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Article Info ABSTRACT
Article type:

Research Article Introduction: Effective advertising by influencers alters customers' attitudes

towards products and enhances their purchase intentions. This study examines the
influence of social media influencers on customers' purchase intention with the
mediating role of attitude to advertising among customers of Tabriz fitness clubs.

Methods: The research method is descriptive- correlation and partial least squares
structural equation modelling (PLS-SEM). For this purpose, 275 customers of fitness
clubs in Tabriz City voluntarily completed the Braunstein and Zhang social media
influencers survey (2005), Ranjbarian et al.'s attitude towards advertising
questionnaire (2010), and Diallo's purchase intention questionnaire (2012).
Structural equation modelling based on partial least squares (PLS-SEM) in the
software SmartPLS was used to analyse the data.

K:t);\gjotjr:sfowards Advertising Results: The results showed that social media influencers have a direct and
Fitness Clubs significant impact on customers' purchase intentions (P = 0.001). Additionally, social
Purchase Intention media influencers have a direct and significant impact on customers' advertising
Social Media Influencers attitudes (P = 0.001). The attitude towards advertising has a direct and significant

effect on customers' purchase intention (P = 0.001), and social media influencers
have a positive and significant effect on customers' purchase intention through the
mediating variable of attitude towards advertising (Sig = 0.001; f = 0.257). The
model analysis results showed that the modified model provided a good fit (GOF =
0.372).

Conclusion: In general, it can be said that the use of influencers in advertising has
attracted an audience, and the level of expertise, attractiveness, reputation, and
honesty of influencers will play a significant role in the consumer's acceptance of the
message.
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Extended Abstract

Introduction

As pivotal mass media platforms, social networks have
garnered significant attention from diverse audiences, serving
as spaces for discourse and the exchange of opinions.
Influencer marketing has emerged as a critical strategy within
this landscape, leveraging individuals with social clout to
shape consumer behaviour (Bahramzadeh et al., 2023).
Influencers are recognized as key drivers of communication
efficacy (Kolo & Haumer, 2018) and play a central role in
enhancing brand awareness and purchase decisions (Scott,
2015). Their impact on consumer attitudes and intentions can
be understood through two theoretical frameworks: social
learning theory, which emphasizes the role of social actors like
celebrities and peers in shaping purchasing behavior
(Shekarchizadeh & Valikhani, 2021), and the interpretive
probabilistic model, which assesses the likelihood of attitude
formation based on contextual cues. Empirical studies
underscore this influence: Miandeh (2022) demonstrated that
advertisements featuring influencers have a positive effect on
purchase intentions, while Saputra and Dubroto (2022)
highlighted their role in fostering favourable product attitudes
and purchase intent. However, selecting influencers carries
significant stakes—appropriate choices can amplify brand
popularity and sales, whereas mismatches may harm revenue
and brand equity. This study examines the impact of social
media influencers on purchase willingness among fitness club
customers in  Tabriz, lran, with attitude toward
advertising serving as a mediating variable. Specifically, it
addresses the research question: Do social media influencers
significantly influence attitudes toward advertising and
purchase intentions in this demographic? By examining this
relationship, the study aims to contribute actionable insights
for optimizing influencer marketing strategies in the fitness
industry.

Methods

This study adopted an applied research purpose with
a descriptive-correlational design. The target population
consisted of customers of fitness clubs in Tabriz, Iran, who had
viewed advertisements by Hadi Choupan, a social media
influencer, on digital platforms and had used Evogen-brand
nutritional supplements. Due to the lack of definitive census
data for this demographic, the population size was considered
unknown. Using Krejcie and Morgan’s (1970) sample size
table for unknown populations, a minimum sample size of 384
participants was targeted. Ultimately, 366
respondents voluntarily completed validated questionnaires
measuring: Social media influencer impact (Branscum &
Zhang, 2005), Attitudes toward advertising (Ranjbarian et al.,
2010), Purchase willingness (Diallo, 2008), Behavioral
intention (Shekarchizadeh & Valikhani, 2021). Face and
content validity were confirmed through expert review by
seven professors specializing in sports management and
marketing. Internal consistency was assessed via Cronbach’s
alpha, yielding high-reliability scores: o = 0.93 (influencer
impact), o = 0.94 (advertising attitudes), and o =
0.95 (purchase willingnessNormality assumptions were
verified using the Kolmogorov-Smirnov test. Structural
equation modelling (SEM) in SmartPLS 3.0 was used to
evaluate the hypothesised relationships between variables,
while SPSS v24 facilitated descriptive and preliminary
inferential analyses.

Results

The model fit analysis also showed that the presented research
model fit well (GOF = 0.372). The results showed that social
media influencers have a significant impact on sports
customers' purchasing intentions (Sig = 0.01; B = 0.351).
Additionally, social media influencers have a significant
impact on attitudes towards advertising (Sig=0.01; = 0.569).
Attitude towards advertising has a direct and significant effect
on the purchase intention of sports customers, and social media
influencers have a positive and significant effect on the
purchase intention of sports customers through the mediating
variable of attitude towards advertising (Sig=0.01; B=0.257).

Conclusion

The findings revealed a positive and statistically significant
effect of social media influencers on purchase intention among
fitness club customers in Tabriz (p < 0.05). These results align
with prior studies by Ao et al. (2023), Bahramzadeh et al.
(2022), Shiri (2021), Miandeh (2021), and Saputra and
Dubroto (2022), reinforcing the critical role of influencers in
shaping consumer behaviour. Social media influencers have
emerged as strategic brand assets, transcending their role as
mere marketing channels to become catalysts for sustainable
consumer relationships built on trust and engagement
(Augustine, 2019). Their capacity to drive purchasing
decisions surpasses that of traditional marketing avenues,
largely due to their perceived authenticity and relatability. As
individuals increasingly emulate celebrities and public figures,
influencers wield substantial power in directly or indirectly
endorsing products, thereby shaping consumer attitudes.
Notably, consumers perceive influencers as more credible than
brand-employed representatives, fostering greater trust in their
recommendations (Bahramzadeh et al., 2023). This trust
translates to higher purchase likelihood and repeat
engagement, underscoring the pivotal role of influencer
credibility in consumer decision-making processes.
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