LAl 5o g sdiboln

WAS (815, olobi b 1o )l ol )5 canbipylly

65 il b tlosal b il 5o (2L)15L G2,k 51 6y 5w (o)
Wy (RO pgeai (55 Jrang
o..).:S%

Ol s G geenS (5938l59, <yt g oKL 15810 5 50 Slnl 1l ol e 4 4z gl
bl ol ol 00,5 oy slohg ol ol XU cloza! aSlils jo oL ,IL s (o ) yo J138le 5
O ably )3 W p 283 psal 65 hasd 5 5 e Dlejer (ow)yp ol il Lol Bus
(2855 ! (6 Lol amal (| ogs o K5 jo by Slivgs b yide 0,5 duad g cloaxl il oL 1L
doliiow y 450 olawy g 0l ajed Cog (paix o delidew p 584 olawi Lawd o Cawsdy 51384
Gz Il sl 00l (55l ae diges 1,81 5l 5 585 1l g (5 50 Oygods Wools Lol sols caS
sl m g 2oy vl s s n 3l om0 slan S5 O S Al b (JIge 26 aslii ny G 5
OYolae g5lo o oSS 51 oolatwl b oo (5,5lans sboosls canlicon p LG 55 5 slojle g
23 gl 65 e ol ol a5 0285 13 Jeloigay o5 9590 (wgal I8l 5 almsgay g Lo
390 ol e gl 500 5108 @8ly 9l 9,50 w3 wuad g elaml aile; Dbk cu alaly 45 W
ol pae 4 4 il prizmen 09 oS (6,5 amiles cdianly 5 s slo puiite o alaly j0 2y 83
O3o3) Sohl 5 Wy sl pgal (6, howd e, aal g elatal ails; 2Lk (e alal,
g Sgud ol S50 dnad G S5 8 owls O y90 dnd,8 duw ¢ 358 Ao ¥ 5 o 5l (S o el
i (93] 5 4l b S

tloiz] Al (> dad Wy e pgal ¢ clodml ail, b LIL i saldST slassls (e jlgands
R
ﬁ

VYYYAYY-Q0Y 1) taobiybl (soylos
WWASNY /A g ls g,

Flo S pe - Gk S poe i uand gaid
Sl pgle roaslils
G s yS Lo, el ilocaly sl

M.A. Thesis:
Exploring the customers' purchase intention through



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 Telegram-
based 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 non-
significant 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.



