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ABSTRACT

The present study was conducted to compare the purchase intentions of
Generation Z consumers regarding domestic and foreign sports brands, with
an emphasis on social media influencers. This research employed a survey
methodology. The statistical population included all Generation Z customers
of sports stores in Yasouj city; however, their exact number was not
available. Using Cochran's sample size formula, a sample of 384 participants
was determined, assuming an unknown population size. Data collection tools
included the social media influencer questionnaire developed by Son et al.
(2021) and the questionnaire by Boon et al. (2020).

For data analysis, independent t-tests and analysis of variance (ANOVA)
were used. The results indicated a significant difference in the desire to
purchase domestic sports brands among Generation Z consumers based on
the type of social media influencer (F=13.658; significance level=0.001).
Specifically, the willingness to buy domestic sports brands in the peer and
friend group (mean=2.85) was higher than in other groups.

Similarly, a significant difference was observed in the willingness to
purchase foreign sports brands based on the type of social media influencer
(F=11.587; significance level=0.001). In this case, the group of advertising
influencers (mean=4.08) had the greatest impact on the willingness of
Generation Z consumers to buy foreign sports brands, indicating that this
group exerted the most influence on their purchase intentions.

KEYWORDS
Customer Orientation, Sports Brand, Generation Z Customer, Social Media
Influencers.
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Introduction

Today, the sportswear industry is one of the most
significant sectors globally, with substantial
financial value. Competition among sportswear
brands to achieve success and establish their
presence has become a critical and strategic
issue. The global sportswear market was valued
at approximately $533.5 billion in 2020, with
forecasts predicting it will grow to $479.63
billion by 2025. The growth of the sportswear
market indicates that various brands can secure a
substantial share of this expanding industry.

Currently, numerous international brands are
competing to generate revenue within this
market. Besides the importance of the sports
industry itself, the increasing interest in sports
over recent years and the rising understanding of
sports at the international level have further
fueled the desire to purchase diverse sports
brands. The growing sports audience has
contributed to continuous growth and
development in the industry.

A constant concern for many governments is
increasing domestic production. Enhancing local
manufacturing capabilities can significantly
improve a country's economic indicators.
Consequently, many governments prioritize
establishing domestic brands, boosting sales of
these brands within their countries, and
ultimately aiming to internationalize them as a
strategic economic goal.

Methods

This study is a type of survey research and falls
under applied research conducted in the field.
The statistical population includes all Generation
Z customers of sports stores in Yasuj city;
however, their exact number was not available.
Using Cochran’s sample size formula and
accounting for the unknown population size, a
sample of 384 individuals was determined.
Descriptive and inferential statistical methods
were employed to analyze the data. To assess the
distribution of data in samples larger than 50, the
Kolmogorov-Smirnov test was used. In this
study, the Hockbergs-GT2 post hoc test was
applied for group comparisons. All data analyses
were performed using SPSS version 25 software.

Results

The results indicated a significant difference in
the desire to purchase domestic sports brands
among Generation Z customers based on the
type of social media influencer (F=13.658;

significance level=0.001). Specifically, the
willingness to buy domestic sports brands in the
friends and peers group (mean=2.85) was higher
than in other groups. Additionally, a significant
difference was found in the willingness to buy
foreign sports brands depending on the type of
social media influencer (F=11.587; significance
level=0.001). In this case, the group of
advertising influencers (mean=4.08) had the
greatest effect on Generation Z customers’ desire
to purchase foreign sports brands. In other
words, advertising influencers exerted the most
influence on their foreign brand purchase
intentions.

Conclusion

Based on the findings of this study, it is
recommended that domestic sports brands
establish business partnerships with well-known
personalities to influence Generation Z
consumers'  decisions.  Additionally, it s
advisable to develop comprehensive databases of
social media influencers active in the sports field
and identify influential groups within this sector.
Furthermore, outsourcing marketing activities to
bloggers and prominent groups in the advertising
space can help increase awareness of domestic
sports brands among Generation Z. Lastly, it is
suggested that domestic sports brands create
active social communities focused on sports,
organize sports campaigns, and host recreational
sports events within the city to enhance brand
recognition among Generation Z consumers.

KEYORDS
Customer Orientation, Sports Brand, Generation
Z Customer, Social Media Influencers
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Table 5. The results of Hockbergs-GT2 follow-up test regarding Comparison of the willingness to buy domestic sports brands of generation Z customers
based on the type of social media influencers
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Table 6. Comparison of the willingness to buy foreign sports brands of generation Z customers based on the type of social media influencers
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Table 7. The results of Hockbergs-GT2 follow-up test regarding Comparison of the willingness to buy foreign sports brands of generation Z customers based
on the type of social media influencers
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