian users in Telegram App and increasing rate of Telegrambased businesses in Iran, it has been very important to sudy the role of marketing in this
social network. Accordingly, the main purpose of the current study was to investigate the
simulteanous mediating and moderating effect of brand image in the relationship between
social media marketing and consumers' intention for purchasing the women's clothing in
Telegram. Thus, the statistical population of this research was comprised of all the
Telegram users which its number is unknown and leads to a sample size of 384 based on
Morgan table. 584 questionnaires were distributed several times in person and virtual, and
450 ones were returned. Data gathering tool was a 26-item questionnaire with 5-point
likert scales. After evaluating the face and construct validity and its reliability, data was
analyzed using the structural equation modeling in AMOS software based on which the
mediation of brand image in the relationship between social media marketing and purchse
intention was confirmed. Other result was that social media marketing did not affect
purchase intention directly. Qiven this fact, the role of brand image in the relationship
between predictor and output variables was full mediation. Furthermore, given the nonsignificant relationship between social media marketing and purchase intention, the
moderation effect of brand image could not be examined. In total, amongst the 5
hypotheses, 3 were confirmed, 1 was rejected, and 1 hypothesis was not examined.
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