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Abstract

In today's competitive world, no organization can differentiate itself from other
organizations through excellence in its operations or innovation in its products unless it
deeply understands the needs and desires of its customers. Therefore, with the transition
from traditional economy to the intensification of competition in new dimensions, the
customer has become the main pillar and focus of all organizational activities( Hidayat &
Al Abdul Razzaq, 2020). Among these, an important factor that has caused a fundamental
change in the field of consumer behavior in the last two decades is the emergence of social
media marketing activities and website interactions (Kaur et al, 2020). Social media is an
essential tool for economic growth because it involves two-way communication and low-
cost marketing to obtain information, connect, and build relationships with customers
(Irfan, 2019). The importance of using social media as a marketing tool is growing rapidly,
and the use of this technology, especially in the field of sports marketing, has brought about
fundamental changes in this sector. The existence of many sports enthusiasts and health and
wellness fans who constantly demand pure, fast and diverse sports services has led to sports
being recognized as a popular and profitable industry (Deheshti et al, 2021). The results of
research by et al Kazemi (2010) have shown that the exploitation and use of marketing
opportunities in the field of sports provides the necessary platform and infrastructure for
interaction between industry, business and sports and is considered a strategic bridge in the
service of the development of sports and its economic prosperity. In this context, one of
these platforms for interaction between industry, business and sports is the use of social
networks and media in the field of sports services and products. Also, the results of research

by Hosaini et al (2017) on consumers of sports products have shown that social media
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marketing can have a direct and positive impact on brand loyalty. Customers' purchase
intentions are mainly intrinsic factors that shape customer behavior in the marketing field.
(Islam et al, 2018) Purchase intention can be defined as a plan to make a definite purchase
or receive services in the future. It can also be considered a factor for predicting consumer
purchase behavior. Purchase intention shows that consumers follow cognitive needs, search
for information through the external environment, evaluate options, and make a purchase
decision (Feyzi & Ghafariashtiani, 2018). Today, organizations have come to believe that
only by getting repeat customers can they achieve long-term profits. Therefore, they are
always trying to take steps to facilitate the process of customer repurchase. Repurchase
intention refers to a customer's repeated purchase of a particular brand after using the same
brand or the customer's belief in continuing to purchase from a particular company in the
future. Repurchase intention is a type of behavior based on cognition and emotion.
Repurchase intention in cyberspace is the intention to use an online channel again to
purchase from a particular retailer. A review of research in this area indicates that many
factors influence customers' repurchase intention. Hosseini et al (2017), in a study
conducted by (Askarian et al, 2016) entitled "Investigating the Relationship between
Perceived Value of Sports Brands and Customers' Repurchase Intention", examined the
relationship between the two variables. The results of their research showed that there is a
significant relationship between perceived value and repurchase intention, as well as
between customer satisfaction and repurchase intention. Also, customer satisfaction has the
greatest impact on repurchase intention. As the Internet has taken on various media and
application forms over time, it has transformed human interactions and established new
communication bridges. With the popularity of mobile and Internet technologies and the
widespread reliance on online social media, sharing customer experiences has opened up a
new marketing landscape. Researchers believe that the nature of online communities is
similar to real communities in terms of meeting members' needs for self-identity, sharing
experiences, and social support (Chen & Li, 2019). In general, looking at the results of
research on the use of social media and its role in marketing products and services raises
the question of which aspects of social media marketing have an effective and meaningful
role in the intention to repurchase sports products and sustainable social connection.
Because the increasing growth of social networks in cyberspace, especially among the new
generation, can help create and maintain loyal customers to the country's sports products
and services. Despite rapid changes, the emergence of new technologies, and overt and

covert competitors, the importance of using social media marketing activities is doubled,
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and failure to pay attention to this important issue will quickly eliminate many companies
from the current competitive environment. For this reason, the results of this study lead to
revealing the consequences and dynamics of using social media marketing activities on
consumer behavior, especially the intention to repurchase sports products and sustainable
social connection, and can remove the obstacles in this path. This makes the need to pay
attention to social media marketing and planning for it in the field of sports undeniable.
Also, the beneficiaries of this research include sports product sellers and cyberspace
marketers. Therefore, given that the social media marketing model provides a conceptual
framework for the intention to repurchase sports products and sustainable social
connections, this is an innovation of the present research. Therefore, given that no domestic
research has been conducted to fully demonstrate the effect of social media marketing
activities on repurchase intentions with an emphasis on sustainable social connections in
the field of sports, this study seeks to understand how social media marketing activities
affect the intention to repurchase sports products and sustainable social connections, which
can be an advantage of this research over other extensive research. Also, how are mediating
factors such as customer satisfaction, social identity, customer experience, and perceived
value, which have received less attention in similar research, involved in this process?
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Figure 2. Final structural model of the research based on the conceptual model with significance
level values of path coefficients
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Table 6. Results of the effects of the internal research model
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