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Abstract

Social networks, as one of the main mass communication media, play a
very important role in influencing the attitude and behavior of
consumers. In this research, the effect of marketing in social networks
on consumers' purchase intention has been investigated. Also, the role
of lifestyle and life period variables as moderating factors of this
relationship has been evaluated. Social media marketing refers to the
use of these platforms to communicate with customers, create brand and
product awareness, attract new customers, and ultimately increase sales.
Previous studies have shown that marketing in social networks can have
a positive effect on consumers' purchase intentions. On the other hand,
lifestyle refers to people's behavior patterns in their daily life, which can
influence their purchase attitude and behavior. Also, consumers' life
cycle (age) is considered as a moderating factor that can affect the
impact of social media marketing on consumers' purchase intention. A
survey method was used in this research. The statistical population was
made up of the followers of Dorsa leather brand page on Instagram
social network. Using Cochran's formula, the sample size was
calculated to be 384 people. The present research method is based on
the practical purpose; The present research method is descriptive-
analytical because it seeks to collect real and detailed information about
the desired phenomenon. The research method used in this research is
structural equations with a minimal approach and data were collected
through a Likert scale questionnaire and analyzed using SPSS and
Smart-PLS software. The results showed that marketing in social
networks has a positive and significant effect on consumers' purchase
intention. Also, this variable affects the lifestyle of consumers. Social
media marketing with a mediating role in lifestyle means that these
media have more influence on the consumer's decision-making process.
These media can shape the lifestyle in a way that strengthens the
consumer's purchase intention. Also, with a moderating role in the life
course, social media may have a positive effect on purchasing decisions
at different stages of people's lives. This connection can create a deeper
connection between the consumer and the products or services.
Therefore, by combining these two roles, social media marketing not
only affects the way people live; Rather, it plays a role as an effective
tool in encouraging and strengthening the consumer's purchase
intention. However, the variable of life period (age) has a moderating
role and with increasing age, the impact of social network marketing on
purchase intention and lifestyle decreases. The results of this research
help marketers and business owners to design their marketing strategies
in social networks according to the demographic characteristics of
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consumers, including age. They can also target their marketing content
according to the needs and tastes of consumers in any age group.
Keywords: lifestyle, life course, purchase intention, social media
marketing.
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