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ABSTRACT

The present study aimed to investigate the role of Instagram bloggers in
influencing the intention to purchase sports products, with the mediating effect of
attitude towards the brand. This research is of a descriptive-correlational nature
in terms of both its practical objective and method. The statistical population of
the study consisted of all Instagram users who had purchased sports products
through this platform. Due to the limited statistical population, the sample was
selected through convenience sampling, comprising 221 individuals. The
research tools used in this study included a researcher-made questionnaire on the
role of Instagram bloggers, the standard intention to purchase questionnaire by
Naito and Kim (2006), and the standard attitude towards the brand questionnaire
by Crystalis and Cherischo (2013). The face and content validity of the
questionnaires were confirmed by 10 marketing and sports management experts,
and the reliability of the three questionnaires was reported as 0.85, 0.86, and 0.88
respectively, based on Cronbach's alpha. Descriptive and inferential statistics
such as Smirnov-Kolmogorov test, Spearman's correlation coefficient, stepwise
regression analysis, and Sobel test were used for data analysis in the SPSS
software version 25. The findings of the study indicated that the role of Instagram
bloggers significantly influences the intention to purchase sports products.
Specifically, there was a positive and significant relationship between the
bloggers' expertise and purchase intention by 17%, the bloggers' likable
personality and purchase intention by 22%, the trustworthiness of the blogger and
purchase intention by 40%, the social attractiveness of the blogger and purchase
intention by 57%, and finally, the blogger's personality style and purchase
intention by 51%. Therefore, the attention to these factors by sports bloggers can
have a positive impact on the minds of sports consumers who follow them.
Furthermore, the results showed that the role of Instagram bloggers, with the
mediating effect of attitude towards the brand, can significantly affect the
intention to purchase sports products. As a result, organizations, companies, and
sports producers can utilize popular domestic and international Instagram
bloggers, considering the bloggers' characteristics and the public's mindset about
them, to promote and sell their sports products for the advancement of their
organizational goals.
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Introduction

In today's rapidly evolving landscape of social
networking sites, the realm of human interaction has
undergone significant transformation. Within the
sphere of communication and social engagement,
numerous renowned brands are leveraging social
media to connect with and captivate their customer
base through the dissemination of compelling and
effective content. As a result, the utilization of
prominent personalities in marketing campaigns,
often embodied by individuals known as social media
influencers or bloggers, has become a prevalent
strategy in modern marketing. Bloggers, operating
within various platforms, curate and share their
content, with Instagram influencers in particular
offering expert insights and addressing both explicit
and implicit queries within their specialized domains.
Consequently, businesses are now more actively
engaged on social media platforms than ever before.

Methods

The current study aimed to explore the impact of
Instagram bloggers on the intention to purchase sports
products, mediated by attitudes towards the brand.
The research is applied in terms of its purpose and
utilizes a descriptive-correlational research method.
The statistical population comprises all Instagram
users who have bought sports products through the
platform. Cochran's sample size determination
formula was employed to determine the sample size
due to the unknown population. The sample of 221
individuals was selected using convenience sampling.
The study utilized a researcher-developed
guestionnaire on the role of Instagram bloggers,
alongside the standard intention to purchase
questionnaire by Knight and Kim (2006), and the
standard attitude towards the brand questionnaire by
Crystalis and Chrischo (2013), which were
distributed among the participants. The validity of the
instruments was confirmed by 10 experts in
marketing management and sports management, and
the overall reliability was reported as 0.86 using
Cronbach's alpha. Data analysis involved descriptive
statistics to outline the personal characteristics of the
subjects, and inferential statistics including the
Kolmogorov-Smirnov test for data normality,
Spearman correlation coefficient for hypothesis
testing, stepwise regression analysis, and the Sobel
test in the SPSS software environment.

Results

The results revealed that the influence of Instagram
bloggers significantly impacts the intention to
purchase sports products. Specifically, the blogger's
expertise demonstrated a 17% correlation with
purchase intention, while the blogger's amiable
personality exhibited a 22% correlation. Moreover,

the blogger's trustworthiness showed a substantial
40% correlation with purchase intention, and their
social appeal demonstrated a notable 57% correlation.
Additionally, the blogger's individual style displayed
a significant 51% positive relationship with purchase
intention. Consequently, sports bloggers who take
into account these factors can positively influence the
purchasing decisions of their followers in the sports
community. Furthermore, the findings from the
second hypothesis indicated that the role of Instagram
bloggers, mediated by attitudes towards the brand,
can indeed impact the intention to purchase sports
products.

Conclusion

Based on the research findings, it can be inferred that
organizations and companies aiming to enhance the
promotion and sales of their sports products can
benefit from utilizing effective advertising methods,
such as engaging popular domestic and international
sports bloggers. By considering the distinct
characteristics of these bloggers and understanding
the perceptions of their audience, organizations can
effectively advance their organizational goals in the
sports industry.
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Table 1. Descriptive Findings of the Research
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Table 2. Exploratory Factor Analysis Test, Keysermeer and Bartlett for All Three Questionnaires
(Role of Instagram Bloggers, Purchase Intention, Brand Attitude)
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