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Abstract

Purpose: The rapid growth of e-commerce and increasing competition in digital markets have encouraged organizations to rely heavily on
internet advertising to attract and retain customers. However, the effectiveness of online advertising is not solely determined by advertising
messages and technological features, as social and relational factors may also influence consumer responses. Social capital, encompassing
trust, relationships, and social interactions, can significantly shape customer attitudes and purchasing behaviors. Therefore, this study aims
to examine the role of social capital in the relationship between internet advertising and online customers’ purchase intention.

Methodology: This study is applied in purpose and descriptive-correlational in design. The statistical population consisted of online
customers in Tehran, from whom 200 participants were selected using random sampling. Data were collected through standardized
questionnaires measuring internet advertising, social capital, and purchase intention. Pearson correlation analysis and structural equation
modeling were employed to examine the relationships among variables, and the analyses were conducted using SPSS and AMOS software.

Findings: The findings revealed that internet advertising has a positive and significant effect on customers’ purchase intention. Social
capital was also positively associated with both internet advertising and purchase intention. The structural model demonstrated that social
capital plays a significant mediating role in the relationship between internet advertising and purchase intention. Furthermore, the proposed
model exhibited satisfactory goodness-of-fit and explained a substantial proportion of the variance in purchase intention. The results
indicate that greater trust, social interaction, and relational ties among customers can strengthen the effectiveness of digital advertising
activities and increase purchasing intentions.

Originality/Value: This study contributes to the literature by simultaneously examining the roles of internet advertising and social capital
in shaping online customers’ purchase intention. Unlike many previous studies that focus primarily on the direct impact of advertising, this
research highlights the mediating mechanism through which social capital enhances digital marketing effectiveness. The findings provide
practical implications for marketing managers, online businesses, and e-commerce practitioners seeking to develop more effective customer
acquisition and retention strategies.
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Table 1- Descriptive Statistics and normality of the research variables.
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Table 2- Correlation matrix of the research variables.
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Figure 1- The final structural model.

uﬁ?‘;cjpl"":}‘Quﬂf“lﬁoﬂb@’f‘i“bwwb‘f‘&.f“})‘ %OQQTwLﬂ‘descﬂﬂlonTu:&)}idL@JdM \ Jgniljb

! Parsimony Comparative Fit Index (PCFI)
2 Parsimony Normed Fit Index (PNFI)

3 Incremental Fit Index (IFI)
4Tucker-Lewis Index (TLI)

ol bu\ﬂTr.:j:qu Syldbl ol o & Jgda 53 aalsl 53 558 o0

°> Goodness-of-Fit Index (CFI)
¢Normed Fit Index (NFI)
"Maximum Likelihood Estimation (MLE)




cee g Ol (S0 31 S99 40 (Sloi Ao g i S/ 538

yyS b b olazal oy g 5l Ll olusliwl g paits culyo - ¥ Jour
Table 4- Direct and standardized effects of internet advertising and social capital on purchase intention.

S laikiwl e calyo o ikl o it (510 e

Sig T brelas begyo Ly 0
0.001 11.12 0.10 0.67 0.69 Sy dad ol ol
0.001  9.62 0.07 0.61 0.63 A5 dab — elozzl lo s
0.001 10.22 0.09 0.62 0.65 (oloxzl e =5 il wlids

6})j(s1g:'/' '\)ﬁ:'/f\ﬁl)d&w‘Ag’bﬂj(slg:'/' '\jﬁ:'/fa)&k‘d)w&uw ‘W‘OMTZJJ-‘?JJQ‘-Q"‘wLﬂlJJ

Sl okl

gy S (olozal aylepus (lin (28 b (2l Slials Qg sl g gl -0 Joor
Table 5- Bootstrap Results for the Effect of Internet Advertising on Purchase Intention
with the Mediating Role of Social Capital.
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