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Today, social media has created tremendous effects on purchase intention, and using
it correctly can become a competitive advantage for all branded companies and even
small businesses.While previous studies have mainly focused on the influence of social
media marketing on the intention to purchase general products, this research has
addressed new dimensions of this relationship by examining luxury brands and using
a comprehensive model.The statistical population of the research was made up of the
customers of Dorsa Leather, Mashhad Leather, Ebel Leather, Goharbin Jewelers, and
Meroj Sports Equipment, and due to the unlimited statistical population, 384 were
selected as a sample using Cochran's formula. Data analysis was done by structural
equation modeling using Smart PLS software. The results of the research showed that
social media marketing activities have a positive and significant effect on customer
brand engagement as well as on perceived value. Also, perceived value and customer
brand engagement had a positive and significant effect on each other. In addition,
customer brand engagement has a positive and significant effect on the willingness to
pay a higher price, perceived value on the willingness to pay a higher price, perceived
value on purchase intention, and finally the willingness to pay a higher price has a
positive and significant effect on brand purchase intention. Therefore, the results
provide a valid justification for combining different social media platforms with
traditional marketing channels in order to achieve better results.
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EXTENDED ABSTRACT

Introduction: Today, consumers' understanding of luxury brands is increasing, and gaining a better
understanding of consumer behavior toward luxury brands is extremely important for building,
managing and maintaining luxury brands. In addition, the decrease in unemployment rate, decrease
in production costs, the expansion of the rich class in developing countries and the increase in the
employment rate of women have increased the global consumption of luxury products. In the context
of luxury brands, social media marketing is a critical factor in achieving success. Consumers who
interact with brands through social media generate favorable reactions to such brands compared to
those who do not interact through social media. The digital environment creates countless
opportunities for marketers to engage with customers. Customers who are highly engaged with the
brand have a favorable attitude toward the target brand and are likely to purchase and pay more to
try or acquire that brand. Despite the importance of social media marketing, there are few studies
that focus on investigating the outcomes of consumer-brand engagement for luxury brands as well
as how luxury brands attract social media users. Also, although models regarding the relationship
between social media marketing activities and purchase intention, consumer brand engagement
,perceived value, willingness to pay a higher price have been provided separately; However,
according to the available information sources and the investigations conducted by the researchers
of this research, so far no research has simultaneously investigated the effect of the factors and
variables in this research on the purchase intention of luxury brand customers .Therefore, this
research examines the effect of social media marketing activity on the purchase intention of luxury
brand customers with the mediating role of consumer brand engagement, perceived value, and
willingness to pay a higher price.

Methodology: The research is applied one and descriptive of the survey type from the point of view
of the method .According to the characteristics of the luxury brand and appropriate activity in social
media, the statistical population of this research includes all people who have used one of the luxury
brands Dorsa Leather, Goharbin Jewelry, Mashhad Leather, Ebel Leather, and Meroj sports
equipment, or have experience using social networks. Instagram has the desired brand .Due to the
fact that the size of the population is unknown, Cochran's formula was used to determine the sample
size, and 384 people were selected as a statistical sample using the simple cluster sampling method.
Data collection was done using a questionnaire. To measure the variable of social media marketing
activities, customer brand engagement; Willingness to pay a higher price and purchase intention were
used from the questionnaire of Kumar et al. (2022) and to measure the variable of perceived value,
the questionnaire of Molinillo et al. (2021) and Kim et al. (2012) were used .In order to analyze the
data and test the hypotheses, structural equation modeling was used with the help of Smart PLS and
SPSS23 software.

Discussion and Results: The results of the research showed that all the paths and hypotheses were
confirmed, and in the meantime, social media marketing activities had the greatest impact on
customer brand engagement. social media marketing activities have had a positive and significant
effect on perceived value, and perceived value and customer brand engagement have had a positive
and significant effect on each other. customer brand engagement has had a positive and significant
effect on the willingness to pay a higher price, and the perceived value has also influenced the
Willingness to pay a higher price, and after that, the perceived value has directly influenced the
purchase intention and in The last hypothesis also shows that Willingness to pay a higher price has
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a positive and significant effect on brand purchase intention. Although researchers have tried to
generalize the research results, the results of this research may not be fully generalizable to other
Iranian luxury brands, and caution should be exercised in generalizing it. Therefore, it is suggested
that in order to improve studies in the field of marketing activities in social media on the intention to
purchase luxury brands, research in other areas of the luxury goods industry should also be carried
out.

Conclusion: The results of the present research provide valid justification for combining various
social media platforms with traditional marketing channels in order to achieve better results. It can
also help brand managers, especially luxury brands, to understand the need to pay more attention to
their brand's social media marketing activities and encourage their target audience to engage and buy
more by providing appropriate strategies.

Keywords: Social media marketing activities, Customer brand engagement, Perceived value,
Willingness to pay a higher price, Purchase intention
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